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EXECUTE SEAMLESS GO-TO-MARKET
ACTIVITIES BY PUTTING PLANNING AT
THE HEART OF YOUR REVENUE OPERATIONS



Introduction

The purchasing behavior of business-to-business (B2B)
technology customers has changed. B2B customers—
primarily those in IT—once preferred to make purchase
decisions by evaluating technology solutions based on
speeds and feeds, features, and benefits. But today's B2B
workforce, now dominated in the U.S. by millennials1, is
far more driven by digital convenience, more meaningful
customer experiences, and an expectation that purchase
decisions deliver positive business results. Adding to the
shift, more B2B buyers outside the IT realm now play a
larger role in the purchase process, placing far less
emphasis on brand loyalty or “what’s in the box” versus
revenue-generating outcomes.

As these buyers demand better end-to-end (E2E)
experiences and outcomes from their vendors, companies
are responding, and at the heart of this response is a new
and fast-growing function called Revenue Operations (or
RevOps). The Revenue Operations function brings together
planning and execution elements across GTM teams
including marketing, sales, customer success, support,
professional services and partners, with the aim of
delivering a more seamless customer experience. Most
established software/tech companies are at various stages
of maturity in building out a RevOps function. This is
understandable given traditional organizational structures.
But planning is at the forefront of building out an effective
RevOps function.



RevOps: the E2E GTM planning X factor

Given its power to bring teams together, RevOps is a
valuable tool in implementing new E2E GTM planning
strategies. By breaking down the traditional silos that tend
to exist between marketing, sales, and other GTM functions,
RevOps can also foster cross-functional collaboration while
providing a more holistic view of the customer to all GTM
teams striving for seamless execution.

As a leader in delivering positive customer outcomes
through GTM approaches that utilize a wealth of B2B
customer data and RevOps experience, Deloitte is well
positioned to help organizations capitalize on the shift
from products and features-driven business buying to
the experiences and outcomes that buyers now crave—
opportunities also backed by research that indicates B2B
customers spend 62% more on products and services,
on average, when their buying experiences are
consistently positive.

Deloitte’s strong alliance partnerships with leading
technology providers like Anaplan can enable the true, end-
to-end GTM planning required to deliver the experiences
and results that today's B2B buyer demands.
Building better experiences with RevOps-driven E2E GTM
planning means building more integration among GTM

The capabilities this integration unlocks, seen below in
Figure 1, underlie how, by breaking down silos, organizations
can develop a more inclusive point of view that better

aligns with today’s buyer behaviors and expectations, and
ultimately, produces better business outcomes.

REVENUE OPERATIONS CAPABILITIES

Strategy & Planning

Planning

Go-to-Market Strategy
Segmentation & Targeting
Coverage and Selling Motions

Marketing Planning
Territory, Quota, Comp Planning
Workforce Planning

Data Operations

Forecasting and Analytics

GTM Tools & Technology

CRM/pipeline data
3rd party data
Data integration

Sales forecasting
Forecasting reporting
Inspection and governance

Lead to cash automation
Planning and analytics
Enablement tools

Learning & Enablement

Performance Management

Onboarding
Content design and management
Delivery

Performance tracking & reporting
Participation and Experience



Understanding the shift from product focus to
buyer experience

In the product-first, features and benefits-driven GTM planning mindset, businesses that have traditionally operated with siloed
departments tended to struggle the most with executing an integrated, E2E GTM approach. But as more B2B buyers seek more
experiential, results-driven purchasing, they also expect different and positive touch points throughout their “buyer’s journey,”
which itself requires an integrated GTM approach, as seen in Figure 2.
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Figure 2. The buyer’s journey typically involves three main stages that span from a B2B consumer doing initial discovery on possible new solutions/purchases, then
moving into the ‘buy’ stage and finally, once a purchase has been made, through the ‘use and renew’ phase of the B2B buyer’s journey.

According to a Forrester/Clari Joint Study of Revenue Leaders, purchasers expect specific support, information, and access at
the various stages of the buyer’s journey. Survey data indicates:

*+ 94% of B2B buyers research online before making a purchase decision3
+ 70% of buyer decisions are influenced by how they are treated3

- 85% of customers pay more if guaranteed superior service3

And as customers increasingly expect richer experiences, businesses must also address any silos across marketing, sales,
customer success, and beyond. The friction, inefficiency, and poor customer experience that these silos create not only
undercuts an organization’s ability to deliver a better B2B buyer experience, it can negatively impact revenue due to:

- Disjointed data across the front office—49% of sales leaders lack real-time data for forecasting updates due to ineffective
integration of CRM and other tools?

+ Untapped white space—56% of sales leaders report white-space blind-spots prevented accurate forecasting of customer expansion

+ Misdirected attention of sellers—50% of sales leaders report lack of visibility into current quarter sales pipeline, customer
demographics, spend profiles, and close probability?

+ Poor customer experience—52% of sales leaders reported inability to track renewal and churn due to inaccessible
customer contract end-dates for forecasting use?

According to the same study cited above, these obstacles can also result in 14.9% in company revenue loss and $2 trillion
in economic value destroyed annually, with 82% of growth companies now seeing planning as crucial to enhancing revenue,
and 63% of growth companies valuing aligned priorities across the organization. 3



Planning is key to solving challenges across the
GTM spectrum

With so much at stake, organizational leaders should understand that achieving end-to-end GTM planning is a multi-stage journey,

and most will have to learn to crawl or walk before they run or fly. To quicken that pace, leaders should focus their efforts on
having the right RevOps function in place, as this is often where the most effective GTM planning occurs.

Deloitte can work closely with RevOps teams to build a maturity model, like the one seen in Figure 3, for its E2E GTM planning.

CRAWL
T

+ Siloed planning and
execution

+ Inconsistent approach
to customer/account
prioritization

* No GTM Planning COE
or Rev Ops function

ATTRIBUTES

* Poor CRM adoption,
hygiene
* Inaccurate forecasting

+ Disjointed GTM
execution

IMPACT

RESULTS

WALK
T

+ Common segment
and customer
planning and selling
motions

+ Unified customer
data across Marketing
Sales, Success

* RevOps, forms to
serve Sales Success
and Renewal functions

+ Improved CRM hygiene
* Basic forecasting
capabilities

* Improved sales
productivity

Improving
customer experience,
stable growth

RUN
T

+ Standardized customer
segments and motions
across GTM

* Unified data & KPI
definitions across
all GTM functions
driving planning

* RevOps serving all GTM
functions with limited use
cases, GTM Planning COE
in formation

* CMR data used across
GTM teams

« Consistent forecast
accuracy

Consistent
customer experience,
steady growth

FLY
T

* Centralized GTM
Planning COE serving
all GTM teams

+ Data and KPIs are
consistently defined,
analyzed, utilized, and
tracked using integrated
technology tool.

* Integrated and automated
GTM technology stack
across GTM

* High forecast accuracy
and insights driving deal
inspection and win rates

« Digital and human
motions aligned

Seamless
customer experience,
strong growth

Figure 3. Figure 3. Integrated, E2E GTM planning is at the heart of a mature RevOps capability, enabling all GTM functions to orchestrate a seamless customer experience.

Deloitte also has deep experience in helping organizations and teams establish Centers of Excellence (COE), designed in this case to help
the business better integrate its GTM planning across all functions and support more centralized planning as the organization matures.

These steps towards ensuring future success start by asking a few basic questions:

+ Does the organization have visibility on lost revenue/revenue data leak due to disconnected GTM planning?

+ Are GTM functions leveraging the best data, practices, and tools for planning budgets and headcounts?

+ Does the organization have a common customer targeting strategy and approach across its GTM functions?

+ Are KPIs and success metrics across each business function aligned?

- Can the organization make speedy decisions across business functions to ensure focus?

Depending on how your business answers—or where you currently reside on the maturity model outlined above, Deloitte has a strong

track record for helping clients at every stage of their RevOps-driven E2E GTM planning journey.



Deloitte + Anaplan =
enhanced GTM planning

Deloitte’s deep functional and technical experience with
Anaplan and integrated revenue planning makes us well
positioned to help clients along their integrated revenue
planning journey. That includes helping clients take full
advantage of Anaplan’s connected cloud planning platform,
which enables organizations to run planning processes by
connecting data, people, and plans across the business.
Anaplan’s end-to-end solution across the GTM planning
process can help:

+ Remove inflexible decision-making by providing a unified
plan that can adapt and cascade in-year changes to
relevant dependencies

+ Address missed growth opportunities through market
segmentation that identifies the most profitable
opportunities to target

+ Ensure misaligned/increasing GTM costs are rightsized
through improved capacity planning that considers
capabilities and KPIs

+ Reduce loss of key talent with properly aligned
incentive compensation and quota targets that
motivate sales teams

Conclusion

Whether or not an organization can effectively
implement an effective E2E GTM planning strategy
depends on a number of factors. Placing RevOps at the
core of this strategy is the first step. Working with the
right partners on the right platforms is the next. Using
an effective RevOps-driven E2E GTM planning strategy
to break down silos can build up teams to actively share
everything from account scoring and segmentation

to territory planning, sales forecasting and pipeline
optimization—all in the name of developing a

more inclusive, holistic point of view that aligns with
today's buyer behaviors and expectations.

To find your point of view, or learn more about Deloitte’s
end-to-end, go-to-market planning solutions, contact a
Deloitte practitioner today.



TO FIND YOUR POINT OF VIEW, OR LEARN MORE ABOUT DELOITTE’S END-TO-END,
GO-TO-MARKET PLANNING SOLUTIONS, CONTACT A DELOITTE PRACTITIONER TODAY.

Paul Vinogradov Iffat Reutter Chris Jones Zach Faithful

Principal, Executive, Executive, Executive,

Sales Excellence Digital Customer & Sales Sales Planning & Sales Planning &

Deloitte Consulting LLP Deloitte Consulting LLP Performance Management Performance Management

pvinogradov@deloitte.com ireutter@deloitte.com Deloitte Consulting LLP Deloitte Consulting LLP
chjones@deloitte.com zafaithful@deloitte.com

1. Richard Fry, Millennials are the largest generation in the U.S. labor force, Pew Research Center, April 11, 2018, https.//www.pewresearch.org/short-

reads/2018/04/11/millennialslargest-generation-us-labor-force/
2. Four B2B commerce trends that separate front runners from the pack. October 2023. Deloitte Digital via survey conducted by Lawless Research.
3. Revenue Operations And Intelligence Delivers Predictable Growth: How Companies Are Driving Revenue Process Optimization And Forecast Accuracy To

Achieve Strategic Business Objectives.
A Forrester Consulting thought leadership paper commissioned by Clari, August 2021

Deloitte refers to one or more of Deloitte Touche Tohmatsu Limited (DTTL), its global network of member firms, and their related entities (collectively, the “Deloitte organization”). DTTL (also referred to as
“Deloitte Global") and each of its member firms and related entities are legally separate and independent entities, which cannot obligate or bind each other in respect of third parties. DTTL and each DTTL
member firm and related entity is liable only for its own acts and omissions, and not those of each other. DTTL does not provide services to clients. Please see www.deloitte.com/about to learn more.

Deloitte provides industry-leading audit and assurance, tax and legal, consulting, financial advisory, and risk advisory services

to nearly 90% of the Fortune Global 500® and thousands of private companies. Our people deliver measurable and lasting results that help reinforce public trust in capital markets, enable clients to
transform and thrive, and lead the way toward a stronger economy, a more equitable society, and a sustainable world. Building on its 175-plus year history, Deloitte spans more than 150 countries and
territories. Learn how Deloitte's approximately 415,000 people worldwide make an impact that matters at www.deloitte.com.

This publication contains general information only and Deloitte is not, by means of this publication, rendering accounting, business, financial, investment, legal, tax, or other professional advice or services.
This publication is not a substitute for such professional advice or services, nor should it be used as a basis for any decision or action that may affect your business. Before making any decision or taking
any action that may affect your business, you should consult a qualified professional advisor. Deloitte shall not be responsible for any loss sustained by any person who relies on this publication.

Copyright © 2024 Deloitte Development LLC. All rights reserved


mailto:pvinogradov%40deloitte.?subject=
mailto:ireutter%40deloitte.com?subject=
mailto:chjones%40deloitte.com?subject=
mailto:zafaithful%40deloitte.com?subject=

