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s you'll see on the following pages, the forecast for CRM and related solutions con-

2[”!] tinues to be bright. Artificial intelligence has moved from rumor to reality, and as one

of our analysts, Sales Mastery’s Jim Dickie, notes elsewhere in the magazine, more

and more sales leaders are starting to view Al as a necessity, not simply a nice-to-have. But

companies don't just want the most advanced technologies; they seek solutions that are easy

MARKE.I- l[An R to deploy and integrate with existing systems, that their employees will actually put to good
use, and that deliver the most bang for the buck.

That's where CRM’s Market Leader awards come in. Each year we dedicate one issue to
helping our readers make sense of the ever-changing vendor landscape for sales and market-
ing technologies. Our panel of judges rated the leading CRM vendors in nine categories by their
reputations for product functionality, customer satisfaction, company direction, and product
costs. In each market segment, we recognize one category winner (the company with the high-
est overall score), four industry leaders, and one company to watch. Read on for the full report.

CRM's annual Market Leader Awards wouldn't be possible without the contributions of our faithful industry analysts and consultants who evaluate the vendors based on the criteria that we set. This year's panel includes the
following: Jim Dickie, cofounder of CSO Insights and research fellow at Sales Mastery; Daniel Elman, research analyst at Nucleus Research; Michael Fauscette, chief research officer at G2 Crowd; Andy Hayler, president and CEQ

of the Information Difference; Brent Leary, cofounder and partner at CRM Essentials; Kate Leggett, vice president and principal analyst at Forrester Research; John Ragsdale, vice president of technology research atthe Technical
Services Industry Association (TSIA); Ray Wang, founder and principal analyst at Constellation Research; Rusty Warner, principal analyst at Forrester Research; and Rebecca Wettemann, vice president at Nucleus Research.



DATA QUALITY

REPUTATION FOR REPUTATION FOR REPUTATION FOR 5-YEAR COST FOR
DEPTH OF FUNCTIONALITY COMPANY DIRECTION CUSTOMER SATISFACTION SOFTWARE/MAINTENANCE TOP 3 MARKETS
Experian Financial Services, Government, Technalogy
Informatica Frani e, ostner, Manssctring
Oracle 3.8 3.1 Communications, Financial Services, Retail
7 Communications, Financial Services,
sAS 35 Communica
Syncsort (Trillium) 3.9 Financial Services, Healthcare, Retal

THE MARKET
Data quality software analyzes stored information to identify
incorrect, incomplete, inconsistent, or improperly format-
ted data. As the technology has matured, some vendors have
added capabilities to cleanse or correct data by deleting, mod-
ifying, appending, reformatting, or merging faulty elements.
The market, which is valued at about $2 billion globally,
is rapidly being changed by government privacy initiatives
(like the European Union’s General Data Protection Regula-
tion and the California Consumer Privacy Act, which will be
taking effect in 2020), security concerns, and changing use
cases. The market is also seeing a shift from purely back-office
functions to more strategic, revenue-generating ones. Com-
panies are looking for more robust software suites capable of
performing valuable business intelligence and targeted mar-
keting and transforming silos of individual touchpoints into
integrated multichannel contact data.

THE LEADERS

Experian, last year’s one to watch, takes its rightful place this
year on the leaderboard, propelled by scores of 3.7 in both
depth of functionality and customer satisfaction. The com-
pany, which has long standing as a consumer credit report-
ing company and purveyor of information on more than 1
billion people and businesses worldwide, knows a thing or
two about data.

Oracle’s strength has long resided in its data offerings, and
2019 was no different. The company finished strong on depth
of functionality (4.1), direction (3.8), and customer satisfac-
tion (3.8), and its position will only grow in those areas as
the collaboration that it began in June with Accenture and
Capgemini on customer data platform technology comes to
fruition. A key element in this initiative is Oracle CX Unity,
which launched in October to provide actionable insights in
context, in motion, and in real time across customer experi-
ences and data sources. “Oracle’s promise of Unity—much
more than a common data platform—will make this a very
interesting space to watch moving forward,” says Rebecca
Wettemann, vice president of Nucleus Research.

SAS, which has bounced on and off the leaderboard for
the past few years, in 2019 again achieves a favorable rating

from analysts, who especially lauded the firm for its depth
of functionality (4.1), bolstered by the addition of artifi-
cial intelligence capabilities to its most recent Viya release.
SAS struggles a bit in company direction, though, as evi-
denced by its score of 3.5. SAS has a “strong offering for
clients, but customers will seek more hybrid options going
forward,” says Ray Wang, founder and principal analyst at
Constellation Research.

Syncsort (Trillium) has long been an analyst and customer
favorite in the data quality space, and 2019 was no exception.
One of the main reasons for this is the company’s reputation
for cost; its 4.1 score led the category in that area. The com-
pany also scored a high 4.1 in depth of functionality, where
the company only gains steam following its June release of
Trillium DQ for Big Data, an integrated solution that delivers
profiling, cleansing, standardization, and matching, includ-
ing strong entity resolution on distributed architectures, on
premises, and in the cloud.

THE WINNER

Informatica far outpaced all competitors in the space with
a 4.5 score in depth of functionality, made even stronger by
a number of key integrations, including one with Silwood
Technologies that allows Informatica Enterprise Data Cat-
alog (EDC) users to import SAP, Oracle, Salesforce.com,
and Microsoft enterprise resource planning (ERP) and CRM
metadata directly into EDC, using Silwood’s Safyr metadata
discovery software. The company also benefited from a 3.9
score in customer satisfaction, but its company direction has
taken a hit in the past few years. “Private equity firm own-
ership has led to less reinvestment overall across the board,
and key leaders have left,” Wang says. But, despite that, its
“offering remains a strong contender,” he adds.

ONE TO WATCH

Information Builders this year emerged as our One to Watch,
driven by a high 3.9 score in depth of functionality, though
its real strength lies in customer satisfaction, where it scored
a category-leading 4.0. “Information Builders continues to
invest in driving more rapid time to value and usability for
customers,” Wettemann says. —Leonard Klie
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This article is reprinted from the September 2019 issue of CRM, published by Information Today, Inc. Used with permission. All rights reserved. Individuals may download, store, and
print a single copy. All commercial uses, including making printed copies for distribution in bulk at trade shows or in marketing campaigns and all commercial reprints, require additional
permission from the publisher at infotoday.com.






