RevOps Cheat Sheet (Al Edition
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Definition

Strategy () Process Optimization (2] Data & Analytics () Systems o Cross-Team Alignment @ Al Orchestration & o
Governance
Build Al-assisted revenue forecasting models that Streamline workflows across sales, Build the unified data layer that powers Own the stack (CRM, MAP, analytics) Set shared goals and accountability i
. L L. . . . . . Build, deploy, and monitor agents

update continuously. Optimize pricing, marketing, and CS, with agents running both reporting and agents. Track and the agent + orchestration layer on across revenue teams, including who the fi 1. Set th drails:
Revenue Operations (RevOps) aligns sales, marketing, customer success, and finance to run the discounting, and renewal strategy on signals Al inside them. Hand repetitive tasks to performance with dashboards and top of it. Integrate tools via APIs and owns each agent. Standardize i) - < u:fr:e . ed S
entire revenue lifecycle. It now orchestrates people and Al agents across that lifecycle: designing, surfaces. Plan hires and budgets across humans agents, not just rules. Set what runs KPIs, including agent output. Forecast MCP. Manage data hygiene and reporting across humans and agents. apzrova Iwocr) ows;data z:)c‘cesfs,
deploying, and governing Al inside revenue workflows. Clean data and tight processes become Core and agents together. Decide where agents create autonomously vs human-in-the-loop. Own trends and surface gaps proactively governance so the data foundation Improve collaboration by reviewing LRl G S A 87 1E

ploying, 9 9 . ght ! . " s . every agent in production.
leverage and where humans stay in control. the lead-to-revenue cycle end to end. with Al instead of manual checks. stays reliable enough to run agents on. agent work together.

the fuel agents run on. RevOps is now becoming the orchestration layer of the GTM org. Fu n Cti o ns

New Al RevOps Playbook n Al RevOps Team Structure B RevOps Al Maturity Model

Old RevOps 5 New RevOps

RevOpsin 2025 . RevOpsin 2026 Al Adoption Role of RevOps
Old RevOps Roles Tech Stack New RevOps Roles Tech Stack
The Strategy The Strategy @ AdHoc Reps still experimenting ChatGPT/ Not actively involved in the
Designed manual processes, experimented with Al tools, but deployed them Orchestrates humans, agents and tools across the GTM org to get the right Head of RevOps Marketing Ops RevOps Leader Pt Claude individually revenue Al strategy yet.
on incomplete data. Struggled to show real strategic impact on the data, automate manual processes and get strategic insights for the Owns the function Campaign ops, lead routing Exec alignment, roadmap, strategic owner
business. business. attribution reporting
-
The Playbook The Playbook Py F3 & weflow . Foundations Uneven adoption. Handful of early Steps in and builds the
GTM Engineer b adopters drive results. foundational data layer.
@ Created manual processes for reps, couldn't enforce them. @ Deploys agents that automate the processes. o vt ool interations
Cs Ops Business Analyst bound systems, tool integrations
@ Relied on human judgment and manual execution. @ combines human judgment with agentic orchestration. Post-sale data, renewal a
; tracking, CSM support - N . . B .
© Could use only structured data for reports, analysis. © uilds a unified data layer (structured + unstructured data). ‘ Standardized Alis reactive. Reps query it when Enforces Al: Field
. Gave leaders anecdotal insights and static reports. . Gives leaders strategic insights for product, headcount. ; ; Salesforce Engineer (@ wrercom they think to. RevOps pulls requirements, prompt
wns the data model, not just the field: automated reports when asked. standards, data hygiene rules
Sales Ops Deal Desk °
§ - f.é . Pricing approvals, contract «
- : & weflow routing, exceptions Stack Cost . . .
2 ﬁm &4 Clari 2 < Al Ops Managers . Intelligent Al workflows automate manual, Builds scoring models and
.s_.g E K3 o ecides what gets automated vs what stays human repetitive tasks across the GTM org. alert logic on top of the
g g a2 <$700K/yr clean, complete data from
Enablement Salesforce Admin D stage 2 and 3.
Training, plobocks Fields, f " m.im,»--n‘, Revenue Enablement
! e e >$900K/yr Rep workflows, coaching systems, productivity tooling
A} Manual operator of the GTM org. % Alorchestrator of the GTM Org. 3 a ° . Autonomous Agents handle prospecting, Scales Al across the entire
. L qualification, forecasting. revenue org by orchestrating
agents

Selection 4 Get/Lookup Record

7 : L Get/Lookup Record |

CRM ~ -
N Schedule-Triggered Flow Opportunity & Al Agent Opportunt @ Send Slack Message |

Hygiene pportunity

+  Stage: Open + + +
Agent Daily Next Step: empty CRM Hygiene Fields update Rep + RevOps
Close date: n the past Next Step, Close Date,
Last activity: 14ds ago MEDDIC flelds
gent Bulder

: Retention
° Upsell signal agent

Awareness

° Upsell signal agent

° Lead qualification agent Churn risk agent [T

. Get/Lookup Record
e ° CRM hygiene agent ° Forecast commentary agent ° Success plan agent ° b Geltoawup Recer £ Create Report
° PQL-to-pipeline agent ° Meeting routing agent ° ERR prep agent ° PQL-to-pipeline agent AI A ents l"s::;u" Schedule-Triggered Flow X Opportunity . & AlAgent b ~ [ - [ Send Internal Email

5 . . eal-by-deal
@ Dealrisk agent @ CPQ guardrails agent @ caryneatthagent @@ EBRprepagent o AF TR TR g Agent Weeky (daybelre Noaimjoposat! DealInspecton gaps,isks, next best Deal owners + manager
) Sequence Soeeeeeeeeeeeeeeeeeeeee e - o Amount: above threshold action
° Advocacy agent personalization agent ° Competitive intel agent ° Deal inspection agent ° Support triage agent ° Stakeholder coverage agent ° Advocacy agent or Rev pS Close date: this quarter
*

RevOps Al Tech Stack Sales Customer Success CRM Data Warehouse

Forecasting & Reporting Revenue Intelligence CS Platforms Renewals & Expansions CS Platforms.
Marketing Prospecting
Marketing Automation Routing & Scheduling Lists & Enrichment Signal Orchestration
Infrastructure Platforms
Customer Support
Conversation Intelligence Enablement Al notetaker
By industry - d K
2 rudderstac
Ads ABM Platfoms Sales Engagement Al SDR Agents
demandscience Project Management
Compensation CPQ & Signature Chat q &
Foundation LLMs Product Analytics & BL
Content Website & LP Optimization Voice & Video Misc Misc
RevOps Metrics
Investor metrics Marketing metrics Sales metrics Customer Success metrics Financial metrics Al & Agent Metrics
- — — S — — m Growth metrics e meties fevOps starts ouning once agents go e, Benehmarks are drectons and ear
Rule of 40 >40% | Good: 40-60% | MOL to SaL Percentage of MOLS that convert to SQLs 828 SaaS 15-30% Prpetne. Total vakue of opportursties i pipetine 3-4x for enterpnse saies Time to First Time between customer purchase and scheving  SMB: Days to weeks | Enterprise: 1-3 Growth metrics  Definition Benchmark Group Metric Definition Directional target
5 o T e e erson Conge it b v et b pa bt Ve bt tied e oo aser et
hat shoud be > 40%. Calculated as: Yo Excallont >60% | Eary-stage f Conversion Rate Cow — B
Revenue Growth Rate + EBITDA Margin growth component Later-stage balances both = == gt Sens 502 St 5 e 85200 T S
CostperMaL Tota marketing spend divided by number of 828 average: $30-5100 roduct Pacentage o purchase estesimodes  Good: 260K | Bet -clss 60% Revenie R s st b i, s Grow S200 Uioge oo
Npiioe ity oot by comomars i poopte
Magic Measures sales efficiency - the revenue Minimum viable: >0.75 | Good: 10-15 | MaLs generated Ppeine. Rate 3t which opportunities move vougn Varies by deal size, but heakthy pipelines Growing QoQ
Number generated for each dollar spent on sales and Excellent: >1.5 Veiocity o s  with <20% of bl
cheting, Cal - Below 075 ndicatesinfficient spends Dot « cage Dos Sze = e ey e Frequency and dept offestureutzaton e fstre:Used by 007 of cstomers ot aco 10-15% for e
Marhoting. Cakculuted o2 ot New AR | 075 incicetes naficient spencing MaL Growtn Rate gowtnin 1020% Yor Sax Gy Lonn Mores T ey A Y ooy ot A Revence Siocion.Colcdared o 1o ot o rcanng crrgs om S 57t oo s v At Mg Aowts e b procson Tckrwod
Provious Quarier's Sisies & Markating Spend MQL volume paying customers. AR divided by 12.
5 AreageOes s Messre customer oyt based onWeood 828 e85 30-40 | Top prfrmers: 250 (GRy & Tret S ook Comintcn e S o oot ks compleed ki S e
CAS Pavbeck U e R X NAS0:12 Boss | Mk mewC 1T mor e Lead Scoring Percentage of MQLs that meet minimum Best practice: <1 hour saze e O T T S S Score (NPS) 10 recommend on a scale of 0-10. Calculated as: rear-over-Year Earty-stage: 3+ 312425 e
Period acquiing a customer from their gross Enterprise: 18-24 months | Best-in-class: <12 Eifociras et el Tomvecl it e T pesiod M e SN SO0 % Promoters (9-10) mius % Detractors (0-6) (YoY) Growih Rate the same period inthe previous year. Calculated ss: ((Current Period Growtn: 40-100%; Scale: 20-40% Accuracy % of agent outputscorrecton review  >90%
(Months) margn-adjusted revenue. Calculated as: ‘months behavioral criterie Entarprive: $I00% Prior Period) / Prior Period) x 100 Public Saas median: ~30%
CAC (ARPA x Gross Margin), where ARPA s <, g
Average Revenue Per Account . e o oo ot e e 20300 o Cotomer Measure satfoctn wih speciciracions 828 SasS:75-85X | Top parfomers: 40%
- ot~ - - - —— ptistaction on a scale of 1-S or Quarter-over- Eary-stage: 15-25%; Growth: 10-15%; Scale: 5-10% Error Rate %of % runs that fail or misfire %
MOL Response Time  Average time taken torespond o newMQLs  Goad: >60% of MQLs shoud convert to Cosa- v e, Galoded s e Toopetamers 2355 Sebecton’ Eeactn e A s Meseend £ e DS = C=
SALs (Sales Accepted Leads) Deals / Total Closed Deaks) * 100 Enterprise deals: 15-25% Growth Rate. Quarter) * 100
B U e Lo Gl Efficiency & Cost  Cost per Task. Run cost of an agent task vs manual Below manual cost
Ratio and customer acquisition cost. Measures | Concerning if <31 I ot o s Suppert Ticket Number of suppert tckas per customer per Varies by product complety
he retum on customer acquisitn spencing Unique Vistors Number of istint indviduals visiting your  Varies by company size; Growthrate more - e ne o st b conac U +3monts Sagoart o e R T e — Hous Rciimed (R i
= st tengn oo s i et 3 montvs oo 5% oy, Emerpis: 12X morihy
Calulated as- LTV / CAC website n a gven perioa mpartant than sbsoite numbers = et of oo Customars 100
suppor vwege et rectscasimn eyt Pt g <4 s
. revene rowth rom et . me on Ste werage duration viiors spend on your >2-3 minutes > . Nevonon Resouton e <24 s
Net Dolar Measures revenue growth from existing SMB: 90-100% L St Average duration visitors spend on you Good: >2-3 minutes | Excelent: >4 SOLComversion  Percentage of 20-30% for e Impact ‘Agent-influenced Ppeine  Pipelie touched by an agent Track$ + %
Retention customars,including expansions Mic-markat: 100-110% | Entrprise: >120% weosite mites = S s Toppariomars S35%
contractions, and churn. Calculated as: Top performers: >130% | Concerning if <100% Financial health metrics Agent-infiuenced Closed-won touched by an agent Track $ + %

(Beginning MRR + Expansions - Customer Parcentage of customers that cancel o dont  SM: 3-5% monthly:
Contractions - Chur) / Beginning MR x

Bounce Rate Percentage o vistors who leave after viewng 528 webites: 40-60% | Lower s better Customer Tota s 2 monens Eom Fincstont S s Reverue Share of ok rumng winouts g wih maturty
CET Keamon oy memer o e customerssce s Typcaty SIK 0K ko SUG (el % menii 8 Financiaimetics  Definition Rionomy Level Nman i 005
100 con 0A0) pars o S50 fo antrte

828 websites: 2-5% | Top performers:

wersion R Percentage of vstors who complete adesred  >5% rua G Parcatageof ecurng reverun ot rom — oumpe o o DuaRendoess  CRMMgebeScow  Campletunes  seuscyofcom 300% bfrs scakng
Gross Dotar Percentage of recuring revenue retaned Good: »855% | Grest 90% oo et N s oo S sous Tme e o vew o e v SoRs 34 s e I g s et ST e e e . T e e -
Retention from existing customers, excluding Best-in-class: >95% 3 l Productiity ol productivty (usualy defined as AE:6-9 mantns Negative chum 1 sl Operating expenses - Revenue
o v e e A 512 s
expansons i o oo e s 512 oot
Traffic Sources Breakdown of traffic by source (organic, paid,  Organic: 40-50% | Direct: 15-25% | Paid: - . . - - M 2o et 1024 ot g
istri direct, referral, social) 15-25% | Referral 10-15% | Sociat 5-10% Sales. Percentage of avalable sefing time spent. o formers: >60% of time on sefir [ e . at the current bum rate. #s: Current Cash Balance
Bum Muitple Measureseffcency in spending to grow <tsuis gt e ) . e T 1oL s Reerin e o i o G 0% 4 e b . Cltotad i o Bce wvery sgentd
revenve. as: Net Burn / Net New >2xis concerning Usizaton Industry sverage: 35-45% () Buski el 105 @ 2 Ry
AR Cost per Click (CPC) Average cost paid per click for paid advertising  B2B Saas:
Google Ads: $2-57 | Linkedin: $5-$15 Gross Revenue. Percentage of recurring revenue retaned from Good: >85% Negative CCC;
Facabook: $1.83 Quen ox e enn coomers, kg sanaon e ore s oSt 3080 dar
Free Cash Indicates how much cash a company Median for statups < 25M in ARR: - 308% Coe o oo e o se0n Tooperamers 405 = = — o scbanon 300 coech pymam o conamas s
Flow (FCF) generates after expenses. Calculated as: Median forpublc 5005 cos: 10%
Margn (%) (Operating Cash Flow - CapEx) / Revenve * Costper Acauision  Total marketing cost divided by 528 Saas T e e . pos— 65.75% Pure S 085,
cm number ot acausivons SMB: $100-$500 | Mid-market:$500- frmsie ol o oy, s s e o 350 o), 1520 AEn == et ot e ol s e o IS e Cacaned o (Caren Guar - v Gvate Bes o >85%
2000 2.000-510000 e Ao o ranage | e 5075 S0 20.30 (4E%) Prvus uarte « 100
s ] §: $ Meetings: 2-3 per day (AEs)
EBITDA Investors use this to e e Expansion 20-30% of total revenue.
Margin (%) before accounting for financing costs. Strong: 20-30% = ve customers th 45, Cross-sels, or U -class: >40% Operating Total operating expenses as a percentage of evenue. Calculated Eary-stage: 150-200% of revene;
y Cotdatd . GBTOA  Revan) - 100 - e e Dot e s e e 10 G o s s o

Mature: 40-60%

n RevOps Education n Al RevOps Resources

Communities a Podcasts e People to follow on Linkedin e

Al Agent Ops RevOps Al Orchestrator Cheatsheet Claude for RevOps Cheatsheet Al Pipeline visibility & reporting 16 Al Workflows & Prompts for RevOps GTM Al Cheatsheet for RevOps
Cheatsheet for Revops ~ Cheatsheet ~
RevOps will be the Al orchestrator for the GTM RevOps - if you feel the Claude FOMO, this ry RevOps leader wants to implement Al. This Every RevOps leader talks about implementing GTM
1. RevOps Chat 1. RevOps Lab - Janis Zech & Philipp Stelzer Start building Al a for RevOps org. But most RevOps teams have no idea where cheat sheet hel u get over it heat sheet gives you 16 ready-to-run Al AL Butm areal strategy that goes beyond
2. RevOps Co-0p 2. Operations - Sean Lane Janis Zech Sara McNamara heatsheet you exactly to start. This cheatsheet helps you get started, - et? sing - workflows (+ prompts) across 4 areas isolated use cases. This cheat sheet shows you how
how to do it to get it right,
3. Wizards of Ops 3. RevOps FM - Justin Norris
Jeff Ignacio Philipp Stelzer
4. Operators Guild 4. RevOps Review - Jeff Igancio seTllgnacio S
- . . Weflow - Free Al Agent Ops Weflow | FREE RevOps Al Weflow | Free Claude for RevOps Weflow | Free Al Pipeline Visibility & Weflow | 16 Free Al Workflows & Weflow | Free GTM Al Cheat Sheet for
<R SlScenceloiSeaingidiaridReberye =TT O rhestator Cheatahast =) e O erorting CheatSheat O prompts for Revo S teo
Lindsay Rothlisberger eatsheet for RevOps rchestrator Cheatshee eat Sheet eporting Cheat Sheet pts for RevOps ps

6. RevOps AF - Matthew Volms

Revenue Al Platform - “It’s like Gong with better Al and 50% the price” @ weflow

- Activity & Contact Capture 4 O Conversation Intelligence §4 Deal & Forecasting Intelligence {4 4 Ask Weflow Al & ‘G AgentBuilder §4 0 Mobile Copilot Get your 14-day FREE trial &



https://www.weflow.ai/community
https://www.linkedin.com/in/janiszech/
https://www.linkedin.com/in/janiszech/
https://www.linkedin.com/in/jeffbethechange/
https://www.linkedin.com/in/jeffbethechange/
https://www.weflow.ai/resources/cheat-sheets/revops-agent-ops-cheatsheet
https://www.weflow.ai/resources/cheat-sheets/revops-agent-ops-cheatsheet
https://www.weflow.ai/resources/cheat-sheets/revops-ai-orchestrator-cheatsheet
https://www.weflow.ai/resources/cheat-sheets/revops-ai-orchestrator-cheatsheet
https://www.weflow.ai/resources/cheat-sheets/claude-for-revops-cheat-sheet
https://www.weflow.ai/resources/cheat-sheets/claude-for-revops-cheat-sheet
https://www.getweflow.com/product/deal-intelligence-forecasting
https://www.getweflow.com/product/activity-capture
https://www.getweflow.com/product/conversation-intelligence
https://www.weflow.ai/resources/cheat-sheets/ai-pipeline-visibility-cheat-sheet
https://www.weflow.ai/resources/cheat-sheets/ai-pipeline-visibility-cheat-sheet
https://www.weflow.ai/resources/cheat-sheets/ai-workflows-for-revops
https://www.weflow.ai/resources/cheat-sheets/ai-workflows-for-revops
https://www.weflow.ai/resources/cheat-sheets/revops-gtm-ai-cheat-sheet
https://www.weflow.ai/resources/cheat-sheets/revops-gtm-ai-cheat-sheet
https://www.linkedin.com/in/lindsay-rothlisberger/
https://www.linkedin.com/in/lindsay-rothlisberger/
https://www.linkedin.com/in/saramcnamara/
https://www.linkedin.com/in/saramcnamara/
https://www.linkedin.com/in/philippstelzer/
https://www.linkedin.com/in/philippstelzer/
https://www.getweflow.com/product/ask-weflow-ai
https://www.getweflow.com/product/ai-workflows
https://www.getweflow.com/product/mobile-copilot
https://www.getweflow.com/free-trial

