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Revenue Reality Check: Projected vs. Pipeline Value by Channel
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Partner Pipeline: Mapping The Indirect Sales Journey
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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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Revenue Distribution Across the Sales Pipeline by Channel
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Aged But Active? Opportunity Backlog Over the Last Two Years
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Top 5 Partner Revenue Contributors - Are They Converting?
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Who's Delivering? Top Partners by Weighted Pipeline Value
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The Hidden Levers Of Growth: Partner Performance and Opportunity Health

Enablement signals: Spotting Low-Yield Partners
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A Regional Face of Channel Value

0M

100M

200M

300M

400M

500M

600M

Sales Channel

Re
ve

nu
e

Indirect Direct

609M

181M

567M

328M
290M

136M

Region

Central

East

West
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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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Customer Segments In Focus: Projected vs. Realistic Revenue
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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

0

20

40

60

80

100

120

Month

N
um

be
r 

of
 o

pp
or

tu
ni

tie
s

January February March April May June July August September October November December

120

75
79

53 52

30

16
13 13 15

12
9


