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Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



Keynote 

Brian Vellmure 
Principle and Founder 

Initium LLC / Innovantage 
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Customer Relationship 
Innovation  

for the  
Emergent Social 

Business 
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The Expansion of the Social Web 
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Increased Connectedness Brian Vellm
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The Digitization of Everything 
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Price/Performance Doubling every 18 months 
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Memes and information spread with unprecedented 
Reach & Speed 
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Who is the Social Customer? 



(@"#,%/0(*(+"409/%(.A(0B%(4/.>&("#0.(0B",(,?"&%C(

Brian Vellm
ure

  
 http://www.brianvellm

ure.com
 

 @
BrianVellm

ure 



Brian Vellm
ure

  
 http://www.brianvellm

ure.com
 

 @
BrianVellm

ure 

Connected.   Savvy.   Demanding. 

with access to about… 
your company, products, services, people, partners 
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93% of B2B buyers use 
search to begin the buying 
process 
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90% of B2B Buyers 
say when they’re  
ready to buy… 

THEY’LL FIND YOU 
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70% of a typical buying process is completed  

before a sales person gets involved 

Source: Sirius Decisions 
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Today’s B2B Buyer Profile 
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Social Customers Talk 

The typical American mentions specific  
brand names 60 times per week in online  
and offline conversations.  

Source: WOMMA 
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Customers are 
aggressively 

searching for help 

… and they’ll  
pay a premium for it 

With their wallet And their Mouth 
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Ladies and Gentlemen… 
The Social Customer Profile 

!"#$%&'())*+"(&&&&567800999:;"#$%2())*+"(:<1*&&&&=!"#$%'())*+"(&



Implications for your  
Customer Relationship Strategy  
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“Most, if not all, senior executives assert they want to understand their 
customers better. Indeed, in our last CEO study, 88 percent of business 
leaders — and an astounding 95 percent of those heading the most 
successful organizations — said getting closer to their customers 
was the top priority for realizing their strategy over the next five years. 

Source:“CapitalizingonComplexity:InsightsfromtheGlobalChiefExecutiveOfficerStudy.” IBM Institute for Business Value. May 2010.       Image Credit: Peter Cho, NYT magazine 

Knowing your Customer is a Must 
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Increased Mandate to Listen, Learn, Respond 



Customers  
need you to  
understand 
what they are  
trying to achieve 
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Useful =  Attention Magnet 
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Attention 
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Customer  
Interaction  

has evolved… 

FROM 
“One to Many” 

TO 
“One to One”  

 TO 
 “One to One to Many” 

& 
“One to Many to One”  



CLV  (Customer Lifetime Value) 

+  CRV (Customer Referral Value) 
+  CIV (Customer Influence Value) 
+  CKV (Customer Knowledge Value) 

_______________________________________ 

Customer Engagement Value 

Undervalued or Overvalued Customers: Capturing Total Customer Engagement Value 
V. Kumar, LerzanAksoy, Bas Donkers, RajkumarVenkatesan, Thorsten Wiesel and Sebastian Tillmanns 

Customer Profiles will also evolve 



•  Understand the Buyer’s Journey 
•  Blow them away – create something Remarkable 

– For every stage 
– For the most relevant channel 

•  Gain Permission – earn Trust 
•  Be Genuine and Transparent 
•  Be Unique 
•  Make it Shareable 
•  Invite them to continue the journey with you & 

Tell a Friend – Tell the World 

   
     A Marketing Mindset for the Social Era 
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Our customers will continue 
to reveal more and more 
about themselves in an 
unstructured manner 

Increased Connection 
Increased Expectations 
Increased Opportunities 
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Key Takeaways and Action Items 
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Be Found 
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Stand out and be Hyper-Rewarded 
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Listen to and Leverage  
Market Conversations 
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Use advanced analytics and  
richer customer profiles  

for competitive advantage 
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Let’s continue the 
conversation! 
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Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



Customer Case Study 

Geoff Mobisson 
Managing Director 

Levementum 
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Otterbox’s Social March 

!an unorthodox company, with an 
“orthodox” CRM implementation!and 

how it’s “fixing that problem” 



Agenda 

!  “!what are YOU going to takeaway from this 
presentation!” 

! Who or what!is Otterbox? 
! The SugarCRM journey 
! Results 
! The CRM “look in the mirror!” 
! Positioning for Social! 
! Otterbox Nation! 
! SocialCRM strategy 
! Takeaways! 



“!begin with the end in mind!” 

! This presentation assumes one of two things: 
! You are contemplating a CRM investment, and would like to 

position your future implementation to take advantage of 
SocialCRM concepts” 

! You have an entrenched CRM solution, and need to 
understand how to think about leveraging the value of 
Social 

! This presentation concludes with two points 
! Today, the hard  part of social CRM is “deciding to do 

something”.   
! Today, once you’ve committed to leveraging Social assets, 

the integration and tools are at your fingertips!it’s “the easy 
part” 



Who the heck is Otterbox? 

!  Known as an innovator of protective solutions for the 
leading global handheld manufacturers, wireless carriers 
and distributors. 

!  Starting with something as simple as a box, OtterBox was 
created in 1998  
!  built upon fundamentals of hard work, creativity and 

perseverance. 
! Our cases are dedicated to all the klutzy, spontaneous, chaotic, 

graceless individuals who have broken a device or valuable due 
to their active lifestyle 



The boring stuff! 

! Based in Fort Collins, CO 
! 2008 revenues!less than 10m 
! 2008 employees!less than 50 
! 2010 revenues!greater than 200m 
! 2010 employees!greater than 300 

! Culture aside, they are a traditional manufacturing 
outfit 
! Offshore manufacturing 
! Sell through distribution and retailers 
! Provide direct support to customers 



Their CRM journey 

! Otterbox’s CRM journey – started in a traditional 
manner. 
! A focus on Customer Service and Call Center operations 
! A desire to enable “total customer satisfaction” 
! A need to improve the “direct contact that customers have 

with Otterbox” 
! An additional objective, of enabling the Sales process with 

Distribution and Retail!but this was a secondary goal. 



Otterbox’ Powerful Promise 

! !their boxes don’t break!but when they do! 
! Otterbox will replace the box 

! Without a receipt 
! Without proof you have it 
! Without proof its broken 
! Without even knowing if you have ever owned one! 

! !yes, its an expensive promise. 



Otterbox’ CRM Critical Use Cases 

! A call or email comes in!its not a happy customer! 
!  Is my box broken? 
! How do I get a new box? 
! Where is the new box you promised me? 
! Where are all my customers new boxes?? 
! Why did you send me a different box? 
! How do I open the Otterbox???? It’s a steel trap! 



Otterbox’s CRM implementation 

! At the point of the call! 
!  Integrate Telephony with CRM 
! Enable telephony driven CRM screen pops (a customer with 

a problem!that has called before!will be a happier 
camper if you already know their pain) 

! At the point of the incident 
! Simplified entry of the incident 
! Suggestive knowledge base suggestions on the call 

!  Extensive Knowledge Base and Case utilization 
!  Expansion of the Cases module in CRM to include “call scripts” 



Otterbox’s CRM implementation 

! Be an informed member of OtterNation! 
!  Integration of CompiereERP with the CRM platform 

!  Enable creation of the RMA in real time 
!  Show RMS status 
!  Track the new order (replacement) 
!  Check inventory and product status 
!  Manage the shipment 

! !in summary, an ambitious CRM and ERP integration plan 
that involved 
!  Compiere ERP 
!  TIBCO enterprise integration technology 



Otterbox’s CRM implementation 

! A CRM implementation that’s both B2B and B2C 
! Most of the calls are consumers 
! Some of the calls are distributors or retailers 

! !and they are pretty darn important 
! CRM implementation needed to allow for easy support of 

the “Contact” and the “Account” in an integrated fashion 



Why SugarCRM? 

!  Flexibility 
!  Traditional CRM!but it needed to contort and flex! 

!  Integration 
! Otterbox needed a platform that had no artificial or unnecessary 

obstacles to sharing or accepting information in other systems 
!  Cost 

! Many platforms fit the bill early, but “Scale” at Otterbox was not a 
pipe-dream.  It was reality 

! What does TCO look like with 10X the personnel!. 
!  Partners 

!  Amazing depth in “Expert Community” 
!  Strong new partners in “faraway spaces” 

!  Control and Vision 
! Otterbox valued “control of its own destiny” 
! Otterbox!knew it had to do something “Social” (!but what?) 



Results and New Needs 

! CRM implementation completed 
! On time 
! On budget 

! The Social CRM equation changed! 
! From: “What the heck do we do with Social??” 
! To: “Once we decide what Social means!.gosh its gonna 

be easy!” 



Occam’s Razor: Starting the Social Journey 

“Plurality is not to be posited without necessity” 

! Otterbox realized that the Social universe already had 
its brand in its hands! 

! The Social equation was pretty simple – but the hard 
part was embracing its simplicity 

! The easiest answer for Otterbox, is turning out to be 
the right one. 



OtterNation 

!  Otterbox concluded “painfully” 
!  People are already talking about their Otterboxes 
!  People are already complaining about their Otterboxes 
!  People are already looking for other members of Otternation to 

share their quirky stories of how they dropped the Otterbox off a 
cliff and the iPhone survived 

! Our customers are quirky!they’re likely to congregate! 
!  Otterbox also realized – Social isnt always external!its 

right here in the building too. 
!  So the easy answers are 

! Go talk to OtterNation, and offer them a nice cozy place to live 
and interact! 

! Make it as easy as possible for us to do business amongst 
ourselves! 

DUH! 



OtterNation 



OtterNation 2011 – Building the homes! 



OtterNation – “SocialInside” 

!  Identify the holes inside the business that prevent us 
from supporting the nation! 
! Do we collaborate well enough? 
! Do we provide tools to understand the story? (i.e. analyze 

the data?) 
! Do we have tools that help us reach out and touch our 

business partners? 
! How do we control costs globally? 



Otterbox’ Social Journey – 2012 Wiring the Homes! 

!  This wiring project involves 
! Wiring to the “Community” 
! Wiring within the “House” 

!  The keys 
!  Collaboration inside Otterbox 

!  So what if we hear about a social “revolution”!if we cant talk about it 
inside!what can we do about it? 

!  Analytics 
!  With social!you’re talking about an explosion of data 
!  We need to make sense of it!in real time!in an IT infrastructure 

environment that is flexible. 

!  CRM to Social 
!  We must connect our CRM tools to the OtterNation 
!  The phone is one medium!the Blog, Flickr, Youtube, Twitter and Facebook 

are “channels” 
!  The goal isnt to dominate the channels!.its to make sure the channels are 

connected to the Otterbox. 



2012!what’s it look like 

! Team collaboration solutions 
! Sharing 
! Meetings 
!  Integration to CRM 

! Analytics 
! Real BI! Not just excel and SQL 

! SugarCRM connectors to the OtterNation 

! The good news!IBM and 
SugarCRM have all the tools! 

! !all we have to do is get out of our own way 



Conclusions 

! Social CRM is already happening 
! The two key challenges are: 

! Figuring out how to simplify your approach to Social!which 
is easy..but non intuitive 

! Hoping the your platform enables all of the “connectors” you 
need to have 



Conclusion 

! Think “Occam”. 
! The simplest answer is the right one. 
! Connect to the organized external communities 
! Connect your internal community 
! Provide a home for communities internal and external!if 

they don’t exists. 
! Wire them up!. 

! Think SugarCRM and IBM 
! Flexible 
! Powerful 
! Comprehensive 
! Open 



Gratuitous Plug for Levementum 

! SugarCRM’s largest integrator (2010/2011) 
! SugarCRM and IBM partner 
! Offices 

! Boston 
! Phoenix 
! Portland 
! Green Bay 
! Sydney, Australia 



Lets talk! 

! 2 day onsite CRM/Social discovery session!for free 

! Geoffrey Mobisson 
! Managing Director 
! Levementum 
! gmobisson@levementum.com 
! 480 320-2520 



Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



Coffee Break and Networking 

Chuck Coulson 
VP Business Development 

SugarCRM 

#IBMSocialBiz #sugarcrm 



Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



The New Rules and Best Practices of 
Social CRM 

Nick Halsey 
CMO and EVP Corporate Development 

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 

! Enables collaboration 
! Provides visibility 
! Gives financial 

predictability 
! Boost revenue 
! 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% 

-74% 

-67% 

-19% 

-10% 

-14% 

-5% 

-8% 

-5% 

-11% 

-5% 

8% 

9% 

14% 

45% 

48% 

57% 

58% 

58% 

61% 

64% 

67% 

-100% -80% -60% -40% -20% 0% 20% 40% 60% 80% 

Growth of Marketing Spend Over Next 2-3 Years 
Decline Grow 

Social Media(

Digital and Online(

Public Relations(

Direct Marketing(

Data Analysis(

Marketing Collateral(

Paid Search(

Events(

Print(

TV and Radio(

Out-of-Home(

Source: Booz & Company’s B2B Marketing Survey 2010 



How People Connect with Companies 

Inbound 
Permission 
Customer-Driven  

Outbound 
Interruption 
Vendor-Driven  



Rule #3: Customer Service IS Marketing 



The Ultimate Question 



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? 



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 



Question: 

What is the Social CRM interface 
of the future? 

Answer: 

The social networking site 
of choice 
                       combined with 

An open CRM system 



Hillel Uses Social CRM to Connect with 
College Students 



Fully Integrated with Sugar 



And Mobile CRM 



“Our newly updated REACH database program 
powered by Sugar Professional even features a 
mobile application that allows students and 
professionals to track their interactions and 
relationship-building in the fast paced and 
constantly changing world in which our college 
students live.” 

Wayne L. Firestone 
President, Hillel: The Foundation for Jewish 
Campus Life 



Where Do You Start? 

Think Big 
Start Small 
Move Fast 



CRM of the Past 



CRM of the Future ! Here Today 



Social CRM Adoption Curve 

SCRM Process 
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Social CRM Adoption Curve 

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 
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Manual Optimized 



Social CRM Adoption Curve 

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

SCRM Process 
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Social CRM Adoption Curve 

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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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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Talk 

Key to Social CRM is Following the Curve 
Engage 

SCRM Process 
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Manual  1. 

2. 

3. 

4. 

Listen  



Sugar and IBM Social Media Integration 

! Sugar + LotusLive 

! Sugar + Lotus Notes  

! Sugar + CastIron 

! Sugar + Cognos 



Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



From Social Media to Social CRM, 
Best Practices to Becoming a Social 

Business 

Erik Ostly 
IBM Collaboration Solutions 

IBM 

©2011 SugarCRM Inc. All rights reserved. 11/30/1
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The Mid-Size Company  

"  Generally < 1,000 employees 

"  65% of Global GDP 

"  90% of the global workforce 

"  13x more patents per employee than large 
enterprises 

"  Fastest-growing in emerging markets 

"  Midmarket is the Engine of Smarter Planet 

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 focused on insights, clients and 
people skills 

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 



The Fifth IT Era: the era of Social Business 



“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 businesses to get something of tangible value 

Businesses want to realize a ROI  

" 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 
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Midmarket marketing leaders are unprepared for 
changes critical to marketing  

50 

60 

70 

40 

20 40 60 0 

8 
9 

5 

6 

7 

8 

9 

10 

11 

12 

13 

1 

2 

3 

4 

Mean 

Global Marketing Priority Matrix 

Source:  Q7  Which of the following market factors will have the most impact on your marketing organization over the next 3 to 5 years? n1=87; 
Source:Q8  How prepared are you to manage the impact of the top 5 market factors that will have the most impact on your marketing 
organization over the next 3 to 5 years?   n=11 to 56 (n = number of respondents who selected the factor as important) 

Factors impacting 
marketing 
Percent of CMOs selecting  
as ‘Top five factors’ 

Underpreparedness 
Percent of CMOs reporting 
underpreparedness 

Data explosion 

Social media 

Growth of channel and device choices 

Shifting consumer demographics 

Financial constraints 

Decreasing brand loyalty 

Growth market opportunities 

ROI accountability 

Customer collaboration and influence 

Privacy considerations 

Regulatory considerations 

Global outsourcing 

Corporate transparency 



Social media is generational, geographical and cultural  
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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” 

Deepen client 
relationships !

Drive operational 
effectiveness!

Optimize your 
workforce!



A Social Business embraces networks of people to 
create business value 

135 © 2011  IBM Corporation 



Social Business catalysts:  

CEO 

Cut time to market by 50% 
Wisdom of Crowds 

Most Profitable Product 

Multiple Divisions 

Sharing Knowledge  
Deliver 1m+ sales of 

single product 

Subject Matter Expert 298K Employees Managers 

Bottoms Up 

Top Down 



Why should you care? 
Teams using collaboration perform better! 

Engaging 

Transparent 

Nimble 

Characteristics of a 
successful Social Business 

16% Gap 
for Social 
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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  



• Clients looking to increase 
customer retention, attract new 
customers and maintain 
competitive advantage 

Target Market 
" IBM delivers social solutions that 

connect people both inside and 
outside your company  

" IBM connects social and 
collaborative capabilities across 
all business processes 

" IBM and SugarCRM deliver 
Social Business either on-
premise or in the cloud 

Why IBM and SugarCRM for Social Business   

Advantage 

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



Imperative #1: Foster lasting connections 
Best Practice #1A: Make social real 



"  Guide teams to business and 
professional success 

"  Collaborate. Develop. Build. 

"  Learn how to grow your career 

"  Drive key HR business initiatives 
"  Cross Generational Diversity 
"  Perspectives on Leadership 
"  Building a Culture of Innovation 

"  Peer/manager recognition 

Example: IBM Human Resources 



Imperative #1: Foster lasting connections 
Best Practice #1B: Increase business collaboration  

" Optimize your workforce with 
faster access to people and 
information 

" Deepen client relationships 

" Sales, marketing, and support 
teams engage more efficiently, 
resulting in shorter sales 
cycles, increased customer 
satisfaction and loyalty 

Example: Online collaboration within your business and beyond 

** Start now with 4Q LotusLive special 50% off ** 



Example: Team Sales Community 
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Imperative #2: Deliver value to empowered customers 
Best Practice #2A: Be social within guidelines  

"  Follow IBM Business 
Conduct Guidelines 

"  Identify yourself 
"  Foster open dialogue and 

exchange of ideas 
"  Provide value 

Example:  IBM Social Computing Guidelines 



Imperative #2: Deliver value to empowered customers 
Best Practice #2B: Give customers what they want  

"  Synchronize key business data 

"  Find and use business data 
during sales process 
" Configurable templates to get 

you started in days  

" Deploy securely in the cloud or 
on-premise for maximum 
flexibility 

" Combine Sugar with WebSphere 
Cast Iron on Cloud or on-site 

IBM Cast Iron Cloud 

Virtual Appliances 

Physical Appliances 



Imperative #3: Capture value, measure results 
Best Practice #3A: Apply analytics and optimize  

"  Combine Sugar data with other 
data sources and report across 
sources with Cognos  

"  View current and historical data 
about customers side-by-side 

"  Choose the right customers and 
prospects to target with your 
marketing campaigns by using  
SPSS Direct Marketing 

"  Maximize ROI of marketing 
campaigns 



Imperative #3: Capture value, measure results 
Best Practice #3B: Manage costs of deployment  

"  Flexibility enables deployment on 
cloud and/or on-premise 

"  Sugar on IBM SmartCloud Enterprise 

"  Leverage cloud with enterprise grade 
security and SLAs 

"  Optimized experience on IBM 
Systems i, x, and p with proven 
scaling on POWER7 processor 

"  IBM delivers the premier server 
platform for SugarCRM solutions 



IBM and SugarCRM 

"  Connect with your company and beyond 

"  Take simple steps to increase value 
provided - now  

"  Methodically grow your sales and marketing 
results 

"  For more info: 
"  ibm.com/socialbusiness 
"   www.sugarcrm.com/ibm 
"  Follow #IBMSocialBiz 
"  Like facebook.com/MidmarketIBM 



Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



A Day in the Life of a Social Business 

Cheri Stockton 
Technical Product Marketing Manager 

SugarCRM 

©2011 SugarCRM Inc. All rights reserved. 
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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: 

! Flexible with easily configuration around processes 

!  Intuitive and easy for ends users to use & configure 

! Open and integrated with IBM and 3rd applications 

! Global and available in 25 languages 

! Mobile with access from any smartphone and tablet 

! Social with activity streams and built-in integrations 

11/30/1
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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: 

! Marketing 
! Campaigns 
! ROI 
! Web to lead capture form 

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

! Management reporting 
! Business intelligence 

! Support 
! Handoff from sales to support 
! Case management 



Jane Fitzpatrick, Marketing Manager 

!  Jane is the Marketing Manager 

! Her job is “to make the phones ring” 

! She uses Sugar to manage all her campaigns 

! She has personalized Sugar for her needs 

! The most recent campaign is a Mobile CRM campaign 

. 



Social Media to Generate Leads 





Marketing Automation in Sugar 

!  Campaign management 

!  Web to lead capture 

!  Email marketing 

!  ROI measurement  



Tomi Fujimura, ImmuneTech 

! Tomi is an existing lead in the lead nurturing program 





Will Westin, Account Manager 

! Will is an expert in Mobile CRM  

! Will is assigned to the ImmuneTech account 

! Will uses Sugar, InsideView and LotusLive  

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

! Will stays connected using his BlackBerry smartphone 





Flexible, Intuitive and Open  

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

!  Intuitive 
! Easy to personalize and configure 
! Simple web 2.0 interface 

! Open 
!  Integrates with other business applications 
! Open business integration framework 



Mobile and Social 

! Mobile 
! Native application for 90% of all smartphones  

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

! Social 
! External Collaboration: LotusLive, WebEx, Google Docs, 

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





Sales Automation in Sugar 

!  Customize sales stages 

!  Team selling 

!  Forecasting 

!  Products, quotes, contracts 

!  Sales process automation 

!  Mobile and social CRM 



Jim Brennan, VP Sales 

!  Jim runs the sales organization 

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

!  Jim uses Sugar reporting and Cognos Business 
Intelligence  

!  Jim needs access to all this data on his iPad2 





Regina Lazlow  
Customer Service Representative  

! Regina uses Sugar in French 

! She is the Support Rep on the ImmuneTech account 

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

! She uses Lotus Notes 





Tomi Fujimura, ImmuneTech 

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





Customer Service in Sugar 

!  Support cases 

!  Bug tracking 

!  Email management 

!  Knowledge base 

!  Customer self-service portal 



Jane Fitzpatrick, Marketing Manager 

!  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 

! Flexible with easily configuration around processes 

!  Intuitive and easy for ends users to use & configure 

! Open and integrated with IBM and 3rd applications 

! Global and available in 25 languages 

! Mobile with access from any smartphone and tablet 

! Social with activity streams and built-in integrations 

11/30/1
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Your Next Step: Join The Conversation 

@IBMSocialBiz  
@sugarcrm 

Tell us how we did and sign up for a free trial 
www.sugarcrm.com/crm/content/social-business-roadshow-recap 
www.sugarcrm.com/ibm  

www.facebook.com/sugarcrm  



Agenda 

!  Keynote: Brian Vellmure 

!  Customer Testimonial 

---- Coffee break ----- 

!  The New Rules and Best Practices of Social CRM (Sugar) 

!  From Social Media to Social CRM: Best Practices for 
Becoming a Social Business (IBM) 

!  A Day in the Life of the Social Business 

!  Question and Answer Session 

#IBMSocialBiz #sugarcrm 



Questions and Answers 


