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Welcome and Intro Video 

Erin Fetsko, Principle Sales Engineer, SugarCRM 
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Introductions 

Erin Fetsko, Principle Sales Engineer, SugarCRM 



Agenda 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



Social CRM Is… 
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Empowering A.M. Castle’s Sales 
Methodology Using SugarCRM 

Jon Berbaum 
Client Engagement Manager 

Highland Solutions 
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About A.M. Castle 

l  Headquartered in Oak Book. 

l  55 locations throughout North 
America, Europe and Asia. 

l  Founded in 1980. 

l  Foremost global distributor of 
specialty grade, high 
performance metals. 

l  $1B Company, 300 person 
sales team. 
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Key Issues 

l Lack of visibility into customer intelligence. 
l Fragmented contact information. 
l Manual forecasting & call reports. 
l New sales methodology. 
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Why SugarCRM 

Why did you choose SugarCRM? 
l Rapid deployment, near-instant ROI. 
l Flexibility. 
l Cloud-based, mobile friendly, Outlook integration. 
l OnDemand and SmartCloud delivery. 
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Company Facts 

§  100% successful CRM 
implementation rate 

§  90% of our clients engage us in 
multiple projects 

§  Broad expertise in business-
specific web applications: CRM,   
E-Commerce, Fully Custom, 
Systems Integration 

§  Experienced in SugarCRM 
implementation and support for 
national and global companies 

§  SugarCRM Gold Partner 

§  Founded in 1998 

Buzz 

     We regularly bring “impossible” 
requirements to Highland and they 
deliver.  

      The Highland team is excellent. 
They are producing fundamental 
shifts in our business. 

--Director of Marketing, North America & Europe 

--President & CEO 

Highland Solutions 



The Process 
l Proof of Concept in August 

l Analysis & customization complete within 5 days. 
l Targeted data migration. 
l Multi-step training. 
l  Integration with Outlook, LinkedIn and InsideView. 

l  Initial rollout (30%) in October 
l Migration to IBM SmartCloud. 
l Advanced reporting. 
l Forecasting workflow. 
l Quote tracking & follow-up. 

l Phase 2 
l Enterprise wide rollout 
l ERP integration using IBM WebSphere Cast Iron. 
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SugarCRM at A.M. Castle 

l 80 users (field sales & inside sales). Full sales 
deployment is 300+. 

l Used primarily for:  
l Sales prep & strategy. 
l Call debriefing & training. 
l Forecasting & reporting. 

l User adoption is 100%. 
l Baked in sales methodology. 
l Makes life easier: email, mobile, social. 
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Benefits 

l  Improved visibility into sales. 
l  Better coordination between inside and field sales. 
l  Reduced overhead. 
l  Reduced risk from turnover. 
l  Faster reporting process.  

l  Specific ROI to come. Expected impact in: 
l  Increased Quote win rate. 
l  Revenue lift (more time to sell, enforced methodology). 
l  Faster time to revenue for new sales rep onboarding. 
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Best Practices 

Lessons Learned 
l Clearly define the goals, limit the scope. 
l Get buy-in at every user level. 
l Use a Proof of Concept to validate or disqualify a 

potential solution. 
l Have a realistic data strategy. 
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Jon Berbaum 
Client Engagement Manager 
312-863-7500 
jberbaum@highlandsolutions.com 

www.highlandsolutions.com 

Buzz 

     We regularly bring “impossible” 
requirements to Highland and they 
deliver.  

      The Highland team is excellent. 
They are producing fundamental 
shifts in our business. 

--Director of Marketing, North America & Europe 

--President & CEO 

Thank you! 



Customer Success Story 

Sheldon Good Company 



Sheldon Good 

l Real Estate Auctions 
l Commercial & residential 
l New York based 
l Regional offices: Chicago, Miami, Denver, San 

Francisco and more 
l Founded in 1965 
l Leader using technology 



Choosing a CRM 

l SaaS model 
l Pricing 
l Deploy quickly  
l Customize quickly 



Tracking Phone Leads 

Solution 
l Quickly create a new record 
l Cleans duplicates on the 

 backend 

Issue 
•  High call volume 
•  Time constraint with leads 



Tracking Web Leads 

Solution 
l Creates contact records 
l Create multiple property 

records 
l Cleans duplicates on the backend 

Issue 
•  High volume of emails leads 
•  Multiple ‘Records of Interest’  

need to be  created 



Managing Properties 

Prospect Property Bids Sold 



Automation 

l Automates leads from inbound 
emails 
l Creates records 
l Creates follow-up activities 
l Sends out emails 

l Keeps the database clean by 
checking and fixing duplicates 



Objectives Met 

l True tracking of leads and properties 
l  Increased reporting and pipeline 
l Real-time view into ad 

dollars 
l Ability to reroute 

marketing dollars 
l Target out reach very 

specifically 



SOLD! 

l Great return on 
investment 

l Was able to drive a 
couple million dollars of 
sales in a very short 
period of time 



Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



The New Rules of Social CRM 

Clint Oram, co-founder and CTO, SugarCRM 
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CRM 

CRM empowers you to 
gain and retain customers  



CRM 

CRM empowers you to 
gain and retain customers 

by providing greater 
visibility into sales, 

marketing and support   
so you can deliver an 

excellent customer 
experience 



CRM 

l Enables collaboration 
l Provides visibility 
l Gives financial 

predictability 
l Boost revenue 
l Leverages existing 

technology 
investment 



Social CRM 

Social CRM is an 
extension of CRM, not a 

replacement for CRM 



Social CRM 

“Social CRM is simply changing 
traditional CRM and adding 
multichannel social technologies, 
social analytics and social 
engagement strategy to help Sales, 
Marketing and Customer Service be 
more productive.” 

Quote: Mark Fidelman 



Change 



Change: Customers Believe Customers 

Not Companies! 



Change: Traditional Buying Model 



Change: New Buying Model 



Change: Social is Changing Business 



The New Rules 



Rule #1: You Are Not In Control  



Customers Manage You 



Rule #2: Traditional Marketing is Declining 

-35% 
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Source: Booz & Company’s B2B Marketing Survey 2010 



How People Connect with Companies 

©2010 SugarCRM Inc. All rights reserved. 

Inbound 
Permission 
Customer-Driven  

Outbound 
Interruption 
Vendor-Driven  



Rule #3: Customer Service IS Marketing 
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The Ultimate Question 

11/2/11 Copyright © 2010 SugarCRM, Inc. All rights reserved. 45 



Rule #4: Join the Conversation  



Interact Via Social Media 

“85% of respondents believe 
companies should not just present 
information via social media, but 
use it to interact and become more 
engaged with them.” 

- Cone Inc Report: “Social Media in Business” 



Rule #5: Integrate People with Technology 

Sydney restaurant replaces menus with iPads 
http://www.redmondpie.com/sydney-restaurant-uses-ipad-as-a-menu-card/  



Evolution 



What Now? 



Bring Order to Customer Management 



Get Social 

©2010 SugarCRM Inc. All rights reserved. 

CRM in the age of Social is 
based on the simple premise 
that you are able to Interact 
with your customers based on 
their needs, not your rules 

YOU DO THIS 
BY BECOMING 

A SOCIAL 
BUSINESS 



Overview 

l Customer Testimonial 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 

l How Do You Get Started 



From Social Media to Social CRM 

Kathleen H Cook ,  
Mid-Market Business Development Executive  
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The Mid-Size Company  

§ Generally < 1,000 employees 

§ Drivers of economic growth: 65% of 
Global GDP 

§ Employment: 90% of the global workforce 

§ Innovation: 13x more patents per 
employee than large enterprises 

§ Reach: Fastest-growing portion in 
emerging markets 

Note: This report is based on analysis done by the IBM Market Intelligence Department. This document is not meant to be a statement of direction by IBM nor is IBM 
committing  to any particular technology or solution.   Source:  GMV Quarterly April 2011, total market 
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Midmarket CEO focus over the next 5 years Midmarket CIO focus over the next 5 years 

IBM Institute for Business Value 

CEOs and CIOs are both highly focused on insights, 
clients and people skills:  Inside and Outside  

Getting closer to customer 

People skills 

Insight and intelligence 

Industry model changes 

Enterprise model changes 

Revenue model changes 

Risk Management 

Insight and intelligence 

People skills 

Client intimacy 

Internal collaboration &  
Communications 

Risk management 

Enterprise model changes 

Industry model changes 

Revenue model changes 

77% 

68% 

67% 

63% 

49% 

43% 

36% 

34% 

90% 

53% 

52% 

52% 

51% 

87% 

73% 

Source:  2011 Global CIO Study – Midmarket Report, April 2011 
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Along with increase in complexity and market changes, 
customers have moved in to a position of power that is 
forever altering the relationship between business and 
customers 

Social networking 
and mobile 
commerce have 
dramatically 
changed the 
dynamic between 
buyer and seller. 

Customer 
expectations of 
service, price and 
delivery is soaring. 

This is changing 
the entire way 
products are 
sourced, 
manufactured and 
distributed—and 
making business 
more complex than 
ever. 

Customers now 
have unlimited 
access to 
information and can 
instantly share it 
with the world 

Source:	
  Smarter	
  Commerce	
  



“We saw an opportunity to engage Cold Stone’s loyal customer base and 
social media following to drive a measurable impact on in-store sales.”  
       Dan Beem, President, Cold Stone Creamery  

Customers want tangible value via social media, so give it to them 

Customers interact with a brand or business in social media primarily to get 
something of tangible value, e.g., discounts, purchases, deals, as well as access 
to needed information. Businesses want to realize an ROI for social media. It’s the 
ultimate win-win. 

§ Think like your customers 

§ Collaborate as a team and with your 
customers 

§ Analyze customers’ cross-channel 
behavior 

§ Monetize social media 

If You Only 
Do One 
Thing… 

Give 
customers 
what they 

value and the 
intimacy will come.  

Source: http://www.coldstonecreamery.com/assets/pdf/news/2010/pr_cold-stone-creamery_egift_070710.pdf 58 



The Fifth IT Era: 
The era of Social Business 



Social is Generational, Geography & Cultural  
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Power of Social Media 

62 

“Sharing” 
“Digital Trail” 



Why should you care? = Speed 
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Social Business Transforms  
The Customer And Employee Experience  

Peer to Peer Business to 
Employee 

Business to 
Business 

Business to Customer 

“Exceptional Web Experience” “Exceptional Work Experience” 
Employees interacting with self-forming, distributed 
teams (peers, customers, partners & suppliers), as a 
company overall (communities incorporating 
customers & partners around innovation) reducing 
the friction of work. 

Customers interacting with other customers and 
company representatives (efficiently, via social 
tools), with the company overall (driving brand 
awareness & revenue growth) 

Deepen client 
relationships 	



Drive operational 
effectiveness	



Optimize your 
workforce	





A Social Business embraces networks of people to create 
business value 
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Why should you care? 

Engaging 

Transparent 

Nimble 



Social Business Catalysts: Top 
Down and Bottom Up 

CEO 

Cut time to market by 
50% 

Wisdom of Crowds 
Most Profitable Product 

Multiple Divisions 



Social Business Catalysts: Bottom 
Up and Top Down 

Sharing Knowledge 
Accident 

Deliver 1m+ sales of 
single product 

Subject Matter 
Expert 

298K Employees 
17K Salary 
Managers 



Move from Document Centric to People / 
Social Centric Model 

Document Centric People / Social  Centric 



Looking at the power of the company by 
removing the hard coded hierarchy  

“Conversations” 
“How you are 
connected” 

“Break down Barriers” 
“Empowered”  



Change in Thinking by Role: Why do they 
care? 

Company 

Line of 
Business 

Manager 

Employee 

•  Driving Business Initiatives 
•  Understanding “Tipper Model” 
•  Communication Channel 

•  Promote members of team 
•  Ease Job transfer 
•  “Follow” people for carrier 

•  Digital Reputation 
•  More valuable when share 
•  Gives time back (Strategic) 

•  Capture Knowledge 
•  Attract & Maintain Great Talent 
•  Mentor Program 



Change in Thinking by Role: Why do they care? 

Company 

Line of 
Business 

Manager 

Employee 
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Deliver value to 
empowered 
customers 

Foster lasting 
connections 

Capture value, 
measure results 

CMOs Signaled Three Key Imperatives 

Source: IBM Institute for Business Value CMO Study 2011 

www.ibm.com/cmostudy2011  
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• Clients looking to increase 
customer retention, attract new 
customers and maintain 
competitive advantage 

Target Market IBM  & SugarCRM deliver Social 
Business either on premises or in 
the cloud  

IBM delivers social solutions that 
connect you to people both inside 
and outside your company  

IBM is about connecting social and 
collaborative capabilities across all 
business processes that 
customers use to run their 
business.   

Why IBM & SugarCRM for Social Business   

Advantage 

• Open collaboration among 
employees and with external 
parties such as customers and 
partners 



Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l How Do You Become a Social Business (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



Networking and Coffee Break 

15-20 minutes 
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Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM  (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



How Do You Integrate Social Media 

Clint Oram, co-founder and CTO, SugarCRM 
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Start With the Customer 



CRM 

Put the customer at the center 



CRM: Enable the sales edge 

SALES EDGE CUSTOMERS INNER CORE 



Social CRM: Enable the customer edge 

SALES EDGE CUSTOMERS INNER CORE 



Basics of an Open, Social CRM 

Collaboration Social 

Cloud Mobile 

SugarCRM 
Open Platform 



Social CRM = Open CRM = Mobile CRM 

Open 

Intuitive 

Flexible 

CRM Made Simple 



Where Do You Start? 

Think Big 
Start Small 
Move Fast 



Social CRM Adoption Curve 
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Social CRM Adoption Curve 
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Manual 
•  Few defined processes, all manual 
•  You always go to the Internet for social media integration 
•  No automatic ways track what your customers are saying 

1. 

SCRM Process 

S
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Generic 

Unique 

Manual Optimized 



Social CRM Adoption Curve 
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2. Listen 
•  Sales Intelligence 
•  Capture social media inside your CRM 
•  Turn unstructured data into structured data 

SCRM Process 
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Manual Optimized 



Social CRM Adoption Curve 
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3. Talk 
•  Interact with social media from inside CRM 
•  Run social campaigns from your CRM 
•  Archive social conversations in the CRM record 

SCRM Process 
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Manual Optimized 



Social CRM Adoption Curve 
4. Engage 

•  Social monitoring and metrics 
•  Social CRM is integral part of business 
•  Quickly adapt to changing market 

SCRM Process 
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Manual Optimized 



Talk 

Key to Social CRM is Following the Curve 
Engage 

SCRM Process 

S
oc

ia
l S

op
hi

st
ic

at
io

n 

Generic 

Unique 

Manual Optimized 

Manual  1. 

2. 

3. 

4. 

Listen  



Sugar and IBM Social Media Integration 

l Sugar + LotusLive 

l Sugar + Lotus Notes 

l Sugar + CastIron 



Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM  (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



Best Practices for Becoming a Social 
Business 

Kathleen H. Cook,   
Mid-Market Business Development Executive  
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Social Business Transforms  
The Customer And Employee Experience  

Peer to Peer Business to 
Employee 

Business to 
Business 

Business to Customer 

“Exceptional Web Experience” “Exceptional Work Experience” 
Employees interacting with self-forming, distributed 
teams (peers, customers, partners & suppliers), as a 
company overall (communities incorporating 
customers & partners around innovation) reducing 
the friction of work. 

Customers interacting with other customers and 
company representatives (efficiently, via social 
tools), with the company overall (driving brand 
awareness & revenue growth) 

Deepen client 
relationships 	



Drive operational 
effectiveness	



Optimize your 
workforce	





Too Much 
Mail = “Tetris 
Mail” 







New ways of collaborating... email is classic 
traditional “barrier”  
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Adapted from a illustration by Chris 
Rasmussen, US National Geospatial 
Intelligence Agency 

edit 

send 

view 

save 

edit 

send 

view 

save 

save view 

send edit view save 

edit send 

edit view 

edit view 

view 

edit view 

edit 



Social 
Collaboration 
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Social Networking & Microblogging 

l “By 2014, social 
networking will 
replace e-mail as 
the primary 
vehicle for 
interpersonal 
communications 
for 20 % of 
business users” 

l Gartner Feb 2010  



Micro-blogging: Asking for Help 

Knowledge 
Accident 

Asking for 
Help 

based on 
Network 

Custom 
Widget 

Following 
Initiatives 



Crowdsourcing: Open Product Development 

11/2/11 ©2011 SugarCRM Inc. All rights reserved. 103 



Flatten Organization 
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HR 
“Blue Thx” Rewards 
“CareerSmart” 
WW FLSM 

CIO 
“Open Computing” 

“Workplace of 
Future” 

Mobility Strategy 

Global 
Sales 

“Social Sales Rep” 
Evangelist 
Competition 

Market
-ing 

Smarter Planet 
Product Launch 

Smarter Cities 

Industry 
Sales 

Retail, Banking, Gov 
Trans, Chem, Insure 
Healthcare,  etc. 

Demos 
Showcase 
Environment 
Prospero Demos 
Demo Community 

IT 
iPad / iPhone 

Mac / Linux / Win 7 
Android / Open Source 

Innova
-tion 

Center Social Software 
IBM Research 
“Hack Day” 
Tech Adopt Program 

IBM 
Divs 

Countries - IOTs 
SWG Brands 

Geos 

Product 
Mgmt 

Customer Feedback 
Business Partners 
Internal Comms 



Human Resources 

l  Guide your teams to 
business and professional 
success 

l  Collaborate. Develop. 
Build. 

l  Learn how you can grow 
your career at IBM 

l  Driving Key HR Business 
Initiatives 
l  Cross Generational Diversity 
l  Perspectives on Leadership 
l  Building a Culture of 

Innovation 
l  Give or get peer/manager 

recognition 



Human Resource Examples 

20K Members 



BlueThx Initiative via Connections 

Initiative as a Person Initiative as a Community Initiative as a Widget 



•  Expertise 
Location 

•  #1“Aha” Moment 
•  635K profiles 
•  459% adoption  

Expertise 
Location 

•  Digital Reputation 
•  SME & Natural 

Champions 
•  22K Blogs 
•  179% adoption 

Digital 
Reputation 

•  Social Knowledge 
Transfer 

•  Social File Sharing 
•  5.6 Petabytes 
•  287% adoption 

Wisdom of 
Crowds 

• Crowdsourcing 
•  Internal & External 
• Prioritize features  
• 3-4 months faster to 

market 
• Technology Adoption 

Program 

Innovation 

• Global Portal 
•  Role Based 

Delivery 
•  Social & Mobile 
•  “2nd Trust Source” 

Experience 

•  Real Time 
Collaboration 

•  50M IMs per 
day 

•  2x every 3 years 

Real Time 



The full research report, 
“From Social Media to 
Social CRM” and “CMO 
Study 2011” along with 
other industry leading 
thought leadership can 
be downloaded at : 

http://www.ibm.com/
services/us/gbs/
strategy/?lnk=mhse  
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Sugar on IBM: Deploy on Cloud / OnPremise 

l SugarCRM is certified on 
the IBM Smart Cloud 

l Leverage cloud with 
enterprise grade security 
and SLAs 

l  Optimized experience on 
IBM Systems i, x, and p  

l  Scales on cloud and 
POWER7 processor 

l  IBM delivers the premier 
server platform for 
SugarCRM solutions 



Social business in the cloud 

Files 

Meetings Events 

Chat 

Survey Forms Charts 

eMail 

Communities 

Activities 

My Network 

§  LotusLive is a social business 
platform that delivers cloud-based 
collaboration tools and social 
networking services 

§  Sales, marketing, and support 
professionals can engage with their 
prospects and customers more 
efficiently, resulting in shortened 
sales cycles and increased customer 
satisfaction and loyalty 

§  SugarCRM for LotusLive puts 
collaboration capabilities into the 
hands of SugarCRM users 

LotusLive T M and 

•  SugarCRM customers can receive a 
90-day no-charge subscription to 
LotusLive Engage


https://www.lotuslive.com/en/trialsugar 





Sugar on IBM: Business Analytics and Optimization 

l  Combine SugarCRM data with 
other data sources. 

l  Incorporate all your critical 
information into one system. 

l  View current and historical data 
about customers side-by-side. 

l  Enhance SugarCRM reporting with 
a full breadth of BI capabilities. 

l  Combine Sugar with SPSS Direct 
Marketing to choose the right 
customers and prospects to target 
with your marketing campaign 

l  Understand your customers in 
greater depth with Cognos 

l  Maximize ROI of marketing 
campaigns 

with Cognos and SPSS 



Mitigate risk and improve ROI with analysis, insights, and employee 
empowerment 

A distinguishing feature of Social CRM is the practice of capturing and analyzing 
data from social media interactions to develop actionable insights that can be 
shared across the enterprise to reduce risk and improve all aspects of the 
customer relationship.  

If You Only 
Do One 
Thing… 

Empower 
employees 

 to be the voice 
of the company 

and a key source 
for insights.  

listen 

analyze 
engage 

evolve!

§  Use a continuous loop of listen-analyze-
engage-evolve 

§  Let employees who engage with customers 
participate in the knowledge loop 

§  Pilot social media initiatives internally first 
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Sugar and IBM: Summary 

l Freedom: Flexible  
deployment models 

l Collaborate  
l Control: IT keeps control 

over deployments 
l Leverage: Integrate with 

your existing  
environment 

l For more info: 
www.sugarcrm.com/ibm  



Overview 

l Customer Testimonials 

l The New Rules of Social CRM (Sugar) 

l From Social Media to Social CRM (IBM) 
---- Coffee break ----- 

l How Do You Integrate Social Media (Sugar) 

l Best Practices for Becoming a Social Business (IBM) 

l A Day in the Life of the Social Business 



A Day in the Life of a Social Business 

Erin Fetsko, Principle Sales Engineer, SugarCRM 
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SOCIAL CRM 

Social CRM is about 
Acquiring, Growing and 

Retaining Customers 



360 Degree View of the Customer 

Traditional CRM Activities 
•  Customer Support 
•  Marketing 
•  Sales 

External data sources 
•  ERP 
•  Billings  
•  HR 

Social Media Networks 
•  Facebook 
•  Twitter 
•  LinkedIn 



You will see Social CRM in Action: 

l Flexible with easily configuration around processes 

l  Intuitive and easy for ends users to use & configure 

l Open and integrated with IBM and 3rd applications 

l Global and available in 25 languages 

l Mobile with access from any smartphone and tablet 

l Social with activity streams and built-in integrations 
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Marketing Creates a Campaign 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



A Prospect Responds 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



Sales Works the Lead 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



Sales and the Prospect Interact Socially 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



Management Views the Forecast 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



Warm Handoff to Customer Support 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



The Customer Opens a Support Ticket 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



Marketing Reviews the Campaign’s ROI 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



The Social Business 

Jane Fitzpatrick 
Campaigns Marketing 

Will Westin 
Account Manager 

Regina Lazlow 
Customer Service 

Representative  

Jim Brennan 
VP Sales 



The Customer 

Tomi Fujimura,  
Director Marketing 

ImmuneTech 



In This Demo, You Will Observe: 

l Marketing 
l Campaigns 
l ROI 
l Web to lead capture form 

l Sales 
l Sales funnel flow 
l Social and mobile CRM integration 
l Business process integration 
l Pipeline reporting 

l Management reporting 
l Business intelligence 

l Support 
l Handoff from sales to support 
l Case management 



Jane Fitzpatrick, Marketing Manager 

l  Jane is the Marketing Manager 

l Her job is “to make the phones ring” 

l She uses Sugar to manage all her campaigns 

l She has personalized Sugar for her needs 

l The most recent campaign is a Mobile CRM campaign 

. 



Social Media to Generate Leads 





Marketing Automation in Sugar 

l  Campaign management 

l  Web to lead capture 

l  Email marketing 

l  ROI measurement  



Tomi Fujimura, ImmuneTech 

l Tomi is an existing lead in the lead nurturing program 





Will Westin, Account Manager 

l Will is an expert in Mobile CRM  

l Will is assigned to the ImmuneTech account 

l Will uses Sugar, InsideView and LotusLive  

l Will is an big sports fan who never misses a game of 
his home team 

l Will stays connected using his BlackBerry smartphone 





Flexible, Intuitive and Open  

l Flexible 
l Sugar fits around the company’s processes 
l Workflow automates repetitive tasks 

l  Intuitive 
l Easy to personalize and configure 
l Simple web 2.0 interface 

l Open 
l  Integrates with other business applications 
l Open business integration framework 



Mobile and Social 

l Mobile 
l Native application for 90% of all smartphones  

(Android, Blackberry, iPhone/iPad) 
l Mobile browser solution for all other  

l Social 
l External Collaboration: LotusLive, WebEx, Google Docs, 

GoToMeeting, Box.net, KnowledgeTree and Sharepoint 
l Sales Intelligence: InsideView, Hoovers, Jigsaw 
l Email integration: Sugar Plug-in for Outlook & Lotus Notes 
l Social: Activity Streams, LinkedIn, Twitter and Facebook 





Sales Automation in Sugar 

l  Customize sales stages 

l  Team selling 

l  Forecasting 

l  Products, quotes, contracts 

l  Sales process automation 

l  Mobile and social CRM 



Jim Brennan, VP Sales 

l  Jim runs the sales organization 

l  Jim is a numbers guy, reporting and a good 
understand of the state of the business are key 

l  Jim uses Sugar reporting and Cognos Business 
Intelligence  

l  Jim needs access to all this data on his iPad2 





Regina Lazlow  
Customer Service Representative  

l Regina uses Sugar in French 

l She is the Support Rep on the ImmuneTech account 

l Her customers communicate with her through email, 
phone and the customer self-service portal 

l She uses Lotus Notes 





Tomi Fujimura, ImmuneTech 

l Tomi has a support problem which she enters via the 
customer portal 





Customer Service in Sugar 

l  Support cases 

l  Bug tracking 

l  Email management 

l  Knowledge base 

l  Customer self-service portal 



Jane Fitzpatrick, Marketing Manager 

l  Jane checks how successful the campaign was by 
comparing its Return on Investment (ROI) to other 
campaigns . 





    Closed Loop                     Social Business 

Customer 

Marketing 

Sales 

Support 

Manager/ 
Reporting 



The Future of Business is Open 

Collaboration Social 

Cloud Mobile 

SugarCRM 
Open Platform 



You Saw How Sugar Is 

l Flexible with easily configuration around processes 

l  Intuitive and easy for ends users to use & configure 

l Open and integrated with IBM and 3rd applications 

l Global and available in 25 languages 

l Mobile with access from any smartphone and tablet 

l Social with activity streams and built-in integrations 
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Questions and Answers 
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