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Supply Side BCeEX CErMEeHTOB pPbIHKA
coLmanbHOro cogota Becbma
3anyTaH

* CIOs and IT and business leaders
request guidance on how to apply
social approaches to their business.
E-business created disruption a decade
ago. Social business will have an even
more significant impact

\nnovate

* Markets are confusing. New vendors
and technologies continue to emerge,
while established vendors in other
adjacent markets are adding social
functions

Source: Gartner, 2011, Business Gets Social Innovation Key Initiative Overview

EONHCTBEHHBIN CrIOCOD KOPPEKTHO NOCYUTaTb PbIHOK ¢ Supply Side -
CErMEHTUPOBATb €ro No perieBaHTHbIM Kriaccam/CermeHTam rnpunoXxXeHun



PeneBaHTHbIX CETMEHTOB MPUNOXEHUN
OYeHb MHOIO — OHU eCTb A4
OonbLUMHCTBA OM3HecC-NnpoLeccos

Social Business Impact (Business Process)

stomer experience management

Externalusers

colpro)odw
Employeesodialnetwork | |nternalusers

Source: IDC, 2011 IDC's Social Business Taxonomy




|.e. coumanbHblie TEXHONOINn
3aTparmBaloT BCe 3BEeHbA
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Social Business Impact (Process and Technology)

External users

AAARIAM.

| - ore ]

Internalusers

Source: IDC, 2011 IDC's Social Business Taxonomy



OTO NoATBEPXKOAETCA HANMM4nem
beHedUTOB NpakTU4YEeCKn Orsi BCex
3BeHbeEB ODM3Heca

@ BUSINESS BENEFITS FOR: @ SOCIAL BUSINESS & [IMPACT ON THE GLOBAL @ DEFINING ATTRIBUTES
Marketing Sales Customer servica  Customers IS AMARATHON — e IDRKFORCE: OF THE SOCIALLY
NOT A SPRINT: S S mecns . EVOLVED BUSINESS:
S N : CREATIVE

@ CONNECT MORE DOTS:  consne

@ KEY DIFFERENCES VERSUS : _ = .  \n ocrcome
TRADITIONAL BUSINESS - \ il et CE ‘

® PAINSFELT BY
ORGANIZATIONS
THAT ARE NOT
SOCIALLY.EVOLVED:

@’ —— ** What's different? Who benefits?

ﬁ : The social business is alive with energy and big ideas — you might call
— s ita Renaissance for the information age. After decades of mechanistic,
| comm dehumanizing , process-oriented management dogm a, progressive
organizations are waking up to the disturbing truth that thejve squeezed
all the creativity out of their business. When companies embrace organic,

6 NEWSBERAI ORS TN INDLABUALS: passionate, sociallysavvy initiatives, they blossom. Who benefits? Everyone. w

+ More open to sharing

1 @ INTELLIGENCE & INSIGHTS VIA ISSHBOARDS :
« Introverts become #roverts

HELLO

g C LE 1S
+ Diverse audiences join together {ransaacaney B ius Q EASILY ACCESSIBLE Cuturethat's more comivia bie 0 NEW ROLES: ang o W( RO
TECHNOLOGIES S T

COMIN R EEROF  CR 0F3 D
+ Pride in being “the wpert” &

7 ~— ] " { ) 2 °®
« Thinlers can ) 2 P\ " RN | l A\-
0

release thoughts / _ =4 | b MmN 1 S g
+More questioning e = ) 11

-Less riskaverse

o b
® MASSIVE SHIFT ¢ Y ol b -Things get done KNOWLEDGE SOCIAL . Guerzilimpe amment
FROM“ME" TO “WE": . n,;:f;f;‘;’i because people EMENT '° Busm L i bushess pra o
s * St want to Versus . 7 *
. e . mgacton culure S tald uch
* -Enables all toask
2 questions and get
answers

.

&% BUSINESS BENEFITS FOR:

!h SOCIAL
Finance Line Managers Patners - BUSINESS
BiduGmw | COUNCIL

Leam more at Mt /fsocialous messcour 7
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OTBETCTBEHHbIX 3a Social Business
NpaKkTU4eCKN BO BCEX

FRAFNMMANTANRANILITTAAYVY

WHO'S RESPONSIBLE FOR SOCIAL BUSINESS? &5 &a=estee

Here are our key takeaways from The 2.0 Adoption Council salary survey.

i &

SENIORITY DEPARTMENTAL VARIETY
‘With 94 ber resp our median salary landed ‘While still well represented, IT departments are no
at $114,750 — Director level. Note how the bottom area longer the sole purveyor (or gatekeeper) for valuable
of the chart is almost completely empty. Translation: productivity, knowledge-sharing and intellectual
‘Working on 2.0 initiatives is not a “social sandbox” for capital assets. Today, 2.0 transformation in the large

enterprise is fairly distributed throughout departments.

tire- kicking, low-level b
g, groundswell, low: employees.

$260K

S240K

INNOVATION 'R

MEDIAN SALARY: $150,000

$220K

OVERALL MEDIAN SALARY:
$114750
L.,

CORPORATE
COMMUNICATIONS tﬁv

MEDIAN SALARY: $121,000

KNOWLEDGE 3,
MANAGEMENT ‘K

MEDIAN SALARY: $162,500

$200K

OPERATIONS ¢f‘ﬁ
MEDIAN SALARY: $86750

[—
MARKETING C}&
MEDIAN SALARY: $105.000

$180K

MEDIAN SALARY: $80,000

© XPLANATIONS' by XPLANE | Dachis Group

/ ©XPLANE 201

Source: Dachis Group | XPLANE, 2011, Who's responsible for social business?




B ntore nony4aetca npumMepHO Takou
Habop peneBaHTHbIX KNAacCcoB

Social Business Impact (Technology Markets)

p ‘Social business market : !

ﬁ | i ‘.—“. "y:;‘\ “l‘

Source: IDC, 2011 IDC's Social Business Taxonomy



[lepeceyeHmne Bcex peneBaHTHbIX
KInaccoB NPpUNoXeHMmM MOXXHO Ha3BaThb
«People as the Platform» *)

The social business will have an effect on a variety of IDC markets because the
implications for its usage can be broadly applied as shown

The Social Business: Cultural Impact

Employees

Suppliers as the Customers
platform

Transparenc ships

Partners

Source: IDC, 2010 Social Business Framework *) onpedenexue IDC 10



[Tony4aeTca npumMepHO Takowu
KOMMNO3UTHbIN PbIHOK NPUNOXEHUN
«People as the Platform»

The Social Business: Market Impact

Consumer Content
apps. i

Social platforms

Socialytics

Financials

Embedded
social

Standalone

Standalone social

social apps.

features

platforms

Source: IDC, 2010  Social Business Framework

11



Bo3aMoXXHbIM BapuaHT dopenmMBOpKa Ang
KOMMNO3UTHOTIO pblHKa «People as the
Platform»

Social Business Framework

Compativon

' 4
Brand awareness ‘

Social customer .~ |

/1]

/ /

Economy /"

Workforce dynamics _ > 4
Social platform
Social application

Social feature

Market faqon

Social software

Source: IDC, 2010 Social Business Framework

‘ Social business

Socialwqb!ecti‘ves ‘

' 4
J

Social output

Customer engagement

|\ "._Employee empowerment

N
'\

Supplier engagement

Content (social media)

Community (social network)



PaccMoTpUM NnuLLb OCHOBHbIE
cerMeHTbl KOMMNO3UTHOTIO PbIHKAa
«People as the Platform»

Innovation Management

Social CRM

Externally Facing Social Software
Social Software in the Workplace
Corporate Learning Systems

o U s W e

E-Recruitment Software
7. Collaborative Decision Making

N.B.1 HaseaHusi ceameHmMo8 — YCJI108Hbl€e, NNOCKOJIbKY OHU pa3Hble y pa3HbIX aHaslumuKoe
pbiHKa: IDC, Gartner, Forrester ...

N.B.2 lNnamgbopmbi psida 8eHOOPOS, 8 cusly c8oe20 hyHKUUOHarsa, omHocsimces boree 4yem K
OOHOMY U3 ceaMeHmoa 13



1. CermeHT Innovation

Management

Business Impact

* open innovation efforts by stimulating
and capturing creative ideas from
outside your own organization

e dramatically increase the available
human resources

e extend access to key capabilities and
change their associated cost structure

Source: Gartner, 2011, Who's Who In Innovation Management Technology

Innovation Management Vendors:

BrainBank
Brightidea

Elguji

Hype Softwaretechnik
Imaginatik
Induct Software
InnoCentive
Inova

Kindling
MindMatters
Spigit

Social Software Vendors:

Jive
NewsGator
salesforce.com

Product Life Cycle Management:

Sopheon

14



2. CermeHT Social CRM

* Spending by buyers on social software

for marketing, customer service and hapeopes i
sales increased by 40% in 2010, but
social CRM remains less than 5% of the
total CRM application market. Gartner
expects the social CRM market to reach
Bazaarvoice Jive

salasforce.com

over $1 billion in revenue by year-end

o
2012, up from approximately $625 = cymfanyopﬁ%ﬁ?ﬁfow P
million in 2010 z NM incites * | eTeligent

Es Converseon

* More than 100 vendors have social - Jeile Technologles  _oVisich Criica
CRM offerings. Most are not profitable PoweiReviews Afteran’
and generate annual revenue of less e
than $1 million. Consumer use ngide\iow
accounts for over 90% of spending on niche players visionaries
social CRM, but spending on ————{ completeness of vision ————p»

business-to-business (B2B) use is As of July 2011

growing faster and will account for 30%
of total social CRM spending by 2015

Source: Gartner, 2011, Magic Quadrant for Social CRM 15



3. CermeHT Externally Facing Social
Software

Buyers of EFSS include:

Business executives (such as product
managers, channel managers, product
developers, strategists and business
architects).

Personnel in other internal support
organizations (such as program
managers and business architects)
involved in specific strategic initiatives
(such as innovation, social
responsibility and special projects).

IT professionals working in the IT
organization, or in various other
support or business functions.

challengers leaders
/’M . | _\‘\\
L
- » Microsoft i
2 . ._lee
L7} » Lithium
5 o IBM g
S Ektron g
_— OpenText @ Drupal-Acquia
= Demand Medias ¥ ~ |eLiferay
: yMzinga
© ONEsite .
. EPiSer‘;—‘er @ c ‘MdeOJCh
uddie
Adobe;glo pr- “ INgage Networks

L )

niche players visionaries

— | completeness of vision ———p»
As of August 2011

Source: Gartner, 2011, Magic Quadrant for Externally Facing Social Software 16



4. CermeHT Social Software in the
Workplace

Magic Quadrant includes three kinds of
challengers leaders
vendors: e '
* Social application vendors that offer
primarily self-contained social software
functions .
» Microsoft

e Enterprise platform vendors with a g OpenTexts o
broad, deep presence across the 5 Ao | -

. . . 8 _e elligent
enterprise, particularly with portals, 2 S| e Sggé:{%%ggggg
content, application development and S Comerstone OnDemand Drupal-Acquia

- EPIS Novell___ o
deployment, workflow, search and ' e"e';_ ol e
INaioucn™ g
other capabilities Mzingas @ Mokie Software
* Business application
“'\_» ] l,')
vendors, especially those already R Fromgr— T p——

. . n ‘

Supportlng horlzontal people — | completeness of vision ———p»
processes," such as performance As of August 2011

management and learning

Source: Gartner, 2011, Magic Quadrant for Social Software in the Workplace 17



5. CermeHT Corporate Learning
Systems

* |In 2010, the majority of vendors
continued to invest and broaden their
social software offerings, such as social
profiles, expertise location, wikis,
blogs, discussion forums, tagging and
ratings

* 34% said they planned to implement

challengers leaders

Saba Software

Comerstone OnDemand

Plateau Systems
Oracle EBS OLM and OiL, |SkillSoft #SumTotal

o : Blackboardg o0 | @ @ Ot
wikis, blogs and other collaboration Oracle PeopleSoft ELM MG
. . . Ancile Solutions _ Element K |
tools from their CLS vendor within the SilkRoad technology SumTotal Geolearning

1 ability to execute ——

. Certpoint Mzinga
next two years, while 11% stated that Meridian Knowledge Solutions

they have already implemented these
tools. In addition, 25% of the
respondents stated they plan to invest
in social profiles from their CLS vendor
before the end of 2012, with 6%
already using the functionality

niche players visionaries

—  completeness of vision F————p
As of March 2011

Source: Gartner, 2011, Magic Quadrant for Corporate Learning Systems

18



6. CermeHT E-Recruitment
Software

* HR leaders must look beyond
. . challengers leaders
formalized, internal processes and 7 '

deploy techniques more commonly
applied in marketing if they are to »Taleo
SilkRoad | oK
attract new employees from the e peamat oo enexa
collective and retain personnel they y |
':j SAP -, : P‘:St?ps‘to‘?e
already employ Y Oracle E-Business Suite® ADP PFeoplcic
: : : : 3 " PeopleAdmin b oesbil] I &ﬁngs
* Inleading organizations, recruitment g NetMEDIAS™ ¥ % | &= ~Neoghy '©
. . :; First Advantage .~ [ Jobpartners
processes already exploit social 5 Bemard Hodesfé%igah WON
software and the collective, and there “Bond Intemational Software - |
. WebCruiter JPageUp People
are other HR processes that can benefit
from focusing on the collective
e 22% of respondents said that they \ prarom—— /
niche players visionaries

were -usmg. soual-softyvare N Y I ——
functionality from their e-recruiting As of November 2009

vendor

Source: Gartner, 2011, Magic Quadrant for E-Recruitment Software 19



7. CermeHT Collaborative Decision

Making

* HR leaders must look beyond
formalized, internal processes and Collaboration

» Shared work space

deploy techniques more commonly - gommicaton
applied in marketing if they are to - Webeonferencing
attract new employees from the

collective and retain personnel they . oo -

already employ + Optimization tools

» Scenario planning

. . . . * Mind mapping
* In leading organizations, recruitmen’ . s
processes already exploit social e

Prediction markets

software and the collective, and thei. ...,
are other HR processes that canben ™ "
from focusing on the collective

e 22% of respondents said that they
were using social-software
functionality from their e-recruiting
vendor

Source: Gartner, 2011, Who's Who in Collaborative Decision Making

Social Networking

* Examine relationships of decision makers
* Intelligentsocial profiles

Decision to

ols
Mind mapping

imulation of altermatives
Action
Decision

CDM Environment
* Reliable and secure

* Integrated with systemsof record
» Complex decision support (workflow/BPM)
« Capture best practices

All Information

* Accessto any data

source and decision
input

« Search

« Contentanalytics

*+ Visualization tools

« Businessintelligence

content

* Assumptions and

pattern detection and
monitoring

People

* Involvethe right people

to inform the decision

* Incorporate expert and

diverse opinions

* Minimize bias

20



@
PacuyeT pbiHKa People as the Platform

C no3nunm Supply Side



WW PbIHOK "People as Platform" ¢ no3nuumn

Source: Gartner, Forrester, IDC, Ovum, Real Story Group, Linex estimates

*) Social Platforms incl. Social Innovation, Social CRM, Externally Facing Social Software, Social Software in the Workplace

S Ith\l Clrla

WW Social Platforms Market *) ($M) ¥ %008 Y Zobaf' 2010 2011 2012 2013 2014
Market Volume (SM) $229 $379 $501 $692 $957 $1322 51828
Y/Y Growth Rate 66% 32% 38% 38% 38% 38%
WW E-Recruitment Software (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $576 $660 $750 5842 $943| $1056 51183
Y/Y Growth Rate 15% 14% 12% 12% 12% 12%
WW Corporate Learning Software (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $230 $294 $376 $492 $645 $844| 51106
Y/Y Growth Rate 28% 28% 31% 31% 31% 31%
WW Collaborative Decision Making Software (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $120 $146 5188 $240 $307 $393 $503
Y/Y Growth Rate 22% 29% 28% 28% 28% 28%
WW TOTAL "People as Platform" Software (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) 51155 51479 $1815 $2 266 52 852 $3616 54620
Y/Y Growth Rate 28% 23% 25% 26% 27% 28%
WW TOTAL "People as Platform" Professional

Services (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $231 $296 $380 $490 $630 $820| $1070
Y/Y Growth Rate 28% 28% 29% 29% 30% 30%
WW TOTAL "People as Platform" Market (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume {SM) $1 386 $1 775 $2 195 52 756 53482 54436 S5 690
Y/Y Growth Rate 28% 24% 26% 26% 27% 28%

22



rUCUUVIVIURVIVE PDIFIUR FCOPIC dS LIS

Platform
C no3unumm Supply Side

WW TOTAL "People as Platform” Market (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $935 S1 247 $1579 $2 039 $2 654 $3 483 $4 606
Y/Y Growth Rate 33% 27% 29% 30% 31% 32%
Poccuiickuit pbiHOK "People as Platform" (SM) 2008 2009 2010 2011 2012 2013 2014
Market Volume (SM) $2,5 $6,0 $14,0 $25,0 $37,5 $52,5
Y/Y Growth Rate 140% 133% 79% 50% 40%
% of WW Market 0,20%| 0,38%| 069%| 094%| 1,08%| 1,14%

Source: Linex

Lnsa cnpasku

Poccutickue ceameHmMbl KOPopamueHbIX MPUioxeHuUl cocmasrsirom

om 0,2% 0o 3% om obbema MUpO8bIX PbIHKO8 3MUX MPUIIOXeHUU.
Hanpumep, ons ceamenmos ERP, CRM, SCM amu donu e 2010 cocmasgunu:

Russia (SM)
ERP $348 $37 309
CRM $69 $27 394
SCMm $111 $18 147
Source: IDC

WW ($M) Russia as WW%

0,93%
0,25%
0,61%

23
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PacuyeT pbiHKa People as the Platform

Cc no3nunm Demand Side



v
s &2
.
~ .

Bl 2010 W 201 s <

% ALTIMETER

2010 2011 Change “

’
INTE N

Internal Soft Costs

Staff to Manage

$190,000 $278,000 46%

Research and Development

] soo0 sz v HOW Corporations Should

Training and Education Prioritize oci l Bu ine

- $18,000 $23,000 28% S a e SS

Customer-Facing Initiatives Bu d gets

gt Corporations must budget spending based
BiBs0N S150.00 G on their maturity level.

Traditional Agencies (deploying SM

I $104,000 $120,000 15% February 10, 2011

Boutigue Agencies (specializing in SM)

I $78,000 $108,000 38%

Influencer/Blogger Programs

I $31,000 $47,000 52%

Technology Investments

Gormmilty Platforiva B 2011 3atpartbl cpegHen KoMmnaHum
#2000 % Ha npunobpeTeHne n BHeapeHune

$63,000 $98,000 56% BHeLLIHerO SW VI ycnyr
Custorn Technology Development ans Social Business coctaBnsnu:
$53,000 $90,000 70% $1 20K + $37K - $1 66K

Social CRM
m $19,000 95%

Social Media Management Systems

Brand Monitoring

$14,000 §22,000 57%

Base: 140 Global Corporate Social Strategists who have Source: Altimeter Group, 2011, How Corporations Should Prioritize Social Business Budgets 25
adopted each social business category



Ho B 3aBUCMOCTU OT CBOUX
00X040B, KOMMAaHUKU NMo-pa3HOMY
pacxoayroT Ha Social Business

0
Under $250 million . $229,000 27%

$250 million to < $1 billion - $408,000 49%

$1 billion to < $10 billion - $568.000 68%
$10 billion or more _ $2,057,000 247%
All Companies - $833,000 100%

Base: 140 Global Corporate Social Strategists Source: Altlmeter Group
[0) orporations ou rioritize Social Business

26



BHellHWe 3aTpaThl KOMMNaHUU
(B 3aBUCUMOCTU OT UX AOX0O0B)
Ha SW 1 ycnyru ang Social Business
TaKOBbI

[loxoa koMmnaHuu

$10B n bonee
$1B - <$10B
$250M - < $1B

< $250M

3atpatbl ($ ThiC.) Ha
npmnobpeTteHne BHewHero SW

247%

68%

49%

27%

n ycnyr ana Social Business

X $166K =

$410
$113
$81

$46

27



BHellHMe 3aTpaTbl KOMNaHUU
(B 3@aBUCUMOCTU OT UX 4OX0O0B)
Ha SW an4d Social Business TaKoOBbI

[loxoa komnaHum Yncno 3atpaTbl ($ Thic.) Ha NpMobpeTeHune
koMmnaHum *) BHewHero SW ans Social Business

$10B v 6onee 20 $8 198
$1B - <$10B 180 $20 374
$250M - < $1B 200 $16 261

< $250M 100 **) $4 564

**) oueHka Linex

UTOrO: $4 @
*)  PentuHr kpynHenmnx komnauum - "Okcnept-400", 2011

OTO N eCTb OLEHKa HMXHEeN rpaHunubl (NOCKONbKY y4TeHo Toribko TOP 500 komnaHuin)
Demand Side poccuinckoro peiHka SW n ycnyr ana Social Business (KOMI‘IO3I/ITHI3!3I7I
pbIHOK People as the Platform)



®
[ 1pOrHO3 AMHAMUKKM pbIHKA

People as the Platform



CpaBHeHune Supply n Demand Sides
PbiHKa B 2011

* Supply Side S14 MIH.
* Demand Side S49 MJIIH.

* PacxoxaeHue 3,5 pasa



19 NpMYNHA PaCXoXOeHUS —
MPOLIEHT UCMNOMb3YIOLLMX 3TI
TEXHONOrMmn

Exhibit 1: Rising adoption rates expand [§)

% of respondents' whose companies use sach technology W 2011, n=4.261
MW 2010, n=3249
B 2009, n=1,685

Social tools and technologies currently used by companies | 2008, n = 1,088
ocia 40 . ; 33
networking o8 Video sharing Y
23 27

41 r 23
38 . : 19
10 Microblogging 1o

29 N/A?

Blogs

'Respondents who answered “don’t know" are not shown.
*Microblogging was not offered as a technology in the 2008 survey.

[Mony4aeTcs, 4To B Poccum aTn undopbl NpuMepHoO B 3,5 pasa HUXe.
T.e. Mbl oTCTaem donbLie, Yyem Ha 4 roga

Source: McKinsey, 2011, How social technologies are extending the organization



29 MPUYUNHA PACXOXKOEHNA —
YPOBEHb NPOABUHYTOCTM
KIMUEHTOB B MPUMEHEHUN 3TUX

A\ 54
- SR N Sl 1 AN =) AL A
Exhibit 6: Shifting network classifications expand [

% of repeat raspondents’ Organizational type, based on social-technoiogy benefits

W Develcping M Internally B Externally Fuly

networked networked networkad
2011
Organizational Remained Shifted to new organizational type, %
type in 2010 the same, %
Developing, e -
n = 500 83 N/A WS I 10 2
et 18 I 52 VA . 1 1
EHeeTay racused; 38 [ FOEE P N/A 13
n=24
iujy 2getwcrked. 35 . B 1 I 35 N/A
Distribution of izational ’
SRS Nonyyaetcs, 4to B Poccun
200 TR «Hosu4koB» (Developing)
o
B 2011 6bino 6onee 95%

2011 [ e s

fFigures may not sum to 100%, because of rounding,

Source: McKinsey, 2011, How social technologies are extending the organization
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13-3a 3,5 KpaTHOro npeBbilleHna Demand
Side Hapg Supply Side B bnmxkanwume 3 roga

* PoccunckmMm KOMNo3nUTHbLIN PbIHOK «People as Platform»
byoet pacTtu BaBoe ObICTpeEE MUPOBOIO -
CAGR%2012-2014: 56% vs 27%

e 3a 3Tu roabl J0nsi POCCUUCKOro KOMMNO3UTHOIO PbIHKA
«People as Platform» B MnpoBoOM BbipacTeT ¢ 0,51% Ao
0,92%

(Ona cnpaBKW: OONs POCCUNUCKOro pbiHKa ERP B MMpoBOM yxke B 2011
cocTaBnana 0,93%)

* [lpoueHT ncnonb3yLmx 3T TexHonornm B Poccuu B
2014 OyOeT BCe eLle HUXKE CErogHALLIHEro YPOBHS Ha
3anage (npumepHo 50%)

* B 2014 npnmepHO 20% PpOCCUNCKUX KOMMNAHUWN NepecTaHyT
ObITb «HOBMYKaMu» B 0brnacTun ncnonb3oBaHus «People as
Platform» (QOCTUIHYT 2Iro YPOBHSA 3pEerocTun), a NpUMepHO
5% KOMNaHUW OOCTUTHYT 4ro YpoBHS 3penocTtu (Fully
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