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Put documents in their place.

SLAM 2008 is a fast-paced industry event that is tailored to the goals of software sales
and marketing executives, managers and team members. With visionary keynotes from
leading software executives sharing market insight and top sales trainers with interac-
tive sessions, the program is unmatched in delivering the tools and processes to reach
guarterly and annual targets.

Attendees at SLAM 2008 will be:

-- Marketing and Sales Executives at Software, SaaS and Web 2.0 Companies
-- Product Managers for ISVs

-- CEOs of Vertical Software Companies

-- Directors of Licensing

-- Alliance and Channel Managers

-- Sales Team Managers
-- Marketing Communications Team Members

Software

These unique conferences for software industry are produced by Software
Business, organizer of the leading industry event - Software Business 2008, which
will be held October 30-31 in downtown San Francisco -- and Ecosystems Summit
on July 25-26 in Denver. Go to www.SoftwareBusinessOnline.com




NEW REGISTRATION OPTIONS
AVAILABLE FOR SLAM 2008

Register at www.SLAMConference.com or call
800-803-9488 or 720-528-3770

< Two-Day Conference Pass: $995

< Team Discounts:If two or more people from a
company will be attending the SLAM 2008
Conference, $100 will be deducted from each
attendee's registration fee.

If three or more people from a company register,
$200 will be deducted from each attendee's
registration fee.

4 One-Day Conference Pass: $495

Note: All Full Conference and One Day Passes
include conference proceedings CD, admittance to
exhibit hall, conference sessions and food/bever-
age, including cocktail reception

< Half-Day Conference Pass: Register for $395

< Government Pass: Discounted rate for Federal,
State, County and local entities (including
military) - only $495

< Expo Only Pass: Register for $50

Note: Exhibit Only Pass does NOT include confer-
ence proceedings binder, admittance to conference
sessions or food/beverage

4 Workshop: Pricing is separate from conference

VALUABLE TRAINING

« Learn first-hand the latest strategies for success in
the software business from top execs, pros and
analysts.

+ Network with key executives and managers from
leading software companies engaged in a variety of
markets.

* Learn exciting new marketing and sales strategies
for software companies.

* Find out the best revenue models for licensing,
services, E-business and online sales of your soft-
ware offerings.

* Hear about hot new markets and growth opportu-
nities for software companies.

» Maximize Marketing Return on Investment (MROI)
through metrics and budgeting.

* Grow your company through Channel Market
Development

* Learn new ways to build your franchise - and pro-
tect it.

TO SPONSOR OR EXHIBIT

For information on sponsoring or exhibiting
contact Jessi Carter at jessic@infowebcom.com
or 720-528-3770 x 124. Remaining speaking
slots are available for upper level sponsors.

Conference Final Schedule With Times

Thursday, April 3
7-8:15 Registration

8:15-8:30 Welcome — John Cargile, Conference Director, Software Business Media
Group

8:30-9:10 -- The Changing Face of Technology Marketing, and How to Stay Ahead --
Dom Lindars, CEO, Marketbright

9:15-10 --Closing Time: The Science of Negotiating and Closing Software and SaaS
Sales Opportunities -- Ron Hubsher, Managing Director, Sales Optimization Group

10-10:50 — Networking Break -- (Product Demo: Salesforce.com Booth #205)

10:50-11:30 -- Developing and Executing Revenue-Focused Marketing Programs --
Ameeta Soni, VP, Marketing & Business Development, VFA, Inc.

10:50-11:30 -- Branding — Leveraging 10 Million Years of Evolution and Psychology
to Enhance Marketing Effectiveness -- Bob Norton, CEO of C-Level Enterprises and
creator of THE CEO Boot Camp

11:40-12:15 -- Educating Your Evangelists — How Management Can Mentor Their
Team to Meteoric Growth -- Karl Goldfield, Director of Sales, Demandforce

11:40-12:15 --If You Have Enough Channel Partners And They Are Selling Enough
Of Your Products ...Don’t Attend This Session! -- Robert M. Cohen, President and
Business Editor, Integrated mar.com Corporation

12:15-1:15 — Lunch

1:30-2:10 -- Simplicity is What's Next In Business Software -- Henrik Been,
Executive Director of Product Marketing, QlikTech

1:30-2:10 -- Sales and Marketing Expense Benchmarks for SaaS Companies --
Lauren Kelley, CEO, OPEXEngine

2:20-3 — Increasing Revenue and Brand Recognition with Proven Online Marketing
Techniques -- Jamie Smith, CEO, Engine Ready

3-3:45 — Networking Break -- (Product Demo: Worldview Booth #106)

3:45-4:20 -- B2B Social Networking: Important Lessons for Software Marketing and
Product Development -- Clara Shih, Founder of FaceForce and Product Line
Director of AppExchange at SalesForce.com

4:30-5:15 --Relationship Marketing 2.0: The Demand Creation Model to Align
Marketing Strategy with Sales Execution in the On Demand World -- Henry Bruce,
President, The Rock Annand Group

4:30-5:15 --Virtualization and Virtual Appliances: The Opportunity for Application
Vendors -- Billy Marshall, Founder and CEO, rPath

5:15-6:30 — Evening Reception
Friday, April 4

8:00-8:35 -- Challenges and Opportunities for Software Companies - A Licensing
and Protection Vision -- Thomas Lindeman, Group Product Manager Software
Licensing & Protection Services, Microsoft

8:40-9:15 -- Software Marketing in Troubled Times -- Guy Smith, President, Silicon
Strategies Marketing

9:20-10 -- Think Outside the Box: The End of Standalone SaaS -- Treb Ryan, CEO,
OpSource

10-10:45 — Networking Break

10:45-11:20 --Revolutionizing Customer Service with On-Demand -- John Ball, VP,
Salesforce.com

11:30-12:30 — Lunch

12:45-1:15 --Software IP: No Longer a Pirate’s Bounty -- Mike Dager, CEO, Arxan
Technologies Inc.

1:30-2 -- Incorporating IOC (Impact on Climate) in to Your ROl Message -- Drew
Wright, Co-founder, Technology Finance Partners

2:15 -2:45 -- SaaS and the Changing Economics of Software Relationships -- Keith
Carlson, CEO, Innotas




Key Subject Areas

Software as a Service Models
Pricing, Licensing and Sales Programs
Marketing and Branding
Partnering and Alliance Programs
Product & Service Development
Distribution, Customer Service and Support
Market Outlooks and Opportunities

* Technology Development and Applications

e International Product Strategies

Benefits of Attending

e Learn first-hand the latest strategies for success in the
software business from top execs, pros and analysts.

e Network with key executives and managers from lead-

ing software companies engaged in a variety of markets.

e Learn exciting new marketing and sales strategies for
software companies.

e Find out the best revenue models for licensing, servic-
es, E-business and online sales of your software offer-
ings.

e Hear about hot new markets and growth opportunities
for software companies.

e Maximize Marketing Return on Investment (MROI)
through metrics and budgeting.

e Grow your company through Channel Market
Development

e Learn new ways to build your franchise - and protect it.

The SLAM 2008 Conference: Sales, Licensing, Alliances
& Marketing for Executive and Managers of Software
Companies focuses on successful business develop-
ment models, sales strategies, licensing technologies,
partnering, growth opportunities, and marketing issues
facing software companies.

Focused Entirely on the Hottest Market Opportunities,
Best Business Practices and Latest Technology for
Maximizing Success in the Software Business!

Designed to Help You Grow and Improve Your
Company's Revenues, Opportunities, Profits and
Operations!

Network with Key Execs, Managers and Consultants
from Today's Leading and Fast-Growth Software
Companies!

Thursday, April 3
7-8:15 Registration

8:15-8:30 Welcome — John Cargile,
Conference Director, Software Business
Media Group

8:30-9:10 -- The Changing Face of Technology Marketing, and
How to Stay Ahead

How much visibility do you have into your marketing budg-

et? How effective are you vs. the competition? Technology

is moving at a faster pace than ever, and technology mar-

keting organizations must adapt if they want to stay ahead

of the competition. When investors, the board, and the

executive team are looking for hockey-stick growth, how

can marketing drive and enable sales like never before?

What technologies and techniques are leading technology

organizations adopting today to ensure that they become

or remain the leaders in their industries, and can manage their growth successful-
ly? How are they building awareness, generating demand, and tying in more
closely to sales than ever before.

These are the questions that Dom Lindars' presentation will address. As a former
marketing executive for Oracle, Lindars was a pioneer in online marketing and
web site management for one of the most successful technology companies of our
era. Now as CEO of Marketbright, Dom and his team are enabling technology
companies like Varonis, eVault and Selectica, to achieve rapid growth with limited
marketing budgets. Dom will discuss how companies can leverage new technolo-
gies and best practices to gain a greater ROI from their marketing initiatives, and
drive the leads and campaigns that sales needs to keep your company on top.

-- Dom Lindars, CEO, Marketbright

9:15-10 -- Closing Time: The Science of Negotiating and
Closing Software and SaaS Sales Opportunities

Negotiation is a vital and often misunderstood area of soft-
ware and Saa$S sales. Many times good sales efforts are
crippled by poor negotiation strategy and tactics resulting
in lost opportunities or lost margins. Corporate profits and
sales rep compensation and moral are needlessly crushed
and contentious client relationships can begin during this
process. This session will help demystify the negotiation
process and help you reduce or eliminate discounting
entirely, improve your close rates, accelerate your sales
velocity, create better agreements for both parties and command price premiums
against competitors.

The speaker will walk you through the differences between closing small deals,
large deals and Saas deals.

We will break down negotiation into a simple to execute process and science. You
will learn how to:

* Negotiate and win opportunities in a non contentious manner

« Improve your close rates

* Reduce discounting and command price premiums

« Increase the number of opportunities sold without any discounting

* Recognize and increase negotiation leverage

* Close opportunities while being the highest price competitor

« Help prospects fully appreciate the value of your offering and premium price
« Execute a easy to use seven step negotiation strategy and tactical plan

« Dramatically increase sales, profits and market valuation

-- Ron Hubsher, Managing Director, Sales Optimization Group




10-10:50 — Networking Break in Exhibit Hall -- (Product Demo:
Salesforce.com Booth #205)

10:50-11:30 -- Developing and Executing Revenue-Focused
Marketing Programs

A keen understanding of the market and customer pain
points is key to developing revenue-focused marketing
programs. Savvy marketers use this knowledge to effec-
tively position their offerings, and to show how they can
address the customer’s economic pain more effectively
than the competition.

The promise of growth in the top line and/or reduction in

costs serves as a powerful call to action. However, it is

important to look for fresh ways to break through the “mar-

keting noise”, which together with other marketing mechanisms result in a bal-
anced marketing mix appropriate for the target market. In her talk, Ameeta will
make extensive use of examples to illustrate how you can readily develop and
execute marketing programs that generate revenue.

-- Ameeta Soni, VP, Marketing & Business Development, VFA, Inc.

10:50-11:30 -- Branding — Leveraging 10 Million Years of
Evolution and Psychology to Enhance Marketing Effectiveness

This session will answer the question: How we can use the
human brain's own structure to drive better marketing ROI
and break through the clutter? Marketers of commodities
have more trouble differentiating their products and servic-
es and depend more heavily on “Branding” and perception.
By using their “Madison Avenue” strategies and tactics with
our truly differentiate software products we can get the best
of both worlds. We will explore the evolutionary psychology
that makes branding work and how our messaging should
be tuned to that.

-- Bob Norton, CEO of C-Level Enterprises and creator of THE
CEO Boot Camp

11:40-12:15 -- Educating Your Evangelists — How Management
Can Mentor Their Team to Meteoric Growth -- Karl Goldfield,
Director of Sales, Demandforce

Join Karl Goldfield, Director of Sales with Demandforce as
he shares strategies on building a sales organization.
Demandforce is a fast growing SAAS startup in the emerg-
ing CDM market.

Karl plans to discuss the journey of selecting your team,
training them on your products and process, and then
pointing them in the right direction. From innovators to lag-
gards he will share best practices that make for effective
execution.

-- Karl Goldfield, Director of Sales, Demandforce

11:40-12:15 --If You Have Enough Channel Partners And They
Are Selling Enough Of Your Products ...Don’t Attend This
Session!

Recruiting Channel Partners is easy. The hard part is get-
ting them to sell your products. They're techies who are
more interested in providing solutions that work then in
selling your products. They want to work with Vendors and
Software Developers who have great products and who
understand that partnerships are based on trust and work-
ing together for the good of both.

The session will discuss how you can move from Partner Recruitment to
Engagement, Enablement, Collaboration and dramatically increased sales.

* Gaining the confidence and trust of Channel Partners.

* Comfort Marketing.

* Educating Channel Partners on what you do and why they should sell your products.
« Partner Enablement.

« Taking more control of your Channel sales.

* Implementing lead generation programs that work.

-- Robert M. Cohen, President and Business Editor,
Integrated mar.com Corporation

12:15-1:15 — Lunch
1:30-2:10 -- Simplicity is What's Next In Business Software

Simplicity in business software will not be an option for the
future, as future generation executives graduate from college
today, having grown up in a world of web based applications.
These applications do not require a technical degree or spe-
cialized training to be able to perform tasks such as informa-
tion searches, ecommerce transactions, or blog postings.
People expect intuitive software and think in non-linear
paths. They assume that software will function the way their
mind works.

The problem facing business software companies histori-

cally, is that their company sales model was designed to sell services to support
the complexity and specialized skill-set needed to administer their software.
Companies today are smarter when they purchase software and are looking for
solutions that have a faster time-to-market and ROI with higher end-user adopt-
ability. This trend is reflected by the advent of an increasing number of Saa$S solu-
tions that preach lower upfront investment and fewer technical resources to sup-
port. Most companies will be unable to change their entire business model
overnight but there are ways to evolve into a simplicity model by partnering with
an innovative software vendor who is already set up with this goal in mind

-- Henrik Been, Executive Director of Product Marketing,
QlikTech

1:30-2:10 -- Sales and Marketing Expense Benchmarks for
SaaS Companies -- Lauren Kelley, CEO, OPEXEngine

What are the comparable benchmarks for sales and mar-
keting in SaaS companies today? What are similar sized
SaaS companies spending on sales as a percent of rev-
enue, or on marketing as a percent of revenue? Sales typi-
cally is the largest expense bucket in a company past the
start-up stage, so careful attention to sales benchmarks is
critical to achieving growth and profitability. Marketing
investment is also key to achieving market success as a
SaaS vendor — how much is too much, and how much is
too little? Looking at what comparable companies are
doing can provide much needed context to determining the right targets for your
company.

In this session, Lauren Kelley, CEO of OPEXEngine, Operating Benchmarks for
the Technology Industries, will discuss current sales and marketing benchmarks
for SaaS companies. She will review how those benchmarks are different from the
sales and marketing expense structures that are common in more traditional, per-
petual license software companies, and the metrics that companies are using as
they transition into SaaS vendors. This session will look at benchmarks for total
sales expense, and break-outs between fixed and variable compensation bench-
marks, plus travel expense, in addition to percentages spent on marketing and the
major buckets within the marketing function.

Lauren Kelley, CEO, OPEXEngine




2:20-3 — Increasing Revenue and Brand Recognition with
Proven Online Marketing Techniques

PPC Marketing, Search Engine Optimization, Contextual
Targeting, Social Media — How do you separate the true
marketing opportunities from the hype?

Studies are showing that upwards of 80% of B2B mar-

keters plan to increase their online marketing spend in

2008. As software companies increasingly recognize the

importance of the web as a potentially robust promotional

tool, they must: understand which types of marketing

opportunities are right for their target market, and; find

solutions to the challenge of how to allocate their marketing budgets most produc-
tively among the myriad of online options.

In this session, you'll hear success stories based on proven online marketing tech-
niques as well as specific tactics to help you maximize your return on online ad
spend. Through extensive testing and analysis of paid search tactics, landing page
variations and form modifications, you'll hear how one software company accom-
plished sustained double digit increases in software revenues from its online pres-
ence. You'll also see examples of landing page modifications that increased free
trial sign-ups by over 150% and will leave with a list of proven online marketing
techniques that can be implemented immediately to increase online revenue and
brand recognition.

-- Jamie Smith, CEO, Engine Ready

3-3:45 — Networking Break in Exhibit Hall-- (Product Demo:
Worldview Booth #106)

3:45-4:20 -- B2B Social Networking: Important Lessons for
Software Marketing and Product Development

What does the rising prominence of online social network-
ing mean for today's B2B software companies? How can
software companies ensure their marketing and product
development strategies fully consider these new technolo-
gies and user behavior? What lessons can learned from
the successes of consumer networks such as Facebook
and YouTube?

Join Clara Shih, Founder of Faceforce, the first enterprise

mash-up on Facebook, and Product Line Director of AppExchange at
Salesforce.com, to learn about the future of B2B social networking and strategies
for building better customer relationships and communities using social data. You
will hear about innovative ways software companies are transforming their cus-
tomer, recruiting, reseller, and vendor relationships with online social networking
technology.

-- Clara Shih, Founder of FaceForce and Product Line Director
of AppExchange at SalesForce.com

4:30-5:15 --Relationship Marketing 2.0: The Demand Creation
Model to Align Marketing Strategy with Sales Execution in the
On Demand World

The struggle for Saa$S software companies to profitably attract and retain cus-
tomers has never been greater. Innovative SaaS/on-demand delivery models require
far more effective sales and marketing strategies, practices and cost models to reach
and develop relationships with buyers. SaaS software executives can no longer afford
to prioritize lead quantity over lead quality to build stronger and better performing
sales pipelines. Numerous research and case studies repeatedly show that the mar-
ket leaders drive significantly more value from their marketing budgets and lower cus-
tomer acquisition costs when their marketing organizations are qualifying, classifying
and routing suspects to sales executives with the best potential to buy.

This session will present:
« The market trends and challenges SaaS marketers must overcome to effectively

improve their lead management practices.

The methodologies, resources, lead management processes and automated
tools needed to evolve toward this new model.

How to develop programs to nurture leads that are not yet “sales ready”.

How to develop closed-loop demand generation processes that are multi-
channel, repeatable, measurable and executable for multiple target audiences.
Case studies of SaaS software companies that are using the Relationship
Marketing model to dramatically increase qualified leads and conversion rates.

Henry Bruce, President, The Rock Annand Group

4:30-5:15 --Virtualization and Virtual Appliances: The
Opportunity for Application Vendors

Virtualization is revolutionizing the IT landscape and
changing the way companies and people compute.
Analyst firm IDC predicts the number of virtual servers will
grow by 41 percent between now and 2010.

How is virtualization creating new markets and growth

opportunities for application vendors? As virtualization

adoption reaches critical mass, virtual appliances will

emerge as a new distribution format for applications that

open up new markets by eliminating software complexity.

A virtual appliance is a software application combined with just enough operating
system (JeOS) for it to run optimally in any virtualized environment.

This session will demonstrate the value of virtual appliances as an application dis-
tribution format.

-- Billy Marshall, Founder and CEO, rPath

5:15-6:30 — Evening Reception Combines With SaaS
Economics Summit Attendees

Friday, April 4

8:00-8:35 -- Challenges and Opportunities for Software
Companies: A Licensing and Protection Vision

All software publishers today serve two major segments -

customers and pirates! Balancing the challenge of reducing

piracy with the opportunity to better serve customers is diffi-

cult, but can be achieved. For the software business,

licensing and protection technologies for software products

are vital - they protect sensitive IP, they enforce and enable

the rules of business models, and they directly influence the |

customer experience. This keynote will describe a not too

distant future where releasing products doesn't mean

releasing IP, where using strong licensing actually provides more options for cus-
tomers rather than fewer, and where internet delivery of products is no longer a
threat but a means to grow opportunities.

-- Thomas Lindeman, Group Product Manager Software
Licensing & Protection Services, Microsoft

8:40-9:15 -- Software Marketing in Troubled Times

Two colliding trends in the software industry will create a

financial train wreck in the next few years. With IT budg-

ets shrinking and the complexity of market

trends/demands for growing, many software firms will get

crushed and vanish.

Smart software companies are refocusing their products,

delivery, and messaging to their customer’s “business dis-

ciplines.” Identifying and matching customer business

disciplines, and matching your value proposition to those

disciplines will draw the narrowed attention of newly frugal

IT buyers. Building a matrix around customer business disciplines and core prod-
uct values leads to precise promotions that gain traction in each segment where
you market your wares.




In this presentation, Guy Smith of Silicon Strategies Marketing will cover the eco-
nomic pull-back in the industry, the growing demand for diversified software deliv-
ery models, and the core business disciplines that drive buyer motivations.

-- Guy Smith, President, Silicon Strategies Marketing

9:20-10 -- Think Outside the Box: The End of Standalone SaaS
-- Treb Ryan, CEO, OpSource

Until this point, SaaS applications have been created in
separate silos. However, now there are platform choices
that enable mash-ups and composite applications. Learn
how Web services affect application development and inte-
gration. As Saa$S applications become mission critical for
the enterprise, these applications need to be integrated
into wide variety of applications: other online solutions,
behind-the-firewall legacy applications, etc.

Learn how to incorporate SaaS integration into your go-to-

market strategy. Lack of integration with legacy data is the #1 sales objection for
Saas vendors. So, not only is this important for your end users, but it will also
help you develop the next generation sales channel. By becoming part of the
SaasS ecosystem, your application will be considered by systems integrators for
inclusion in complex enterprise software architectures.

Today, only the largest SaaS companies have the ability to integrate their applica-
tions with legacy systems and other Web applications. This session will help SaaS
companies of any size overcome the integration hurdles and break out of the
SaaS-only box. Learn about the advantages of becoming a player in the larger
SaasS ecosystem, integrating behind the firewall and opening new channel sales.
This seminar will explain how Web Services platforms solve the integration prob-
lem, which has been a major impediment to SaaS adoption.

Treb Ryan, CEO, OpSource

10-10:45 — Networking Break in Exhibit Hall

10:45-11:20 --Revolutionizing Customer Service with On-
Demand -- John Ball, VP, Salesforce.com

Do you want to learn how to transform your customers into
evangelists? Are your call centers productive and efficient?
Do your call center operators have all the information they
need when they need it? How do you get your self-service
customers to keep coming back for more?

Join John Ball, VP Salesforce.com, to hear how you can
transform your customer service with easy-to-use on-
demand applications that not only enhance agent produc-
tivity, but also improve the end-customer experience and
build loyalty through an integrated community model.

Learn from a successful customer, how to get up and running in weeks and dra-
matically improve agent productivity from the very beginning. Hear how you can
transform your agents into brand champions with easy-to-use customer service
applications that provide a true 360-degree view of the customer. See how Web
2.0 Customer Portals can drive greater customer loyalty through customer driven
communities and unprecedented online access to information and resources.

John Ball, VP Service & Support Product Line, Salesforce.com

11:30-12:30 — Lunch
12:45-1:15 --Software IP: No Longer a Pirate’'s Bounty

Business executives and software producers alike have long been “accepting” the
fact that the absence of durable intellectual property (IP) protection yields high
losses. According to the Institute for Policy Innovation, “Each year, copyright pira-
cy from motion pictures, sound recordings, business and entertainment software
and video games costs the U.S. economy $58.0 billion in total output, costs

American workers 373,375 jobs and $16.3 billion in earnings, and costs federal,
state, and local governments $2.6 billion in tax revenue.”

It is critical for these stakeholders to become more cognizant of what can be done
to prevent revenue losses and damaged brand reputation. They need to know
that there are proactive, non-disruptive tools available to preserve their IP and
return on investment (ROI). With this awareness, they no longer need to be at the
mercy of relentless pirates.

This presentation, led by Mike Dager, CEO of Arxan Technologies Inc., will discuss
the importance and feasibility of adopting an IP protection strategy. Attendees will
learn what companies can do to ensure their applications are fortified against tam-
pering, reverse engineering or any form of compromise. Dager will explain how to
deploy an anti-piracy solution that is aligned with business and development
goals, citing real world examples. Along with sharing statistical and anecdotal evi-
dence on the ROI of software protection, he will arm audience members with best
practices that prevent hackers from finding and exploiting software vulnerabilities.
Attendees will walk away knowing how to produce hacker-resistant software so
that they can protect their assets and maximize their market share.

-- Mike Dager, CEO, Arxan Technologies Inc.

1:30-2 -- Incorporating 10C (Impact on Climate) in to Your ROI
Message

Return on Investment (ROI) messaging has become an
integral part of most enterprise software selling strategies
as it rationally states how a technology investment will pay
for itself and often times includes the methodology for cal-
culating such benefits. Many of these benefits go beyond
just the “green” of money in the form of reduced power
consumption, hardware consolidation or lifecycle exten-
sion, increased employee location flexibility, elimination of
paperwork, reduced travel and more. Empowering cus-
tomers to calculate the Impact on Climate (IOC) of their technology investments in
reduced tons of carbon emissions per year is the next wave in demonstrating the
total value of your offering.

This session will provide core IOC definitions and categories as well as examples

of 10C calculations incorporated in to ROI driven business cases for recent and
contemplated technology acquisitions.

-- Drew Wright, Co-founder, Technology Finance Partners

2:15 -2:45 -- SaaS and the Changing Economics of Software
Relationships

All of us agree that Saa$S offers a more efficient alterna-
tive to traditional installed software and with this efficien-
cy, a new economic model for software production and
consumption has emerged. While many of these develop-
ments have already been demonstrated in the market,
these differences are in their early stages, and the gap
between installed and SaaS vendors will only grow wider.

Moreover, SaaSimpacts both the vendor and the cus-

tomer by forcing a closer vendor/customer relationship,

one that is far more closely measured by economic metrics linked to customer
success and renewals. In a perpetual license model, vendors focus on the initial
transaction sizes for growth and the ongoing maintenance fees for an ongoing
annuity stream. This leads to a reversal of economic incentives between the two
models.

In this presentation we will take a closer look at the changing economics of soft-
ware relationships, and what SaaS companies must do to better market, sell, serv-
ice, interact and renew with their customers.

-- Keith Carlson, CEO, Innotas
2:45 -- Conference Concludes




Pre-Conference Workshops

April 1 -- 10-5 and April 2 -- 9-5
C-Level Executive and Vice President Bootcamp

This two day program on April 1st and 2nd is designed for senior executives of small companies that want to
grow into large companies. Bob Norton is the creator of THE CEO Boot Camp we ran in 2006 and 2007.
Attendees have been very pleased and now he offers a version customized for the C-Level executives and
VPs. You will learn about the natural stages of business development and how your management style must
shift from raw entrepreneurship to professional management as your company grows. Bob Norton has grown
two software companies to over $100 million in sales from startup. He spent over a year of full-time work
compiling what he learned as a high-tech CEO over the last 18 years into this intensive seminar. Expect
twice as much information as your typical seminar.

Accelerate your business, get step-by-step "How to" information and roadmaps and leave with a plan that
can add millions in value to your business.

Developing a Corporate Vision

Positioning, Messaging and Competitive Landscape Maps

Building the Management Team

Innovation and Risk Mitigation

Market Research - The Right Way

Product Development Secrets

Market Research, Branding and Marketing

Experiential Workshop using the tools

Management Systems to Drive & Control Growth

By special arrangement this session is only $1,495 with regular registration. Save an additional $200 with
early-registration by March 7. Register at http://www.softwarebusinessonline.com/slam_conf2008_reg.php

©oN R WD

April 2 -- 1-5
Writing Winning Sales Proposals Workshop -- $395

If you sell in an industry that dictates the use of proposals, you need to attend this workshop. Software and
professional services companies often struggle with the sales proposal production process because:

* There are no "company-approved" models-their sales professionals are forced to write their own proposals.
» Sales professionals often take an excessive amount of time to produce mediocre sales proposals.

+ No one in the sales organization has responsibility for proposal content, format, structure, and packaging.

« Few measure their Proposal Close Ratios, which provides a good way to evaluate the effectiveness of
sales proposals in the sales process.

This workshop will show attendees how to design winning, buyer-focused sales proposals models that will
have a tremendous impact on revenues.

Bob Kantin is founder and president of SalesProposals.com. He has written several books on the topic and in
2006 coauthored Why Johnny Can't Sell ...and What to Do About It. The workshop will include a complimen-
tary copy of his new book, Sales Professional's Guide to Writing Winning Proposals (October 2007).

April 2 -- 1-5
Channel Sales Cycle Workshop -- Free to SLAM and SaaS attendees

The software industry seems to be in a perpetual stage of change. New distribution methods, SaaS, licens-
ing, managed services, recurring revenue streams, and the increased focus on the SMB marketplace have
created havoc and opportunities for software vendors. This leads to two big questions:

1 What is the role of the IT Channel in this new paradigm?

2 How can software vendors effectively leverage the Channel?

Attendees will benefit by learning about:

-- How the channel is structured including its primary strengths and weaknesses.

-- How to successfully work with the channel.

-- The importance of developing complete end-to-end channel sales procedures.

-- How to develop strong brand awareness/preference in a rapidly changing product focused industry.

Under Robert Cohen’s leadership, mar.com has become an international IT channel marketing company that
has developed and implemented strategic go-to-market programs for 350 IT companies.

Conference Partners Stay where the conference is!!

— - Sheraton Gateway Hotel
N BN RS MLV 600 Airport Boulevard

Redmond Burlingame, CA 94010

CATAPULT PR-IR

Tel: (650) 340-8500

A Special room rate of $169 a night is available
for Conference attendees. Be sure to reserve
your room by March 12th, 2008 and to mention
Webcom Communications to receive this rate.

SOFTLETT

NEW REGISTRATION OPTIONS
AVAILABLE FOR SLAM 2008

Register at www.SLAMConference.com or call
800-803-9488 or 720-528-3770

4 Two-Day Conference Pass: $995

< Team Discounts:|f two or more people from a
company will be attending the SLAM 2008
Conference, $100 will be deducted from each
attendee's registration fee.

If three or more people from a company register,
$200 will be deducted from each attendee's
registration fee.

4 One-Day Conference Pass: $495

Note: All Full Conference and One Day Passes
include conference proceedings CD, admittance to
exhibit hall, conference sessions and food/bever-
age, including cocktail reception

< Half-Day Conference Pass: Register for $395

4 Government Pass: Discounted rate for Federal,
State, County and local entities (including
military) - only $495

4 Expo Only Pass: Register for $50

Note: Exhibit Only Pass does NOT include confer-
ence proceedings binder, admittance to conference
sessions or food/beverage

4 Workshop: Pricing is separate from conference

VALUABLE TRAINING

» Learn first-hand the latest strategies for success in
the software business from top execs, pros and
analysts.

* Network with key executives and managers from
leading software companies engaged in a variety of
markets.

+ Learn exciting new marketing and sales strategies
for software companies.

* Find out the best revenue models for licensing,
services, E-business and online sales of your soft-
ware offerings.

» Hear about hot new markets and growth opportu-
nities for software companies.

» Maximize Marketing Return on Investment (MROI)
through metrics and budgeting.

+ Grow your company through Channel Market
Development

+ Learn new ways to build your franchise - and pro-
tect it.

TO SPONSOR OR EXHIBIT

For information on sponsoring or exhibiting
contact Jessi Carter at jessic@infowebcom.com
or 720-528-3770 x 124. Remaining speaking
slots are available for upper level sponsors.




