
THE AI-POWERED 
REVENUE 
ACCELERATOR
DATA WISHLIST 21.2.2024

al
l c

on
te

nt
 ©

 2
02

3 
18

0o
ps

   
  C

O
N

FI
D

EN
TI

AL



al
l c

on
te

nt
 ©

 2
02

3 
18

0o
ps

   
  C

O
N

FI
D

EN
TI

AL

ABOUT THIS 
DOCUMENT
This document is named as a wishlist, and 
it is listing the types of datas that can help 
us recognize patterns, correlation and 
causality in order to produce predictive 
outcomes. Datarecipe development is 
individualized for each customer

The minimum viable data
Includes billing history and external data 
about companies (firmographics) 

The more advanced analytics
require more data, but the foundation can 
be created on the data that the company 
already has available. Developing further is 
about learning, iterating and co-creating 
maturity further. Way forward is always a 
development path and roadmap, not a 
preset destination
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FROMDATAYOUALREADYHAVE.. ..TO SYSTEMSYOUALREADYUSE

WE PRODUCE SITUATIONAL AWERENESS AND CLARITY FROM 
COMPLICATED DATA FOR PRODUCTIVITY & GROWTH 

CUSTOMER 
RELATIONSHIP 

CHANGE & DATA

MACRO-ECONOMIC 
CHANGE DATA

ACTIONABLE 
INSIGHTS

SHARED
UNDERSTANDING

PREDICTABILITY

DATA & CHANGES IN 
TARGET COMPANIES

AZURE connectors enable us to integrate to 
large variety of technologies

Eg.

API first approach enable full data syncing as 
well as triggered data input by usecase



RISK AND READINESS
- Own data options

BILLING DATA
● Offering level billing history, which naturally enable 

frequency and trend analysis as well as the nature of 
realationships: single purchase, serial buying, 
continuous billing 

CRM DATA
● Meetings and events
● Offers & Opportunities (open, lost, won)
● Offer types (new, renewal, change)
● Customer mapping related parameters 
● Agreement end date & context
● Sales responsible – account owners

TICKETING (Zendesk, Freshdesk or similar)
● Customer engagement events: Requests for support, 

incidents, challenges, reclamations, refunding, RFI, 
RFP…

● Status codes (open, in process, done)

MARKETING AUTOMATION OR SIMILAR MARKETING 
ANALYTICS (EG. LEADFEEDER, HUBSPOT, ADOBE,..)
● Web visits, event participation, whitepaper or 

material downloads, reactions to campaigns, 
newsletter subscriptions etc. 

OPERATIONAL DATA (EG. SSO OR SENSORDATA)
● Information about the use and activities related to 

sold offerings. Eg. predictive maintenance or 
sparepart sales as well as digital service use 
frequency and upsales opportunity recognition

RESEARCH DATA 
● NPS, CSAT or other research outcomes 

connected to individual business IDs



IDEAL CUSTOMER PROFILE – NEW 
CUSTOMER ACQUISITION
● Process is really about investigative and iterative 

approach. Variety of data sources are tested in 
search of the rigth datarecipe capable of defining 
ideal customer profile for each offering 

● This is about combining internal with external data 
from eg. DnB, Moodies or digital sources like 
Dealfront or ZoomInfo

● Datatypes eg.



RISK AND READINESS
- companydata
● Time series analysis about a combination of 

events in customer relationship, changes in 
companies and the macroeconomic environment 
customers operate in. Studying correlation and
causality of change and its predictive nature.

● Two outcomes: a) Which signals are most 
important, b) triggerint moments



RISK AND READINESS
- Macroeconomic data
● Standard allways onboard eg. ECB status and 

forecasts, like interestrates, inflation, Business and 
Consumer confidence indes, market volatility and 
Economic Policy Uncertainty Index. 

● Datarecipe is defined and tailored for customer 
specific requitements related to the nature of 
business and influenting factors. Testing and iterating 
data allows us to learn which factors are mort 
predictive and meaningful

Volatility

Economic Policy Uncertainty Index
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Resource needs for the first stage
● Point person – connection to the organization, set-up meetings and keep everyone up-

to-date
○ Data workshop (apr. 2 hours, what data, where, in which format, definition for 

offering taxonomy = modelling level)
○ Results iteration and feedback (apr. 2 x 2h)
○ Results workshop: Set meetings with stake holders (2h)
○ Set onboarding trainings for relevant user groups (eg. part of weekly meeting)

● Data delivery – Someone capable of delivering the data dump for us or the API access 
to resources

● Technical – SSO and CRM contacts, that can collaborate in the access management 
and bringing the data to CRM for sales (not time consuming, 2-4 hours)



LET’S GROW
TOGETHER

oppo@180ops.com toni@180ops.com ville@180ops.com


