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Introduction

Salesforce has become virtually synonymous with customer relationship management (CRM) at the
enterprise level. In the Fortune 500 - America’s 500 largest companies by revenue — Salesforce's
presence is nearly ubiquitous in 2024. Well over four hundred of the Fortune 500 now use Salesforce's
platform in some capacity, a dramatic change from a decade ago when legacy on-premise CRMs (or even
homegrown systems) were more common. This report provides an in-depth look at how many of the
Fortune 500 use Salesforce and what they use it for, along with a comparison to other major CRM
providers, industry-specific trends, historical growth, and Salesforce’s strategy for targeting_large
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enterprises. The goal is to offer a comprehensive, up-to-date picture for a professional audience of
Salesforce’s footprint in the Fortune 500, drawing on the latest data (through 2024/2025) and expert
insights.

“The power for us is the information we have, the trust we have with our customers, and our
employees’ ability to deliver on that. Salesforce enables us to connect these dots.” — Greg Keeley,
Executive VP at American Express (Source: infocleanse.com). A Fortune 500 executive emphasizes

how Salesforce helps unify customer data, build trust, and empower employees — core reasons why

large enterprises turn to Salesforce.

Salesforce Usage Among Fortune 500 Companies (2024)

An overwhelming majority of Fortune 500 companies use Salesforce. The most recent figures
indicate that roughly 90% of the Fortune 500 are Salesforce customers(Source: ascendix.com)
(Source: infocleanse.com). In practical terms, this means about 450 out of 500 of the largest U.S.

companies utilize Salesforce’s CRM platform to manage customer relationships, sales, service,
marketing, or other business functions. This represents a steady rise from just a few years ago - for
example, in 2017 only about 83% of the Fortune 500 were using Salesforce (Source: ascendix.com). By
2022 that had grown to 90% (Source: ascendix.com), underscoring Salesforce’s rapid penetration of the
enterprise market. For context, Salesforce itself first cracked the Fortune 500 list of companies by
revenue in 2015 (at #483) and has since climbed to #133 on that list as of 2023 (Source: ascendix.com),
reflecting_its growth fueled largely by big_enterprise clients.

In absolute terms, Salesforce’s Fortune 500 client roster reads like a who's who of American
business. Its customers include giants in virtually every sector. Among the top Fortune 500 companies
known to use Salesforce are retail behemoth Walmart Inc. (ranked #1 in the 2023 Fortune 500 with over
$600B revenue) and Amazon.com (ranked #2) (Source: ascendix.com). In fact, Walmart and Amazon are
two of Salesforce's largest customers by revenue (Source: ascendix.com). Other notable examples
include:

¢ Financial Services — e.g. American Express, U.S. Bancorp (US Bank), and Pacific Life (insurance)
all rely on Salesforce (Source: cyntexa.com)(Source: cyntexa.com). American Express’s executive VP
Greg Keeley (quoted above) credits Salesforce for connecting customer information and enabling
better service (Source: infocleanse.com).

e Healthcare & Insurance - e.g. UnitedHealth Group (the largest U.S. health insurer) and McKesson
Corporation (a top healthcare wholesaler) are important Salesforce clients (Source:
demandsage.com).
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e Retail & Consumer Goods - e.g. Walmart, Macy’s, Best Buy, Coca-Cola and The Hershey
Company use Salesforce to power sales and customer engagement (Source: ascendix.com)(Source:
cyntexa.com).

¢ Technology & Telecom - e.g. Amazon Web Services (AWS) (Amazon's cloud division),
Microsoft's LinkedIn unit (LinkedIn has used Salesforce for sales operations), Spotify, Comcast, T-
Mobile, and NBCUniversal are all Salesforce customers (Source: ascendix.com)(Source:
infocleanse.com). (Notably, Microsoft Corp. itself is an outlier — it generally uses its own Dynamics

365 CRM, but many of its subsidiaries or partners use Salesforce).

e Manufacturing & Automotive - e.g. Toyota Motor, General Mills, Mercedes-Benz Group, and

Canon leverage Salesforce for managing dealer networks, supply chain relationships, and customer
data (Source: cyntexa.com)(Source: cyntexa.com).

¢ Media & Others - e.g. streaming/media firm Spotify, news publisher New York Post, and even
nonprofit organizations like American Red Cross use Salesforce in some capacity (Source:
infocleanse.com)(Source: infocleanse.com).

This cross-industry adoption shows that Salesforce’s footprint in the Fortune 500 is broad-based,
spanning from finance and tech to retail, manufacturing, and healthcare. In many Fortune 500
companies, Salesforce started in one department or business unit and expanded enterprise-wide over

time - a testament to its “land-and-expand” strategy in large accounts. According to Salesforce’s own
disclosures, an estimated 60% of customers who initially adopt a core Salesforce product end up
purchasing additional Salesforce cloud products or modules over time (Source: ascendix.com), indicating
deepening usage within those organizations.

Which Salesforce Products Do Fortune 500 Firms Use?

Salesforce’s platform has evolved far beyond its original Sales Cloud CRM module, and Fortune 500
companies are taking advantage of that full ecosystem. Most Fortune 500 customers use multiple
Salesforce products (“clouds”) in an integrated fashion. At a high level, the core CRM applications -
Sales Cloud and Service Cloud — remain the anchor offerings for enterprise clients, but Salesforce's
other clouds and tools are widely adopted as well:

e Sales Cloud and Service Cloud: These are Salesforce’s flagship CRM applications for sales force
automation and customer service, respectively. Virtually all Fortune 500 Salesforce customers will be
using one or both. Salesforce has been the world’s #1 CRM provider for 9 years running (Source:
ascendix.com), and within specific categories it dominates — e.g. its Sales Cloud commands ~40% of
the sales automation market (far ahead of Microsoft Dynamics at ~10%) and Service Cloud holds
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~45% share in customer support software (versus ~8% for Oracle) (Source: ascendix.com). Many
Fortune 500 firms start with Sales Cloud to manage pipelines and accounts, then add Service Cloud
to handle call center and customer support operations. In fact, Service Cloud has recently
overtaken Sales Cloud as Salesforce's top-revenue product, reflecting enterprises’ heavy
investment in customer service solutions. In fiscal 2023, Service Cloud generated roughly $7 billion
revenue, compared to about $5 billion for Sales Cloud (Source: ibirdsservices.com).

¢ Analytics (Tableau) and Business Intelligence: Salesforce's 2019 acquisition of Tableau brought
one of the leading data visualization and BI platforms under its umbrella. Tableau is popular among
Fortune 500 firms for analyzing business data and is often used alongside Salesforce's CRM. While
exact adoption numbers are not public, anecdotal evidence shows strong usage - for instance,
Microsoft has cited that 97% of Fortune 500 companies use its rival Power Bl tool(Source:
intuitionlabs.ai), implying that most large companies are leveraging one or more analytics platforms
like Tableau or Power Bl. Many Salesforce CRM customers integrate Tableau to create dashboards
and insights from their Salesforce data. By 2023, Salesforce's “Platform & Other" segment (which
includes Tableau and integration tools) was the company's second-largest revenue contributor at

~$6 billion (Source: ibirdsservices.com), underscoring how widely these tools are used in addition to
core CRM.

¢ Integration (MuleSoft): Another key piece of Salesforce's enterprise stack is MuleSoft, an
integration and APl management platform Salesforce acquired in 2018. MuleSoft allows Fortune 500
companies to connect Salesforce with their myriad legacy systems, ERP software (like SAP or
Oracle), and other cloud apps. Given that large enterprises often run complex hybrid IT
environments, MuleSoft is critical for data integration. Its importance is reflected in Salesforce's
financials (grouped in the ~$6 billion “Platform” segment with Tableau) (Source: ibirdsservices.com)

and by qualitative reports. Many Fortune 500 Salesforce customers use MuleSoft to ensure
Salesforce is not a silo but rather a hub that interfaces with core banking systems, supply chain
systems, and so on.

e Marketing and Commerce Cloud: Salesforce offers Marketing Cloud (built largely on its
acquisition of ExactTarget) for marketing automation, and Commerce Cloud (from its Demandware
acquisition) for e-commerce. A significant subset of Fortune 500 firms, especially in B2C industries
like retail, consumer goods, and media, use these clouds to personalize marketing campaigns and
power online sales. For example, companies like Coca-Cola and L'Oréal have used Salesforce
Marketing Cloud to run digital marketing and loyalty programs. Marketing Cloud is the #1 product in
its category globally with ~14% market share (ahead of Adobe at 12%) (Source: ascendix.com).
While not every Fortune 500 Salesforce customer uses Marketing or Commerce Cloud, those that
require large-scale digital marketing (banks, retailers, tech firms, etc.) often do. Salesforce's
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continued investment here (e.g. Salesforce Genie for real-time customer data and the 2022
purchase of messaging platform Slack — see below) is aimed at deepening its value to these
enterprises.

e Collaboration (Slack): Salesforce’s largest acquisition to date was Slack, bought in 2021 for
$27.7 billion (Source: ascendix.com). Slack provides enterprise messaging and collaboration, and it
has a strong foothold in large companies. In fact, Slack (now a Salesforce company) reports that
nearly 80% of the Fortune 100 use Slack Connect (the tool for cross-company collaboration)
(Source: slack.com). This suggests a high penetration within the upper echelon of the Fortune 500
as well. By integrating Slack with its CRM, Salesforce aims to offer a “digital HQ" where work gets
done collaboratively. For instance, IBM, Target, T-Mobile, and Airbnb - all Fortune 500 firms - are
cited as heavy Slack Connect users for coordinating with partners and customers (Source:
slack.com)(Source: slack.com). While Slack is a newer addition to the Salesforce product family, its
widespread adoption in enterprises adds another dimension to Salesforce's presence in the
Fortune 500 (even in companies that may not yet use other Salesforce products).

¢ Industry-Specific Clouds: Salesforce has tailored versions of its platform for certain industries -
e.g. Financial Services Cloud for banking/insurance, Health Cloud for healthcare, Manufacturing
Cloud, Consumer Goods Cloud, Government Cloud, etc. Many Fortune 500 firms have taken
advantage of these industry clouds to get pre-built data models and processes. For example, large
insurance companies (like Pacific Life or Prudential) use Financial Services Cloud to manage
policyholder relationships (Source: cyntexa.com), and major automotive companies (like Ford or
Toyota) have piloted Automotive Cloud to connect dealers and customers (Source: cyntexa.com).
These specialized offerings have helped Salesforce deepen its penetration in sectors that have
unique requirements, by speaking the industry language and complying with sector-specific
regulations (e.g. HIPAA compliance for Health Cloud).

In summary, Fortune 500 companies often utilize Salesforce as an end-to-end customer platform. A
single company might use Sales Cloud + Service Cloud as the core CRM, Tableau for analytics, MuleSoft
for integration, Marketing Cloud for campaigns, and Slack for internal/external collaboration — all under
the Salesforce umbrella. This broad adoption is reflected in Salesforce's financial results: subscription
revenues are distributed across a portfolio of products, and customers with multiple “clouds” are now the
norm in the enterprise segment (Source: ascendix.com). Salesforce has noted that over 79% of its
largest customers use 5 or more different Salesforce products (a metric reported in past investor
presentations), highlighting the multi-product consumption in this cohort.

Page 5 of 19


https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=Who%20did%20Salesforce%20acquire%20recently%3F,7%20billion%20USD
https://slack.com/intl/en-gb/blog/transformation/fortune-100-rely-slack-connect-build-digital-hq#:~:text=Slack%20Connect%20has%20become%20the,a%20mature%20and%20innovative%20product
https://slack.com/intl/en-gb/blog/transformation/fortune-100-rely-slack-connect-build-digital-hq#:~:text=Slack%20is%20committed%20to%20helping,done%2C%20both%20internally%20and%20externally
https://slack.com/intl/en-gb/blog/transformation/fortune-100-rely-slack-connect-build-digital-hq#:~:text=Slack%20Connect%20has%20become%20the,a%20mature%20and%20innovative%20product
https://cyntexa.com/blog/salesforce-statistics/
https://cyntexa.com/blog/salesforce-statistics/
https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=project%20payback%20of%20one%20year,purchase%20additional%20clouds%20by%20Salesforce
https://cirra.ai/?utm_source=pdf
https://cirra.ai/articles/salesforce-fortune-500-crm-adoption

C Cirra AI Analysis of Salesforce CRM Adoption in Fortune 500 (2024)

Industry Breakdown: Where Salesforce Dominates the
Fortune 500

While Salesforce's Fortune 500 clients span nearly every industry, some sectors lead in adoption. An
analysis of Salesforce’s overall customer base (all company sizes) gives a sense of which industries
contribute the most: the Services sector (a broad category including professional services, IT,
consulting, etc.) makes up the largest share at about 34% of customers, followed by Finance (15%),
Retail (14%), Transportation (14%), and Manufacturing (11%), with other industries (public sector,
utilities, etc.) comprising the rest (Source: demandsage.com). This roughly aligns with Fortune 500 usage

patterns — industries that are highly customer-facing or data-intensive have the heaviest Salesforce
presence.

leiimage

Share of Salesforce’s customer base by industry (by percentage of customers) (Source:
demandsage.com). Service-centric industries (technology, consulting, financial services, etc.) account

for the largest portion of Salesforce users, followed by retail/consumer businesses and heavy industries.
Fortune 500 adoption mirrors this distribution, with particularly strong Salesforce penetration in finance,
retail, tech, and healthcare.

Looking specifically at the Fortune 500, Salesforce is especially dominant in the following sectors:

¢ Financial Services: Banks, insurance carriers, credit card companies, and investment firms have
widely adopted Salesforce. Financial institutions prize the 360° customer view and robust security
that Salesforce provides. Big names like American Express (Fortune 500 #67), Wells Fargo (#41),
US Bancorp (#122), MetLife (#128), and Capital One (#97) are known Salesforce users. Many use
Financial Services Cloud with customizations for managing client portfolios, customer onboarding,
and regulatory compliance. For example, American Express has used Salesforce to integrate
customer data across its corporate payments division (Source: infocleanse.com), and brokerage

firms have used it to equip financial advisors with better client insights. Even some of the largest
banks that historically built in-house CRM systems are now integrating Salesforce for certain
business lines (often alongside legacy systems). Salesforce reports that the financefinsurance
sector accounts for about 15.5% of its customer base by count (Source: demandsage.com),

reflecting its importance.

o Retail and Consumer Goods: The retail industry’s Fortune 500 members (e.g. Walmart, Amazon,
Costco, Home Depot, Target, Best Buy, Macy's, Coca-Cola, PepsiCo, Nike, etc.) are heavy users of
Salesforce for both B2C and B2B relationships. Walmart (Fortune #1) uses Salesforce to unify its
supplier and vendor communications and for aspects of its e-commerce operations (Source:
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ascendix.com). Amazon (Fortune #2) notably uses Salesforce in its Amazon Web Services division
for managing enterprise sales opportunities (Source: ascendix.com). Traditional retailers like Macy's
(#120) and Best Buy (#66) leverage Salesforce for marketing personalization and customer service
case management (Source: ascendix.com)(Source: cyntexa.com). In consumer goods, companies
like Coca-Cola (#93) have deployed Salesforce to manage retailer partnerships and customer
promotions, and L'Oréal (Fortune Global 500) uses it to connect with distributors and consumers
(Source: infocleanse.com). Salesforce's strength in retail is bolstered by its Commerce Cloud (for

online storefronts) and Marketing Cloud - tools well-suited to omnichannel retail strategies.
Approximately 13.9% of Salesforce's customers are in retail/wholesale trade combined (Source:
demandsage.com).

¢ Technology and Telecommunications: Tech companies were early adopters of Salesforce
(Salesforce’s first customer back in 1999 was a tech startup), and usage remains high in this
sector. Cloud service providers like AWS (Amazon) and Google Cloud use Salesforce to manage
enterprise client relationships. Software firms (excluding direct competitors) often run their sales and
support on Salesforce — for instance, Cisco and HP Inc. have been referenced as users in the past.
In telecommunications, Comcast (#32) and T-Mobile (#68) use Salesforce to streamline customer
support and field sales (Source: infocleanse.com). Media and entertainment companies (which often
fall under "Services"” in Salesforce's categorization) also leverage it — e.g. Spotify (#484) uses

Salesforce for advertising sales and user insights (Source: ascendix.com), and NBCUniversal
(Comcast's media subsidiary) has used it for managing advertising clients (Source: infocleanse.com).

Given tech companies’ affinity for cloud solutions, it's no surprise this sector has embraced
Salesforce; the broader “services"” category (which includes tech, media, and telecom) accounts for
over one-third of all Salesforce customers (Source: demandsage.com).

¢ Healthcare and Life Sciences: Healthcare providers and pharmaceuticals have increased adoption
of CRM in recent years, and Salesforce has made inroads with its Health Cloud and related offerings.
UnitedHealth Group (#5) and CVS Health (#6) — two of the largest Fortune 500 companies — both
utilize Salesforce. UnitedHealth has used Salesforce to improve call center efficiency and broker
relations in its insurance arm (Source: ascendix.com). Pharmaceutical companies (often Fortune
Global 500 rather than U.S.-only) like Novartis and Johnson & Johnson use Salesforce in their
sales and patient support programs. Medical device manufacturers and hospital systems have also
joined the fray. While healthcare can be slower to adopt due to privacy concerns, Salesforce has
achieved HIPAA compliance and created health-specific data models, which helped win trust in this
sector. As a result, many top healthcare firms now count among Salesforce's clients, and the
"Healthcare & Life Sciences” segment is one of Salesforce’s fastest-growing industry verticals
(though exact Fortune 500 penetration is hard to quantify, it is substantial especially among insurers
and health services firms).

Page 7 of 19


https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=Company%20Website%20Industry%20Revenue%20Walmart,com%20Telecommunications%20121%20billion
https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=90,500%20companies%20that%20use%20Salesforce
https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=Company%20Website%20Industry%20Revenue%20Walmart,com%20Telecommunications%20121%20billion
https://cyntexa.com/blog/salesforce-statistics/#:~:text=,Cola
https://www.infocleanse.com/fortune-500-companies-using-salesforce/#:~:text=Aldo%20www,Beverage%20United%20States%20%249%20Billion
https://www.demandsage.com/salesforce-statistics/#:~:text=Industry%C2%A0Share%20of%20Salesforce%20Consumers%20Services,Agriculture%200.5
https://www.infocleanse.com/fortune-500-companies-using-salesforce/#:~:text=Macy%E2%80%99s%20www,Accessories%20Retail%20Canada%20%241%20Billion
https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=90,500%20companies%20that%20use%20Salesforce
https://www.infocleanse.com/fortune-500-companies-using-salesforce/#:~:text=The%20American%20Red%20Cross%20www,Beverage%20United%20States%20%249%20Billion
https://www.demandsage.com/salesforce-statistics/#:~:text=Industry%C2%A0Share%20of%20Salesforce%20Consumers%20Services,Agriculture%200.5
https://ascendix.com/blog/how-many-companies-use-salesforce/#:~:text=Company%20Website%20Industry%20Revenue%20Walmart,com%20Telecommunications%20121%20billion
https://cirra.ai/?utm_source=pdf
https://cirra.ai/articles/salesforce-fortune-500-crm-adoption

C Cirra AI Analysis of Salesforce CRM Adoption in Fortune 500 (2024)

e Manufacturing and Energy: Traditional manufacturing, automotive, and energy companies
historically relied on ERP-centric vendors (like SAP or Oracle), but many have added Salesforce to
handle customer-facing processes. For example, Toyota (#8) uses Salesforce to improve dealer and

customer interactions (Source: infocleanse.com); General Electric (multiple GE spinoffs) have used
Salesforce for parts of their sales; Deere & Co. (#84) and Caterpillar (#73) have utilized it for dealer
management and aftermarket service. In the energy sector, companies like ExxonMobil and
Chevron primarily use SAP for core operations, but their marketing and retail divisions have used
Salesforce for managing gas station franchises and customer loyalty programs. Salesforce's
Manufacturing Cloud, introduced in 2019, specifically targets manufacturers with features for
forecasting and contract management, which has attracted firms like ABB and Kawasaki(Source:
cyntexa.com). While manufacturing/energy firms may not all be 100% on Salesforce, many use itin a
hybrid fashion alongside legacy systems. Manufacturing constitutes about 11% of Salesforce’s
customer base by count (Source: demandsage.com), indicating solid uptake.

Overall, Salesforce’s versatility across industries is a key factor in its Fortune 500 dominance. Each
sector uses Salesforce in slightly different ways — e.g. banks for client onboarding and service, retailers
for omnichannel commerce and support, manufacturers for dealer management, etc. Salesforce has
invested in industry-specific features and compliance (such as Government Cloud for federal agencies,
and FinServ Cloud for FINRA-regulated companies) to facilitate this breadth. The result is that in most
industries, a majority of the top companies are Salesforce clients. Even in sectors where Salesforce
wasn't traditionally strong (like heavy industry), its growing portfolio and integration capabilities
(MuleSoft) have helped win over those large firms as they undergo digital transformation.

Salesforce vs. Other Major CRM Providers in the Fortune 500

Salesforce’s near-ubiquity in Fortune 500 CRM deployments begs the question: how do other CRM
platforms fare in these large enterprises? The short answer is that Salesforce is the clear leader by a
wide margin, though competitors like Microsoft, Oracle, and SAP each maintain footholds in certain
accounts (often alongside Salesforce).

In terms of overall market share, Salesforce holds about 21-23% of the global CRM market, more than
the next four competitors combined (Source: demandsage.com). The latest industry tracker data (2023)

showed Salesforce with 21.7% share, while its nearest rival (Microsoft) had roughly 5.9%, followed by
Oracle (~4.4%), SAP (~3.5%), and Adobe (~3.4%) (Source: demandsage.com). This disparity is
illustrated in the chart below. Salesforce has been ranked the #1 CRM provider worldwide for 12

consecutive years by analysts like IDC and Gartner, reflecting this lead (Source: ascendix.com).

u:https://www.demandsage.com/saIesforce—statistics/
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Global CRM market share of top vendors (2022). Salesforce commands roughly one-quarter of the
market — more than its next four competitors combined (Source: demandsage.com). This leadership is

also seen in the Fortune 500, where Salesforce’s penetration (~90%) far exceeds that of any other single
CRM platform.

Within the Fortune 500, Salesforce’s dominance is even more pronounced. Approximately 90% of
Fortune 500 companies use Salesforce (Source: ascendix.com), whereas no other CRM provider comes
close to that figure. Microsoft, Oracle, SAP, and others do count many Fortune 500 firms as customers,
but typically for specific use cases or segments of the business. It's common, for instance, for a
Fortune 500 company to use Salesforce as its primary CRM while also using Microsoft's Power Platform
or Dynamics 365 in another department, or to use SAP/Oracle for ERP and maybe legacy CRM modules in
older divisions. But none of Salesforce’s competitors approach its breadth of deployment across the
Fortune 500. As an illustration, at the end of 2018 Salesforce reported it had business relationships with
83% of the Fortune 500, and even 95% of the Fortune 100 were its customers in some form (Source:
thestreet.com). Those numbers have only grown. By contrast, Microsoft's Dynamics 365 — despite
Microsoft's overall deep ties in enterprise IT — was estimated to be used by a fraction of that (Microsoft
has not published a Fortune 500 CRM stat, though its ERP and Office products are widely used).

It's worth looking at competitors individually:

¢ Microsoft Dynamics 365: Microsoft's CRM and ERP suite has gained traction, especially in mid-
market companies, but also in some large enterprises that prefer a tight integration with Microsoft's
ecosystem. Some Fortune 500 firms (particularly those with existing Microsoft infrastructure) have
adopted Dynamics 365 for certain CRM functions. For example, HP Inc. and Coca-Cola have been
mentioned as Dynamics 365 users for specific processes (Source: ithowtechnologies.com).

However, many of those still use Salesforce elsewhere; Coca-Cola, for instance, has Salesforce
Marketing Cloud even if parts of sales use Dynamics. Microsoft often touts the breadth of its
productivity tools in the Fortune 500 (e.g. claiming ~97% of Fortune 500 use Office
365/Teams/Power Bl (Source: datacaptive.com)), but its CRM-specific share in Fortune 500 is

much smaller (on the order of maybe 10-15% of Fortune 500 might be using some module of
Dynamics CRM). Microsoft's strength is often in scenarios where a company chooses a full Microsoft
stack or where cost is a concern. Still, Microsoft's 5-6% global CRM market share (Source:
demandsage.com) indicates it is a distant second to Salesforce. In Fortune 500 accounts where

Dynamics 365 is present, it's frequently used side-by-side with Salesforce (or was a legacy system
prior to a Salesforce migration). Microsoft has been investing in Al and its Power Platform to make
Dynamics more appealing; time will tell if it can convert more Fortune 500 holdouts. But as of 2024,
Salesforce remains the preferred CRM at the vast majority of these companies.
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e Oracle (Siebel CRM and Oracle CX): Oracle was a CRM pioneer with Siebel Systems in the
1990s/2000s, and many large companies ran (and some still run) Siebel CRM on-premises. Oracle
has since launched Oracle CX Cloud as its SaaS CRM. A number of Fortune 500 companies that were
long-time Oracle shops (especially in industries like finance and telecom) had Siebel
implementations — for example, big banks like JPMorgan Chase and telcos like AT&T historically
used Siebel. However, over the last 10 years, Salesforce has aggressively displaced Siebel in many
accounts (Source: 17grapes.com). By 2019, Salesforce reported 83% Fortune 500 penetration,
essentially absorbing many Siebel clients (Source: 17grapes.com). Oracle CX Cloud has not seen the
same level of uptake; Oracle’'s CRM market share is ~4% (Source: demandsage.com). That said,

Oracle still benefits from its broad enterprise footprint — companies running Oracle ERP or database
might use Oracle's CRM for specific divisions or choose Oracle for industries like utilities or
manufacturing where it offers integrated industry solutions. For instance, some energy companies
use Oracle for outage management plus CRM. But in head-to-head Fortune 500 CRM evaluations,
Salesforce has often won out due to its user interface, cloud maturity, and vast ecosystem.
Oracle's focus in recent years shifted more to its cloud infrastructure and ERP, and it has not been
the primary challenger to Salesforce in CRM (Microsoft occupies that role). In summary, many
Fortune 500 companies may still have Oracle CRM components in use (especially remnants of
Siebel), but new CRM investments have largely gone to Salesforce.

e SAP CRM (SAP C/4HANA): SAP, the leader in ERP, also offered CRM solutions (SAP CRM on-
premise and the newer SAP C/4HANA suite). SAP's strength is with manufacturing and consumer
products companies that use its ERP — they sometimes implemented SAP's CRM to tightly link with
order systems. For example, Coca-Cola's bottling operations and BMW had used SAP CRM
historically. However, SAP's CRM never gained the market traction that its ERP did. By 2022, SAP
held only ~3.5% of the CRM market (Source: demandsage.com). Many SAP-centric Fortune 500

firms eventually opted for Salesforce to get a more flexible, user-friendly CRM and then integrated it
back to SAP ERP via connectors (often using MuleSoft). SAP still claims that a large portion of global
Fortune 500 companies are SAP customers — which is true for ERP (SAP says ~90% of global
Fortune 500 use SAP in some capacity) (Source: infoclutch.com). But for CRM specifically, SAP’s

presence in Fortune 500 is limited. One notable case is Toyota: it uses Salesforce for many front-
office functions (Source: infocleanse.com), despite being a major SAP ERP user. This mixed scenario

is common. In summary, SAP's CRM is not a major player in Fortune 500 today, though SAP
continues to partner with Salesforce in some cases (e.g. linking SAP S/4HANA with Salesforce via
MuleSoft).

¢ Adobe, HubSpot, Others: Adobe is a competitor in marketing automation (Adobe Experience Cloud)
and has some Fortune 500 traction for marketing campaigns (often in retail and media). But Adobe
doesn’t offer a full sales/service CRM, so it's usually complementary to Salesforce (or competing just
on the marketing front). HubSpot and other newer CRM platforms focus on small-to-mid market;
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they have minimal presence in Fortune 500 firms except perhaps in smaller divisions or as legacy
from acquisitions. IBM, Oracle, SAP all have some niche CRM pieces but nothing that challenges
Salesforce’s broad usage. Even homegrown CRMs — once common in banks and telecoms — have
largely been retired in favor of commercial platforms like Salesforce, due to the pace of innovation
required (especially with the rise of Al-driven CRM).

Overall, Salesforce's competitive position in the Fortune 500 is extremely strong. It's often said that
“Salesforce is the standard” for large enterprise CRM, much like SAP is for ERP or Microsoft is for office
productivity. The numbers bear this out: around 9 in 70 Fortune 500s use Salesforce (Source:
ascendix.com), whereas no other CRM provider likely exceeds 1-2 in 10 at most. One telling metric: even
combining its four biggest competitors (Microsoft, Oracle, SAP, Adobe) only yields ~18.7% CRM market
share - still less than Salesforce’s share alone (Source: ascendix.com). The Fortune 500 have contributed
significantly to Salesforce's ~$31 billion annual revenue (2023) (Source: truelist.co), and Salesforce's
enterprise momentum shows no sign of waning.

That said, competition is not absent. Microsoft in particular is weaving CRM into its broader offering (for
example, integrating Dynamics 365 with Microsoft Teams and Office, and pushing Al Copilot features
across its apps). Microsoft's massive footprint (e.g. Windows, Azure, Office in nearly all Fortune 500)
gives it channels to promote Dynamics CRM. And Oracle and SAP leverage their entrenched ERP
relationships to upsell CRM components. Most Fortune 500 companies use a mix of enterprise
software, so Salesforce must continuously prove its value to remain the central hub for customer data.
So far, it has been successful, as evidenced by high renewal rates and many customers expanding their
Salesforce deployments year over year.

Salesforce's Strategy and Market Position in the Fortune 500

How has Salesforce achieved such dominance in the Fortune 500, and how is it positioning itself
for the future? Several strategic factors and initiatives stand out:

e Broadening the Platform via Acquisitions: Salesforce has not been shy about acquisitions to fill
gaps and expand its offerings — a strategy very much aimed at large enterprises that prefer
integrated solutions. Over the past two decades, Salesforce has acquired around 70 companies,
spending over $70 billion on deals (Source: ascendix.com). Major acquisitions like Slack (2021),
Tableau (2019), MuleSoft (2018), ExactTarget (2013, became Marketing Cloud), Demandware
(2016, Commerce Cloud), and Quip (2016) have each added critical pieces to Salesforce's
portfolio. The rationale is to become a one-stop-shop for enterprise customer-facing tech. For
example, Slack brings workplace collaboration into the CRM fold; MuleSoft connects backend
systems to Salesforce; Tableau adds advanced analytics; etc. As IDC analysts noted, Salesforce's
ecosystem (including these acquired technologies and partner apps) is immense - in fact, the
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Salesforce ecosystem in 2021 was estimated to be 5 times larger than Salesforce itself in
economic terms(Source: ascendix.com). By acquiring and integrating best-of-breed solutions,
Salesforce increases its strategic importance to Fortune 500 clients. A CTO of a large company can
justify Salesforce as a platform for multiple needs, rather than just a sales tool. This “platform play” is
a cornerstone of Salesforce's enterprise strategy.

¢ Industry Focus and Solutions: In recent years, Salesforce has sharpened its focus on industry-
specific solutions to drive deeper adoption in Fortune 500 firms. The company established
dedicated "“Industry Clouds” (for Finance, Health, Manufacturing, Government, Education,
Nonprofit, etc.) that tailor the Salesforce platform to industry processes. For instance, Financial
Services Cloud provides data models for assets, liabilities, and financial accounts, popular with
banks and wealth managers (Source: cyntexa.com). Health Cloud offers features for patient
management and doctor-patient interaction tracking (Source: cyntexa.com). By speaking the
language of each industry, Salesforce reduces the customization burden for enterprise IT
departments and accelerates time-to-value. This industry strategy has been supported by
acquisitions too - e.g. Viocity (acquired 2020) brought in industry-specific CRMs for
communications, insurance, and energy. The effect is that Fortune 500 companies in specialized
sectors find Salesforce a closer fit to their needs out-of-the-box. Salesforce often forms industry
advisory councils of executives from Fortune 500 clients to shape product roadmaps, ensuring that
the platform evolves in line with enterprise demands. This tight alignment with industry requirements
has been key to winning over historically conservative industries (like government or healthcare) that
might have been skeptical of cloud CRM a decade ago.

e Deep Enterprise Sales & Support Model: Salesforce's go-to-market approach has long targeted
the upper end of town via a large direct salesforce and a network of enterprise consulting partners.
The company assigns dedicated account teams to major Fortune 500 clients, often co-innovating
solutions and helping articulate business value (e.g. Salesforce value reports, ROl studies). It also has
a robust Customer Success Group that provides strategic advisors to big customers. This high-
touch model assures Fortune 500 clients that their needs will be met. Additionally, Salesforce
nurtures C-level relationships — CEO Marc Benioff famously spends significant time with fellow CEOs,
evangelizing digital transformation. Salesforce's branding as a “customer success platform”
resonates with Fortune 500 leadership aiming to become more customer-centric. The trust
Salesforce has built is reflected in long-term contracts: many Fortune 500 customers sign multi-year
enterprise license agreements with Salesforce, essentially standardizing on the platform. As a result,
Salesforce’s revenue from its largest accounts continues to grow through expansions and renewals
(contributing to its ~95%-+ net revenue retention rate, per financial filings).

e Partner Ecosystem (AppExchange and Sls): A crucial part of Salesforce's enterprise strategy is
leveraging an ecosystem of partner apps and consulting services to extend Salesforce’s value.
Salesforce's AppExchange marketplace offers over 7,000 third-party apps, many aimed at specific
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enterprise needs (from compliance management to HR to industry-specific add-ons). According to
Salesforce, 90% of Fortune 500 Salesforce customers utilize partner apps or expertise from
the AppExchange ecosystem(Source: salesforce.com). This means a Fortune 500 company can

likely find pre-built solutions for many requirements, reducing the need for custom development. On
the services side, the likes of Accenture, Deloitte, PwC, IBM, Tata Consultancy, and other global
system integrators have large Salesforce practices. These partners help Fortune 500 clients
implement and customize Salesforce at scale. For example, Accenture has thousands of Salesforce
consultants and has been involved in deployments at Fortune 100 companies in telecom and
banking. The extensive partner network provides confidence to enterprises that skilled help is
available for any challenge, from integration to change management. Salesforce supports this via
programs like Salesforce Platinum partners and training thousands of certified professionals. All of
this creates a robust support system around Fortune 500 deployments, making Salesforce a "safe”
choice.

¢ Innovation in Al and Automation: Looking ahead, Salesforce is embedding cutting-edge
technologies like artificial intelligence (Al) into its platform — a strategy aimed squarely at keeping
Fortune 500 firms on the forefront. Salesforce’s Einstein Al (launched 2016) and newer initiatives
like Einstein GPT (announced 2023) inject Al-driven insights and automation into CRM workflows.
For large companies dealing with millions of customers and vast datasets, Al is increasingly essential.
Salesforce promises things like Al-driven sales forecasts, service case triage, and personalized
marketing content at scale. Marc Benioff has been vocal that we are entering a new era of Al-for-
CRM, and Salesforce intends to lead it. Industry analysts note that Fortune 500 adoption of Al in
CRM is rapidly rising, with Salesforce and its competitors all adding Al “copilots” to assist users. For
example, Microsoft's 2024 introduction of Dynamics 365 Copilot (an Al assistant) prompted
Salesforce to double-down on Einstein GPT. Salesforce’s strategy is to make its CRM “self-driving”
for enterprises - automating data entry, suggesting next-best actions for sales reps, auto-
generating reports, etc., to boost productivity. This focus on innovation ensures that Fortune 500
clients see a continuous stream of new value, justifying their ongoing investment in the platform. As
an IDC study highlighted, generative Al is on the rise in enterprise apps, and Salesforce is
embedding it to ensure large customers don't outgrow its platform(Source:
blogs.microsoft.com).

e Security, Compliance and Reliability: Finally, Salesforce's enterprise strategy has always
emphasized the trust and security needed by Fortune 500 firms. Salesforce operates on a multi-
tenant cloud, which initially raised concerns for some regulated industries. Over time, Salesforce has
achieved numerous certifications (ISO, SOC, FedRAMP for government, etc.) and built a reputation
for enterprise-grade security. The platform offers encryption, granular access controls, and
monitoring tools that large companies require. Salesforce’s uptime and performance are also critical
— and while no service is perfect, Salesforce has maintained >99.9% availability on its core services,
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investing heavily in infrastructure. This reliability, combined with strong compliance offerings (such
as shielding health data or financial data appropriately), has been a selling point to risk-averse
Fortune 500 CIOs. Many companies now entrust Salesforce with their most sensitive customer
data, confident in its security posture (Salesforce often touts that “Trust is our #1 value”).
Salesforce also provides governance frameworks and advisory services to help enterprises use the
platform in line with regulations like GDPR, HIPAA, etc. All of this strategic focus on trust has
removed barriers for Fortune 500 adoption that might have existed in the early cloud CRM days.

In sum, Salesforce's strategy for Fortune 500 success comes down to offering a comprehensive,
constantly innovating platform, deeply tailored to industries and supported by a rich ecosystem.
Salesforce positions itself not just as a software vendor but as a strategic partner in its clients’ growth
and digital transformation. This is encapsulated in Salesforce’s messaging around “Customer 360" - the
idea that a company can run all interactions (marketing, sales, commerce, service, etc.) on Salesforce to
get a full 360-degree view of the customer. For Fortune 500 firms facing disruptive competition and
rising customer expectations, this unified approach is highly attractive. It's a vision that competitors are
also chasing, but Salesforce's head start and execution have given it a formidable lead.

Historical Trends and Future Outlook

When examining Salesforce’s rise in the Fortune 500, the trend over the past decade has been one of
remarkable growth. Around 2010, Salesforce was still primarily associated with small and mid-sized
businesses and only beginning to crack large enterprise accounts. By 2015, Salesforce had landed
enough big clients to earn a spot on the Fortune 500 list itself for the first time (Source: ascendix.com),
with annual revenue around $5 billion. At that time, its Fortune 500 customer penetration was significant
but not yet dominant. Fast forward to 2018, and Salesforce reported 83% of Fortune 500 companies
were customers(Source: 17grapes.com). In just a few more years, that figure hit 90% (by 2021-2022)
(Source: ascendix.com). This trajectory shows how Salesforce moved from an upstart to the default
choice in enterprise CRM within roughly a decade.

Several factors drove this historical growth: the industry’s shift to cloud computing (where Salesforce was
an early leader), the failures or stagnation of legacy CRM systems, and Salesforce's own aggressive
expansion of product capabilities. The chart of Salesforce’s revenue is telling — from ~$2.3 billion in
2012 to ~$26.5 billion in 2022 (Source: truelist.co), a more than 10x increase in ten years. Much of that
revenue growth came from large enterprise clients scaling up their usage. Salesforce’s rank on the
Fortune 500 (by revenue) improved from #483 in 2015 to #133 in 2023 (Source: ascendix.com),
reflecting its integration into the fabric of the Fortune 500.
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Historically, one can also observe how Fortune 500 firms have expanded their Salesforce
deployments over time. For example, a big company might have adopted Sales Cloud around 2010 for
one division, then by 2015 rolled Salesforce out company-wide, then by 2020 added multiple clouds like
Service, Marketing, and Tableau. The value realized — in terms of sales efficiency, customer retention, and
agility — has generally led to further investment. Salesforce and independent analysts have published
numerous case studies highlighting results like increased sales win rates, higher customer satisfaction,
and strong ROI for large enterprises using the platform. (One Forrester study calculated a 299% ROI
over three years for Salesforce Marketing Cloud deployments (Source: demandsage.com).) These

successes reinforce a virtuous cycle: as more Fortune 500 companies publicly discuss their Salesforce-
driven transformations, peers in the industry are encouraged to follow suit to stay competitive.

Looking to the future, Salesforce's position in the Fortune 500 appears robust, but not without
challenges and areas to watch:

¢ Near 100% Saturation: With ~90% of Fortune 500 already on board, Salesforce’s future growth in
this segment will come more from expanding usage within existing customers than from signing up
new logos. We may see the percentage tick up a few more points (perhaps Salesforce will boast
"95% of Fortune 500" in a couple of years, approaching an upper limit). But essentially, Salesforce’s
Fortune 500 strategy is shifting from land-grab to maximize value per customer. This means
encouraging those ~450 companies to adopt even more Salesforce products (e.g. if they use Sales
Cloud, upsell Service and Marketing; if they use those, upsell Slack, Tableau, etc.). There is still room
in many accounts to grow wallet share — for instance, a bank might use Salesforce in retail banking
but not yet in institutional banking, or a multinational might only have Salesforce deployed in certain
regions. Salesforce will aim to penetrate those remaining pockets.

¢ Al and Automation Adoption: As mentioned, the next wave of CRM innovation is centered on Al,
machine learning, and automation. Salesforce’s large customers will be piloting and deploying Al
features at scale — for example, using Einstein GPT to auto-generate sales emails or using Al to
predict churn in millions of customers. If Salesforce's Al capabilities deliver tangible productivity
gains, it will reinforce Fortune 500 companies’ reliance on the platform (and likely lead to additional
licenses or upgrades). However, competition is also investing heavily in Al — Microsoft, for one, is
embedding OpenAl's GPT models across its Dynamics and Office suite, which could attract some
enterprises. Salesforce's bet is that by embedding Al within the CRM workflow (and leveraging its
proprietary data lake via Genie), it can provide smarter recommendations and automation than a
generic solution. Early indications show strong interest: in mid-2023 Salesforce reported thousands
of Al pilot projects with customers and has since launched the “Salesforce Al Cloud” to bundle Al
offerings. If Salesforce can help Fortune 500 firms harness Al responsibly (addressing data privacy
and bias concerns along the way), it will likely strengthen its position as an indispensable partner.
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Industry experts predict that by 2025, over 90% of Fortune 500 companies will be using Al-
enhanced CRM systems to some degree (Source: nexelero.com) — a trend Salesforce is poised to
capitalize on.

e Competitive Dynamics: While Salesforce is the incumbent, competitors will continue to target
enterprise CRM workloads. Microsoft's strategy of bundling (e.g. offering discounted Dynamics
CRM to its huge Office 365 installed base) could tempt some CFOs if the price differential is large.
Also, some Fortune 500 companies might adopt a multi-CRM strategy - for instance, using
Salesforce for one business unit and another CRM for a different, to avoid single-vendor lock-in or for
specific functionality. Additionally, industry-specific challengers could emerge; for example, Veeva
Systems (built on Salesforce's platform) is the dominant CRM for pharmaceutical sales teams — an
interesting case where a partner and Salesforce share the customer. Salesforce will need to navigate
these situations carefully (it has agreements like letting Veeva run on Salesforce platform through
2030). Overall, however, the switching costs for Fortune 500 companies to move off Salesforce
are very high at this point. Many have deeply customized Salesforce and integrated it into their core
workflows. As long as Salesforce continues to innovate and keep customers happy (addressing
concerns around cost, complexity, etc.), widespread defection is unlikely. Its biggest “competitor” in
some cases might be companies deciding not to expand CRM at all, but rather to invest in other
areas — though that too is countered by the centrality of customer experience today.

e Continued Growth of Ecosystem: Salesforce's ecosystem will likely continue to be a strength. We
can expect more specialized apps on the AppExchange tailored for Fortune 500 needs (e.g.
advanced cybersecurity, ESG tracking, industry compliance, etc.). Salesforce’s consulting partners
will also evolve — possibly using more automation and Al themselves to deliver Salesforce projects
faster and cheaper. One future challenge is ensuring enough skilled talent: as Salesforce usage grew,
the ecosystem at times saw a shortage of experienced admins and developers. Salesforce has
addressed this with initiatives like Trailhead (its online learning platform) and by encouraging a low-
code approach so that business users can create solutions without heavy IT Ilift. This
democratization of development (through tools like Salesforce Flow and the low-code platform) will
be important for Fortune 500 clients, who often have backlogs of IT requests. If department “citizen
developers” can extend Salesforce on their own, it increases stickiness. Salesforce’s recent push into
low-code and hyperautomation (and acquiring tools in that space) is aligned with this trend.

In conclusion, Salesforce’s penetration of the Fortune 500 has grown from virtually zero 20 years
ago to near-universal in 2025, marking one of the great enterprise software success stories. The
company's ability to continually broaden its platform (through innovation and acquisition), focus on
customer success, and adapt to industry needs has been key. Fortune 500 companies, for their part,
have embraced Salesforce as a catalyst for modernizing and unifying their customer strategies. As digital
transformation remains a top priority in boardrooms, Salesforce is well positioned to remain a strategic
vendor — though it will need to keep proving value through outcomes like revenue growth, customer
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satisfaction, and efficiency gains for its clients. Given current trajectories, it's conceivable that in a few
years nearly every Fortune 500 company will be a Salesforce customer in some capacity. Salesforce's
challenge (and opportunity) will then be to deepen those relationships — for instance, helping each of
those companies achieve things like a 360° customer view, real-time personalized experiences, and
Al-driven business processes. If successful, Salesforce will not only retain its Fortune 500 dominance
but also further entrench itself as a critical platform for the next era of business. The CRM giant's own
motto, “Go Big and Do Good,” seems apt: it has certainly gone big in the Fortune 500, and its focus now
is on delivering the goods (and good outcomes) for those enterprise customers year after year.

Sources:

e Salesforce adoption and client examples in Fortune 500 (Source: ascendix.com)(Source:
cyntexa.com) (Source: infocleanse.com)

e Fortune 500 companies using Salesforce (90% in 2022 vs 83% in 2017) (Source: ascendix.com)
(Source: demandsage.com); Fortune 100 ~95% in 2018 (Source: 17/grapes.com)

e Examples of Fortune 500 Salesforce customers by industry (Walmart, Amazon, AmEx, Toyota, etc.)
(Source: ascendix.com)(Source: cyntexa.com)

e Salesforce’s product usage and market share: Sales Cloud, Service Cloud lead their categories
(Source: ascendix.com); Slack used by 77% of Fortune 100 (Source: slack.com); Tableau & MuleSoft
revenue contribution (Source: ibirdsservices.com)

e Industry breakdown of Salesforce customer base (services 34%, finance 15%, retail 14%, etc.)
(Source: demandsage.com)

e Competitive landscape: CRM market shares (Salesforce ~21.7%, Microsoft ~5.9%, Oracle ~4.4%,
SAP ~3.5%) (Source: demandsage.com); combined top-4 competitors < Salesforce alone (Source:

ascendix.com)

e Salesforce strategy insights: AppExchange usage by 90% of Fortune 500 Salesforce customers
(Source: salesforce.com); Slack acquisition strategy (Source: ascendix.com); Quote from AmEx EVP

on Salesforce value (Source: infocleanse.com); IDC on Salesforce ecosystem multiple (Source:

ascendix.com).
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About Cirra Al

Cirra Al is a specialist software company dedicated to reinventing Salesforce administration and delivery through
autonomous, domain-specific Al agents. From its headquarters in the heart of Silicon Valley, the team has built the
Cirra Change Agent platform—an intelligent copilot that plans, executes, and documents multi-step Salesforce
configuration tasks from a single plain-language prompt. The product combines a large-language-model
reasoning core with deep Salesforce-metadata intelligence, giving revenue-operations and consulting teams the
ability to implement high-impact changes in minutes instead of days while maintaining full governance and audit
trails.

Cirra Al's mission is to “let humans focus on design and strategy while software handles the clicks.” To
achieve that, the company develops a family of agentic services that slot into every phase of the change-
management lifecycle:

* Requirements capture & solution design - a conversational assistant that translates business
requirements into technically valid design blueprints.

o Automated configuration & deployment - the Change Agent executes the blueprint across sandboxes
and production, generating test data and rollback plans along the way.

e Continuous compliance & optimisation — built-in scanners surface unused fields, mis-configured sharing
models, and technical-debt hot-spots, with one-click remediation suggestions.

o Partner enablement programme - a lightweight SDK and revenue-share model that lets Salesforce Sls
embed Cirra agents inside their own delivery toolchains.

This agent-driven approach addresses three chronic pain points in the Salesforce ecosystem: (1) the high cost of
manual administration, (2) the backlog created by scarce expert capacity, and (3) the operational risk of
unscripted, undocumented changes. Early adopter studies show time-on-task reductions of 70-90 percent for
routine configuration work and a measurable drop in post-deployment defects.

Leadership

Cirra Al was co-founded in 2024 by Jelle van Geuns, a Dutch-born engineer, serial entrepreneur, and 10-year
Salesforce-ecosystem veteran. Before Cirra, Jelle bootstrapped Decisions on Demand, an AppExchange ISV
whose rules-based lead-routing engine is used by multiple Fortune 500 companies. Under his stewardship the
firm reached seven-figure ARR without external funding, demonstrating a knack for pairing deep technical
innovation with pragmatic go-to-market execution.

Jelle began his career at ILOG (later IBM), where he managed global solution-delivery teams and honed his
expertise in enterprise optimisation and Al-driven decisioning. He holds an M.Sc. in Computer Science from Delft
University of Technology and has lectured widely on low-code automation, Al safety, and DevOps for SaaS
platforms. A frequent podcast guest and conference speaker, he is recognised for advocating “human-in-the-loop
autonomy”—the principle that Al should accelerate experts, not replace them.

Why Cirra Al matters

o Deep vertical focus - Unlike horizontal GPT plug-ins, Cirra’s models are fine-tuned on billions of
anonymised metadata relationships and declarative patterns unique to Salesforce. The result is context-
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aware guidance that respects org-specific constraints, naming conventions, and compliance rules out-of-
the-box.

o Enterprise-grade architecture — The platform is built on a zero-trust design, with isolated execution
sandboxes, encrypted transient memory, and SOC 2-compliant audit logging—a critical requirement for
regulated industries adopting generative Al.

o Partner-centric ecosystem - Consulting firms leverage Cirra to scale senior architect expertise across
junior delivery teams, unlocking new fixed-fee service lines without increasing headcount.

e Road-map acceleration — By eliminating up to 80 percent of clickwork, customers can redirect scarce
admin capacity toward strategic initiatives such as Revenue Cloud migrations, CPQ refactors, or data-model
rationalisation.

Future outlook

Cirra Al continues to expand its agent portfolio with domain packs for Industries Cloud, Flow Orchestration, and
MuleSoft automation, while an open API (beta) will let ISVs invoke the same reasoning engine inside custom UX
extensions. Strategic partnerships with leading Sls, tooling vendors, and academic Al-safety labs position the
company to become the de-facto orchestration layer for safe, large-scale change management across the
Salesforce universe. By combining rigorous engineering, relentlessly customer-centric design, and a clear ethical
stance on Al governance, Cirra Al is charting a pragmatic path toward an autonomous yet accountable future for
enterprise SaaS operations.

DISCLAIMER

This document is provided for informational purposes only. No representations or warranties are made regarding the
accuracy, completeness, or reliability of its contents. Any use of this information is at your own risk. Cirra shall not be liable
for any damages arising from the use of this document. This content may include material generated with assistance from
artificial intelligence tools, which may contain errors or inaccuracies. Readers should verify critical information independently.
All product names, trademarks, and registered trademarks mentioned are property of their respective owners and are used
for identification purposes only. Use of these names does not imply endorsement. This document does not constitute
professional or legal advice. For specific guidance related to your needs, please consult qualified professionals.
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