
Watson-Marlow aligns 
CRM implementation 
project with strategy

C A S E  S T U D Y

Read how we helped a leading pump manufacturer 
with their digital transformation journey.



About Watson-Marlow
Watson-Marlow Fluid Technology Solutions is a world leader in 
peristaltic pump manufacture and associated fluid path technologies 
for the life sciences and process industries. Watson-Marlow 
manufactures its own pumps and tubing, which can range from small 
pumps in a desktop lab to large pumps capable of handling harsh 
fluids at high volumes and capacities. 

In 1969, Watson-Marlow relocated its base to Falmouth, Cornwall. 
Since then, the company has expanded geographically to serve 47 
markets worldwide. The company comprises several leading brands, 
each specialising in niche fluid transfer technologies. 

Watson-Marlow is part of Spirax Group, a FTSE-100 company.             
As part of Spirax Group, Watson-Marlow shares a purpose to create 
sustainable value for all its shareholders by engineering a more 
efficient, safer, and sustainable world.
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From the outset, Watson-Marlow wanted a collaborative partnership that 
would feel cohesive, as if everyone were part of the same team. It was also 
crucial for Watson-Marlow to find a partner that aligned with its core values. 
After a thorough vendor selection process, Columbus emerged as the 
partner of choice among the candidates. 

Once Columbus came on board, Watson-Marlow outlined its digitalisation 
plan. However, as discussions progressed and goals were further explored—
such as centralising global operations, enhancing customer connections, 
and achieving internal targets—the focus shifted. It became evident that 
prioritising customer engagement was more important than updating the 
ERP system. 

This pivot enabled Watson-Marlow to realise the benefits of migrating to 
the cloud ahead of schedule. Despite initial challenges and a small team 
size, Watson-Marlow successfully deployed the CRM solution to 39 sales 
companies and three supply sites, completing the initial implementation over 
a three-month period. The project ran on time and under budget, thanks to 
the meticulous planning and dedication of the project team, who surpassed 
expectations, demonstrating resilience and a commitment to continuous 
improvement.

Andrew Jones, Head of Sales Excellence & Governance at Watson-Marlow 
Fluid Technology Solutions

We needed to shift from merely offering the best 
product to becoming a total customer solutions 
provider. A key aspect of this strategy was 
to implement a CRM system to have greater 
visibility and support for our sales engineers 
while they’re out on the road.” 
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Choosing Columbus 
and implementing a 
CRM solution



With Watson-Marlow always working to stay at the forefront of innovation, 
in 2022 the company made a strategic shift towards becoming a customer 
solutions provider. To successfully make this transition, they prioritised 
implementing the aforementioned Customer Relationship Management 
(CRM) system.

The new CRM implementation has resolved numerous challenges, bringing 
significant benefits to the company, particularly for its sales engineers who 
work on the road. It’s also contributed to improvements in key business areas 
such as data quality, accuracy and pipeline visibility, helping the sales team 
to work more efficiently.

The company also expects significant enhancements in marketing 
capabilities with the implementation of the new system. It’s anticipated 
the new CRM will provide better insights into the entire campaign journey, 
allowing for a more thorough assessment of critical metrics such as 
customer reach, lead conversion rates, and overall campaign effectiveness. 
This, in turn, will enable Watson-Marlow to make more informed, data-driven 
decisions and optimise marketing strategies more effectively, improving the 
measurement of the true return on investment (ROI) for each campaign.
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Solving the challenges 
facing Watson-Marlow 
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Andrew Jones, Head of Sales Excellence & Governance 
at Watson-Marlow Fluid Technology Solutions.

We knew it was going to be a 
challenge, but I also knew we had 
the right team. Our people now 
have a system they can see value 
from, and we’ve managed to deliver 
it on time and under budget. 
We’ve absolutely overachieved 
from what I thought we could do, 
and that’s all thanks to Columbus.” 
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Together with Columbus, Watson-Marlow achieved 
several successes:

Improved sales performance
Watson-Marlow has developed a dynamic sales process 
(DSP) that has seamlessly integrated into its CRM 
system. This integration has enabled sales teams to 
navigate the sales process smoothly into their daily 
operations.

The company’s outside sales team can now quickly and 
easily access the critical information they need. Watson-
Marlow now has greater visibility and control over 
territory planning and opportunity management, ensuring 
its salespeople can focus on high-priority tasks without 
the burden of manual tracking.

With this CRM integration, Watson-Marlow can generate 
various types of quotations within minutes. From simple 
product quotes to comprehensive proposals, the system 
has streamlined the quotation process, saving time and 
ensuring consistency across sales documents. This 
efficiency has also translated into improved customer 
experience, with more cohesive customer interactions 
and faster response times.

Outcomes
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Milly Knight, Transformation Engagement Lead at Watson-Marlow 
Fluid Technology Solutions

Today, our sales engineers have got everything they 
need right in front of them on the sales app. It’s allowed 
them to focus on what they’re good at.” 
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Increased marketing effectiveness 
Moving away from shared inboxes, Watson-Marlow has consolidated 
all communications and purchase orders into a centralised platform. 
This has facilitated smoother communication between sales and 
supply teams, ensuring a comprehensive 360-degree view of 
customer interactions. 

It’s also expected to enhance the marketing team’s ability to create and 
manage campaigns effectively. By consolidating lead generation and 
tracking conversions, the team aims to gain more valuable insights 
into campaign performance, enabling informed decision-making and 
resource allocation for future marketing efforts.

Additionally, Watson-Marlow has integrated its website forms with 
its CRM. This means when customers reach out, their inquiries are 
directly routed into the CRM system. 

The marketing team aims for this connection between customer data 
and sales team data to enable them to better spot patterns in customer 
behaviour and interactions, helping identify cross-selling and up-
selling opportunities. Additionally, the marketing team is currently 
making strides in email personalisation, targeting customers with 
products that resonate with their needs.

Outside sales engineers can now access a mobile sales app, where 
they can access all the crucial information they need and perform 
actions such as:

•	 Send quotes instantly
•	 Revisit customer records on-the-go
•	 View when a customer was last quoted for a certain product 
•	 See when they were last in contact with Watson-Marlow
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Laura Dutton, Business Systems Analyst at Watson-Marlow 
Fluid Technology Solutions

Thanks to the sales app, sales engineers now have all 
the information they need at their fingertips. It’s a much 
smoother process.” 
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Milly Knight, Transformation Engagement Lead at 
Watson-Marlow Fluid Technology Solutions

Having the platform on a 
mobile device which 
everyone can access has 
built a huge bridge for better 
communication between 
our sales team and 
sales engineers.” 



Andrew Jones, Head of Sales Excellence & Governance at Watson-Marlow 
Fluid Technology Solutions

Andrew Jones, Head of Sales Excellence & Governance at 
Watson-Marlow Fluid Technology Solutions

Our sales companies now have access to opportunity 
data that informs their decisions on product volumes 
and timelines, directly impacting their demand planning. 
This close collaboration between our supply sites 
and sales companies highlights our commitment to 
supporting our customers more effectively.”

Having the CRM in the business benefits everyone, 
from sales engineers to the managing director. 
It provides individual-level visibility and a clearer, 
biggerpicture for informed decision-making 
based on facts.”

Enhanced operational efficiency  
Deployment of the CRM across supply sites has streamlined 
communication and collaboration between sales and supply 
teams. This means improved planning and forecasting, 
leading to more accurate lead times and enhanced efficiency 
in production processes. 

Also, increased visibility into pipeline data and opportunity 
information has enabled Watson-Marlow to have better 
demand planning and resource allocation.

Strategic business insights 
Executives, including the managing director and divisional 
directors, have more visibility into the sales pipeline and future 
potential. This improvement is expected to enhance decision-
making and strategic planning, ensuring alignment with 
business objectives and priorities.
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Emma McLeod, Transformation Lead at 
Watson-Marlow Fluid Technology

We’re seeing a shift in how our 
teams are using the CRM. People 
are starting to realise its value in 
making smarter decisions across the 
business and managing their 
day-to-day tasks more efficiently. 
Plus, it’s helping us serve our 
customers better.”
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Evaluating the value 
of the prepare phase
Before diving headfirst into a full-scale project, Watson-Marlow 
recognised the need to gain a deeper understanding of its needs and 
challenges. It wasn’t just about implementing technology –
but embracing business transformation.

Readying the business for change
- 	Watson-Marlow decided to run a three-month Explore project with 	
	 Columbus that would lay the groundwork for the subsequent main 	
	 project
- 	Involving 60 key Watson-Marlow stakeholders, 12 workshops were 	
	 conducted to pinpoint value and identify necessary organisational 	
	 changes

Shifting the organisation’s mindset
- 	Continuous engagement and communication were prioritised 		
	 to ensure every member felt engaged and involved in the 		
	 transformation process
- 	Development of a value dependency network allowed Watson-		
	 Marlow to gauge the success of guiding individuals through each 	
	 phase of change

Invaluable lessons for the main project
- 	Prioritising engagement and empathy, Watson-Marlow recognised 	
	 that change is about people and emotions
- 	The Explore project laid a strong foundation for successful CRM 	
	 implementation, fostering collaboration, understanding, and 		
	 alignment across the organisation, delivering tangible value

Andrew Jones, Head of Sales Excellence & Governance at 
Watson-Marlow Fluid Technology Solutions

Without completing the Explore project, 
or engaging change management and
transformation within the project, none 
of our achievements would have been
possible. We would have simply designed 
and implemented a CRM system
without reaping any benefits.”



Andrew Jones, Head of Sales Excellence & Governance at Watson-
Marlow Fluid Technology Solutions, explains why Columbus emerged 
as the preferred partner in the selection process. “We underwent a 
thorough evaluation to find a partner aligned with our values. 
Columbus shared our core values, understood our business and 
connected with our people,” says Andrew.

Andrew elaborates on how Columbus supported Watson-Marlow in 
better understanding their manufacturing and change management 
challenges. “We knew we had a big culture change to go through, 
which was new for us. Being able to work with Columbus and have 
them take us through their change management process, engage in 
discussions, and learn from their past implementations
with other customers, was invaluable.”

Further reflecting on why Columbus was the right choice for Watson-
Marlow, Andrew says, “change is all about people, and the only way 
you can start that change journey is if you’ve got that strong
relationship with the partner that’s going to help you to work through 
that change. That for us was the biggest area that set Columbus 
apart from other partners – their change management process and 
dedicated team. That reassured us that we’d made the right decision.”

Emma McLeod, Transformation Lead at Watson-Marlow 
Fluid Technology Solutions

Our partnership with Columbus has been 
so valuable. It didn’t feel like working with 
a consultant; it was more like collaborating 
with colleagues in the business. We got 
on really well.”  
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Working with
Columbus
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Columbus is a global IT services and consulting company with 
more than 2,000 employees serving 5,000+ customers worldwide. 
Columbus helps ambitious companies transform, maximise and 
futureproof their business digitally. 

We are specialised within the industries retail, distribution, food, 
manufacturing and life sciences. We offer a comprehensive solution 
portfolio with deep industry knowledge, extensive technology 
expertise and profound customer insight. Columbus has offices 
and partners all over the world and we can deliver our solutions 
and services locally – on a global scale. 

www.columbusglobal.com

About Columbus


