Insider Tips: IBM, Salesforce.com and Summa Tech

ANNOUNCER: Thank you for joining us, and wel cone to the
| nsi der Tips: Manufacturing Best Practices through C oud

Computi ng and Rapid I ntegration Wbinar.

| would now like to introduce the speakers. Dw ght Moore is
the gl obal industry executive for manufacturing distribution
and retail for salesforce.com Dw ght has spent the | ast
two decades working for and with manufacturers, distributors
and retailers to deliver sales and marketing inprovenents

t hrough gane changi ng technol ogy i nnovati ons.

Dw ght overseas the solution roadmap, industry marketing and
partnerships in the manufacturing, distribution and retail
sectors within salesforce.com Previously, Dw ght held

mar keti ng and product | eadership roles in nobile marketing
and business intelligence startups as well as at Sei bel

Systens, where he | ed the consunmer goods vertical segnent.

Dwi ght earned an MBA from Northwestern University and a
Bachel or of Science degree in Business Admnistration from

the University of Col orado, Boul der.

Jaime D Anna is the senior product marketing manager at Cast
Iron Systens, IBM driving product marketing activities
rangi ng from cor porate nessagi ng, channel enabl enment and
product positioning to | eading strategic prograns and

coll ateral creation
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Wth over 15 years of professional experience, Jaine has
hel d roles in product marketing, product strategy and
presal es engineering for various ERP, CRM and I nternet
applications in conpani es such as Oracle, OpenText and
Docunmentum He holds a Bachel or of Science degree from
Santa Clara University as well as a nunber of industry and

regul atory certifications.

Steve Lippock is vice president of CRM sal es and busi ness
devel opment for Summa, driving businesses for Suma's CRM
practice and managi ng the partnership with sal esforce.com
Steve founded Harvest CGold, now part of Summa, in 2003, and
built the conmpany into a | eadi ng provider of planning and
i npl ement ati on services for the sal esforce.com CRM software

system and the top sal esforce.com delivery partner

He has over 25 years of sal es experience and 15 years of
sal es managenent and executive experience in various
industry. Steve earned a Bachel or of Science degree from

the University of Pittsburgh in econom cs.

| would now like to introduce today' s noderator, Jaine
D Anna, senior product marketing manager, Cast Iron Systens,

| BM Jainme, over to you.

D ANNA: Thank you so rnmuch, Judy, and thank all of you
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for attending today's Wbinar entitled Insider Tips:

Manuf acturing Best Practices through O oud Conputing and
Rapid Integration. Wat |1'd like to do really quickly is
just set expectations by going over the agenda. And Judy,
can we pl ease advance to the next slide. There we go.

kay.

So, first of all, we're going to start off with Dw ght from
sal esforce.comwho will be going over cloud conmputing for
manuf acturers, essentially going over how sal esforce.com can
enabl e manufacturers to increase productivity and efficiency
t hrough very specialized tool sets provided by

sal esforce. com

| will be following that with rapidly connecting

sal esforce.comto your enterprise -- so, giving you
information on how integration of CRMto ERP systens can
al so drive that efficiency and productivity that

manuf acturers are |ooking for with today's chal | engi ng and

very conpetitive econony.

Next, we'll be followed by Steve from Summa who will be
tal ki ng about manufacturing best practices. W'Ill follow
that with a 10-m nute deno and get to you with some of your
questions and answers. So, let's start out with Dw ght
Moore from sal esforce.comindustry director for

manuf acturing sector. Dw ght?
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MOORE: Great. Thanks, Jaine, and thank you everyone
for joining today. W're going to be tal king about cl oud

conmputing for manufacturers. And first before we do that,
salesforce is a publicly-traded conpany. W' re on the New

York Stock Exchange under the ticker synmbol CRM

And just sharing the safe harbor statenent with you that any
pur chase deci sions that you nmake shoul d be made on existing
functionality not any future functionality. You can find

details of this on our Wb site at sal esforce.com

So, let's tal k about manufacturing and sonme of the
chal l enges. In ny discussions with manufacturers across the
globe, 1 think there is general agreenent that tines have
never been nore chall engi ng, especially as we energe out of
the recession and the recessionary tinmes we've seen over the

past couple of years.

First and forenost, manufacturers sell frequently through

t he channel, so they have limted visibility into what that
actual end user or consunmer demand m ght be. They're
selling through distributors and deal ers and brokers, et
cetera. And because they don't have that direct connection,

their visibility is clouded.

And this continues to be a challenge, and it becones
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accentuated in recessionary tines as the channel partners
cease the purchasing as they bleed through their remaining
pi peline of inventory. And then there's a whipsaw effect as
we' ve seen over the past six or eight nonths: as the econony
has i nproved now not only are manufacturers having to
fulfill the actual demand, but refill the pipe. So, a lot
of conpanies look to cloud conputing to better integrate
with their partners to work nore closely with themto

inprove that visibility.

Next, globalization. And we're seeing this as an amazing
opportunity for manufacturers as globalization has occurred
and they're finding new markets and new opportunities for
their product. But their custoners also are grow ng
globally and oftentimes the manufacturer has nultiple

account teans dealing with a single custoner...

And it's inportant to be coordinated and to col |l aborate and
not find thenselves in a position of being price picked
perhaps by a custoner and so they have kind of one view to

t hat custoner and able to serve them accordingly. And
agai n, manufacturers | ook for, how do |I coll aborate, and the
cloud and cl oud conputing really offers a platformfor doing

SO.

And then finally, how do manufacturers stay ahead and

prevent from being commoditized in today's conpetitive
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mar ket pl ace? And really, it's all about innovation. It
never has been about price conpetition; it's about

i nnovation, it's about service, it's about differentiation.

So, how do manufacturers stay ahead? And the reality is
there's a huge community between their partners, between
their enpl oyees, between their custoners, where they can tap
into and get those innovative ideas and be able to execute
on themnore ninbly. And again, the cloud can hel p enpower

t hat .

So, let's talk about cloud conputing and really it's for
conpani es of all sizes. And we're seeing conpanies that
face these chall enges | everage cl oud conputing whet her
they're a small business, a nmedi um business or a |arge
busi ness. And cl oud conputing can fit all of them The

reason is because it's really accessible by all.

If I have a connection to the Internet, | can access cloud
conputing technology, and it really becones a
denocrati zati on of technol ogy where in the past, only the

| ar gest conpanies could afford the software to run their
busi ness to the degree that is needed; now all conpani es of

all sizes can.

So we can see here the nunber of conpanies and | ogos with

which you're famliar -- and |I'm sure sone that you' re not
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-- are leveraging cloud conmputing on the sal esforce platform
really to deliver innovation to remain conpetitive in the
mar ket and to get that visibility to demand that they

soneti nes have been | acki ng.

So let's nove to the next slide and tal k about cl oud
conputing and what really is cloud conmputing. Salesforce as
a leading in cloud conputing, we' ve been doing this for a
dozen years, since we were founded in 1999. And we really

vi ew oursel ves as an evangelist of cloud conmputing.

And really, cloud conputing is the next evolution of

technol ogy. W can go back to the 1960s when really kind of
the birth of conputing, it was all about mainfrane
conputers. And that's how peopl e accessed, how conpani es
accessed conmputing to really drive automation and deci sion

managenent in an automated way.

And as we see that evolve into the eighties, we saw the
whol e on prem se software where | coul d deploy that software
now i n ny business by the servers to run applications, by

t he servers and dat abases to store the information and then
access it through a client, through a client/server neans
fromny desktop which was really revolutionary, because now

this conmputing is available to many nore busi nesses.

And today we're at the point where given bandw dth and the

-7-



Insider Tips: IBM, Salesforce.com and Summa Tech

accessibility and really ubiquity of the Internet, conpanies
now are able to nmanage that in the cloud. And really, so

why should this matter? And let's go to the next slide and
tal k about that and what is cloud conputing at its heart and

how does this really drive benefit to businesses.

And it really comes down to what we call the nulti-tenant
nodel to cloud conmputing. | presunme nost of you are in
offices and office buildings today, so I"mgoing to use this

as an anal ogy.

Thi nk about the office building you're in, and it has shared
services across that building -- everything fromthe | obby
downstairs to the elevator to the electricity and other
utilities. Yet as a business, you' re able to custom ze your
own office space, your own carpet tiles and the wall colors,
and outfit it with the desks that you can be nost

producti ve.

This for salesforce is our vision for what cloud conmputing
shoul d be and what we deliver. And so the idea is al
conpani es can be running on the sane infrastructure, the
same architecture stack and they can custom ze and configure
it to their requirenents yet take advantage of advances in

t echnol ogy.

So, just in the office building, when the | obby gets
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renodel ed and everyone gets the benefit of that, with the
mul ti-tenant cloud conputing infrastructure, when new

i nnovation conmes out -- let's say connectivity to soci al
medi a networks or nobile support for things Iike the iPhone
-- that becones i medi ately available to everybody in that

i nfrastructure.

Now, there's a couple of other benefits of cloud conputing
that are inportant to understand. Because this is accessing
the Internet, there's no infrastructure. You don't have to
worry about buying new servers or new databases. So as
demand for the conputing services increases for your

busi ness -- you want to add new users or add nore custoners,
et cetera -- you don't have to invest nore in buying new

servers and dat abases.

It can scale up to neet those needs. And simlarly, when
your businesses require, it can scale down. It also
provides the flexibility to manage your business in

i nnuner abl e ways, because the Internet as we know is very

fl exible.

And finally, fromthe cloud conputing platform salesforce
provi des an application architecture where you can build
your own applications. And in fact, it's faster to build
themon the Internet than through what we call our force.com

platformthan through traditional nmeans. And this is
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sonet hing that | DC has done sonme research on; we'd be happy

to share those details with you later

So, if we go on to the next slide. Salesforce is a

recogni zed | eader in cloud conputing -- again, we've really
pi oneered the space -- and today we have nore than 92, 000
custoners, many of them manufacturers, that are | everaging
our cloud conputing applications and infrastructure today to

run their business.

So today we're at about a $1.8 billion run rate. W should
cross the $2 billion threshold later this year. And we're a
recogni zed | eader in application categories such as sales
force automation, custoner service support in the cloud as
wel | as application infrastructure and basically the
application infrastructure where you can run your business

and custom ze applications.

So, let's go to the next slide and really tal k about what
we're seeing this evolution nove forward. And we tal ked
about the evolution fromminfrane to client/server, but
actually the transformation is nore dramatic than that. In
fact, every 10 years as conputing technol ogy advances,
really the power of that technol ogy increases by tenfold as

does the accessibility.

So to think where we're at today, you know, if Internet
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cl oud conputing energed 12 years ago -- basically the | ast
decade -- what is this decade all about? And it's really

about nobile conputing and it's about social conputing.

A couple of things to take note of. Last year, the use of
soci al networks exceeded the use of e-mail for the first
time. So, you know, people are noving nore towards a soci al
conputing paradigm And one need | ook no further than your
purse or your pocket and that nobile device that you have,

t hat smartphone, or how many people that you see and
encounter with i Pads, to recognize that nobility has truly

t aken hol d.

And what we're seeing now is the influence of consuner
conput i ng behavi or now i nfluenci ng the busi ness where the
opposite m ght have been true in the past. This is truly a
consuner -l ed revolution, and that really has changed our

expect ati ons.

So if you nove to the next slide. Wat we are tal king about
is this change of expectations, is the novenent from C oud 1
to Cloud 2. So with Coud 1, it was all about ease of use.
You know, think about how easy it was to order books off of
Amazon, or to do a search with Google, or buy sonething off
of eBay. And so, Coud 1 was all about ease of use, didn't
require any training. It was fast and I had all the

informati on avail able to me.
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Well, Coud 2 is all about social, nobile and openness. So
think as consunmers and how our use of technol ogy has been

i nformed of consuner applications such as YouTube, such as
Facebook, such as Twitter. And so we're seeing this
transformati on happening fromCoud 1 to Coud 2, and just
as what we were inforned fromthis experience as consuners
back in the turn of the mllennium we're now being infornmed
as consuners about the social and nobile access. And those

are our expectations as we enter the enterprise.

So, let's go to the next slide, and this is what we call the
Facebook Inperative. And this is inportant for conpanies to
consi der, because the workers of the future are comng in
with these expectations. And it's amazing, consumers are
working with technology that's three, six nonths old and
they're comng into the workplace with kind of an

expectation of having simlar tools.

And frankly, they will |look to those conpanies that provide
t hem t hose tools and preference them when they're making
their career decisions. There's been a |lot of research on

this.

So we tal k about, what's the difference between Coud 1 and
Cloud 2. You know, Cloud 1 was about having to pul

information, having to search information. There was no
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| ocati on awar eness because | was at ny desktop, and chances
are | was accessing the Internet froma Wntel -based

conmputing platform

Contrast that today, where the expectation is to have feeds
of information pushed to ne based on the Facebook paradi gm
of, I"'mfollowing ny friends, I"'mfollowing the brands I'm
interested in. There's a whole touch aspect. No one needs
to | ook any further than the i Phone and the i Pad revol ution

in how | can now touch and mani pul ate the information.

There's an expectation of |ocation awareness. It should

know where | am at and deliver information that's rel evant

to ne at that time. And the conputing platform has changed.
It's no longer Wntel, but it's 10S, Ruby, Java and ot her

application infrastructure.

So this is what salesforce is about, is really hel ping
enable this transformati on of technol ogy not only to cl oud
conputing but nowto Coud 2, social, nobile and open. If
we go to this next slide, we'll wal k through, what does

sal esforce actually deliver?

Fundanental |y we have a database in the cloud, we call those
dat abase.com And this is where you can store all of your
information for your enterprise, and you don't have to worry

about, is it DBA, or where the database is, or any
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scalability or redundancy of the database. W take care of
that, and that's the benefit of cloud conmputing, is you can

f ocus on innovation not the infrastructure.

Next on top of that we have force.com and this is the
application tool set that conpanies use to custom ze
applications or to build applications fresh thenselves. On
top of that, we have really three core categories of
products that are around sal esforce automation we call the
sal es cloud; service and custoner service automation we call
t he service cloud; and then, AppExchange. And AppExchange
is a whole community of partners that have witten

applications that run on this sane technol ogy stack.

And so you can go to the AppExchange at sal esforce and
you'll see a library of nore than 1,000 applications. |It's
i ke the i Tunes of enterprise application software. And
then on top of that is what we call Chatter, the

col | aboration cl oud.

And we're seeing really this is a fundanental ganme changer
for businesses as it breaks down the silos between the four
wal | s of their enterprise so they can better coll aborate, be
nore responsive. And we're seeing this is a new application
we' ve | aunched in the past year, and really it's a gane

changer for those that have adopted it.
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So let's go to the next slide, and I'll just wap up with

what does Cloud 2 nean for manufacturing? So we've talked
about cloud conputing, we've tal ked about sonme of the

el ements in kind of the core architecture. But what does

this mean from a business perspective?

Well, first of all, it's about enterprise collaboration,
being able to coll aborate marketing with R&D, sal es across
account teans |ike we tal ked about so they can serve those

gl obal custoners. And really, throughout the enterprise.

Next we have supplier and custoner portals, again, to get
that inproved visibility across that demand chain and supply
chain to enable the collaboration to occur through portals
and to be able to share information whether sharing | eads or
getting lead referrals frompartners, or sharing innovation
ideas with suppliers, really a key capability that cloud

conmput i ng enabl es.

The whole nobility -- we tal ked about nobile sales, but
inmportantly, nmobile field service and enabling your people
to access the information in real tinme out in the field and
not get blindsided as they go on a sales call about that

service issue that was called in six hours earlier

And then what we see is inproved integration with custoners

and nore manufacturers wanting to reach out and engage
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custonmers in terns of commerce and in terns of marketing
directly to those end users and end custoners, the
consuners. And, both in a commerce as well as in an

engagenent perspective, because the Internet enables that.

Not to be forgotten, the whol e nmachine-to-nmachine

communi cations. So now | can get alerted through the cloud
for any nunber of things. Maybe one of ny products that
|'ve placed at a custoner is having an issue and it can

alert ne.

Maybe it's a device that a consumer has bought that is
networked and | can help nonitor and manage that on their
behal f. So cloud conputing opens up a whol e new real m of
machi ne-t o- machi ne conmuni cation. And then finally we

t al ked about getting the innovation edge. W're seeing nore
manuf acturers invest in innovation communities to

crowdsource that next best idea.

So here's sone things to think about in terns of Cloud 2 and
what it mght nean for your enterprise. W' d welcone to
have a further discussion. And what I'lIl do nowis I'Il
hand it back over to Jainme, because one of the key things
that for all of this to work is integration, because you
have ot her applications in your business to which these
things need to integrate. And so, we'll have Jaine talk

about integration in the context of manufacturing.
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D' ANNA: Thank you, Dwight. So, to recap. W' ve seen
how best of breed cloud technol ogy such as sal esforce. com
can specifically drive efficiency and produce better results
in manufacturing specifically through fostering

col | aboration and getting various departnents to coordi nate.

So, many of you in attendance may be considering adopting a
cl oud or SaaS application such as sal esforce.com CRM and
others of you may have already depl oyed SaaS applications
and are seeking to maxi m ze your investnent by integrating

themw th your on prem se systens.

So in this segnment of the Webinar, we'll show you how in
both scenarios partnering with I BM can enable you to
acconplish your goals of streamining business processes and
resol ving those |ine of business challenges found in

manuf act uring through cloud integration.

Now, to start off, 1'd like to briefly highlight sone

rel evant facts about Cast Iron within IBMas a conpany. W
identify ourselves as nunber one in cloud integration and we
can make this assertion as we've been around for nearly 10
years and have established our presence as thought | eaders
in cloud integration, pioneering strategies and technol ogi es
for SaaS and cloud integration with specific enphasis and

focus on speed and sinplicity.
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We often use the tagline, "integration in days" because we
have many case studi es and proof points where we've done
just that. 1In total, we have thousands of custoner

i ntegrations successfully connecting cloud and on prem se

appl i cations.

Qur success in solving these integration issues has led to
consistent growh as a conpany in no small part due to our
satisfied custoner base evident in our retention rate of 96
percent. The speed, sinplicity and effectiveness of our
solution is recognized as a best in class solution by a
nunber of awards, all of which we proudly invite you to view

on our Web site in detail

So, Cast Iron as a conpany as well as its solution has
resonated within the anal yst conmunity for years. In fact,
Cast Iron's best of breed technol ogy, successful cloud
integration strategy and satisfied custoner base were anong

the top drivers which pronpted IBMto acquire Cast Iron as a

conpany.

To set the stage, the manufacturing sector has many specific
I ine of business needs which can often be effectively

resol ved t hrough adopting cloud technol ogy such as the

sal esforce.comsuite of products. Due to the many benefits

and considerations they bring such as ease of use,
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depl oynent reduced nmi nt enance cost efforts, overall cost
effectiveness...in fact, with a conpound annual growth rate
of 27 percent, the cloud space is the fastest-grow ng sector

in the software industry today.

And the reality is that while many custoners are adopting
public cloud or SaaS applications such as sal esforce.com or
buil ding their own private cloud applications, they still
use and maintain their enterprise on prem se systens such as
SAP and ot her packaged applications or even homegrown

applications built on an open architecture or database.

So, this has created a hybrid environnent, and as such,
there is a need to connect the cloud applications with their
exi sting on prem se applications to optim ze performance,

i ncreased sal es productivity, maximze resources

i nvest nent s.

Essentially once the need for integrating two key business
systenms such as CRM and ERP applications has been assessed,
you may have realized that there are a nunber of other
applications in your enterprise which have dependenci es and
effects on your data such as billing, inventory or even a

dat abase containing all nmaster data

So this grow ng conplexity is why custonmers just |ike you

have been seeking solutions to integrate data and
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applications within their manufacturing processes. So
previ ously what our custoners noticed is that all their
application integration needs are growi ng nore and nore

conpl ex. The avail abl e sol utions have been limted.

So let's take for exanple customcode. |f an organization
has enough IT resources and programers to create a one-off
customintegration, this can often be a tenpting sol ution.
However, this presents a nunber of resource intensive hidden
costs in mai ntenance, support and any future changes shoul d
the need arise to grow the solution to integrate to nore

appl i cations.

The second solution is to go with an on demand option
specializing in sinple cloud to cloud connectivity. So
while this may be a | owcost tenpting solution as well, it
doesn't offer the scalability and functionality to address
on prem se or hybrid scenarios. |In short, pure play on
demand poi nt-to-point solutions are not equi pped to handl e
conpl ex processes and connectivity to back office

appl i cations.

So the third option would be to consider a traditional on
prem se solution, and these solutions are based nore often
than not on a classic ETL -- or, Extract Transform and Load
-- architecture design for extracting, processing and

storing large quantities of data. This, we'll call it an
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ol der architecture, also equates to a longer installation
and inplementation side as well as a much larger IT

footprint.

So nost inportantly, SaaS applications because this is built
on an ol der architecture are al nost an afterthought for

t hese vendors, neaning they may have a cloud solution as
well but it's conpletely separate to the on prem se product
that they're offering. So you'll end up purchasing and

mai ntai ning two or nore conplex systens to resolve one

singl e problem

And it's due to the conplexity of the hybrid world and the
shortcom ngs of the offerings | just described that
integration is anong the top concerns for |IT executives when

it cones to adopting SaaS applications.

This is reflected in a recent survey by Saugatuck, arguably
t he | eadi ng anal yst for cloud conputing. So when Saugat uck
asked a group of |IT executives what were their top concerns
regardi ng SaaS or cloud adoption and depl oynent, integration
was second only to security on their list. And the concern
for integration was not only relevant to enterprise
applications but the sane integration concerns cane up for

flat files, data structures and other SaaS applications.

So the conmplexity of cloud applications to connecting these
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cloud applications to the enterprise and the limtations of
current solutions available are precisely why IBM Cast Iron
devel oped WebSphere Cast Iron Coud Integration for

organi zations specifically in the manufacturing industry

just |ike yours.

So WebSphere Cast Iron Coud Integration was designed to
meet the specific needs of connecting your cloud
applications, on prem se applications and any hybrid

envi ronment between the two. It can connect one to one or
scal e to connect one to many application endpoints,
providing a platformto effectively and rapidly consolidate
and manage the application functionality in your enterprise

regardl ess of how it was depl oyed.

So what makes WebSphere Cast Iron Coud Integration stand
out fromthe three previous options nentioned are that it's
rapid, flexible and sinple. So, let's go into a bit nore
detail on why being rapid, flexible and sinple nakes this
pl atform unique as well as the preferred option for

organi zati ons seeking to integrate their applications.

The first and arguably the nost inportant point is WbSphere
Cast Iron Cloud Integration provides rapid success due to
the many features and functionality sets of the product
based on the custoner requirenents that we just described

and our | eadership in the cloud connectivity space.
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So this includes the need not only to have native
connectivity to industry-|eading SaaS or cloud as well as
enterprise applications, but every type of database, custom

application, Wb service and connectivity protocol.

Second, WebSphere Cast Iron Cloud Integration is the only
pl atform avail abl e that provides a conplete flexibility in
depl oynment options. In other words, you can build, run and
manage an integration between applications such as

sal esforce.com and SAP and deploy it using a physical on
prem se appliance, a virtual instance of that appliance or

conpletely in our multi-tenant cloud service.

It is the only solution that allows for this choice of
depl oynments using the same product and code base

i nt erchangeably. Because of this, it is future proof --
nmeani ng, you can start off with one formfactor today and
easily scale or nove to another over tine in order to neet

your | T goals and strategies.

Anot her inportant feature is sinplicity, specifically a
configuration not coding approach. WbSphere Cast Iron
Cloud Integration provides a sinplified user-friendly

tenpl ate based approach via the Tenplate Integration Process

or TIP.
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These are tenplates of common integration scenarios which
can be used as a starting point for your integration
projects. You are not alone in your integration needs and
shoul d not have to reinvent the wheel. So Cast Iron gives
you the benefit of previous success and best practices

avai | abl e through our comunity of custoners.

And finally, this is one platformfor all types of
integration projects. You can use WebSphere Cast Iron C oud
Integration for data mgration, process integration or even
U mashups for taking relevant data froma back office
application such as SAP and displaying it within a conmonly
used front office application such as the many

sal esforce.com products we saw previously.

So to quickly recap, this value of having a conplete
solution translates to |ower risk, saving tinme and cost
associ ated with building and depl oyi ng connectors for each
new projects, and having one platformfor all types of
integration projects. So that also gives you a very quick
return on investnent and | ower TCO or total cost of

i nvest nent .

kay. So, that's a high-level overview of what makes
WebSphere Cast Iron Coud Integration conplete as an
integration platform So, Cast Iron took the functional

requi renents comng fromorgani zations just |ike yours and

-24-



Insider Tips: IBM, Salesforce.com and Summa Tech

saw the deficit in existing product offerings available in
the market. It architected this platformw th the goal of
conpl etely mapping to your organi zation's cloud strategy by
providing all the functionality needed to neet the
integration goals and requirenents that |IT and busi ness were

demandi ng.

So, using line of business as an exanple within the

manuf acturing space, let's take a nonent to put ourselves in
t he shoes of soneone on an account teamin any given

organi zation. It goes wi thout saying that in today's

envi ronment, proactive manufacturing conpani es are | ooking
for that conpetitive edge, nanely when selling. And many IT
or gani zati ons have sought best of breed technol ogy, nanely
the user friendly cloud CRM system sal esforce.comfor their
account teans as a single point of access for their customer

i nf or mati on.

So, during the course of the sales cycle, the account team
may have many questions regarding specific issues pertaining
to their custonmers such as the status of an order shi pped,
any outstandi ng support issues from previous orders,

guestions regarding billing, et cetera.

And as is often the case, this business critical data is not
| ocated in their CRM systemparticularly and may actually be

| ocated in other silo' ed departnental applications. So,
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when this custoner information which is so critical to the
sales cycle is located in these disparate systens, the
challenge is first to identify where these systens are

| ocat ed.

In this scenario, under the best of circunstances, the
account rep wll spend quite a bit of tinme logging in to
mul ti pl e systens and searching for key data which m ght not
even be accurate due to the fact that it's been manually
entered fromone application to the next. This is a very
error prone process, but the sad reality is that in many
cases the account rep will not even have a |license to access

t hese systens to begin wth.

So if the sal esperson cannot answer these key questions for
their customers, this may result in prolonging or even

j eopardi zing the sales cycle. So the question for IT then
becones, how can this line of business pain -- specifically,
t he account team not having access to the business critical

information |located in other systens -- be resol ved?

And the answer is WebSphere Cast Iron Coud Integration,

whi ch provi des connectivity to applications throughout the

enterprise in order to give the user real tine bidirectiona
information that m ght otherw se be silo'ed or out of date,
even erroneous due to that manual double entry we spoke

about .
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So, connecting these applications with your CRM i nvest nent
means you provide a 360-degree custoner view for your
account teamfromw thin a single application, reducing nman
hours spent searching for information, reducing sales
cycles, automating and accel erati ng key busi ness processes;
and ultimtely, increasing custoner satisfaction and
retention by providing themthe nost up to date and accurate

i nf or mati on.

Usi ng sal esforce.com as an exanple, we can see the power of
WebSphere Cast Iron Cloud Integration as it extends and
expands the existing functionality of the sales cloud,
service cloud, customcloud or the newest offering, Chatter,
by providing real-tine feeds to all account applications

from back office systens throughout the enterprise.

So, by identifying these key business processes and the need
to connect applications managi ng the data associated with
them it can use WebSphere Cast Iron Cloud Integration to
facilitate that dial ogue between IT and |ine of business in
order to resol ve specific business pains found wthin

various departnments through connectivity.

So, a few quick exanples of our proven success integrating
applications which you mght find relevant is that we see a

nunber of organi zati ons which had the need to connect their
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SaaS or cloud applications to various back-end on premn se

systens or possibly even other cloud applications.

I"d like to highlight the duration of these projects. As we
can see, these |arge organizations which had many tinmes very
conpl ex integration projects and various conpl ex back office
systens were able to acconplish this in a matter of days --
so we see anything ranging fromeight days to 21 days on

this chart.

But 1'd also |ike to say that they were able to | everage
Cast Iron's product, WebSphere Cast Iron Coud Integration
in order to performfuture integrations. So, it was not
only a one-off solution but a platformused for al

subsequent connectivity projects and connectivity. And once
again, that's connectivity to one to one or one to nmany

syst ens.

So, while WbSphere Cast Iron Coud Integration can be used
to solve business and I T chall enges across industries, let's
take a nmonment to highlight an excellent exanple of a
custonmer of ours in manufacturing which was able to overcone
specifically connectivity chall enges; nanely, connecting

their CRMto ERP systens. And that custoner is Piab.

Piab is a | eading gl obal manufacturer in vacuum technol ogy.

They have sales offices, manufacturing facilities,
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di stributors, shipping facilities and vendors around the
world. And as is often the case in manufacturing, different
teans and | ocations selected different applications

i ndependent|y based on their own regi onal preferences.

So over the years, this created an environnment where
information becane silo' ed due to the fact that different
geographi es or even different departnents did not have
visibility into other key business critical systens; nanely,

ERPs, which were essential for their operations.

So I'll give a quick exanple. |If a sales office in the UK
pl aced an order for a client locally in the UK into their
sal esforce. com CRM system they would then check inventory

in their |ocal warehouse to find out what was in stock, how

soon they could ship, et cetera.

So if they found out that sonething was out of stock, they
had to call, e-nmail other otherw se track down inventory
from anot her |ocation or vendor. And Europe being a snal
pl ace, they m ght have called, say, the French |ocation,

Scandi navi an | ocati ons, et cetera.

So, if they were able to hunt down a specific part or a
speci fic product, they then had to get all of that order
information and input it manually back into sal esforce.com

into their CRMsystem So this created an environnment wth
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a heavy reliance on manual data entry which led to a high
ri sk of inaccurate, out of date or even erroneous

i nf or mati on.

So, Piab's focus on custoner satisfaction and its dedication
to making the job on the account teameasier led to an

ext ensi ve eval uation on how to best resolve this pain of
streamining their order to shipment and consolidating their
inventory information across geographies. One of the
options they considered was an EDl solution, but that was
very quickly ruled out due to the fact that it was very

costly to inplenment and mai ntain.

As the project was scoped, the I T managenent determ ned t hat
this project needed to be conpleted within 45 days in order
for themto neet their budgetary constraints for the year.
This led Piab to research, evaluate and subsequently

i npl ement WebSphere Cast Iron Coud Integration.

So Cast Iron allowed Piab to integrate sal esforce.comwth
all their disparate ERP systens globally. So this includes
Jeeves, Peachtree and a host of custombuilt applications
anong them So this allowed the account teans to enter
orders into sal esforce.comand then search for the avail able

inventory across geographies if necessary.

More inportantly, once an order was placed in
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sal esforce.com the shipnment could be tracked w thout
| eaving the CRMsystem It was automatically populated into
that ERP system and this created a huge increase in worker

productivity which resulted in an RO w thin nine nonths.

Piab al so enjoyed an increase in custonmer satisfaction due
to the fact that tinelines were reduced and accuracy of
their response was increased. So, when custoners woul d cal
in, the account rep having, we'll say, the nost visibility
into that client relationship was able to convey all that
informati on on a one-to-one basis rather than the client
having to call support or accounts receivable, shipping,

t hose types of things. So, the account manager, the account

rep, effectively becane that hero with the client.

So this entire integration and roll out between

sal esforce.comand nultiple disparate ERP systens was
acconplished in 14 days, far surpassing Piab's need to do so
in 45 days. And | just want to point out that this

underscores Cast lron's nodel of integration in days.

So, we've seen the value of utilizing salesforce.com the
best in class cloud CRM specifically in the context of
manufacturing. And we've al so seen the need and benefit to
effectively connect the CRM systens to ERP systens in other
business critical systenms with regard to Cast Iron being the

| eader in cloud integration.
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So now let's take a | ook at the best practices behind the
t echnol ogy, which can drive today's manufacturers to
successfully neet their connectivity goals. Wth that, |I'd

like to turn this presentation over Steve Lippock of Sunma.

LI PPOCK: Thanks, Jainme. So, we've heard from sal esforce
about a platformto devel op applications and products that

t hey make avail able including CRMto hel p us nanage our

busi nesses. And we've heard from Cast Iron about the
technol ogy that we need to integrate that platform and that
user interface with all of the information in our back

of fice systens that we need to beconme nore productive.

Now we're going to tal k about sonme of the actual business
chal | enges that we face and how we can | everage that
pl atform and the products and the integration technol ogy

together to hel p our businesses run nore snoothly.

So, about Summa. W are a little bit unique in the channel
in that we are both an | BM Busi ness Partner and a

sal esforce. com busi ness partner. And the advantage that
gives us is we have |l ots of experience working with back
office client/server and nmainfrane environnments in addition

to i nplenenting solutions on the sal esforce.com platform

Over the course of our relationship with sal esforce, we've
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i npl enented over 200 systens with sal esforce custoners in
t he manuf acturing, insurance, healthcare and high tech

i ndustri es.

So we're going to focus our tine today tal king about sone of
t he specific business chall enges that many of our
manuf act urers communi cate to us that they face out there in
today's market -- in particular, channel nmanagenent is one

of them

So, a channel sales approach is very, very advantageous in
terms of outsourcing the cost of sales and the cost of
inventory to our channel partners where we give sonething up
in exchange for that. W give up owning the direct
relationship with our prospects and our end custoners. So,
we assunme sone |level of risk in doing that. So the question
is, how do we manage our distributors and manufacturer reps

in away that can mtigate that risk?

Account managenent has al so been the chall enge for some of
our clients. As we've |earned through the prior speakers,
there's lots of disparate information in back office systens
and across the organi zation. So, how can we set goals for
our top accounts and track both the potential business and
our actual shipnments and results against that goal all in

one pl ace?
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So, being able to devel op those sorts of account plans and
sharing and coll aborating in the execution of those plans
wi th our channel partners is also a business challenge that

we'll talk briefly about today.

In terns of custoner service, how do we add value to our end
custoner relationship by giving themdirect access to order
status and invoicing data, for exanple, in a way that also
gi ves our sal es people and channel partners visibility into

t hose support related inquiries?

So, not only do we want to add value directly to our end
custoner relationship, we also want to add value to our
channel partner relationships and enable themto better

support and service our customners.

In terns of the quote to order process, we'll talk about a
couple of different scenarios there where we can help
stream i ne and automate the process of actually delivering a
quote and taking an order and exchangi ng i nformati on between
your front end systens -- nanely, salesforce -- and your

back office ERP or MRP system as well.

So, deep diving a little bit nore into channel nmanagenent.
We tal ked about the risk of outsourcing the relationship
ownership of our end custoners to our channel partners. So

we really want to provide an incentive for our partners to
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coll aborate with us nore closely and get nore visibility
into their activities, into their prospects, into
i nformati on about the end custoners who are actually buying

our products.

But our manufacturer reps and our distributor reps, they
don't work for us. So it's a very difficult thing to get
themto log into our systens and share that information. So
as a best practice, how do we do that? W do that by
creating a partner portal that has real and significant

val ue to our channel partners to give theman incentive to
coll aborate with us and provide us with that information

that increases our visibility into those efforts.

So, we need to provide a portal that gives themfaster and
easi er access, first and forenost to | eads but also to other
custoner information and sal es resources, product industry
expertise that they mght be able to use in the sales cycle

to help enable their selling efforts in the field.

Moving on to account and sales planning. W tal ked about
the difficulty of actual forecasting perfornmance agai nst an
account |level goal. So, we work with our clients first and
forenost to devel op an account planning approach. And what
we' ve found through many inplenmentations, that there are
four key conponents to devel opi ng an account plan, the first

bei ng goal setting.
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So, we can set consolidated goals for an account, so one

hi gh-1 evel revenue or shipping goal for our custoner
account, or we can actually section off those goals and
assign goals by product line. And we mght also set those
goals by tinme period as well, so we can nake those goal s
quarterly or annual, whatever makes the nost sense for your

busi ness.

We can easily capture those goals right at the high-Ievel
account record in the details of that account record; or, on
a custom pl anning record that we've devel oped for sone of

our other clients that we'll share with you in a m nute.

The second key conponent of an account plan are your
forecasted sales. So, we pulled these fromthe opportunity
records in salesforce.com The question is, what can
reasonably expect to sell? Wat projects have we
identified, and what potential increases can | identify with
t he existing projects? So, identifying the forecasted

sal es, new revenue and increased revenue from existing
projects is the second key conponent to devel oping an

account pl an.

The third conponent is measuring the actual results. So we
do that by pulling orders, invoices, shipping records --

anything that has a direct and relevant relationship to
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revenue recognition froma back office accounting or MRP
systens. W pull those into sal esforce.comso we have
access to that information and attach that to the account

record.

The fourth key conponent is a sunmary of that information
and forecasting performance versus goal. The way we do that
in salesforce is creating summary roll-up fornmulas on the
account record that actually sunms the pending sales
information, the actual shipping results and conpares that
to the account goals that we've established for that

particul ar custoner.

So, we can get fancy with graphics, but at the end of the
day, the nunbers are what are inportant, and it really gives
us a total picture of that custonmer and we can see based on
what our forecasted sales are, what we've actually

recogni zed as revenue, what percentage of our goal are we
forecasting to hit over a 12-nonth period of tinme, for

exanpl e.

The third business challenge that we tal ked about was
custoner service. And the key here is that lots and | ots of
peopl e are involved in solving problens for our custoners.
It mght involve RVAs, it m ght involve shipping status,
damaged goods. There are all kinds of questions and issues

that conme in through various channels, and it's very, very
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difficult for the entire channel comunity to collaborate in

t he resolution of those problens.

Sal esforce gives us a good tool with Chatter to enable us to
do that, not just froma portal -- which is one part of the
solution -- but also fromany handheld or intelligent device
out there in the field. So if you have a manufacturer rep
or a distributor rep or one of your own direct enployees out
inthe field visiting with the custoner, we can literally
col l aborate on site via a handheld device in order to solve

a problemon the spot.

Wth the quote to order process there's a couple of
different scenarios that we've seen with nost of our
custoners. And there m ght be sonme middle ground with these
scenarios as well, but at either end of the spectrum you

m ght have commodity products that people order froma

catal og, and at the other extreme you m ght have very highly
custom confi gured products that require a | ot of design and
col |l aboration in order to even get to the point where you

can generate a quote or a proposal.

Wth the comodity stock products, the key here is to
automate the generation of the quotation out of

sal esforce.com and you see a graphical representation of
that here. Delivering that either through a portal or by

e-mai |, maybe by enabling an e-signature in order to
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finalize that quote. And once we close out that opportunity
in sal esforce, auto generating the order record and pushing

t hat back into our back end system for processing.

Wth custom configured products, we m ght develop the
capability to configure conplex solutions within sal esforce
ei ther by building our owmn force.com application or by

| everagi ng sonme of the AppExchange partners out there like
Bi gMachi nes to inplenment custom configuration capabilities

wi thin the sal esforce.com platform

O, if you have a custom configurator that you're using

al ready and you're configuring your solutions outside of the
CRM pl atform we could sinply attach a desi gn docunent and
related files to the record in sal esforce.comand again
enabl e sharing and col | aboration through Chatter to give our
channel partners access to those drawi ngs and those design

docunents so that we can coll aborate on a final solution

So, as an exanple, you'll see a screen capture here of one
approach to account planning. You'll see in this scenario
this particular custoner and this approach that we

recommended supports account planning for both bookings and

shi ppi ng.

In the bottom part of the screen, you see a plan category

record that says that we're forecasting for specific
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category and subcat egory of product over a four quarter
period of time. And that all rolls up to the account plan
record which then rolls up to the master account record
itself to give us an annualized goal for that account that

we can conpare agai nst actual results.

And here you see an exanpl e of back end data, and as we're
pulling orders, billings, quotes and booking records. And
froma back office system you see an exanple of how that

m ght be represented in sal esforce.com

So, we do have a case study with a conpany cal |l ed Matthews,
International. | think we've heard sone case study materi al
before, and I know that we're all anxious to ask sone
guestions and see a denonstration. So, | wanted to
represent that here as another exanple of a connection

bet ween sal esforce.comand SAP with a mgj or manufacturer.
And here's an exanple of what some of that data | ooks Iike
in salesforce.com And these are screen captures from an

actual inplenentation.

So what I'd |like to do now is pass the baton back to Jai ne
and either proceed with Q%A or nove on to a denonstration

Jainme, | wll leave that up to you

D ANNA: Thank you so nmuch. So, what 1'd like to do

right nowis point you to our Wb site where you can very
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readily see a nunber of denonstrations that essentially map
to your specific scenario, whether that's salesforce.comto
ERP, sal esforce.comto a nunber of |eading other cloud or on

prem se applications.

Al'l of these can be found at www. castiron.com where you can
see howin either a live denpo or in a prerecorded denp how
you can configure, run and rmanage your specific application
integration needs all wthin the nulti-tenant cloud of Cast

| ron Systens.

So once again, we proudly invite you to go to our Wb site,
Wwmv. castiron.comto see these denonstrations. And what 1'd
like to do nowin the spirit of tinme is open this up to sone
QRA. | see we have a nunber of questions in the queue, so

|"d like to just junp in right now.

The first question, and | believe this is going to be
addressed to Dnmight. It says, |I'mpart of an organization
that has started to use Mcrosoft Sharepoint. Can you give

me the benefits of sal esforce.com over Sharepoint?

MOORE: Great, thank you. So, yes, salesforce, we have
again, a product called Chatter.com and it has sone
characteristics that are simlar to Sharepoint, but what I
woul d say, what Chatter provides is context to the business

processes with which you're working. So let nme use this as
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an exanple. And by the way, we fundanentally have
integrated Chatter across the platform so any object that
exi sts or any object that's created woul d adopt the

col |l aboration features of Chatter.

So for instance, if I'mworking on an account, there's a
Chatter elenment within the account. So if |'m working on
t he account Acne, what | can do nowis | can collaborate
around the context of Acnme wi thout having to do anything
fromboth a security and sharing nodel, it only is visible
to those people which have Acne as an account. And | can
then start a Chatter thread, a collaboration thread around

Acne and it has the context of that account.

That's one of the capabilities you get with Chatter, is kind
of the context. And you can think of, well, there's
accounts, there could be cases. So if it's a service issue,
| can invite other colleagues to help collaborate on the

solution to a service issue.

Maybe it's on a product that's in the innovation pipeline
and | want to collaborate around that. It has kind of

i mmedi ate context, and that's one of the many
differentiators. And | welcone you, if you have further
guestions, we'll share the e-mail addresses at the end, but
m ne's dw ght. noore@al esforce.com And woul d wel cone

further questions, and would be happy to take those offline.
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D ANNA: kay. So, another question | have: what type
of technical skill is needed to use WbSphere Cast Iron

Cloud Integration?

So that's a very good question. W have a nunber of cases
where sinple...l don't want to say "sinple," but the
sinmplified user interface, which is as | nentioned tenplate
based so you can utilize tenplates from previous successful
projects in order to | everage best practices for your own
projects were able to be run and managed by busi ness

anal ysts, people with not a lot of technical skill.

So while definitely if you have sone programers on your |IT
team who are | ooking to do integration projects, they can
absolutely | everage Cast Iron but we have specifically, as I
menti oned before, a "no codi ng" approach whereas you don't
need to do any lines of code in order to establish these

i ntegrations as such.

Once a person is trained on the system there is really no

need for anybody to be an expert programmer or integration

expert in order to use Cast lron. So the skill set and the
skill range can, like |I said, range from busi ness anal yst to
programmer. It's a very sinplified user interface. So
there's no specialized skill that one needs to bring to the
t abl e.
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Here's anot her question. What are the major difficulties
that are usually present when integrating a configurator
into sal esforce.comto generate configurable product at IT,
in quotes. So I'mgoing to take that one, and then |'11I

turn that over to Dwight as well as to Steve.

My first answer or approach to this will be, when you're
integrating sal esforce.comto any application you get the
benefit of the API. So the APl that sal esforce.com opens up
is already, we'll say, facilitating integration to the
extent that it has a nunber of business process and busi ness

logic witten into it.

So you woul d have to understand what you're trying to
acconplish with the application in question first and then
once that's done, you could | everage the already, as |
menti oned, the preexisting tenplates in order to connect
sal esforce.comw th application wire Z. So that's nmy spin
onit. I'mgoing to nowturn this over to Dw ght, and you

can put your angle on it.

MOORE: Sure, and I'll also have Steve nmeki ng comments
onit. Yes, sointerns of integration, first and forenost,
| just wanted to share that it's not uncommon -- in fact,
it's probably nore the rule than not -- that there's

i ntegration between sal esforce and ot her systens.
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So, about half of the traffic in terns of data traffic that
occurs on a daily basis at salesforce, nore than half of
that is actually integration between things |ike "configure

price quote" in sal esforce.

|"mgoing to defer to Steve and tal k about CPQ specifically.
And again, | would welcone to take this offline and answer
sonme specific questions that m ght occur. But Steve, do you

have any thoughts on that?

LI PPOCK: Sure. | think there are three things to | ook
at when integrating customconfigurators with sal esforce,
and if you're tal king about an external configurator then it
really is a matter of deciding during the workflow and the
busi ness process where the hand-off occurs between

sal esforce and the configurator. And that can occur in

di fferent places during the business process or worKkfl ow.

So | think we could talk technically about the integration;

| think we have | ots of people on the phone who can do that.

| think the key, though, is to really map out the business
process first, understand what the logic requirenments are
and how much of that business |ogic can be contained on the
sal esforce side versus the external configurator. And if it
makes sense even if the business logic isn't all that

conplicated to build that functionality either within
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sal esforce or using an AppExchange partner

But the integration technology exists. The APl is very open
and can support the transfer of data frommultiple different
sources. | think the key is the user interface and the

busi ness logic, and the nore conplex that is the nore you

m ght want to keep it external fromsalesforce if you have
that solution already in place and then integrate back to
sal esforce based upon your busi ness processes and your

speci fic workfl ow.

| do think, though, whenever we're tal king about integration
whether it's with customconfiguration or you need to
generate a bill of materials and there are other sorts of

del i verabl es com ng out of that business process, we should
start with the workflow and the business process and deci de
where the hand-offs occur and were the point-to-point
integration requirements are, nodel it out, architect it

before we start coding.

| don't knowif | can answer the specific question fromthe
person who posted, but if there's a specific scenario that
needs further discussion, again, | think we're all happy to

take that of fline.

D ANNA: Excellent. Thank you so nmuch, Steven. And to

that effect, please ook at the last slide on next steps
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where you will have contact information to speak to an
i ntegration specialist who can go into nuch nore detail as
far as what your project entails and how to best go about

it.

Al so, please visit the other Iinks such as sal esforce.conms
manuf acturing Wb page. You can even start a free
manufacturing trial -- there's alink there -- in order for
you to create a sal esforce.cominstance for your

manuf act uri ng endeavor and your manufacturing project.

Al so, please cone and visit us -- nmeaning, IBM-- at I|npact.
You will see a nunber of custoners and partners who can
support you in your endeavors whether that be integration,
choosing a CRM choosing best of class IT infrastructure
overall. That's going to be taking place second week of
April in Las Vegas. W invite anyone and everyone to go to

our Wb site castiron.cominpact for nore details.

And finally, you will find an RO tool provided by

sal esforce.com whi ch enabl es you to view manufacturing key
success netrics. So, please take a nmonent to famliarize
yourself wth the URLs, visit us at any or all of them And
| would Iike to thank you on behal f of the speakers for your
participation and attendance in today's Webinar. Thank you
so rnuch.

[ END OF SEGVENT]
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