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WHAT IS MARKET SEGMENTATION?

The purpose of market segmentation is to identify high-yield categories of customers and prospects in order to increase
sales revenue and retain existing accounts. High-yield segments are those categories of customers that are likely to be
the most profitable or have the most potential for growth. Typically, companies start by determining the overall market
available to them, called the Total Addressable Market or TAM. TAM is then divided into smaller groups known as
segments.

Segmentation is also used to develop profiles to identify key markets in order to better understand account needs and
motivation. Key segments are then selected for targeting and positioning products and services in a way that is likely to
resonate with the selected market.

Analysis of shared account attributes, or characteristics, allows analysts and systems to assign points or grades to each
account and group accounts into segments and sub-segments. Marketing and Sales organizations can then use this
information to develop campaigns for lead development, opportunity prioritization and pipeline optimization, marketing
fund allocation, sales rep capacity planning, and territory and quota planning.

B2B sellers might segment the market into types of businesses (key accounts, enterprise, SMB, or vertical industries),
and geographic locations. B2C sellers might categorize market segments by demographic (age, gender, etc.), lifestyle,
geographic, and behavioral similarities.

Most often, market analysis is done using Firmographic and Psychographic data. Firmographic data is Quantitative
attribution of individual accounts such as:

Annual revenue
Number of employees
Industry

SIC code

o Geographic location
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Businesses enrich internal account and transactional data with the above types of attributes in order to perform
analysis. Data can be enriched via sources like Dunn & Bradstreet, InsideView, Clearbit, and government agencies fairly
cheaply. Internal data is known as first-party data.

Psychographic data is Qualitative attribution used in analysis for segmentation. When a relatively complete profile of a
person or group's psychographic make-up is constructed, this is called a "psychographic profile." Categories of
psychographic attributes used in market segmentation include:

Activity, interest, opinion (AlOs)
Attitudes
Values

O O O O

Behavior

Marketers often hire commercial research firms to carry out segmentation analysis, especially if they lack the statistical
skills to undertake the analysis themselves. Some segmentation, especially post hoc analysis, relies on sophisticated
statistical analysis.

MARKET SEGMENTATION LIMITATIONS AND CHALLENGES

B2B decision-making in the segmentation process is highly complex. Businesses are more rational and buy based on
needs rather than wants. Purchases are often based on relationships as well as needs and often involve multiple people
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and departments. B2B solutions are often tailored for a specific customer and buying cycles are longer. There are more
reasons to ignore segmentation data, including that:

e It fails to identify sufficiently narrow clusters.[2l
e Geographic/demographic segmentation is overly descriptive and lacks sufficient insights into the motivations
necessary to drive communications strategies.[24
e In B2B, often you don’t see the full picture:
o What you see: Internal data, systems, intuition, experience, etc.
o What you do NOT see: Everything else.
e There is complexity in sales models, global impacts.
e There is a lack of ability to consolidate Customer and Prospects data.
e There is limited insight for business development purposes, which doesn’t specify how much effort should be
expended on each account.

e Cannot inform the approach to take when developing relationships with key individuals.

For these reasons (and more), it’s always necessary to provide the ability to override calculated account scores or rank
when using an automated solution.

Lately, businesses are turning to tier-based segmentation, which is more subjective than relationship-based
segmentation. Each segment reflects the long-term value of customers or prospects. These segments define the
accounts to which key account management techniques will be applied. Tier-based account segmentation means that
the business development team must think more deeply about the value and potential contribution from each account.
This method of segmentation should also be enhanced with firmographic data. When quantitative firmographic data is
combined with a qualitative subjective approach, it often makes for a well-informed strategy.

PREDICTIVE MODELING AND Al

Advanced technologies such as machine learning (ML) and artificial intelligence (Al) allow further analysis and predictive
modeling using both first-party (internal) and third-party data. In fact, initial TAM calculation, market segmentation, and
scoring can be performed using predictive models without human intervention from Marketing Analysts/Sales
Operations. However, when it comes to account scoring and weighting attribution, most businesses rely on individual
business knowledge, as there are often intangible factors needed to make decisions.

THIRD-PARTY DATA

Third-party data can be collected and merged with first-party data to provide a bigger picture of each account profile by
using advanced technologies. Third-party data includes information such as indicators based on content gleaned from
web browsing and social media postings. Individual companies and individuals can be matched to this data. Examples of
attribution based on third-party content are:

e  Firmographic data.

e Financial growth.

e HRtrends: open positions, existing positions, departments.

e Technology and install base, e.g., already have cloud technology.
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e What content companies are researching online? Which ads are clicked?
e Have researchers visited my website? What products/links were clicked?

e When were sites visited, how much time was spent?
Some Al indicators might lead to better behavioral segmentation typically used for consumer-based buying.

e Benefit-sought: e.g., economy, quality, service level, convenience, access.

e Buyer readiness: e.g., unaware, aware, intention to buy

e Attitude to Product or Service: e.g. enthusiast, indifferent, hostile; price conscious, quality conscious
e Adopter Status: e.g. Early adopter, late adopter, laggard



PREDICTIVE SEGMENTATION AND SCORING PROCESS IN ANAPLAN

The new Predictive Account Segmentation and Scoring application combines planning and “what-if” capabilities with Al

insights. This allows CMOs and sales ops to perform analysis using intelligent insights while they retain the ability to
apply “tribal knowledge” and specific company experience for segmentation and individual accounts.

BENEFITS OF COMBINING ACCOUNT SEGMENTATION AND SCORING PLANNING WITH PREDICTIVE Al

* Intelligently compare Anaplan calculated scores to the Predictive Model’s Al score and ranks, and override based

on recommendations and buying indicators at the account level.

* Leverage list of suggested account reviews based on score comparison.

* Review account intents vs. calculated weighted score in context, at the account level, for greater insight.

* Retains the ability to override segment and score based on personal account knowledge and
relationship.

* Use predictive score/rank and overrides for final account scores.

* Plan and model segments by geographic hierarchy, Industry, and other dimensions.
* Bringin scored account data and it is automatically rolled up into the geographic hierarchy.
* Can model/pivot and analyze by industry and other qualitative attribute dimensions.

* Analyze buying intentions to change quantitative attribute weighting.

* Add additional segment attributes and/or change weights based on top ideal customer profile (ICP)
indicators and buying signals where applicable.

* Anaplan model recalculates in real-time with suggested changes.



PREDICTIVE ACCOUNT SEGMENTATION AND SCORING: NEW ANALYSIS DASHBOARDS

ACCOUNT SEGMENTATION AND SCORING OVERVIEW

This is the landing dashboard: Account Segmentation & Analysis -> Account Segmentation & Scoring Overview

fi Aoes v DEMO Prediciive Account Segmentation & Scoring [Duplicate 1) + Segmentation & Scoring Anelysis | Account Segmentation & Scoring Overvew v

1328 1,957 4725 5,059

Segments Accounts by Segment

Aelh Bpe 100 pte
&0 prs 80 prs e
“0pts 60 pes.

F e, Sope

Attribute Weighting I | I I
e spend ¢ Mamershane @ Empoyes coun ® USCews @ USEae @ USSouth USWen

Navigate to the Overview dashboard to talk about Anaplan segments and scoring vs. Al scoring.

Segments, Attribute Weighting, and Accounts by Segment used for the Anaplan model and to calculate the Sales
Account Scores are more subjective and typically based on firmographic data and marketing analyst/sales ops analyst
analysis and experience. Predictive Engine Al scores are based on firmographic data as well, but are also based on third-
party fit indicators based on the ideal customer profile (ICP); intents based on existing customer wins and those
accounts who most resemble those wins. Machine learning algorithms are applied to identify top intents based on third-
party online digital footprints and are appended to account and opportunity data. Once indicators and intents are
identified, additional optimization is performed via propensity modeling, which applies additional machine learning
logistic regression and gradient boosted decision trees. Final results are used to score and rank accounts. The data-
driven insights on profile fit and buyer intent are used to determine the ICP, which is different for every customer
implementing Predictive Account Segmentation and Scoring.

e The main KPI shows a side-by-side comparison of accounts for each segment. The Al segments are set, e.g.,
always ranked and clustered with A, B, C, and D identifiers.

* Anaplan segments are set up and can be customized within the application. For comparison and presentation
purposes, we used the same segment names as the Al platform for the demo. Customers will most likely use
their own segment names, for example, Key Accounts, Enterprise, Mid-Market, and Vertical, or whatever suits
their industry and products.

* The left side of the page displays the Anaplan Segments along with the number of points used for
scoring each cluster.



The pie chart in the lower left corner displays the quantitative and qualitative attributes and the
weighting of each that was used in calculating account scores.

The column chart displays the number of Accounts by Segment (Anaplan segment). When different levels are selected at
the top of the page, the chart is synchronized for that region or sub-region.

SEGMENT ANALYSIS

Account Segmentation & Analysis -> Segment Analysis
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This is another side-by-side comparison of the number of Accounts by Region for each segment.
The left side represents Anaplan’s model segments, the right side represents the predictive model’s segments.

Different metrics can be selected at the top of the page, e.g., compare by % of accounts, total points, or average points

for further analysis. This comparison helps to identify segments to target for downstream processes, e.g., Territory
Planning.



ACCOUNT ANALYSIS AND OVERRIDES

Account Analysis = Account Analysis & Overrides
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In this dashboard, CMO and Sales Leaders view and compare scores and segment ranks holistically at the account level.

* Suggested Account Review in the Additional Insights panel allows you to quickly see all accounts with score
disparity. (The disparity amount value is configurable within the app.)

* The Indicators & Intents insight widget provides a view across all accounts for all intents. (Seen at the lower
third of the page.)

You can filter by region, sub-region, and industry or sub-industry, and also rank or score ranges to narrow down the list
of accounts.

Override account segments by checking the “Override?” Boolean check-box for the particular account and selecting the
new segment in the “Override Segment” column. Drill into account detail (on the next screen) and use account-level
insights.

Final Score is anything that’s been overridden or it’s the Al score if there is no override. (Final Score can also be
configured differently, if the customer desires.)

ACCOUNT DETAIL

Account Analysis = Account Detail
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Here’s where individual account knowledge and discretion comes into play. In the dashboard, review the attribution
weighting used for the Anaplan score in the “Weighted Sales Scores” table on the left and compare that to the
“Predictive Intents and Lift” factors on the right that are used for scoring by the Predictive Al Engine for individual
accounts.

Do |, based on personal knowledge and recent activity with the account, override the original segment with the
Predictive Al Engine’s segment (rank)?

Do | leave the segment score as is?

Do | change the segment to something different from both scores, based on weighting, intents, and personal
knowledge?

PREDICTIVE SCORING AND ATTRIBUTE RECOMMENDATIONS

Segmentation & Scoring Analysis --> Predictive Scoring & Attribute Recommendations
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50M - 100M Firmographics Firmo The income that a company generates over the course of one ye... 50M - 100M 11 9.657% 9.059% 1,258
200M - 18 Firmographics Firmo The income that a company generates over the course of one ye... 200M - 18 17 15.26% 8.852% 1,208
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Category Description Value Lift Positives Coverage House List Coverage sciated
Business Intelligence Positions Human Resources Has positions such as Business Intelligence Architect and Business Intelligence Developer. Business Intelligence Positions 1.7 81% 47.25% 6.468
Hiring Saa$ Positions Human Resources ~ Hiring for positions in areas such as software as a service (SaaS) architecture and SaaS pro... Hiring Saa$ Positions 22 83.49% 38.54% 5335
Hiring Agile Positions Human Resources ~ Hiring for individuals with experience in areas such as extreme programming and feature-dr... Hiring Agile Positions 20 8287% 41.76% 5,760
Hiring a Largo Number of Employoes  Human Resources Company has hired more then 1000 employees over the past year. Hiring a Large Number of Empl 34 11.53% 3.354% 479
Cloud Positions Human Resources Has positions such as Cloud Services Administrator and Vmware System Administrator Cloud Positions 27 75.39% 28.34% 3,940
IT Systom Positions Human Resources Has positions such as IT System Analyst and IT System Administrator. IT System Positions 15 93.46% 62.69% 8,504
Hiring ETL Positions Human Resources _Hiring for experience with Extract, Transform, Load (ETL) in areas such as database manag... Hiring ETL Positions 22 67.29% 30.38% 4210

Predictive model components based on the ideal customer profile pre-determined by the Predictive Al Engine are
displayed in this dashboard. Analyze buying intents to change quantitative attribute weighting. Firmographic data used
for segmentation is displayed on the top along with the number of accounts that fall within each category. Buying
intents with lift factors used in segmentation scoring and the number of accounts attributed to each intent are displayed
within the applicable categories in the dashboard.

¢ Add additional segment attributes and/or change weights based on top ideal customer profile (ICP) Indicators
and buying signals, where applicable within the Anaplan Model.

* The Anaplan Model recalculates automatically with the suggested changes.

For example, geographic firmographic data was used by the Predictive model in segmentation, but geography was not
considered by the Anaplan model as a part of scoring accounts.

The new Predictive Account Segmentation and Scoring application combines planning and “what-if” capabilities with Al
insights. This allows CMOs and sales ops to perform analysis using intelligent insights as well as to retain the ability to
apply “tribal knowledge” and specific company experience for segmentation and individual accounts.



MODEL AND INTEGRATION OVERVIEW
High-level processes and integration steps follow below.
PROCESS FLOW AND STEPS

Existing model processes are represented in blue and the new predictive processes are represented in green.

Predictive Account Segmentation and Scoring - Phase 1
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ANAPLAN MODEL

The Anaplan Model used as the basis for the Predictive Account Segmentation and Scoring model was downloaded from
the App Hub. This model includes actual processes for planning and modeling segmentation, and for scoring. The model
also contains “what-if” analysis and the ability to model Potential Spend (by account) based on several calculations:
Industry Average, Potential Spend Assumption, % Growth Assumption, and a Correlation Calculation. Potential Spend
overrides can also be performed and spend calculations can vary across accounts. Potential Spend is also useful for
capacity and territory planning. When potential amount values are associated to accounts, this can feed directly into
additional planning solutions along with number of accounts, industry, and geographic information. Manual Overrides to
account scores can be easily performed. Insight based on Planning and Predictive Al metrics and buying indicators help
CMO/Sales Ops to determine final scores. Accounts and their Final Scores for A, A + B, and C segments are used for Sales

Capacity and Territory Planning.

Processes are included to clear data from the model, populate lists, and set up user access. However, you’ll likely want
to use the Account and Al data included for Demo.

We recommend using existing Demo data because there are many accounts (~14K) that include metrics such as Prior
Year Spend, Tenure, Market Share, Employee Count, etc., used for attribute weighting, which are used to calculate
account scores. Enriched Account data was imported from an actual Predictive Insights Demo Model and massaged.

Weighting is used in the overall calculation of the Anaplan Score across attributes. Predictive Al data associated with



each account, such as account rank, score (number of points), buying indicators along with lift, and lift calculation

metrics, are also included in the model and used in various dashboards.

MODEL SETUP STEPS: ADD/MODIFY SEGMENTS, DEFINE/MODIFY ATTRIBUTES AND WEIGHTING

Segments are setup with rank names, A, B, C, D, and F which correspond to ranking names provided by the predictive
model (Predictive Insights). Predictive Insights ranks are set and do not change; the same ranking is used across all client
Al Models. Changes to the Anaplan Segment names can be easily updated if needed. Originally, we had three segments:
Key Accounts, Enterprise, and Mid-Market. Two additional segments were added, and names were changed to mimic
the Al segment clusters for reporting and dashboards.

Steps for setting up segmentation and scoring are as follows:

e Add, remove, or modify segments. Change your segment names (if desired) and update each segment’s point
range.
e Add, delete, or modify quantitative attributes. If doing so, you’ll need to import new metric values.

a. For example, if you have data for Market Cap, add that as a new Quantitative Attribute, add to the
Accounts (A4) list (if not there), add new mapping in the “Update Attribute Data” import action by
finding the action in the “actions” tab and edit the action so that your new attribute is mapped
appropriately. Add the attribute to any other modules where it may be used for calculation, e.g.,
Account Attribute Calculations.

e Update Account List: Clear and Configure dashboard. This process deletes and imports attribute data into the
Account (A4) list. Perform this step ONLY if using new Account Data for implementation or customized demo.

e Run Update Attribute Data: This process imports metrics as text data in the Account Attribute
Dimensionalization module.

e Update Active Account Subset: If needed, include a column to update the Account list subset, which indicates if
an account is active (customer) or not (new). There’s a formula in the Active Account list property that changes
the Boolean to true if LY Spend is greater than 0. You can export the list and re-import after populating the sub-
set using this logic or your own logic if you don’t have actual account data. The subset is used in calculating the
potential spend correlation.

e Enter the point value in the Points Threshold Filter.

a. Thisis the disparity value between calculated Anaplan points and Al points that is used for filtering the
Suggested Account Review list in the Account Analysis and Overrides dashboard (NUX).

Anaplan model set up screen



Segmentation & Scoring Setup

1. Add or remove segments. 2. Rename segments based on your business. 3. Assign point ranges for each segment calculation.

~ Define Segments

Name of Min Point Max Point
Segment Value Value
[ A=A 80 pis 100 pts
[8 B 60 pis 80 pis
te c 40 pts 60 pts
fo D 20 pts 40 pis
|F F Qpts 20 pis
 Commercial Accounts
All Accounts
Add Segment Delete Segment

When adding an attribute, enter numerical account data under the Quantitative parent and string data under the Qualitative parent.
Weight is based on all segment factors across segmentation factor types.

Select "Rank Active Accounts Only" to exclude Active account from that metric. If this option is selected, scoring from that factor will not be included in the
final scoring. It will not make a positive or negative change to the final score. Factor weights are automatically adjusted to be proportional.

~ Define Attributes

Weight Rank Active
Accounts
Only

[ Prior Year Spend

| Potential Spend 10% [:]

| Tenure 20%

| Market Share 15% O

| Employee Count 25% [:]
[ Quantitative B80%

| Industry 20% O
| Qualitative 20%
All Attribute Types 100%

When accounts are added to the model, the active subset must be updated for correlations to calculate properly.

Define the number of points between Anaplan & Al Predictive scores. The resulting list will be used as a filter for the list of suggested accounts to be reviewed.

~ Points Threshold Filter

Update attribute data

Run this process if adding new attributes. You'll need to update the mapping in this process first if names are modified
or new attributes added.

Import: Update Attribute Data

Mapping  Accounts (M) Alrbutes  Account Allitalte Dimensionalization Line lisms

Match on names o codes Which target lfems 1o clear prior o impart?
T —— Click on the source item, than click an Ere item in the target st to define the mapping ® Magoe nems i source

Al magped ters

il homs
Sourca ltems Mapped To - Crone s Target oms

Price Voar Spand
‘Aches Accounts tor Cometion 5 Member Of

Pomesal Soens
ciy

Torure
sue

[ressp—
z

Emplayen Count

LY Spand - Prior Your Spend
Pomsatial Soend - Potets Spend
echustry
gy & iy -
Ermployss Count -+ Enpayes Coun
Al Anirbute Tyes
Markat Cap
Markat Share -
onure. + o

QUANTITATIVE ANALYSIS DASHBOARD



Define the point ranges for each quantitative attribute if not set up already. Add or remove bands, click the Add
Attribute Band action, and modify the minimum and maximum ranges.

Adjust the number of points allotted to each band. Changing min and max ranges and number of points directly affects

account scoring.

DEMO Predictive Account Segmentation & Scoring (Duplicate 1) v Attribute & Spend Analysis / Quantitative Analysis v () Feedback O, Q 2 pw

Quantitative Analysis & Market Share v

Select a Quantitative Attribute to Review & Adjust Min and Max Band Ranges and Point Values. Minimum and Maximum Amounts for What-ifs may also be adjusted

Select Attribute to add & band

Add Attribute Band

Attribute Band Points Band Analysis

85 - 100% 85 0% 0.004014 0.04157 100 pts. 1970 ™
25-60% 25¢ 60" 00000121 0.00024 65 pts 4586 -
0-25% 25 0.0000121 40 pts 3283

What If Entry What If Analysis

Min Vaiue Max Value Number of Accounts(WI) % of Accounts

85-100% 059 1 «
60-85% 81 w "
25-60% 0 024 1,769 13%
0-25% 1457 1 |
Market Share 3347 25% .

Band Chart Set up, “What-If “Chart Set up, Potential Spend Calc, Potential Spend Correlation, Define Qualitative, Set up
Attribute Bands

IMPORT ACCOUNT DATA

Customer data is either fed directly to Predictive Insights, modeled, enriched, tested, and scored. Or it is imported into
Anaplan and pushed into Predictive Insights via direct integration. (Integration is not yet available, but we expect
something by the end of 2019. We also expect to have automated integration for updating account scores, intents, and
buying stages.)

If pushed directly into the Predictive Al Engine from Anaplan (recommended approach), we will be able to retain the
unique Anaplan code and match this during re-import. Data will still need to be modeled, enriched, and scored within
Predictive Insights before re-importing back to the Anaplan Model. See basic Predictive Insights Set-up Steps below.

The advantage to using the push from Anaplan is that you won’t need to massage the data before re-importing.
Firmographic metrics are easily retained and mapping to create a geo hierarchy won’t be needed.

We are working on integrations between Anaplan and Predictive Insights. Initial integration actions to be included in the
demo model and available for customers are:

e Account Push from Anaplan to Predictive Insights: Positive List (Customers) and House List (Prospects).

e Industry Pull from Predictive Insights: Populates Industry List in Anaplan with relevant account industries/sub-
industries.

e Account Indicators: Populates Predictive Insights Indicators Lists and Modules.



e Account Attributes: Updates Account list and Modules with appended data from Predictive Insights. Includes
additional firmographics, including Account Annual Revenue, Employee Count, Industry, and Geo information;
Indicators and Intents with lifts and lift coverages.

CALCULATE ACCOUNT SCORES

The process remains as is for the Anaplan planning piece. You manually add segments, quantitative and qualitative
attributes, and weighting—see above. If using the demo data, you'll likely leave these metrics as is. However, you can
update any of these factors if some other quantitative metric and different weighting resonates more closely with the
prospect.

After the account data is imported and you run the Update Attribute Data process, scores are calculated automatically.

POTENTIAL SPEND CALCULATION

To setup the Potential Spend calculation(s) you will need to add the Spend Method (Set Potential Spend By) in the
Potential Spend Analysis dashboard or module. The % Growth Assumption is the easiest to set up. Add the % Growth
Value, e.g., 20%, and the Growth Amount, e.g., 10,000, or some other value. You can mix the calculation type based on
some factor, e.g., industry, or geo.

You can also override by selecting the Override “Set Potential Spend By” type and entering a value in the Manual
Override Value field, or by entering a percentage in the Manual Override % Growth.

POTENTIAL SPEND ANALYSIS & OVERRIDE CALCLUATIONS & DASHBOARD

DEMO Predictive Account Segmentation & Scoring (Dupficate 1) v Attribute & Spend Analysis / Potential Spend Analysis & Overrides v () Feadback
< Potential Spend Analysis & Overrides ¢ Reset - [Ei} Quick links
Q e g g B PottelSoend Comeiotan Detols
LY Sales Industry Industry Average Manual Overnide Value Manual Override % Growth % Growth Assumption Set Potential Spend By: Additional insights
nitial Cail - Msnagement Consuting 1,048,458 Enter or Update Growth Assumpti.
1S Software, Inc. - Gomputer Saftwars 848,761
TAYLOR CONCRETE CONSTRUCTION ING - - 732 % Growth Assumption
Drury Hotels Gompany, LLG - Hespitaiity 803,867
OMAHA TRACK, ING Fintail 850,696
Naviss, LLC 1.273,102 - 1,527,722 % Growt!
RATS Financial - Financial Services 935,091 - % Potential Spend Assumption
Workgroups 414,085 Computer Softwara 949,761 486,802 % Growt
TELESIS, INC 1,508.250 Management Consulting 1,048,458 E - 1,808,800 9 10,000
A-1 Freeman Meving Group, Ine 943,520 Transportation/Trucking/Railroad 524,182 1.132.235
Waterfield Technologies, Inc. Computer Softwars 940,761 529,00
ACTIVE-ICE, INC. - Manufacturing 1177.672
Yale Westchester Alumni Assoclation - Computer Softwars 340,761 c
BraveMatters 1,426,712 Management Consulling 1,048,458 - - 1,712,064 Fast Potential Spend
Riverside Casino - Gambing and Gasinos 568,675 Assumpi
MSW Ine. Furniture 456,138 % Growth Assumplion
University of Missouri-St Lovis 1,482,518 Higher Education 1,050,808 - - 1,781,022 mptic
Stafling Now, Inc. - Stafling and Recruiting 830,262 - - - % meti
Gelebrity Staff 283,625 Staffing and Aecriting 839,262 340,350
WOW 1 DAY PAINTING 352,494 Consumer Services 668,355 - - 422,883
Apoges, LLC - Intarnet 753,009 -
Lifespace Communities, Inc. 236,950 Hospite and Health Care 835,486 - - 284,351
Intoxaleck - Computer Hardware 678,84
Keystone Area Education Agency - Education Managsment 1,028,779
Federal Home Loan Bank of Des Moines 1,790,319 Financial Services 935,081 - - 2,148,383
Scriptoro LLG - Medical Devices 908,333
Pulse Systems, Inc. - Haspital and Health Car 835,486
Central Data Storage, LLC 1,355,389 Hespitsl and Hesith Care 835,480 - - 1,626,467
Washter, Inc. - Gonstruation 520,082
BLACK FOREST DECOR, LG - Retail 850,696
STACKIFY LLC - Cemputer Software 840,781
Essence Healthcare, Inc. 511,312 Hospital and Health Gars 835,486 613574
The HON Company LLC - Furniture 450,136
Blue Sushi Sake Grill 1,525,368 Restaurants 1240,175 - - 1,830,442
Growth Achievement Partnars
GifiCertficates.com Corporation 1,206,504 etsil 850,696

Update the newly calculated potential spend values for accounts by clicking the “Post Potential Spend to Account”
action. This updates the Potential Spend values in the Account List.

POTENTIAL SPEND CORRELATION DETAILS



Correlation Details explains how the potential spend and other quantitative attributes are calculated.

Select the Quantitative Attribute Type “Metric” in the Additional Insights panel to view the account data values and the
corresponding calculation information.

The screen shot below details the Tenure calculation.

Apps v DEMO Predictive Account Segmentation & Scoring (Duplicate 1) Attribute & Spend Analysis / Potential Spend Correlation Details v
< Potential Spend Correlation Details Total Company v Reset G0 Quick links
8 Potential Spend Analysis & Overrides
Q Fing. n v (2]
¥ additionsl insights
x (YILY Sales
Maviss, LLC [ 1.273,102 &3]
Workgroups as 414,085 N
An with
TELESIS, INC s 1,608,260 e
- iy Ine 4! ~ N
A-1 Freeman Moving Group, Inc. s 943,529 on for potential
BraveMatters 15 1,426,712 s. This formula k .
University of Missouri-St Louis 3 1,482,518 ntial spend for opportunity
Colebrity Staff - 283,625 - »
WOW 1 DAY PAINTING ] 352,494
Litespace Communities, Inc. a5 206,059 Select Attribute Metric
Federal Home Loan Bank of Des Moines 75 1,730,319
Central Data Storage, LLC 1 1,355,389 Select Cormalation Matric (00
Essence Healthcare, Inc. 1 511,312
Blue Sushi Sake Grill 15 1,525,368 Tenure x v
GiftCertificates.com Corporation 3 1,296,504
Hawthorn Bank 75 797,083
Gontinentai Disc Gorporation ::. 760,619 Metric Formula
Reviewsnap £ 1,008,297 R-Sard
Integrated DNA Technologies, Inc. s 787,099
Plaza Mators 1,486,564 0.0oossie
SNI Tochnology *® 760,771
Client Resources Inc 1 1,467,
. 5 67.096 Formula
MORTGAGE RESEARCH GENTER LLC 15 777,895
MSTONER, INC 15 1,141,052 ¥ = 969003 + 406X
Connectria Corporation 3 604,315
Jost Chemical Co. as 201,898 N
Orion Advisor Services, LLC 1 487,776
Lumeris, inc. 1 1579619 6553
BizLibrary a5 1,283,908
ConsumerAftairs as 336,450
Slape(b)
UnitedLax Gorporation ) 1,071,235
TierPoint, LLC ] 811,518 406

The Correlation Metric type selected corresponds to the quantitative value you want to correlate potential “Spend By.” Basically, it’s
the best indicator based on the KPIs and data you have for the accounts.

Calculations are performed against Active Accounts only.
Prior Year Spend

e Not modified by any formula, X =1
Potential Spend

e s calculated when in the Potential Spend Analysis Dashboard. Applies the % Growth Assumption
amount entered against Prior Year’s Spend amount.

Tenure
Market Share

Employee Count

QUALITATIVE ATTRIBUTE ANALYSIS DASHBOARD

Attribute and Spend Analysis = Qualitative Attribute Analysis



’-‘ Apps v DEMO Predictive Account Segmentation & Scoring (Duplicate 1) ~ Attribute & Spend Analysis / Qualitative Attribute Analysis .‘_‘. Feedback O g ? PW

Qualitative Attribute Analysis ¢ Reset oI} Quick links
Q e n v & B0 ou analysis
- 8 Potential Spend Analysis & Overrides
Points # Accounts % Accounts # Active Accounts # Opporturity LY Sales % LY Sales Awg. LY Sales Potential Sales Market Share 80 Segmentation Analysis
Hospital and Health Care 100pts s21 4% 264 267 223,074 650 4% 428,186 267,688 591 1.00
Computer Softwars S0 pts 4,009 31% 1,988 2,023 1,921,367,221 31% 479,263 2,305,840,685 1.00
Construction 0pts 169 1% 81 ] 72,958,206 1% e 87,551,048 1.00
Food Production 90pts 54 26 28 25,584,019 - ararm 30,700,823 1.00
Retail B0 pls. 308 2% 147 162 137,812,788 2% 445,996 185,375,319 1.00
Banking BO pts. 142 1% L] 74 66,481,727 1% 468,181 78,778,073 1.00
Financial Services BOpls a1 % 224 27 215,834,800 3% 489,648 258121,784 1.00
Higher Education BO pts. an 2% 148 131 137,655,843 2% 486,953 185,187,012 1.00
BB pts 175 1% 80 8 88,054 448 1% 503,188 105,665,335 1.0
BOpts 188 1% 80 ] 77,855,448 % 469,009 93,426,535 1.00
opts 121 1% 62 sa 53810213 I 4as,530 64,882 258 100
T0pts 8l 1% 8 4 35910278 1% w3337 3,092,304 1.00
Information Technology and Services Topts 784 8% E 388 386,560,845 6% 433,082 483,873,014 1.00
Machinery 110 1% 64 4 60,317,089 1% 548,337 72,380,507 1.00
Oil and Energy 4z - 23 19 19,873,856 - 473,187 23,848 626 1.00
Real Estate 138 1% 64 75 57,636,851 1% 14654 69,164,221 1.00
Transportation/ Trucking/Raikroad 80 1% 3 47 24634204 - 307528 28,561,045 1.00
Computer Hardware 314 3% 160 214 145,272,194 2% 388,428 174,326,633 1.00
Government Administration 88 1% 50 48 48,851,009 1% 498,481 58621312 1.00
Management Consulting 324 2% 170 154 161,462,511 3% 488,341 193,755,013 1.00
Manufacturing B0 1% 44 36 42,396,184 1% 520,952 50,875,421 1.00
Marketing and Advertising o1 5% 358 343 347 628 536 6% 485,804 417,154,242 1.00
Metals and Mining 32 18 16 18,337,815 - 604,307 23,205,378 1.00
Nenprofit Organization Management 187 1% 82 &5 76,781,756 1% 459,831 42,150,106 1.00
Pharmacouticals 0pts 74 1% N 0 31,360,020 1% 23,784 732,004 1.00
Restaurants B0 pts 82 1% 47 35 43,408,138 % 529,343 52,087,383 1.00
Telecommunications. 218 2% 100 100 108,757,324 2% 475,851 124,508,789 1.00
Utilties 8 19 19 18751311 483,456 22501573 1.00
Apparel and Fashion 7 1% 8 35 a1,728915 1% 571,843 50,075,898 1.00
Aviation and Aerospace 28 0 9 16,917,278 604,188 20,300,731 1.00
28 - 14 15 14,732,842 - 508,029 17,678,410 1.00
50 . 24 26 2397441 . 47420 28,765,729 1.00
Management 144 1% 72 72 ragr2 7 1% 514,380 88,886,540 1.00
Electrical/Electronic Manufacturing 63 - 30 33 27,792,745 - 441,155 33351294 1.00
Food and Beverages. 38 21 16 17,357 411 - 445,062 20,828,899 1.00
Hespitality 50 pts 78 1% 34 4 35,370,184 1% 453,464 42,444197 1.00

Review metrics across accounts by industry to narrow down commonality for highest potential. If the grid is blank, select
“Qualitative” in the attribute type drop-down.

PLATFORM PREDICTIVE MODEL SET UP
See the Predictive Insights Modeling Guide for more detailed information. What follows is a simple setup description.

As mentioned above, it’s suggested that data be pushed into Predictive Insights from the Anaplan model. Accounts roll
up the Geo hierarchy configured within the Predictive Account Segmentation and Scoring model. Customer Accounts
(wins) along with prospects are imported into Anaplan along with any firmographic attributes. Be sure to populate the
Account (L4) Code with a unique identifier.

In order to score accounts, you need to create a model in Predictive Insights using the newly imported account data.
Manual steps to accomplish this follow.

Set up your Customer Predictive Insights Account: Create a new password, if needed, and log into your account.

Create a New Market: If this is a new Predictive Insights account, you’ll be asked to create a Market (name), which you
create the model for.

Data: Account data should include fields to identify the account as closed/won (Positive Set) or new prospect (House
List). It’s best to have separate files for each source type. This is known as Conversion data. Also include any other
Interaction data if possible. For example, product(s) purchase history, or other behavioral data. During manual import,
you’ll need to set up mapping from the source (export) to the target fields. When data is imported into Predictive
Insights, it is validated, matched to Predictive Insights existing account data, and appended with all data that Predictive
Insights has for that account record.

Create Model: Select the model type—either single product or multiple products. A simple wizard walks you through this
process. Machine Learning Algorithms are applied to accounts to identify top Intents based on third-party online digital
footprint and are appended to account and opportunity data. Once indicators and intents are identified, additional



optimization is performed via propensity modeling that applies additional machine learning Logistic Regression and
Gradient Boosted Decision Trees. Final results are used to score and rank accounts. Once accounts are scored, account
information is pulled back into the Anaplan model and used for analysis.

PUTTING IT ALL TOGETHER

After reviewing Quantitative and Qualitative results, adjusting weighting and min/max scoring, and analyzing Potential
Spend output and correlation, Sales Ops/CMO/Marketing Analysts proceed to further analysis comparing Planning
Metrics to Predictive Al Engine’s Metrics. (Predictive Account Segmentation and Scoring: New Analysis Dashboards.)

Accounts are reviewed and segments/scores are overridden based on internal knowledge, planning factors, and Al Fit
Indicators and Buying Intents to produce more accurate results. This leads to a more informed, better aligned overall
strategy and targeted set of accounts.
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