SIVACYIVA =

Your Virtual "CXO"

BizGaze Whitepaper Series

CRM vs LAOBP: Why Salesforce Fails at
Ecosystem Management

A detailed comparison of contact relationship management versus ecosystem

June 2026

Confidential | For authorized distribution only



BIZGAZE

Your Virtual "CXO"

Executive Summary

When enterprises need to manage external relationships, CRM (Customer Relationship
Management) is the default category. Salesforce, HubSpot, Microsoft Dynamics 365 -- these
platforms dominate the conversation. Yet manufacturers attempting to use CRM for ecosystem
management consistently struggle. This whitepaper presents a systematic comparison between
CRM and LAOBP, demonstrating that CRM addresses a fundamentally different problem than
ecosystem management, and that treating CRM as a substitute for LAOBP leads to predictable
failure.

We compare the two categories across twelve dimensions -- from architectural model to data ownership,
from user scale to transaction processing -- and conclude that CRM is a component within an LAOBP
ecosystem, not a replacement for it.

© 2026 BizGaze Limited | sales@bizgaze.com | +91 7676 562 222 Page 2



BIZGAZE

Your Virtual "CXO"

The Problem: Square Peg, Round Hole

A manufacturer decides to digitize their distribution ecosystem. The natural instinct is to reach for CRM --
it manages relationships, and distribution is about relationships. Salesforce is deployed. Distributors are
entered as accounts. Retailers are entered as contacts. Field representatives are entered as users.
Reports are configured. Dashboards are built.

Six months later, the project is struggling. The CRM has become a glorified contact database. It cannot
handle the volume of daily transactions (thousands of orders, deliveries, and payments). It cannot
manage inventory across hundreds of independent organizations. It cannot process batch operations
needed for onboarding waves. It cannot provide the multi-role, multi-organization user experience that
different stakeholder classes need. The manufacturer has invested significantly in a platform that was
never designed for this purpose.

Why the Confusion Exists

The confusion between CRM and LAOBP exists because there is surface-level similarity. Both manage
external entities. Both track interactions. Both generate reports. But the similarity ends at the surface.
CRM manages a sales team's view of prospects and customers within one organization. LAOBP
manages an entire ecosystem of independent organizations, each with their own users, workflows,
inventory, financial relationships, and business logic.
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The Comparison: CRM vs LAOBP Across Twelve Dimensions

The following analysis compares CRM and LAOBP across twelve critical dimensions of enterprise
ecosystem management.

Core Model Contact management Ecosystem onboarding
User Scale Hundreds (sales team) Hundreds of thousands
Organization Model  Single org, many contacts = Many orgs, many roles each

Transaction Volume  Low (opportunities/deals)  High (orders, deliveries, payments)

Data Model Contact-centric Transaction + relationship

Inventory Not supported Multi-location, real-time

Financial Mgmt Basic (deal values) Credit, collections, claims

Field Operations Activity logging Route, visit, geo-intelligence

Loyalty Not native Multi-stakeholder, wallet-based
Onboarding Individual account setup Batch processing (100s)

Offline Support Limited Essential (mobile-first)

Integration Depth API connectors Deep data extraction (200+ systems)

Dimension 1: Core Model

CRM's core model is the contact: a person at a company who might buy something. The entire system is
organized around tracking interactions with contacts, moving them through sales stages, and forecasting
revenue. LAOBP's core model is the ecosystem entity: an organization (distributor, retailer, influencer)
that is being digitized and integrated into a connected network. The difference is not semantic -- it
determines every architectural decision downstream.

Dimension 2: User Scale and Diversity

CRM is designed for hundreds of internal users (sales representatives, managers, marketing team).
LAOBP must support hundreds of thousands of users across multiple organization types, each with
different roles, permissions, interfaces, and workflows. The user management, licensing, and
performance architecture required for LAOBP scale is fundamentally different from CRM.

Dimension 3: Transaction Processing
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CRM processes low-volume, high-value transactions (opportunities and deals). LAOBP processes
high-volume, variable-value transactions: daily orders from thousands of retailers, delivery confirmations,
payment collections, claim submissions, loyalty accruals, and inventory movements. The transaction
processing architecture of CRM cannot handle this volume without significant custom development.
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The BizGaze Approach

BizGaze positions itself explicitly as a platform in the LAOBP category, not as a CRM alternative. The
platform acknowledges that CRM functionality (contact tracking, interaction logging, pipeline
management) is a valid component within the broader ecosystem management capability.

CRM as a Component, Not a Competitor

BizGaze integrates with existing CRM platforms (Salesforce, HubSpot, Dynamics) rather than replacing
them. The manufacturer's sales team continues to use their CRM for internal sales pipeline management
while BizGaze manages the broader ecosystem. Data flows bidirectionally: CRM account information
enriches BizGaze ecosystem profiles, while BizGaze secondary sales intelligence enhances CRM
account insights.

Purpose-Built Ecosystem Architecture

Every architectural decision in BizGaze -- from data model to user management to transaction processing
to mobile experience -- is designed for ecosystem management. Multi-tenant data isolation ensures each
distributor's data is sovereign. Role-based interfaces provide tailored experiences for distributors,
retailers, field force, influencers, and consumers. Batch processing engines handle the volume of
transactions, onboarding, and data integration that ecosystem management demands.

The Ecosystem Intelligence Layer

CRM intelligence answers: How is my sales team performing? Who should we call next? What deals will
close this quarter? LAOBP intelligence answers fundamentally different questions: How is my ecosystem
performing? Where are the secondary sales trends shifting? Which distributors are financially healthy?
Which markets need more field coverage? What is the influencer engagement impact on revenue? These
guestions cannot be answered by CRM because CRM does not have the data to address them.
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Key Takeaways

* CRM and LAOBP address fundamentally different problems: CRM manages contacts within one
organization while LAOBP manages ecosystems spanning hundreds of organizations

 Attempts to use CRM for ecosystem management fail predictably because of architectural
mismatches in user scale, transaction volume, data model, and multi-organization support

* The twelve-dimension comparison demonstrates that CRM capabilities cover less than 20% of
what ecosystem management requires

* CRM is a valid component within an LAOBP ecosystem, handling internal sales team
management while LAOBP handles external ecosystem management

* Integration between CRM and LAOBP (not replacement of one with the other) provides the
optimal architecture for enterprises with both internal sales teams and external distribution
ecosystems

 Organizations should evaluate LAOBP as a distinct category investment alongside their CRM, not
as a CRM extension or replacement

"CRM is to LAOBP what a telephone is to a telecommunications network. One is a tool for
individual communication. The other is the infrastructure that makes all communication
possible."
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About BizGaze

BizGaze is a pioneering enterprise technology company that has created the world's first Large Audience
On-Boarding Platform (LAOBP). Our platform enables manufacturers, distributors, and brands to digitize
their entire ecosystem of external stakeholders -- from distributors and retailers to field sales
representatives, influencers, and end consumers -- on a single, unified platform.

Unlike traditional enterprise software that focuses on internal operations, BizGaze extends the digital
boundary of the enterprise to encompass every participant in the value chain. Our zero-code architecture
allows rapid deployment and customization without traditional development cycles, enabling
organizations to go live in weeks rather than months.

With customers spanning FMCG, pharmaceuticals, automotive, building materials, consumer electronics,
and industrial sectors, BizGaze processes millions of transactions daily across complex multi-tier
distribution networks. Our Al-native capabilities provide real-time intelligence on secondary sales,
inventory movement, credit health, and field force productivity.

Key Capabilities:
* Large Audience On-Boarding Platform (LAOBP) for ecosystem-wide digitization
 Zero-code application builder with Al-native workflow engine
» Secondary sales intelligence with real-time visibility
» Serialized supply chain with unit-level traceability
* Field force optimization with Al-driven route and visit planning
 Enterprise loyalty infrastructure spanning all stakeholder classes
* Credit health monitoring and financial intelligence

» Network stock exchange for cross-distributor inventory optimization

Contact Us

Email: sales@bizgaze.com | Phone: +91 7676 562 222 | Web: www.bizgaze.com

BizGaze Limited, Hyderabad, India

© 2026 BizGaze Limited | sales@bizgaze.com | +91 7676 562 222 Page 8



