Acronyms and Initialisms 
A&D Aerospace and defense
ABC Activity-based costing
BI Business intelligence
CPM Corporate performance management DDSN Demand-driven supply network EDW Enterprise data warehousing 
EIM Enterprise information management EMEA Europe, Middle East, and Africa EPM Enterprise performance management ERM Enterprise risk management 
ERP Enterprise resource planning 
GRC Governance, risk management, and compliance 
IDM Integrated data model
IFRS International nancial reporting standards ILDM Industry logical data models
M&A Merger and acquisition
MDM Master data management
OEM Original equipment manufacturer
OLAP Online analytical processing
PBF Planning, budgeting, and forecasting
PM Performance management
SaaS Software as a service
SOA Service-oriented architecture
SOX Sarbanes-Oxley Act
XBRL Extensible business reporting language 
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CPM Market Landscape: O ce of the CFO Is Hot Again 
by John Hagerty and Koppel Verma 
M&A activity, coupled with new product introductions and emerging partnerships, has reshaped the landscape for corporate performance management (CPM) applications. With so much upheaval, buyers need a playbook to better understand their current options. 
Executive Summary 
service providers rediscovered something over the past few years: selling a departmental application within the con nes of the broader enterprise can mine untapped users and solidify allegiances in powerful sectors of the business. 
And so the o ce of the CFO is hot yet again. Much of the 2007 M&A activity in
the business intelligence (BI) and performance management (PM) market centered
on targeted applications for the nance department. In rapid succession, Oracle bought Hyperion, SAP acquired OutlookSoft, Business Objects purchased Cartesis, and Cognos bid for Applix. Along with Microsoft’s expected delivery in 4Q07 of PerformancePoint Server—its initial foray into the nance world—these acquisitions create a convergence of conditions that results in signi cant upheaval in the market for CPM applications and related services. 
In this Report, we discuss the externally in uenced trends driving transformation in the market, the fundamental reshaping of the provider landscape, and the e ect these changes have on the go-to-market sales, marketing, and product strategies of market competitors. 
Takeaways 
· CPM equals finance. 
· Emphasis shifts from product to role: the office of the CFO. 
· CPM is part of a pervasive PM strategy. 
· M&A has reshaped the CPM landscape. 
· CPM functionality coverage is comparable to pre-M&A, but some competitive posi- tions are now significantly strengthened. 
· Understanding vendor strategies is critical to current and future buying plans. Knowledge and Performance Management Report | 2007 Technology and Vendor Landscape Series 
The Bottom Line 
Vendors featured in this Report: Acorn Systems Actuate 
Applix
Business Objects Clarity Systems Cognos
Infor
Lawson
Longview Solutions Microsoft
Oracle
SAP
SAS Institute Teradata 
As the disruption wrought by the passage of the Sarbanes-Oxley Act (SOX) transitioned from initial panic to acceptance and good business practice, many thought the new era of the CFO that came with SOX would naturally subside. But technology vendors and 
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CPM equals finance 
Performance management is not a new topic; we’ve been writing about it for nearly 10 years. Over that time, acronyms have come and gone, yet a couple of de nitions have survived. Buyers identify CPM as the category most closely associated with nancial data. So we’ve settled on CPM as the go-forward category for applications and tech- nologies that address nancial performance management requirements typically driven by corporate nance out into nancial operations across divisions of the organization. 
The CPM product footprint 
CPM applications comprise a well-established buyer category with many vendors deliv- ering products and services focused largely on nancial data and tailored to meet the demands of nance. Here are the products and/or processes encompassed in CPM: 
· Planning, budgeting, and forecasting (PBF)—Contribution, aggregation, manipu- lation, and approval of the financial plan on a periodic or continual basis 
· Financial consolidations and reporting—Legal and statutory consolidation sys- tems along with more generalized financial statement generation capabilities 
· Financial analytics and dashboards—Profitability applications, role-specific dash- boards, metrics, and specific financial analytics for detailed financial processes 
· Financial governance, risk management, and compliance (GRC)—Governance and control requirements that include national and/or international regulations, such as SOX or International Financial Reporting Standards (IFRS) 
· Scorecards and strategy—Methodology-based scorecards (such as The Balanced Scorecard) and strategy management applications 
See Figure 1 for a graphical presentation of CPM components. ese categories will be used later in the Report to evaluate CPM market participants. 
Figure 1: Components of a CPM suite 
Scorecards and Strategy 
Planning, Budgeting, and Forecasting 
Financial Consolidations and Reporting 
Financial Analytics and Dashboards 
Financial GRC 
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Emphasis shifts from product to role: the office of the CFO 
As stated above, CPM is a suite of products with speci c nancial focus. Successful CPM suppliers have primarily marketed their applications to speci c roles in the busi- ness, such as controller, VP of nance, and budget director, while addressing the needs and concerns of IT in a parallel e ort. But rst and foremost, they were selling a departmental application to business decision makers. 
e enterprise suite and technology providers generally approached prospects through IT, downplaying functionality in lieu of architectural consistency and enterprise rela- tionship. While they didn’t ignore business users, they weren’t the primary audience. ough sometimes successful, these providers rarely captured the hearts and minds of the business user. 
For CPM, the philosophy of “If you build it, they will buy” has not proven true. e gold standard for functionality and user acceptance belongs to the best-in-class camp, hence the recent urry of M&A activity. 
If you can’t beat ’em, join ’em 
Selling directly to the o ce of the CFO ared in prominence shortly after SOX cap- tured the attention of executives and boards of directors. Fear of noncompliance (i.e., material gaps in the control of nancial processes) continues to drive enormous spend- ing ve years after the law passed. In fact, we estimate that companies will spend over $32B through 2008 to establish rock-solid risk and control frameworks for nancial governance (see “SOX: A Six-Year, $32B Compliance E ort” for more details). But the initial panic that drove big spending has now transitioned to acceptance and good busi- ness practice. 
Many thought this new era of the CFO would naturally subside, but technology vendors and service providers rediscovered something over the past few years: sell-
ing a departmental application within the con nes of the broader enterprise can mine untapped users and solidify allegiances in powerful sectors of the business. e o ce of the CFO has grown as a buying center, and vendors that adopt this role-centric approach will be the most successful over time. 
e market also now realizes the CFO’s team is concerned with more than just budget- ing and reporting. GRC remains a priority. Financial business processes in general are also in the mix. Vendor strategies for the o ce of the CFO will certainly use available assets to address these business processes. 
Knowledge and Performance Management Report | 2007 Technology and Vendor Landscape Series 
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The link between GRC and performance management 
In a lot of firms, the CFO is the de facto risk and compliance officer. While an increasing number of organizations dedicate staff and/or executives to these roles, the office of the CFO will continue to be integral in managing risk and compliance throughout the business. 
We define each component of GRC as follows: 
• Governanceistheoversightroleandessentialtosettingstrategicobjectives. 
• Riskmanagementevaluatesallrelevantbusinessandregulatoryriskstocontroland monitor mitigation actions in a structured way. 
• Complianceistheexecutionoftheseobjectivesbasedonrisktolerance. 
Four stages of GRC maturity 
The four steps of GRC maturity have specific attributes and characteristics. Step 1 is inherently tactical. The higher the level of maturity, the more strategic GRC becomes and the stronger the link to performance management. Here’s how we describe each step: 
· Step 1: Reacting—The most common responses to regulations resulting in compliance mandates have been anger, disbelief, panic, and even denial. Once assessed, the situation is managed as a discrete activity, initially addressed in isolation, and staffed with whatever resources are necessary. 
· Step 2: Anticipating—Companies and individuals accept that change coming from internal or external compliance initiatives is not a passing fad, but rather something now part and parcel of standard operating procedure. Plans move from just getting the job done to performing activities efficiently. 
· Step 3: Collaborating—With multiple programs in play and a longer term architectural plan forming to address current and anticipated future requirements, attention turns from tactical concerns to strategic exposure. Risk management becomes more than a philosophical discussion and rapidly expands from compliance risk to business risk. 
· Step 4: Orchestrating—The firm operates and manages in unison. Strategies
are clearly articulated and mapped directly to operating models. Enterprise risk management (ERM) is done formally, with all manner of risk identified, categorized, assessed, and prioritized. With a strong connection to performance management, visibility into key performance and risk indicators fuses into one cohesive management system. 
In our opinion, the highest level of GRC adoption incorporates many of the attributes of a mature PM system. While CPM is part of the overall PM story, the CFO’s role crossing both makes them two sides of the same coin. 
4 © 2007 AMR Research, Inc. 
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CPM is part of a pervasive-PM strategy 
Traditionally, nancial analytic applications have been treated as separate but equal from other operational BI initiatives. is inside-out view limited each group’s vision
of enterprise-wide performance management. As organizations take an outside-in per- spective of organizational execution by connecting the dots between operational and nancial performance and value creation, they soon recognize the next logical step is
to establish a pervasive-PM strategy that encompasses the entire organization along with its value network (see Figure 2). For more information on this topic, see “Pervasive Performance Management: What It Is and How To Prepare.” 
Figure 2: The performance management continuum Pervasive PM 
EPM 
CPM 
BI/PM Technology Platform 
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M&A has reshaped the CPM landscape 
ere’s nothing like some M&A activity to shake up a market. In 2004, BI companies started to combine, which caused its own earthquake. In 2007, CPM market partici- pants became the targets, with companies large and small in play. Progress was quick: 
· Oracle announced its intent to acquire Hyperion, a market leader in PBF and finan- cial consolidations with a significant presence in BI and analytic infrastructure, on March 1, 2007 (see “Oracle Buys Hyperion for $3.3B: BI/PM Market Consolidation Begins”). The transaction was finalized in June 2007. 
· In April, Business Objects declared its intent to take a more formative position in the CPM world with its acquisition of Cartesis, a global consolidations specialist, for Euro 225M, approximately $300M (see “BI/PM Market Consolidation Continues: Business Objects To Acquire Cartesis”). The deal closed in June 2007. 
· In early May, SAP responded by acquiring OutlookSoft to accelerate its product delivery for PBF and consolidations. The acquisition was also completed in June 2007 (see “SAP Makes Performance Management Move, Acquires OutlookSoft To Bolster CPM Product Line”). Earlier in the year, it acquired Pilot Software, a vet- eran vendor in the scorecard and analytic application space. 
· On September 5, 2007, Cognos tendered an offer to acquire all shares of Applix for $339M to bolster its financial performance management product line. The acquisi- tion is expected to be completed in 4Q07 (see “Cognos To Acquire Applix and Reset Its Sights on the Office of the CFO”). 
Game-changing events weren’t limited to M&A. Starting in 2006, Microsoft began to pave the path for release of its rst speci c foray into the o ce of the CFO. At a mid- May 2007 public conference in Seattle, Microsoft launched its overall BI strategy, with nance-targeted PerformancePoint Server (PPS) a key part of that message. A recep- tive audience liked what it heard, but PPS was not scheduled to debut until late 3Q07 at the earliest. Even though the product is still to be delivered, it is already having 
an impact on evaluations (see “Market Outlook: Microsoft’s Looming Impact on the Business Intelligence and Performance Management Market”). 
CPM evolved from M&A and partnership activities 
Many vendors currently active in the CPM market were either built through acquisi- tion or participate in partnerships that extend their reaches (see the Table 1). We have included acquisitions and/or partnerships if the product or company is a fundamental part of the overall CPM footprint. 
Even though M&As and partnerships have been hallmarks of the CPM market for years, participants not part of recent actions haven’t been frozen out of ongoing or new evaluations. Some acquired products are now perceived to be locked up by big suite providers. A number of those outside the acquisition fray report an increasing number of invitations to compete for new business during this time of competitive uncertainty. We see this trend in inquiries from buyers as well. It’s now in their hands to capitalize on opportunities presented during this time of change. 
The CPM family tree 
Table 1: 
Vendor 
Most Recent CPM Acquisitions 
Prior Generation of CPM Acquisitions 
Partnerships for Vendor’s CPM Position 
Acorn Systems 
n/a 
n/a 
n/a 
Actuate 
Performancesoft (2006)— scorecarding and strategy 
n/a 
n/a 
Applix 
n/a 
n/a 
n/a 
Business Objects 
SRC Software (2005)—PBF 
ALG Software (2007)— pro tability analysis 
Cartesis (2007)— consolidations, PBF, GRC 
Cartesis acquired INEA— PBF 
BWise—GRC 
Clarity Systems 
n/a 
n/a 
Oracle/Hyperion Essbase—infrastructure 
Cognos 
Lex2000 (2000)— consolidations 
Adaytum (2003)—PBF 
Frango (2004)— consolidations 
Celequest (2007)— nancial analytics 
n/a 
Acorn Systems— pro tability analysis ( nancial services) 
pVelocity—pro tability (manufacturing) 
Pilbara—pro tability (public sector) 
IBM—pro tability ( nancial services) 
Infor 
Extensity (2006) Systems Union (2006) 
Extensity (formerly Geac) previously acquired Comshare—PBF, consolidations 
Systems Union previ- ously acquired MIS AG— nancial analytics 
Cognos— nancial analytics 
Lawson 
Closedloop Solutions (2004)—PBF 
n/a 
Business Objects, OEM— nancial analytics 
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Table 1: 
Vendor 
Most Recent CPM Acquisitions 
Prior Generation of CPM Acquisitions 
Partnerships for Vendor’s CPM Position 
Longview Solutions 
n/a 
n/a 
Information Builders— dashboards/scorecards, nancial analytics 
Microsoft 
ProClarity (2006)— nancial analytics 
Microsoft Dynamics acquired FRx (2001)— nancial reporting 
n/a 
Oracle 
PeopleSoft (2005)—EPM Suite 
Siebel (2006) 
Sunopsis (2006)—analytic infrastructure 
Hyperion (2007) 
Siebel acquired nQuire (2001)—BI foundation 
Hyperion Solutions formed from merger
of Arbor Software and Hyperion Software (2000) 
· Brio (2003)—BI and 
dashboards 
· The Alcar Group 
(2003)—strategic 
nance 
· Razza (2005)—MDM 
· UpStream (2006)— 
MDM 
· Crystal Ball (2007)— 
risk management 
Informatica for ETL for Oracle BI applications 
SAP 
Virsa Systems (2006)— GRC 
OutlookSoft (2007)—PBF, consolidations 
Pilot Software (2007)— strategy management and scorecards 
n/a 
Acorn Systems— pro tability management 
Microsoft SQL Server Analysis Services for BPC 5.1—infrastructure 
SAS Institute 
ABC Technologies (2002)—pro tability 
n/a 
n/a 
Teradata 
DecisionPoint Software (2005)— nancial analytics 
n/a 
Oracle/Hyperion for ana- lytic infrastructure and BI 
The CPM family tree (continued) 
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CPM functionality coverage is comparable to pre-M&A, but some competitive positions are now significantly strengthened 
If you evaluated the market participants’ CPM footprints before M&A activity, it looked similar to how it does now after the acquisitions. e major change lies in the competitive footprint of a handful of powerful vendors: Business Objects, Microsoft, Oracle, and SAP. ey are far stronger than before. 
In Table 2, we indicate the vendors that provide dedicated software components for the ve CPM categories: 
Planning, budgeting, and forecasting Financial consolidations and reporting Financial analytics and dashboards
Financial GRC
Scorecards and strategy 
If a vendor partially delivers in a CPM category, Table 2 will show the category as covered. 
CPM coverage map by vendor and component 
Table 2: 
Vendor 
Planning, Budgeting, and Forecasting 
Financial Consolidations and Reporting 
Financial Analytics and Dashboards 
Financial GRC 
Scorecards and Strategy 
Acorn Systems 
n/a 
n/a 
√ 
n/a 
n/a 
Actuate 
n/a 
n/a 
n/a 
n/a 
√ 
Applix 
√ 
√ 
√ 
n/a 
n/a 
Business Objects 
√ 
√ 
√ 
√, P 
√ 
Clarity Systems 
√ 
√ 
√ 
n/a 
√ 
Cognos 
√ 
√ 
√, P 
n/a 
√ 
Infor 
√ 
√ 
√ 
n/a 
√ 
Lawson 
√ 
n/a 
√ 
n/a 
√ 
Longview Solutions 
√ 
√ 
√ 
n/a 
n/a 
Microsoft 
√* 
√* 
√ 
n/a 
√ 
Oracle 
√ 
√ 
√ 
√ 
√ 
SAP 
√ 
√ 
√, P 
√ 
√ 
SAS Institute 
√ 
√ 
√ 
n/a 
√ 
Teradata 
n/a 
n/a 
√, P 
n/a 
n/a 
√ = Vendor has coverage Source: AMR Research, 2007 P = Partnership with another vendor
* Available 4Q07 
Knowledge and Performance Management Report | 2007 Technology and Vendor Landscape Series © 2007 AMR Research, Inc. 9 
Understanding vendor strategies is critical to current and future buying plans 
With change comes uncertainty, with recent acquisitions in this market creating sig- ni cant uncertainty for buyers. What products are the long-term best bets? Should you opt for a best-in-class or enterprise provider? Should all CPM components be evaluated as tactical buys or strategic bets? Knowing what vendors can sell now and what they’re planning will better inform any decision. In Table 3, we articulate business facts about each vendor covered in the Report. A pro le for each company highlighting their CPM strategies follows, along with our opinion. 
Table 3: 
Vendor 
Public/Private 
Total Revenue as of Dec. 31, 2006, in USD 
Relative Size of CPM Product Revenue (Estimate) 
Industry Specialization Where Applicable 
Acorn Systems 
Private 
Less than $50M 
100% 
Consumer products, manu- facturing, distribution and logistics, retail, nancial services 
Actuate 
Public NASDAQ: ACTU 
$101M to $500M 
Less than 10% 
Financial services, public sector, and regulated industries 
Applix 
Public NASDAQ: APLX 
$51M to $100M 
50% to 75% 
Cross-industry 
Business Objects 
Public NASDAQ: BOBJ 
$1B to $5B 
10% to 25% 
Cross-industry 
Clarity Systems 
Private 
Less than $50M 
100% 
Financial services, retail, manufacturing, airlines, and legal 
Cognos* 
Public
NASDAQ: COGN 
$500M to $1B 
25% to 50% 
Cross-industry 
Infor 
Private 
$1B to $5B 
Less than 10% 
Manufacturing 
Lawson 
Public NASDAQ: LWSN 
$500M to $1B 
Less than 10% 
Healthcare 
CPM vendor facts and gures 
* Total revenue as of February 28, 2007
Note: There were no di erentiators in the target customer size among all vendors. 
Source: AMR Research, 2007 
10 © 2007 AMR Research, Inc. 
Knowledge and Performance Management Report 
| 2007 Technology and Vendor Landscape Series 
Table 3: CPM vendor facts and gures (continued) 
	Vendor 
	Public/Private 
	Total Revenue as of Dec. 31, 2006, in USD 
	Relative Size of CPM Product Revenue (Estimate) 
	Industry Specialization Where Applicable 

	Longview Solutions 
	Private 
	Less than $50M 
	75% to 99% 
	Manufacturing 

	Microsoft** 
	Public NASDAQ: MSFT 
	More than $5B 
	Less than 10% 
	Cross-industry 

	Oracle*** 
	Public NASDAQ: ORCL 
	More than $5B 
	10% to 25% 
	Cross-industry 

	SAP**** 
	Public NYSE: SAP 
	More than $5B 
	Less than 10% 
	Cross-industry 

	SAS Institute 
	Private 
	$1B to $5B 
	Less than 10% 
	Financial services, govern- ment, and manufacturing 

	Teradata 
	Private Division of NCR 
	$1B to $5B 
	Less than 10% 
	Retail, consumer products, nancial services, manufac- turing, transportation, and communications 


** Total revenue as of June 30, 2007 *** Includes Hyperion revenue
**** Includes OutlookSoft revenue 
Note: There were no di erentiators in the target customer size among all vendors. 
Vendor profiles
Criteria for inclusion in this Report 
We included vendors that deliver speci c functional components of the CPM land- scape. ose with products that can be con gured to support CPM capabilities, such as nancial reporting, dashboards, scorecards, and analytics, were not included. Also, GRC-only vendors are not part of this evaluation, but a GRC landscape is scheduled for early 2008. 
Source: AMR Research, 2007 
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Acorn Systems 
Acorn Systems is an expert provider of activity based management and pro tability software and related services. In addition to selling directly to customers cross industry, the company has established partnerships—Cognos, SAP, and SunGard BancWare— where its brand of pro t analysis augments capabilities of the partner. Acorn particu- larly emphasizes two broad market segments: supply-chain-oriented companies in manufacturing, retail, distribution, and logistics, as well as service companies, with a strong penetration of nancial services rms. 
Strategy 
· Continue development on its core Performance Analyzer platform to maintain best- in-class position for performance measurement and analytics for revenue, costs, profitability, and capacity/utilization. As a Microsoft SQL-based application, the company will also continue integration and interoperability work with Microsoft’s BI and CPM products. 
· Develop stronger integration and interoperability between the content generated in SAP Business Profitability Management by Acorn and SAP’s business applications and CPM suite. 
· Further develop the Acorn Universal Connector and Acorn Analytics components for prepackaged integration and templates for a variety of data sources (input to Acorn) and BI applications (output from Acorn). 
· Develop additional targeted applications for business decision makers. Opinion 
Pro tability analysis is nally taking o . Rather than an esoteric activity-based costing (ABC) exercise for small pockets of the company, it is used aggressively by the o ce
of the CFO as well as operational management to understand what drives pro t and changes business activities to increase pro t. Acorn is smart to take a strong partner approach; baking pro tability into as many applications as possible generates more rev- enue and momentum. 
e SAP partnership will be interesting to watch as it develops. Still in its early stages, it has the potential to provide signi cant revenue, but also could put Acorn into such a tight orbit around the SAP ecosystem it could be di cult to pursue other strategies. By maintaining its own sales capability, it also provides some level of insurance that Acorn can develop new markets on its own without being a slave to its partners. 
Actuate 
We don’t see CPM listed in Actuate’s message, but its enterprise reporting platform, including a suite of reporting products that provide interactive web reports, business analytics, spreadsheet reporting, and ad-hoc query, has been deployed successfully
for a variety of nancial management applications, including business unit perfor- mance reporting, period close nancial statement reporting and analysis, budget variance reporting, and branch pro tability reporting. Coupled with this is Actuate’s Performancesoft suite, with scorecards for metrics and key performance indicator man- agement, BI for root-cause analysis, and activity management for task identi cation and execution. is product line delivers a strategy management and scorecard system that applies across industries. 
Strategy 
· Actuate product strategy is to continue to develop and enhance its enterprise report- ing platform, which can be configured to create information applications for specific constituents within the office of the CFO. 
· The Performancesoft Suite will be extended and integrated with Actuate’s BI func- tionality. Open source will continue to play an important role. BIRT, the company’s open source initiative, will deliver many of the components in the next release of Performancesoft BI. 
Opinion 
For companies looking at dedicated CFO functionality across a spectrum of CPM capabilities, Actuate is not the best t. However, its Performancesoft products are used extensively to support strategy and scorecards for a number of companies in nancial services, public sector, and other regulated industries, such as utilities, education, and health and life sciences. e company knows what it does well and doesn’t pretend to be something it isn’t. For best-in-class strategy and scorecarding, Actuate is a product that should be evaluated closely. 
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Applix 
Note: Cognos has tendered an o er to acquire Applix. is pro le re ects AMR Research’s analysis prior to acquisition announcement. 
Applix bases its CPM products on its in-memory read/write online analytical process- ing (OLAP) database, TM1. e company provides modules built on the TM1 base to support planning, nancial reporting, and dashboards, along with consolidation of data from general ledger systems. Our research indicates many of its users within the o ce of the CFO are zealots that have used the Applix product stack in each company where they’ve worked. is allegiance is enviable, and it’s one of the reasons Applix has grown signi cantly over the last 24 months. 
Strategy 
· Continue emphasis of the in-memory, real-time nature of the Applix platform, including more attention to data integration of enterprise data across disparate tech- nical environments. 
· Introduce on-demand applications for CPM (3Q07). This will be offered directly from Applix, and partners may also participate with an on-demand library of func- tionality to expand beyond the traditional CPM footprint. 
· Deliver functionality over the next 12 to 18 months, incorporating role-based secu- rity and enhanced usability for interfaces to Applix products. 
Opinion 
With over 75 reseller and service partners, the company has a very large number of feet on the street selling its platform and CPM products. We see Applix’s strength tied to its platform capabilities, with applications a means to visualize how that platform can get used within a department or enterprise. Such intense customer loyalty makes its job easier, and superior sales execution has turned the company around nancially. Midmarket and enterprise customers should consider Applix for CPM when a depart- mental approach is preferred. 
Business Objects 
It was interesting to watch Business Objects evolve from a singular focus on BI to a broad analytic platform that includes an increasing number of CPM assets. Once the company set its sights on addressing the o ce of the CFO, it methodically de ned its target footprint, then bought and/or built product to support that vision. In relatively short order, the company acquired SRC Software for PBF, ALG Software for pro t- ability analysis, and, most recently, Cartesis for nancial consolidations, planning, and GRC. e BusinessObjects XI platform provides the foundation for its dashboards/ scorecard capability and nancial analytic applications. 
Strategy 
· Business Objects markets its CPM product line under the enterprise performance management (EPM) moniker. The company is rapidly integrating its acquisitions into a consistent, finance-centered framework built on the integrated data model (IDM) at the core of the Cartesis product line. Business Objects’ decision to integrate the data model first is a stark difference from some market competitors with CPM models related and somewhat integrated, but not unified. 
· Data integration will fill an important role in the CPM strategy. Business Objects’ enterprise information management (EIM) assets will integrate data from whatever sources the customer may have. 
· The Cartesis product has been rebranded as BusinessObjects Finance and delivers the CPM component of financial consolidations. PBF capabilities inherent in that suite are being integrated into the existing BusinessObjects Planning suite to deliver cor- porate as well as departmental and operational planning. GRC capabilities recently added to this suite through BusinessObjects Financial Governance will provide the foundation for risk and compliance visibility going forward. Business Objects will maintain its OEM partnership with Netherlands-based BWise for this functionality. 
· Vertical extensions have already been created for planning, with banking and health- care the two most prominent. The company plans to devote significant resources to building out more vertical and content-specific CPM functionality, with a dedicated global team of product and industry experts. 
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Opinion 
Business Objects has been on an acquisition spree. Over the past three years, it has bought and integrated a number of companies, both large and small, across its entire portfolio. It has developed a competency in M&A, and we expect the company to con- tinue on this path to expand scope and grow. 
A portfolio built through acquisition brings its own complexity, and a single prob- lematic integration e ort can throw even the best-laid plans into a tailspin. To date, Business Objects has executed exceptionally well on this front, but it remains a risk that should be evaluated. 
On the competitive front, Business Objects historically lagged in CPM. While best-in- class competitors had a big lead, the gap has narrowed signi cantly with 2007’s acquisi- tions. Integration across CPM components is paramount and well underway. Next, it must boost its CPM reputation, moving from follower to leader, with stellar sales and marketing execution essential. e pieces are there for the company to take a leadership role in this market. 
Clarity Systems 
e uni ed application Clarity 6 addresses the gamut of CPM functionality. e com- pany sells to a variety of industries, with specialization in nancial services, retail, and transportation. Clarity is developing a global presence, with growth in North America and the United Kingdom. An OEM relationship with omson Elite, a provider of nancial and practice management systems to legal and other professional services sec- tors, gives the company great presence with business services companies. 
Strategy 
· Clarity’s CPM suite will keep its current focus, but will emphasize three themes: a unified and open architecture, extending the reach of CPM with additional func- tionality as required by target markets and customers, and an expanded vertical focus with starter kits and configured products. 
· The company will continue to expand partnerships with service and industry special- ists for broader CPM product distribution. 
Opinion 
As a CPM specialist, Clarity Systems has more opportunity to capture the attention of buyers during the market shift. Clarity’s straightforward, easy-to-use, yet sophisticated product line has appealed to companies looking for an all-in-one application. e abil- ity to work in an open IT architecture also distinguishes it from other competitors and o ers buyers deployment options not open to them through other vendors. 
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Cognos 
Note: Cognos has tendered an o er to acquire Applix. is pro le re ects AMR Research’s analysis post acquisition. 
A CPM powerhouse, Cognos has thousands of customers using its PBF, consolida- tions, analytic, and scorecarding applications. Some implementations are deployed
to thousands of employees, with industry coverage spanning manufacturing, life sci- ences, retail, service, and public sector. While much of the Cognos CPM footprint has been in place for nearly two years, its recently announced plan to acquire Applix adds even more customers and assets to its CPM portfolio (see the Applix pro le for more context). Partnerships with many vendors for industry-speci c pro tability application analysis complete the CPM picture. 
Strategy 
· While Cognos has a robust product portfolio for CPM, it has chosen to aggregate all its overall company positioning into a performance system orientation supported by specific performance applications. It’s also supported by the Cognos 8 BI platform, including reporting, analysis, scorecarding and dashboarding, and PBF, as well as infrastructure services. 
· The intended Applix acquisition will beef up financial analytic capabilities in the near term. Initially, we expect Cognos 8 BI to integrate with Applix’s TM1 engine. Along a parallel path, we anticipate the Cognos’ planning and consolidation systems to optionally publish its data to TM1 for richer analytics. In the longer term, Cognos will certainly evaluate integrating the TM1 architecture to drive its planning and consolidations products, but the time frame is uncertain at this time. 
· Blueprints (i.e., preconfigured templates) have been developed for a number of func- tional use cases and industry views. Horizontal examples include capital project, expense, sales compensation, and workforce planning, along with strategic finance and risk analysis. The industry examples are public sector, financial services, retail, life sciences, and manufacturing. 
· Extensions for financial reporting are underway, along with enhancements to core CPM components. Cognos also has acquired a BI appliance vendor, Celequest, that can be configured for specific use analysis and/or on-demand services. It is marketed as Cognos Now! and offers real-time operational BI. 
Opinion 
Cognos’ decision to expand its company position from CPM to Performance System re ects a maturing attitude toward how companies deploy BI and PM. At the highest levels of maturity, organizations holistically manage performance, connecting silos of information within and outside the rm. AMR Research’s pervasive-PM model articu- lates that very point (see “Pervasive Performance Management: What It Is and How to Prepare”). 
e o ce of the CFO sometimes can be a bit more parochial in its thinking, and Cognos’ strategy, while appealing to many, has left some with the impression that the nancial aspects of its products are somehow less vital than competitor products. If a marketing message gets in the way, that’s unfortunate. e planned Applix acquisition will go a long way in assuring customers and partners that Cognos is ready to stand and ght for its share of the CPM pie. Its software certainly addresses the needs of the o ce of the CFO, and we strongly encourage customers to evaluate Cognos products for their CPM needs. 
Knowledge and Performance Management Report | 2007 Technology and Vendor Landscape Series 
© 2007 AMR Research, Inc. 19 
20 © 2007 AMR Research, Inc. 
Knowledge and Performance Management Report | 2007 Technology and Vendor Landscape Series 
Infor 
In 2006, Infor acquired two companies, Extensity (formerly a part of Geac) and Systems Union, to create the core of its CPM suite. Each rm had acquired analytic assets, and Infor PM Business Process Applications (BPAs) is the aggregation of these components. e suite addresses strategic management, PBF, and nancial consoli- dations and reporting. e products are sold to existing Infor customers as well as new-name accounts. When the CPM group was formed, a separate business unit was established. Since that time, the company has reorganized along a geographic model where sales teams represent all Infor products. 
Strategy 
· Going forward, Infor’s PM BPAs will be based on the technology acquired from Extensity. The products will be extended based on both market and customer requirements. One near-term additional function will include extensible business reporting language (XBRL) to facilitate external reporting to regulators. 
· Componentization is a major theme across Infor as a whole. The CPM suite will embark on a service-oriented-architecture (SOA) push to deliver flexible interoper- ability with Infor and other products. 
Opinion 
Infor has tens of thousands of customers running a variety of Infor-owned transaction systems that have been acquired over the last few years. e CPM suite is a logical addition for a good number of them, and we expect the company to aggressively position these products into those customer bases, since selling to its base will likely be its best path to success. e company’s nancial backing reduces purchase and/or deployment risk. New-name customers will also remain a target market for the rm’s CPM products. 
Lawson 
Lawson Software merged with Intentia in 2006 to create a global rm with strong presence in EMEA and North America. Its main product lines, M3 for manufacturers and S3 for service-based companies, re ect the legacies of the founding companies. e Lawson Business Intelligence (LBI) suite includes CPM functionality and incorporates PBF, nancial analytics, and dashboard and scorecard capabilities. To date, the vast majority of LBI customers are S3 users, with LBI for the M3 base just now gaining credibility. 
Strategy 
· Lawson sells LBI with the Lawson application suites. Based on the Business Objects BI platform, it’s not intended as a standalone purchase by customers that are not already Lawson clients. To that end, the company is placing significant investments in industry extensions, with healthcare, food, fashion, distribution, and asset man- agement QuickSteps, on the docket within the next 12 months. 
· A new product, Opportunity Analyzer, analyzes business performance and targets the best opportunities for profit improvement. In early stages, it shows some good promise. Today, it has been deployed in the manufacturing/industrial realm. 
Opinion 
To date, LBI has been sold mostly to the S3 customers. Late in 2006, the company began selling the suite to its EMEA customers that mostly use M3. Nearly 400 com- panies use the product today, and we expect that number to grow signi cantly over the next 24 months. Lawson customers should certainly evaluate these products for CPM and other analytic needs. 
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Longview Solutions 
Note: On September 17, 2007, Exact Software agreed to acquire Longview Solutions. is pro le re ects AMR Research’s analysis prior to the acquisition’s announcement. 
An all-in-one platform for CPM, Longview Solutions is best known for PBF and con- solidations functionality. With the exception of GRC, the product addresses all other functions de ned in the AMR Research CPM footprint. Customers span multiple industries and sizes, from multibillion-dollar high-tech and nancial services companies to midsize consumer products companies or divisions of larger industrial rms. One implementation incorporates over 6,000 users in a rm-wide forecasting process. 
Strategy 
· In the next six months, Longview plans to provide deeper and broader functional- ity to support financial and nonfinancial PM processes. It will take advantage of the intellectual property acquired over years of customer implementation work, including sales, marketing, IT, and operations. 
· The products will be SOA-enabled so that they can be interconnected in other pro- cesses and systems at customer sites. 
· For BI capabilities, the company partners with Information Builders. It has no plans to develop or acquire BI assets of its own. 
Opinion 
Because of the nature of the product, Longview can be customized and con gured to support many di erent use cases above and beyond typical CPM examples. Customers that want a product tailored speci cally to their needs will be attracted to Longview. Speci c references have reported building intense planning and analytic models that are integral to its overall operations. As a relatively small participant in the CPM market, the company also has a reputation for attention to customer service. In light of larger vendors now moving into this market, Longview can parlay its position as the small, focused specialist to its advantage and gain more customers along the way. 
Microsoft 
e o ce of the CFO moved front and center in June 2006 when Microsoft unveiled the framework for its long talked about PM product for PBF and nancial consolida- tions, PerformancePoint Server 2007 (PPS). Code-named Biz#, it’s a foundational ele- ment for PPS, and the company at that time announced its intent to deliver PPS to market in 2007. Earlier in 2006, Microsoft had also acquired ProClarity, an analytic application platform, and rolled it into the PPS platform. Additionally, management reporting functionality has been included through Microsoft’s FRx division, which is now part of the PPS family. Scorecards, already part of the Microsoft o ering, round out the components for a CPM footprint. 
As the new kid on the CPM block, a lot of companies—buyers and competitors alike—are trying to nd out exactly what Microsoft has planned. In May 2007, the company launched its overall BI story, including CPM capabilities, at a well-attended event in Seattle. 
Strategy 
· PPS had significant customer testing through a series of community technology previews over the last year with thousands of potential customers and partners. The company also works with a dozens of companies directly to accomplish what might be traditionally called beta testing (although Microsoft uses the term Technology Acceptance Program, or TAP) to ensure an additional level of product quality. All signals are go for availability near the end of 3Q07. The final release date will be set by mid-September 2007. 
· In addition to major launches in many geographies through the end of 2007, the company is going to market with several systems integrator/consulting firms to kick- start deployments as quickly as possible. The firms include Accenture, Avanade, Capgemini, Hitachi Consulting, Palladium, Tata Consultancy Services (TCS), and others. 
· Industry-specific consulting partners are expected to follow the traditional Microsoft partner model and extend their CPM products for specific business models and use cases. 
· Pricing will be a fraction of the cost of other CPM competitors, estimated at 20%
to 25% of going rates. Microsoft considers much of its BI and CPM strategy as an expansion of its Office applications franchise and will price it accordingly. Coupled with the rest of the Microsoft infrastructure (SQL Server, SharePoint Server, etc.), buyers may look to one lower cost provider for their BI and CPM needs. When CPM is priced like office productivity software, the economic model can radically change. 
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Opinion 
Microsoft has developed, assembled, and is now launching a formidable CPM strategy that will change market dynamics over the next 24 to 36 months. Most of the product strategies the software giant is pursuing are not new, with many already in place among current market participants. e trump card here is the company’s nancial strength and market acceptance. ey are tough challenges to overcome. 
While some competitors will dismiss Microsoft products as not scalable, lacking func- tionality, or typical rst-release products, this assessment is short-sighted. Microsoft is here to stay and making a major play for the hearts and minds of the same customers. With any new product, there are risks that must be assessed in the context of a buyer’s business and functionality requirements. What may be lacking now will certainly be addressed in the long run. e key determinates are timing and how well buyer and seller roadmaps align. 
Oracle 
When Oracle announced its intent to acquire Hyperion in 1Q07, it shook the founda- tions of the CPM marketplace. e vendor most recognizably aligned to the nance organization was now part of a provider that has software assets encompassing IT architecture through a full range of business applications. To appreciate its go-forward strategy, you need to look to recent history to understand how Oracle manages its acquisitions. 
To best understand ongoing direction, it must be put in context of the customer’s exist- ing investment. Firms using CPM components from existing Oracle product lines, such as E-Business Suite, PeopleSoft, and JD Edwards, are covered under Oracle’s Applications Unlimited policy, with existing products maintained, enhanced, and sup- ported for the foreseeable future. e same will hold true for Hyperion customers. ere will be no forced migration to new products in advance of customer demand. But these customers will demand guidance and direction on what path makes the most sense given Oracle’s product strategy. 
Strategy 
· The Hyperion brand remains, with its existing product line the go-forward core
of Oracle’s CPM footprint. This includes Planning, Financial Management, and Strategic Finance, along with financial data quality and hierarchy master data man- agement (MDM). Hyperion’s OLAP engine, Essbase, is also a core component of the CPM footprint as well as Oracle’s broader PM architecture. 
· The Hyperion products are augmented with operational BI applications, including a financial analytics package built on Oracle Business Intelligence Enterprise Edition (OBI EE), its primary BI toolset. These applications were part of what Oracle acquired from Siebel in 2006 and will play an elemental role for business analytics in general. 
· Supporting architectures will surely merge over time, but for now the components of the CPM suite will be developed in parallel and integrated based on business require- ment. It’s interesting to note that Hyperion-based CPM is part of Oracle’s Fusion Middleware product line, not its application strategy. A dedicated sales and market- ing organization selling CPM applications into the finance organization has recently been established. 
· A newly created profitability application is in the final stage of development and expected to be released in the first half of 2008. 
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Opinion 
Oracle’s go-to-market strategy is the EPM system: the nexus of CPM, BI, enterprise applications, and supporting infrastructure. It’s completely appropriate for a company of Oracle’s scope, and will certainly attract buyers looking for a single provider from bottom to top. e company paid dearly to acquire Hyperion and must nesse its mar- ket position to include both the EPM system approach as well as its best-in-class legacy for CPM and BI. 
Without more attention to this dual position, it risks being marginalized by buyers as being only for Oracle users. Hyperion’s profound presence across SAP’s customer base was a big plus for the acquisition and must be vigorously defended, with an eye toward expansion. While Oracle has GRC assets, they have yet to show up in its CPM product strategy, something SAP and others will push aggressively. 
In the end, Oracle has made the biggest bet on CPM and has the most to win or lose based on its execution. Reputation goes a long way in the o ce of the CFO. No vendor can rest solely on its laurels. Proven expertise in a departmental sell in nance gives Oracle a solid foundation for future CPM growth. 
SAP 
SAP’s updated CPM strategy has quickly coalesced in 2007, primarily as a result of two acquisitions—OutlookSoft and Pilot Software—and a key partnership with Acorn Systems for pro tability management. e company is not a neophyte in CPM. Its existing consolidations and integrated planning products are already deployed across its vast customer base supported by the NetWeaver BI platform. SAP’s go-forward product strategy must accommodate the various products customers have already purchased, while transitioning to the new software components in its revamped CPM suite. 
Strategy 
· The OutlookSoft product has been rebranded as SAP Business Planning and Consolidations (SAP BPC) 5.1 and fulfills both functional roles for the majority
of its prospects and customers. SAP BPC 5.1 is based on the Microsoft SQL Server architecture so that customers deploying it must do so on the Microsoft architecture with traditional data integration methodology from SAP transaction systems. 
· Plans call for an updated version, BPC 7.0, to be released during the first half of 2008. At that time, the product will operate with both the NetWeaver BI stack, spe- cifically the Integrated Planning components, and Microsoft’s data architecture. A subsequent release, BPC 8.0, is currently planned for 2009. 
· SAP will also continue to offer its existing financial consolidations product, SAP Business Consolidations (BCS), where regulatory consolidations requirements dictate the need. 
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Opinion 
Not surprisingly, SAP’s overarching CPM strategy incorporates an array of products across its entire portfolio. In addition to the CPM footprint as de ned in this Report, the company will also emphasize its ERP and BI platform. Watch for increased promi- nence of the GRC angle to nancial management, incorporating risk intelligence into both strategy and execution. e target audience for the entire message is the o ce of the CFO. 
ere is some risk for SAP associated with introducing the Microsoft architecture as
a required part of BPC 5.1. While a number of customers run Microsoft architecture supporting NetWeaver BI today, it’s their choice, not a mandate. As Microsoft revs up its BI and CPM engines, it may use this side entrance to gain a stronger foothold into SAP’s base. It’s not the rst time SAP has introduced product on one stack rst: its ini- tial release of Advanced Planning and Optimization (APO) for supply chain was intro- duced on the Microsoft platform before others were available. We expect many new buyers will eventually transition to NetWeaver BI when available. 
Overall, we applaud SAP for stepping up its CPM game and moving from the sidelines to the playing eld. e shifting competitive landscape forced this move and, in the long run, it will bene t both customers and the company. 
SAS Institute 
SAS has competed in the CPM realm for several years with a variety of products. Its CPM footprint consists of Activity-Based Management, Pro tability Management, Financial Management (including PBF and consolidations), along with Strategic Performance Management for scorecarding and strategy management. SAS Financial Management is especially strong in EMEA, where 77% of its installed customers are based. 
Strategy 
· The company continues to use its acknowledged strengths in activity management and profitability, while aggressively selling the entire CPM suite in all geographies around the globe. CFO-targeted applications are augmented with human capital, IT management, and operational risk to better manage internal business. Supplier and customer applications round out the 360-degree view of the business. 
· While core CPM assets are a part of the SAS story, the company is best known for predictive analytics and core technologies to address content-specific and horizontal business requirements. Its mission is to manage high volumes of data and related quality issues as well as eliminate silos for an integrated view of the business, all sup- ported by actionable performance information for employees company wide. 
Opinion 
Traditionally, SAS targets the IT buyer with a strong analytic and data management platform. Well known in pockets of the business for statistical and predictive analytics, it has been less e ective cracking the o ce of the CFO, but not because the products don’t stack up. e company recognizes this fact and has put a dedicated sales team in place to boost its revenue. With success in EMEA, SAS has patterned approaches that work well for the rest of the global sales e ort. With pro tability back on the CFO’s agenda, SAS can ride that theme to more success across all its CPM products. 
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Teradata 
When Teradata is mentioned in any CPM discussion, most buyers are surprised to see them included. Enterprise data warehousing (EDW) as well as sales, operational, and customer intelligence are well understood as Teradata strengths. But the company also has dozens of clients that use Teradata products (both their own assets and partner products from Oracle/Hyperion) for nancial analysis and reporting. E ective data management and scalability for CPM are increasingly important objectives for many rms. ese play well to Teradata’s market position. 
Strategy 
· Prepackaged financial analysis, including integration, will remain a strategic bet for Oracle applications surrounded by Teradata technology. 
· Industry logical data models (ILDMs) also contain integrated financial content, with analysis for traditional ERP-oriented financial applications. Profitability analysis, delivered through Teradata Value Analyzer, leverages the Teradata warehouse and a dedicated analytic engine to generate cost and revenue attributes. 
· Optimized Hyperion integration is mostly on the BI and analytic infrastructure (Essbase) front. Many customers are currently integrating Teradata with Hyperion’s PBF, consolidations, and MDM on their own. Programmatic integration is under evaluation, but no commitments have been given at this time. 
Opinion 
Teradata continues to expand its product o erings for the o ce of the CFO and will certainly participate in the CPM market for the foreseeable future. As it separates from parent company NCR, it may have more latitude to broaden its horizons and take a more aggressive position for nance. Its MDM assets can also play a major role in data standardization for nance, a particular concern for decentralized organizations and/ or companies with di erent lines of business. e EDW and ILDM approaches are very attractive to industries where they’re available. By capitalizing on its core presence in retail, nancial services, and other sectors, Teradata can extend its franchise further into nance with a data-driven approach that will appeal to CIOs as well as CFOs. 
Other vendors and trends to watch 
CPM will certainly expand and grow as technology options proliferate within and across businesses. We already are seeing vendors deliver CPM components in di erent technology architectures: 
Software as a service (SaaS) is making some headway, with Adaptive Planning deliv- ering PBF capabilities. OCO also has the option to serve up comprehensive financial analytics to its customers. 
KCI Computing, a long-standing vendor in the PBF market, continues to deliver value in key industry sectors, such as A&D. It is also being used not just to plan and budget for costs and revenue, but to attribute costs to specific programs, a major requirement in project-based businesses. 
CPM functionality, specifically PBF, will certainly broaden beyond a pure financial view to incorporate and support more detailed operational planning. We see the start of that today in sales and operations planning applications. Any company that ascribes to AMR Research’s demand-driven supply network (DDSN) model already recognizes the tight relationship between sales, marketing, supply chain, manufac- turing, procurement, and finance. They are building out processes to integrate and enforce these previously separate disciplines. 
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Conclusion and recommendations 
Before 2007, there were clear lines of demarcation between best-in-class and enterprise vendors, but the distinction is no longer clear. M&A, along with new product develop- ment, has largely changed the provider landscape, leaving buyers to relearn the vendors and their products. Product strategies are also evolving as sellers jockey for mindshare as well as more customers and prospects. 
For enterprises 
· Since some or all CPM components are probably implemented somewhere within a company, evaluate whether to rip out the piece parts and replace with a suite of prod- ucts from one provider, or choose a preferred vendor and incrementally update com- ponents over time. There is no simple answer to this. It’s dependent on where your company is now and where it wants to be in the future. 
· Evaluate your timing closely. Some of these newly assembled product suites may morph and change over the next 24 to 36 months. You may also decide that a tacti- cal purchase for one or two CPM components will make sense based on your specific needs. 
· Understand how your company aligns its CPM assets. While the office of the CFO is the buyer, the technical architecture supporting these products may align closer to your firm’s BI or business application strategy. While some sellers have both bases covered, understanding where your organization stands will help shape the decision on the options to pursue. 
For providers 
· Usability still counts for a lot in this segment. Ensure your products are well struc- tured, easy to understand, and easy to use by the intended audience: business users, not IT staff. 
· Selling to the office of the CFO will be the primary way to win business users’ hearts. While not all decisions are solely made by this group, addressing the core buyer needs first will go a long way in pushing the decision in your favor. 
· Clearly articulate your strategy for CPM. What may appear straightforward to you could look very circuitous to your customer or prospect. Convey a clean, easy-to- understand position and mean it. 
· Don’t dismiss competitors that are new to the game. Recognize the whole package they bring to the table, and be prepared to compete based on facts and figures, not rumor and conjecture. 
[bookmark: _GoBack]
