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Executive summary 
The present report evaluates the stance and the further development opportunities of Salesforce with a specific focus on how it can assist the SMEs in developing within the increasingly AI-driven business environment. the discussion proposes a great market leadership, solid cloud ecosystem, and heightened investment in artificial intelligence and automation of Salesforce. SWOT and environmental analysis, competitive analysis show opportunities such as the growth of the need of digital transformation and threats such as price competition, the complexity of the platform and tough competition on the industry level. Bowman Clock, Matrix by Mendelow and RACI strategic models make a point about the significance of customer centric, saleable and stakeholder aligned growth models. The report proposes a hybrid method of differentiation that will see the new additions on value added to the affordable pricing to the new SMEs. Some of its core actions include the introduction of product bundles made easier, more automation through artificial intelligence, more partner network and also better training tailored to SMEs. All of this combined allows Salesforce to become a company capable of evolving in a sustainable way and being more relatable to its stakeholders, as well as being competitive in the longer term.  
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[bookmark: _Toc214965770]1. Introduction
Salesforce, Inc. is a United States based software company, which is among the most successful and is based in San Francisco, the pioneer in the customer relationship management (CRM) technology. It possesses a platform that provides a cohesive set of applications, which are applied in sales, customer service, automation of marketing processes, e-commerce, analytics, and artificial intelligence. Salesforce offers subscription-based Software-as-a-Service (SaaS) in order to help organizations of any size centralize the information that relates to customers, automate operations, and make decisions by exposing real-time information. Its unique value position that the company applies is its 360 level of customer, the perfect integration with the clouds, and the inexpertly innovative with its artificial intelligence-driven ecosystem with Einstein and AI Cloud. The Salesforce develops differentiated advantages through powerful customer success programmers, extensive partnering network, industry-adjusted solutions, and ability to offer scalable, adjustable and highly customizable digital transformation opportunities to the world markets.
[bookmark: _Toc214965771]2. Current Strategic Direction and Goals
The strategic direction currently taken by Salesforce is to expand its presence in the intellectual sphere of artificial intelligence, automation, and integrated cloud-based ecosystems as the most dominant customer relationship management (CRM) of the world. Its purpose of enabling the companies to interact with the customers in entirely new spheres is clear and adhering to its aim to guarantee success of its customers through applying innovative and data-based solutions (Salesforce, 2025). This is reflected by a long-term investment which Salesforce undertook to deliver a customer-centric one-stop platform that enables the organizations to perform efficiently in their operations.
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Figure 1: Customer Relationship Management (CRM)
(Source: Digital Transformation, 2025)
The company objectives demonstrate that the purpose of the company and its growth strategy have good synergism. Those, in turn, are its AI Cloud growth, adopting agentic AI in any of its processes, boosting subscription-driven sources of income, creating clouds tailored to particular industries, and the responsible and ethical creation of AI. It also has a strategic emphasis of Salesforce considering the emphasis on making customer experience ever more hyper-personalized with the advanced analytics and coordinated departmental communications.
Salesforce has set a bold ambition of turning into a platform of enterprise transformation that is driven by AI and thus the hub of digitization to businesses across the globe. Its goals are highly modern to the long-term market trends such as the automation, data consolidation process and the recent emergence of the demands of flexibility in cloud architectures (Sunkari, 2022). By aligning its mission, vision and innovation roadmap, Salesforce has managed to ensure a steady strategic direction, which will enable it to match up with competition, as well as, expand in the foreign market.
[bookmark: _Toc214965772]3. Environmental Scan and Competitive Positioning
[bookmark: _Toc214965773]3.1 SWOT Analysis
Strength
Salesforce strengths are its dominant position on the CRM platform, good brand, and deep-seated cloud platform comprising Sales Cloud, Service Cloud, Marketing Cloud, Commerce Cloud, and a new AI Cloud. Its subscription-based revenue approach provides an opportunity to have a steady stream of revenues, whereas continuous innovation, particularly, on the area of artificial intelligence, automation, and targeted solutions in the sector, provides value to the customers (Fatima, 2021). It is also defined by the large number of customers having global presence and well-established network of partners that strengthens the deployment and integration roles of the company.
Weaknesses
However, Salesforce has significant weaknesses in high product complexity that renders it expensive and further learned by organizations. It may not be attractive to small businesses, as well, and its aspect of renewing through subscription is not going to help it during economic slumps.
Opportunities
Salesforce opportunities are the AI based enterprise solution boom market, the rising need of digital transformation and the expansion of emerging economy markets (Chinta et al., 2020). The possibilities of the agentic AI to be used in the working processes and its enhancement of the interoperability with the third-party systems has enormous perspectives. The development of the reliance of enterprises on unified customer data platforms is also provided with further strategic opportunities.
Threats
The threats are augmented by the rising competition against Microsoft Dynamics 365, HubSpot, Oracle, and emerging AI-based platforms. Changes in the data privacy rules and potential economic slowdown may also affect the customer expenses and long-term renewal rates due to cybersecurity threats.
[bookmark: _Toc214965774]3.2 Value Chain Analysis
	Value Chain Activity
	Key Processes
	Contribution to Competitive Advantage

	Inbound Logistics
	Acquisition of cloud infrastructure, data storage, and third-party integrations via AWS, Azure, and Google Cloud.
	Ensures scalable, secure, and reliable infrastructure, reducing latency and supporting global service delivery.

	Operations
	Software development, AI model training, platform maintenance, and continuous feature updates (Imediegwu and Elebe, 2021).
	Agile operations accelerate innovation, strengthen product performance, and maintain Salesforce’s technological leadership.

	Outbound Logistics
	Digital delivery of SaaS products, automated provisioning, and global cloud availability.
	Enables instant deployment, seamless updates, and high service consistency across regions.

	Marketing & Sales
	Enterprise sales teams, global marketing, Dreamforce events, and Trailblazer community engagement.
	Enhances brand equity, drives customer acquisition, and reinforces Salesforce’s position as the leading CRM provider.

	Service
	Customer support, troubleshooting, Trailhead training modules, and Customer Success Managers.
	Improves customer satisfaction, retention, and lifetime value through continuous user enablement (Fatima, 2020).

	Firm Infrastructure
	Leadership, finance, legal compliance, ESG initiatives, and AI governance.
	Supports sustainable growth, builds stakeholder trust, and ensures ethical technology development.

	Human Resource Management
	Recruitment, diversity initiatives, talent development, and employee well-being programmes.
	Fosters an innovative culture and attracts high-skilled talent critical for product advancement.

	Technology Development
	R&D in AI, automation, analytics, industry clouds, and platform integration.
	Strengthens competitive differentiation and expands product capabilities.

	Procurement
	Sourcing software tools, cloud services, and AI technologies.
	Ensures cost-efficient operations and reliable technological foundations.


Table 1: Value Chain Analysis
(Source: Self-Created)

[bookmark: _Toc214965775]3.3 PESTLE Analysis
Political Factors
Being a company that works in the sales force mines and operates in different jurisdictions, it is necessary to align salesforce with different political and regulatory communities. Its policies on cloud computing, cross-border data flows, digital sovereignty, and governmental technology acquisitions all have impacts on its global policies (Kumar, 2024). Geopolitical stresses as well as domestic laws of data-localization also affect Salesforce cloud-deployment and cloud infrastructure choices.
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Figure 2: Key Features of Salesforce CRM
(Source: FITA Academy, 2025)
Economic Factors
Among the global economic factors that affect the company are the corporate spending changes in the IT sector, the interest rates and inflation. Its stable revenues as a result of subscription-based solution can still suffer due to the economic slumps when their customers reduce their technology spending or delay change efforts (Haridasan and Jawale, 2021). Nevertheless, growing trends of automation, productivity designed by AI, and cost-effective cloud solutions will encourage the growth in the long run.
Social Factors
The increasing needs of the customers to tailored integrated technologies make the utilisation of CRM platforms mandatory. The remote work (or even the hybrid teams and the digital customer service) patterns further add the demand and the need of the scalable cloud solutions. The focus towards customer success and community education (e.g. Trailhead) encourages high activity by Salesforce users.
Technological Factors
These changes are extremely swift and fast which offers opportunity and competition. Salesforce invests in AI, agentic automation, data analytics and in multi-cloud integration (Veeravalli, 2022). Its future developments and rising of Einstein AI and AI Cloud distinguish it, regardless, the company must be innovative in order to stay on the top of the fast-evolving market.
Legal Factors
The laws that Salesforce must comply with in data privacy include GDPR, CCPA, and industry-related laws. Theoretical safety of intellectual property and cyber-security rules, and ethical artificial intelligence needs are priceless within the reduction of legal and reputational risks.
Environmental Factors
The sustainability commitment is used to support Salesforce ESG profile, including carbon neutrality, renewable energy usage, environmentally-friendly data centers, and so on. These initiatives are highly strategic as the corporate pressures to be more responsible to environmental issues continue to increase with the rising demands.
[bookmark: _Toc214965776]3.4 Porter’s Five Force Analysis
	Force
	Description
	Impact on Salesforce

	Threat of New Entrants
	Entry into the cloud CRM and AI market requires significant capital, technical expertise, and trust-building with enterprise clients. However, AI-native startups can enter niche segments more easily.
	Moderate: High barriers protect Salesforce, but rapid AI innovation increases pressure from agile newcomers.

	Bargaining Power of Suppliers
	Suppliers include cloud infrastructure providers (AWS, Azure, Google Cloud), software tool vendors, and AI model partners. Switching costs exist but alternatives are available (Rêgo et al., 2022).
	Low to Moderate: Dependence on hyperscalers exists, yet multi-cloud partnerships help reduce supplier power.

	Bargaining Power of Buyers
	Customers range from SMEs to large enterprises with high expectations for integration, customisation, and affordability. Switching costs are high, but alternatives exist.
	Moderate: Buyers demand more value and lower complexity, but Salesforce’s ecosystem reduces churn (Fuertes et al., 2020).

	Threat of Substitutes
	Alternative CRM tools, open-source platforms, AI-driven engagement tools, and industry-specific solutions can act as substitutes.
	Moderate to High: Rapid innovation in AI and automation increases the availability of substitute solutions.

	Industry Rivalry
	Competition comes from Microsoft Dynamics 365, Oracle, SAP, HubSpot, and emerging AI-first platforms. Rivalry is intense due to innovation pace and overlapping product offerings (Mızrak, 2023).
	High: Continuous feature upgrades, pricing pressure, and AI advancements intensify competition.


Table 2: Porter’s Five Force Analysis
(Source: Created by Author)
[bookmark: _Toc214965777]4. Strategic Growth Choices for SMEs
[bookmark: _Toc214965778]4.1 Evaluation of Strategic Growth Models
The Bowman Strategy Clock provides the SMEs with a useful factual analysis of the competitive positioning level and the most effective growth path. Given that the price and perceived value are the variables which can be analyzed, the SMEs will be able to identify the strategies that could contribute to the fact that the organization will be more competitive and continue to thrive.
Strategy 4: Differentiating may at times prove successful when dealing with SMEs that wish to grow depending on differentiation-based growth. The orientation of this strategy is on provision of high value as innovative products, or personalized service or the niche expertise (Rabetino et al., 2021). Agility, creativity, and customer intimacy may enable the SMEs to rise among the already flooded markets and, thus, to command high prices without the need to compete with the larger market rivals on the price front. This is especially in the technology sector, professional services and creative sectors.
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Figure 3: Growth Strategies
(Source: Product School, 2025)
Another alternative that is good is Strategy 3: Hybrid Strategy. It sets the price, and price is with value addition, and provides SMEs with a chance of pleasing the cost-sensitive families with improved services or product qualities (Keding, 2021). The moderate strategy may enable smaller businesses to attain larger market door without wiping down profits hence explaining the validity in small growth stage or in a competitive market where no clear differentiation can be made.
Strategy 1 and 2: Low Price strategies can be used on SMEs within the markets where the level of price sensitivity is high so that they can be enabled to build their volumes and strong identification in the market. However, in order to succeed in the long-run, it needs to be efficient with regard to its operations, automated, and cost-disciplined, which is a set of areas where SMEs could be underprivileged to larger players.
The strategies that are located on the high-price, low-value quadrant (Strategies 6-8) do not suit the SMEs as they will likely lose customers and markets.
Generally, it is implied by Bowman Clock that SMEs are in the best position to grow their business opportunities provided they adopt various differentiation strategies, hybrid strategies and selective low pricing strategies depending on capabilities, market opportunity and strategy plans.

[bookmark: _Toc214965779]4.2 Proposed Sustainable Long-Term Strategy
A Hybrid Differentiation Strategy, a combination of improved customer value and competitive prices which are available is the most befitting long-term growth strategy to ensure development of SMEs. This kind of strategy will leverage SME capabilities and provide them with an opportunity to win on the flexibility, customized service and specialized knowledge and appeal to low-end consumers (Palmié et al., 2023). Even without taking the excess premium price level, SMEs can create customer loyalty, improve the competitiveness of their products, and be differentiated by offering differentiated value, both through the innovative or the high quality of the product or through the specialization of the products.
The strategy is long-term because it encourages a long-term investment commitment towards constantly bettering digital and customer-oriented innovations, and that is durable in the long term. It also fits well in the market environment where the customers are finding more demand on affordable, but quality experiences (Lopes and Casais, 2022). The hybrid alternative also enables the SMEs to grow at a pace and with the guarantee of the growth of the revenue and manageable operation expenses. With good relations, employing effective technologies and offering the best value at moderate price, SMEs can therefore achieve a worthy image in the market, and they will be able to secure a long-term competitive advantage.
[bookmark: _Toc214965780]5. Stakeholder Analysis and Evaluation
[bookmark: _Toc214965781]5.1 Stakeholder Mapping and Expectations
SMEs possess both internal and external stakeholders whose expectations influence both strategic decisions and the long-term performance. One of the core internal stakeholders would be the owners and shareholders who would require sustainable growth, profitability, and resourceful utilization. Employees desire to experience job security, proper remunerations, and training as well as to feel like they are part of the working environment (Vigfússon et al., 2021). Strategic direction is a desire by the managers, adequate resources and constant operations are needed to meet performance targets.
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Figure 4: Sustainable Strategic Management 
(Source: Zhang et al., 2025)
The external stakeholders include customers that are more concerned with the quality, reliability, competitive prices, and responsive services of the products. Long-term contracts, prompt payment and working relations would be requested by the suppliers. The regulations and the government agencies involve the compliance with the legal, taxation and industry-specific requirements (Chofreh et al., 2021). Investors and financial institutions require transparent reporting, risk profile, which is comfortable and financial discipline. Some of the expectations of the local communities include ethical business practices, social responsibility and environment.
The stakeholders could be ranked respectively to the power and interests with the assistance of the Matrix that was developed by Mendelow. The key players, which include the owners, the most important customers and regulators, are classified under the Manage Closely category as they played a significant role during strategic developments. High power-low interest groups that cast in the Keep Satisfied quadrant are the major suppliers and financial institutions (Khan et al., 2021). The low power to high interest group comprises employees and local communities and they lie within the Keep Informed quadrant. Finally, low power low interest stakeholders such as peripheral partners require low and frequent communication. It is a balanced and strategic engagement due to this mapping.
[bookmark: _Toc214965782]5.2 Feasibility and Acceptability Through RACI
Responsible
The current Salesforce strategic efforts that are implemented by product development teams, engineering units, AI research, and cloud infrastructure specialists involve enhancing AI Cloud capability, accelerating its use, and continuously extending industry-specific cloud services, etc. These units possess technical expertise as well as delivery capacity that is required to deliver systemic innovation to make the strategy feasible.
Accountable
The last duty is that of the top management which is composed of the CEO, CTO and Chief Product Officer. They also ensure that they are strategically aligned to the mission of Salesforce, they allocate resources and maintain governance of the ethical AI development and customer success (Trischler and Li-Ying, 2023). Their dominion also guarantees that the initiatives suggested in the aspect of growth are long term and strategic.
Consulted
It will also possess significant customers, company and regulatory advisors and businesspeople. Their opinions identify the relevance of the products, and privacy laws as well as differentiate the products. This will increase acceptability and reduce risks of market adoption especially in the dynamic AI and CRM environment that requires the inclusion of stakeholder input.
Informed
Information of the stakeholders in the organization, via the employees, community stakeholders and investors is updated regularly to enforce transparency and organizational support (Akinrinoye et al., 2020). It is a tool of communication that facilitates the convergence of the culture, promotes the acceptability of the workforce to accept the AI-led changes, and enhances the confidence of investors.
In general, RACI framework illustrates that the long-term vision of Salesforce is neither unrealistic nor unacceptable as an entity as a whole, which is supported by a high-quality leadership quality, technical skills, and a well-established involvement of interested parties.
[bookmark: _Toc214965783]6. Strategic Recommendations
To simplify the further evolution and secure the presence among SME-level customers, Salesforce can implement a limited strategy that would be cost-effective and cost-efficient. To begin with, Salesforce needs to expand the facilitated cost-effective product packages, or more precisely to SMEs. The prohibitive prices of the implementation systems and complexity of the platform will not align with most of the smaller companies; easy-to-implement modular solutions and clear prices will help make the solution more accessible to more people and simple to implement.
Second, Salesforce should consider investing in AI-based automation solutions targeting SMEs who do not have substantial resources. By eliminating the necessity of employing personnel of large magnitude to make outreach of their sales, customer care, and marketing endeavors an automated action, SMEs are placed on their feet without having to revert themselves into huge operations to bridge the gap in capabilities (Abdulhasan et al., 2024). It must also provide ready AI templates and stepwise workflow which would be useful to users who are not conversant in the field of technology.
Third, Salesforce is also encouraged to tighten its employees’ collaborations by offering SME-oriented implementation options including subsidized onboarding, certified local companions, remote technical assistance. This reduced the risk of implementation and is quicker to be appreciated by small businesses.
Fourth, additional data security, compliance solutions, and responsible AI systems must be made so as to gain the confidence of SMEs especially, since not all smaller enterprises are knowledgeable of security services internally.
Finally, Salesforce can invest in further training through the Trailhead that offers SME-specific learning routes to become digital literate and use the platform more frequently. The whole strategies help in long-term sustainable expansion and eradicate SME issues like constraints on costs, complexities and capabilities.
[bookmark: _Toc214965784]7. Conclusion
As the analysis shows, Salesforce has to operate in the competitive and constantly shifting technological environment characterized by the development of AI, the emergence of new customer preferences, and tightening rules and regulations. The Bowman Clock strategic models: Bowman Clock strategic model, Bowman Clock strategic model diversified, Bowman Clock strategic model and RACI strategic model to Bowman Clock shows that the balanced and stakeholder aligned growth is needed. The balanced differentiation strategy suggested by the joint action of simplified product bundles of the SMEs and the use of AI-centred automation, strengthened partnership network, and the boosted training gives a sustainable and expanding successful course in the long-term. Salesforce can go deeper into the market and can seek affordability, usability and customer-based innovation through allowing the digital transformation of SMEs. Lastly, these strategic insights position the Salesforce to ensure the competitive advantage, improve the relationship with the stakeholders and continue their organizational growth in the constantly AI-driven market.
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