salesforce




Success i - -

I ~ Grow and Scale Your
| Business

L)

salesforce

b "i Giovanni Crispino
RVP Southern Europe SME




Forward-Looking Statements

Statement under the Private Securities Litigation Reform Act of 1995:

This presentation may contain forward-looking statements that involve risks, uncertainties, and assumptions. If any such uncertainties materialize or
if any of the assumptions proves incorrect, the results of salesforce.com, inc. could differ materially from the results expressed or implied by the
forward-looking statements we make. All statements other than statements of historical fact could be deemed forward-looking, including any
projections of product or service availability, subscriber growth, earnings, revenues, or other financial items and any statements regarding strategies
or plans of management for future operations, statements of belief, any statements concerning new, planned, or upgraded services or technology
developments and customer contracts or use of our services.

The risks and uncertainties referred to above include - but are not limited to - risks associated with developing and delivering new functionality for
our service, new products and services, our new business model, our past operating losses, possible fluctuations in our operating results and rate of
growth, interruptions or delays in our Web hosting, breach of our security measures, the outcome of any litigation, risks associated with completed
and any possible mergers and acquisitions, the immature market in which we operate, our relatively limited operating history, our ability to expand,
retain, and motivate our employees and manage our growth, new releases of our service and successful customer deployment, our limited history
reselling non-salesforce.com products, and utilization and selling to larger enterprise customers. Further information on potential factors that could
affect the financial results of salesforce.com, inc. is included in our annual report on Form 10-K for the most recent fiscal year and in our quarterly
report on Form 10-Q for the most recent fiscal quarter. These documents and others containing important disclosures are available on the SEC
Filings section of the Investor Information section of our Web site.

Any unreleased services or features referenced in this or other presentations, press releases or public statements are not currently available and may
not be delivered on time or at all. Customers who purchase our services should make the purchase decisions based upon features that are currently
available. Salesforce.com, inc. assumes no obligation and does not intend to update these forward-looking statements.
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Growth

Innovation
Customer Success
Employee retention

Shareholder Value




Fastest Growing Top 5
Enterprise Software Company

“Innovator of FORTUNE
the Decade”
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Customer references in ltaly
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The Fourth Industrial Revolution Al

A smarter, connected world *
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65%
of SMEs will use
technology to
improve their
competitiveness

87%

of buyers will
pay more for a
better customer
experience

40%

Salesforce
customers have
seen a 40%
increase in C-Sat
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Tips for growing your business...

Organizational
Alignment

Make sure everyone
understands your company
vision and goals!

Technological
Innovation

Invest in a platform that
allows your business to easily
scale!

Customer
Experience

Build a culture focused on
creating happy & loyal
customers!




Tip #1: Strategy and Vision

Make sure everyone understands your company vision and goals

Setthe Vision  Define Values The How? Identify Risk ~ Measure KPI’s

Keys to Successful Growth
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Tip #2: Technological Innovation

Invest in a platform that enables your business to scale.

New Technologies That Help SMEs

@ D-O.C

Insight Agility Automation Mobility

4] 429 *450, 47 o

faster decision faster design productivity faster
making and deployment improvement collaboration

Average Percentage Improvements Reported by Salesforce Customers
Source: Salesforce Customer Relationship Survey conducted 2014-2016 among almost 1,500 customers in EMEA randomly selected. Response sizes per question vary.




Tip #3: Customer Experience

Build a culture focused on creating happy & loyal customers

Mobile Apps

Email & Mobile Messaging

E-Commerce '

Sales ‘
Marketing ,

NG W

Connected Products

Social Media

Online Communities

;:, Customer Service
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3 Takeaways...

Organisational Technological Customer
Alignment 0 Innovation Experience




HOW SALESFORCE

USES SALESFORCE ?




The scope of today

End-to-End Overview of the Salesforce SME

—

MARKETING

Web traffic (SEM/ SEQ)
Events

Campaigns

Content

Social

SALES DEVELOPMENT

Nurture & Follow Up
Conversion

Inbound versus Outbound
Alignment

SALES

AE Productivity
Up Sell/ Cross Sell
Average Deal Size
Close Rate

Cloud Mix




MARKETING




Our 4 Pillars of Marketing

From brand awareness to revenue generation

Public
Relations

Marketing
Events

Digital
Marketing

.
\=

9

Integrated
Campaigns




Digital MKTG

Our website and the lead funnel
The main gate to our ESMB customers along their decision journeys

Marketing Campaigns

Google

AdWords

Website Lead

Capture

Automated Lead (&) (&)
Routing, Dedupe, @@@@@
Scoring @@ @@

bl

“ ‘ I . h salesforce




Int. Campaigns

Integrated marketing campaigns
From brand to product to drive conversion at every step of the journey

Awareness & salesforce
Acquisition

Salesforce for Salesforce for Salesforce for . Salesforce for
Solution catestorce o
Marketing
Salesforce for Salesforce for Salesforce for Salesforce for
CEO Fin. Serv HLC Retail
“ Saasiag | "

Sales Process

Product
Marketing




SALES DEVELOPMENT




Our 4 Pillars of Inbound Sales Development
Clear rules of engagement and a strong operational foundation

Marketing
Alignment

O

d
Rapid Response
and Persistence

Daily Rigor

.

I@\
Sales
Alignment




Sales Development Aligns to Sales Segments

Vertical BDRs
salesforce Outbound - NeW ey
Divisions &
Departments E NTR
CIT
@_, Data Quality, Contact
Creation and Leads

Assignment

Territory and
Inbound Vertical BDRS =y
Leads Outbound + Nurture
80% from Inbound Leads

Website

fo) SDRs:

80% Inbound/ >
20% Outbound

“ o i ' o




Sales Dev KPIs - 15t step to Daily Rigor

Pick the right metrics to drive results

Daily Rigor

g,

DAILY

60 Calls per Day / 20 Connects
1h30 Talk time
S Pipeline Created (Stg 1)

# Opportunities Created (Stgl)

WEEKLY
S Pipeline Created (Stg 1)
# Opportunities Created (Stg 1)

S Pipeline Accepted (Stg 2)

MONTHLY
$ Pipeline Accepted (Stg 2)
$ Revenue from Opps (ACV)

Stage 2 Editions Mix




Sales Alignment Dashboards
Controlling pipeline progression to sales

Stage 2 Pipe “
88 (73%)
View Report

Pipeline progression

Stage

08-Closed @

02 - Determining Pro... @@
04 - Confirming Valu...

; 01 -IdentifyinganO... @@

m 03 - Valldating Benef...

05 - Negotlating 55 ...

View Report

ACV Total

(|

101k (56%)

200k o x

View Report

dead IBIT last FQ bid
‘ Dead Reason
Project Postponed @
Non-Responsive @
Project Cancelled

‘ 302
No Budget

FInanclal: Could not ... @

Relatlonshlp: Compe... @

View Report

Sales
Alignment

I@\

Pipeline KPIs control

Sales Dev remains
accountable for
progression

Dashboard allows to
control pipeline
quality

Alignment with Sales
is Crucial

Dashboards are key to
drive the right
behaviour

salesforce







Our 4 Key Sales Priorities

Towards consistent and linear ACV Growth

Alignment Talent Development

@ %

Drives Pipeline Drives Productivity

.

Sales Methodologies Operational Rigor




Talent

Success starts with onboarding >

Part of a global journey to equip our sales teams, where we strongly
leverage our platform

70% On Demand
Learning
20% In-Person Training

Learning Journey 10% Stand & Deliver

DAY 30 DAY 60 DAY 180+

Signed Suggest ~ Pre-Bootcamp  Bootcamp SIM Fast Ramp Salesforce Trails Ongoing
Offer Letter Trails Course Work In-Person In-Person Advantage Education
On-Demand Training Training Stand & Deliver
Stand & Deliver

an . an
TRAILHEAD

Learning Platform

Measurement & Tracking




Sales
Methodologies

Region /" AVPs

/
/ Commit + “big bet” for month/quarter
Area [

Vertical / . _
Commit, Worth Case, Most Likely & Best Case +
Deals review+ “big bet” for month/quarter

/
Cluster /

(IN/UP-/OUT) + Commit for current

3 Management Forecast Judgment for big deals
month/quarter

Up to date Opportunities/deals information
(Stage, Probability), plus qualitative ground
comments

. | I ' ‘ salesforce

Territory  /




Sales
Methodologies

We have tools to highlight whitespace opportunities 4

Unlock untapped market potential

General whitespace in accounts for AE's ® Platform 1 - Lighning Connect ®
Record Count Integration requirements + High spend
Type
- ACCOUNT OWNER RECORD COUNT
Avrll Harring e Group Customer @
Avrll Harrington 23
5 VincentRoc... Professlonal Custom... @
£ UsaGrotenr... Enterprise Customer [ Paul Condon 15
3 R —
& DavidBums | | Unlimited Customer @ Bobby O'Leary =
S Gary Noonan
§ Laura Martl... Laura Martin Garcla 13
<
Dan Jusczyk B Mauro Socca 13
lona lancon N
View Report View Report
Partner Communities Propensity to buy b Customer Communities Propensity to buy b
Record Count Record Count
Tim Hochrebe Ronan McLoughlin
T Shane Smyth T Laura Martin Garcla
£ Barry Maxwell S Tara Keogh
9 Richard McCann 9 Martljn Ruslus
3 Mervin Colton 3 John Teeling
8 Malcolm Jackson 8 Dan Jusczyk
= Andreas Schwemmer < Vincent Rochebrun Rodr...
Thamaes OVl aarv Mvmnhv Rnacam
View Report View Report

SFA customers not using service b

Service Cloud Segment

RunRate @

Ready for Take off @
Develop with TLC ¢

View Report

xx
“

SFA customers per competitor

Record Count

Desk.com 823
salesforce.com [ 68

ZenDesk [ 38

other [ 38

Homegrown [ 28

No Pre-existing System ] 22
SugarCRM | 6
la

Erochracl

Current Call Center.

View Report

* Full visibility to
understand cross-
selling opportunities

* Analysis of
competitors presence
in SF customers

* Propensity-to-buy
trends for each SF
product

salesforce




TALENT RETENTION




Overall, engagement in ESMB has increased but there are some
areas that need our attention

Overall ESMB Engagement Score
4.35 FY17 (429Fvi6)

+ Highest Scoring Questions ggg Lowest Scoring Questions

I am willing to give extra to get the job done I understand what I need to do to progress my career at Salesforce
Rate how well Salesforce lives our values: Giving back. *  Those who receive promotions are deserving of them
Salesforce values diversity and promotes an inclusive *  lreceive effective coaching from my Manager that helps improve my
environment performance

Employees who are The New ESMB Engagement Program will focus on improving

engaged outperform those core areas:
who are not by over ;
2 Career Transparency Innovation
009%
e b L




High level design of the Career Conversation Framework

0200

()
} =
-
e
8]
-]
S
&a
Establish Get to kpoyv Exarpme G4G & PDP
persona| rapport career asplratlons readiness
| | |
Quality of conversations will be measured on Wave
* Protect the time
@ ° Careerconversations with o , _ )
g each team member at least 1 c * Use the templates provided to drive quality
v conversations
% hour per quarter Z
S e - Create &stick to an agenda
o] . :
O * Follow up on actions from both parties







