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Praise for The RevOps Advantage





“This is the playbook we’ve needed. The RevOps Advantage simplifies complexity, unifies teams, and transforms operational chaos into a competitive edge. If you’re serious about growth, start here.”

— Mike Rizzo, CEO of MarketingOps.com




“Finally a book that understands what RevOps really is. Reading this felt like grabbing coffee with the smartest ops person you know.”

— Matt Volm, CEO of RevOps Co-op




“[The RevOps Advantage] is powerful, contextualized for the RevOps community, and crafted beautifully. This book demystifies RevOps and showcases how it is a powerful value differentiator in business. It’s the definitive guide on how to unlock success and deliver sustainable transformation in the ever-evolving landscape of business operations.”

— Christi Lopez, EVP of Sales Operations and Strategy at Tradebe




“Since its debut, RevOps has puzzled many companies. Now the fastest-growing US business function, this handbook shows how to make it truly strategic.”

— Erik Charles, fractional CMO, CRO, and expert in sales enablement and performance




“I am not much of a ‘sit down and read a book’ person, but this book was so captivating and informative, I couldn’t put it down. Just when you thought you knew everything about RevOps, this book comes along and you learn so much more!”

— Jim Sbarra, former VP of Global Sales at Domo and AVP of Sales Financial Services at Salesforce
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“Whether you are a beginner to RevOps or a chief revenue officer, this book has everything for you to become the most insightful person in the room. Step up your game in one easy read.”

— Rob Levey, RevOps leader and former executive at Nokia




“This book is more than strategy—it’s a recipe for building world class organizations.”

— Oscar Armas-Luy, VP of Revenue Operations at Garner Health




“A must-read for every department. Gain insights from top-performing RevOps professionals and discover how Revenue Operations drives cross-functional impact and fuels business growth.”

— Mari Manglaras, VP of Business Ops and Analytics




“Finally, a book that understands the real work of RevOps. It’s full of practical playbooks, hard-earned lessons, and the kind of clarity you wish you had on day one. If you’re building a RevOps function from scratch, or trying to fix one, start here. This book will save you months of trial and error and help you make better decisions faster.”

— Jared Barol, GTM leader and RevOps advisor




“AI is changing how we work, but structure still determines whether we scale or stall. The RevOps Advantage shows how to build a future-ready RevOps function that thrives on agility, automation, and strategic insight. This is essential reading for every modern GTM leader.”

— Louis Poulin, former VP of Revenue Operations at Amazon, Google, PayPal, and Cisco




“The RevOps Advantage is a must-read for any CEO looking to compete in today’s world of light-speed maneuvering with AI technology. Having RevOps at your leadership table is the secret-weapon of today.”

— Whitney Merrill, VP of Sales & Revenue Operations
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“With so many ways to operate and automate, it’s easy to feel overwhelmed about where to start or how to scale. The RevOps Advantage cuts through the noise with practical tools you can use right away, revealing the engine behind revenue growth and offering a clear framework you can implement.”

— Laura Hayes, revenue leader and former Head of Ops at SurveyMonkey




“The Factor framework isn’t just a model—it’s a mindset shift. The RevOps Advantage redefines how we think about operational excellence and revenue acceleration.”

— Sara Colton, VP of Revenue Operations at Labster




“We’ve all felt the pain of misaligned teams, messy data, and tech overload. The Factor Framework helps you bring it all together so people, process, and performance finally click.”

— Cody Guymon, President of Zonos




“A must-read for every operator, seasoned or new. This book distills the history, proven strategies and real-world insights that have powered the success of some of today’s most thoughtful GTM leaders.”

— Lonny Sternberg, VP of Revenue Operations




“RevOps is getting the spotlight it deserves, and not a moment too soon. This book gives voice to the function as a driver of growth built on data, smart processes, financial know-how, and real cross-functional teamwork.”

— Katerina Ostrovsky, Revenue Operations executive




“Many people ask me ‘what is Revenue Operations?’ This book not only answers that question but is the standard bearer for how to setup and operate a world class organization designed for efficient growth.”

— Tom Germack, SVP of Revenue Operations at Oracle
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“The RevOps Advantage shows how RevOps helps companies stay grounded and adaptable, even as everything around them changes. It reveals the secrets that will help a business keep growing no matter what.”

— Ben Davis, President and CRO of Lendio
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Introduction



The roar of engines at the Indianapolis Motor Speedway was deafening on May 31, 1965, but it wasn’t just the cars on the track making history. Jim Clark, a driver from Scotland with a Lotus-Ford, started the Indy 500 in the middle of the pack against two-time champion A. J. Foyt. Clark’s team had a secret card up their sleeve—Glen and Leonard Wood and their Wood Brothers Racing team.

The race kicked off with the iconic cannon blast, and the thirty-three cars were off. Clark’s Lotus-Ford took the lead by lap 3, where it stayed until lap 65, when he handed over the lead to Foyt for a pit stop. This is where the real race was won.

According to a historical account from the Indianapolis Motor Speedway, the Wood Brothers Racing team was famous for pioneering choreographed pit stops in the Nascar Grand National circuit, a stark contrast to the more improvisational approach typical in open-wheel racing at the time. With careful preparation and new innovations, including using a new gravity-flow refueling 2system that put fifty-eight gallons of fuel in the car under fifteen seconds, the Wood Brothers redefined what it meant to be part of a pit crew.1

Clark only needed to make two stops during the entire two-hundred-lap race. At the time, each pit stop was expected to last up to a full minute. Clark’s pit crew got the Lotus-Ford back on the track within a groundbreaking seventeen seconds on the first stop and twenty-five seconds during the second, adding up to less time than most other cars would spend in the pit for the entire race.2

The Wood Brothers’ approach gave Clark the edge he needed to win, according to an official historical account from Wood Brothers Racing. His Lotus-Ford became the first car with a Ford engine to win the Indy 500.

Clive Chapman, owner of Team Lotus, “jumped over the wall and congratulated us right there on pit road, hugging our necks and everything,” Leonard Wood was recorded saying. Later, he said his brother and himself “got the most publicity in the least amount of time that we ever got in our lives.”

“We hit a home run for sure,” he said.

Every millisecond saved on that pit road was a strategic advantage, perfectly executed. At the time of this publishing, the world record for a pit crew change is now 1.8 seconds—made by the McLaren Racing Limited pit crew in 2023, according to USA Today reporting3—but it was the revolutionizing Woods Brothers who are remembered for kicking off the race for ultimate efficiency and coordination.

Today, Revenue Operations (RevOps) is the business equivalent of the Woods Brothers’ pit crew. Just as their precision and innovation transformed pit stops into a fine-tuned, choreographed dance that wins races, RevOps unites sales, marketing, finance, and customer success into a synchronized engine of growth. RevOps wins the revenue race.

3

Defining the RevOps Advantage

Like the Woods Brothers, every race car driver has a pit crew. But not every driver has a perfectly choreographed pit crew and a powerful refueling system in their back pocket.

Every business has developed its own approaches to enabling and supporting sales and revenue-related functions, but not every business has figured out how to use these core operational processes to its strategic advantage.

Consider a start-up company that is entering its growth phase. During the first few years, the company is able to rely on a tight-knit, cross-functional group of leaders to establish a Go-to-Market strategy and then to support the organization in consistently meeting its revenue goals. In the initial phases, you’re really working alongside one person sitting within the sales operations team and one person in the marketing operations team. It’s a much smaller environment, so you’re always talking to each other.

But as this company keeps expanding, core operational processes can no longer be managed by a single, internally aligned group. Sales, marketing, and customer success all become their own fully formed divisions with defined workflows and articulated quality-control processes. Bureaucratic principles take over. Seamless, effortless communication gives way to much more limited and formal interaction—and possibly to silos and distrust.

In an organization like this, it’s not uncommon for:


	The marketing team to never have received a comprehensive description of the target ICP.

	The sales team to be in the dark about a new marketing campaign even after it’s already rolled out.

	Customer success teams to be handed a new customer without knowing anything about what motivated them to buy.
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Most businesses don’t have good solutions to these challenges as they scale. As a result, businesses often resign themselves to inefficiencies, lack of coordination, and communication breakdowns.

But when a business has a strategic RevOps core, it isn’t forced to give up on efficiency, coordination, and cross-functional planning to achieve growth. To the contrary, the business learns how to lean into these practices while scaling to transcend beyond bureaucracy and achieve a new interconnectedness among complexity.

That’s the essence of the RevOps advantage. It’s about fundamentally altering our paradigms about what it means to go to market and how it should be achieved.

In this book, we’ll show you how to become the RevOps pit crew your business needs to win.

Our version of the Wood Brothers’ gravity refueling system is AI-enabled RevOps software and processes—tools that eliminate inefficiencies, speed up decision-making, and empower teams to focus on what really matters. But how and where to implement that system is key. RevOps leaders deserve a strategic seat at the table because they can see everything from a bird’s-eye view; they can know things that other executives don’t.

When seamless coordination and split-second precision define success, RevOps is the ultimate advantage for getting ahead and staying ahead of the pack.




Who We Are

If you’re reading this, chances are you’ve felt the challenges of aligning your company’s Go-to-Market efforts, from sales to marketing to customer success. Your Go-to-Market plan may look like a work of art on paper, but in execution, it’s a little chaotic. Maybe you’ve struggled to scale efficiently, or perhaps you’ve wrestled with how 5to move from a great strategy on paper to execution that actually works. This book is your road map to unlocking the full power of RevOps—not just as a function, but as the strategic seat at the table for scaling smarter, faster, and more efficiently.

We know what works because we’ve been there. The three of us (Ryan Westwood, Bala Balabaskaran, and Amy Cook) were RevOps leaders before the name “RevOps” in its modern usage was coined. In this book, we’ll take you through what it means to embrace RevOps not just as the strategic “pit crew” of your organization, but as a mindset—a transformative approach to achieving predictable growth and operational excellence.

As a serial tech entrepreneur in Utah’s “Silicon Slopes,” Ryan has successfully exited three companies, including Simplus, which he grew from $0 and sold for $250 million to Infosys with his brother Isaac Westwood, Lance Evanson, and Amy Cook on the team. Now, as CEO of Fullcast, he’s leading the charge in transforming how businesses achieve operational excellence. He has invested in over fifty start-ups as a venture capitalist and angel investor. His accolades include Ernst & Young Entrepreneur of the Year and Utah Business CEO of the Year.

Along with Isaac, Lance, Bala, and Amy, Ryan founded Fullcast to solve the complex challenges of Go-to-Market planning and execution—starting with territory planning. Drawing on their experience scaling Simplus, they reunited to take on the next big challenge: eliminating the manual, error-prone processes behind Go-to-Market execution and building a platform that automates and streamlines how revenue teams plan and operate.

“[Ryan’s] vision to build a business that helps sales teams cover market opportunities, equitably set challenging but attainable targets, and calibrate future growth and capacity is meeting a major pain point for sales executives,” said Tommy Barlow, Vice President of Global Sales at LearnUpon.

6
A pioneer in the world of RevOps, Bala Balabaskaran is an original cofounder and the chief technology officer of Fullcast. With an incredible wealth of experience as a technology entrepreneur and architect, Bala has a strong track record in designing and implementing large-scale technical systems. He has held executive roles where he built top-tier software engineering and operations teams, excelling in both start-up environments and Fortune 500 companies. Before Fullcast, Bala was the VP of GTM Ops and Tech at Salesforce. While working at Salesforce, Bala led groundbreaking efforts to automate planning and operations, helping the company triple its annual recurring revenue (ARR), expand its sales team threefold, and achieve its most accurate forecasting. After managing an annual planning process that required 1,500 spreadsheets, a team of one hundred, and six months of effort, he decided to leave Salesforce and cofound Fullcast.

Amy has built her career on values that revenue operations leaders hold dear: unity, hard work, alignment, and transparency. Her experience in RevOps spans technology, health care, and other verticals, and she has been fortunate to help several companies grow as the CMO from Series A through acquisition, including Simplus in 2020, PathologyWatch in 2023, and Onboard in 2024. Before Fullcast, Amy spent fifteen years as the founder and CEO of Stage Marketing, a leading full-funnel marketing firm. She also earned a PhD in communication from the University of Utah, worked as an adjunct professor for over twenty-five years intermittently at Arizona State University, University of Utah, and Brigham Young University, and has written extensively on marketing and business.

We’re excited to share our experiences, our insights, and our frameworks with you. But enough about us for now. Let’s talk about what you can get out of reading The RevOps Advantage.
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Who This Book Is For

This book is for leaders and teams who are ready to get their revenue engines humming—to align departments, plan and execute efficiently, know how to use data to their advantage, and transform their Go-to-Market. Whether you’re a seasoned executive, an emerging RevOps leader, or someone navigating operational challenges for the first time, you’ll find actionable insights and frameworks based on research and our experience on what actually works.

Here’s who will benefit most:


	
RevOps Leaders: If you’re responsible for planning, operations, or execution, this book is your guide to elevating your role, building alignment across teams, and automating processes to deliver measurable results.

	
CEOs and Founders: You want to scale smarter and align your organization for growth. This book will help you understand why RevOps is critical to achieving predictable revenue and operational excellence.

	
Sales, Marketing, and Customer Success Leaders: You’re on the front lines of growth and need strategies to break down silos, improve cross-functional collaboration, and make data-driven decisions.

	
Finance and Operations Professionals: You’re tasked with ensuring resources are deployed effectively. This book will show you how to connect strategy and execution seamlessly to improve efficiency and outcomes.

	
Investors and Business Strategists: Whether you’re advising start-ups or scaling enterprises, you’ll gain a clear understanding of how RevOps drives valuation, growth, and competitive advantage.

	
8Interested Individuals: If you’re curious about RevOps as a career path, this book will give you a comprehensive understanding of the role and its growing impact on modern businesses.






What You’ll Get from This Book

Through this book, we’ll share frameworks like the RevOps Maturity Model, insights from AI-driven automation, and practical tips to elevate your organization’s operational efficiency.

You’ll learn how to:


	Elevate the role of RevOps in your organization and why CEOs must prioritize it.

	Align planning and execution for seamless Go-to-Market strategies.

	Build agility into your processes, enabling your team to pivot quickly and stay ahead of the competition.

	Leverage automation to reduce inefficiencies and focus on what matters most—driving revenue growth.



So buckle up; this journey isn’t just about optimizing processes. It’s about transforming how your business competes, grows, and wins—and giving it an unfair advantage like the Wood Brothers gave Lotus-Ford in 1965.

Let the race begin.
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Part 1Foundations10








11

1 Why We Need RevOps




The year was 2012. Bala had just started his position as the Vice President of Go-to-Market Technology and Operations at Salesforce. This was the golden age of Salesforce. It was tripling its ARR and expanding its sales team threefold. At the center of this success was the Go-to-Market RevOps team, tasked with aligning planning and operations to keep the company’s revenue engine running smoothly.

The tools available to RevOps at the time weren’t built for the complexity of the role. Bala found himself at the center of the annual planning cycle. His team endured a painstaking six months of effort involving approximately four hundred managers and leaders across the revenue organization, over 1,500 spreadsheets and a planning collective of four hundred people across the company involved in planning. The executive team was happy.

Bala was tired, and his team memorialized the experience as the “year that shall not be named.” The sales team was somewhat satisfied. They took their territories and went to work, but there was 12no feedback connection between the plan and execution, so a lot of the benefit of this massive amount of work was eroded by the daily practical challenges of running RevOps. Bala finally threw his hands in the air and said, “There must be a better way.”

Meanwhile, in another part of California, Amy was leading a Go-to-Market agency that focused on connecting different parts of the revenue engine. For fifteen years, she worked with the executive teams of hundreds of companies to build sales, RevOps, and marketing departments that would work together holistically. It was exhilarating but exhausting work. After helping multiple companies grow from Series A through acquisition, Amy saw common patterns in the companies who succeeded and those who failed. She wished there were a product available to help companies grow efficiently, align on common metrics, and work harmoniously between departments. But she was seeing a lot of revenue (and emotional) pain in companies and losing faith that sales and marketing would ever really be friends.

A few hundred miles away, in the heart of Salt Lake City, Ryan was leading a B2B IT managed services team. Shortly thereafter, he founded and led a Salesforce advisory, implementation, and managed services company focused on Salesforce RevOps products like Configure Price Quote.4 Like Amy, he saw client after client implement software—and began to see patterns of why some companies were successful and some were not.

As Go-to-Market operators and strategists, we know how hard it can be to achieve efficient growth, especially in the headwinds of difficult market conditions. As consultants for several decades (about seventy-five years between the three of us!), it’s hard to see clients that you care about come up short and not achieve their goals.

But there is a way for business growth to be easier, systematic, and predictable. Businesses can accurately forecast growth. Data-driven 13insights can serve as the source of truth for decision-making. Processes can trump politics. Business diagnostics and prognostics can be available at every stage of the customer journey. But it is only possible with a unified Go-to-Market. And a unified Go-to-Market is only possible with a strategic revenue operations function prioritized by the CEO.

This paradigm—what we call the “RevOps Factor”—has emerged as a critical function for businesses today. It is the operating system for businesses in a post-pandemic world that must straddle bureaucracy with digital transformation and now faces yet another paradigm shift with artificial intelligence. It’s the secret sauce for companies who want to grow predictably and efficiently. More foundationally, it’s a function that has become necessary for companies to survive. This book is designed to show how that strategic RevOps function can and should be built.

Revenue Operations is the secret. We’ll show you why and how to make it work for you. First, we’ll start with a few examples of RevOps in history. RevOps has existed as long as people have been using money—but it has been called by different names, and the modern iteration is quite recent and specific. Next, we’ll discuss why RevOps, as we conceptualize it today, is critical for business to thrive. We’ll discuss bureaucracy, digital transformation, artificial intelligence, and the need to have RevOps navigate an organization through these.


RevOps Through Time

Revenue operations has been around for thousands of years. At its core, revenue operations is the process of aligning teams, processes, and tools across an organization’s revenue-generating departments. As long as there has been revenue, there has been RevOps.
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A Look Back

The Ancient Roman Taxation System was a case study in RevOps. Revenue operations were highly aligned, with tax collectors, governors, and military ensuring that taxes could be collected without rebellion. There was a centralized data and reporting system, with detailed censuses and regular reporting. There was process optimization, with both poll and land taxes adjusted based on economic status and productivity, respectively. Tools and technology such as standardized currency were advanced for their time. The Romans even forecasted their revenue. They ranked provinces by type of economic output (e.g., grain from Egypt, silver from Hispania, etc.) to accurately forecast resources to build roads, social programs, and military resources. Caesar Augustus reported that the annual revenue for Rome was 500 million sesterces in 49 BCE, according to the book The Reckoning: Financial Accountability and the Rise and Fall of Nations.5 By today’s standards, that is roughly $7.25 billion, according to a subsequent published analysis.6

Fast-forward a couple millennia and you have the Ford Motor Company. Under the leadership of Henry Ford, the production of the Model T began in the early 1900s. Manufacturing, Sales, and Customer Success were highly aligned to ensure a steady supply of vehicles, which would then be sold and maintained. Ford centralized reporting of tracked costs, sales volume, production rates, and customer preferences. Ford thoroughly disrupted and optimized processes with the moving assembly line, reducing the time to produce a Model T from twelve hours to just over ninety minutes.7 Ford utilized only the best machinery and standardized parts, giving them the best technology and tools in the industry. And careful revenue forecasting enabled Ford to both drop the price of a Model T (from $850 to $260) and introduce a $5 wage for an eight-hour workday to ensure loyalty.8 By 1918, Ford had reached a 10 percent market 15share and by 1927, the company produced more than 15 million Model T cars.9

Over time, rapid industrialization and modernization produced larger and more complex organizations, many of them becoming increasingly unwieldy. This led to the rise of bureaucracy. Proponents of this dominant organizational philosophy such as Max Weber saw it as the most rational, efficient, and fair organizational system.10 Hallmarks of this system included division of labor, clear boundaries between departments, strict hierarchy, rigid roles and boundaries, and economies of scale.

While many organizations became more efficient, over time the “iron cage” of bureaucracy reared its ugly head, leading to feelings of alienation (lost freedom), dehumanization (cogs in a machine), and many silos. Bureaucracy became the silent killer, as companies that fully embraced the rigidity of bureaucracy struggled to compete with more agile organizations.11

Nokia is a great example of a company failing due to complacency and bureaucracy.12 Its decline, largely through an inability to recognize, adapt, or react to a platform-and-software-based market shift that led to the rise of smartphones, allowing Apple, Google, and other companies to overtake its market share. In only six years, Nokia went from owning 49 percent of the market share in 2007 to only 3 percent in 2013. Decision-making was slow and inefficient with bureaucratic layers of hierarchy and multiple approvals. This slow decision-making delayed the recognition that software was becoming critical to the success of mobile devices. Like most bureaucracies, departments operated in silos with limited communication and upheld the status quo. Nokia, once known for its innovation, was paralyzed and lacked agility and creativity needed to adapt and win in the market. Its competitors were leveraging single-platform operating systems, iOS and Android, while Nokia struggled with fifty-seven versions of Symbian for its vast array of hardware-based mobile phones.
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Other organizations, such as Kodak, Blockbuster, and Polaroid, were subject to the silent killer of bureaucracy and experienced the same decline. The detrimental effects of these silos were especially pronounced in revenue-generating teams, where alignment and cross-functional collaboration are essential.




Revenue Enters the Digital Age

In 1951, when bureaucracy was in its golden age, the Universal Automatic Computer 1, or UNIVAC I, was born. Developed mostly by J. Presper Eckert and John Maunchly, it was the first computer designed for business applications in the United States. The Remington Rand Company, who owned the UNIVAC I, partnered on a marketing campaign with CBS to predict the 1952 United States presidential election. UNIVAC I predicted that Dwight D. Eisenhower would win in a landslide over Adlai Stevenson and win the Electoral College 438 to 93. The Gallup Poll, on the other hand, predicted Eisenhower would win in a close contest. On election night, UNIVAC shined. It had a margin of error of 3.5 percent of Eisenhower’s popular vote tally (34,075,029 votes) and was within four votes of the electoral vote total. This historic occasion gave the public greater awareness of computing technology and began the computerized predictions of election night broadcasts.

This pioneering effort, along with many others, began what we now refer to as “digital transformation,” defined simply as “the integration of digital technology into business to transform processes and deliver value to customers.” While a full history of digital transformation is beyond the scope of this book, a few examples through time stand out.

In the 1970s, General Motors and IBM created an early graphical computer-aided design (CAD) system called the DAC-1, allowing engineers to create, modify, and send designs directly to milling 17machines. This innovation led to the proliferation of CAD systems in automotive, architecture, and other industries. AT&T developed the UNIX operating system in 1973, which was groundbreaking for its portability, multiuser functionality, modularity, hierarchical file system, and client-server model that laid the foundation for the early infrastructure of digital communication. In 1976, Queen Elizabeth II hit “send” on her first email. The same year, cofounders Steve Wozniak and Steve Jobs had just launched Apple Computer.

In the 1980s, the personal computer was born, making computers accessible for many households. IBM’s PC was introduced in 1981, and Apple’s Macintosh—with a graphical interface—was launched in 1984. The standardization of the ethernet facilitating local area networks (LANs) in business settings and the introduction of the domain name system (DNS), also helped to advance networking.

In the 1990s, the modern internet was born. While early instances of the internet had been used by the Department of Defense since the 1960s and by research scientists since the 1980s, the World Wide Web as we know it was developed by English scientist Tim Berners-Lee. Mosaic came online in 1993. Netscape Navigator was introduced in 1994. And Microsoft’s Internet Explorer came online in 1995.

In the 2000s, we went mobile and social. LinkedIn launched in 2003, Facebook in 2004, and Twitter in 2006. These platforms redefined social interaction. Apple launched the iPhone in 2007, which brought communication, internet browsing, and multimedia onto one device. In 2007, approximately 115 million smartphones were sold globally. In 2024, about 1.22 billion smartphones were sold.

The 2010s got very interesting for digital transformation in business. AWS, Microsoft Azure, and Google Cloud introduced a global system of distributed servers, along with the software and databases that run on those servers, ethereally called “the Cloud.” 18Data became a critical enterprise asset to drive decision-making, personalize the customer experience, and enhance efficiency. Cloud computing allowed businesses to shift technology infrastructure from a one-time capital expenditure (CapEx) to scalable operational expenditures (OpEx), which improves cash flow management, gives greater flexibility to companies, allows for remote work, and has tax benefits. CRM companies such as Salesforce (started in 1999) and HubSpot (started in 2006) gained popularity as companies became more adept at managing customer relationships in the Cloud. The 2020s—this decade, as we write this book in 2025—has been dominated by the integration of artificial intelligence and automation. AI technology has significantly progressed, with companies like OpenAI and Google introducing large language models (LLMs) such as ChatGPT and Gemini. While digital transformation was about deterministic automation, where armies of engineers automated manual processes, the AI revolution looks different based on the speed at which the change is happening. The automation with AI is self-learning, allowing for autonomous agents to evolve and optimize the automation without it being deterministic.

GTM software companies like Fullcast offer AI-powered solutions to drastically reduce the time to value for strategic tasks such as territory and policy management.




The Clash Between Digital Transformation and Bureaucracy

Today, in a society that many of us call the postmodern digital age, technological advances have transformed how most organizations operate. Vestiges of bureaucracy remain in large, long-standing organizations, but the effects of digital transformation have changed how we define organizations, how we construct our own organizational identities, and how we build systems to reinforce our beliefs about what organizations could and should be. (If you want to deep 19dive into organizational communication theory, read Amy’s PhD dissertation.)

The digital age prioritizes real-time collaboration, automation, transparency, and agile methodologies. Digital communication tools like Slack and Teams have democratized communication, making hierarchical communication structures less appealing and organizational structures more flat and networked. AI and automation have automated away some of the administrative work, allowing more of the organization to focus on strategic activities. CRMs and BI tools have allowed rigid “we’ve always done it this way” rules to be replaced with centralized data-driven insights. Digital tools have replaced lengthy paper-based processes with immediate access. It’s easier than ever to have a distributed virtual work environment (although, even in 2025, this remote-vs.-office debate continues to rage).

Technology’s most compelling disruption—for this discussion, anyway—is that its agile methodologies, which prioritize flexibility, collaboration, and rapid iteration, challenge the foundations of bureaucracy itself. Lean methodologies, which strive to reduce waste and improve customer satisfaction, are prioritized. But, even with the new-and-improved transformational philosophy, stodgy old bureaucratic principles like overengineered digital processes, rigid compliance rules, and data silos continue to reinforce some of the worst parts of bureaucracy.






Why We Need RevOps Now

The technological advances of the digital age have given us the permission and tools to break down bureaucracy and refocus on alignment and process optimization. It has never been more important for organizations to blend structure with innovation, stability with agility, and thoroughness with speed. This is where Revenue Operations in its most recent incarnation has taken shape.
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One of the biggest challenges in scaling revenue operations is ensuring alignment across different functional areas—marketing, sales, and customer success. Too often, these teams operate in silos, each focused on their own part of the funnel without a clear view of the entire customer life cycle.

As Olga Traskova, Vice President of Revenue Operations at Birdeye, explains in a Go To Market Podcast with Amy Cook,13 “Unfortunately, when marketing ops is working on the top funnel and customer success ops is working on retention, they might step on each other’s toes, and they might not even realize what’s going on on the other side of the process. So what I’m working on now within the team is to ensure that everyone is aware of the entire customer journey, that they understand all of the stages and the processes within the entire customer journey, from lead to cash, and then from extra cash, from the upsells.”

A mature RevOps function breaks down these silos by fostering visibility and collaboration across the entire revenue engine. This means aligning marketing, sales, and customer success operations around a unified data framework, shared metrics, and seamless handoffs between teams. When every function understands how their processes impact the next stage of the journey, companies can reduce friction, improve customer experience, and drive more predictable revenue growth.

True RevOps success comes from an end-to-end mindset—one that sees revenue as a continuous cycle rather than disconnected departmental goals. In this section, we’ll discuss what RevOps looks like today and introduce a framework for RevOps success.


RevOps Today

Amid complex business operations buoyed by the growth of SaaS in 2015 to 2016, companies recognized the demands for personalized 21customer experiences, faster Go-to-Market, more efficient territory and capacity planning, and the need to simplify often complex strategies. Leveraging AI and advancements in real-time data analytics required a more collaborative, centralized management model with intentional leadership. The focus of this shift was to improve revenue outcomes via streamlined process and team alignment. In 2016, Evan Liang, CEO at LeanDat, called it RevOps.14

At the time, Evan was working alongside sales and marketing teams who were struggling to align their efforts and make sense of their shared goals. Like the DevOps revolution happening in IT and software, he saw the need for a new approach—one focused on collaboration, visibility, and data-driven decision-making. And he wasn’t alone.

Large technology companies were organically seeing the same problems and utilizing the same solutions. Google, for example, invests significantly in forecasting tools, such as TensorFlow, to predict Google Cloud and Ad revenue across industries, time, and even seasonality. It sets shared OKRs (Objectives and Key Results) across the entire Go-to-Market function. This alignment even extends to cross-functional product development. Google centralizes its data through tools like BigQuery, and teams use its own product—Looker—to create customizable dashboards.

AI-driven tools such as Campaign Optimization and Smart Bidding, and customer data platforms allow Google and their customers to unify and manage data through technology. Continuous optimization is a foundational Google tenet, as it utilizes A/B testing, process automation, and pricing optimization for continuous improvement. This RevOps philosophy in action, of course, is all guided by an overarching objective to incrementally increase revenue.

“I have experienced that when RevOps is positioned as a strategic department and empowered with autonomy to work ‘in’ the 22business and ‘on’ the business, it is these revenue operators that have the lenses, strategic and technical skills to communicate across many cross-functional departments to identify and keep the business aligned before a problem arises, and support course correction when necessary,” Lonny Sternberg, a revenue operations15 leader, said.

By 2019, companies with dedicated RevOps groups had surged from 20 to 31 percent16 in just a year. Forrester validated the trend two years later in 2021,17 revealing that 57 percent of companies planned to invest in a RevOps function within the next year. Most often, these RevOps teams reported to a chief revenue officer, signaling just how critical RevOps had become to executive strategy and business growth. Companies that implemented a unified GTM strategy across their sales and marketing teams achieved 36 percent more revenue growth and up to 28 percent more profitability,18 solidifying that RevOps is here to stay.

“I love the juncture of Revenue Operations and business transformations,” wrote Christi Lopez, EVP of Sales Operations and Strategy at Tradebe, in a LinkedIn post.19 “It is a space that energizes me—seeing strategies come to life and a vision going from ‘what if’ to tangible results. Most of all, I’m energized by teams working together and doing the gritty, detailed, messy work. Slogging it out, building something each person is proud to be a part of, and enjoying the results together.”




Fast Growth

In 2022, LinkedIn ranked the “Director of RevOps”20 role as the fourth fastest-growing job in America. Companies were looking to fill a job position they had yet to fully understand. Is it sales? Marketing? According to Mike Ciulla at RevOps Co-op,21 every member of the Go-to-Market team should “have a little RevOps in them.”
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“At a minimum we want GTM teams to have access to resources that can help them learn, solve problems, and reduce the burden of ‘supporting the business’ on all things operations,” Mike said. “We also need the business teams: the operators in Sales, Marketing, and Customer Success, to be leading RevOps. These domain experts are building plans, adjusting to changes in the market, pivoting, building models, committing to quotas. They’re generating revenue.”

RevOps has officially leveled up—from back-office support to mission-critical strategy. What triggered this seismic shift? According to RevOps experts at Captivate Talent,22 the economic climate, tech innovations, and executive leadership all play pivotal roles.

Economic Wake-Up Call: COVID-19, the Great Resignation, and volatile capital markets put an end to the “grow at all costs” mentality. Suddenly, efficiency wasn’t just the topic of casual conversation—it marked the difference between thriving and folding. RevOps stepped in to build a more innovative and sustainable path forward.

Tech Revolution: AI, automation, and cutting-edge RevOps tools aren’t just making life easier—they’re reshaping the entire revenue engine. Those who harness them are setting the Go-to-Market pace and leading the charge.

A Seat at the Power Table: RevOps leaders now report straight to the CEO, influencing the most significant decisions in the business. Revenue operations keeps the GTM machine running, but it’s more about creating data-driven strategies that drive where to go next.




Key Shifts Defining the Future of Business

Why is the RevOps paradigm working so well? Because it is vital to four key digital shifts that are redefining the future of business: AI and automation, the growing complexity of scaling in a digital-first world, the increasing importance of data-driven decisions, and the need to thrive during economic uncertainty.
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AI and Automation. We’re living in a world where artificial intelligence has evolved from being a futuristic gimmick in sci-fi movies to something driving real results. According to Salesforce data, 83 percent of sales teams using AI reported revenue growth this year compared to just 66 percent without it.23 For RevOps leaders, AI is the superpower we’ve been waiting for. With the right AI tools, it can automate repetitive, time-consuming tasks that bog down teams, like manual updates, lead routing, and territory adjustments. More importantly, AI unlocks insights faster, enabling RevOps leaders to make smarter decisions with confidence.

But let’s be clear: AI is not the pilot, nor can it ever be (sorry, Terminator fans). AI might correct errors, analyze data, and predict trends, but it still needs human strategy to guide it. RevOps leaders need to be the ones to operate their AI tool kits, steering their teams based on the best insights and data. This partnership between technology and leadership makes RevOps more effective and strategic than ever before. When AI is applied well, RevOps enables GTM teams to pivot quickly, seize opportunities, and focus on what really drives revenue.

Scaling in a digital-first world. Today, buyers are more informed, more demanding, and harder to reach. We’re operating in a multichannel, digital-first world, where customers expect seamless experiences from the first click to the final handshake. Every touchpoint matters, and Go-to-Market teams can’t afford to work in silos. RevOps can bring alignment to marketing, sales, and customer success so everyone’s flying in formation, not off in separate directions.

Data-driven decision-making. Without RevOps, teams risk missing opportunities or doubling their efforts unnecessarily. But with RevOps, Go-to-Market teams have clarity: Territories are balanced, leads are routed accurately, and handoffs are seamless. It’s the kind of efficiency that turns chaos into momentum.
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Economic uncertainty. Longer sales cycles, shrinking budgets, and cautious buyers have made it harder than ever to hit targets. Companies can’t afford wasted time or resources. RevOps becomes the competitive advantage that separates thriving businesses from struggling ones. By focusing on data-driven decisions and efficiency, RevOps ensures that teams stay agile and laser-focused on revenue growth even when the road ahead feels shaky.

Businesses that thrive in uncertain times are the ones that can pivot fast, make decisions with precision, and eliminate inefficiencies before they drag the team down. If you’re doing it correctly, RevOps is what makes this possible. It’s the strategic nerve center that connects the dots, keeps the ship steady, and identifies the smartest path through the asteroid field. The future belongs to the companies who get it right.26
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2 Why We Need Strategic RevOps Leaders




In 2005, Ryan was in the zone, sitting in front of his computer late into the evening, focused on customizing dashboards for their company on SugarCRM. He and Shelly Warren, a talented developer, were knee-deep in building tools that didn’t yet exist in the broader market: custom commission reports, forecasting systems, and even a dialer. They were creating the foundation for systems that would later define billion-dollar platforms like Clari and Xactly.

It was a thrill to be solving problems tied directly to revenue generation and operational efficiency. Each tweak to the system felt like another piece of a complex puzzle falling into place. It wasn’t the most common way for executives to enjoy spending their time. And yet, here he was, more energized than exhausted, driven by the idea that better systems could mean better results.

These jam sessions with Shelly eventually formed part of a realization that would stay with Ryan throughout his career: Businesses run on revenue, but they thrive on innovation and 28operational excellence. For every exciting launch or major deal, there’s an ecosystem of systems and strategies quietly driving that success. Ryan wasn’t just building software tools that night; he was experiencing the power of aligning operations to create sustainable growth.

Now more than ever, the systems, processes, and strategies behind revenue operations matter at the highest level of leadership. Whether a CEO partners with a skilled RevOps leader or really gets into the weeds like Ryan enjoyed doing, the path to growth is built on operational alignment, informed decisions driven by data, and streamlined efficiency.

“Everything in RevOps is context dependent, and so those of us in RevOps are artists in the sense that we have to know the rules, but we also have to know when to break them,” said Oscar Armas-Luy, Vice President of Revenue Operations at Garner Health, in a Go To Market Podcast with Amy Cook.24 “There’s sort of a dogma of best practices, or standard practices, in RevOps that don’t make sense in every single context. Great RevOps people know all the best practices. Extraordinary RevOps people know all of the best practices and the ones to ignore in their particular context. And I think that’s what we really have to master.”

Above all, there are two things that matter to all CEOs: predictable revenue growth and bottom-line Ebitda (earnings before interest, taxes, depreciation, and amortization). No matter what company a CEO is running, no matter what industry, revenue and Ebitda are the numbers that matter. If you are a RevOps leader, you are in a position to impact both metrics in a meaningful way. This aligns you to the CEO more than you may realize. In this chapter we’ll discuss your impact, four ways you can bring strategic value to the CEO, how to communicate your value, and how your value may change depending on the size of the company.
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Your Impact as a Revenue Leader

You’re not just focused on revenue growth. You’re focused on efficient revenue growth. The more we speak with revenue operations leaders, the more we realize the outsize impact they’re having on companies. However they seem to struggle communicating that impact internally.

The result often sets up the RevOps leader for criticism should a process break down, and little praise when things run smoothly. Leaders can change this cycle of blame with strategic and proactive communication that focuses on the value they bring.

“I think about the strategy and Ops world in three buckets,” explained Noah Marks, SVP and Head of Commercial Strategy and Operations,25 during a recent interview with Amy. “One is strategy-related business partners. These folks are aligned with business leaders in the company. Then, some folks are more systems-process-technology-oriented, which is more holistic. Thirdly, there’s an analytics bucket of people focused on what’s happening with the trends and datasets, and they are digging in to understand what’s happening. Those three areas make the strategy part successful, with the business partners advising on what we should be doing about the business’s health and how we can hit or exceed our targets.”

Sometimes RevOps leaders short sell themselves because they are internally focused, even though the impact they have on customers and the customer journey is huge. If RevOps leaders do their job right, the people, process, and technology they put in place will directly impact the customers’ experience through their journey with the company. Moreover, if you’re able to communicate to your CEO and CFO how you’ve either impacted revenue growth or Ebitda, you will become invaluable to the company.

Let’s say, for example, you noticed that the CMO and CRO have purchased software from two different companies but both companies provide similar products. Because you were not siloed 30to a particular department, you saw the duplication of efforts and spoke to each of them about the opportunity to consolidate to one vendor. You now have the opportunity to impact both the bottom and top line of the company.

In another example, you implement a sales enablement platform. The platform helps to ramp new sales reps in sixty days instead of ninety days. This reduces the cost of ramping up an account executive and gets them selling faster. Again, you’ve impacted the top and bottom lines of the company.

You find a new AI tool that positively impacts your prospecting efforts. The CRO, sales leaders, and CMO will definitely be talking about the increase in pipeline. They may not even mention the new tools you’ve deployed. This is why it’s important that you articulate your value on an ongoing basis.


Your Unique Strategic Value

Here are a few areas where we believe you bring unique strategic value to the CEO, CFO, and the board:

RevOps leaders serve as the bridge between various departments. You ensure that the CEO and board have the comprehensive insights needed to steer the company toward sustained growth and success.

“I remember sitting in a meeting with Maria Martinez and the CEO, at the time, of a very large telco. The comment he made is telling of a missed opportunity by RevOps. He said, ‘I only see your reps when they are assigned to the account, during renewal, or to tell me someone else is taking over the account.’ This experience is not very different from how we experience relationships in the SaaS world today,” Bala said. “This to me is a failure of the RevOps team. They must continually be looking to ease the customer experience.”
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Bala emphasized that the customer experience must be the primary focus while you optimize internal processes. “Too often RevOps leaders are focused on optimizing processes and implementing technology to make their lives easier or make the lives of internal revenue teams’ lives easier—often at the expense of the customer experience.” he said.

Unlike other department leaders who often operate within their silos, RevOps leaders can see the complete picture and make data-driven connections that might otherwise remain isolated. This holistic view allows them to identify trends, inefficiencies, and opportunities across departments. By understanding how these functions impact each other, a RevOps leader can recommend strategies that drive overall success rather than optimizing just one area at the expense of another.

This unique perspective is incredibly valuable to the CEO and board. With insights that span multiple departments, they can highlight areas where collaboration can be improved, resources can be better allocated, and processes can be streamlined, ultimately supporting data-driven decisions that enhance overall business performance.

RevOps leaders are a trusted source for truth (as measured by metrics) outside of individual departments. In this trusted advisor role, your value extends beyond just reporting numbers. You become a strategic partner who anticipates challenges, identifies opportunities, and provides solutions backed by data.

The race toward more efficient Go-to-Market shows 87 percent of cloud companies investing in sales enablement. However, interpreting metrics to ensure Go-to-Market remains on track still requires expertise. The RevOps leader’s insights can drive initiatives that enhance efficiency, optimize resource allocation, and improve overall performance.

By consistently delivering accurate and timely data, you build trust and confidence with the CEO and board, solidifying your 32position as an indispensable asset to the leadership team. This level of trust and reliance on your expertise ensures that your contributions are recognized and valued at the highest levels of the organization.

For example, let’s say you notice that the CRO has quietly changed the definition of an SQL (sales-qualified lead). You realize the pipeline isn’t as healthy as the executive team and board may think it is. It’s your job to call this out.

RevOps leaders democratize data and enable organization-wide business processes. A successful RevOps leader’s ability to integrate systems and drive efficiency makes them the glue that holds everything together—key traits that make them stand out. RevOps leaders are like the architects of revenue generation, working across sales, marketing, and customer success to optimize processes and ensure smooth data flow.

Although their title may not always reflect their function, studies show that 23 percent of RevOps professionals have been working in revenue operations for over a decade. The best revenue operations leaders I know have spent time in all disciplines of revenue operations before leading the department. For example, they may have spent time focused on just compensation, territory management, deal desk, or sales enablement before leading the department. They thrive in the data-driven, cross-functional world, ensuring all revenue teams are in sync and delivering results.

“Elevate yourself to looking at the bigger picture and impacting both strategy and execution,” said Mudit Garg, SVP and GTM Operator.26 “Consider yourself as a ‘super agent’ who orchestrates, is goal oriented, understands the intent and strategy, and pulls in the subagents with specialized skills runtime for best performance”

RevOps leaders are intermediaries between GTM & other departments. One of the tough aspects of being a CEO is balancing the needs of your CRO and CFO. You can act as a commonsense third party in these situations. Here are a few examples:
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The CFO may want to cut software that is critical to the growth of the business, but the CRO doesn’t know how to articulate this to the CFO, and the CEO doesn’t know which side to take. You can help provide the business logic that bridges the gap between the two. As noted by Jonathan Chadwick, former CFO and COO of VMware,27 “Outside of CEO relationships, the CRO–CFO bond is most important in the organization, especially in a growth business.” Effective communication and collaboration can bridge the gap, ensuring that financial prudence aligns with growth objectives.

If you notice an early trend with a new product offering that has a higher win rate, you can flag the C-level executives and help them see where the company needs to double down. You’re in a unique position to see this earlier than anyone else.

The board is often skeptical of the CRO’s numbers because they’ve been burned historically by a revenue forecast or inflated pipeline number. If you are working with all the departments and report to the CEO, COO, or CFO, you could provide a no-nonsense set of metrics to the board. You may point out that reps have been converting unqualified opportunities and inflating the pipeline, impacting how much pipeline needs to be generated for the quarter. Calling these things out can be a game changer for the company leadership. These mistakes happen more often than you think.




How to Communicate Your Value

As a RevOps leader, you may not fully realize the size and scope of the impact you have on your organization. However, communicating that impact is crucial, especially to the CEO and CFO, who are always focused on the company’s bottom line. Articulating your success not only reinforces your value but also positions you as a strategic partner in driving growth and efficiency. Here are some key strategies to ensure your contributions are recognized.
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Share monthly or quarterly highlights. Regularly present clear, concise updates that showcase your achievements and their impact on revenue growth and Ebitda. These reports don’t need to cover every detail but should focus on key metrics that tie directly to organizational priorities. Highlight the takeaways that are already influencing growth, as well as insights that could impact future strategies.

For example, you might report on:


	Revenue Growth Metrics: Show progress in metrics like Annual Recurring Revenue (ARR), Net Revenue Retention (NRR), or pipeline growth.

	Efficiency Improvements: Highlight operational enhancements, such as reduced time-to-close or optimized resource allocation.

	Cost Savings: Demonstrate how process automation or streamlined workflows have reduced overhead or improved productivity.



Focus on strategic metrics. Focusing on high-impact metrics can elevate your visibility and demonstrate your ability to drive strategic results. For instance, 58 percent of companies use overall revenue to measure RevOps’ impact on organization engagement; 53 percent measure operations efficiency; and 46 percent track improvements in sales cycles.28 Some have also suggested revenue per employee as the hallmark metric to show RevOps success.

If you focus on improving close rates, you might implement initiatives such as enhanced sales training programs, upgraded CRM tools, or AI-powered lead scoring. Over time, tracking the impact of these programs provides measurable evidence of how your efforts contribute to increased revenue. This metric also signals to leadership that you are aligning your initiatives with core business goals.
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By tracking the improvement over time, you’ll have measurable evidence of how your initiatives directly contribute to the company’s revenue growth. This focused approach highlights your strategic thinking and showcases your ability to drive tangible results.

Reducing sales cycle times is another powerful way to demonstrate value. By streamlining workflows, adopting AI-based technologies, or refining sales methodologies, you can show how these changes accelerate deal closures and boost overall productivity. For example, a detailed analysis might reveal that AI-driven forecasting tools have reduced the average sales cycle by 15 percent. This insight not only underscores your contributions but also reinforces the organization’s commitment to innovation.

This analysis can show management how your research accelerates the sales process and enhances overall efficiency, thus reinforcing your value to the organization.

Link initiatives to revenue and Ebitda. Whenever possible, connect your initiatives to the organization’s top-line revenue growth or bottom-line profitability. For instance, if a new process reduces customer churn, calculate the financial impact of retaining those customers over time. If an efficiency gain reduces manual labor, estimate the cost savings and reinvestment potential.

After streamlining a complex lead-routing process, you might report:


	An X percent increase in lead response times.

	A corresponding Y percent improvement in conversion rates.

	A total financial impact of $Z in incremental revenue.



Providing these kinds of connections ensures your leadership team understands how your work directly affects the company’s success.
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Proactively seek feedback. Communication is a two-way street. Regularly seek input from the CEO, CFO, and other stakeholders about what metrics or outcomes matter most to them.

At Fullcast, we recommend measuring the impact of your efforts based on at least four factors:


	NPS

	eNPS


	Effectiveness of your ABM efforts

	Productivity gains of revenue sources



You can adjust your focus accordingly to ensure your work remains aligned with their strategic priorities. Proactively asking, “What would you like to see more of in our reporting?” can open doors to deeper collaboration.

By consistently highlighting your contributions and tying them to the company’s broader goals, you position yourself not just as a manager of operations but also as a critical driver of strategic growth. Clear communication, backed by data and aligned with leadership priorities, ensures your value is not just understood—it’s celebrated.






How RevOps Changes from Series A to IPO


RevOps can really drive competitiveness of the organization in its ability to respond to changing market conditions and to be able to take advantage of opportunities that present themselves.

“I knew of a large corporation that required changes to territory to be approved by a central committee involving high-level executives,” Bala recalls. “In contrast, Salesforce’s approach was to give as much flexibility to the frontline sales manager to manage their business. This allows for the business to respond quickly but also means 37that the RevOps posture must be dynamic enough to accommodate this. That’s your accountability as a RevOps leader.”

As companies scale, the role of a RevOps leader evolves from a tactical resource to a critical strategic driver—guiding growth at every stage, from early funding rounds to IPO and beyond. Whether you’re building from scratch, fine-tuning systems, or optimizing for sustainable growth, a strong RevOps leader ensures that your Go-to-Market engine is always humming.


Early Stages

At the Series A and B stages, the focus is on capturing market share, closing deals, and building momentum. But for many start-ups, this stage can feel chaotic. Teams are small, resources are stretched thin, and tools are often cobbled together with just enough duct tape (and 1,000 spreadsheets) to function. This is where a RevOps leader becomes invaluable. At this stage, RevOps leaders are testing new technologies, providing data and analytics to the board, and creating efficient growth to the board.

RevOps at this stage is about understanding your capabilities and maturing them methodically. It’s tempting to chase every opportunity, but if a process or system isn’t ready for prime time, the result is chaos. Instead, RevOps leaders identify what’s needed now, what comes next quarter, and what’s on the horizon—setting the stage for long-term success.

An example of a company that found success at this stage is Airbyte, an open-source data integration platform that rapidly captured market share by focusing on targeted growth strategies.29. Within seventeen months of its launch, it rapidly achieved a valuation of $1.5 billion following a $150 million Series B funding round. RevOps played a crucial role in Airbyte’s rapid success. The RevOps team streamlined GTM strategies and aligned sales, 38marketing, and customer success teams, ensuring all departments were working toward shared goals. RevOps built forecasting models to scale effectively as well as expansion models to upsell Airbyte users into paying customers. The RevOps team integrated scalable systems such as CRMs, marketing automation, and analytics platforms. RevOps implemented and documented processes, eliminating chaos and ensuring decisions were data driven. Airbyte’s success highlights how a strong RevOps foundation ensures alignment, efficiency, and adaptability during key growth stages.




Growth Stage (Series C+): Scaling with Precision

By the time a company reaches Series C and beyond, the stakes get higher. Growth is no longer just about closing deals—it’s about scaling predictably and efficiently. This is where RevOps leaders truly shine, transforming systems and processes into a finely tuned growth engine.

Predictable revenue is the holy grail for any business, and RevOps is the key to unlocking it. By streamlining processes, automating manual workflows, and analyzing data, RevOps creates an operational foundation that makes revenue more predictable, quarter after quarter. With the right data and firsthand insights, RevOps leaders can accurately forecast revenue, manage pipeline health, and identify opportunities for growth, even during market downturns.




Pre-IPO and Beyond: Optimizing for Resilience and Longevity

As a company prepares for an initial public offering (IPO), every part of the business comes under scrutiny. Investors and boards expect accuracy, predictability, and a clear path to sustainable growth. This is where RevOps leadership becomes a cornerstone of success.
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In the pre-IPO phase, RevOps leaders focus on driving alignment, visibility, and precision across the GTM organization. They refine forecasting models, improve pipeline visibility, and ensure that sales, marketing, and customer success operate as one unified team. This level of discipline not only satisfies investor expectations but also creates a foundation for post-IPO growth.

Navigating the post-IPO world brings a new layer of complexity. Compliance and regulatory reporting become essential components of day-to-day operations, and RevOps leaders can play a pivotal role in ensuring these requirements are met. From tracking revenue recognition to providing audit-ready data, they ensure reporting processes are airtight, helping the company meet shareholder expectations and maintain trust. In addition to regulatory compliance, transparent reporting gives investors and the board clear insights into performance, forecasts, and growth opportunities. This transparency builds confidence and positions the business for sustained success in the public markets.

ZoomInfo’s transition to a public company showcased the critical role of RevOps in navigating the complexities of the IPO process.30 The Go-to-Market intelligence platform leveraged RevOps to streamline workflows, improve pipeline visibility, and deliver audit-ready data to meet investor expectations. This approach not only ensured compliance with regulatory standards but also fostered alignment across sales, marketing, and customer success teams. By maintaining transparent reporting and focusing on predictable revenue growth, ZoomInfo positioned itself for sustained success in the competitive public market.
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