
Power BI Desktop

Total Revenue

2.1bn

Weighted Revenue

461M

Total Opportunities

487

Final stage %

3%

Partner Opportunity

55%
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Channel Dynamics: How Opportunities Are Distributed
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Where Deals Begin And Revenue Grows: The Channel Performance Story Segment
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Top 5 Partner Revenue Contributors - Are They Converting?
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The Hidden Levers Of Growth: Partner Performance and Opportunity Health
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Expected Returns: Channel Contributions Across Regions
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Segmented Opportunity Flow: Direct vs. Indirect Performance
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Seasonal Revenue Peaks: A Month-by-Month View
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Where It All Begins: Monthly Flow of New Opportunities
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