FORRESTER

Revenue Operations & Intelligence Solutions
Category Overview

Anthony McPartlin
Principal Analyst



Two Major Shifts Are Creating New Technology Priorities
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How Forrester Defines RO&I solutions

Revenue Operations & Intelligence platforms leverage buyer signals and interactions to produce insights that
allow GTM functions to act to continuously improve execution performance and optimize the revenue engine.

The Forrester B2B Revenue Waterfall
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Source: Forrester Research, Inc. Unauthorized reproduction, citation, or distribution prohibited. RO&I should seek to optimize notjust individual

interactions or even discrete aspects of GTM
execution, but rather the entire end to end process
of the revenue waterfall.
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Convergence In Three Key Sales Tech Categories (With Others On The Horizon)
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NOIY
Value
Proposition

RO&l solutions have prospered by
filling feature, user experience,
insight and execution gaps within
and between existing categories to
create a new value proposition for
buyers.

© Forrester Research, Inc. All rights reserved.
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Higher Value Engagement That Drives
Growth

Deal ‘Forensics’ Making Success
Repeatable And Scalable

More Predictable Revenue Through
Transparent Accountability

Buying Group Identification

Real-time Revenue Engine Performance
Management



Three Segments Reveal RO&I Provider Focus

There are significant functionality overlaps across providers in the RO&I category, however there are differences
when it comes to prioritization, focus and messaging.

Engagement and Rev Ops Cadence Revenue Engine
Productivity “ and Forecast “ Analysis and
Optimization Optimization Optimization

« Often referred to as “Revenue * Providers here * Providers here
Intelligence”
* Providers here
* They’re audience is leadership
* Insights are delivered to highlight rather than frontline sales
* Focus on frontline sales support, risks, opportunities, to determine
probability of deals closing * Holistic analytics that look to answer
* Machine learning analyses strategic questions about the
engagement and surfaces guidance. * Traditional focus on leadership efficacy and efficiency of the
personas but that is changing. end-to-end revenue processes.

* Shifting to support a broader range

of sales personas * The goal is consistency, continuous
improvement and experimentation.



Functionality Segmentation

Captures human sales interactions
(including calls, web demos, emails)

Capture — [ s

Captures nonhuman digital buyer
interactions (signals, intent, etc.)

Deal strategy insights (engagement,
buyer participation, guidance, etc.)

Sales pipeline insights (engagement,
deal hygiene, buying group, etc.)

Provides insights to drive account

Each segment provides planning, retention, and expansion
varying degrees of breadth Prodes Irnofi i Cuyer behavior
an.d. depthin capat?lllty and Analyze & Optimize — Provides insight o buying group
ability to support different v

S v Enables holistic analysis of the
functional requirement end-to-end revenue cycle
scenarios. Frves G de s molits

Provides dynamic guidance to
pricritize engagement activity

Provides performance comparison
across customer-facing resources

Enables bottom-up sales forecast
(rollup/aggregation, overrides)

: Provides probability, engagement, or
Predict — deal health/quality scores

Supports customization of forecasting
(product, segment, BU, region, etc.)

Segment functionality W®=® None uE Low ® Moderate High

Source: Forrester Research, Inc, Unauthorized reproduction, citation, or distribution prohibited.



Remove The Buyer Engagement Blindfold

To master digital sales, recognize the step change in buyer behavior and that automated engagement transparency
and insights is now central both tech and GTM strategy.

Key Recommendations

—
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Thank You.

Anthony McPartlin
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REVENUE OPERATIONS
& INTELLIGENCE

ITERABLE




. OUR AGENDA

1. The emergence of Revenue Operations

2. Revenue Operations & Intelligence

a. What does it drive?
b. What does it measure?

C. How is it selected?

ITERABLE 11
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Traditional Operations Approach

Embedded operations within business units

A
N

Enablement

A

A
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Systems
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Blockers to scale:

Siloed and focused on individual
Business Units

Disparate data sources & definitions
Varying levels of alignment

Limited view of customer journey

ITERABLE 13



Central Revenue Operations Approach

Centralized team focused on the entire customer journey

Sales Ops

Drivers of scale:
e Centralized team focused on
organizational success
e Unified data and definitions
e Inter departmental alignment
champions
e Understanding and measurement of

end to end customer journey

ITERABLE 14



Revenue Operations Model

Strategy and Planning

Responsible for GTM and Revenue planning

Process and Workflow
Owns overall revenue process by connecting various organizations across the customer lifecycle

GTM Data Management/Governance
Responsible for collecting all customer data and making it usable across the organization

GTM Technology Management

Design and manage technology stack to capture data, track the revenue process, and connect point solutions

Analytics/Measurement
Provide visibility and recommendations across the entire customer journey

Revenue
Operations
Model

ITERABLE
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Revenue Operations & Intelligence

What does this category of technology help drive?

o Visibility

o  What are the top reps doing?
o  What s the recipe for success?

e Accountability
o  Who is following the selling process?

e Consistency

o Are we achieving quarterly and annual goals?
o Where is their risk in the funnel?

e Accuracy

o How mature is our forecasting muscle?
o How are our models performing?

ITERABLE 17



Revenue Operations & Intelligence

What does this category of technology help measure?

e Success Metrics
o Attainment, Win Rates, Deal Size, etc.
e Pipeline Health
o Pipeline Coverage, Pipeline Movement, Pipeline Breakdown, etc.

e Forecast Accuracy

o Initial Call v Bookings, Best Case v Committed, Out Quarter Forecasting, etc
e Risk

o Engagement Risk, Competitive Risk, Forecast Risk, etc.

ITERABLE 18



Revenue Operations & Intelligence

What are the key considerations in purchasing this type of technology?

e Ease of Use

o  Will our reps adopt it?

o lIs it easy to navigate?
e Data Accuracy

o Are the numbers correct?

o Can it support a custom process?
e Product Roadmap / Direction

o  Whatisin store in the future?

o What is our belief in the team?
e Reporting & Analytics

o What insights can | derive?
o How can | slice and dice the data?

o How is the data visualized?

ITERABLE 19
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BoostUp’

RO&I ROUNDTABLE

The Emergence of
Revenue Operations

Changes Since: Last 7days +  Closing in: Current Quarter (Q22021) »  Opportunity Types: Al ~

$12.8M $6.6M $12.2M $13.8M $11.2M $15.7]

Org Level View
Boostup Prediction - $11,240,000

Booked thus far: $6,650,000

$1,350,000 Team'’s Avg pipeline conversion rate is 30% in
Ethel Alexander $4,350,000 g piF r 30% E oo
the last 4 weeks of the quarter at an ASP of
$150K, current pipeline is $15.7M and

? g $460,000 contributes $4.6M
Julia Young $1,500,000 50,000
Team on average creates $2M in pipeline in
Allen Wilkerson $1.450,000 $455,000 the eks of quarter at an ASP of $150K 00,000
E s 10% of that contributing $200K

Alfred Fisher $435,000
$1,400,000 Team has 20 deals at play with an ASP of 00,000
. $20K. 4 deals and a total of $100K are at high
1,310,000 and medium risk
GDEERLEL] $4,250,000 00,000
There are 2 big deals in commit and best case
. Jim Sullivan $1.450,000 $435,000 with an ASP of $150K 50,000
ene DS $44! 0
rene Phillips 450,666 $445,000 ¥ 5o
Carlos M $430,000
arlos Moss $1,380,000 $500,000 $1,450,000 $1,450,000
Beat C: 1] $1,320,000 $1,25C D0 §
t ° ot I f to ek wionild b $4,200,000 liEsQ.000 $4.000,000 $3,700,000
The Nex Dlgl al Transformation 7
$1,400,000 $450,000 $7,450,000 $7,450,000

e RO&l solutions have captivated modern revenue
teams with the promise and ability to provide "
actionable insights from buying and selling team
communications, leading to improved revenue
optimization and forecasting accuracy. - | B

WWW.BOOSTUP.Al | DEMO@BOOSTUP.AI



RO&I. New Platform. New
Source of Truth.

CRM recedes to Back-Office

RO&I Emerges as the new Front-Office

No longer the source of truth.

New the source of truth.

No conversations. Partial activity. No
Engagement.

All data, activity, conversations, process,
forecasts, targets, hierarchy.

No longer the point of data entry for reps.

New point of data entry for reps.

No longer the analytical system of record.

New interface for analytics and insights for
the revenue team.

No longer the system of usage or
engagement.

System of usage, collaboration and
engagement.




Unified User Interface: Built for the entire revenue team - from sales, post-sales, csm, operations & leadership

Unified Functionality and Cadence:Forecasting, pipeline management, opportunity and account management

Unified Content and Playbooks: If/then rules to guide reps on next steps and take action

Unified Predictive and Prescriptive Al : From historical & win/loss patterns predict Next Best Action

Unified Data Platform: Unify your data warehouses. Manage and unify data across Multi-CRMs, Emails, Calls..

-~ J ) V| 4 db . .
D S 9 i [ Wem © L soo iueeo Gsense Hubsoi
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RO&I Initiating the Shift from Sl to SaaS

SI-Driven — 90% Custom
solutions built on top of CRM

e Longtime to value

e Not agile to change once implemented
e Becomes unmaintainable over time

e Very high cost of ownership

° No benefit of new market innovation

Saas-Driven — Packaged
solutions that are 90% OOTB

e  Much shorter time to value

e  Much higher usability and increased
adoption

e Easierto change / shorter change

management

e  Subscription-based ownership




RO&I. Connected Experience Drives the
Multiplier Effect of Predictability & Productivity

VALUE PROPOSITIONS
Connected
Experience ->  Higher Forecasting Accuracy and
Predictability
" Viral | High Quality -=> Improved Deal Execution, Win-Rates,
; l‘j’;ggg”a Data Shortened Sales Cycles, Increased
Deal Size
->  Higher and More Consistent Quota
Attainment
Actionable Highly Accurate -> Increased Capacity of Reps and
Insights Al Managers

<r BOOSTUP | RO&




ROI of RO&

”~
Q) WINDSTREAM Udemy ® ITERABLE

5X DEAL REVIEWS SAVE 20 HRS PER WEEK 25% LIFT IN FORECAST
PER OPS ACCURACY
At Windstream, prior At Udemy, the sales At lterable,

BEFORE BEFORE BEFORE

to BoostUp, an
average manager
could review 4-6 deals
per week.

operations team
spent 20-30 person
hours a week to
build forecasting
sheet.

- With BoostUp, it
plummeted to 0

hours per week.

spreadsheets and
others sales tools were
used to put together
forecast projections.

With BoostUp, it
skyrocketed to 20-30
deals per week.

- With BoostUp, they
increased forecasting

accuracy by over 25%.

branc%

INCREASES REP
CAPACITY BY 20-25%

At Branch, reps
managed on average
10 deals per quarter,
per rep.

BEFORE

With BoostUp, it
- increased to 13-15

deals per quarter, per

rep.
v



ROI of RO&I - 15% higher Sales Manager Productivity

15% 3-5 10-50

Increase in Hours saved More deals
productivity each week reviewed per week

1-5 1-3 1-3

More opportunities Deals saved from More deals won
progressed per slipping per each quarter
quarter quarter

Benchmark Study: Conducted for sales manager who have 20-50 closed deals per quarter.



1

Carlo Caimi
Celonis

Senior Vice President, Sales
Strategy & Operations




3 “MindSets” for GTM [ Sales Strategy & Operations

©

As the orgamzatlon grows, sales and GTM operutlons must evolve to
meet the changing needs of the revenue engine

Tactical
Sales Operations

Sales
Liaison

Project
Management

Comp
administration

Tech
admin
Sales
Reporting
Process

Administration

Strategic
Sales Operations

..............

Sales

Process Design g Intelligence

and
Management

Integrated
Revenue Operations

source: Sirius Decisions (a Forrester company)



The End Goal (c)
Holistic, Predictable Revenue Management

Demand Waterfall

—— Buyer-Aligned Sales Process —
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source: Sirius Decisions (a Forrester company)



The End Goal
Moving From Standalone [ Siloed to Integrated

standalone / Siloed Business and Integrated
Operations Functions Revenue Operations

Sales
Operations

O
R

Customer
Operations

Sales
Enablement

Marketing
Operations

HES
HESe
HEE
HES

standalone [ Siloed Systems, Tools and

Analytics
source: Sirius Decisions (a Forrester company)



Learn, Do, Master, Grow

Celonis Experience

. Maturity Level

LEARN

: / Tactical

() Sales Operations

DO

Strategic
Sales Operations

MASTER

Strategic
Sales Operations

: =5 » Sales
Process Design Intelligence
and

Management

6-10 years

©

GROW

.

Integrated
Revenue Operations

Revenue
Ops

End Goal



Transition to Revenue Operations @
Things to consider

Talent Organization Business Buy-In/Alignment

oo O
28 =

Revenue Operations functions on Spectrum goes from virtually Understand / support the
the Rise aligned to centralized evolution of the function

Investment

O
Q)




Revenue is a process,
not just an outcome.



The Celonis Example for “RO&I"” Technology @
Celonis is leveraging the Celonis EMS as a Revenue Operatlons and
Intelligence technology to ensure integrated GTM execution

Mktg / Demand Generation Sales (& supporting functions Ecosystem Customer 360
° PipeGen & Pipe Stock ° Sales Territory Planning ° Partner Program Score ° Customer Journey
° Lead-to-Opportunity ° Business Performance ° Ecosystem MGMT ° Customer Health Score*
° Campaign Mgmt ° Forecast and Pipeline ° Partner Training Analytics ° Renewal MGMT
e  Customer Marketing Hub Management e  Early Warning System*
° Solution Engineering metrics ° Professional Services MGMT
° Customer Support

Enablement

° Onboarding Console
. Time to Productivity Metrics

Executlon quqgement
System (EMS)

Systems | SFDC | JIRA | Happyfox | Celonis Instances
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Up - Happy & High Usage Customers!

4.6

Average G2 Ratlng

GGGGGG

25 mins
Usage Per Day, Per User

100%

Customer Retention

$40B+

Total Customer Evaluation

60%+

SaaS Unicorn Customers

BOOSTUP | RO&
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Q“ CRO FIRESIDE CHAT

Built for Hypergrowth:
The Toolkit for your
Revenue Team

SHARAD VERMA
CEO, Co-Founder

,0ostU |5'

Tues,Nov16 |11 AMPT |2 PMET

-\
ADAM TESAN
Chief Revenue Officer &\.".



