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Company Snapshot!

•  The fastest growing CRM vendor in the world 
•  20+ consecutive quarters of growth 
•  CRM vendor for the largest CRM deployment in the world 
•  Founded in April 2004 with headquarters in Silicon Valley 
•  400+ employees and contractors worldwide 
•  1.7M+ users rely on Sugar in 120 countries and more than 27 languages 
•  Global strategic partners extend breadth of offerings 
•  Recognized CRM leader by industry analyst firms 
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Flexible Architecture = Future Proof CRM!

Deep Customization 

§  Sugar Studio 
 
§  Access to code 

Integration 

§  Well documented 
SOAP, REST APIs 

 
§  No limits to API calls 
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Sugar UX  
Delivered the Right Way for Each Organization!

SUGAR  
ON-DEMAND 

SUGAR ON-SITE 

SUGAR  
PRIVATE CLOUD 

PUBLIC CLOUD 

PARTNER CLOUD 
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Market Positioning!
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Gartner Magic Quadrant – MQ 2010!

8 

First year SugarCRM ranked by Gartner 

Salesforce.com 

Oracle’s Siebel CRM 
Microsoft Dynamics CRM 

Oracle CRM On Demand 

SAP 

Sage SalesLogix 

Cegedim Dendrite 

NetSuite 
CDC Software (Pivotal Sales) 

SageCRM 
Act! By Sage  

FrontRange Solutions (GoldMine) Landslide 
Maximizer Software 
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Gartner Magic Quadrant – MQ 2013!
Significant movement; validation as a CRM Visionary 

Salesforce.com 

Oracle’s (Siebel CRM) 

Microsoft (Dynamics CRM) 

SAP (CRM) 

SAP (cloud for sales 

NetSuite 

Pivotal 

Sales 

SageCRM 

Zoho 

Microsoft (Dynamics CRM Online) 

Oracle Fusion Sales 

Swiftpage 

CRMnext 
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Gartner Magic Quadrant – MQ 2014!
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Successful Customers 
More Than 1.6 Million Users!

Services Consumer Goods/
Retail 

Financial Services 
& Insurance 

Government/ 
Non-profit Education 

Healthcare Manufacturing Technology Transportation Travel & Leisure 
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CASE STUDY!
IBM Sales Connect 
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SalesConnect	
  	
  

	
  –	
  IBM	
  OM	
  Tool	
  –	
  	
  
No	
  CRM:	
  

Opportunity	
  
Management	
  

only	
  

SalesConnect	
  helps	
  IBM	
  sellers	
  improve	
  client	
  experience	
  through	
  
Timely	
  and	
  
accurate	
  client	
  
informa6on	
  

Powerful	
  and	
  
precise	
  
opportunity	
  
tracking	
  

Collabora6ve	
  
selling,	
  leveraging	
  
cumula6ve	
  IBM	
  
exper6se	
  

Efficient	
  access	
  
and	
  interface	
  to	
  
op6mize	
  6me	
  in	
  
the	
  field	
  

Client	
  insights	
  and	
  
analy6cs	
  for	
  
beHer	
  decision	
  
making	
  

	
  –	
  CRM	
  
Implementa2on–	
  	
  
Brought	
  CRM	
  to	
  
sellers,	
  but	
  key	
  

limita@ons	
  inhibited	
  
evolu@on	
  

SalesConnect	
  brings	
  CRM	
  to	
  the	
  next	
  level	
  .	
  .	
  .	
  
enabling	
  sellers	
  to	
  be	
  more	
  efficient,	
  more	
  social,	
  
more	
  analy2cal	
  

–	
  SalesConnect	
  –	
  
Socially	
  enabled	
  
selling,	
  leveraging	
  
analy@cs	
  and	
  the	
  
best	
  of	
  current	
  
technologies	
  

Legacy	
  CRM	
  Tool	
  Before	
  CRM	
   SalesConnect	
  

SalesConnect	
  empowers	
  sellers	
  and	
  engage	
  
them	
  to	
  become	
  enterprising	
  individuals	
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SalesConnect	
  is	
  IBM’s	
  simple	
  Selling	
  PlaCorm	
  
designed	
  to	
  enable	
  our	
  seller	
  with	
  integrated	
  
informa2on,	
  rich	
  analy2cs,	
  mobile	
  and	
  social	
  

Simple…	
  	
  	
  	
  	
  	
  	
  	
  Integrated…	
  	
  	
  	
  	
  	
  	
  	
  Analy@cal…	
  	
  	
  	
  	
  	
  	
  
Social	
  

Data	
  Integra@on	
  	
  

Forecasti
ng & 

Roadmap
ping 

Products 
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   SalesConnect	
  brings	
  a	
  social	
  dimension	
  to	
  
selling	
  .	
  .	
  .	
  internally	
  and	
  externally	
  to	
  priori2ze	
  
2me	
  and	
  resource	
  

SalesConnect	
  provides	
  an	
  integrated,	
  social	
  
experience	
  for	
  Sellers	
  as	
  well	
  as	
  those	
  beyond:	
  

è Client	
  oriented	
  collabora6on	
  
among	
  teams	
  

è Follow	
  key	
  clients	
  /	
  opportuni6es	
  
è Ac6vity	
  Streams	
  (news	
  feeds)	
  

Key	
  
Contacts	
  

Sellers	
  use	
  tagging	
  to	
  
group	
  sales	
  data	
  in	
  ways	
  
meaningful	
  to	
  them	
  

•  Shared	
  prac6ces	
  	
  
•  Find	
  Experts	
  
•  Industry	
  /	
  brand	
  
knowledge	
  

•  Client	
  Growth	
  Strategy	
  
Plans	
  

•  Proposals	
  and	
  
references	
  

•  Global	
  client	
  
informa6on	
  (non-­‐
confiden6al)	
  

•  Client	
  sa6sfac6on	
  
findings	
  	
  C	
  r	
  i	
  t	
  i	
  c	
  a	
  l	
  	
  	
  B	
  u	
  s	
  i	
  n	
  e	
  s	
  s	
  	
  	
  O	
  u	
  

t	
  c	
  o	
  m	
  e	
  
An optimal social business 
experience resulting in highly 
engaged employees 
delivering a differentiated 
experience to our clients 

40,000 IBMers 
unite in 400+ Client 
Collaboration Hubs 
to come together 
as one team for 
their clients 

SOCIAL 
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The	
  complex	
  analy2cs	
  data	
  model	
  must	
  be	
  
transparent	
  to	
  selling	
  teams….	
  who	
  only	
  focus	
  on	
  
the	
  insights	
  	
  and	
  results	
  	
  

Source	
   Analyze	
   Use	
  
Some	
  predic2ve	
  variables	
  	
  
•  Seller	
  skills	
  
•  Progression	
  of	
  the	
  deal	
  
•  Speed	
  of	
  deal	
  progression	
  
•  Technology	
  components	
  of	
  
deal	
  

•  Sector	
  served	
  
.	
  .	
  .	
  And	
  we	
  make	
  is	
  easy	
  for	
  Sellers	
  to	
  
find	
  	
  

.	
  .	
  .	
  And	
  we	
  embed	
  in	
  reports	
  for	
  
Managers	
  to	
  manage	
  

Top	
  Sheet	
  
Exec	
  

Summary	
  

Pipeline	
  
Reports	
  +	
  EIW 

SDM
S 

Federated 	
  
Sources	
  

Trusted 	
  
Sources	
  

CRM	
  CRM	
  

SC	
  SC	
  

EIW	
  EIW	
  

WB	
  WB	
  

DWDM	
  DWDM	
  

EU_DM	
  EU_DM	
  

Cdb	
  Cdb	
  

Mdb	
  Mdb	
   ARDE	
  
EIW	
  

SDMS	
  
SC	
  

ARDE	
  ARDE	
  
EIW	
  

SDMS	
  
EIW	
  

SDMS	
  
SC	
  SC	
  

IBM Information 	
  
Server	
  
IBM Information 	
  
Server	
  

iKnow Analytics 	
  iKnow Analytics 	
  
Engine	
  Engine	
  

ADEDB	
  ADEDB	
  

ISW	
  ISW	
  

Statistics	
  Statistics	
  
Modeler	
  Modeler	
  

XMETA	
  XMETA	
  

IBM Information 	
  
Analyzer	
  
IBM Information 	
  
Analyzer	
  

D&B	
  D&B	
  

Skills 	
  
Data	
  

Enterprise Service Bus	
  Enterprise Service Bus	
  Enterprise Service Bus	
  

Business 	
  
Process 	
  

Management	
  

Web Services	
  

Opportunity & 	
  
Cadence 	
  
Reporting 	
  
Databases	
  

MAP	
  MAP	
  

O2O	
  

Opportunity to 	
  
Order	
  

O2O	
  O2O	
  

Opportunity to 	
  
Order	
  

Business 	
  
Unit Data 	
  
Sources	
  



17	
  

17	
  

SalesConnect	
  	
  

Seller	
  and	
  Client	
  
Rela-onships	
  

SalesConnect	
  is	
  the	
  key	
  enabling	
  tool	
  for	
  all	
  IBM	
  Sellers	
  and	
  Sales	
  Leaders	
  that	
  helps	
  
ensure	
  a	
  consistent	
  approach	
  to	
  sales-­‐related	
  ac2vi2es	
  	
  

Intersec@on	
  of	
  IBM’s	
  Sales	
  Management	
  System	
  
and	
  SalesConnect	
  

WinPlans	
  

Steps	
  to	
  
Closure	
  

Integrated	
  Deal	
  
Comments	
  

Business	
  
Unit	
  Sales	
  
Review	
  

Seller	
  and	
  
Manager	
  Sales	
  
Review	
  

Execu-ve-­‐level	
  
Sales	
  Integra-on	
  
Review	
  

Cross-­‐team	
  Sales	
  
Integra-on	
  
Review	
  

Analy2cal	
  Library	
  

Common	
  Reports	
  
Top	
  Sheet	
  

Exec	
  
Summary	
  

Pipeline	
  
Reports	
  +	
  

Seller/Manager	
  
Repor2ng	
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IBM	
  applied	
  Agile	
  Methodology	
  for	
  speed	
  and	
  engaged	
  leaders	
  across	
  our	
  business	
  
units	
  and	
  Geos	
  to	
  ensure	
  readiness	
  and	
  change	
  	
  

2.1	
  M	
  Total	
  Opportuni6es	
  

FAST	
  
•  Run	
  Globally	
  
•  Performance	
  
KPI	
  

•  Data	
  Privacy	
  
Compliant	
  

PARTNERSHIP	
  

-­‐	
  Scorecards	
  
measured	
  
country	
  
readiness	
  to	
  
deploy	
  
-­‐	
  Progress	
  of	
  
adop6on	
  of	
  
behavior	
  

Tiered	
  
Engagement	
  
with	
  Sales	
  
Leaders	
  

Parallel	
  
Focus	
  	
  on	
  
Data	
  
Readiness	
  

834K	
  
Opportuni6es	
  

754	
  K	
  Client	
  Interac6ons	
  

7000	
  Communi6es	
  

265K	
  Tags;	
  450K	
  tasks	
  tracked	
  

749K	
  Contacts	
  
650K	
  Accounts	
  

GLOBAL	
  
51!1	
  

Process/	
  Tools	
  
converged	
  to	
  1	
  

50%	
  
Fewer	
  Input	
  Fields	
  

SIMPLER	
  

AGILE	
   DATA	
  FOCUS	
  

Forecast	
  Hierarchies	
  
Targets	
  

Governance	
  
focused	
  on	
  	
  
Execu6on	
  of	
  Vision	
  

32	
  
HIGH	
  TOUCH	
  	
  

	
  “Course	
  correc6on	
  more	
  important	
  
than	
  perfec6on”	
  

Regions:	
  	
  	
  personally	
  
visited	
  1-­‐3X	
  

500
+	
  

Sales	
  Leader	
  Mee6ngs	
  	
  
hosted	
  

2000
+	
  

Sellers	
  in	
  Roundtables	
  

150	
   General	
  Managers	
  Briefed	
  
&	
  Engaged	
  

SalesConnect	
   Old	
  Solu2on	
  

CCMS	
  

As-­‐is	
  Readiness	
  Process	
  

SalesConnect	
   Old	
  Solu2on	
  

CCMS	
  

New	
  Data	
  Readiness	
  Process	
  

Data	
  Clean-­‐Up	
  	
  

STRATEGY	
  

RELEASE	
  

ITERATION	
  

DAILY	
  

CONTINUES	
  

AGILITY	
  
IS…	
  

ACCELERATE	
  DELIVERY	
  

ONE	
  TEAM	
   adaptability	
  
	
  	
  	
  transparency	
  
	
  	
  	
  	
  	
  	
  simplicity	
  
	
  	
  	
  	
  	
  	
  	
  	
  	
  unity	
  

WORKING	
  
SOFTWARE	
  

•  Pilot	
  Aug	
  2012	
  	
  
•  Pilot	
  Refresh	
  July	
  2013	
  
•  Globally	
  R1	
  Summer	
  2013	
  (6	
  weeks)	
  
•  Globally	
  R2	
  July	
  2014	
  (one	
  deploy)	
  
•  Global	
  Cadence	
  August	
  2014	
  (one	
  deploy)	
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IBM	
  is	
  seeing	
  indicators	
  of	
  saved	
  2me,	
  beber	
  
informa2on	
  access	
  and	
  more	
  efficient	
  processes	
  
through	
  collabora2on	
  and	
  analy2cs	
  

Less	
  Time	
  –	
  Increased	
  Sales	
  Produc2vity	
  
•  Less	
  6me	
  on	
  upda6ng	
  and	
  more	
  6me	
  on	
  
WinPlans	
  	
  

•  Faster	
  access	
  and	
  speed	
  in	
  sharing	
  	
  
•  Quicker	
  and	
  easier	
  searching	
  	
  
•  More	
  6mely	
  updates	
  	
  

More	
  Efficient	
  Work	
  and	
  Collabora2on	
  –	
  
Beber	
  Business	
  Impact	
  	
  

•  More	
  accurate	
  forecasts	
  and	
  reports	
  
•  Analy6cs	
  to	
  leverage	
  full	
  breadth	
  of	
  IBM	
  
•  New	
  insights	
  thru	
  greater	
  peer	
  visibility	
  
•  More	
  cross-­‐geo,	
  cross-­‐team	
  collabora6on	
  

Beber	
  Access	
  –	
  Improved	
  Decision	
  Making	
  
•  Team	
  enabled	
  assessments	
  
•  Facilitated	
  execu6ve	
  advice	
  to	
  get	
  work	
  done	
  
•  More	
  engaged	
  users	
  for	
  con6nuous	
  
improvement	
  	
  

Reduced	
  Support	
  Costs	
  –	
  More	
  Profit	
  
•  Investments	
  in	
  technologies	
  with	
  benefits	
  
•  Cost	
  of	
  mul6ple	
  tools	
  vs.	
  one	
  tool	
  
•  Cost	
  of	
  common	
  vs.	
  stand-­‐alone	
  reports	
  

CRM	
  +	
  Social	
  +	
  Analy@cs	
  =	
  
Improved	
  Results	
  

Collaboratio
n 

Within the 
Enterprise 

 With 
Clients 

With  
Partners 

Within the 
Enterprise 

With  
Suppliers 
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SalesConnect	
  	
  

Valuable	
  lessons	
  learned	
  as	
  IBM	
  made	
  SalesConnect	
  a	
  reality	
  to	
  open	
  
markets	
  to	
  commerce,	
  minds	
  to	
  new	
  ideas	
  and	
  our	
  selling	
  teams	
  to	
  act	
  

1.   Define	
  early	
  a	
  master	
  data	
  strategy	
  and	
  a	
  vision	
  of	
  benefits	
  
and	
  expected	
  behaviors	
  

2.   Design	
  and	
  integrate	
  the	
  user	
  experience	
  from	
  a	
  sellers’	
  
perspec@ve	
  and	
  involve	
  them	
  throughout	
  
–  Engage	
  the	
  business	
  at	
  all	
  levels	
  and	
  frequently	
  -­‐	
  make	
  

them	
  part	
  of	
  the	
  solu6on	
  
3.   Use	
  an	
  agile	
  approach;	
  remain	
  flexible	
  and	
  change	
  with	
  

business	
  dynamics	
  
4.   Develop	
  a	
  @ghtly	
  kniXed	
  Change	
  Management	
  plan	
  of	
  

ac@on	
  	
  
–  Mi6ga6on	
  plans	
  to	
  address	
  change	
  impact,	
  messaging,	
  

communica6ons,	
  educa6on,	
  stakeholder	
  
management,	
  feedback,	
  	
  measurement	
  and	
  
improvement	
  

–  Reminder:	
  	
  Transforma6onal	
  change	
  is	
  marathon	
  not	
  a	
  
sprint!	
  	
  

5.   Adop@on	
  is	
  key	
  to	
  success…but,	
  it	
  takes	
  leadership	
  and	
  
commitment	
  
–  Expect	
  faster	
  adop6on	
  on	
  items	
  that	
  are	
  “required”	
  -­‐	
  

the	
  rest	
  requires	
  work	
  to	
  convey	
  ‘what's	
  in	
  it	
  for	
  me’	
  
and	
  role-­‐model	
  and	
  mo6vate	
  behavior	
  change	
  

“A	
  day	
  will	
  come	
  when	
  there	
  will	
  be	
  
no	
  baClefields,	
  but	
  markets	
  opening	
  
to	
  commerce	
  and	
  minds	
  opening	
  to	
  
ideas.”	
  	
  
Victor	
  Hugo,	
  August	
  1849	
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CASE	
  STUDY	
  
PostNord	
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§  Leading logistics provider"

§  Yearly revenue €550 000 000"

§  1600 employees including 400 drivers"

§  Subsidary of PostNord"

- Swedish and Danish Post"

- 5,5 billion in yearly revenue"

§  500 SUGARCRM users"

TOLLPOST GLOBE IN BRIEF 
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COMPETITIVE EGDE 
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COMPETITIVE EGDE 
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The Post Nord Journey 
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CUSTOMERS 
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A Platform for Growth 
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Sugar – The obvious choice 
§  From Siebel to Sugar"

§  TCO"

§  Flexible"

§  Professional partners"



©2013 SugarCRM Inc. All rights reserved. 

Improved Service Powered by Sugar 
§  E-services"

§  Requests"
§  Including 

statistics"

§  Fully integrated 
with Sugar"

§  SLA"

§  Internal 
communications"
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One View of the Customer 
§  Activities"

§  Documents"

§  Requests"

§  Revenue "

§  SLA"

§  Loyalty program"
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SOME MEASURES OF SUCCESS 
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Thank You! 
 

 


