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A CUSTOMER STORY

TSN CRESTA

From attribution to Al deep research.

How Cresta's two-person GTM ops team turned messy enterprise deal data into the
strategic insight behind every Quarterly Business Review.
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® UPSIDE - CRESTA AT A GLANCE

§ 01 — THE HEADLINE

Deep research
replaced weeks of
manual analysis
with insight

at every OBR.

Cresta is one of Upside's earliest design
partners. The relationship runs on call
transcripts from Gong, structured deal data,
and constant back-and-forth between the
Cresta ops bench and the Upside team — and
it now anchors Cresta's most consequential
GTM decisions.

ABOUT CUSTOMERS HQ

Unified platform for Cox - United San Francisco,
CRESTA human + Al agents Airlines - Intuit - California
in contact centers. CVs

SPECIALTY
Al Agents -
Conversation
Intelligence - QM
Automation

WEEKS -> DAY

Under
24 hrs

COVERAGE PERSONA INSIGHT

Every Champion

closed deal VS.
economic
buyer

Deep research that previously took Sentiment analysis showed

contractors or staff weeks of Gong-
transcript review now completes in

under a day — freeing a small GTM

ops team to act on insights instead

of gathering them.

CRESTA x UPSIDE — CASE STUDY

Upside scores every closed deal
against PMM-defined messaging —
fueling AE coaching, win-rate
analysis, and a feedback loop back
to product marketing.

champions almost universally loved
Cresta — even on churned deals.
The gap was with economic buyers,
and the finding drove a leadership-
level push to engage CFOs.

“Real life is messy. Enterprise cycles are messy. Upside accurately reflects that
messy reality, which | think is rare and was impossible before.”

STEPHEN DANIELS - VP, GTM & STRATEGIC OPERATIONS - CRESTA
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® § 02 — BACKGROUND

® BACKGROUND

THE OPS BENCH

The ops bench behind
Cresta’s enterprise deals.

How a two-person operations and analytics team turned messy

enterprise deal data into the strategic insight behind every

Cresta OBR.

Cresta is one of Upside's earliest design partners, and the
relationship has evolved alongside both companies from
the start. Cresta builds the unified platform for human and
Al agents in customer experience, serving Fortune 500
contact center operators including Cox Communications,
United Airlines, Intuit, and CVS.

Behind the scenes, Stephen Daniels (VP, GTM & Strategic
Operations) and Ted Ranney (Head of GTM Analytics) lead
a small, high-leverage operations and analytics team that
supports some of the messiest, longest, most multi-
stakeholder enterprise cycles in B2B SaaS.

Stephen brought Upside in as one of its earliest design
partners, drawing on five years he'd spent at a mobile-app
attribution company before joining Cresta.
66
We’re very early customers of Upside, so the
problem set’s changed over time. Originally it
was solving more of an attribution problem,
trying to solve what was actually driving
deals.

Stephen Daniels - VP, GTM & Strategic
Operations

CRESTA x UPSIDE — CASE STUDY

® THE CHALLENGE

Pivot tables don’t explain
why deals win or lose.

The deeper bottleneck for Cresta's GTM team wasn't
access to data. It was the depth pivot tables couldn't
reach: a two-to-three-person ops team can't manually
mine call transcripts for the insights leadership actually
wants, and structured reports don't explain why deals
move the way they do.

66

| can make a million pivot tables. | can see the
number of days in S2 to S3 is improving
slightly. Great. Why is that happening? But a
lot of the time it requires another deeper level
of understanding.

Ted Ranney - Head of GTM Analytics

Enterprise cycles compound the problem. Cresta's deals
are long, with multiple buying committees, complex
sourcing, and lots of start-stops. Manually reading call
after call to understand what was making implementations
move faster or slower wasn't sustainable.

2-3 0o Months

PERSON OPS PIVOT AVG.
& ANALYTICS TABLES, NO ENTERPRISE
TEAM ANSWERS CYCLE
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® § 03 — FINDING THE RIGHT PARTNER

® THE PARTNERSHIP

A DATA THERAPIST

Not just an Al platform
— a data therapist.

As one of Upside's first design partners, Cresta has
helped shape the platform since the early days. The
partnership runs on call transcripts from Gong, structured
deal data, and constant back-and-forth between the
Cresta ops bench and the Upside team.

66
Working with Upside’s not just working with a

technology company. It’s like working with a

therapist, a data consultant, a friend, and

then many rungs down the list, working with

an Al company. They’ve been some of the best

partners I've worked with.

Stephen Daniels - VP, GTM & Strategic
Operations

Cresta now uses Upside as the analytical engine behind
its Quarterly Business Reviews and most consequential
GTM decisions. Four use cases stand out — each replaces
a manual workflow with a durable source of insight.

CRESTA x UPSIDE — CASE STUDY

® HIGHLIGHTED RESULTS

Upside replaced
manual transcript
work with strateqic,
Al-driven insight.

[] From weeks of transcript review to same-day insight.
Deep transcript analysis that once consumed weeks of an
ops hire's time now runs in under a day.

[] Deal reality, reconstructed in natural language. Milestone
analysis turns messy multi-month enterprise cycles into
plain-language deal stories that capture SDR follow-up,
conference touches, and buying-committee dynamics
that were previously invisible.

[] Messaging validation, coaching, and PMM feedback in
one pass. Every deal is scored for adherence to PMM
messaging, surfacing AEs to coach, validating which
messages convert, and signaling when the playbook itself
needs to change.

[[] Champion vs. economic-buyer sentiment, quantified.
Persona-level churn analysis exposed an invisible
economic-buyer gap that became a leadership-level
priority.

[] The spine of every QBR. Upside deep research is now
integral to Cresta's Quarterly Business Reviews, replacing
pivot-table guesswork with narratives that explain root
causes.
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® § 04 — THE OUTCOME

® FOUR USE CASES - 1 OF 2

DEEP RESEARCH AS THE ENGINE OF EVERY QBR - |

Deep research as the engine of every QBR.

Each of the four use cases below replaces a manual workflow with a durable source of

insight. Two on this page; two on the next.

01

MILESTONE ANALYSIS

Messy enterprise
cycles, told as a story.

The first feature Cresta worked with Upside
on, and still one of the most heavily used.
Milestone analysis takes a deal's full activity
history — calls, emails, conferences, SDR
touches, internal notes — and reconstructs the
deal as a plain-language narrative.

66
An SDR called this person. They

hung up, they called two times
later, they went to a conference,
they stopped by the booth. To get
a very concise story in natural
language of how that thing
happened was the killer thing for
Upside.

Stephen Daniels

Upside reconstructs
enterprise deal narratives
from scattered activity —
emails, conferences, internal
notes, call transcripts — into
the plain-language mifestone
story Stephen describes
above.

CRESTA x UPSIDE — CASE STUDY

02

MESSAGING ADHERENCE

Which AEs followed the
playbook — and did it win?

Ted worked with PMM to codify the specific
messages AEs should be using, then asked
Upside to analyze every closed deal for
adherence — "followed to extreme accuracy"
vs. "didn't follow at all."

THE OUTPUT DRIVES
THREE DECISIONS

[] Validate the messaging. Does following the
PMM playbook actually correlate with
higher win rates?

[] Coach the AEs. Which reps consistently
aren't using messages that convert? Which
behaviors should anchor 1:1 coaching?

[] Update the messaging. If adherence has no
effect on win rate, the playbook itself needs
to be rewritten by PMM.

Upside being able to go into every
single deal and say, yes, this
person followed it to extreme
accuracy, or this person didn’t
follow it at all. There’s so many
decisions you can make out of
that.

Ted Ranney
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® § 04 — THE OUTCOME

® FOUR USE CASES + 2 OF 2

From hours of replay to a
single, surprising QBR finding.

03

IMPLEMENTATION SENTIMENT

From hours of replay
to automatic analysis.

When Ted joined Cresta, his first assignment
was to figure out what made customer
implementations move faster or slower.

66

| remember my first two or three
weeks on the job, they wanted me
to analyze what was making
certain deployments move faster
or slower. Watching Gong call after
Gong call, | don’t know how many
hours | spent. Being able to move
from that to just asking Upside,
’can you help me analyze what’s
making implementations work
better or worse?’ was a massive

improvement for my mental health.

Ted Ranney

Now implementation sentiment, slowdown
signals, and at-risk deployments surface
automatically. The analytics team can act
on findings instead of spending hours
producing them.

CRESTA x UPSIDE — CASE STUDY

DEEP RESEARCH AS THE ENGINE OF EVERY QBR - Il

04

CHURN DRIVERS

Champion love.
Economic-buyer gap.

Cresta's most consequential Upside-driven
insight came out of a QBR-cycle churn
analysis. Churn-reason picklists filled in by AE
and CSM were useful, but shallow. Stephen
asked Upside to look deeper — what did
different personas actually think of Cresta?

The finding was stark. Champions almost
universally loved Cresta, even on deals that
ultimately churned. The real gap was at the
economic-buyer level: CFOs and equivalents
who didn't see the ROI the way daily

users did.

It’s hard to interpret for someone
like a CFO who may not understand
the ROl as well as the actual users
do. How do we connect to those
financial leaders who think about
ROl in a slightly different way?

Stephen Daniels
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® § 05 — WHAT'S NEXT ALWAYS-ON WORKFLOWS

® WHAT'S NEXT

From quarterly analysis
to always-on workflows.

66

We owe a lot to how we think about leveraging
Al in our data analysis and understanding the
business. | don’t think we’d be where we are
today or have the expertise we have today
without the partnership.

Mini-apps are extending those analyses further, putting Stephen Daniels - VP. GTM & Strategic
always-on deal-level intelligence in the hands of more of Operations . Cresta

Cresta is doubling down on the deep research motion.
Upside now anchors its Quarterly Business Reviews and
most consequential GTM decisions — from messaging
reviews to churn analysis to deployment insights.

the team rather than the analytics function alone.

Gain visibility into
your GTM strateqgy.
Predict what
moves the needle.

Optimize resources
to maximize ROL.

& Upside

upside.tech —

GTM INTELLIGENCE PLATFORM
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