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to software ScaleUp data and
ousiness context powers actionable
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Use the
Find data and insights related to:

to evaluote | |
Onboarding & Implementation

Professional Services
Technical Success
Customer Success
Partner Success
Account Management
Renewals

Customer Support
CS Operations
Customer Education
Customer Marketing
....and more

your company’s post-sales

mMaturity and set

operational and fiscal goals

based on your current ARR,

GTM motion, ASP mix, and
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customer count.




Word of Caution &

The information presented in this report is derived from median, self-reported data collected in
2023 across Insight’s diverse portfolio of companies. It's crucial to understand the following:

No One-Size-Fits-All: The insights highlighted in this report may not be universally applicable. What
proves beneficial or relevant for one business might not necessarily align with the needs or
circumstances of another.

Not Benchmarks or Targets: The data presented represents aggregated trends and should be
interpreted as such.

Seek Expert Guidance: For tailored business guidance, or to discuss appropriate targets and
benchmarks, we recommend consulting with your Board of Directors or reaching out to the Onsite

team at Insight.

Use this data as a starting point, not an endpoint, in your strategic considerations.
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Deconstructing "Post-Sales” activities and owners INSIGHT

PARTNERS
In a subscription business, the sale doesn’t end at Closed Won.
In this report, we define “Post-Sales” as the set of activities from the point of initial customer acquisition through contract
renewal. Ownership of post-sales activities varies by company, so common post-sales owners are highlighted below.
t
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] Hand off & Activate Onboard, Implement, Deploy
v

Closed Won

(Initial Sale)

PRODUCT

TECHNICAL SUCCESS, PROFESSIONAL SERVICES

IMPLEMENTATION/ONBOARDING CUSTOMER SUCCESS
CUSTOMER SUPPORT, CS OPS

CUSTOMER MARKETING, CUSTOMER COMMUNITY

ACCOUNT MANAGEMENT

Common RENEWALS
Post-Sales Roles




Extract relevant insights by comparing your INSICHT
business to companies with similar attributes

I 2023 post-sales trends and performance data have been analyzed and provided across multiple dimensions and bands as outlined below.

STAGE AVG. ASP CUSTOMER COUNT GTM STRATEGY
EARLY <$ 10k
$0-10M
- $10-25k <7100
$10-30M $25-50k Product-Led
GROWTH 100-500 s
$30-50M $50-100k Hybrid
$50-100M -00-2000
LATE $200-500k >2000
>%$100M >$500k
INSIGHT PARTNERS » 1) PLG involves leveraging a company’s product as the primary means of acquiring, activating, and retaining customers. 6

2) Hybrid companies acquire, activate, and retain customers through a combination of PLG and sales-led or assisted tactics.
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4§ Businesses are still trying to nail the fundamentals when
it comes to understanding customer journeys - the
stakes have only gotten higher with the advent of
Generative Al.

REBECCA LIU-DOYLE, MANAGING DIRECTOR, INSIGHT PARTNERS

The best companies understand the expansion potential of
a customer when they land the initial deal and show up with
,’ a plan to unlock that additional growth.

THOMAS KRANE, MANAGING DIRECTOR, INSIGHT PARTNERS

INSIGHT PARTNERS



Capturing the
zeitgeist of

2022
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Declining growth rates and efficiency guardrails have
olaced immense pressure on post-sales teams

Since the last release of this report, the global macroeconomic outlook has changed
dramatically. Many companies have shifted their resources from offense to defense.

Geopolitical uncertainty, rising interest rates, and an inflationary pressures have driven up
costs and softened markets, forcing companies to conserve cash, raise prices, rationalize
spend, and slow down hiring.

Investor risk-appetite has decreased, favoring companies with stable retention, greater
capital efficiency, strong unit economics, and positive margins.

These trends have forced founders and ScaleUps to course correct and return to core growth
principles. Today’s Saas leaders need to nail and scale the fundamentals.

As Alexander Graham Bell famously said, “when one door closes, another opens;
but we often look so long and so regretfully upon the closed door that we do not see the one
which has opened for us.” Instead of grieving the loss of pandemic-era growth and
capital availability, ScaleUps should embrace the opportunities that lie ahead,
especially with the release of Generative Al. Many of the world’s most ingenious ideas
and companies spawned in periods of great constriction and affliction.



core to survive (sustain
high GRR) and

teﬂets thrive (boost NRR) in

today’s economy
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Stop selling to customers that are going to churn

and never pay CAC back

Once you determine who your least retentive customers are, move
on (it's okay if it takes you a few renewal cycles to figure this out).

Redirect your sales efforts towards prospects and existing
customers whose pain points and needs you can truly solve - these
customers are more likely to do business with you long-term and
bring in referrals.

Selling to ICP customers reduces the cost to acquire new business
overtime, accelerates CAC payback, prevents churn, focuses your
product roadmap, maximizes resource allocation, improves profit
margins, and reduces burnout across your delivery teams.

Customers that might be a poor fit today could potentially be a
strong fit in the future as market conditions change and your
products and services mature. Don't sour your reputation and miss
out on future potential revenue.

INSIGHT PARTNERS »
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Engineer value, not features

If you want recurring revenue, create recurring value for your
customers.

Stop leading conversations with your prospects and customers
around features. Instead, drive organic growth by aligning your
GTM strategy and product roadmap around your customers’
desired outcomes and unmet business needs.

Insight recommends conducting a formal customer value gap

analysis (VGA) annually to routinely expose blind spots and keep
the “customer” in customer success.

INSIGHT PARTNERS »




INSIGHT

Create a single source of customer truth by
reducing data gaps, siloes, and knowledge sprawl

Customer intelligence and context live in too many places without @
single institutional address. This makes it virtually impossible to
generate a holistic view of the customer, effectively manage risk,
and identify expansion opportunities.

While Generative Al will make information centralization and
retrieval easier over time, it will not solve for underlying data gaps
and accuracy issues. Companies need clear data governance
policies with defined data management roles and responsibilities.

Data scalability and knowledge management are critical to driving
innovation, company-wide productivity, and timely customer service.

INSIGHT PARTNERS



Shift to a "harmonized engagement” mode|

Harmonized engagement challenges the status quo. It calls for a
unified, cross-functional approach where every department,
team, and touchpoint are attuned to the customer’s frequency.

Most customer operations and communications are managed in
siloes. Marketing, Sales, Product, and Customer Success often
follow disjointed approaches that cannibalize progress and
result in poor communication and missed opportunities. This
stalls growth.

Instead of adding to the noise, what if we synchronized our
interactions across teams and ensured every customer
interaction was meaningful and purposeful?



Pay off your process debt to improve NRR P

and GRR efficiency

Shockingly, one-fifth of companies do not have any documented
processes - this is akin to constructing a building without any
blueprints. That wouldnt make for a very secure structure, would it?

Similarly, without documented processes for routine post-sales
activities, companies are establishing shaky foundations for growth
and hindering their ability to leverage technology to scale.

Ironically, while most companies assigned more expansion
responsibility to their post-sales teams over the past 18 months, 81%
of companies still do not have a documented expansion process.

Don’t make the mistake of assuming additional headcount and tech
spend will enable you to scale; the opposite is often true. Without
robust processes in place, the addition of new employees and systems
can lead to amplified inefficiencies and diminishing productivity gains.

INSIGHT PARTNERS »
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Don't ignore GRR and logo retention

During the pandemic-era of growth, many ScaleUps fell for the iceberg
illusion. They saw NRR as the tip of the iceberg - a hallmark of growth
and success. Yet, beneath the surface, the large mass of GRR and logo
retention was melting away, unseen.

Don't sacrifice GRR and logo retention to increase NRR - you will miss
opportunities to address root-cause issues and course-correct wrong
turns.

GRR is the clearest indication of customer value realization. From an
investor’s balcony, high GRR signals revenue predictability and product-
market fit.

Logo retention measures the stability of your overall customer-base and
potential for future expansion. Decreases in logo retention may signal
competitive disruption, friction in your customer operations, or
mMacroeconomic tension.

INSIGHT PARTNERS »
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Make it easy for your customers to do business
with you and use your products

Reduce customer effort - it shouldn’t take a PhD to understand how
to buy, use, and pay for your products and services or work with
your teams.

Businesses are looking for simple solutions that make their lives
easier and generate significant time and cost savings. Give
customers the keys to their cars as soon as possible; don't make
them wait around or expect them to help assemble the engine.

SaaS implementations remain complex and lengthy - why is this
acceptable?

Clarity in simplicity, simplicity in clarity. To boost expansion and
renewal rates, deliver seamless experiences to your customers.

INSIGHT PARTNERS
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Earn the right to monetize your services, then
nmonetize

Historically, implementation, customer success, technical support, and
customer education teams have been viewed as non-commercial activities
and therefore cost centers or COGS.

While every company will incur delivery costs to achieve strong growth and
retention outcomes, there are strategic ways to offset those costs to protect
your margins and scale your operations.

Best-in-class software companies tier their offerings and charge for valuable
services, generating incremental ARR that often neutralizes costs.

For example, charging 30-40% of your customers for higher tiers of customer
support can yield an incremental 6-8% in ARR.

Monetizing services isn't just about the bottom line; it's about maintaining a
quality standard, driving stickiness and adoption, and delivering ongoing value.

INSIGHT PARTNERS




Understand and monitor the unit economics
of service delivery and retention

Unit economics provide a holistic view of a company’s health and growth
potential. They allow investors to project how profitable a company may be in
the future before investing.

Companies that do not measure or track their cost-to-serve with sufficient
granularity across their key segments and personas can't clearly pinpoint
losses and protect revenue. They often struggle to maintain positive margins
and strategically allocate their resources.

With a clear view into the unit costs of customer service delivery, ScaleUps
can continuously improve their retention strategies, tweak their processes,
and address challenges associated with serving low-margin customers. Low-
margin customers are not typically worth acquiring, especially if they churn at
a higher rate.

As you enter annual planning season, be sure to evaluate what it is costing
your business to retain and renew every dollar of existing revenue.
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Ensure retention accountability is shared across
departments with a joint focus on leading indicators

To protect revenue, inform product strategy, and identify new logo and expansion
opportunities, it's critical that product, marketing, sales, and post-sales teams
align on shared leading retention KPIs such as:

Time-to-first-value

Deployment length

Onboarding and Support CSAT/CES

User adoption

Stakeholder engagement (breadth, depth, recency, & frequency)
# verified outcomes last 3 months

Time-to-first-upsell

Product NPS

# of implemented products

o o o o o o o o I

Shared retention accountability results in accelerated value realization for
customers which propels the revenue flywheel.

INSIGHT PARTNERS »



EXECUTIVE SUMMARY

Post-sales org design across Insight’s portfolio

HEADCOUNT

O of companies increased or did
5 2 /0 not significantly change their

post-sales headcount

e‘

of companies have of companies have account
dedicated Customer management, covered through
Success coverage either AM, TAM or PAM roles.

Avg. # of Customers per Post-Sales IC" by ARR

Post-sales orgs become more
efficient as they scale

35
_;_& -
<$10M ARR $10-30M $30-50M $50-100M >$100M
ARR ARR ARR ARR

OWNERSHIP

Customer Success teams are taking on more
post-sales responsibility

2021 2023

014% . O 25%

of companies reported CS as primary owner of Expansion

028% L. O 38%

of companies reported CS as primary owner of
Onboarding/Implementation

035% : o 53%

of companies reported CS as primary owner of Renewals

02% #012%

of companies reported CS as primary owner of Support

1) Post-sales IC (Individual contributor) Total excludes sales reps, SEs and Contracted Resources

INSIGHT PARTNERS »

* 2021 numbers are based on data from the 2021 Post-Sales Survey.
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SUPPORT MODEL

- Swarming - Hybrid

Tiered [ No Support
Org

- | ]
38% 55%

EEEEE

<$10M  $10-30M $30-50M $50-100M >$100M
ARR ARR ARR ARR ARR

64%  61% 599,

56% of companies adopt a tiered support model.
Earlier stage companies are more likely to adopt
hybrid and swarming support models.

CS OPS

Do not have CS Ops

1%
% 9
L sy

At early stages, companies rely on RevOps and Sales
for post-sales ops support. As companies reach
growth stage (>$30M ARR), dedicated CS ops

become more prevalent.

CS RevOps Sales Finance
== N



EXECUTIVE SUMMARY

Post-sales efficiency across Insight’s portfolio

BUDGETS & ARR COVERAGE
of companies have increased
7 O % or kept their post-sales
budgets the same in 2023
2021 2023

$2.8M ) $4.0M

Avg. revenue managed per AM increased 49%

$2.2M ) $3.1M

Avg. revenue managed per CSM increased 40%

EFFICIENCY LEVERS

Primary levers used to drive post-sales
efficiency include

Tech &
Automation

While 40% of companies use tech &
automation as the primary lever, 4 1% of
companies do not use any CS software.

Knowledgebase &
Documentation

PARTNERS & OUTSOURCING

of companies are using of companies are
partners to support outsourcing
implementation/adoption. Customer Support.

2021 2023

11% »071%

60% more companies >$100M ARR are
outsourcing Customer Support

MONETIZATION
% of companies that charge for the following :
56%
30% 22% 139
Implementation  Customer TAMs CSMs

Support

INSIGHT

PARTNERS

GENAI ADOPTION
Adopting Exploring ~ Not considering

Usage by Post-Sales Headcount reduction

Oto 5% 6t010% 11to15% >15%

Increased
Post-Sales
headcount

No significant
change in
headcount

Most common GenAl use cases include...
Workflow Content Customer
Automation Generation Service

15% of companies are building home grown GenAl
solutions. Many companies are also using:

GenAl functionality in @ Emerging
@ OpenAl @ existing tech stack tools

servicenow [AEEEIES

- b Microsoft 365
zendesk Copilot

@) OpenAl w

ChatGPT



EXECUTIVE SUMMARY

Post-sales performance across Insight’s portfolio

PROCESS DOCUMENTATION

% of companies that have a documented
process for the following activities

Onboarding 86%

QBRs

Renewals

Pipeline/
Forecasting
Support Case
Mgmt.

Expansion

NPS

How did companies perform on
NPSin 20227

Bottom Quartile Median Top Quartile

24 44 68

INSIGHT PARTNERS »

SUPPORT

Monthly support ticket volume by ARR

I >5000 M 1001-5000 M 501-1000 M 101-500 0-100

<$10MARR  $10-30MARR  $30-50MARR $50-100MARR  >$100MARR
EXPANSION
2 40 Median Days to First Upsell by ASP
365 360 360
median # of days 305
203

from initial deal
close to first 68
expansion event

95

<$10K $10- $25- $50- $100- $200- >$500K
25K 50K 100K 200K 500K

RENEWALS

median 2023
projected renewal
rate

[ 80% orbelow M 80%-90% M 90%-100%

$30-50M ARR

<$30M ARR >$50M ARR

INSIGHT

PARTNERS

PERFORMANCE INDICATORS

Top Customer

Health Metrics

Top ProServ KPIs

@ Usage and of ProServ teams
Adoption 2 6% are not tracking
any KPls
Customer

@ Engagement &

Satisfaction

©
93%

Value and
ROI Delivery

@ # days to go-live

of companies do NOT heavily
weigh Deployment/Onboarding
success in their core customer
health methodology

Implementation
backlog

ONBOARDING

43%

of companies complete less than
half of their implementationsin
90 days

Implementations Completed in 90 Days

5% 38%

N\

None Less than Half

48% 9%

More than Half All



IIIIIIIIIIIIIIII

DOLOGY




METHODOLOGY

Purpose & Scope

Insight Partners’ captures relevant metrics by ScaleUp stage® and go-to-market
motion? to help our companies scale for growth. In 2023, data was self-reported by 110 Insight

portfolio companies.

This year’s findings are categorized under three major themes:

/‘ ORG DESIGN 2 EFFICIENCY 3 PERFORMANCE
How are How efficient are How are Insight
portfolio portfolio portfolio
companies companies’ companies
structuring their post-sales measuring
post-sales teams? against key
organizations? performance

indicators?



METHODOLOGY

Viethodology

Insight Partners adopts rigorous survey design, data gathering, validation, and analysis methods to
provide actionable results to portfolio companies.

The

DATA CAPTURE

A year-long needs
assessment is
conducted to define
the scope of the
survey.

Leaders across all
post-sales functions
are called upon to
inform the final survey
scope.

involves:

DATA VALIDATION

Logic checks are
embedded directly in
the survey to minimize
data entry errors.

Upon submission,
survey responses are
manually validated by
Insight analysts to
produce high-fidelity
data.

DATA ANALYSIS

/I SUPPLEMENTAL DATA
|

Additional data
and insights have
been included
from both our
2023 Sales KPI
and 2022 CFO
reports.

Data analysis goes
through several
stages of review to
deliver high-quality
insights to Insight
portfolio companies.



METHODOLOGY

Analyzed Demographics

Responses were segmented and analyzed across several key parameters:

GTM Model ARR
Customer Count ASP
Primary Customer Segment Number of Products
Average Sales Cycle Primary Region
On-Prem vs. Cloud Average Contract Length
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53% of companies increased or did not

C O m) pO N |eS significantly Eer;g(g:il‘j:teir post-sales
CO ntl n u e to VI eW In 2023, 25% of companies reported CS
C u StO m e r‘ S u C C eSS O S as the,I Z;mc;ry owner'o1c gxpansion
. . o VS 6 of companiesin 2021
mission-critical and | s |
) ) N . 53/0 of companies reported CS
invest In post-sales ot o 0
O pe rOt l O nS to d r ve In 2023, 38% of companies reported CS
G Q ? O nd N Q ? as the primary owner of

onboarding and implementation vs
28% of companiesin 2021

/7% of companies have headcount
allocated to account management, partner
account management, and/or technical
account management




POST-SALES ORG DESIGN

How do companies structure their post-sales
organizations?

Post-soles org design s

influenced by several
factors including

a How do Insight companies designate post-sales roles and responsibilities?

9 What does post-sales coverage typically look like across the Insight portfolio?

Who does customer success operations report to?
e WANRV/e]¥

compare the structure
of your organization to
e What are the most common customer support models? others in the Insight
portfolio, keep this
the past year? context in mind.

e What are common post-sales staffing ratios?

G To what extent were post-sales teams impacted by reductions in force (RIFs) over

a Which post-sales roles were most impacted by RIFs over the past year?




POST-SALES ORG DESIGN

Who is the primary owner of the following responsibilities? INSIGHT

PARTNERS

Onboarding /
Implementation

Technical Support Adoption Health Tracking Expansion Renewals

In the early stages of a ScaleUp's journey, post-sales teams wear several hats and cover a range of functions. For example, Customer
Success may initially have a wider range of responsibilities, owning everything from onboarding to customer adoption, health tracking,
expansion, and renewals. This approach minimizes the number of customer handoffs and simplifies customer communication.

Survey responses indicate that as ScaleUps cross ~$30M in ARR, roles take on increased specialization with focused responsibilities. For
example, a dedicated Onboarding team may emerge to focus on customer implementation and product deployment. It is important to
weigh the potential costs, risks, and tradeoffs associated with either approach.

flzre?;;rjeodb a Attributes associated with roles’
@j V Earlier stage V Shorter sales cycle
/ V Lower product V Lower ASP
Technical Skills / complexity
or Domain /
Knowledge y 4
7/ . . .
7 g Attributes associated with roles’
7’
Acquired _- - V Later stage V Longer sales cycle
on the job | = C’D— - V Higher product V Higher ASP
complexit
Generalist m——) Specialist P 4
(Full Lifecycle CSM) (Single Stage CSM)

Role Profile



POST-SALES ORG DESIGN

How to interpret the following dato INSIGHT

PARTNERS

Who is the primary owner of

This represents the unique post-sales
role/responsibility under discussion

INSIGHT PARTNERS » 34



POST-SALES ORG DESIGN

How to interpret the following dato INSIGHT

PARTNERS

ARR
0-10M
glozcie\v
30-50M
50-100M

> $100M

< $10K
10-25K
25-50K
50-100K
100-200K
200-500K
> $500K

Rows represent unique company
attributes

100
00-500

V U] = 9 I ARG a AR RS
a T
o]

3
0]
=
0O
o}
c
=
-

wn

ales Motion
roduct-Led
ybrid B2B

Sales-Led
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POST-SALES ORG DESIGN

How to interpret the following data INSIGHT

PARTNERS

Onboarding/ Professional Customer Customer Technical

Implementation Services Success Support E(eps Success Solls Qi

Columns represent the sales or post-
sales role / responsibility owner

Resources responsible for driving technical
outcomes/success for customers. These resources tend to
possess deep domain, platform, or data expertise.



POST-SALES ORG DESIGN

How to interpret the following dato INSIGHT

PARTNERS

IHHHHI

n=26
n=231
n=17
n=18
n=17

n="14

n=15

Totals represent the number of n=14

= . . n=29
respondents in each characteristic band n=20
n="11

n=7

n=231
n=30
n=22
n=27

n=3
n=25
n=82

INSIGHT PARTNERS 37



POST-SALES ORG DESIGN

. . .
How to interpret the following data INSIGHT
PARTNERS
Onboarding/ Professiondl Customer Customer Technical Total N
Implementation Services Success Support s Success Sales Other -
ARR
10% T o% 15% 0% 7% n=26

These figures represent the portion of respondents whose
corresponding team (i.e., the column) owns that responsibility. In the
highlighted example above,54% of respondents have Customer Success
team owning Onboarding / Implementation



POST-SA
Ownersni

IIIIIIIIIIIIIIII

SO

RG

-SIGN



POST

Who is the primary owner of onboarding and implementation? INSIGHT

PARTNERS

Onboarding /
Implementation

Onboarding/implementation is predominantly
managed by either Customer Success (38%),
a dedicated Onboarding / Implementation

team (28%), or Professional Services (17%).

Within a company, ownership may vary by
segment. For example, a dedicated
Onboarding/Implementation team might own
onboarding for Enterprise customers while
Customer Success may own onboarding for
SMB customers.

(n=110)

INSIGHT PARTNERS » 40



