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CV & Credentials

e Currently President & Chief Revenue Officer,
SundaySky
— VC-backed start-up founded Israel
— SaaS business focused on automated video creation

* Previously EVP Sales & Service, LivePerson
— SaaS business focused on intelligent online engagement

Additional roles in sales and sales leadership at
Witness Systems, Parametric Technology, and Xerox

BS Electrical Engineering, Villanova University




SundaySky Solution

Automated Personalized Video Creation
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LivePerson Dec 2004

Annual Contract Value | Accounts in Each Category
Accounts Over $250k 6 Total
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LivePerson Dec 2010

Annual Contract Value | Accounts in Each Category

Accounts Over $250k
Accounts Over S500k
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Enterprise Sales - Art or Science?

* Creativity Driven
 Unpredictable

* Not Easily Repeatable
* Not Easily Scalable

Formula Driven

Follows Predictable Rules
Repeatable

Scalable



Developing the Formula
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Simple & Repeatable

Start with Customer Perspective

Repeata
Repeata
Repeata

0
0

0

e Sales Process
e Qualification Process
e Value Proposition



Customer Perspective

* Why Buy Anything?
* Why Buy Now?
* Who to Buy From?




Business Development Approach

- Qi Question| _Inbound | Outbound _

Why Buy  Already Defined To Be Defined
Anything?

Why Buy  Already Defined To Be Defined
Now?

Who to Primary Focus Create the Criteria
Buy From?




Why Buy Anything?

Increase Gains

Time
t Reduce Costs

Use of ROI for Comparing expected
cost of Investment and gain of Investment

Financial Strategic
Business Case Imperative




Why Buy Now?

Find a Compelling Event

 Examples of Compelling Events
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Who to Buy From?

Decision Process

WHAT TYPE OF
MEETING DECISION~
MAKING STYLE WILL
WE BE USING TODAY?

WILL IT BE
AUTHORITATIVE,
CONSULTATIVE,
VOTING CR

© Scott Adams, Inc/Dist. by UFS, Inc.

PSS £2000 S00m Adewa. e (DM By UK e

SHUT
YOUR
COFFEE
HOLE.

WELL
PLAYED.




Establishing Repeatable Sales Process

ldentification
Qualification
Value Definition

0 NI BlWIN &=

Strategy
Validation
Proposal
Contracts
Close




Value From Customer Perspective

e How much?

 How soon?

e How sure?




Proposal Approach — Sell Value

Executive Summary
Problem

Solution

Business Case

Solution Delivery Approach

o Uk whE

Reference Points




Qualification Process - MEDDICC

* Metrics — Financial & Strategic Impact
* Economic Buyer — Last “yes”

e Decision Criteria — Commercial, Political, Technical

e Decision Process — how will they choose a supplier
e |dentified Pain — what problem are we solving

 Champion —Has power and a personal win

» Contract Process — steps to signed contract




Decision Criteria —
Written & Well Defined
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Decision Criteria —
Written & Well Defined

THE TECHNOLOGY DEMO
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Decision Criteria
Unwritten ---- Politics

DOGBERT CONSULTS
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Decision Criteria - Technical

* Functional requirements
* Usage requirements
* Deployment requirements

 Demo functionality




Decision Criteria - Commercial

~ * Business case
* Legal terms

* Financial terms
* SLA




Decision Criteria - Political

e Achieve MBQ'’s
e Career Advancement
* Personal Agenda




Political Selling Requires a Champion

Sells for you when you’re not there

Help navigate politics
Secure discretionary budget




What Makes a Champion

* |dentifying Potential Champion
—Has power
—Has personal win (ie. bonus, promotion)
— Successful champion of past projects

* Developing a Champion

—Sell to personal win
— Test ability to sell




Repeatable Value Proposition

e Define Value Delivered

—Problem being solved

—Impact of solving the problem

e Define Use-Case

ot

ow solution is used to solve problem
nique Solution Capabilities

ow t0O measure success



LivePerson Value Proposition

Catch: “We will increase online sales by
20% with a cost per acquisition that is
lower than any other human assisted
channel. We can prove it and are willing
to tie our fees to this performance.”

Call to Action: “Gather baseline
metrics, deploy a production proof of
concept, and measure the impact”




LivePerson Go-To-Market Strategy

* Target the executive with P&L for customer
acquisition

e De

Develop him/her as a champion
Develop ROl with baseline metrics

oloy production POC to prove ROl

— POC = S50k for deployment & 60-days usage
— POC Renewal = Minimum $180k annually

* Leverage champion to scale between LOB

* Leverage Success in Sales to grow into
Customer Service
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AT&T Case Study

* Background
— 2010 = largest customer of LPSN
— 2005 = Installed with on-premise competitor

* Strategy

— Win a beachhead
— Set decision criteria

 Plan:

— Target VP eCommerce with sales increase value
proposition




AT&T Business Structure

AT&T
|
1 1 | 1 1 1 1
Wireline Wireless CMO Ecommerce IT Security SR
Support
— Consumer [~ Consumer
—  SMB — Premiere

— Enterprise




Beachhead Strategy

AT&T

Wireline Wireless CMO Ecommerce IT Security Call Center

= Consumer Consumer Premiere = Dir Ops Sales

Existing




AT&T Case Study

Vear [Goal |swatey lowcome |Revis

2005 Establish P&L owner as champion Wireless sales POC with ~S50k
Beachhead defined KPI




Measure & Communicate Value

January February

2008 2008 March 2008
Funnel
All Chat
Visitors 27,982,736 24,930,457 23,911,282
Hot leads 3,261,913 3,111,890 2,992,113
Hot Lead Rate (% of visitors) 12% 12% 13%
Proactive Invitations 1,781,648 1,884,837 1,960,949
Invitation Rate (% of hot leads) 55% 61% 66%
Accepted Invitations © 203337 220,701 235,798
Acceptance Rate (% of invitations) 11% 12% 12%
Interactive Chats Y 131,082 138,535 146,459
Conversions 19,416 19,850 17,296

Conversion Rate 14.81% 14.33% 11.81%




Focus on Incremental Value

JZ%%ZW Fezbor ggry March 2008

Conversion Comparison
Chat Conversions 19,416 19,850 17,296
Conversion Rate 14.81% 14.33% 11.81%
AOV | 0.00 0.00 0.00
Self Service Hot Lead Conversions 109,191 96,900 76,217
Conversion Rate 3.49% 3.26% 2.68%
AOV | 0.00 0.00 0.00
Incremental Conversions W 14,844 15,335 13,373
Incremental Revenue g 0.00 0.00 0.00

Incremental CR 76% 77% 77%




Incremental Value Over Time

Chat % of Total Conversions

30%
25%
20%
15%
10%

5%

0%




Expansion Strategy




AT&T Case Study

o (oo lsumesy  lowcome | Revis

2005 Establish P&L owner as champion Wireless sales POC with ~S50k
Beachhead defined KPI
2006 Solidify & Additional Champions & Use- Wireless sales expansion >S500k

Expand position  cases Wireless support POC




AT&T Case Study

Vear |Goal |swatey owcome |Revis

2005 Establish P&L owner as champion Wireless sales POC with ~S50k
Beachhead defined KPI

2006 Solidify & Additional Champions & Use- Wireless sales expansion >S500k
Expand position cases Wireless support POC

2007 Solidify position Integrate operations Wireless sales integration >S1M
& Increase Add additional champions Wireless support scale

switching costs Expand LOB Wireline sales POC




AT&T Case Study

Year |Goal ____|Strategy _________|Outome __|Rev($)

2005 Establish P&L owner as champion Wireless sales POC with ~S50k
Beachhead defined KPI

2006 Solidify & Additional Champions & Use- Wireless sales expansion >S500k
Expand position cases Wireless support POC

2007 Solidify position Integrate operations Wireless sales integration >S1M
& Increase Add additional champions Wireless support scale
switching costs Expand LOB Wireline sales POC

2008 Strategic partner Agent staffing on LP contract Wireless Sales - Flat growth >52M
via new business Pay for Performance (PFP) Wireless Service - Flat
model Pricing Wireline - PFP POC

PFP Campaign Management
Role




AT&T Case Study

Year |Goal ____|Strategy _________|Outome __|Rev($)

2005

2006

2007

2008

2009

Establish
Beachhead

Solidify &
Expand position

Solidify position
& Increase
switching costs

Strategic partner
via new business
model

Solidify position
& eliminate
competition

P&L owner as champion

Additional Champions & Use-
cases

Integrate operations
Add additional champions
Expand LOB

Agent staffing on LP contract
Pay for Performance (PFP)
Pricing

PFP Campaign Management
Role

Scale partners for Agent Staffing
Optimize program performance
Escalate executive sponsorship

Wireless sales POC with
defined KPI

Wireless sales expansion
Wireless support POC

Wireless sales integration
Wireless support scale
Wireline sales POC

Wireless Sales - Flat growth
Wireless Service - Flat
Wireline - PFP POC

Wireline PFP Scale
Wireless PFP Scale
LPSN dedicated team

~S50k

>S500k

>S1M

>S2M

>S5M



AT&T Case Study

Year |Goal ____|Strategy _________|Outome __|Rev($)

2005

2006

2007

2008

2009

2010

Establish
Beachhead

Solidify &
Expand position

Solidify position
& Increase
switching costs

Strategic partner
via new business
model

Solidify position
& eliminate
competition

Optimize & Scale

P&L owner as champion

Additional Champions & Use-
cases

Integrate operations
Add additional champions
Expand LOB

Agent staffing on LP contract
Pay for Performance (PFP)
Pricing

PFP Campaign Management
Role

Scale partners for Agent Staffing
Optimize program performance
Escalate executive sponsorship

Global Staffing Program
Program Management Office
POC for PFP service

Wireless sales POC with
defined KPI

Wireless sales expansion
Wireless support POC

Wireless sales integration
Wireless support scale
Wireline sales POC

Wireless Sales - Flat growth
Wireless Service - Flat
Wireline - PFP POC

Wireline PFP Scale
Wireless PFP Scale
LPSN dedicated team

PFP Sole Source

~S50k

>S500k

>S1M

>S2M

>S5M

>S9M



AT&T Footprint Dec 2010

ATE&T Chat

ATET
Consumer

l ATAT Wireline l

ATET
Business

I

ATET Wireline

Bedrock Store (Sales)
Proactive & Dynamic Sales Chat

ATET Wirsless
ConnecTech (Sales)
Pay for Performance Madel

Proactive & Dynamic Sales Chat

Chat (Dynamic button) - 6 Seats

)

Pay for Performance Model
Partner: eTech

| Partners: eTech, Arise
OLAM (Sales)
Chat {Proactive) - 5 Seats

13-state NC/DSL (Sales)
Proactive & Dynamic Sales Chat
Pay for Performance Model

| S-state MC/DSL (Sales)

Partnmer: aTach y, OLAM (Sarvice)
~ Chat {Dynamic button) - 35
U-verse {Sales) Seats

Proactive & Dynamic Sales Chat
Pay for Performance Model
Partner: eTech

Chat {Dynamic button) - 10
Seats

WLNP (Service)
Chat {Dynamic button) - 15
Seals
AWS {Service)
Chat (Proactive Service) - 10 Seats
D&A (Service)
9-state DSL Tech Suppart J Chat {Dynamic Butten) - 9 Seats

67 Seats
International {Support)
Chat ({Dynamic Button) - 10 Seats

HNational Web Center (Support)
Chat (Dynamic button) - 70 Seats

——
EMO (Service) ]
]

13-state DSL/Dial Tier 1 Tech Support
155 Seats

U-Verse Tier 1 Tech Support
44 Seats

LLLL [

9 -State Dial Chat
§ Seats

WorldNet Dial Chat

ATET Wireless

Business D5L (Sales)

Proactive & Dynamic Sales Chat
Pay for Performance Modal
Partner: eTech

Business Direct Portal
Chat - 18 Seals

Email - 18 Seats
FAQIKI

CDS5 (Support)
Chat {Dynamic button) - B8 Seats

Premier (Sales) J

Chat (Dynamic button) - 45 Seats

BMG (Support)
Chat (Static button) - 37 Seats

SB-EUC (Support)
Chat (Static button) - 10 Seats

eCare (Sarvice)
Chat (Static button) - 20 Seats

ANS (Support)
Chat {Static buiton) - 20 Seats

(L N S S—

ETS (Support)
Chat (Dynamic button) - B Seats

B-EUC (Support)
Chat (Stalic Button) - 20 Seats

Premier eBill {Service)
Chat (Dynamic Button) - 10 Seats

Small Business Technical Support Desk (Support)
Chat {Dynamic Button) - 5 Seats

T T T 7 7 7 T 7T T

)




Summary

e Science requires repeatable formula

e Scalability requires consistency
—Consistent value proposition
—Consistent sales process
—Consistent qualification process

e Start small, prove value, scale

* |Integrate technology and business
process to increase switching costs




