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My background
Product portfolio
What I've found, what we’ve done
Competitive assets
Focus Areas
Global brand in addition to product brands
Product strategy
Distribution strategy/sales
Customer Service/Support
People
Financial model, revenue growth
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Career Experience

Pacific Bell, 1979 - 1990

Vice President & General Manager
AirTouch Communications, 1990 — 1994

President & Chief Operating Officer
Cellular One, 1994 — 1999

President and Chief Executive Officer
Leap Wireless International, 1999 — 2004

President and Chief Operating Officer
T-Mobile USA, 2004 — 2005

President and Chief Operating Officer
Amp’'d Mobile and Atrinsic, 2005 — 2008

Chief Operating Officer
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A familiar model

Product development and delivery
Sales — multiple distribution channels
Customer service

Geographically diverse

International

Competitive
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Business Structure and Broad Product Portfolio

(see sagesoftware.com for complete list)

Business Management Division (46% of Revenue)

ERP Families
Sage Accpac (100, 200, 500)
Sage MAS (90, 200, 500)
Sage X3
Accounting families
Peachtree Accounting, Quantum
Simply Accounting, Enterprise
CRM Solutions
ACT! by Sage
Sage CRM and SageCRM.com
Sage SalesLogix

Healthcare (30% of Revenue)

Intergy by Sage

The Medical Manager
MedWare

PCN Mends/Health Network

Practice Analytics
Practice Portal

Industry & Specialized Solutions (15% of Revenue)

Construction and Real Estate

Sage Timberline Office

Sage Master Builder
Nonprofit

Sage Fund Accounting

Sage Fundraising (50, 100, Rainbow, Millenium)
Employer Solutions

Abra HRMS, Abra Suite

Sage/CompuPay Payroll Solutions
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Payment Solutions (9% of Revenue)
Sage Integrated Payments
Merchant Accounts
Sage Card Processing
Sage Electronic Check Services
Sage Collect Direct
ACH Processing
Sage Gift Card
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Key market focus, Sage Business Management applicat  ions & competitors
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Lower mid-market

Microsoft

Source: Sage. View of competitive landscape showing major market segment focus.
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Medium

athena

Source: Sage. View of competitive landscape showing major market segment focus.
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Consumer spending has declined
Housing starts are down
Businesses are deferring expenditures
Implications:
* Drive more value to attract dollar share
» Focus on existing customers
* Improve customer service to drive loyalty
* |Innovate to reach emerging businesses



Strong product brands

Market-leading distribution

Commitment to customer service

Large and committed customer base

Dedicated people enthusiastic about change, focus

Structure that can still be optimized for efficiency, customer service,
product portfolio integration

The need for an external view of the business
Opportunity to standardize operational metrics



Healthcare Division focus

 Heavy Sage NA CEO involvement in key priorities and execution

« Aligned expense to revenue

« Restructured management

« Focused on customer service
Front line focus groups
Management team additions

« CPO - Lisa Codispoti

« CFO — Marc Loupe

 COOQO Healthcare — Lindy Benton
Realigned functional reporting



Assessment of key business areas
“One Sage” view
« Sales and service initiatives across business units
Distribution review
« Sales productivity initiatives
Pricing review
* Product mix, competitiveness, and channel
Resource re-distribution to achieve
« Extraordinary customer experience
* Increased focus on the installed base
» Integrated product development efforts
« Better financial performance



Sage global brand
Product strategy
Distribution strategy/sales
Customer service/support
People development
Financial model



Global brand

» Leverage the already strong product brand equity, within the context of
the Sage global brand

« Key Opportunity: Our research shows higher likelihood to buy Sage
branded products



Award winning products to build on:
Evolve current products to service/support existing customer needs
Extend current products to attract new customers
Innovate new products to attract emerging businesses
Build online communities around products
Leverage international capability

Key Opportunity: Allocate resources for growth

products



Sell the way customers want to buy and be serviced
RS

e Direct
* |nbound and outbound telesales

» Telemarketing for lead generation
« Account managers for service
* Online sales

 Indirect
+ VARSs Bisiness , 9}
* Retalil ififigilfilf

PARTNER PROGRAM WINNER

2007

 CPA community

Key Opportunity: More focused and effective cross sell and servicing of
products; and improved online capability



Added resources to ensure responsiveness
Cross division support — Ask Me

Premium support concept: BusinessCare

Key Opportunity: Efficiency and a common, positive, customer experience
across Sage; enhanced on-line self service



Innovative and loyal employees
Seasoned divisional and functional management
Community spirited

Key opportunity: Common approaches to training and development
across Sage North America

Sage Atlanta employees at Habitat for Humanity



Strong defensive model
* 69% Subscription
» 31% Software and software services
Stable, profitable, cash generative
Strong portfolio distributed across markets:
 BMD: Software/software services/subscription model across all businesses
» ISSD: Software/software services model with multiple verticals
 PSD: Services model in vertical market
» SHD: Software/services in vertical market

Key opportunities: Revenue growth; investment in common infrastructure for efficiency;
focused cost structure improvements based on benchmarking



Leverage strengths and assets

* Product Brand, Product Portfolio, Distribution/Channel,
Service/Support, People

« Strong defensive financial model
Increase focus on

« External perspective
Integrated product portfolio
Customer service/support across North America
Standard metrics and financial discipline
Efficiency and scale
Accountability



