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FOREWORD

Every all-encompassing sales strategy aims to answer three questions:

e Where should we sell? Sales planning that defines our universe—territories, quotas, account segments, and
sales capacities; the building blocks of the sales strategy.

e How should we sell? Sales incentive programs inspiring the right behaviors that drive sellers to the results we
need.

e What should we sell? Sales insights that determine the things we need to do to increase sales performance.

Planning and managing the components of the sales strategy may be centralized within a single person, team, or
department, or managed de-centrally across different groups. Either way, much of the data needed for these processes
is common such as: sales/territory hierarchies, seller information (internal and external), crediting rules, sales history,
customer information, products, etc. The metrics from these processes feed into one another. Because of the shared
data and metrics, Anaplan provides the flexibility to include all processes within the same model or separate them as
business needs require. Processes can be separated into different models during implementation and data can be
shared across models using a Data Hub. This practice is useful where organizations have very large volumes. Processes
may also be combined into a single model depending on size and usability requirements. This will vary from customer to

customer.

This paper addresses the specific quota planning efforts that, along with territory planning, account segmentation, and
sales capacity planning, help answer the first question of, “Where should we sell?” The following represents Anaplan’s

point of view on sales planning best practices based on industry-leading research and customer experience.

QUOTA PLANNING

. TYPES OF QUOTAS

Asales quota is a time-bound milestone used to measure performance and motivate sellers. In this documentation,
guotas, targets, goals, and objectives will all be used interchangeably. Each term may have a specific meaning within an
organization, but they are all referring to specific milestones for the sales organization.

There are four main types of quotas:
* Revenue quotas: Targets set based on revenue brought in by a seller. This is the most common measurement of
sales performance. Revenue quotas can be measured by gross revenue or net revenue (profit).
* Activity quotas: Sellers are required to complete a specific number of activities/objectives for a specific time period.
Activity quotas are common for BDRs, inside sales, and call centers.
* Leading indicators: Number of meetings set, number of calls made, number of emails sent, pipeline size, etc.
* Lagging indicators: Number of new logos landed for a given time period, number of deals closed.
* Volume quotas: Sellers measured on the number of units they sell. Salespeople with volume quotas are motivated
to sell as many units as they can (not necessarily focused on margins).
* Combination quotas: Any combination of the above quotas. Many sellers have more than one quota, which can
provide a roadmap to success with small milestones along the way to achieving the revenue quota. However, too
many quotas can create confusion and lack of focus.



MEASURING QUOTAS AND PERFORMANCE

Performance relative to quota (i.e., “how close am | to my goal?”) is monitored closely in sales organizations. And
different stakeholders want different views of performance. Individual sellers want to know how close they are to
achieving their individual target, but a sales leader may need to understand performance across regions, territories,
product lines, customers, or across the entire sales organization.

More than 50% of the participating companies reported “correct goal/quota

Typical performance measures for quotas include: setting” as the No. 1 challenge facing the sales compensation program in the
2007 to 2010 results of the Alexander Group’s annual Sales Compensation

. By territory. Trends Survey. In 2015, that number reached 59%.

® By account/customer. Also, per the Alexander Group’s annual Sales Compensation Trends Survey,
“Setting the right quotas is one of the toughest tasks that sales operations has

* By product. to deal with.”

* By market segment/vertical.

Quotas, by definition, are set for a specific period of time. Depending on the business, quotas can be set across any
time-horizon (annually, quarterly, monthly, weekly, daily, or any other interval). Seasonality can also be factored into
how quotas are allocated. For example, for industries dependent on seasonal sales, quotas may be adjusted to be higher
during that time of year and lower during off season months.

QUOTA ALLOCATION

'The definition of quotas is simple, but the planning and distribution of these targets is often quite complex. It involves
finding a delicate balance of aspirational-yet-achievable quotas that motivate sellers and meet revenue objectives.
When quotas are too high, they are demotivating and frustrate sellers, when they’re too low, you may exceed your
compensation budget with high payouts. It varies by industry, but best-in-class organizations aim for 60-70% of sellers
achieving quota.

The two most common types of quota allocation (distributing quotas to sellers) are “top-down” and “bottom-up”
allocation.

Top-down quota approach

A top-down approach refers to quota assignments set by leadership and spread across the organization. Top-down is the
simplest way to distribute assighments, especially when quotas are just “peanut butter,” spread equally across teams.

Traditionally, top-down quotas are set by analyzing historic sales and applying a growth percentage to the dollar value to
come up with next year’s overall goal. This “total target” is then allocated top-down through the sales hierarchy. The
sales operations team, or finance function, calculates targets and distributes them to sales teams.

Without a transparent communication plan in place, sales reps may not understand how their quotas were calculated
and may have concerns about whether they are fair and achievable. When sales teams feel like they have no part in the
process and/or find their quota unobtainable, they can become demotivated and disengaged, which can lead to
attrition. A top-down approach can also allow for biases, leading to managers favoring their top performers. With this
approach, it is advisable to bring sales leaders and reps into the quota-setting process to make the process smoother

and gain consensus.



Bottom-up quota approach

A bottom-up method, as expected, takes an opposite approach to top-down allocation. Although theoretically a more
realistic approach, bottom-up quota assignments are more difficult to design effectively. Bottom-up involves evaluating
what each seller is capable of (sales capacity), and analyzing historical data, the existing sales pipeline, and the revenue
potential Total Addressable Market (TAM) of assigned accounts. This approach is founded in facts and data and is based
on historical performance, leaving little room for bias and argument. Bottom-up quotas tend to be more realistic,
balanced, and attainable than those set using the top-down method.

A combined data-driven approach

Many analysts and experts suggest a combination of a top-down and bottom-up approach. When both allocation
approaches are used, you encourage a collaborative negotiation process among finance, sales operations, and sales
management, which results in more realistic and achievable targets.

Using a data-driven approach to allocate quotas either top-down or bottom-up (or both), can enhance collaboration and
the ability to do scenario-based planning. This can lead to more effective quotas, and better alignment to overall
revenue goals. Few, if any, point solutions provide enough flexibility to manage a bottom-up allocation approach.
Anaplan allows for either or both methods and also provides predictive insights at the account and opportunity level to
make planning even more accurate.

QUOTA PLANNING PROCESS STEPS
Best practice approaches to planning and managing quotas include the following steps:

e Model market condition scenarios.

o View total market revenue “what-if” scenario results using calculated relative account value and

adjustment options.
e Top-down target setting.

o “Total Target” is distributed proportionally top-down through the sales hierarchy. The proportion differs
based on the allocation method. For example, an even allocation method takes the organization’s
revenue goal and divides this equally across all territories. Typically, quota/targets are over-allocated at
region and subregion levels using a percentage.

e Bottom-up target setting.

o Calculate and associate potential revenue amount to customers and prospects in order to determine

territory potential and sales capacity. Aggregate potential revenue up the territory hierarchy.
e A mixture of top-down and Bottom-up target setting.

o Process where top-down and bottom-up territory planning are combined, which allows input from

executives and sales and results in more realistic targets.
e Sales coverage planning.

o Ratio of account assignments where salespeople can make their quota while effectively providing the

optimal service to accounts and prospects.
e Sales analysis.

o Measure your sales progress over a period of time. Analysis allows you and your sales team to identify
weaknesses in your sales strategy and make changes so that you can improve the results over the next
period.



Organization goals or targets are defined and turned into quota plans. Quite often, Total Addressable Market (TAM), or
Serviceable Available Market (SAM) are defined by Finance and used as key metrics. These metrics are used as a starting
point to help to define segmentation. Once the overall target is defined, goals are defined.

More mature organizations define quota at different levels, generally by role. Additional factors, such as product lines,
account-based, and seasonality are often applied.

Many organizations allocate quota to territories and sales reps based on geographic location: states, regions, and
countries. This type of allocation may work well for some types of businesses, but there are often other factors that
should be considered to enhance market coverage and maximize sales rep skills. In addition to Geographic Location
factors, leverage the sales potential of your team, and maximize market coverage in quota assignments based on:

e Products: Assign quota at the product-line level.

e Goals: Can | use revenue targets along with different goal metrics as part of planning?

e Specific accounts: Should accounts be assigned specific quota that then rolls up to sales reps?
e Historical performance: Will my current customer base expand or renew?

e Potential revenue: Which prospects are likely to buy?

In order to define quota, organizations need to understand the target market, targeted goals, and the potential of their
sales force to achieve their goals.

COMMON QUOTA PLANNING CHALLENGES

Quota planning is difficult in most organizations due to lack of flexibility, lack of time, and manual, error-prone
processes. It is most often a static one-time planning process performed right before the organization’s next fiscal year
rather than a fluid, on-going, process. Often the process spills over into the current year, which can leave sales confused
and unsure of what to sell. Issues and limitations most often found in quota planning are as follows:

e Cookie-cutter assignments and targets that don’t consider account value, scoring, and scoring adjustment

processes, and only consider account geographic location.
o Geographic allocation is overly simplistic and lacks sufficient insights into buying motivation.

e Limited or no ability to ramp and pro-rate based on role and tenure or other factors.

e Lack of understanding in coverage gaps.

e Difficulty in realigning and re-planning.

e Limited or no ability to create and compare scenarios.

e Complexity in sales models, channel and overlay assignments, and global impacts.

e No workflow or automated process to manage incremental changes after initial planning.

e Inability to look at factors such as product delivery, customer profile, and each sales rep’s sales history. For
example, taking into account average time to close, and average sales attainment to calculate total rep capacity.

e Challenges in allocating using a bottoms-up method; anecdotal details, and personal judgments can dilute the
accuracy of the numbers as they are rolled up through the sales organization. Sales managers usually know the
right questions to ask, but they often lack the time to inspect every opportunity, so this isn’t the fail-safe that
most companies believe it is.



QUOTA PLANNING USING PREDICTIVE INSIGHTS

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. Al and Predictive Insights can enhance quota planning in
many ways.

When modeling your customer successes and prospects using Anaplan’s predictive insights engine, the platform first
identifies an ideal customer profile (ICP) based on common indicators and intents. These ideal customer profile intents
are based on existing customer wins and those accounts who most resemble those wins. Machine learning algorithms
are applied to identify top customer indicator and 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. Modeling can be performed for single and multiple
products. Multiple product models score and rank each product separately.

Ideally, your organization has planned segmentation and scoring with the help of the predictive insights engine’s
insights. Once account results are scored and reconciled within the segmentation planning model, this data is brought
into the Quota Planning model. Additional insights and calculations based on predictive scoring are added to enhance
the overall planning process within the Quota Planning model. Quotas can be calculated at the account level, if desired,
and used as a basis for bottom-up planning.

If starting with Quota Planning using Predictive Insights, account data can be pushed into the predictive insights engine,
enriched, modeled, scored, and ranked. Data can then be imported back into the Quota Planning model and used in the
following ways to enhance the planning process:

e A Predictive Value is calculated based on score ranges for current and opportunity accounts. Accounts with a
higher score (0 to 100) and higher ranking (A, B, C, D, and F) are assigned a higher potential dollar value.

Use the Predictive Score Value as one of the top-down Quota Allocation methods in the planning model.
Use account and product-level Predictive Rank and Score when allocating quota bottom-up. Evaluate
account-level indicators and buying intents as part of roll-ups.

o Al can help sales teams broaden their reach and focus their efforts by identifying net new accounts that
aren’t typically considered part of the overall territory and quota planning process. These accounts are
“look-alike” companies based on top ICP Intents. Net new accounts can be included in the initial
planning process as part of potential toward meeting quotas.

Scoring and ranking accounts using a predictive model provides an objective data-based view and a great
benchmark that sales and finance functions can use to compare numbers during planning. Anaplan has used this
advantage to calculate an objectively based predictive score value which is then compared to more subjectively
based values during the planning process. Although the accuracy of science-based algorithms is known to
outperform human judgment, many organizations aren’t yet ready to embrace Al and ML. The approach is
meant to augment human forecasting and planning.



Anaplan predictive quota planning demo model
Anaplan’s predictive quota planning demo model:

e Provides the ability to easily create and use multiple metrics in calculating scores to assign account dollar values.
Use account values to allocate against targets using multiple methods.

e Allocates quota and market target using multiple methods and easily add your own methods.

o PYSpend, Predictive Value, Scored Market, Even, CRM Pipeline, Headcount, Headcount Average,
Blended Allocation.

e Uses best practices to allocate targets using both top-down and bottom-up approaches to collaborate and
negotiate across all levels. This practice creates a more realistic target and involves your sales team up-front, so
they have a voice in the overall process, and generates a more effective sales plan.

e Easily applies seasonality.

e Covers capacity based on where resources will be most effective and have the greatest impact to revenue
potential.

o Use base or predictive potential to identify the greatest impact.

e Performs “what-if” scenario planning.

e Provides the unique ability to re-iterate targets and assignments, and rollback to different scenarios before
finalizing plans.

e Automates quota changes across different functions and solutions, e.g., to territories and incentive plans.

e Uses Workflow for top-down and bottom-up planning processes.

ON-GOING QUOTA PLANNING

Quota planning doesn’t end once you’ve finalized the quota for next year’s sales plan. It is a continuous process and it is
paramount that progress is measured to track how the plan impacts sales. Organizations should be prepared to fine-
tune their sales plan on a regular basis.

Quota planning result metrics determine:

e Whether sales increased or decreased in a specific region, for products, or account types.
e If there are there any disparities between sales attainment in different territories.

e Ifthere are any sales teams struggling to attain their quota.

e Ifthere are sales reps meeting their quotas.

e If there are sales reps in need of coaching or training.

DEMO MODEL LINKS:
Download link to the model can be found in the Presales App Model.
Link to NUX app in the Demo Library Workspace:

https://usla.app.anaplan.com/a/apps/app/1b685a59-b0b3-4c8f-af33-497543bfb694



https://us1a.app.anaplan.com/a/apps/app/1b685a59-b0b3-4c8f-af33-497543bfb694

QUOTA PLANNING WITH PREDICTIVE INSIGHTS—DASHBOARDS AND DEMO FLOW

Following sections contain dashboards with talking points and differentiators. Talking points and differentiators are
highlighted in blue.

Sales operations quota planning overview

This is the landing page (first dashboard) in the demo. 01.00. Sales Ops Territory and Quota Planning Overview

Ja  Produas Teeritory Planning with Predictive Insights Sales Operations 0100, Sales Ops Teritory & Ouots Planning Overview v

01.00. Sales Ops Territory & Quota Planning Overview G = Totad Company  Storage ¥

Target Summary

TaM > Prior Year Sales » Total Target > Total Subregion Target » Base Score Account Potential Predictive Scare Account Potential

28,700M 900.01M 1,000M $1166.4M 1,809.87M 1,851.39M

Alerts

Kay Account Sub-Region Alerts >

Coverags Alerts Hay Rlop Aleris Patential Patential Allocated Key Accounts Kay Riup FTE

womeww e & 15187850 $125305250 30 hcce 3rre

Accounts by Industry

Accaunt Type & Industry by Segment >

Each persona has a landing dashboard where he or she can view the overall state of planning, alerts, and new tasks necessary to
more easily complete his or her job. The Sales Ops Overview dashboard presents high-level information, such as quota capacity,
enterprise and mid-market allocation of potential (assignments), and general account segment information. Drill-downs (links) to
detailed dashboards for each alert, task, and KPI are provided so Sales Ops can easily review and take action.

Planning KPI are displayed at the top of the dashboard. Anaplan has introduced a new calculated “Predictive Score Value” that is
used throughout the planning model in various ways. The Predictive Score Value is derived and based on the predictive account
score, is calculated by the predictive Al model, and can be compared to the base score and other metrics during the planning
process.

NOTE: Use this dashboard, KPI, and charts to introduce quota planning in general, and to discuss how we’ve folded predictive

insights into the process.

o  KPIvalues represent the total across all accounts. KPI provides an overall view of quota planning measures.
o The Sales Ops Manager can select different regions, products, territories, and time, and view KPIl and chart
information relevant to those selectors.
e Key Account alerts are displayed (if any) based on the region or sub-region selected.
o Select the Northeast sub-region to view alerts for Key Account coverage gaps.
e Accounts by Industry displays the number of accounts per industry by account type and by segment. Account types are
Existing Customers, Opportunity Accounts, and Net New Accounts
o Net New Accounts are those accounts recommended by the predictive model based on the Ideal Customer Profile.
This is a new concept introduced into the Territory and Quota Planning Model.



e  Capacity is represented in the Headcount by Region and Sub-Region chart. Select the link to “Prior Year Sales” KPI to
navigate to the next dashboard in the flow “Sales Operations Home.” Or use the menu to navigate.



Sales operations home

Sales Operations -> 01.01. Sales Operations Home

J.  Products v Territory Planning with Predictive Insights Sales Operations / 01.01. Sales Operations Home PFeedbsck O O ?2 @
New message in #newux-open-cha...  Close
< 01.01. Sales Operations Home & < Total Companyv Al industriesv  All Sizesv 5 Hi @herel Just wanted to share a <5 min
clip from a Gemo that @UBBTHIQBA o Reply
Finance Targets and Assumptions
Import Account and Finance Data and Review Planning Assumptions
Sales Target Growth % Sales History by Product Margin Analysis
forsgs 22500009 . |~ $S0-S50M $50-S100M $100-$18 $1-$58  $5-S158  $168+
Networking 125,000,000 11.5%
Servers 50,000,000 56% ™ Banking 3880000 1870000 7,760,000 3710000 950,000  8,080,0(
Cloud 250,000,000 288% Consumer 13230000 8720000 63630000 57,940,000 40,890,000 49,510,0(
Services 350,000,000 33% ™ Education 1000000 620000 4680000 2420000 320,000 1,850,0(
All Products 1,000,000,000 1.1% Energy 740000 430,000 8100000 10,390,000 11,600,000 20,030,0(
- Finance 2370000 1,160,000 10,680,000 8,930,000 6,990,000 18,160,0(
Healthcare 10,660,000 6,740,000 39,820000 20,260,000 9,360,000 13,000,0(
- Insurance 1760000 740,000 7,840,000 9,630,000 4,160,000 16,860,0(
Manutacturing 4510000 4,080,000 25340,000 22,230,000 10260000 20,820,0(
Load Dats from Anaplan Hub - Retail 0 0 0 0 0
Services 12110000 6790000 44100000 22,100,000 8,080,000  4,250,0(
- Technology 4270000 2310000 16,040,000 12,830,000 500,000 28,640,0(
Telecom 2190000 1350000 7,620,000 7,010,000 3,750,000 11,840,0(
- \‘\_‘ All Industries 56,720,000 34,810,000 235,710,000 177,550,000 102,260,000 183,040,0(
°
#- Storage <@ Networking  -#- Servers Cloud @ Services
All Industries v PPY Sales v
Account Details
Account Metrics Prior Year Product Sales
N Predictive
Sub Region Industry Segment Size Prédictee Buss - Pradiotivw | Predithve, | o coiint Hank State  AcctType Final  Acc Storage  Networking Servers  Cloud  Services

This was the original starting page for the demo. The demo started with importing the account and target data from the Data Hub.
Prior to the import, the page was blank. After import, you saw the data along with all of the metrics, calculation results, and charts.
DO NOT PERFORM the import step when reviewing this page. Predictive scores, ranks, and account indicators are not included in
the Data Hub data at this time so leave the data as is.

NOTE: If including this dashboard in the new demo, keep it short and sweet. Simply discuss that this is where the prior year’s sales
history is imported, validated, and reviewed. It Is also where Targets from Finance are imported. Customers have a connection point

here between Finance, Quota, and Territory Planning.

Summary information is displayed in the chart and table. Review account data by industry and review industry by company size in
order to analyze how targets and quota allocation methods might be best applied. Account Details are provided below the chart and

table. Dashboard information displayed is:

e Sales History by Product displays sales trends over time.
e  Margin Analysis breaks down different calculations by industry and account size (annual revenue). Compare Market Scoring
or PY Sales metrics to the new Predictive Value calculation.
e Account details are displayed below the chart and table. Some of the calculated metrics are displayed by account.
Predictive Score and Rank are also provided at the product level.
o Select a product at the top to view relevant predictive score and rank for accounts.



Market scoring

Sales Operations -> TAM KPI to 01.03. Market Scoring

J.  Procucs Territory Planning with Predictive Insights v Sales Operations / 01.03. Market Scoring v Dreediack O Q 2 @
01.03. Market Scoring & <% Siorige© | | Forecatv | et | 2
Market Scoring Assumptions
Scoring Method & Adjustments Scoring Deep Dive Dashboard >
Existing? Not New? Comments

The purpose of Account Scoring is to predict the relative value of each account. The total of all scored accounts will match the value of the
TAM and will show where the most market potential exists. Account Scores are calculated as follows: First, the "Base Score" is set using
either PY Sales or Profile  accounts). The Predictive Value is calculeted using the Predictive
Al Score. Next, a series of Base Score OR added to the Predictive Value to calculate the
relative value of each accou t the Total Account Score matches the value of the TAM

Base Score

Predictive Base Value
Revenue Band Adjustment

Industry Growth Adjustment
Avg Acct Profile Adjustment
Service Ratio Adjustment

Select Scoring Method:
Industry Focus Adjustment Adi

Base + Adjustments Predictive Base Voi R

Scoring Breakdown and Analysis

Finance Targets TAM Score Summary
PY Sales Input TAM Input New % Existing % New Market Existing Market TAM e
Storage 201,970,000 67% 1,650,000,000 3,350,000,000 5000000000  roow
Networking 112,130,000 0% 500,000,000 2,000,000,000 2,500,000,000
Servers 52,990,000 10 20% 20,000,000 180,000,000 200000000
Cloud 184,150,000 25% 75% 3,000,000.000 9,000,000,000 12,000,000,000
Services 338,770,000 3,000,000,000 o 70% 2,700,000,000 6,300,000,000 $,000,000,000
Al Products 900,010,000 28,700,000.000 7,870,000,000 20,830,000,000 28,700,000,000 .
TAM Summary s
Base 8606 Predictive Base  RevenueBand  Industry Growth  Avg AcctProfile  ServiceRatio  Industry Focus Base +
Value Adjustment Adjustment Adjustment Adjustment Adjustment Adjustments 200w —_
Storage - 4,493,848,368 45990283 50.917,123 376,108,366 - 33,137,849 5,000,000,000 -
Networking 2075.977,858 0,351,634 148,912,083 205,865,537 - 8,892,888 2500000000 -
Servers - 196,133,271 1377.799 355,198 1,735,208 - 398,433 200,000,000
== — e
Cloud - 10.257,143 448 118,053,820 626,502,635 851,158,069 - 147,142, 028 12,000,000,000 2 =
Services 6,606.616,548 92,830,503 572.954,000 788,552,095 816,050,657 122,996,197 9,000,000,000
Al Products = 23,629,719.494 318,604,050 1,399,641,038 2223.417.365 816,050,657 312,567,395 28,700.000,000 @ Base Score © Predictive Base Value @ Revenue Band Adjustment Industry Growth Adjustment
@ Ava Acct Profile Adiustment @ Service Industry Focus Adiust

The purpose of account scoring is to predict the relative value of each account. This dashboard displays summary calculated scores.
Adjustments are calculated and added to either the Base Score or Predictive Base Value methods. The total of all scored accounts
matches the value of the TAM and shows where the highest market potential exists.

(Revenue Band, Industry, Profile Average, and Service Ration Adjustments are set up in the Margin Scoring Deep Dive Dashboard.)

Select the scoring method.

o  Before selecting the scoring method, select a region, e.g., USA, at the top of the page. The charts below are populated with
Input New % that is used to calculate the New Market and Existing Market values in the Finance Targets grid. Inputs can be
adjusted by sales ops.

e  When you select Base Value, the grid at the top of the dashboard highlights Base Value. When Predictive Base Value is
selected, that row is highlighted in the grid.

e  Finance Targets and TAM Summary grids also update with different values based on the selected scoring method.

o  Scroll down on the page so the Scoring Method is positioned at the top of the dashboard.

e For each scoring method, review the grid results.

o The base score value or the predictive score is populated and highlighted in the TAM Summary grid.

e The TAM Score Summary chart automatically updates based on the scoring method.

o Deselect either the Base Score or Predictive Base Score legend when reviewing the results to compare the
breakdown of adjustments applied against these scores. This shows which adjustments drive the total score by
product.

= Adjustments are set up in the Market Scoring Deep Dive dashboard.



Market scoring deep dive
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< 01.04. Market Scoring Deep Dive & < USAv  USAv  Bankingv  AllSzesv  Storagev  Forecastv  Reset QP o
Scoring Summary

Select Scoring Method:
Predictive Base Value x v
Finance Targets TAM
Industry Avg Acet
Predictive Base Revenue Band Service Ratio Industry Focus Base +
PY Sales Input TAM Input New % Existing % New Market  Existing Market TAM Base Score Vaiue Adjustment M?'wdhm Au::::‘:\.-m ‘Adjustment Adjustment Adjustments.
Storage 201,970,000 67% 1 3, Storage ~ 4493848369 45,990,293 50917123 376,108,366 33,137,849 5,000,000,000
Networking 112,130,000 80% Networking - 2075977,858 60351634 148912083 205865537 - 8,892,888 2,500,000,000
Servers 52,990,000 90% 20,000,000 180,000,000 200.000,000 Servers - 196,133,271 1,377,799 355,198 1735298 - 398,433 200.000.000
Cloud 194,150,000 75% Cloud - 10257,143,448 118,053,820 626,502,635 851,158,060 - 147,142,028 12,000,000,000
Services 338,770,000 70% 2,700,000,000 6,300,000,000 9,000,000,000 Services - 6606616548 92,830,503 572,954,000 788,552,005 816,050,657 122,996,197  9,000,000,000
All Products 900,010,000 7, Al Products - 23629719494 318,604,050 1,399,641038 2.223.417,365 816,050,657 312.567.395  28,700,000,000
k Existing and Opportunity Account Assumptions
Revenue Growth Adjustments Sales History with YoY Growth
Growth % o~ wa
$0 - S50M 3%
$50 - $100M % 2v0n “a
$100-$18 5%
§1-858
$5-85158 woce as
$158 + 15%
All Szos
Industry Adjustments - .
Storage Networking Sorvers Cloud Services
. wa
Banking % 5% 2% L aw
Consumer 2% 5% 5% 5%
Education 5% - .
Energy % 5% 2%

This is where scoring adjustment assumptions are entered. Anaplan provides an advantage over most applications. Growth
percentage can be set at many different levels. Typically, it is a flat number set against all accounts or by product. Additional
adjustments can and are also applied in addition to Growth percentage.

Select a region at the top of the dashboard to input or edit adjustment percentage, per band, for each adjustment type.
Adjustment percent can be positive or negative values.

Summary scoring information is displayed at the top of the dashboard carried over from the previous Market Summary dashboard.
Use the Product Selector to view grid and Sales History Chart product-specific results.

The Sales History with Year over Year Growth chart supplies helpful information when entering adjustment band percentages.

Enter or edit planning assumptions for:

e New and existing accounts.
o Revenue growth adjustments.
o Industry adjustments.

e  Existing accounts only.
o Bring to industry average.
o Service ratio adjustments.

e New accounts only.
o Industry adjustments.



Geo quota allocation
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01.02. Geo Guota Allocation & <& UsEastv  Storagev  Foecasty | &

Targets & Assumptions

r ation % a L
Storage Networking Sorvers Cloud Hardwaro Services Al Products Entor Alocation % and Select ABocetion Method

PPPY Sales

Overassign to Region

16.9% 14.1%
2,500,000,000 9,000,000,000
58 ' Overassign to Subregion

1.4% 1.5% Overassign to Field

224,000,000 128,000,000 350,000,000 1,000,000.000
243,000,000 125,000,000 270,000,000 702,000,000 378,000,000 1,080,000.000
262,440,000 145,800,000 56.320000 281,800,000 758,160,000 08240000 1,166,400.000
288,884,000 160,260,000 84,152,000 220,760,000 33,976,000 448,084,000 1.283,040,000 Allocation Method

Override Region and Sub-Region Allocation

Region Allocation Fleid Target & Capacity

Subregion

Prodictive Value % of Region  Invtial Target Hoidr Override? Overmise ey

Coverage Gap

101,194,749 2% $73316916 & S78000000  $78000000  $84.240,000 2%
80,940,788 201%  $sa8e2883 <) Ssese2661  $83334,076 2%
91416020 79%  $66220099 $63430.787  $68.513.680
61848122 B4% 44808522 $42918550  $46352.004 9%
335,397,688 1000% 243,000,000 $243000000  §262.440,000

0 00%

PYSoes  PYGowth  CurmentHC TAM  ProdictveVee %of Region  ivtel Target Hold? Overide?  Ovemide  SEMUOY  Fuigrager  Capacity lssue?

This is the first step used in the Top-Down Allocation process. The dashboard displays the entire Geo Hierarchy, including region and
sub region. Sales Leaders have the ability to override or hold the quota in their own dashboard. Override values might be derived
using bottom-up quota allocations and there will likely be differences between sales ops and sales leaders’ numbers. When this
occurs, negotiations typically take place between the two groups until a compromise is met.

Review calculated TAM and Targets loaded into the planning application. These numbers are pushed all of the way down the
hierarchy using PY Sales. There are additional allocation methods to use, and additional allocations can be added if a customer
desires. Enter or edit Over Allocation at the Region, Sub-Region, and Sales Field levels. Target allocation percentage is applied to
the total in the region and sub-region tables below.

Select an allocation method

e There are several methods included in the model. Anaplan has added a new Predictive Score Allocation method. Select this
method and compare to another, e.g., Scored Market. Market Scoring is the next dashboard. Numbers are allocated
proportionally across regions and sub-regions.

o  Scroll down on the dashboard so the Allocation Method selector is positioned toward the top of the page. This
way, when selecting different allocation methods, the grids can be seen updating with different allocation
percentages and conditional formatting.

o Hold a region and enter an Override for the US East. Overrides can also be performed at the sub-region level.

e The Headcount and Capacity chart is to the right of the grids. When reviewing allocation in the grids, sales ops can view
capacity alerts and view headcount compared to targets in the graph to the right of the region and sub-region tables.



Region quota allocation
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6. Goal Settin gion Goal Setting

Geo Status

US East

US South

US Central

US West

LAD

Canada
AMER

[+] complete?

AMER

Region Goal Setting

PPY Sales

426,238,761
365,624,709
360,493 684
268,946,498
22,419,347
55,684,827
1,508,405 835

<  6.2.Region Goal Setting @ =

Direct Reps

73

PY
PYSales  Growth
%

404,047,279
425,128,653
428,991,583
311,154,606
25,797,555
64,946,249
1,750,085,925

14%
14%
14%
14%
13%
14%
14%

Current Allocation
HC %

Territories

74

Pradictive

TAM ‘Spond

246% 12,806,993,047 1,185524,... 567979673
195% 10,532,999,127 1,000,904,... 465,022,758
203% 10,750,076,681 1,062,737,... 476,429,080
156% 8,053,796,707 754,767,250 364,179,565
14,779,747 1,285,244 657,689

1% 44247442 3555310 1,633,454
BOO% 42,211,893,850 4,008.813,... 1,875,902219

6.3 Sub Region Goal Setting >

Initial Target Hold? Override?

Accounts
17,570
Override Region Target
— 575978778
— 455,022,758
— 471,914,999
-— 360,718,267
- 650,338
1.617.079

— 1 875,902,219

Subragion
Targat

604,777,717
488,273,896
495,510,749
378,754,181
682,855
1,697,933
1.969,697,330

All Products v

Allocation Method

Predictive Spend X v
oo
s

USEast

FY20~  Forecastv

PY Sales
Prodictive Spond
Addressable Market

US South US Central US West

® Growth @ Decline @ PY Sales

Allocation %

# Region Target

Here is an example of Top-down allocation at the region level using Predictive Spend allocation. Quota can be held or overridden at

the region level and allocated to sub-regions.

Lock down Quota at this level using DCA after RVPs and Sales Ops review and sign off, then continue to the next Review Step at the
Sub-Region Level.



Sales rep quota setting
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< 02.04. Sales Rep Quota Setting © < USAv  Northeastv  Forecastv o -

Sales Rep Quota Setting and Overrides

Sub Region Goals Sub Region Quota and Overrides
2 -
Storage Networking Servers Cloud Services All Products
Field Target $34411,000 17,869,000 $7162000  $35912000  $50241.000 $145595000 g o
™ ™~
Select Allocation Type . . . l l l . .
. -
Seasonality Straight Line
Quota Adjustment @ Default Quota
Review and Adjust Team Quota Direct Sales Rep Dashboard >
Sales Rep Quota and Overrides Product Quota by Quarter
Role oiet: | moa | Prolechd Proecisd, o ! Default Quota Hold? Override! Override  Final Quota Comments
ccts  Suggestion Region e
_—
- 12—
Frazier, Tom Key 1113 75,514,208 11 16200000  13% $18715600 [] [Z] $21,000,000 $21,000,000 Has strong accounts. Can handle additional quo.
Johnson, Ron Key anna 47,309,730 11 16200000  13% $18715600 [] e} $ 19,755,100
Waterbury, Reggie  Enterprise 1M 146,890,649 67 10,000,000 8% $11,562900 [] O $ 11,652,900 S
S
Thompson, Will Enterpise  7/1/11 146,800,649 67 10,000,000 8% $11552000  [4] (] $ 11,552,900 G2Fvz  —
Smoky, Kat Enterprise  1/1/17 146,890,649 67 10,000,000 8% $11562,900  [7] (m] - $11,552,900
Golden, Nikki Enterprise  10/1/16 146,800,649 67 10,000,000 8% $11552900 [ O $ 12,194,600
Sampson, Paco Enterprise  9/1/14  8/30/21 146,890,649 67 5,000,000 4% $5776400 [ o $7,500 $7,500 Transfer has a faster ramp. — T
s —
Andrews, James MidMarket 141715  9/30/21 390,285,397 243 4,500,000 4% $5108800 [] =] $5,487,500 “
Gilmore, Tim Mid Market ~ 4/1/12 390,285,307 243 6,000,000 5% $6981700 [] m] $7.316,700
Adams, Jenna Mid Market  1/1/10 390,285,307 243 6,000,000 5% $6931,700 [] =] $7.316,700
—
Young, Isla Mid Market ~ 1/1/16 390,285,307 243 6,000,000 5% $6931700 [ o $6,000000 $6,000,000 Decreased because patch requires heavy driving.  garFy2
Madre, Terry Mid Market _ 6/1/16 300,285,307 243 6,000,000 5% $6931700 [ O $7.316,700

This dashboard is part of bottom-up quota allocation. This is where the Region and Sub-Region Manager’s review quota is allocated

to their teams based on assignments and role capacity. Sales Managers have the option to edit and override quota for each team
member. The final quota, including overrides, flows back to Sales Operations and, when necessary, sales leaders and sales

operations negotiate until an agreement is reached for the final numbers.

As the sales manager adjusts his team member’s quota the graph at the top of the page updates. The sales manager can also enter
comments as to why he or she is making adjustments that can be reviewed by sales operations.

e Override a quota and enter a comment for one or two sales reps for a sub-region, for example, New York.

Sales Leaders can also easily navigate to the Direct Sales Rep Dashboard to review the Direct Rep’s accounts and quota in detail. If
navigating to the Direct Reps Dashboard, select a sales rep with a Key account role type.

NOTE: Quota/goals are overridden at the Sales Rep level in this dashboard. Many customers assign quota to their reps at a product
(family) level. Quota may vary by time period and be allocated to reps by quarter or month using seasonality calculation factors.
Goals may also be captured using units instead of revenue, depending on the customer’s industry.
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Coverage Summary

Capacity Assumptions Headcount Effectiveness Enter Headcount Adjustments
Rep Acet TAM per Rep at Standard o8 as a2 o 02 o as on
Capacity Optimal HC Quota -
K Enterprise Mid Market
Key 10 37,336,057  15.000,000 ':: - "
Enterprise 50 105,912,862 u Mortheast
20¢ Ga
Mid Market 200 327,992,919 - New York
AN Segments 280 471,241,839 W Mid-Atlantic
- US East 1
n Atlantic Coast
8. Southeast
Hi
. Texas
v US South 5 - 2
Headcount Input " o
Rust Belt
(=]
o Midwest
s Plains.
s
Total Approved HC 10 ™ US Gentral - - 2
Added HC s | % Southwest
Total Available HC 4w California
R Northwest
wA —— US West . . 1
. —_—
' usa 1 . 5
@ +/- HC Action
Headcount Output for Finance
Key Enterprise Mid Market Al Segments
Incremental HC 1 - 5 5
Incremental S... 150,000 - 375,000 525,000
Incremental V... 75,000 - 187,600 262,500
Total Cost 225,000 - 562,500 787,500

This dashboard provides sales ops with strategic suggestions as to where the most potential will be gained by indicating where

headcount should be placed by role and by region.

Select the USA region, if not selected. Based on approved headcount (or desired headcount) and standard quota (upper left grid),
sales operations can enter headcount by role and for region in the top right table. The Headcount Effectiveness chart displays plus
and minus headcounts across states and updates when headcount is entered into the Capacity Assumption grid.

e The darker the highlight in the grid, the more impact adding headcount will have, based on scored market numbers that roll
up to each region and sub-region. Enter the number “1” in the grid for the darkest cells.

The Finance Output table is automatically updated with costs as adjustments are entered. This information can be easily exported
and sent to finance.

Coverage Capacity and Gaps are located at the bottom of the dashboard. This table displays coverage, potential, number of
accounts, gaps, and Impact details.

NOTE: The impact can be enhanced by including an option to use Base or Predictive Score values to calculate the impact. This isn’t
included in the current demo model but can easily be added.



Sub-region capacity planning
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Enter or Adjust Productivity and Ramp Profile Assumptions

Productivity Adjustment Assumptions Sub Region Capacity Planning Ramp Profile Assumptions
Key Enterprise Mid Market All Segments o
Default Capacity 15,000,000 10,000,000 6,000,000 31,000,000 Koy
Productivity Adj 8% boancd Enterprise
Final Capacity 16,200,000 10,000,000 6,000,000 32,200,000 Mid Market
FRE 2625 49 575 1328 All Segments
y.
/
Capacity Planning Summary o / 2 Ramp Type v
/
/
a1 Fy21 Q2Fy21 Q3Fy2 Q4 FY21 Fy21 y N
—a Ramp Period Assumptions
seon / ———
Target 33089,687 330896687 33089687 33,089,687 132,358,749 P =
Projected Capacity 30,862,500 32,250,000 31,387,500 31,525,000 126,025,000 y, /4 Slow Base Fast Transfer
Variance -2.227,187 -830687 1702187 1564687 6333749 yowox /
Variance % -67% 25% 51% AT% -48% v 1
HC 15 15 14 13 13 .
FRE 1335 1375 1325 1275 1275 soseox 3 25%
arFvz a2 asFvn Q4F A so%
i (g iy s -
Head Count Planning s oK
Key Enterprise Mid Market All Sogments Seasonality
Approved Heads 1 - - 1 Straight Line X v
New Hires 1 1 - 2

Review and Override Sales Rep Assumptions

Capacity Adjustments Rep Quota by Quarter

This is where sales leaders start their bottom-up quota planning. The goal is to bring your capacity in line with the target. Quota can
also be overridden in separate dashboards. Go to the Rep Quota Allocation or Region Quota dashboard after this and override,

then return to show how everything automatically updates and discuss bottom-up quota allocation if you are focusing on quota.

The left-hand grid, Productivity Adjustment Assumptions, displays capacity by role and allows a Productivity Adjustment to be
entered by role.

e As productivity percentages are added in the assumption grid, the red line (capacity) moves up toward the blue line (target).

A Region/Sub-Region capacity summary displays Target and Projected capacity by quarter in the grid below, and the Head Count
Planning grid highlights approved headcount by role.

To further visualize balancing capacity to target, sales leaders add new hires (and transfers) in the grid at the bottom of the page.

Review and Override Sales Rep Assumptions

Capacity Adjustments Rep Quota by Quarter
Name Role start End Ramg Override a1 Frz1 azFva1 a3 Fvzr @ Fya1 Fv21
Frazier, Tom Koy s Frazier, Tom 4,050,000 4,050,000 4,050,000 4,050,000 16,200,000
Johnson, Ron Key Johnson, Ron 4,050,000 4.050.000 4.050.000 4.050.000 16,200,000
Waterbury, Reggie Entarprise Waterbury, Reggic 2.500.000 2,500,000 2,500,000 2.500.000 10,000,000

Thampson, Will Entarprise

2,500,000 2,500,000 2,500,000 2,500,000 10,000,000

Smoky, Kat 2,500,000 2,500,000 2,500,000 2,500,000 10,000,000
2,500,000 2,500,000 2,500,000 2,500,000 10,000,000

eea0/21 2,500,600 2,500,600 5,800,000

221 1,500,000 1,500,000 1,500,000 - 4,500,000

o 1,500,000 1,500,000 1,500,000 1,500,000 6,000,000

aic Markot 1o 1,500,000 1,500,000 1,500,000 1,500,000 6,000,000

Young, lsla Wi Markot 1118 o, Isla 1,500,000 1,500,000 1,500,000 1,500,000 5,000,000
Madre, Terry Magire, Terry Mid Market 81116 Madre, Torry 1,500,000 1,500,000 1,500,000 1,500,000 6,000,000
Ledoux, Leray Ledous, Leray Mid Markot 1113 Ledoux, Leray 1,500,000 1,500,000 1,500,000 1,500,000 6,000,000
TeH TeH ey 21 Fast TeH 1,012,500 2,025,000 5,037,500 4,050,000 10,126,000
TeHzZ TeHz Entarprise 2n ase TeHzZ 250,000 625.000 1250000 1,675,000 4,000,000
Northeast Northeast 30,862,500 32.250.000 31,987,500 31,525.000 126,025,000

e Add anew hire (based on approved headcount) by clicking the Add New Sales Rep button. After adding a start date, the Rep
Quota is automatically updated in the Rep Quota by Quarter Grid, based on the Ramp Role.
o The chart at the top is automatically updated with additional capacity.



e Ramp (how quickly the rep will meet quota) can also be overridden in this table. Change the Ramp Profile at the top to update
the chart even more.

Add one or two new reps to bring the capacity level to the target and point this out in the Sub-Region Capacity Planning chart.



Margin analysis
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Margin Analysis and Assumptions

Select a Product to Add or Edit Base Margin % Margin Discounting Assumptions YoY Growth %

Band 1 Band 2 Band 3 Band 4 o

Lower Bound 20,000 40,000 120,000

Margin Base R

Storage Upper Bound 20,000 40,000 120,000

&% | Margin Discount 0% 1% 2% 3%
Lower Bound - 10,000 20000 30,000

Netwarking Upper Bound 10,000 20,000 30,000

Margin Discount 0% 1% 2% 3%
Lower Bound 2 3,000 6,000 9000 oo
Target Margin % Servers Upper Bound 3,000 6,000 9,000 -
| 2385 | Margin Discount 0% 1% 2% 3%
Lower Bound - 15,000 25,000 sogoo ™
Cloud Upper Bound 15,000 25,000 50,000 .
Margin Discount 0% 1% 2% %
Lower Bound - 20,000 50,000 150,000
PY Margin Profile % Services Upper Bound 20,000 50,000 150,000 -
0% 1% 2% 39

soom

Margin Discount 3% °
438% @ sioroge @ Networking @ Servers
® Cioud @ services

Geo Goals and Margin

Geo Goals Margin Metrics

Storage Networking Servers Cloud Services. All Products 50 - $50M $50 - $100M $100-$1B $1-558 $5-$158 $158 + All Sizes

PY Sales 202,005,000 112,090,000 52,969,000 194,164,000 338,771,000 899,999,000 Banking 7,440,000 2,283,000 3,953,000 927,000 304,000 596,000 15,505,000
Sales Target 225,000,000 125,000,000 50,000,000 250,000,000 350,000,000 1,000,000,000 Consumer 15,646,000 5,429,000 18,382,000 7,833,000 3,162,000 1,875,000 52,427,000

Adj - - - - - - Education 3,689,000 1,664,000 6,506,000 1,872,000 465,000 311,000 14,508,000
Final Target 225,000,000 125,000,000 50,000,000 250,000,000 350,000,000 1,000,000,000 Energy 1,718,000 522,000 4,737,000 3,517,000 1,618,000 1,645,000 13,758,000

Region Target 243,000,000 135,000,000 54,000,000 270,000,000 378,000,000 1,080,000,000 Finance 4,277,000 1,301,000 4,838,000 1,853,000 1,672,000 983,000 15,024,000

Analyze and edit margin discounting assumptions by Product in this dashboard. Discounts are applied as adjustments to the final
adjusted base score value.

This dashboard is another example of applying weighting to account value calculations. Region and Sub-Region Goals can also be

overridden at the Product level.

e Year over Year Growth % chart information assists when adding margin discounts.
e Margin Metrics, for example Predictive Value, assist if overriding Region and Sub-Region quota.



Net new accounts and assignments
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< 01.07. Net New Accounts & Assignments @ < Networking v | : Northeastv | Forecastv Reset o -
Net New Accounts and Assignments 0108, Account Detall>:
Territories
3 Net New Accounts
SubRegionA3  Territory Type  State Preiiee z
fosigned  SubRegion  Sute Industry  Segment ;’:"ﬂm s.:',":m Size Feachotten:| | Preionve Am'.":' Bredictive  Base Value s::;‘ nA:] i
ENT - 501 - ... Norheast Enterprise VT Waterbur
ENT- 801 - ... Northeast Ereprise  MA hoias IT Solutions Consul... ENT-S01-01,... Notheest PA Services M Market Mid Market  $0- $50M EPS 3,000 12423 3,000 10423 1,000
ENT- S01 - ... Northeast Emerprise  CT Smoky. K STAT Resources Notheast  MA Sevices  Mid Market Mid Market  $0- S50M 78 3,000 10236 3,000 8236 1,000
ENT- 501 - ... Northeast Erteprise  PA Goiden, P ARRAYASOLUTION... ENT-S01-02  Northesst  PA Technology  Mid Market M Market  $0- $50M 8 A 3,000 10,705 3,000 21,705 14000
ENT- 801 - ... Northeast Evoprse  NH e Money Mailer Nothesst  PA Services  Mid Market Mid Market  $0- $50M 2 A 3,000 12423 3,000 10.423 1,000
MMK - 801 ... Northeast MidMarkst  NH PR Turbonomic Notheast  MA Technology  Mid Market Mid Market  $50 - $100M 9 A 6,000 12428 6,000 25423 19,000
M- 801 . Northasst MdMetR  MA g BLOCK SOLUTION... ENT-S01-03  Northeast Services  Mid Market Mid Market  $0- S50M 0 3,000 20,669 3,000 15,669 -2,000
MMK - S01 ... Northeast MdMaket | OT PRy Boston Public Library Notheast  MA Consumer  Mid Market Mid Market  $50 - $100M ) 6,000 9671 6000 8671 5,000
MMK - 501 ... Northeast MidMarket  PA Yotno Boston Technology ... Nothesst  MA Sevices  Mid Market Mid Market  $50 - $100M 100 [ 4,000 20869 4,000 16,669 0
MMK - 801... Northeast MdMaket  ME Madre, Continuum Manage... Nothesst  MA Technology  Mic Market Mid Market  $50 - $100M A 6,000 12,423 6000 25423 19,000
MMK - 801 ... Northeast MdMatet VT Lokt Doy Imaging Nothesst  NH Manufactur... Mid Market Mid Market 0 - S50M CX 2,000 12423 2,000 10423 0
Northeast PRESS, GANEY AS... Nothesst  MA Heathcare  Enterprse Enteprise  $100-$18 78 9,000 10838 2,000 13,838 12,000
ENT-S02- ... New York Etopdee NY. Amato, B US SERVICES INC Notheast  PA Education  Mid Market Mid Market  $0- S50M 8 C 2,000 9,952 2,000 7952 0
ENT - 502- ... New York Entepise  NY Hilimer, P Cape Cod Healthca... Nohesst  MA Heathcare  Mid Market Mid Market 0 - $50M G 3,000 9952 3,000 10952 4000
ENT- 802~ ... New York Ererrdie. | NY. Tromoc, Lt Talentburst Nothesst  MA Sevices  Mid Market Mid Market  $50 - $100M 8 A 4,000 0871 4000 7671 2,000
MMK - S02.... New York MdMaket  NY RS Albany Interationa... Notheast  NH Manufactur... Enterprise Enterprise  $100- $18 8 A 7.000 12423 7.000 1423 6,000
M- 802 New York MdMatet WY White, W1 American College o... Notthesst  PA Eduestion Wi Market Mid Market  $0- $50M 8 2,000 11,938 2,000 9.035 0
New York Bluefin Robotics Co... Notheast  MA Manufactur... Mid Market Mid Market  $0- $50M 8 A 2,000 10236 2,000 8236 )
ENT-804- .. AtorticCosst  Enteprise. SC Aosder] Information Service... Notheast  CT Servces  Mid Market Mid Market  $50 - $100M 8 A 4,000 9952 4000 7.952 2,000
ENT-S04-.. AMaticCosst  Emsprisa.  8C Acstin, D1 Kronos Incorporated Nothesst  MA Technology  Enterprise Enterprise  $100-$18 4 [A 13,000 10,708 13,000 23,705 26,000
Lancaster General ... Notheast  PA Heathcare  Enterprise Enterprise  $5-$158 88 30,000 10938 30,000 12908 32,000
— SunGard Data Syst... Notheast  PA France  Enterprise Enterprise  $158+ o A 28,000 1,998 98,000 10835 97.000
Public Consulting G... Notheast  MA Services  Enterprise Enteprise  $100-$18 o7 A0 1 9,000 20,669 9,000 17,669 6,000
W.A. Berkley Nothesst  CT Insurance  Enterprise Enterprise  $5-$158 78 24,000 10838 24,000 18,938 32,000
Flald Toget Copackty lesuet, MASSPORT PTY, LTD. Notheast  MA Consumer  Mid Market Mid Market  $0- $50M ®8 4,000 10,705 4000 2705 3,000
o=z s Mei King Restaurant Notheast Rl Consumer  Mid Market Mid Market  $0 - $50M 9 (A0 4,000 12423 4,000 11,423 3,000
e isass oon Coreteliigent Nothesst  MA Sevices  Mid Market Mid Market  $0- $50M %A 3,000 12423 3,000 10423 1,000
T e SCIO Health Analyti.. Notheast  CT Heathcare  Enterprise Enterpise  $50 - S100M 8 A 4,000 9,952 4,000 10852 5,000
P i Twin River Casino Nothesst Rl Consumer  Mid Market Mid Market  $50 - $100M 87 A 6,000 12423 6,000 11423 5,000
e e XPO Logistics Nothesst  CT Senvices  Enterprise Enterprise  $5-$158 8 A 26,000 10,708 26,000 8705 24,000
Py A Fulton Financial Corp Nottheast  PA Finance  Enterprise Entepise  $100-$18 91 A 11,000 10838 11,000 9938 10,000
=y A The Needham Bank Nothesst  MA Fnsnce  Mid Market Mid Market  $0- $50M & C 3,000 10,838 3,000 8938 1,000
ey Ry CORVIAS LTDA Notheast  RI Sevices  Enterprise Enterprise  $100-$18 8 A 9.000 12423 9,000 11,423 8,000

Net New Accounts are “look-alike” companies based on top Ideal Customer Profile (ICP) fit indicators and intents. The predictive
model’s engine scores and tags look-alike accounts that are likely not even on the sales team’s radar. Predictive Insights can help
sales teams broaden their reach and focus their efforts by identifying Net New Accounts that aren’t typically considered as part of
the overall territory and quota planning process. This capability is a competitive differentiator.

These Net New Accounts can be included in the initial planning process and/or included after Allocation has occurred.
View account rank and score in the Net New Accounts grid.

e Select an account and click the Account Details link at the top of the page to view additional account information, including
all of the indicators and buying intents used to score and rank the individual account.
e Territory and Capacity information is available in the left grids to help when making an assignment.



Account details

Sales Operations -> 01.08. Account Details

Products v

Territory Planning with Predictive insights v

< 01.08. Account Details § <

Account Details

Account

Boston Technology Corporation

Account Detail

Sub Region

Northeast

Indicators and Intents

Mintigo - Number of Employoes

Mintigo - Annual Revenue

Mintigo - Virtualization: KVM

Mintigo - Data Warehouse: Amazon RedShift
Mintigo - Cloud computing: Amazon EC2

Mintigo - Dats Warehouse: IBM Data Ware..

Mintigo - Cloud Security
Mintigo - IDE: Apple Xcode

Mintigo - Marketing Automtn: IBM Watson ...
Mintigo - Mobile Application Development ...
Mintigo - CRM: Microsoft Dynamics

Mintigo - Hiring C-Levels Positions

Mintigo - OLAP Solution

Mintigo - Cloud: Dell EMC

Mintigo - CON: CloudFlare

Mintigo - Cloud Computing: Genesys Inter...

Mintigo - Hiring Marketing

Mintigo - Financial Analytics: Oracle Hyperi...

Mintigo - Hiring a Large Number of Employ...

Mintigo - Hiring Mobile Development Positi...

Predictive Rank

Buying Indicators and Intents

Number of Employees

Annusl Revenue

Virtuaization: KVM

Dsta Warehouse: Amazon RedShift

Cloud computing: Amazon EC2

Financial Anaiytics: Oracle Hyperion Fin Mngmnt
Data Warehouse: [BM Dsts Warehouse Systems
Hirng a Large Number of Employees

Cioud Security

1DE: Apple Xcode

Hiring Moble Development Positions.

Marketing Automn: 1BM Watson Campaign Aut
Mobile Application Development Environment
CARM: Microsoft Dynamics

Hiring C-Leveis Positions

OLAP Soiution

Cloud: Dell EMC

CON: CloudFiare

Cloud Computing: Genesys Interactive Inteligen.

Hiring Marketing C Positions

100
Predictive  Prodictive
Industry  Segment Size Account  Account
Score Rank
Sevices M Market S50 -S100M 100 NI
Intent Name Used?

Preditve  pregictive

Servers
Score

Industry Base Potential
Services -4,000
Predictive  Prodictve  Predictive  Predictive  Predictive
Networking Networking  Services  Services  Storage
Score Rank Score Rank Score
() 0 100

Postives Coverage

8222
7.197

1464
1.368
135
135
1201
1287
1283
125
125
1241
1216

1203

118
1.167
1164
1163

09788

001137
005798
008322

003941
005911
009852
005419
008602
003069
0.1156
o122
0.1027
0.1815

001781
0.1785
02012

Predictive  Predictive
Storage Rank Cloud Score

A 0

House List Coverage

09717
08179
0.008857
003959
008813
0,048
00292
0.04579
0.07653
004225
0.06879
0.02455
008312
0.08224
0.08494
0.1509
0.07255
0.01526
0.1533
0173

Boston Technology Corporation v

Predictive Potential

Storagev  Forecast

Reset V4

33,606
Crmdeave,  State  ProfieAvg  preceive Adppent:| TBatot
Potential  Adjustme...
MA 7,000 44,608 -4,000 33,606
Capacity
Field Target Capacity issue?

Northeast $34,411,000

New York $35,449,000
Atlantic Coast 522,804,000

US East $92,664.000
Mid-Atantic 19,378,000
Soutneast $28,634,000
Texas $21,455,000

US South 69,667,000
Midwest $31,746,000
Plains $19,713,000
Rust Belt § 23,906,000

US Central §75,365,000
Southwest $24,850,000
California $14,325,000
Northwest $11813,000

US West 50,988,000
usa $ 268,684,000

This dashboard displays account information, including rank and score, along with all of the top indicators and buying intents used
for scoring and ranking the individual account. This information assists in determining whether a particular account should be

assigned a specific quota, and where it should be assigned.

To view product-level score and rank, select a specific product from the drop-down at the top of the page.

This dashboard should also be accessible by sales leaders.




DIRECT SALES REP DASHBOARD

Direct Sales Rep -> 03.01. Direct Sales Rep Review

& Products v Territory Planning with Predictive Insights v Sales Reps / 03.01, Direct Sales Rep Dashboard v
< 03.01. Direct Sales Rep Dashboard ¢ «< All Products v FY21v  Forecastv Reset o -
Sales Rep Name Reviewed? Role Quota Potential Number of Accounts
French, Dan false Key 36,228K 30,90216K 8
Quarter kP! Quota by Product
Q1 Fy2t Q2FY21 QaFY21 Q4 Fy21 Fr21 "
Quota 9,057,000 9,067,000 9,057,000 9,057,000 36,228,000
# Accts 8 8 8 8 8
ot 0zF caFva 4 P
® Stosge  © Networking  © Severs @ Clous @ Services
Account Details
01.08. Account Details > Account Potential by Quarter
a1 Fvz21 QzFy21 QaFy2t Q4 Fy21 Fv21
Key Account Details
PepsiCo 990,220 990220 990220 900220 3,960,881
Morgan §... 3,085,507 3,055,507 3,055,507 3,055,507 12222021
Potential Target Margin % PY Sales Predictive Score Predictive Rank State Trpe Industry
Hess 547,840 547,849 547,849 547849 2,191,396
— ] e R e — e Goldman .. 209,358 209,358 209,358 209.358 837,433
Morgan Stanley 12222.027 11.66% 4,684,000 NY Existng Finance ows Corp Ui Lo ririo (o ind oo 128,186
= S e . e P e American ... 1001012 1,001,012 1001012 1001012 4,004,047
Codanteoin ey 1209 " . o mnehoe Colgate-P... 454,170 454170 454,170 454,170 1,816,678
News Corp. 3,128,156 11.74% > NY Opportunities  Technology ces 905,50 856,200 888,200 088308 2741545
Aoirioan Biprets R o0kDAT T A0 v Bl P Franch, Dan 7725541 7.725541 7.725.541 7.725.541 30.902,16¢
Colgate-Paimolive 1816678 1227% 6,112,000 NY Existing Consumer
ces 2741545 10.76% 7,864,000 NY Existing Consumer
French, Dan 30,802,164 11.56% 39,582,000 NY Existng Consumer

This dashboard can be used by sales managers to review accounts and quota set up for their team members during the planning
process. It is specific to Key Account (Direct) Reps.

The dashboard can also be used by Direct Reps during and after planning for reviewing any changes to account and territory
assignments, and high-level account information, including predictive score and rank by product.

e Quarterly KPI accounts are highlighted when over- or under-assigned.

A link is provided to the Account Details dashboard where account level, indicators, and buying intents can be viewed.



QUOTA PLANNING WITH PREDICTIVE INSIGHTS —PROCESS FLOW

The following is the process flow depicted in the new model.
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The planning model encompasses all of the process steps necessary for applying best practices to territory and quota

planning. It also incorporates predictive insights, which enhances the overall planning process.

Many organizations have separate Quota, Territory, and Capacity planning processes. These processes may even be
performed within different departments. However, much of the data needed for planning is common, such as
Sales/Territory Hierarchies, Sales Reps, Sales History, Customer Information, Roles, and Products. Metrics from these
processes feed into one another. Because of shared data and metrics, the underlying model includes all three processes.
They can be separated into different models during implementation and data shared across models using a Data Hub.

This practice is useful where organizations have very large volumes.

ANAPLAN MODEL

The Anaplan Model used as the basis for the Predictive Territory and Quota Planning Model was downloaded from the Anaplan
Demo Library. This model includes processes for Territory and Quota planning and modeling, Market Scoring, Capacity Planning,
Quota Allocation (top down and bottom up), and Territory Assignments. Territory Assignments are performed manually for Key
Accounts and automatically (using Optimizer) for Enterprise and Mid-Market Accounts. Predictive Insights are layered into the
model where it made sense and there are four new dashboards in the NUX in addition to the dashboards in classic.

The model also contains Optimizer scenario analysis and the ability to model Potential Account Value. Potential Value is calculated
by account and aggregated across all Accounts, by Segment, Product, Territory, Region, etc. It’s represented by several different
metrics: Industry Average, Prior Year Sales, Predictive Value, Industry Penetration %, etc.

For Market Scoring, a Base Score is calculated; either the prior year’s sales revenue or, if a new account, the industry average from
the prior year’s sales. Additional growth and discounting adjustments, along with a final “Balance Factor,” are added and applied to



the Base Score to come up with a Final Score. The final aggregated score of all accounts is how TAM is calculated in this model. The
purpose of Market Scoring is to predict the relative value of each account. Final Score is used as potential amount for territories.

When comparing calculated metrics, some of the summary analysis dashboards used two new line items for comparison: Base Score
+ Adjustments and Predictive Account Value + Adjustments in order to have like-for-like comparisons. Net New Accounts and

Account Details dashboards include the new line item values.

When running Optimizer, select either the Base Score or the Predictive Base Value as the first criteria. These two scores provide a

basis for like-for-like territory assignments.

The Predictive Score Allocation method is added to the model for Allocating Quota. Quota values (Target) is already included in the
demo model so does not need to be imported. Targets can be updated easily in the Sales Operations Home page or Geo Goal Setting
module.

Processes are included to clear data from the model, and to populate account and target (quota) lists. Use the Account and Al data
included in the Demo.

Anaplan recommends using existing Demo data because it is enriched with predictive scores and ranks (overall and by product) and
associated to account indicators and buy intents. Original account data was exported and imported and used to create a predictive
model within Predictive Insights. Customer Successes and Opportunities were used to create the predictive model and then

enriched, scored, and ranked. Scores, ranks, and indicators were then imported into the Anaplan Model.

IMPORT ACCOUNT DATA

Ideally, customers will take their modeled and scored account data from the Predictive Account Segmentation & Scoring Anaplan
Model and import the account, indicators, and intents into their Territory Model. If this approach is not used, customer data is either
fed directly to Predictive Insights, modeled, enriched, tested, and scored. Or account data is imported into Anaplan and pushed into
Predictive Insights via direct integration. (Integration is not yet available but expect something by mid-year 2020. 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), the unique Anaplan code can be retained

and matched 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 the data doesn’t need massaging before re-importing. Firmographic metrics
are easily retained and mapping to create a geo hierarchy won’t be needed.

Anaplan is working on integrations between Anaplan models and the Predictive Insights platform. 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 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; and Indicators and
Intents with lifts and lift coverages.

PREDICTIVE INSIGHTS PLATFORM PREDICTIVE MODEL SET UP

See the Predictive Insights Modeling Guide for more detailed information. What follows is a simple set up 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 Territory and Quota Planning 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 Existing (closed/won) which is the Positive List, and Opportunities
(new prospects), known as the House List. It’s best to have separate files for each source type. Account Name should be provided
and if possible, provide the account domain URL. 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 footprints 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.

See the Predictive Insights Modeling Guide and the Integration Guide on Anaplan Community for more detailed information.



https://community.anaplan.com/t5/Predictive-Insights/Predictive-Insights-Model-Building-Guide/ta-p/76969
https://community.anaplan.com/t5/Predictive-Insights/Predictive-Insights-Record-Scoring-and-Enrichment-in-Anaplan/ta-p/80711
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