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Safe Harbor 
Safe harbor 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 ended January 31, 2011 and in our 
quarterly report on Form 10-Q for the most recent fiscal quarter ended July 31, 2011. 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. 



Enterprise  
Cloud Computing 
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Mainframe 
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Our Mission: Cloud Computing Driver, Catalyst, and Evangelist 



First Cloud Company to Exceed $2.1 Billion Annual Run Rate 

$2.1 Billion 
Annual 
revenue run 
rate 

100,000+  
Customers 

36 Billion  
Transactions 
per quarter 

#1 
World’s Most 
Innovative 
Companies 



12,000 non-profit organizations 
270,000+ hours service 
$24 million+ grants 
ShareTheModel.org 

time 
equity 
product 1 % 

Salesforce Foundation 
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10X more users with each cycle 

Data  
Management 

Apps 

Business  
Logic Apps 

Process  
Automation 

Apps 

Web 
Apps 

Mobile 
Apps 

Social 
Apps 

 

Ten Year Computing Cycles 



Source:  Comscore, June 2011 
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Social Users 

Email Users 

1.1 
billion 
social  
users 

Social Revolution: Social Networking Surpasses Email 
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Sources:  Nielsen Wire, January, 2011.   
Morgan Stanley Internet Mobile Report, December 2009  

Top Internet Uses 

2006 
2007 2008 2009 

2010 

22% 
internet  
time is  
social 

Search 

2011 

Social Revolution: Facebook Eats the Web 





Both your customers and your 
employees have started 
marching in this burgeoning 
social media multitude, and 
you’d better get out of their 
way—or learn to embrace 
them. 

“ 

” - David 
Kirkpatrick 
Forbes Magazine 



Listen & 
Analyze 

Social 
Marketing 

Product & 
Partners 

Collaborate 

Service & 
Engage 

Automate & 
Extend 

Connect & 
Sell 

Social Customer Profile 
Employee Social 

Networks 
Customer Social Networks & 
Product Social Networks 

Social Enterprise 

Delight Your Customers and Employees 



Create An Employee Social Network 

Collaborate 

Service & 
Engage 

Automate & 
Extend 

Connect & 
Sell 

Employee Social 
Network 

Social Enterprise 



Structural Obstacles to Transformation & Empowerment 



What if Teams and Ideas Could Move at Start-up Speed? 



What is the Density and Value of your Company’s Social Graph? 

Traditional Companies 

Empowered employee networks 

Collective knowledge from Social IQ 

Agility promotes innovation 

Slightly connected silos 

Pockets of information 

Slow to achieve alignment 

How connected are employees to the right ideas, projects, & content? 
What’s possible with your social graph vs. your peer employee or company? 

Social Enterprises 



Average Percentage Improvements Reported by Customers in a Random Survey 

Collaboration Improves Productivity Baseline 

100,000+  
employees 

18,000+  
employees 

94,000+  
employees 

20,000+  
employees 

14,000+  
employees 

Chatter Customers include: 

13,000+  
employees 



Open Networks Drive Transparency, Engagement & Trust 

Live Webcast 



…Also Drives Velocity of Feedback  



Enterprise Networks Identify and Connect Expertise & Resources 

Social 
Intelligence 

Engine 

All Your People, 
Content, & Data 

Personalized recommendations… …that improve with every user 

People to follow 
 
 
 
 
Groups to join 
 
 
 
 
Data to watch 
 
 
 
 
Trends to spot 

Sam Martinez 
   Following same 12 people 

Follow 

Competitive Insights 
   Popular group: 941 members 

Join 

Case: Green Dot 08176 
   Following related account 

Follow 

#bigdealwins 
#MarketingTips 
#UpcomingEvents 



Networks Enable Structured & Unstructured Social 
Processes at All Levels 

C-level transformation initiatives 

Increase sales effectiveness Accelerate innovation 

Delight customers Manage projects across teams 

Collaboration 
on deals and 
offers 

Real-time 
competitive 
insights 

R&D collaboration with 
customer facing teams 

Prioritize product 
development 

Leadership 
development 

Post-merger 
integration 

Setting a culture of 
collaboration 

Social growth 
strategies 

Customer support 
collaboration 

Global account 
coordination 

Global IT project 
management 

Media & advertising 
planning 

100,000+ Active Networks 



www.salesforce.com/ceo/ 



THANK YOU 



Tim Campos
September, 2011

Transforming Business
with Social Media

Wednesday, November 9, 11
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Discover

10’s

Search

00’s

Browse

90’s

Source:  BDO USA "Retail Compass Survey of CMOs," November, 2010

The web is being built around people

Wednesday, November 9, 11



Starbucks

facebook population

friends of fans

527M friends

fan base

19M fans

Social amplifies impact

Wednesday, November 9, 11
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Users can invite friends to play

Users can see what friends are playing 
and join them in the middle of the game

Users interact and communicate  
with each other socially about the 
game outside of the game itself

Wednesday, November 9, 11



 

Industries are transforming by organizing around 
people

Wednesday, November 9, 11



Social in the Enterprise

Wednesday, November 9, 11



Companies are built around people

Wednesday, November 9, 11



The Enterprise Social Graph

Enterprise Social Graph

How Business gets done is not How Business is organized

Enterprise Org Chart

Wednesday, November 9, 11



The Social Enterprise

Wednesday, November 9, 11



   
   

   
   

   
   

 

Performance Reviews 

Wednesday, November 9, 11



R e v o l u t i o n i z i n g  G l o b a l  L e a d e r s h i p  

Professor John Morgan 

November 3, 2011 

Disruptive Innovation: 
How Social is Changing the Online 
Business Landscape 



Disruptive Innovation 



The Amazing Growth of Social 



Twitter 



Email 



Social as Disruptive Innovation 

Fundamental Shift in Interactions: 

Community Matters 



Disruption Points 
● Customers 

 
● Employees 

 
● Innovation 



Who Owns the Customer? 



Creating Value – Engagement 

More Engagement 

Less Control of Message 



Learning about Value 

Crowdsourcing is increasingly important in 

learning about value 



Influencing Purchase Decisions 

Friends are most trusted source 

for purchase decisions 



The Future of Search? 

Facebook Data not Searchable by Google or Other Engines 

Highest influence on online 

shopping… 



Key Implications 

● Great experiences matter 
 

● Influence the influencers 
 

● Advertising is not a monologue 



Global Organizations 

Key Challenges:  

Forging informal connections 

Nurturing collaboration 



Connections 

● Solving coordination 
problems 

● Propagating best 
practices 

● Cross-pollination of 
ideas 

● Culture 

 



Traditional Communication 

Broadcast: One to Many 

Dialog: One to one 



Social Communication 

Community: One to Few 

Permeable, open, flexible 

Still embryonic: Asana, Google, and others 



Compensating Performance 

Kindness Pays:  

The Power of Reciprocity 



The Power of Love 

Flickr: Photo Sharing 

Website 

Bulk of workforce works for free! 

Awards, faves, explore 



Key Implications 

● Worldwide water cooler 
 

● Channels for reciprocity 
 

● Non-pecuniary rewards 



How Do Firms Innovate? 

● R&D groups 
● Acquisitions 
● Luck 



Where do Ideas Come From? 

Geographic proximity 

Intellectual proximity 



Social Innovation 

Platforms 

• No geography 

• Marketplace of ideas 



Conclusions 

 
 
● Influencing customers 
● Organizing the firm 
● Rewarding employees 
● Generating ideas 

 
● More than just being on Facebook! 

Social: Transforming the connections  

between individuals and organizations 



How a social world impacts your Talent… and 
how your social strategy may need to Evolve! 

To help protect your privacy, PowerPoint has blocked automatic download of this picture.



First… 
An attempt at establishing 

credibility or shameless plug! 
 



A Leading Provider of Business and 
Financial Management Solutions 

Intuit at a Glance 

• Founded in 1983 
• FY 2011 revenue of $3.85 billion 
• Traded on the Nasdaq: INTU 
• Employs more than 7,700 people  
• Offices across the U.S., Canada, India and U.K. 
• Nearly 50 million people use our QuickBooks, 

Payroll, Payments, TurboTax, financial institution 
solutions, Mint and Quicken products and services 



Most Admired: Software Industry 

2004 2005 2006 2007 2008 2009 2011 

8 Years in a row 

2010 



Revolutionizing People’s Lives…         
Solving Their Important Problems… 
Creating Innovative Products and Services   

http://ifs.intuit.com/index.html


Fortune Top 100 Places to Work 



Social used to mean in person meetings 

And then things changed 



Conversations moved online 

People participated in online communities  



Social sites hit the scene 

And we thought we had access to the world 



But the social world was much larger 

So we needed a strategy 



And focused on the Social Big 4 
 
 



Lets chat about… 
• Why successful social activity is a conversation, 

not a campaign  
• Why you must scale social media across your 

entire enterprise (think High Availability)  
• How real-time customer/candidate feedback lets 

you understand and act on what 
consumers/candidates think about your services 
or products  

• How tracking conversations can create value 
(data) for companies.  
 

OK…how about some examples 



On LinkedIn we created  

Our company page and groups 



On Facebook we learned how to engage 

Live video chats, discussions, career advice, news, jobs 



We created @intuitcareers  

And did more than post jobs 



We created personal @twitter handles  

BostonTweet- Waltham based Intuit currently 
has 26 open positions in marketing, engineering, 
UX design & more:  bit.ly/nXLQJ0  Info: @RonnyDeRosa 

• Intuit Recruiter 
@ronnyderosa tweet 
retweeted to over 
40,600 followers 

• Over 391 clicks on our 
bit.ly w/in 24 hours 

 

http://twitter.com/
http://t.co/O3UucEuM
http://twitter.com/


We explored ways to use YouTube  



Trained our Recruiters and Managers 

On how to manage the madness  
“I don’t know how & I don’t have time” 



And began conversations 



We socialized jobs 



Then we measured our success 



Added Google Analytics  

And watched our social sites climb 
 



Learned to monitor our brand 



Our Journey Continued 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 Tip # 9 – Social in 10 min a day 

Culture, News, Events, Jobs and More 

Focused on creating videos 



We added Slideshare 



Learned the power of the bit.ly bundle 

Bundles allow you to share more links with just one click  



Utilized other social avenues 

Sharing  Intuit Employee and Corporate Blogs 



Promoted Events Using Social 

Events, Sponsor, Speakers, Interviews, Contests, Talent Community 



Went Old School With  
a Social Twist  



 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 

Tip #13– teach your customers 

Social is a continual journey 
 

We continue to evolve  



Exploring additional  
ways to socialize jobs 

Moving the conversations online 



Exploring different types of video 



Exploring Google + 

Are you on Google+?  

http://www.youtube.com/watch?v=nGugj1ym594


Exploring QR Codes & Social Media 



Don’t be afraid 

The social journey is not really scary 



So take the leap 

You won’t learn if you don’t try 



Follow, Circle, Join, Connect, Friend Us 
+Leslie Mason   
Senior Recruiter 
@leslie12002 
 
 
 
 
 
 
 
 
Leslie_mason@intuit.com 
Invite Leslie to connect on LI 
www.lesliemason.blogspot.com 
www.infostripe.com/lesliemason  
www.linkedin.com/in/lesliemason 
www.facebook.com/leslie.mason3 
www.slideshare.net/leslie12002   
www.youtube.com/leslie12002  
 
 

+Gail Houston  
Social Media Program Manager/Senior Recruiter 
@ghouston   - @intuitcareers 
 
 
 
 
 
 
 
Gail_houston@intuit.com 
www.facebook.com/intuitcareers 
www.slideshare.net/intuitcareers 
www.youtube.com/intuitcareers 
www.linkedin.com/company/Intuit 
http://infostripe.com/gailhouston  
www.linkedin.com/in/gailhouston 
Invite Gail to connect on LI  
http://infostripe.com/gailhouston  
 
 

http://www.twitter.com/leslie12002
mailto:Leslie_mason@intuit.com
mailto:Leslie_mason@intuit.com
mailto:Leslie_mason@intuit.com
mailto:Leslie_mason@intuit.com
mailto:Leslie_mason@intuit.com
mailto:Leslie_mason@intuit.com
http://linkd.in/fliGPa
http://www.lesliemason.blogspot.com/
http://www.infostripe.com/lesliemason
http://www.linkedin.com/in/lesliemason
http://www.facebook.com/leslie.mason3
http://www.slideshare.net/leslie12002
http://www.youtube.com/leslie12002
http://www.twitter.com/ghouston
http://www.twitter.com/intuitcareers
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
mailto:Gail_houston@intuit.com
http://www.facebook.com/intuitcareers
http://www.slideshare.net/intuitcareers
http://www.youtube.com/intuitcareers
http://www.linkedin.com/company/Intuit
http://infostripe.com/gailhouston
http://www.linkedin.com/in/gailhouston
http://www.linkedin.com/redirect?url=http://tinyurl.com/link2gail&urlhash=oTZO
http://infostripe.com/gailhouston


Super-Flexibility: 
Global Implications of Social Networking 

 
Presenter  
Stuart Evans 
Distinguished Service Professor 
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© Stuart Evans 2011 

SESSION OVERVIEW  

 
• Its all about Circulation! 
• Social in a Global Learning Context 
• Social in a Global Community Context 
• Final Thoughts 

 



© Stuart Evans 2011 

THE CIO’S DILEMMA 

BUSINESS CONTINUITY 

COLLABORATION 
MIGRATING LEGACY 
SAS/CLOUD 

COST 
MOBILE 
BYOD 

SOCIAL SECURITY 
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IT+ BYOD Social is 
Driving Org. Structure 



© Stuart Evans 2011 

IT’S ALL ABOUT 
CIRCULATION !  
 



© Stuart Evans 2011 

Hong 
Kong 

Dubai 

Zürich 

Pittsburgh 

Moffett 
Field 

SOCIAL & DISTRIBUTED ACTION LEARNING 



© Stuart Evans 2011 
Standards & Interoperability 

Common  
Operating  
Picture 

Citizen Response 
& Collaboration 

Open 
Floor 
Plans 

Mobility 

System Testing 
Devices & Sensors 

Community Internet 

Software & 
Information 
Repository 

DMI Research & Development Areas 
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San Bruno Twitter Analysis 

Manual 
Classify 

      Categories 
  
Fire          News 
Blood       Bloodbank 
Pets         Kennels 
 
 

2337 tweets to 
#SanBrunoFire  
in 1st 24 hours 

• Early tweets focused on  
  cause of explosion 
• Information & news diffusion 
• Also focus blood banks & pets 
• Very few authoritative voices 

L. Ben Hiba, J. Stamberger, P. Collins (2011)  



© Stuart Evans 2011 

Social Media  & Crowd-Sourcing 
  
SMS to Shortcode 3441 

Crowdsourcing 
• Translation,  
•      Geolocation 
• Categorization 

Ushahidi “heatmap” 

•Twitter 
•Chatter 
•Facebook (+ messenger) 
•YouTube 
•Google + 

Social messaging 

Common Operating Picture 



© Stuart Evans 2011 

SUPER-FLEXIBILITY & SOCIAL 

BUSINESS 
CONTINUITY 

COLLABORATION 
SOCIAL 

MIGRATING 
LEGACY SAS/ 

CLOUD 



© Stuart Evans 2011 Super-Flexibility for Knowledge Enterprises 

Thank You ! 
 
 stuart.evans@sv.cmu.edu 
 
 
www.springer.com 
www.amazon.com 



Business Value of Social 
Networking 

PwC Point of View 

www.pwc.com 

Ted Shelton, Managing Director PwC US 



John Breen 









94 BILLION 



1 person  1 million people 



coordination of 
distributed  
production 



“Third Wave” 

Alvin Toffler, 1984 

Confidential & Proprietary to PwC, © 2011 PricewaterhouseCoopers LLP 
9 

11/4/2011 

Agrarian 

 
Industrial 

 
Computation 



Information technology has become the primary 
driver in defining systems of production 

10 
11/4/2011 PwC, © 2011 PricewaterhouseCoopers LLP 

Network models emerge to support 
these systems of production… 



agrarian 



CEO 

CFO 

Dir of 
Finance 

Payroll 

Foreign 
Exchange 

Receivables 

Payables 

Human 
Resources 

Training 
Benefits 

Facilities 

CMO 

Channel 
Marketing 

Public 
Relations 

VP Sales 

EMEA 

France 

Sales 

Sales 

Germany 
Nordic 

Benalux 

N. American 

Easter 

Midwest 

Western 

AsiaPac 

Australia 

China 

Japan 

BU VP 

industrial 



computation 



SOCIAL 
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24% of adults have 
posted comments or 
reviews online about the 
things they buy. 
ONLINE PRODUCT RESEARCH, SEPTEMBER 29, 2010 

9 out of 10 Internet users 
visited a social networking 
site each month in 2010. 
COMSCORE, FEBRUARY 2011 

1 out of every 8 minutes online is spent on Facebook.  
COMSCORE, FEBRUARY 2011 

US Internet users 
spend 3x more 
minutes on blogs & 
social networks than 
on email. 
THE NIELSEN COMPANY,NOVEMBER 2010 

. 
 

The meetup.com SF Chihuahua group consists of 594 
members who have met up 53 times since November 2006an 
Francisco Chihuahua Meetup, Meetup.com, 2011 

The computation economy has gone social… 



The business value of social networking? 

16 
11/4/2011 PwC, © 2011 PricewaterhouseCoopers LLP 

Successful companies are using social networking to 
turn their companies inside out 

Develop your Products 
and Services 

Product 
Lifecycle 

Envision 

Develop 

R
el

ea
se

 D
esign 

Customer 
Lifecycle 

Awareness 

Retention 

C
ul

tiv
at

io
n Acquisition 

Employee 
Lifecycle 

Recruitment 

Succession 

Tr
an

si
tio

n D
evelopm

ent 

Sell your Products and 
Services 

Find, Train and Grow 
your people 



PwC, © 2011 PricewaterhouseCoopers LLP 
17 
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TIRED WIRED 
Product Profitability Customer Profitability 
Current Sales Customer Lifetime Value 
Brand Equity Customer Equity 
Market Share Customer Equity Share 



PwC, © 2011 PricewaterhouseCoopers LLP 
18 
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So what should 
businesses do? 



PwC, © 2011 PricewaterhouseCoopers LLP 
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Social is not natural for most enterprises 

The people in charge of 
talking are in the 

marketing department. 

The people in charge of 
listening are in the service 

or sales department.* 
But… 



Energizing channels / 
communities 

Monetizing 
differentiated services 

Transforming business 
operations 

Optimizing 
infrastructure 

• Service Catalog 
and Service 
Management 

• Private Cloud 
• Hybrid cloud 
 

+Cloud sourcing 
for business 
processes 

+Service  
marketplace 

 

+Industry 
Business 
Models 

+New Products 
and Services 

 

+Community 
platform 
development 

+Mobile, social 
collaboration 

 

Provisioning 
Products 

Orchestrating 
Services 

Creating  
Communities 

IT must support a transformation of business 
Becoming the collaborative enterprise 

CIO as Orchestrator 

•Set standards and broker 
solutions 

•Foundational capabilities 
for digital transformation 

GM,  Business as Owner 

•Agility to design and 
manage business 

CEO /CTO as Market 
Maker 

•Increasing share of 
market through 
collaboration and 
partnerships 

CMO as Market Builder 

•Increasing share of wallet 

PwC, © 2011 PricewaterhouseCoopers LLP 
20 

11/4/2011 



PwC, © 2011 PricewaterhouseCoopers LLP 
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What’s not working 
• Lack of clear strategies, 
 no links to business 
 priorities 

•  One-way 
communication 

•  Champions move and 
 initiatives stop 

•  Campaign mind-set vs. 
 long-haul 

•  Decision makers not 
 engaged 

•  Poor operational 
 integration 

From our experience, we have seen first hand what 
works and what doesn’t  

What’s working 
• Passion of early 
 adopters 

• Social computing with 
 new devices 

• Lots of experimentation  

• Social platforms find 
their purpose 

• Engaging and  sharing 
content 

• New opportunities for 
 commerce 

 



Now is the time to take social 
networking seriously inside the 
enterprise. 
 

This publication has been prepared for general guidance on matters of interest only, and does 
not constitute professional advice. You should not act upon the information contained in this 
publication without obtaining specific professional advice. No representation or warranty 
(express or implied) is given as to the accuracy or completeness of the information contained 
in this publication, and, to the extent permitted by law, [insert legal name of the PwC firm], its 
members, employees and agents do not accept or assume any liability, responsibility or duty of 
care for any consequences of you or anyone else acting, or refraining to act, in reliance on the 
information contained in this publication or for any decision based on it.  
 
© 2011 PricewaterhouseCoopers LLP. All rights reserved. In this document, “PwC” refers to 
PricewaterhouseCoopers LLP which is a member firm of PricewaterhouseCoopers 
International Limited, each member firm of which is a separate legal entity.  

ted.shelton@us.pwc.com   
  
 

Ted Shelton 



Converting 
Connections into 

Opportunities 
 

Dr. Jonathan Reichental  
November 3, 2011 



The social business 
Customer engagement 
Measurement 
Experimentation 



Should you build a 
social business? 



 
Transparency 

Nimbleness 
Engagement 



Marketing 
Recruitment 
Collaboration 
Personalization 
Innovation 



Emergence of 
social media 

measurement. 



Radian5 
Klout 
Chartbeat 
Socialmention 



Experiment. 
It’s early. 



Follow me to 
continue this discussion: 

@reichental 
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