


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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Learning Objectives

» Learn the range of capabillities included in Customer Relationship
Management (CRM)

« Understand how organizations build trust across customer journeys
to drive loyalty and satisfaction

* Explain how CRM supports better outcomes



Six Ways to Transform Your Organization with CRM

@ Attract 2 Serve <> Engage
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The CRM Evolution
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Our Best Experience Anywhere
becomes our expectation everywhere

charles

SCHWAB @

Personalized

O

Intelligent

amazoncom
~—

salesforce



Q OPTUM

Eric Murphy Rob Brown Michael Blum
EVP & Enterprise Growth Officer Chief Marketing Officer Associate Vice Chancellor




Care Today is Complicated
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Every Patient is on an Unique Journey
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Transform Your Organization with CRM

@ Attract 2 Serve <> Engage
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Attract: Accelerate Acquisition and Enrollment

Patient Physician
Marketing Referrals




Aurora Health Care & Salesforce:
Driving Personalized Communication and App Adoption

~50%

Open rates from
email campaigns
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A journey of a thousand miles begins with a single step.
~ Chinese proverd

Living well is a journey —
not a destination.

J App downloads &
R mobile users
within two weeks
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Easter Seals Bay Area & Salesforce:
Bringing Organizations, Providers, and Families Together

Bringing together caregivers and patients
around health information and high-touch care.

« 3600 Health Professionals
« Mobile apps for home based care and for families

« Single platform for referrals, care, and collaboration

“easterseals
kE Bay Area

taking on disability together






Mount Sinai & Salesforce:
Preventing Avoidable Hospitalizations with Collaboration

Complete view of patient clinical and non-clinical data Managing more than

Mobile, real-time care coordination on a unified platform 220,000 patents

Community management and engagement across the ecosystem

S300M+ transactions
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CRM Reimagined for Healthcare

Case Management Home Health Services

Contact Center

Patient Marketing {©)]

Attract
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Towards personalized patient relationships

(i] Improve quality
of care

Reduce costs
& utilization

Support Population
'1'9 Health



Learn More About Salesforce for Healthcare and Life Science

dreamforce

‘ - - November 6-9, 2

017

rancisco, CA

Visit our Website Join us at Dreamforce Watch the Connected Journey Video

: salesforce.com/healthcare sfdc.co/HLS_DreamForce sfdc.co/PatientJourneyVideos
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