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THE QUALIFICATION MAP: 
QUALIFYING THE PROSPECT

Welcome to “The Qualification Map: Qualifying the Prospect.”
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During the Understanding stage of the Synchronized CEL sales process, you are qualifying the 
prospect and the project based upon the information you have collected.

To guide you in this information-gathering process, we suggest that you use a structured tool like the 
Qualification Map. The Qualification Map can easily be adjusted to the requirements of your 
organization, reflecting the realities of your vertical market and your target prospects and customers, 
as well as your particular organization.

As you discover information, or as the information changes, the qualification map can be a great 
resource. 

In addition, it can be a great communication tool between the members of the sales team and provide 
a quick overview of your knowledge of the prospect and the project.

It will also help in communicating your understanding of the opportunity to your sales manager or SAP 
channel manager when you require their assistance or if you are providing them with feedback 
regarding the opportunities you are working on.
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LEARNING OBJECTIVES

At the end of this lesson, you will be able to:
Name the three areas rated by a Qualification Map

Explain how a Qualification Map can help you qualify 
prospects objectively

List the Key Enablers for Solution Sales

At the end of this lesson, you will be able to:
name the three areas rated by a Qualification Map,

explain how a Qualification Map can help you qualify prospects objectively, and

list the Key Enablers for Solution Sales.
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CREATE YOUR OWN QUALIFICATION MAP

4

Create your own Qualification Map. 
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CREATE YOUR OWN QUALIFICATION MAP

Qualification Maps are based on 
your organization’s:

Market Segment

Prospect Profile

Sales Staff

Type of Solution

Follow a Standardized Process

It is recommended that each partner organization create its own Qualification Map based upon its 
market segment, prospect profile, sales staff, type of solution, etc. If your market segment is fast-
moving consumer goods, and you provide a distribution solution, you will require different information 
than if you were a services organization providing project management services for Information 
Technology companies.

It is not important what is measured in the Qualification Map, only that a standardized process is 
followed to reduce risk over a period of time. If the process is standardized, then you and your 
company’s management can compare different sales opportunities as well as review your history.  For 
example, you could look at your records to see where you lost an opportunity because you were not 
able to show the value in your solution.
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3 KEY QUESTIONS TO KEEP IN MIND

As shown in the previous lesson, there are 3 questions you need to keep in mind as you start 
collecting information for the Qualification Map …

Will there be a project? Is the company able to implement a solution like yours at all? Could they be 
experiencing financial problems? Do they have the correct level of skilled employees? 

What is the buying process? Do you know how they will make the decision to buy a new solution? Do 
you know the decision makers in this project? Do you know what their expectations are? And, last but 
not least –

Can we succeed with this project? Is our solution actually differentiated from the competition? Do we 
really have value to add to the prospect? If we win the business, do we have the resources to 
implement the solution?

You are probably realizing that these are also questions that the prospect should be asking while 
determining the feasibility of buying and implementing a new solution.

The information required can be organized under the headings Prospect, Project and Risk Information.



7

© SAP AG 2005, Channel Partner Sales Training 7

Can we
succeed?

Will there 
be a 

project?

What is 
the 

Buying
Process?

Assume Assume Assume

A) Prospect 
Information

B) Project
Information

C) Risk
Information

3 KEY QUESTIONS TO KEEP IN MIND

We will approach the process with some assumptions: 

we believe that there will be a project because the prospect has real need,

the buying process is understood, as we know who the main decision maker is, and 

we believe that we can succeed, because we have a good solution and good people to do the 
implementation.
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3 KEY QUESTIONS TO KEEP IN MIND

Validate your assumptions over time =
Qualify the Opportunity

Now we have to validate these assumptions over time …

This process is called qualifying the opportunity. 
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TOOL: QUALIFICATION MAP

The qualification map is a structure used to collect and validate information, enabling an understanding of the sales project. 
The qualification map shows at a glance your understanding  of the various categories of information which you are 
measuring under the headings of Prospect, Project and Risk.

So what exactly will you be doing with the Qualification Map?

You will rate the information that you have collected and the assumptions that you have made using a very basic rating 
system, ranging from 1 for Poor to 10 for Excellent.

This will highlight the areas in which you are strong, and the areas where you are weak, due to lack of information or the 
particulars of the situation, giving you an overview of your position with this opportunity at this stage.

Here are some sample questions to help you build a Qualification Map: 

Do I know the prospect profile? Which line of business are they in? Which target markets do they serve? Are they local or do 
they trade internationally? What is their ownership structure?

What is their financial situation? Do they have enough cash to buy my solution or will I have to arrange financing options for 
them?

Do I have an understanding of their drivers and requirements? Which general drivers (their product life cycle, legal and 
market situation, company situation, etc.) are influencing the prospect? How important is the project to the prospect? Why 
does the prospect have to act now? When do they have to make a decision? What is the economic or personal impact of a 
delay in the project?

Do I have an understanding of the project framework? What requirements does the prospect have for the project? What 
exactly does the prospect want to accomplish? Are the requirements clearly defined? Which critical success factors does the 
prospect have?  Is there a time frame and process defined for the project? Is the prospect ready and willing to allocate 
resources to the project? Do they have experience with buying and implementing software solutions? 
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TOOL: QUALIFICATION MAP

I may then rate my Prospect information as follows:

I know all about my prospect’s profile, meaning the company’s line of business, target markets, where 
it operates, and its ownership structure.  So I rate this a 10. 
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TOOL: QUALIFICATION MAP

The company needs financing, but I have a financing option for them which I have validated they will 
feel comfortable with. This gets a 5. 
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TOOL: QUALIFICATION MAP

Regarding  drivers and requirements, this project is very important to the prospect. There is a 
compelling reason to start now, like changes in the laws they must comply with. This gets a 7. 
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TOOL: QUALIFICATION MAP

Unfortunately, I do not know enough about the project framework. I am not sure what they want to 
accomplish, other than legal compliance, which could be accomplished through the adoption of a 
manual or semi-automated alternative solution.  And they have no experience in buying software.  So I 
will rate this a 3. 
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TOOL: QUALIFICATION MAP

I rate the Project information in the same way.

I have an excellent relationship with all the players at the prospect, so I give this a 10. 
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TOOL: QUALIFICATION MAP

Our solution will be able to meet most of their expectations. The gap will still have to be clearly defined 
though. An expectation for product enhancements would be doable, but other expectations might 
require using software from the integration Solution Partner. I will rate this a  5. 
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TOOL: QUALIFICATION MAP

The decision-making structure is clear. The company is owned by an investment company which will 
have to provide final approvals.  I will also rate this a 5.
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TOOL: QUALIFICATION MAP

Unfortunately, the political situation is a problem. There isn’t a good relationship between the 
prospect’s management and their investors. I will therefore rate this a 1. 
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TOOL: QUALIFICATION MAP

As to the Risks to our company if we do engage with this sales project, the biggest risks are with 
regard to competitive differentiation. For example, the prospect’s requirements can be met by most of 
the competition out of the box. I rate this a 1. 
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TOOL: QUALIFICATION MAP

Our relative value add is still very difficult to describe. We will have to discover more areas where we 
can add value, so this gets a 2.
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TOOL: QUALIFICATION MAP

Luckily, we have a brilliant team of people who are standing by to implement the project, so we can 
rate this a 10.
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TOOL: QUALIFICATION MAP

Unfortunately, the prospect has a very small team of people working in the area where the solution will 
be implemented; it will not be easy for them to do their work and help with the implementation of a new 
solution and be trained on it as well. So I have rated this a 1.
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TOOL: QUALIFICATION MAP

We have reached a value of 60 out of a possible 120.

This rating is an indication that we still have much work to do if we are to qualify this as a “good sales 
project.”

However, it is now clear where our problem areas lie and we can build a strategy accordingly.

Please note that you, our SAP channel partner, may want to qualify different sets of information. The 
Qualification Map can easily be adjusted to reflect the information which you believe is relevant. 
However, it is important that within a sales organization a common standard be practiced, and that this 
standard is well communicated to your SAP channel manager.

There is no right or wrong information … what is important is reaching a qualified overview of the 
prospect, the project and your chances of winning.
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From Subjective to Objective
Arguments:

The Qualification Map is too subjective

The topics being measured are too broad

Solution:

Narrow the topical questions

Base topics on the partner’s requirements for qualification

BEHIND THE QUALIFICATION MAP

You might say that the Qualification Map is really very subjective. That it all depends on what you choose to measure and 
then on your personal ‘feeling’ for what that measurement might be.

What can we do to make the process less subjective and more objective? First, let us find out what the Oxford English 
Dictionary say is the difference between being subjective and objective:

Subjective is being influenced by personal feelings, tastes, or opinions. 

Objective means NOT being influenced by personal feelings, tastes or opinions.

What is important is that a consistent, systematic approach is followed to reduce the risk of the opportunity. For example, if 
you use the Qualification Map, you will not get carried away when you have a great relationship with the decision maker, and 
forget to take notice of the fact that your solution has no differentiation from the competition! You might still lose the business 
in this situation because, at the end of the sales project, the competition simply lowers their price dramatically. Your prospect 
will then buy from the competition, as they cannot see any difference between the offerings!

If the Qualification Map is too subjective, this could be because the topics being measured are too broad, for example, 
‘Financial Situation’ is a very broad topic, as are ‘Political Situation’ and ‘Competitive Differentiation’. The solution to this is to 
have a number of more narrow topical questions which support each entry in the Qualification Map. The selection of these 
questions will be based upon the partner’s requirements for qualification.

The Qualification map will make sure that you ALWAYS take ALL the angles into consideration, for EVERY opportunity that 
you qualify.

In the next section we will look at some sample topical questions ….
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PROSPECT INFORMATION

24

Prospect Information
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A1. Prospect Profile
What is the business of my prospect ? 

In which market is my prospect active?

Is there pressure to act in the industry?

Key enabler for solution sales:
Become the expert on the prospect’s business!

A. PROSPECT INFORMATION

Prospect

Which topical questions could I ask to make the Qualification Map entry ‘Prospect Profile’ more 
objective?

What is the business of my Prospect ? Are they a service provider or a manufacturer or a government 
agency?

In which market or markets is my Prospect active? As a Service provider they may be concentrating 
on the IT field, or as a manufacturer they produce luxury furniture, or they may be a local city council.

Is there pressure to act in the industry? There might be new tax laws which they have to implement, or 
their industry might be moving from one type of supplier model to another.

Or their product range may be changing. An example would be camera equipment shops who had to 
switch to digital cameras and printing.

Why are you collecting this information? 

Because you want to become an expert on the prospect’s business! 
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A2. Financial Situation of the Prospect
What is the financial situation of the prospect ?

What is the typical financing behavior of the prospect ?

How does the financial situation impact the upcoming project?

Has the budget for a project been defined and approved?

Is the budget in line with your solution’s required budget?

Key enabler for solution sales:
Diagnose the financial situation of the prospect and 

know the various financing options

A. PROSPECT INFORMATION

Prospect

Regarding the Financial Situation of the prospect, the following typical questions can be used:

What is the typical financing behavior of the prospect ? Do they use cash on hand, credit, lease? Do 
they make financial investment decisions at the beginning or end of the year or maybe every quarter?

How does the financial situation impact the upcoming project? Will they have enough cash on hand, or 
enough credit to buy the solution?

Has the budget for a project been defined and approved? The answer to this question may not be 
clear at the beginning, but it is important to track this information through the sales process.

Is the budget in line with your solution’s required budget? If it isn’t, will they be able to raise more 
money? Could you help them with financing arrangements?

Again, why are you collecting this information? 

You want to diagnose the financial situation of the prospect and know the various financing options



27

© SAP AG 2005, Channel Partner Sales Training 27

A3. Drivers & Requirements
Which general drivers are influencing the prospect ?

Has a project been initiated?

How important is the project to the prospect ?

Why does the prospect have to act now? 

When do they have to decide?

What is the economic or personal impact of a delay in the project?

Key enabler for solution sales: 
Qualify the urgency and importance of the project

on the prospect’s terms!

A. PROSPECT INFORMATION

Prospect

What are the Drivers & Requirements of the prospect ?

Which general drivers (their product life cycle, legal and market situation, company situation, etc.) are 
influencing the prospect ? It may be that they want to sell the company to investors, but they cannot 
give a good account of their financial situation. Or they want to raise more capital, but need to justify 
themselves at the bank with better financial reporting than what they have now.

Is there a project initiated and who did it? Who is the current supplier to the prospect? Which other 
suppliers do they have? What have their experiences with their suppliers been like?

How important is the project to the prospect ? Is this a make or break project or just nice to have? A 
new Human Resources implementation might seem just nice to have - until you find out that the 
prospect has one of the highest staff turnovers in their industry, and this has a very negative impact on 
market opinion. 

Why does the prospect have to act now? Are they experiencing any pains at the moment? Like a high 
product return rate?

When do they have to decide? Could they wait until next year, or do they have to make a decision 
before the end of the quarter?

What is the economic or personal impact of a delay in the project? It might be that every day lost due 
to their current solution means more customer dissatisfaction, which will mean less install base 
business, or it could mean that the manager of the company is spending so much time in the office 
ensuring quality control that his or her family life is suffering as a result.

Why are you collecting this information? 

Because you want to qualify the urgency and importance of the project on the prospect ’s terms!



28

© SAP AG 2005, Channel Partner Sales Training 28

A4. Project frame definition
Which requirements does the prospect have for the project?

Which critical success factors does the prospect have? 

Is there a time frame and process defined for the project?

Which stage of the buying and selling process is the prospect in?

Is the prospect ready and willing to allocate resources to the project?

Do they have experience with buying / implementing software solutions?

Key enabler for solution sales: 
Validate and develop the prospect’s ability to succeed 

with the project.

A. PROSPECT INFORMATION

Prospect

What is the Project frame definition?

Which requirements does the prospect have for the project? What exactly does the prospect want to accomplish? 
Do they want a new manufacturing solution, or do they simply want to fix the problems in the system which they 
currently have? Are the requirements clearly defined? Have they actually drawn up a list of requirements or is this 
still a verbal exercise for them? Does it hurt so much that they have to place a contract now, or are they still in the 
talking phase?

Which critical success factors does the prospect have? Has the prospect actually reached the point where they 
have determined what their success factors would be, or are they still speculating?

Is there a time frame and process defined for the project?

Which stage of the buying and selling process is the prospect in? Is it possible for you to determine where in the 
buying process the prospect is? What will you have to do to ramp up your sales process to come up to speed 
with them?

Is the prospect ready and willing to allocate resources to the project? This is the tough question. If the prospect is 
not willing to commit resources to a project, then the chances of this project ever coming off the ground are very 
slim.

Does the prospect have experience with buying or implementing software solutions?

Why are you asking these very tough questions? 

Because you want to validate and develop the Prospect ’s ability to succeed with the project.
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PROJECT INFORMATION

29

In this section, we will look at the information you gather to ensure that you have a good understanding 
of the prospect’s project. 
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B1. Prospect Relationship
Do we have a business relationship with the prospect or is this a 
new prospect?

How good is the relationship and how stable is the relationship with 
the prospect ? 

What are the potential problem areas and ways to address them?

What measurable value have we been able to deliver in the past?

At what level is the relationship to the prospect ? (CEO, manager, 
user, etc.)

What is the cultural fit with the organization of the prospect ?

Key enabler for solution sales: 
Assess, develop and leverage the quality of your

relationship with the prospect.

B. PROJECT INFORMATION

Project

What does our relationship with the Prospect look like??

Do we have a business relationship with the prospect or is this a new prospect? Have we sold to them 
before? 

How good is the relationship and how stable is the relationship with the prospect ? Will they be willing 
to buy from us? Do they like us? 

What are the potential problem areas and ways to address them? It may be that there is a past 
relationship, either at a company level or between individuals, which is less than excellent. Will we be 
able to work around that?

What measurable value have we been able to deliver in the past? Were we able to solve a particular 
business problem for them? Did we help them to achieve a particular goal?

At what level is the relationship to the prospect ? (CEO, Manager, User, etc.)

What is the cultural fit with the organization of the Prospect ? Will we be able to get along? Will our 
staff be willing to spend a couple of months on site implementing the solution?

Why are you asking these questions? 

Because you want to assess, develop and leverage the quality of your relationship with the prospect.
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B2. Expectations Match
How good is the fit between our solution and the requirements and 
the environment of the prospect ?

Have we set the expectations correctly?

Does our solution fit into the budget and price expectation of 
the prospect ?

Key enabler for solution sales: 
Set correct expectations for both buyer and seller

B. PROJECT INFORMATION

Project

Will we be able to match the expectations of the prospect?

How good is the fit between our solution and the requirements and environment of the Prospect ? Is 
what we have 90% of what the prospect wants? Or will we have to do extensive rewriting of our 
solution?

Have we set expectations correctly? Have we helped the prospect understand their implementation 
process? Do they realize that it will take 3 months to implement, and that their staff will have to be 
retrained? Do they realize that there will be no automatic synchronization between their own in-house 
Customer Relationship Management application and the new Finance and  Manufacturing solution? 
(Well, there could be, but not on their tight budget!)

Does our solution fit into the budget and price expectation of the prospect ?

Have we helped the prospect understand the “big picture” of buying ERP solutions? Often prospects 
do not understand the concept of Total Cost of Ownership, and end up making decisions for ‘cheaper’
solutions in the short term, which in the long term will cost them much more.

Why do you have to ask these questions of both yourself and your prospect? 

Because you want to set the correct expectations for both buyer and seller.
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B3. Decision Making
Is the decision making / approval process defined?

What are the formal and informal decision criteria of the prospect ? 

Do you know how the prospect has decided in past projects?

Key enabler for solution sales: 
Understand and drive the decision making process

B. PROJECT INFORMATION

Project

In this section we will look at the decision making process of the prospect.

Is the decision making / approval process defined? Who makes decisions? The line managers, the 
CEO, the management board, the board of directors, or the owners?

What are the formal and informal decision criteria of the prospect ? Do they base their decision upon 
price, risk, or relationship? Do you know the priority of criteria? What are the knock-out criteria? They 
may insist on dealing with local companies only. Or they may insist on seeing only local references 
and demand a minimum of three.

Do you know how the prospect has decided in past projects? Not only for software solutions but other 
investments of a similar size. This may be more difficult to find out, but nothing stops you from asking.

Why are you collecting this information? 

Because you want to understand and drive the decision making process.
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B4. Political Situation
Who are the key people for the project?

Do we have the support of a mentor?

Key enabler for solution sales: 
Assess and work within the political situation in the account

B. PROJECT INFORMATION

Project

How will the political situation impact the sales project?

Who are the key people on the project? What role do they play and what is their attitude towards us? 
Is a person the user of a system or the evaluator of the solution or the decision maker? How do these 
people relate to each other? In small organizations, these roles might be fulfilled by one and the same 
person. Which incentives and goals do these people have? A personal goal might be to reduce hours 
spent at the office, or to have better quality management information. Do we have access to executive 
management? If so, how good is our relationship? If not, what can we do to get this access?

Do we have the support of a mentor? Who inside the prospect wants us to win the project and why?  Is 
this person really a mentor? Or are they simply being nice - which means they will be nice to the 
competition as well?

Why is it  important for you to collect this information?

Because you want to assess and work within the political situation in the account.
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RISK INFORMATION

34

This section is particularly important as it deals with the risk involved when you, the SAP partner, 
pursue an opportunity. You can quantify this risk by asking the right questions of yourself and your 
prospect.
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C1. Differentiation

Prospect perception
Does the prospect recognize our strengths?

Are our strengths relevant to their decision criteria?

Does the prospect see us as unique?

Our perception
Do we know the other players in the opportunity?

How did we handle them in the past?

What makes us unique relative to them?

What are their weak spots?

Key enabler for solution sales: 
Develop your competitive differentiation one prospect at a time

C. RISK INFORMATION

Risk

The first questions in this section deal with differentiation, both from the prospect’s perception and our own.

Prospect perception

Does the prospect recognize our strengths? Do they see what value it will bring to do business with an 
SAP partner?

Are our strengths relevant to their decision criteria? Does the fact that we have 4 references in their 
market segment mean something to them, or are they more interested in the price per user?

Does the prospect see us as unique? Or do they believe that our competition has similar offers?

Our perception

Do we know the other players in the opportunity? Who are we competing against?

How did we handle them in the past? Here it will be important to have a ready-to-use, win/loss history 
regarding our competition. 

What makes us unique relative to them?

What are our competitors’ weak spots? Are they at the end of their product lifecycle with no major 
investment in sight, compared to our product which has the might of the SAP development engine behind 
us?

Why are you asking these questions? 

Because you want to develop your competitive differentiation one prospect at a time.
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C2. Relative Value Add

Prospect perception
What is the perceived value add the prospect perceives?

How confident are they that they will achieve their goals?

Do they see you as a value add? 

Our perception
Does the prospect recognize our strengths?

Can we position this value in a measurable and credible way?

Which value differentiates us from our competition?

Key enabler for solution sales: 
Develop the value proposition one prospect at a time

C. RISK INFORMATION

Risk

What will be the relative value add of our solution to the prospect?

Prospect perception:
What is the value-add the prospect perceives? Will our solution enable them to become the market 
leader? Will the solution reduce their product returns. Will they be able to get project costing done faster, 
meaning better quality proposals to their customers?

How confident are they that they will achieve their goals?

Do they see you as a value add? On a personal level, do they see you as a Trusted Advisor? Somebody 
whose opinion they value? And your company – are you a Preferred Supplier even a  Partner to the 
prospect?

Our perception:
Does the prospect recognize our strengths?

Can we position this value in a measurable and credible way?

Which value differentiates us from our competition? What is it that we do that is different from the rest?

Why do you have to ask these tough questions of yourself, your company and your solution? 

Because you want to develop the value proposition one prospect at a time
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C3. Our Resources needed
Do we have the required pre-sales, sales and services resources to succeed 
with the project? 

Is your standard demo capable of showing the most critical aspects of the 
solution?

Is your solution capable of delivering 80% of the required functionality out of 
the box?

Has your management been involved? 

Are SAP resources being used?.

Can we win this account at a profit?

Key enabler for solution sales: 
Assess and deploy your resources for a successful project

C. RISK INFORMATION

Risk

You will want to ensure that the resources needed for this project will be available.

Questions which can lead you to this answer are:

Do you have the required pre-sales, sales and services resources to succeed with the project?

Is your standard demo capable of showing the most critical aspects of the solution?

Is your solution capable of delivering 80% of the required functionality out of the box?

Has your management been involved in an optimal way?

Are the SAP resources being used in the most useful manner? Such as your SAP Channel Account 
Manager, or the Channel Partner Portal, etc.?

Can we win this account at a profit?

Why are you asking these questions? 

Because you want to assess and deploy your resources for a successful project.
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C4. Prospect Resources needed
Does the prospect have the required internal resources?

Has the prospect ’s management been involved? 

Is the eco-system of the prospect involved / informed?

Is the prospect’s staff motivated to conclude the project?

Key enabler for solution sales: 
Help the prospect to deploy their resources for a successful project

C. RISK INFORMATION

Risk

Last but not least, we need to ensure that the prospect will have the right resources for the 
implementation of this project as well.

Does the prospect have the required internal resources to win the sales case? Systems, space, 
people, skills, processes, motivation, etc.?

Has the prospect ’s management been involved in an optimal way? Is the management supportive of 
the project?

Is the eco-system of the prospect involved or informed? Is the prospect a subsidiary or branch of 
another SAP account? Does the prospect need approval from a lawyer, supervisory board, holding 
company, etc.?

Is the prospect highly motivated to conclude the project? Does he or she believe in the success of the 
project?

Why is this information required when qualifying an opportunity?

Because we want to help the prospect to deploy their resources for a successful project.
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The Qualification Map reduces the project’s risks 

Build  your own Qualification Map

PROSPECT PROJECT RISK

SUMMARY QUALIFICATION MAP

In summary:

The Qualification Map is an invaluable tool to reduce a project’s risks over a period of time.

Partners are encouraged to build Qualification Maps and to draft supporting questions based upon 
their own requirements that relate to their vertical markets and the profiles of their prospects. 
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You should now be able to:
Name three areas rated by a Qualification Map

Explain how a Qualification Map can help you qualify 
prospects objectively

List the key enablers for solution sales

LEARNING OBJECTIVES RECAP

You should now be able to:

name the three areas rated by a Qualification Map,

explain how a Qualification Map can help you qualify prospects objectively, and

list the Key Enablers for Solution Sales.

If you feel you need to review any part of this lesson, use the navigation bar on the left-hand side of 
the screen to jump to a particular section. 



41

© SAP AG 2005, Channel Partner Sales Training 41

COPYRIGHT 2005 SAP AG. ALL RIGHTS RESERVED

No part of this publication may be reproduced or transmitted in any form or for any purpose without the express 
permission of SAP AG. The information contained herein may be changed without prior notice.

Some software products marketed by SAP AG and its distributors contain proprietary software components of 
other software vendors.

Microsoft®, WINDOWS®, NT®, EXCEL®, Word®, PowerPoint® and SQL Server® are registered trademarks of 
Microsoft Corporation. 

IBM®, DB2®, DB2 Universal Database, OS/2®, Parallel Sysplex®, MVS/ESA, AIX®, S/390®, AS/400®, OS/390®, 
OS/400®, iSeries, pSeries, xSeries, zSeries, z/OS, AFP, Intelligent Miner, WebSphere®, Netfinity®, Tivoli®, 
Informix and Informix® Dynamic ServerTM are trademarks of IBM Corporation in USA and/or other countries.

ORACLE® is a registered trademark of ORACLE Corporation.

UNIX®, X/Open®, OSF/1®, and Motif® are registered trademarks of the Open Group.

Citrix®, the Citrix logo, ICA®, Program Neighborhood®, MetaFrame®, WinFrame®, VideoFrame®, MultiWin® and 
other Citrix product names referenced herein are trademarks of Citrix Systems, Inc.

HTML, DHTML, XML, XHTML are trademarks or registered trademarks of W3C®, World Wide Web 
Consortium, Massachusetts Institute of Technology. 
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