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Mobile SFA Benchmark Report

Executive Summary

Sales teams are under constant pressure to meet customer expectations, while bringing in revenue
for the company. As globalization brings the world closer together, these pressures increase. A re-
cent Aberdeen survey revealed; companies that implement mobile sales force automation solu-
tions are 1.5 times more likely to see an improvement in sales force productivity versus those
that do not. Sales teams are looking at Mobile Sales Force Automation (SFA) technologies to arm
their field reps to be able to handle the ever increasing customer demands on a global basis.

Key Business Value Findings

e Fifty-nine (59) percent of respondents cite customer
demands for real-time sales decisions as the number
one reason to adopt a mobile SFA strategy.

“We needed to make our customer
e One-third of Best-in-Class companies’ measure SFA  data available to the entire sales
performance on at least a monthly basis, versus 21% organization, in real-time.”
of average and none of laggards who do the same.

e Forty-seven (47) percent of Best-in-Class (BIC) com- CEO
panies cite user interface design on mobile devices as Software Company
a key challenge, to deploying a mobile SFA solution.

Implications & Analysis

e Ninety-five (95) percent of BIC companies report an increase in revenue, as a result of im-
plementing a mobile SFA solution, versus 68% of average companies and 19% of laggards.

e Ninety (90) percent of BIC companies report an average year-over-year improvement of
25% in sales force productivity versus 50% of average companies and 5% of laggards.

e Ninety-four (94) percent of Best-in-Class companies reduced downtime for field sales reps,
versus 77% of others who have seen similar results, after deploying a mobile SFA solution.

Required Actions

e Stop measuring mobile sales force utilization and start measuring sales force effectiveness
using these key metrics: reductions in sales cycles, call reporting completeness and speed
of resolution for customer inquiries.

e Provide access to enterprise data, such as customer contact information, sales history, pric-
ing and inventory levels on mobile devices to expedite decisions and arm field reps with in-
formation.

e Measure mobile SFA performance on a weekly or real-time basis to gauge effectiveness
and ensure productivity.

All print and electronic rights are the property of Aberdeen Group © 2007.
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Chapter One:

Benchmarking the Best-in-Class
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o Seventy-four (74) percent of BIC companies improved Customer Satisfaction compared
to 16% of the other companies

o Ninety-five (95) percent of the BIC companies improved sales force productivity while
only 36% of the others have reported similar improvements

e Thirty-seven (37) percent of BIC companies measure mobile SFA performance on a
weekly basis, versus 9% of others who measure at the same frequency

ustomers are demanding faster sales

‘ decisions. Best-in-Class (BIC) com-

panies are addressing this pressure by
re-aligning the sales force to meet cus-
tomer demand and arming them with the neces-
sary technologies to gain access to data in the
global marketplace. The World Wide Web has
provided information access to customers who

“Real-time data and improved
data quality helped us manage
our business and our customers
more efficiently.”

Director of Sales
High-Tech Industry

at one time had no access at all. Customers are

looking for responses to their inquiries in hours

not days and location can no longer be used as
an excuse for lack of responsiveness. The need for mobile SFA solutions has never been

greater.

Competitive Framework
Key

The Aberdeen Competitive

Framework defines enter-
prises as falling into one of
the three following levels of
practices and performance:

Best-in-Class  (20%) —
practices that are the best
currently being employed
and significantly superior to
the industry norm

Industry norm (50%) —
practices that represent the
average or norm

Laggards (30%) —practices
that are significantly behind
the average of the industry

e The critical differentiator between Best-in-Class
companies and others deploying Mobile SFA so-
lutions is that BIC is focused on the maximizing
the effectiveness of their mobile sales force, while
others are still promoting utilization of these tools
throughout their organizations.

59% of BIC companies are improving the efficiency of
their existing sales force by providing field service reps
with access to quality data from backend systems and
mobile CRM solutions to paint a 360 degree view of the
customer. This access to data in the field provides a sin-
gle-point of resolution for customer questions (47% in
real-time), thus being able to respond efficiently and ef-
fectively to customer demands.

Best-in-Class companies attain this level of efficiency
effectiveness by taking strategic actions based on their
capabilities as an organization and their use of technolo-
gies provided by their Mobile SFA vendor partners.

All print and electronic rights are the property of Aberdeen Group © 2007.
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The BIC PACE framework (Table 1) highlights the key pressure BIC companies
face, and the associated actions and capabilities they undertake to this end.

Table 1: Best-in-Class PACE Framework

Pressures

e Customers |e
require a
faster deci-
sion making | o
process by
the sales
force

Actions

Service the cus-
tomer using a 360
degree view

Enable a single
point of resolution
for sales execu-
tives on the mobile
device

Capabilities
o Address customer require-
ments at the point of inter-
action
o Access to real-time data

o Ability to access end-to-end
content

o Develop internally back-end
integrations to customer,
product and CRM data

Enablers

e Real-time access to cus-
tomer, product, CRM and
transaction data

o Mobile devices

o PDA
o Smart phone
o TabletPC
o Laptop
o Wireless network

e SFA

o  Opportunity
management

o Account and
Contact man-
agement

o Activity man-
agement

o Product catalog
e  Order management/entry
e Data integration tools
e  Security measures

Performance Excellence Defines Best-in-Class

The BIC mobile adopters have well defined metrics which they track on a regular basis.
Thirty-seven (37) percent measure mobile SFA performance on a weekly basis. Aberdeen
defines its BIC companies as those who achieve the highest performance results in the
areas of Customer, Operational and Financial business categories. BIC companies are
defined by a composite of these KPI’s which include:

e Customer — 74% of BIC demonstrated year over year Customer Satisfaction Im-
provements

e Operational — 95% of BIC demonstrated year over year improvements in Sales
Force Productivity, 42% reported year-over-year improvements in User Adop-

tion Rates

o Financial — 74% of BIC reported year over year increases in Revenue as a result
of their Mobile SFA implementations

All print and electronic rights are the property of Aberdeen Group © 2007.
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Companies that exhibit BIC characteristics are outperforming their peers in each of these
categories. Table 2 illustrates the delta between Best-in-Class metrics and their average

and laggard counterparts.

Table 2: Companies With Top Performance Earn “Best-in-Class” Status:

Definition of Maturity Class Mean Class Performance

Best in Class:
Top 20% of aggregate performance
scorers

e 95% increased Sales force productivity
e 74% increased Revenue
e 74% increased Customer Satisfaction

Industry Norm:
Middle 50% of aggregate perform-

ance scorers

e 50% increased Sales force productivity
e 28% increased Revenue
e 23% increased Customer Satisfaction

Laggard:
Bottom 30% of aggregate per-

formance scorers

e 5% increased Sales force productivity
e 0% increased Revenue
e 16% increased Customer Satisfaction

Strategy in Action

Source: Aberdeen , March 2007

BIC companies are focused on building a higher level of efficiency within their existing

sales organizations.

o Fifty-nine (59) percent of BIC companies will provide a 360 degree view of the
customer to the sales rep, including customer purchase history, product informa-

tion, on a mobile device — to provide
a quick response to customer queries
and improve customer satisfaction

e Forty-seven (47) percent are integrat-
ing data with backend pricing and
quoting systems, through an in-house
solution, to provide an end-to-end
view of product information, avail-
ability and pricing — to enable a sin-
gle point of resolution

The others are focused on improving the
adoption and utilization of mobile SFA solu-
tions (Figure 1):

e Fifty-one (51) percent are improving
the user-interface on the mobile de-
vice in an effort to increase usability

e The sales force historically, has been
slow to adopt new technology. Fifty-

PACE Key — For a more detailed de-
scription see Appendix A

Aberdeen applies a methodology to benchmark
research that evaluates the business pressures,
actions, capabilities, and enablers (PACE) that
indicate corporate behavior in specific business
processes. These terms are defined as follows:

Pressures — external forces that impact an
organization’s market position, competitiveness,
or business operations

Actions — the strategic approaches that an
organization takes in response to industry pres-
sures

Capabilities — the business process competen-
cies required to execute corporate strategy

Enablers — the key functionality of technology
solutions required to support the organization’s
enabling business practices

All print and electronic rights are the property of Aberdeen Group © 2007.
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one (51) percent of other companies are trying to increase user adoption rates and
drive mobile SFA technology through the sales force

e Forty-seven (47) percent are focused on selecting the appropriate tools to imple-
ment a mobile SFA strategy

In order for companies to derive the maximum value from their mobile SFA solution they
must ensure it is integrated with their backend systems and provides a real-time 360 de-
gree view of the customer.

Figure 1: Strategic Actions to Implement a Mobile SFA Solution

70% -
. 59%
60% 7 51%
50% - 47% 47%
37% o o
40% - 31% 35% 35%
30% +
20% +
10% -
0% ‘ ‘
360 Degree Develop Back- Improve User Selection of
View of end Integration Adoption Rates Right Tool Set
Customer

o BIC m Others

Source: Aberdeen , March 2007

“Our revenue forecasting and materials management improved significantly with the
implementation of a mobile SFA solution.”

Kevin Shabow, Sr. Director of Sales, Gateway Computer

All print and electronic rights are the property of Aberdeen Group © 2007.
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Chapter Two:
Benchmarking Requirements for Success

e 53% of Best-in-Class companies have executive level support for their mobile SFA
initiatives as compared to 69% of laggards that have not been able to build a suc-
cessful business case for a Mobile SFA solution.

o Best-in-Class companies are beyond adoption and implementation hurdles, with 63%
of sales management and 68% of field sales reps using mobile SFA “All the Time”.

s shown in Table 3, survey respondents

fall into one of three categories — Lag-

gard, Industry Average, or Best-in-
Class — based on their characteristics in four
key categories: (1) process (status of mobile
SFA implementation); (2) organization (corpo-
rate focus/philosophy, level of collaboration
among stakeholders); (3) knowledge (mobile
SFA usage, and dissemination of data); (4)
technology (devices currently used within or-
ganizations); and (5) performance metrics (re-
sults achieved after mobile SFA implementa-
tion).
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“We wanted the ability to look
up contact information in our
CRM system through a web en-
abled device — such as a smart
phone.”

CEO, Software Industry

In each of these categories, survey results show that the firms exhibiting Best-in-Class
characteristics also enjoy above average financial performance (Table 1).

Table 3: Mobile SFA Competitive Framework

~ Laggards

~ Industry Average

N Best-in-Class

Process Measuring Sales Force effectiveness is a critical component to ensuring

successful ROl and customer satisfaction.

65% do not have a
measurement proc-
ess in place

36% measure on an
ad-hoc basis

52% measure sales
force effectiveness
on a regular basis

Organization

Successful Mobile Sales Force Automation progr

corporate executives.

ams have support from

25% have executive
level sponsorship of
mobile SFA initiatives

38% have executive
level sponsorship of
mobile SFA initiatives

53% have executive
level sponsorship of
mobile SFA initiatives

All print and electronic rights are the property of Aberdeen Group © 2007.
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Laggards Industry Average Best-in-Class
Knowledge Best-in-Class provide access to real-time content via Mobile SFA applica-
tions -- leading companies rely on mobile access to accomplish their jobs.
25% of Field Service 39% of Field Service 68% of Field Service
reps and 29% of Sales reps and 43% of Sales reps and 63% of Sales
Management staff use Management staff use Management staff use
mobile SFA “Never” mobile SFA “Occasion- | mobile SFA “All the
ally” time”
Technology Mobile SFA technologies and devices currently in use:
e  Smartphones21% e  Smartphones 35% e  Smartphones 63%
o Wireless LANs 67% | o Wireless LANs 64% | o  Wireless LANs 81%
e Role Based Security | ®  Role Based Security | ¢  Role Based Security
21% 38% 50%

Source: Aberdeen , March 2007

Mobility Impact

According to 65% of Best-in-Class respondents, mobile SFA solutions will have a
“Significant Impact” on the way they conduct business over the next five years. Only,
38% of Average and 25% of Laggards felt it
would have a significant impact on their
business.

Using a mobile SFA application is
a cost of doing business. Mobile
SFA provides rapid access to data
and the ability to respond quickly.
If my sales reps can't do this they
lose the deal.

Capabilities that differentiate Best-in-Class
companies using mobile SFA solutions from
others range from:

e Improving communication and col-
laboration (59%)

e Increasing revenue (95%). Rafael Costa

Improving communication and collaboration EVP, Marketing, Vis.align

has an impact on field service reps availabil-
ity. After deploying a mobile SFA solution,
94% percent of BIC companies reduced
downtime for field sales reps, versus 77% of others who have seen the same results.

Ninety-five (95) percent of Best-in-Class companies report an increase in revenue, as a
result of implementing a mobile SFA solution, versus 65% of others that achieved in-
creases in revenue as a result of mobile SFA deployments. Thirty-nine (39) of BIC re-
ported that Mobile SFA solutions will shorten sales cycles allowing these companies to
close deals more quickly. In contrast, only 14% of non-BIC companies recognize the
value of shortening the sales cycle as a result of successful mobile SFA deployments.

Companies that develop internal business processes around their mobile SFA deploy-
ments such as: identification of customer requirements will achieve benefits of short-
ening the sales cycle time and reducing operational costs.

All print and electronic rights are the property of Aberdeen Group © 2007.
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Figure 2: BIC Focuses on Internal SFA Processes

Mobile SFA Benchmark Report

72%

67%
57%
22%
14% 15%
Improve Increase sales Shorten sales Reduce
communication productivity cycle operational costs

and collaboration

O Best-in-Class B Others

Playing Catch-Up

Source: Aberdeen

, March 2007

Laggards who plan to implement solutions based on competitive pressures to compete
in a global environment are doing a disservice to their customers by relying on the
technology rather than the process to improve operations. As a result, only 17% im-

proved call completeness and only
13% improved customer retention.

Companies attempting to bridge
the divide between Laggard and
Average and Average to Best-in-
Class continue to struggle with
corporate adoption of mobile SFA
technologies. As shown in Figure
3, failure to establish a business
case for mobile SFA is the number
one impediment to adoption. Ad-
ditionally, technology, training
and security concerns weigh on
companies and inhibit the devel-
opment of mobile solutions. Fur-

ther, 51% of non-BIC fear user adoption pene-
tration and 47% still grapple with tool selec-

Figure 3: Non-BIC Mobile SFA Impedi-
ments to Adoption

80% - 70%
70% -
60% -
50% - 37% 37%
40%
o/ |
b -
10%

0% ‘ ‘
Unproven  Complexity Training Corporate
Business of Concerns Security

Case Technology
Source: Aberdeen , March 2007

tion thereby preventing mobile solutions to get off the ground.
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Chapter Three:
Required Actions

o Measure frequently and effectively: track sales force productivity using key perform-
ance indicators such as sales cycle time, dispute resolution and call reporting com-
pleteness to benchmark improvement on a daily, weekly, monthly and annual basis.

o Integrate backend data sources and make them accessible to the sales force via
mobile devices for immediate access to customer histories, product inventory and
sales management tools
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well-designed applications, quality data and measuring progress and status. Indus-
try Average and Laggard companies have significant work to do in these areas as
they attempt to become best-in-class.

f I Yhe keys to a successful mobile deployment revolve around executive sponsorship,

Laggard Steps to Success
1. Measure sales force productivity and build a process for managing success

Start measuring key productivity metrics such as sales cycle time, speed of reso-
lution for customer inquiries, and call reporting completeness immediately. Es-
tablish goals for performance across these metrics and create a baseline for
evaluating the success of mobile SFA solutions.

2. Sell senior executives on the benefits of a mobile SFA solution using the bench-
mark metrics to build a business case

Leverage the metrics collected on current sales force productivity and effective-
ness, to enlist senior executive sponsorship of mobile solutions. By creating a
baseline and establishing performance goals a small-scale pilot program can be
effective in demonstrating company wide adoption.

3. Create corporate awareness of mobile SFA initiatives and address concerns
early on in the implementation process

After enlisting executive sponsorship of the mobile implementation, begin train-
ing employees, address technology complexities and educate staff on data secu-
rity measures. Training procedures must ensue before field service reps are re-
quired to master mobile devices in the field.

Industry Average Steps to Success
1. Integrate backend data for single point of resolution

Provide access to enterprise data, such as customer contact information, sales his-
tory, pricing and inventory levels on mobile devices to expedite decisions and
arm field reps with information.

All print and electronic rights are the property of Aberdeen Group © 2007.
8 « AberdeenGroup



Mobile SFA Benchmark Report

2. Implement and maintain security procedures

Develop internal security governance policies to ensure that procedures are in
compliance, implement network data encryption to maximize security, identify
and deploy role based security restricting access to sensitive data to only those
that require it.

3. Measure key metrics and measure often

After establishing key metrics for tracking sales force effectiveness and produc-
tivity, companies must measure often. Expectations of improvements in produc-
tivity may be gradual at first, but daily or weekly tracking will illustrate a spike
in benefits once users are trained and adoption is complete.

Best in Class Next Steps
1. Put the customer first and address their concerns in real-time

Purchase or develop tools which directly impact your ability to deal with cus-
tomer inquiries in the field. This includes customizing applications to foster col-
laboration with sales management and implementing real-time alerting systems
to trigger action by sales and support teams.

2. Improve user interface design by interacting with the human factors and design
teams to increase efficiencies

Understanding and addressing the challenges of using a software application on a
smaller device before deployment is extremely important. Mobile applications
can not be just a mirror image of their desktop cousins. The functionality often
needs to be streamlined to make it fit and be usable on mobile device.

Conclusion

BIC companies are deploying mobile applications successfully because they started small
by focusing on a single application and department. This allowed them to reduce the
complexity of the deployment and ensure success. They also involved the expertise
cross-functional teams during deployment to ensure the success of the program.

The BIC company’s focus on sales force effectiveness as opposed to content and sales
team utilization. BIC companies also measured and tracked their progress religiously
with 100% of them measuring sales productivity at least monthly.

All print and electronic rights are the property of Aberdeen Group © 2007.
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Featured Underwriters

This research report was made possible, in part, with the financial support of our under-
writers. These individuals and organizations share Aberdeen’s vision of bringing fact
based research to corporations worldwide at little or no cost. Underwriters have no edito-
rial or research rights and the facts and analysis of this report remain an exclusive pro-
duction and product of Aberdeen Group.

\ ANTENNA"
k SOFTWARE

Antenna Software is the leader in mobilizing enterprise systems, with more than 20 years
of operating experience and proven, award-winning customer deployments. The open
and flexible Antenna Mobility Platform along with Antenna’s integrated mobile solutions
for field service, sales and other run-the-business applications help organizations em-
power employees with the right information at the right place and time. Leading compa-
nies rely on Antenna to optimize business processes, improve operational efficiency, and
better serve their customers through mobility.

For more information please contact:
Antenna Software

111 Town Square Place

Jersey City, NJ 07310

Toll-free: (888) 723-2832

Fax: (201) 239-2315

www.antennasoftware.com

*2:BlackBerry.

BlackBerry Business Solutions for Sales are tailored to fit the way sales forces operate,
providing access to CRM systems and improving the efficiency of mobile sales reps. Ex-
tending enterprise applications to BlackBerry increases adoption of CRM, creates a more
responsive sales organization, and delivers real-time data for more accurate sales activity
reporting. With BlackBerry Business Solutions, your mobile sales force can stay con-
nected to business critical applications and communications wherever they go.

For more information please contact:
Research In Motion

295 Phillip Street

Waterloo, Ontario

Canada N2L 3W8

tel: (519) 888-7465

www.blackberry.com

All print and electronic rights are the property of Aberdeen Group © 2007.
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# cingular is now

Cingular Wireless is the largest wireless carrier in the United States, serving 58.7 million
customers and 95% of the Fortune 100. Cingular is solely owned by AT&T Inc. (NYSE:
T), a premier communications holding company in the United States and worldwide.
Cingular has the largest digital voice and data network in the nation — the ALLOVER™
network — and the largest mobile-to-mobile community of any national wireless carrier.
Cingular is a leader in third generation wireless technology, featuring the first widely
available HSDPA (High Speed Downlink Packet Access) service in the world.

For more information please contact:
Mireille Gotsis, Director, CRM Solutions
Cingular Wireless now the new AT&T
16331 NE 72nd Way, Redmond, WA 98052
425.580.5744

www.cingular.com/sfa

sage

Sage Software supports the needs, challenges and dreams of more than 2.6 million small
and mid-sized business customers in North America through easy-to-use, scalable and
customizable software and services. Our products support accounting, operations, cus-
tomer relationship management, human resources, time tracking, merchant services and
the specialized needs of accounting practices and the construction, distribution, manufac-
turing, nonprofit and real estate industries. Sage Software is a subsidiary of The Sage
Group plc, a leading international supplier of accounting and business management soft-
ware solutions and related products and services for small to mid-sized businesses.
Formed in 1981, Sage was floated on the London Stock Exchange in 1989 and the Group
now has 5.0 million customers and employs over 10,500 people worldwide.

For more information please contact:
Anila Baseel

Associate Marketing Manager
Anila.baseel@sage.com

(866) 308-2378
www.sagesoftware.com/moreinfo

All print and electronic rights are the property of Aberdeen Group © 2007.
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Appendix A:
Research Methodology

etween February and March 2007, Aberdeen Group examined the sales force
automation efforts of over 100 firms.

Responding executives completed an online survey that included questions de-

signed to determine the following:

The scope of SFA implementation.
Factors and strategies driving SFA.
Key SFA challenges, strategies and impact.

The study sought to identify best practices for SFA implementations and provide a
framework by which readers could benchmark their own SFA plans.

Responding enterprises included the following:

Job title/function: The research sample included respondents with the following
job titles: CIO (4%), Consultant (10%), Director (20%), Manager (19%), Senior
Management- CEO/COO (25%), Staff (8%) and Vice President (10%).

Industry: The research sample included respondents predominantly from High
Technology (22%), Distribution (13%), Telecommunications Services (12%) and
Consumer Packaged Goods (12%).

Geography: Fifty-nine percent of all study respondents were from North Amer-
ica, 24% from Europe, 8% from Asia/ Pacific, 6% from the Middle East/Africa
and 3% from South America/ Caribbean.

Company size: Fourteen percent of respondents were from large enterprises (an-
nual revenues above US$1 billion); 23% were from midsize enterprises (annual
revenues between $50 million and $1 billion); and 63% of respondents were
from small businesses (annual revenues of $50 million or less).

Solution providers recognized as sponsors of this report were solicited after the fact and
had no substantive influence on the direction of the report.

All print and electronic rights are the property of Aberdeen Group © 2007.
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Table 4: PACE Framework

PACE Key

Aberdeen applies a methodology to benchmark research that evaluates the business pressures, actions,
capabilities, and enablers (PACE) that indicate corporate behavior in specific business processes. These
terms are defined as follows:

Pressures — external forces that impact an organization’s market position, competitiveness, or business
operations (e.g., economic, political and regulatory, technology, changing customer preferences, competi-
tive)

Actions — the strategic approaches that an organization takes in response to industry pressures (e.g., align
the corporate business model to leverage industry opportunities, such as product/service strategy, target
markets, financial strategy, go-to-market, and sales strategy)

Capabilities — the business process competencies required to execute corporate strategy (e.g., skilled
people, brand, market positioning, viable products/services, ecosystem partners, financing)

Enablers — the key functionality of technology solutions required to support the organization’s enabling
business practices (e.g., development platform, applications, network connectivity, user interface, training
and support, partner interfaces, data cleansing, and management)

Source: Aberdeen , March 2007

Table 5: Relationship between PACE and Competitive Framework

~ PACE and Competitive Framework How They Interact a

Aberdeen research indicates that companies that identify the most impactful pressures and take the most
transformational and effective actions are most likely to achieve superior performance. The level of com-
petitive performance that a company achieves is strongly determined by the PACE choices that they make
and how well they execute.

Source: Aberdeen , March 2007

Table 6: Competitive Framework

Competitive Framework Key

The Aberdeen Competitive Framework defines enterprises as falling into one of the three following levels of
SFA practices and performance:

Laggards (30%) — SFA practices that are significantly behind the average of the industry, and result in
below average performance

Industry norm (50%) — SFA practices that represent the average or norm, and result in average industry
performance.

Best in class (20%) — SFA practices that are the best currently being employed and significantly superior
to the industry norm, and result in the top industry performance.

Source: Aberdeen , Month 2007

All print and electronic rights are the property of Aberdeen Group © 2007.
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Appendix B:

Related Aberdeen Research & Tools

Related Aberdeen research that forms a companion or reference to this report includes:

e The Real Cost of Enterprise Wireless Mobility Benchmark Report (January

2007)

e Mobile Voice over IP: Fixed/Mobile Convergence in the Enterprise Benchmark

Report (February 2007)

e Retail Contactless Payment Systems: Improving Customer Retention & Loyalty

Benchmark Report (December 2006)
e Mobile Sales Solutions Benchmark Report Benchmark Report (August 2006)

Information on these and any other Aberdeen publications can be found at

www.Aberdeen.com.
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