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Breakthrough Business Pro ductivity Designed Specifically For Your People  

 

 
 

Overview  
Businesses donôt garner insights or make decisions. Businesses donôt close deals, invent 

new products, or find new efficiencies.  
 

People do.  

 
Companies excel when they empower their people to dri ve the business forward.  

Strategies, organization, motivation, and leadership all set the stage for business success. 
But to see results, you also have to give your people the right tools, information, and 

opportunities ðbecause success ultimately comes dow n to your people. We call a business 
that fosters a winning environment a ñpeople-ready business.ò 

 
Software is instrumental to the people - ready business. Software is increasingly how we 

harness information, the lifeblood of business today. Software enable s people to turn data 

into insight, transform ideas into action, and turn change into opportunity.  
 

Microsoft is building the next generation of breakthrough business applications designed to 
amplify the impact of your people . 
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ñThe software challenges that lie ahead are less about getting access to the 

information people need and more about making sense of the information they 
have ðgiving them the ability to focus,  prioritize and apply their expertise, 

visualize and understand key data, and reduce the amount of time they spend 
dealing with the complexity of an information -rich environment.ò 

Bill Gates  
Chairman and Chief Software Architect  

Microsoft Corporation  
 

Intr oduction  
Over the past decade, software has evolved to build bridges between disconnected islands 

of information and give people powerful ways to communicate, collaborate and access the 
data that's most important to them.  

 
But the software challenges that  lie ahead are less about getting access to the information 

people need, and more about making sense of the information they have .  
 

To tackle these challenges, business  software needs to evolve. It's time to build on the 

capabilities we have today and cre ate software that helps people  adapt and thrive in an 
ever -changing work environment. Advances in pattern recognition, smart content, 

visualization and simulation, as well as innovations in hardware, displays and wireless 
networks, all give us an opportuni ty to re - imagine how software can help people get their 

jobs done.  
 

This is an important goal not only because the technology has evolved to make it possible, 
but also because the way we work is changing.  

 

Now more than ever, competitive advantage comes from the ability to transform ideas into 
value --  through process innovation, strategic insights and customized services. We are 

evolving toward a diverse yet unified global market, with customers, partners and suppliers 
that work together across cultures and continents. Business is becoming more transparent, 

with a greater need to ensure accountability, security and privacy within and across 
organizations.  

 
All of these changes are giving people new and better ways to work, but they also bring a 

new set o f challenges: a deluge of information, constant demands on their attention, new 

skills to master and pressure to be more productive.  
 

A recent study showed that 56 percent of workers are overwhelmed by multiple 
simultaneous projects and interrupted too of ten; one - third say that multi - tasking and 

distractions are keeping them from stepping back to process and reflect on the work they're 
doing. In the United Kingdom, it's estimated that stress accounts for nearly one - third of 

absenteeism and sick leave.  
 

Finding  the information people need to do their jobs  is to difficult . The software innovations 

of the 1980s and 1990s, which revolutionized how we create and manipulate information, 
have created a new set of challenges: finding information, visualizing and u nderstanding it, 

and taking action. Industry analysts estimate that information workers spend up to 30 
percent of their working day just looking for data they need. All the time people spend 

tracking down information, managing and organizing documents, and  making sure their 
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teams have the data they need, could be much better spent on analysis, collaboration, 

insight and other work that adds value.  
 

At Microsoft, we believe that the key to helping businesses become more agile and 
productive in the global ec onomy is to empower individual workers --  giving them tools that 

improve efficiency and enable them to focus on the highest -value work and a new 
generation of software is an important ingredient to mak e this happen.   

Within the  Microsoft Dynamics  Research & Development group specifically , our 
implementation of this is ñRoleTailored  productivity ò and it is the key software strategy that 

enables the people - ready business by combining the worlds of business process automation 

and personal  productivity  

  
Figure 1 : The worlds of business process and personal productivity  

 

Until now, organi zations have had to deal with two distinct worlds of software applications:  
One involves the world of business process automation software , software that 

automates processes in areas like accounting, sales, and production. This software has 
proven to be ve ry good at automating specific tasks, but it has proven to be rigid and hard 

to change. On the other side is the world of personal productivity software , the tools 
that we all use daily ðMicrosoft Word, Microsoft Outlook®, Microsoft Excel ® , and the Web.  

  
At Microsoft, weôre believers in software and the power of software to help companies work 

better. In -depth  customer research has shown that increasing employee productivity helps 

drive overall company efficiency. So, how can business management software im prove 
employee productivity? Our idea is to integrate the user experience of Microsoft Office with 

the user experience of business process applications in a way that is familiar and easy to 
use for the end user, and built around the way people in the compa ny work or 

ñRoleTailored.ò Software thatôs targeted around the specific jobs people do can provide 
tremendous insight and help drive company -wide productivity.  These integrated, flexible 

business management solutions enable people to make business decision s with greater 
confidence .  

 

Because it works like familiar Microsoft software such as Microsoft Office, Microsoft 
Dynamics has less of a learning curve, so people can get up and running quickly  and 

focus on whatôs most important.  
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By automating and stream lining financial, customer relationship and supply chain processes, 

Microsoft Dynamics brings together people, processes and technologies, increasing the 
productivity and effectiveness  of the business, and helping drive business success.  

 
Most important ly, we know itôs critical that we continue to partner with our customers to 

clearly  understand how they work every day , to unlock the power of insight within an 
organization. With the assets we bring to the table, our partnersô industry focus, and an in-

dept h connection with our customers, we believe we can help change the way that 
businesses, and their employees, work.  
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Building a Clear Customer Understanding  
 

In order to build software that is tailored to the work done by specific people and comp anies 
it is necessary to have an in -depth understanding of todayôs businesses and their 

employees .  
 

To build this level of understanding Microsoft Corporation as a whole invests significantly in 
understanding our customers and designing and building great solut ions for them. 1 Over the 

course of a year in the 43 Usability Labs on the Microsoft campuses we conduct 1100 

usability and research studies per year involving 10,000 participants . We also conduct  more  
1700 annual site visits where we visit customers in the ir own environments and observe 

their real world work style and behaviors.  
 

Within the Microsoft Dynamics R&D team we have a global  user experience group with 
employees located in Copenhagen, Denmark ;  Fargo, North Dakota ;  and Redmond, WA. 

These teams have been engaged in in -depth user research into the requirements customers 
have for business management solutions over the past three years  --  collectively  working 

toward a holistic understanding of how people organized into departments get work done in 

the re al world so we can build software that supports them more effectively. This work has 
seen the team complete 280 site visits to companies and partner shops where they 

conducted 1400+ interviews and/or observations with individual people as they went about 
their daily work . 

 
During this research we have collected the following types of information:  

 People ï As part of an observation , individuals are interviewed at depth to collect 
information on their roles, demographics, psychographics etc. They are then 

observed as they go about their daily routine to record interactions with fellow 

employees, software and the companyôs processes.  
 Departments ï Companies ô organizational charts were collected so that the number 

of overall departments, the individuals that ma ke them up and the reporting 
structures could be understood.  

 Work ï The specific internal process es a company uses within and across 
departments  and also the external processes they use to interface with suppliers, 

partners and customers.  

 

 

 

 

 
 
Figure 2 : Example of an actual process collected during research.  

                                                 
1 You can find detailed information on how we approach usability generally at Microsoft in ñAppendix 4 ï Usability 

at Microsoftò of this document.ò 
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The Microsoft Dynamics Customer Model  
The result of this research is something we call the Microsoft Dynamics Customer Model . 

The Microsoft Dynamics Customer Model describes  how people in departments do work 
within and across organizations.   It is the repository for all of the Microsoft Business 

divisionôs information and research regarding processes and people and is used to ensure 
that we are focusing on a common set of peo ple and processes when we build Microsoft 

Dynamics solutions.  

Definition of the customer model 2 

The customer model today consists of the following elements :  

 

 Models of companies for small and midsize business es
3
, as well as large and complex 

departments  
 61 ñpersonasò or ñuser profilesò which represent a typical view of the people that can 

occur within an organization defined primarily by the collection of roles they have.  (A  
role is a specific grouping of tasks that a persona  is responsible for or particip ates in. )    

 Five midsize business departments (Operations, Finance, Human Resources, Sales & 
Marketing, IT & Partners)  

 15 typical departmental organization charts showing how the personas are typically 

organized  in  these five departments  
 33 process groups that represent the work people do within business scenarios  

 155 processes and subsequent tasks and steps defined across the 33 business process 
groups  

 

 
 

Figure 3: The Microsoft Dynamics Customer Model  

 

                                                 
2 High level details of this can be  found in Appendix 2 ï The Microsoft Dynamics Customer Model.  

 
3 Small Business is defined companies with fewer than 50 people; Midsize Business as 50 ï 1000 people.  
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Utilizing the Customer Model  

There are a number of  ways that the customer model is used  by our development teams 

within Microsoft :  
 

 General understanding of customers: Development  teams need to have an 
understanding of customerôs processes, departments, and most importantly people in 

order to build busine ss solutions that meet their needs. One of the aims of the customer 
model is to drive customer -centric design into  our products.  The goal is to have a, 

rigorous, analytic, data -driven way to do design that will guide and inform Program 

Management.    

 Repo sitory for customer knowledge:   The development  teams already have a good 

base of knowledge that reflects our customers that we can apply to our designs. The 
customer model is the vehicle to channel all our knowledge about the customer. It is the 

repositor y for all information regarding a certain process or persona across all teams. 
When a team does rese arch for their needs for a release cycle , this is captured for reuse 

by other teams in a standard way. It also contains the methodologies of how to do 
resea rch so that future research uses the same materials and guidelines of past 

research.  

 Language to represent u sers and w ork:  The customer model is a knowledge base 
tool. It provides a language to document, capture and share how work gets done. It 

captures p rocess maps and how they relate to people in crisp way, as well as variations 
from customers and partners. The aim is to be able to model all possible companies and 

users that may use our product. Each vertical and instance of our deployments has 
variation s. The customer model provide s a language that helps our customers  and 

partnerôs document and account for the variations on those people and processes.    

 Targeting of features to users: The customer model provide s the mechanism for 

gathering information r egarding which business processes are most common and painful  

and who they apply to , through a series of quantitative studies. This alleviates debate 
around which problems are the most important to solve and allows us to focus 

development on the most painf ul and important areas.  

 Focus for Program Management collaboration: The customer model provides a 

focus for problem solving and collaboration across product teams  within our 
development organization . A set of program managers or developers can come togethe r 

based on a set of people, processes, and departments  and ask: ñWhat are you trying to 
do, what am I trying to do, how can we collaborate?ò thereby driving  more consistent 

and efficient designs.  
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Reflecting  the Model in Software  
The customer model is ul timately being used to design user experience that directly 

supports the specific work a person does.  
 

Based on an individualôs role there are three possible primary experiences :  
 Microsoft Dynamics Client  ï Some people  spend most of their day working with in 

the Microsoft Dynamics client and really have no need or interest in leaving it. They 
would like information from other systems and applications such as Office to be 

surfaced directly in their Microsoft Dynamics client.   

 Microsoft Office  ï Some people s pend all day in Office applications but on occasion 
need information from backend systems. They would prefer this to be available to 

them in Office directly so they do not need to learn additional applications.   
 Business Portal  ï Some people only interface  with backend systems in the context 

of a specific process . They would like an experience specific to that process that 
leads and focuses them in an optimal manner. For these people we can combine all 

the elements they need in a set of simple web based scr eens.  

Microsoft Dynamics Client  

The user interface ( UI )  in Microsoft Dynamics  products will be based on the customer model 

in a number of ways:  

 The information architecture of the UI ( how information and tasks are organized) will 
be based on the customer model.  The goal is to organize the UI  so that it  matches 

each individualôs work.   

 The information and tasks presented to users in the UI will be based on the customer 

m odel.   

 Although current products are based on the customer model ,we are working towar d 

shipping a configurable customer model within the product with a goal of letting 
customers maintain their specific customer model which in turn  drive s the UI  

 

Figure 4 : The relationship of the Customer Model to User Interface design.  
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The industry a company operates in and the complexity of the department in question are 

key influencing factors in what specific roles an individual holds and therefore the processes 
they will participate in. It also determines how intricate a pro cess is -  which parts of the 

theoretical maximum process are used and how the process breaks down into activities and 
tasks. We will ship a default definition of this based on department complexity and partners 

and customers can customize this and modify i t over time for their specific industries.  

Here is a more detailed view of how we do this:  

 

Figure 5 : Detailed view of processes and roles surfacing into User interface design  

 

To the far right of this diagram you can see how t he navigation structure in the app lication 
itself  is derived from the model:  

At the highest level , the combination of roles a user has translates into a Home page -  with 
links to the processes they participate in.  Within the navigation structure on the hom e page , 

a user can access a variety of ñActivity Centers ò with all the tasks the user performs in a 

specific process . Finally t he tasks for each process step  are available in a Task Page.  

For example if you  looked at the work that an accounts payable clerk  (April 4)  typically does 

and apply the methodology above to the customer model definition of April ,  her full 
experience will look like this:  

                                                 
4 See Appendix 3 for the Microsoft Dynamics Customer Model detailed profile of April the A ccounts Payable Clerk  
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Figure 6 : Microsoft Dynamics home screen for April, the accounts payable clerk  

 
In th e main pane of the screen we see a number of key user interface elements or ñpartsò 

that are used to define the user experience. These parts are consistent across different 
roles , but the information they expose varies for each person depending on the set of roles 

they hold and processes they participate in. In this case we see:  

 Activities ï The activities part gives April a visual representation of the key work she 
does. The stacks of paper in the different categories  easily allow her to see how 

much is ou tstanding and she can set alerts  and notifications if certain thresholds are 
reached as you see in the case of Due Invoices .  

 Outlook ï As April typically spends all day in the Microsoft Dynamics client , we are 
surfacing key office information from Outlook  here so April can see it without having 

to switch context.  

 Contextual Business Intelligence  ï April has key information she needs to see to be 

able to make informed decisions in her work. In this case she is interested in 

balancing the discount she can ge t by paying different invoices versus keeping 
sufficient cash on hand. Rather than being required to hunt out a variety of reports 

she is presented with the information she needs most on her home page.  

 Alerts  ï This part shows April the exceptions to the standard processes and 

workflows she participates in that need her immediate attention.  
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On the left hand side navigation bar you can see l inks to one Activity Center for each 

process April is involved in.  These are surfaced based on the processes and task s her role 
works on as defined by the customer model in the following manner:  

 

Figure 7: Designing Aprilôs Navigation 

 
Here is a another example using the persona of someone who works in the warehouse in 

shipping and receiving :  ñSammy the Shipper .ò 
 

You will see in this case there are a number of consistent parts such as Alerts and Activities 
but the content is specific to what Sammy works on in the warehouse. Although not shown 

in this case , the experience for Sammy was also de fined as shown above based on the 
definition of Sammy in the customer model.  
 

 



 

 

MICROSOFT DYNAMICS R OLETAILORED BUSINESS  PRODUCTIVITY  

ñSOFTWARE DESIGNED FOR YOUR PEOPLEò 14  

 

Figure 8: Sammy in shipping and receivingôs home screen 
 

Microsoft Office  as a primary interface  

For users who primarily spend their time in Micros oft Office , we use the customer model to 

surface the Microsoft Dynamics functionality they need in three primary ways.  

 Integrated User Experience ï For certain classes of business application that 

require very frequent use of both the application and Micro soft Office , it makes sense 
to build the entire user experience directly in Microsoft Office  (using documented 

Office APIs)  so that it is completely seamless to the end user.  

 Microsoft Dynamics Snap ï For users that need to access business process and 
busi ness information within specific defined domains , this collection of programs 

ñsnapò into Microsoft Office System and help to easily coordinate and manage data in 
Microsoft Dynamics business management solutions . 

 Functional Integrat ion  ï For users that onl y occasionally need to òreachò into back 
end systems in an ad hoc manner to grab business information , Microsoft Office 

provides a rich set of interfaces to allow integration into specific functional areas of 
the product .  

Integrated User Experience  

With Mi crosoft Dynamics CRM, a sales representative  such as Michael the Account Manager  
can manage all sales data, campaigns, and marketing information from within Microsoft 

Outlook. Contacts and opportunities can be viewed, updated, and shared across the 
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organiz ation. In addition, current product information, new leads, and contracts related to 

the sales process can be accessed. This can all be done from within Microsoft Outlook 
without the need to learn a different system or toggle back and forth. Additionally, for a 

Microsoft -centric organization, Microsoft Dynamics CRM enables use of existing IT 
investments, training, and technologies.  

 
In the past, b arriers to successful CRM implementations have included the lack of employee 

adoption, use, and compliance acro ss the organization. A key advantage of Microsoft 
Dynamics CRM is its native integration to core Microsoft products, which helps organizations 

mitigate risks of poor user adoption. Users can easily perform tasks because they are 

familiar and do not require  moving between multiple applications. For example, a sales 
representative can track customer contacts and sales data in Microsoft Outlook as well as 

view activities, accounts, competition, and more.  

 

Figure 9 : Microsoft Dynamics CRM allows employees to t rack customer contacts and sales 

data in Outlook as well as view activities, accounts, competition, and more.  

 

Microsoft Dynamics Snap  

Microsoft Dynamics Snap applications enable information workers to interact with Microsoft 
Dynamics information from with in the applications they are most familiar with ðMicrosoft 

Office.  There are currently 10 snap - ins available that integrate  Microsoft Office with   

Microsoft Dynamics CRM and Microsoft DynamicsÊ AX.  

These solutions are designed for information workers who predominantly use Microsoft 

Office but could benefit from  access to business information and business processes 
managed by their back end Microsoft Dynamics business manageme nt solutions. Most 
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people want to be able to do this without opening multiple programs, cutting and pasting 

data, or having to master the full complexity of all of the software in a company.  

As an example, a consultant Tricia working with her  customer wil l coordinate meetings and 

appointments using Outlook. These calendar events are linked with, in this case, Microsoft 
Dynamics AX time entries, eliminating the need to correlate tasks and helping reduce errors 

as a result of users having to transpose data f rom one program to another. Additionally, it is 
not necessary for the consultant to engage Microsoft Dynamics AX ï all work is completed 

within Outlook, yet his time allocation is appropriately tracked in the billing application.  

 

Figure 10 :  Outlook cal endar events are linked with Microsoft Dynamics AX time entries 

with the Timesheet Management Snap - In.  

 
With the Business Data Lookup Snap - In, people  can access Microsoft Dynamics data easily 
from within Microsoft Office System as well as store Microsoft Office System documents as 

part of the Microsoft Dynamics database. With a single repository of customer 

communications, both structured and unstructured data, employees can increase 
productivity and experience greater operational efficiency.  

As an exampl e, Nancy a sales representativeôs communication is attached to her customerôs 
Microsoft Dynamics AX record. When working with her customers, she can quickly find all 

related information since it is stored in one place. Itôs not necessary for her to dig through 
multiple applications and folders to successfully complete a sale. In addition, while she is on 

leave from the office, her peers can easily manage her customer relationships, maintaining 
a high level of customer care.  


