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~ B2B TECHNOLOG & SOFTWARE'——“
DRIVING REVENUE GROWTH THROUGH NEW
GO-TO-MARKET STRATEGIES AND PROGRAMS

-

activate consulting

www.activate.com


http://www.activate.com

= " activate

consulting

Activate growth.
Own the future.

Activate Consulting’s B2B practice partners with technology, software, and information companies to drive revenue growth, identify
new strategic opportunities, develop product and M&A roadmaps, and position their businesses for the future.

We bring deep industry and functional expertise to deliver outcomes for our B2B clients, executing against all go-to-market levers:
» Sales Channel Strategy: Determine the most effective sales channels to serve customers

» Sales Motions and Channel Programs: Define and optimize sales strategies and motions to maximize customer value and revenue
across inside, field, and channel sales programs

* Pricing: Develop, optimize, and implement future-proof pricing models

* B2B Marketing: Create effective marketing approaches and narratives to successfully position our clients in their highly competitive
environments

» Partnerships and Alliances: Develop ecosystem partnership approaches and engagement playbooks to maximize customer value
and stickiness

» Customer and Channel Insights: Capture major customer value drivers and actionable decision-making processes to inform
commercial approach and drive sales

Together, we can help you grow faster than the market and smarter than the competition.

GET IN TOUCH:
Michael J. Wolf Seref Turkmenoglu Samuel Studnia Donovan Rose Anthony Aguila Cigdem Binal
michael@activate.com seref@activate.com sam(@activate.com donovan@activate.com anthony@activate.com cigdem@activate.com

www.activate.com

11 Madison Square North, New York 10010
212 3164444
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We forecast that global spend on B2B technology (software, services,
and devices) will increase by $800B over the next four years

M

A\ X

To capture this spend, technology and software companies will need
to redefine and execute new go-to-market strategies and programs
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New and complex customer needs and buying processes require
DRIVI NG new approaches and will create opportunities for companies that

REVENUE can effectively take advantage of this new environment
* Distributed decision-making, beyond the CTO and CIO

GROWTH » Shorter sales cycles and contract lengths

* Focus on integrations and security as critical product features

TH ROUGH NEW * Willingness to adopt new and innovative solutions
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Technology buyers are prioritizing practical “Everyday Al” solutions
with tangible ROl versus more speculative Al investments

GO-TO-MARKET
STRATEGIES
AND
PROGRAMS
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New go-to-market strategies and programs will position technology
and software companies for growth

* Tailored customer targeting (e.g. IT maturity, unique industry requirements,
channel access)
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 Sales propositions, narratives, and playbooks for a broader set of decision
makers beyond the CTO and CIO

* New pricing strategies and programs to accelerate customer adoption
and retention

 Sales processes showcasing the product features that matter most
(i.e. integrations, security)
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B2B technology and software companies will need to reshape their
go-to-market strategies to meet the challenges of radically different
customer needs and buying processes

CHANGING MARKET FORCES

REQUIREMENTS FOR B2B TECHNOLOGY
GO-TO-MARKET STRATEGIES

Fragmentation of technology buyer needs
based on differing IT maturity levels

»

Tallored customer targeting approaches
including company size and IT maturity

y,
N . . . . )
Decision-making processes involving >> Sales narratives developed for each
business leaders beyond the CTO and CIO persona to address pain points y
. . )
Shorter sales cycles and contract lengths, >> Higher stakes to quickly engage buyers
driven by appetite for new solutions and showcase features and value early )
Integrations and security prioritized as top >> Product feature discussions centered on
technology selection criteria solution interoperability and security )
1

Focus on “Everyday Al" solutions with
tangible ROI, moving past the hype cycle

»

Al sales approaches depicting specific use
cases & value, not cutting-edge features

Uneven data availability, access, &
capabilities vs. high requirements for Al

»

Opportunity to drive investment in data
collection & management solutions

A
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Source: Activate analysis
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Our research with technology decision makers indicates that companies of all sizes
plan to increase technology spend in the next five years, driven by adoption of Al and
data capabilities, productivity and efficiency needs, and cybersecurity improvements

EXPECTATIONS TO INCREASE
TECHNOLOGY AND SOFTWARE SPEND
IN THE NEXT FIVE YEARS, U.S., 2024,

TOP REASONS' WHY TECHNOLOGY AND SOFTWARE SPEND IS EXPECTED TO GROW,
U.S., 2024, % COMPANIES THAT EXPECT TO INCREASE TECHNOLOGY AND SOFTWARE

% COMPANIES BY SIZE SPEND IN THE NEXT FIVE YEARS BY SIZE

I ADOPTION OF Al
of Enterprise Buyers SN 3° & DATA CAPABILTIES
(5,001+ employees)
expect to increase ngllggltt::ﬂs\rlqlg
technology spend in :
the next five years IMPROVED

SECURITY

TECHNOLOGY EXPANSION

of Mid-Market Buyers ACROSS THE COMPANY
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(1,001-5,000 employees)
expect to increase

OVERALL

1. Respondents were asked to select up to two top reasons.
Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336)

technology spend in the REVENUE GROWTH
next five years UPGRADING
LEGACY SYSTEMS

NEED FOR BUSINESS B oo employees)

INTELLIGENCE / ANALYTICS I
f
of SMB Buyers [ Mid-Market
71% ) Socvtomieres? -
. COLLABORATION &Y

2 technology spend in ® O (1-1,000 employees)
the next five years COMPLIANCE
REQUIREMENTS



We forecast that companies will spend an additional $800B on
technology by 2028; most of this growth will be driven by cloud-native
software and services, as well as adoption of Al-enabled functionality

B2B TECHNOLOGY SPEND BY CATEGORY, GLOBAL, 2020 VS. 2024E VS. 2028E, TRILLIONS USD

ACTIVATE
FORECAST

Cloud-Native Applications
& Services! @

On-Premise Applications
& Services? G’j

Devicess L[

Third-Party IT Services* iﬁf
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2024E-2028E
CAGR: I

‘ $3.8T ACTIVATE PERSPECTIVE

e Companies will continue
increasing spend on
technology, adding an
incremental $800B from
2024E-2028E

e Spend on cloud-native
applications and services will
grow at a double-digit pace

2020-2024E
CAGR:

e Our forecast reflects renewed
decision-maker optimism, with
new spend driven by increased
efficiencies realized, new
growth opportunities enabled
by technology, and continued
focus on security and risks

2020 2024E 2028E

1. “Cloud-native applications & services” is defined as software, data storage, and compute hosted on a public cloud platform or remote
data center. 2. “On-premise applications & services” is defined as software, data storage, and compute hosted on-site, including servers
and enterprise network equipment. 3. “Devices” is defined as PCs, mobile phones, tablets, and printers in the enterprise. 4. “Third-party
IT services” is defined as any service offering that assists enterprises in implementing, managing, and operating systems, software, and
equipment used in modern IT environments. Does not include the software, storage, and devices themselves.

Sources: Activate analysis, Analysys Mason, Company filings, Fortune Business, Gartner, HG Insights, IBISWorld, International Data
Corporation, Precedence Research, Synergy Research Group



Technology buyers are not created equal, with IT maturity levels
becoming the essential catalyst for the specific needs they prioritize
and the customer personas sellers need to target

COMPANY IT MATURITY LEVEL' PROGRESSION

“, Increasing IT maturity means more formalized processes, broader technology needs across company departments,
higher strategic focus placed on technology investments, and more sophisticated buying requirements

LEVEL
ONE

LEVEL
FIVE

IT processes are ad

hoc, disorganized,
and chaotic, with no
structure in place

IT processes are in
place and
organized, but not
organized enough
to be proactive

IT processes are in
place with
documentation,
and teams can
proactively predict
issues

IT processes are in
place with
documentation,
and actively aligned
with business goals

IT is central to
business
processes, and
receives investment
to ensure alignment
with business goals

{(_'b} Arts & Design

o \'ﬂ Nonprofit Education Manufacturing
= LL =
s>
- , Professional
=8 x é Government W Retail .
272 K o0 Services
=
- E - Hospitality & f Media &
o< a Transportation Real Estate .
Travel P e Entertainment
aCt |Vate 1. IT maturity levels are self-reported by survey respondents.
consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 5



We expect companies of all sizes to invest to lift their IT maturity; to
capitalize on this, technology sellers will need distinct go-to-market

approaches that are tailored for each buyer size and maturity segment

IT MATURITY LEVEL' BY COMPANY SIZE2, U.S., 2024, % COMPANIES BY SIZE
& = %
5 b 3

Increasing IT maturity means more formalized processes, broader technology needs across company departments,
higher strategic focus placed on technology investments, and more sophisticated buying requirements
LEVEL

LEVEL LEVEL LEVEL LEVEL
ONE TWO THREE FOUR FIVE
SMB
employees) — g
Mid-Market
(1,001-5,000

employees)

Enterprises

(5,001+
employees)

B11% __ 29%
| |

aCt |Vate companies indicated Level One IT maturity.
consulting

1. IT maturity levels are self-reported by survey respondents. 2. Figures do not sum to 100% due to rounding. 3. No respondents at Enterprise
Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336)



Beyond the CIO and IT teams, a broader set of stakeholders is
influencing technology buying decisions

G 1T

Assess technology, features/
LEGAL AIA functionalily@gg sequrity W En);Eﬁ : (;ré\KﬂEENT
Ensure compllance with data

ol regulations adoption and implementation and

. overall companyﬁfﬁifegy f

END USERS 22% THE MODERN 2. LINE OF BUSINESS
TECHNOLOGY “** | EADERS
DECISION-MAKING
TEAM; Manage spend and software utilization
It takes avillage to as part of specific department P&Ls
select a solution

Confirm software fulfills major use
cases, integrates into existing

workflows, and offers necessary
enablement and training

@. CORPORATE

PROCUREMENT & STRATEGY

Evaluate vendor capabilities - .
: ! Align technology with long-range
jryoiice MSA terms Anc Aeadg ! business planning and corporate

. Q. 9 FINANCE development opportumtles

Scrutinize budget and incremental

value delivered compared to existing

soW ons

A activate
consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 7



Based on our research with technology decision makers,
technology and software sales cycles are becoming shorter as
buyers are more willing to try new, innovative solutions

REQUIREMENTS FOR SELLERS

TECHNOLOGY/SOFTWARE SALES CYCLE
LENGTHS? VS. THREE YEARS AGO,

U.S., 2024, % COMPANIES

. Shorter sales cycles
i vs. three years ago

Longer sales cycles
vs. three years ago

activate
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TYPICAL TECHNOLOGY/SOFTWARE SALES
CYCLE LENGTHS' BY COMPANY SIZE,
U.S., 2024, % COMPANIES BY SIZE

Longer
than
three
months

Shorter
than
three
months

ENTERPRISE?2 MID- SMB*
MARKET?

* Buyer Outreach:

|ldentify and engage the most
valuable decision makers in a
potential buyer organization

quickly, before interest is lost

Use Cases and Features:
Showcase most relevant
solution features and
functionality, and highlight
alignment with buyer needs to
immediately demonstrate
relevance and value

* Addressing Pain Points:

Ensure sellers acknowledge
buyer concerns (e.g. cost,
compliance issues, privacy)
early in the process to reduce
friction when closing the sale

1. Includes full length of time spanning need identification, vendor research, vendor engagement, negotiation, and completion of purchase.
2. Greater than 5,000 employees. 3. 1,001 to 5,000 employees. 4. 1,000 employees or fewer.
Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336)




Contracts lengths are becoming shorter as technology decision
makers are willing to try new solutions, but do not want to be
locked into long contracts

TECHNOLOGY/SOFTWARE CONTRACT TYPICAL TECHNOLOGY/SOFTWARE ="
LENGTHS' VS. THREE YEARS AGO, CONTRACT LENGTHS' BY COMPANY REQUIREMENTS FOR SELLERS
U.S., 2024, % COMPANIES SIZE2, U.S., 2024, % COMPANIES BY SIZE £
: $ ™ * Proving ROI:
Shorter contract : "*%M 3%$ Demonstrate that technology
lengths vs. : can be quickly implemented
three years ago ' and buyers will see high value
: in the first year
* Pricing:
Offer flexible, incentive-based
One year to pricing (e.qg. teaser rates in first
two years .
year, usage-based pricing) to
allow customers to more easily
commit in the near term
* Expansion and Upselling:
Develop sales strategies that
Shorter not only enable contract
Longer than one renewals, but can also upsell
contract year customers on new features and
lengths vs. offerings
three years
ago ENTERPRISE? MID- SMB>
MARKET#

- 1. Excludes contracts with largest software vendors with long-term agreements (e.g. Microsoft, Oracle, Salesforce, SAP). 2. Figures do not
activate sum to 100% due to rounding. 3. Greater than 5,000 employees. 4. 1,001 to 5,000 employees. 5. 1,000 employees or fewer.
consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 9



B2B TECHNOLOGY AND SOFTWARE

Software and technology buyers’ criteria is evolving: integration quality
and security are table stakes for all companies, SMBs place a premium on
value and cost, and larger companies look for scalability and Al features

TOP 10 CONSIDERATIONS FOR PURCHASING SOFTWARE BY COMPANY SIZE, U.S., 2024

NTE 6;1,

:C¥:  ENTERPRISE MID-MARKET SMB

AOVER (5,001+ employees) (1,001-5,000 employees) (1-1,000 employees)

Integrations and security

- - - - - are top considerations for
Quality of Integrations Quality of Integrations Security all companies, regardless

Security Security Ease of Implementation of size

Scalability Al-Based Features Quality of Integrations

SMBs prioritize easy
implementation, low cost,
and quick time to value
more than larger buyers

Al-Based Features Scalability Low Cost

Vendor Reputation Ease of Implementation | Time to Value

FEEGIR N ENENENG B Number of Integrations Number of Integrations

Scalability and Al
features are highly
prioritized by Enterprise
and Mid-Market
customers, but not SMBs;
Al is not yetatop 10
Scalability buying consideration for
SMBs

Time to Value Flexible Pricing Ease of Customization

Number of Integrations Vendor Reputation Vendor Reputation

Ease of Customization Speed of Implementation

Service Partner Network  Service Partner Network  Customer Support Quality

activate

consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 10



As quality of integrations are a top buying criteria, software
vendors are launching integration marketplaces and app stores

Essential Apps for Sales

Popular with Sales Hub customers and

accelerate deals, and drive revenue.
1-20 of 20 results
O Aircall

Most inst
the HubSpor Marketplace

telephony partner on

@ Ebsta | Revenue
Intelligence

recommended by HubSpot, these apps hel

A Apollo Enrichment
By 0

Keep a clean HubSpot CRM with data
o trust

Integrations apps

7 results filtered by Rising Star

=

Zoho Desk Connector for Jira

Sync your Zoho Modules with Jira Projects

and Issues
by Kobik Tech.

L2 & & &

S|

Azure Sync for Jira Assets

Keep your Azure data imported in Jira
Assets for better visibility and control over

your IT resources
by Sykora IT s.r.0.

A

x Jirax Integrations x

Google Chat fo
Receive Jira Up
by Canary Apps|

3.5/4 % W W

@ cLoug

Jirato Power B

No-code Jira C4
Bl integration. g
plataform and bj

by CSP Tech

Offers
integrations
with the most
popular tools
for sales,
marketing,
customer
service, and
commerce to
boost HubSpot
productivity

Offers
integrations
with
communication
platforms,
productivity
tools, and
developer tools,
allowing for
easier
collaboration
across business
areas with
Atlassian

activate
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EXAMPLES OF API-DRIVEN INTEGRATION MARKETPLACES

B\ shopify app store

Optimize your operations.
Customize your
customer support.

Finances, Operations, Security, Support

Sponsored apps

Polar Analytics
50 % (18)  Freo plan avalable
Muitchannel analyt

@@ Products Sync Master
EL 46 % (40)  Free plan available

 Built for Shopfy

Shopify Inbox
B v

Zapier: Workflow Automation
36 % (145) « Free plan avaiable
; o

nar apps

Buy Button channel
35 % (395) - Free

)

Metafields Guru
50 % (267) - Free pi

Filtered by:

Ticketing X

& ) SPLUNK SUPPORTED CONNECTOR

r\ Google Vault
T rts

§ ) SPLUNK SUPPORTED CONNECTOR

Integrates with
platforms
needed to build
and run an
eCommerce
business with
Shopify,
including CRM,
financial tools,
and analytics
tools

splunk>

RATING A

& 3 SPLUNK SUPPORTE

RATING

& 3 SPLUNK SUPPORTE

Connects to
software
vendors in
ITSM, APM,
monitoring, and
CRM,
increasing the
ease of
business
management
with Splunk

Sources: Activate analysis, Company sites

%

Freshworks Marketplace

@ AlProducts v

Top

p rated

Lo

Zoho CRM &
Installing the Zoho CRM app

Connects to
eCommerce,
collaboration,
analytics,
workforce, and
project
management
tools to
increase
efficiency of
FETE

Integrates with
hundreds of
tools across
automation,
security, cost
management,
and data
storage to
G EN
Datadog
monitoring
capabilities

B9 Microsoft Teams

Learnmore >

<) Adobe Creative Cloud

@ Asana for Salesforce

o Okta

[ | Entra

#/. mondaymarketplace

@ Allapps

¥ Featured

[~ Trending this week
¥ Editor's choice

& Newapps

Categories

CRM

Marketing

Project management
Software development
Team management
Productivity & efficiency
Integrations
Collaboration
Reporting & analytics
Import & export

Design & creative

Search the marke

More apps

QuickBooks Integ|
By glances.com
Glances makes mon
work together

5(5) & 1.2K

CarbonCRM Suite]
By CarbonWeb
CRM Workflow built
Partner Globally!

5(6) & 767

CarbonToolbelt -
& more

By CarbonWeb

Allows
businesses to
further
streamline
workflows and
manage
resources in

Asana by
connecting to
other
communication
and operation
platforms

Improves

collaboration
and productivity
across teams
through
Monday.com's
integrations
with marketing,
development,

and
communication
platforms

11



Major technology companies are developing strategic alliances to
enhance offerings and unlock further value for their customers

EXAMPLES OF STRATEGIC ALLIANCES BETWEEN ENTERPRISE SOFTWARE PROVIDERS

salesforce

Go g|€ &

ANNOUNCEMENT DATE: September 2023

5 Microsoft & servicenow.
ANNOUNCEMENT DATE: May 2024

aws & workday.

ANNOUNCEMENT DATE: July 2024

activate
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PARTNERSHIP DESCRIPTION

* Integrates Salesforce and Google Workspace generative Al assistants

+ Allows customers to produce personalized content across platforms

(e.g. uses Salesforce information from meetings to generate Gmail
content, automatically updates Salesforce records using Workspace data)

* Automates mundane processes (e.g. scheduling follow-up meetings,

assigning tasks, creating meeting summaries)

+ Integrates ServiceNow Now Assist and Microsoft Copilot
* Reduces friction in workflows (e.g. enables Copilot to transition

employee customer service requests to Now Assist in Microsoft Teams)

+ Leverages Al to generate insights across platforms (e.q. creating a

presentation in Microsoft PowerPoint based on ServiceNow information)

Expands partnership to further leverage AWS generative Al capabilities

Helps customers manage their workforce and financial assets
(e.g. create job descriptions, correct contracts)

Allows Workday developers and customers to build custom
applications (e.g. build secure customized apps for finance and HR
processes) using AWS technologies

Sources: Activate analysis, Company press releases, Company sites

VALUE UNLOCKED

Improves employee and
customer experiences
through boosted
productivity and
automation

Enhances employee
choice and flexibility
through reduced output
time for insights and
analysis

Accelerates efficiency
within essential job
functions and enables
custom applications at
scale

12



Enterprise technology decision makers perceive that “Everyday Al
drives the most value today (the automation of more tedious tasks that
employees view as lower value or struggle to find the time to execute)

PERCEIVED CUSTOMER VALUE' FROM OVERALL SOFTWARE/TECHNOLOGY SPEND VS.

PERCEIVED CUSTOMER VALUE' FROM Al SPEND, ENTERPRISE COMPANIES?, U.S., 2024

A
k4
m
N

ST b'a'tazéa;.'n'e;'s"/'l """"" "%, HIGH VALUE FROM
. Intelligence = 1 SOFTWARE/
7 @ E TECHNOLOGY

E = @ Customer -
LOWER VALUE FROM SOFTWARE/ : " @ Service VManagement 1 OVERALL AND Al

TECHNOLOGY OVERALL : - R |
l +  Communication ° Security ®

Co\o P
= 9
o

)

Yqua

o I Customer Relationship Management

o ; B o HIGH VALUE FROM
T g ' o & comince SOFTWARE/TECHNOLOGY

. e 5 OVERALL, BUT LOWER
Employee Training ' Software Development VALUE FROM Al TODAY
S e 15‘./51 = "” Product Development
Marketing .‘" ( w ;/ @/ Project Management
e . : 0/ o O Strategy & Business Development

Recruiting/Hiring Q. ® L e Finance

® GIA Legal ‘\YSustalnablllty

INCREASING CUSTOMER VALUE' SEEN
FROM ARTIFICIAL INTELLIGENCE SPEND

B =

INCREASING CUSTOMER VALUE! SEEN FROM OVERALL SOFTWARE/TECHNOLOGY SPEND

. 1. “Perceived Customer Value” is specified as ROl or productivity/efficiency gains to survey respondents.
aCt |Vate 2. Greater than 5,000 employees.

consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 13



Enterprise and Mid-Market companies will need to address a new
set of challenges across security, compliance, computing costs,

and data capabilities to unlock their Al opportunity

TOP CHALLENGES' PREVENTING COMPANIES FROM FULLY REALIZING BENEFITS OF Al,

U.S., 2024, % ENTERPRISE2 & MID-MARKET3 COMPANIES

2 Y . ORGANIZATIONAL PROCESS CHALLENGES . IT/INFRASTRUCTURE CHALLENGES . PERSONNEL CHALLENGES

21%

© B ©

© SECURITY COMPLIANCE  COSTOF :
- &PRIVACY*  COMPUTE '

activate
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Companies will need
to invest to address gaps in data
collection, management, and
infrastructure

18% (18% 18%  17%

16% 15%

14%

Q@ =0 <0

288 2
® % 9 ¢EB @ ¥ W

L 1

—
-—{} =TT~ —
GOVERNANCE DATA INFRA- LACK OF LENGTHY  SCALABILITY  LACKOF DATA ENERGY/ESG  CULTURAL LACK OF
MANAGEMENT STRUCTURE  EMPLOYEE  IMPLEMEN- ISSUES? CLEAR COLLECTION CONCERNS  RESISTANCE  RELEVANT
ISSUES® ISSUESS TRAINING TATION STRATEGY ISSUES OPTIONS

1. Respondents were asked to select up to three top challenges. 2. Greater than 5,000 employees. 3. 1,001 to 5,000 employees. 4. Includes
inability to make use of customer data as part of Al models. 5. Includes issues with data storage and organization. 6. Includes not having

enough computing power to run Al models. 7. Includes Al models not being able to be deployed across the full company.

Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 14




B2B TECHNOLOGY AND SOFTWARE

SMBs are earlier in their Al journey and can unlock value by addressing a
core set of needs that includes training employees, clarifying the
organization's Al strategy, and identifying Al solutions relevant for their scale

TOP CHALLENGES' PREVENTING COMPANIES FROM FULLY REALIZING BENEFITS OF Al,

U.S., 2024, % SMB2 COMPANIES

2 % ORGANIZATIONAL PROCESS CHALLENGES . IT/INFRASTRUCTURE CHALLENGES . PERSONNEL CHALLENGES

1 go/o SMBs are less
1 7% 1 7% concerned with data challenges, but

these issues will be critical to
address as they scale

10% 10%

12% 12%

S

10%

% B = m ¥
@ W A O 5 N w @ & @ T o

o 2

SECURITY : LACKOF LACK OF LACKOF  :COMPLIANCE  COSTOF DATA INFRA-  SCALABILITY ENERGY/ESG  CULTURAL  LENGTHY DATA  GOVERNANCE
: EMPLOYEE CLEAR RELEVANT : &PRIVACYS ~ COMPUTE MANAGEMENT STRUCTURE  ISSUESS ~ CONCERNS  RESISTANCE IMPLEMEN-  COLLECTION
: TRAINING  STRATEGY  OPTIONS : ISSUES* ISSUES? TATION ISSUES

1. Respondents were asked to select up to three top challenges. 2. 1,000 employees or fewer. 3. Includes inability to make use of customer
. data as part of Al models. 4. Includes issues with data storage and organization. 5. Includes not having enough computing power to run Al
aCt |Vate models. 6. Includes Al models not being able to be deployed across the full company.
consulting Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336) 15



The B2B Al landscape Is expanding rapidly, driven by customers’
enthusiasm to try new solutions

AI-ENABLED B2B TECHNOLOGY LANDSCAPE

INDIVIDUAL ENTERPRISE APPLICATIONS

HORIZONTAL SOFTWARE — VERTICAL SOFTWARE —/
Al AUDIO GENERATION Al VIDEO/IMAGE GENERATION Al TEXT/COPY GENERATION ECOMMERCE FINANCE AEROSPACE/DEFENSE BIOTECH/PHARMA
. [ p . Accountsl| AgentSync S .
,\ AssemblyAl E:B ideogram @ OpusClip e DeepL }4’!@ @lcom //_"ndlon botiocr Q ‘/}l\ \ &::I;URIL CES.IUMASTROI \2 Iambic
olctec cloudpay @ LEOLABS Y seismic
lIElevenLabs Pika & Photoroom ped Genspark — @ III . D METiS 7 seismic
o ha bili . . P salla 9 V™ shadowfax riINOM Flex #FloQast :.C;;/E.-r 7% Shield Al ¢ %
SUNO V pitchy stability.al WRITER % Shop Circle {JUNI FOUND ¢ Slope 3 unlimitd V' True Anomaly sky_BCELL Xaira
AI-ENABLED CUSTOMER EXPERIENCE / SALES HR & ADMINISTRATION LEGAL/COMPLIANCE MARTECH / ADTECH / AD OPS SUPPLY CHAIN HEALTHCARE EDUCATION / PUBLIC SECTOR
@Aclay coGNIGY $ DevRev deputy*" €9 employmenthero O Clio Harvey. > HeyGen @) hivebrite M) Altana 2 EquipmentShare ABRIDGE O commure (MAbre $ MARK43
kore a1 pOSh ﬂBBob h R KLARITY S\%:E © Owner flexport MYTR A elucid . innovaccer MERLYN MIND
l1 Prins @ SIERRA ©SmartHR Vestwell THENTIA = Simon « PLATFORM -~ procurify @ health &) reveleer Zencity
NETWORK SECURITY / ENDPOINT
COMMUNICATION AI-BASED ANALYTICS & MODELING AI-POWERED DEV. TOOLS IDENTITY & ACCESS BUS. INTEL. & PLANNING SUSTAINABILITY RPA! FIREWALL SECURITY THREAT RESPONSE
N acceldata @ coalesce’ © iNcoaNIA cdata gleQn ;\ccenta. brcin@ ¢aqua ‘9 BlueVoyant  /\bnormal © adlumin. @
ALIANZA i i %A h Enerdigit h CATO (, corelight 4 cyberhaven
S amity codeium < databricks o¢ Anysphere & Josys ® Island 80 Grdberon ﬁmghltnes AAAAAAAA C g > AxoNIuUs éRAGO%
i & essential Al AV Fireworks Al {: -} Augment C 5 greenly FIGURE [()Jcoro ('CYERA @ cybereason
celona Lo OASIS MaintainX{ LevelTen : . a0 DTEX
-~ a2 cognition - . Kitewcrks kandii %¢
cRiTicAL Grafanalabs hume * oos —~ Energy Pachama 2 Hebbia andji ¥
SRS Ay e & p 3 Prove OBSERVE © PROTECT AT - <> HIDDENLAYER
Perfios PRYON (J) MaglC '- Pixis ’F Pigment Sequin (J RONDO Physical Intelligence () THREATLOCKER dp L\IEQ‘% AN %HUNTR'—_SS
1 Y . + A e
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Note: Not exhaustive. Includes B2B and enterprise software companies that have had a deal size of at least $50M in the last year
(since Sept. 2023). 1. Robotic Process Automation. 2. Includes innovators driving improvements to semiconductors, data center

aCt |Vate technology, and loT hardware.

consulting Sources: Activate analysis, Axios, Company sites, Crunchbase, Pitchbook, TechCrunch 16



KEY INNOVATORS

Expansion of the B2B Al ecosystem is happening alongside
continued technology breakthroughs, allowing innovation to be more
impactful (e.g. lower time and cost to deploy, increased accessibility)

TECHNOLOGICAL BREAKTHROUGHS ENABLING MORE EFFICIENT Al

MULTIMODAL CHIP

MATRIX
MULTIPLICATION

Al MODEL

GPU CLOUD

AlI-READY END USER

MODELS INNOVATIONS

 Large language
models that
process and
generate content
across diverse
data inputs . processing
(e.g.text,image, . potential forupto
audio, video, code) 4y faster Al model  »

 Enables greater | training speeds |
productivity and and 25x reduction
usability for in large language

. * GPU innovations

. enable deployment |
of Al capabilities |
with real-time,
localized data

BREAKTHROUGHS

* Improvements to
computation
methodologies and |

inefficiencies in Al

training, requiring
fewer calculation
steps

Leads to compute
and energy

savings, making Al

more accessible

COMPRESSION

Reduction in Al
model size by

lowering number of

parameters,
compute
requirements, and
storage needs

Allows for smaller

chips and ability to

run on edge
devices, which is

SERVICES

. Cloud services

powered by GPU
chips, able to

speed up compute

time through
parallel compute

e Enables faster

training of Al
models and more
effective
forecasting and

HARDWARE

Computing devices
optimized for edge-
level Al inferences
to deliver Al-
powered use cases
(e.g. document
organization, data
visualization)

Enhances data
compliance,
safeguarding

employees with model cost and cost-effective crucial given . analytics information locally
wider range of for companies today'’s scarcity of
output compute resources
for Al -
ANTHROP\C AMDA1 - - - : aws p
— UIT Deeplite | &
cohere Google Al Edge N
Google Reehvline GR{*F'HCEDRE DEEF REMDER ¢y coreWeave D&ALTechnologies
Inflection intel o . S Fuidstack
MYTHIC intel Neural Compressor = Fluidstac @
N LLaMA SINVIDIA ) Google Cloud
@OpenAl Qualcomm MomNIT Lambda SANMSUNG
aCt ivate Sources: Activate analysis, Andreessen Horowitz, Ars Technica, Company sites, Forbes, The Information, Quanta Magazine, Semafor,

consulting

TechTarget, VentureBeat, Wired
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A new ecosystem of Al development tools and platforms iIs emerging to
further increase accessibility, enabling companies to build, tailor, and
train models that fit specific use cases and meet compliance needs

ADVANTAGES OF SMALLER,
SPECIALIZED Al MODELS

COMPLIANCE: Provides ability to deploy
models locally and keep sensitive data
(e.g. customer data, PIl) on premise

2N

COST: Requires significantly less
computation power to train, as they are
only used for tailored use cases

EASE OF USE: Enables simple, intuitive
model development and training, with
digestible, low-code interfaces

SPEED OF TRAINING: Requires fewer
parameters to train, with quicker time to
insight

CUSTOMIZATION: Allows models to be
Mg tailored to suit specific company
functions, rather than remain generalist

E::i/\@

activate

consulting

1. Greater than 5,000 employees.

USAGE OF Al DEVELOPMENT TOOLS, U.S., 2024,

% ENTERPRISE COMPANIES! THAT DEVELOP OR TRAIN Al MODELS

amazon

Y
i1 Vertex.ai

o from © GoogleCloud

< databricks

scale
copy.ai
% DataRobot

1<
¥ X DOMINO

\—// !
E C3.ai

data

iKu
¥ Hugging Face

H20.ai

alteryx

Weights & Biases

of base models (e.g. GPT, Llama) with
proprietary company data

Hugging Face model catalog has 800K+ Al
models that can be downloaded, tailored,
and used by companies and researchers

Databricks training tools enable fine-tuning

Sources: Activate analysis, Activate 2024 Technology Decision Maker Research Study (n = 336), CB Insights, Company sites
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Al innovation will enable companies to develop self-healing networks
and security frameworks, in which IT operations are automated and
maintenance Is proactive, not reactive

FRAMEWORK FOR SELF-HEALING NETWORKS

"ASSET DISCOVERY

* Scans network and identifies all hardware
and software assets

* Maps dependencies between all technology
assets, and how they interact and transmit
data between each other

. ,

NETWORK SECURITY

* Protects network infrastructure from
unauthorized access or misuse

* Implements controls to ensure information
is only accessible by permitted users

_EVENT MANAGEMENT -

* Leverages observability data with discovery and service
mappings, to provide real-time feeds and signals showing
asset performance

* Indicates when assets start behaving differently to mark
potential points of failure or security vulnerabilities

SERVICE MAPPING

* Visualizes all assets and interdependencies,
and filters to include a subset for closer
examination (e.g. by function, by location)

* Reports which assets are operating well or
failing

kﬁ DATADOG f#dynatrace ) new relic splunk’”>J

SELF-HEALING NETWORK
FUNCTIONS AND REQUIREMENTS
* Detects and remedies threats without human intervention
* Uses Al to ensure responses are proactive, not reactive

* Allows IT teams to focus on more strategic tasks, as
network monitoring happens autonomously and predictive
insights are used to-continuously optimize operations

. ,

ENDPOINT SECURITY |

* Ensures that entry points to a network are
secure and not exploitable (e.g. PCs, mobile
devices, loT devices)

* Remains highly important for companies
with hybrid work environments and
distributed employees

¥ cybereason’ SOPHOS

- J -[HBEAT RESPONSE ~ \ s SentinelOne y
* Takes action to mitigate and eliminate cybersecurity threats
after detection
* Uses Al to automate threat analysis, pattern recognition, and
improve responses in future events
. k§Rowpsrm|(|s WHUNTRESS  sumo logic J
m, activate
consulting Sources: Activate analysis, Company press releases, Company sites, Gartner, Nile Security, TechRadar, TechTarget 19



B2B technology and software fundraising has surged back in 2024;
this is not driven solely by Al hype, but by companies fundraising to
address a clearly defined set of enterprise needs

TOTAL B2B TECHNOLOGY & ENTERPRISE SOFTWARE PRIVATE CAPITAL RAISED BY COMPANY TYPE],

GLOBAL, Q1 2019-Q3 2024, BILLIONS USD

B Al-Focused Companies? Il Non-Al-Focused Companies3

MEDIAN DEAL SIZE / REVENUE MULTIPLE
1.6x  1.7x - 1.4x 1.4x 1.9x  1.4x  1.6x 1.5x 2.0x  2.3x : 2.1x 1 2.0x 25x 2.1x : 20x 1.3x 1.5x 1.6x 1.2x : 1.2x 1.3x : 1.3x : 1.3x

$2408 Q1-Q3 2024
S $2298 vs.

$2218B 1-03 2023
-1 s

% CHANGE:
1858 Raks

$162B
ﬁ $17B 31598 $150B
$141B

$103B $105B $102B w $o9p $103B ¢qgp $99B ﬁ
928 201B
OEd o, 878 133 N R 208 se08f" " fS1928[*197® @ $198 o
$1538f¢ 205

$14B

g $1098
878B
$79B o $82B seep [ *818 [ 5898 J s67p [ $728

$170B $167B

$89B soa [ 5728

Q1 1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 QG2 Q3 Q4 :0Q01 Q2 a3
2019 2020 2021 2022 2023 2024

1. Figures do not sum due to rounding. Includes all venture capital and private equity deals across software, IT services, semiconductors,
and computer hardware. 2. “Al-Focused Companies” are defined as B2B technology companies that encompass artificial intelligence and
machine learning, including platforms, point solution software, and hardware. 3. “Non-Al-Focused Companies” are defined as B2B

aCt |Vate technology companies that are not indicated as Al-enabled.
20
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B2B technology fundraising volume has reached new peak levels,
adjusted for valuation multiples

VALUATION-ADJUSTED DEAL VOLUME INDEXT,

GLOBAL, Q1 2019-Q3 2024, VALUATION-ADJUSTED PRIVATE CAPITAL RAISED' INDEXED TO Q1 2019

250%
VALUATION-ADJUSTED
200% DEAL VOLUME INDEX
(=) (FIGURES ON CHART ARE INDEXED TO Q1 2019)
=
N
— 150%
o
%)
>
¢ 100%f-q----- -y N oo Yl
L
[(a=]
=
50%
0%
Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q04 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 : Q2 @3
2019 2020 2021 2022 2023 2024

. 1. Calculated for each quarter by dividing the total capital raised by the median deal size / revenue multiple, including all venture capital
aCt |Vate and private equity deals across software, IT services, semiconductors, and computer hardware.
consulting Sources: Activate analysis, Crunchbase, Forbes, The Information, Pitchbook 21



Activate’s Unparalleled Network and Expertise Across B2B
Technology, Software, and Information

MarTech and
AdTech
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Activate Consulting: We help B2B, technology, and information
companies grow their revenues, take advantage of new opportunities,
and get ahead of the forces transforming their businesses
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