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Generell informasjon for mgtet
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Markedsplassen for skytjenester

Sverre Stoltz, programdirektar

Norwegian agency for public
mmmmm  2nd financial management



#MPS | STATUS

Programmet Kontrakter CIPS FinOps CyberX Cloud R&A Digital
Pa plan Pa plan Pa plan Pa plan Foran plan Pa plan _

* Nasjonal strategi ITT CIPS ITT CIPS Sertifisering Utprgving CRS * Markedsanalyse | * Leverandgr-

* Ny innkjgps- ITT CRS Behovsanalyse Utpraving Tl * Behovsanalyse register
lgsning/Markeds- Veiledningsarbeid Markedsanalyse Veiledningsarbeid *  Funksjoner
plass for Kontrakter Strategi for ITT CRS
skytjenester FinOps

* Lansering CIPS-kontrakter Forhandlinger Lansering Forhandlinger * Markedsdialog *  Behovsvurdering

Skyforum SaaS-kontrakter Veiledningsarbeid Utpreving Utpreving PMT *  Kunngjgring * Effektanalyse
* Innretning 2030 Partners/resellers FinOps og T&A * Planvidere/KGV
*  Neste steg MoUs ITT FinOps ITT PMT
Veiledningsarbeid F2

Veiledningsarbeid

Sverre

Gisle

Ingrid

David

Kristina

Helene

Charlotte

Per, Helene, Asle, Stine, André, Silje, samt gvrig ekstern bistand

FORRETNINGSMAL

Balanserte vilkar

Pris/kostnad

Effektive avrop

Kostnads-optimalisering,
klima og miljg

Cybersikkerhet og GDPR

Fleksibilitet




Hva er en skytjeneste fra et kommersielt perspektiv? Skytjenester er vesentlig
forskjellige fra tradisjonelle modeller ved hvordan disse selges, konsumeres,
betales og driftes

» En skytjeneste er bade en forretningsmodell og en
leveransemodell

@ Skytjenester blir solgt, konsumert, driftet og
betalt pa en annen mate en tradisjonelle
tjenesteutsatte eller egne installasjoner

* Skytjenester leveres over internett

* Leverandgrer drifter skytjenestene

* Bestillinger skjer gjennom en friksjonslas @ De kommersielle forskjellene relaterer seg til
selvbetjeningsordning prisdannelse, men ogsa likviditet, profitt,
verdifastsettelse, kostnader og fastleggelse
* Tjenesten leveres etter en-til-mange prinsippet av en kundes verdi for leverandgren

* En skytjeneste oppfyller visse tekniske og funksjonelle
krav

#MPS is using the NIST definistion of cloud computing, https://nvlpubs.nist.gov/nistpubs/legacy/sp/nistspecialpublication800-145.pdf



SAAS SOM FORRETNINGSMODELL

Haavind

17.10.2023

Forhandlingstema har endret seg siste 20 ar

@® Forhandlingstema 2004

O

@]
o
o
o
o
o
@]
@]
@]

Kildekode og objektkode
Leveringsformater

Reverse engineering
Kildekodedeponering (escrow)
Mangler

Revisjon av bruk hos kunden
Hovedversjoner og mellomversjoner
Virus

Support og vedlikehold

Rettetid

® Forhandlingstema 2024

O

O O O OO0 O OO0

Personvern

Sikkerhet

Ansvar for tredjepartsleveranser
"Eierskap" til data

Endringer i programvaren (kontinuerlig)
Grensesnitt (API)

SLA (niva og sole remedy)

Open Source (permissive eller restrictive)

Avslutningsbistand (Exit)

PowerPoint fra advokat Arne Byberg, “Vern av rettigheter i moderne programvareutvikling”, Skyforum, 19. april 2024
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We help Nordic software
companies scale.

That’s all we do.



The Leading Nordic B2B SaaS Investor

Type of companies

4

¢
¢
¢

B2B software
Revenues 3+ mEUR
Growing. Large potential

Support work processes

Investment profile

4

4

4

Active minority investor
Primary/secondary

Founder friendly

Exited
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¢ navita Learning
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mouere  G{MmL . M

! z| : VR Soft omn
ECOOnllne 3 oAbl 0 Software
. HOUSE OF

CONTROL

VOXELVISION

SKOOLER

Active
Asolvr tamiQo M MERCELL
®Grade  ©fotoware (i ATTENS|
Y
£ Flowbox v crone humly
olle \7/
Heeros agilic  PENN30 X

»encodify “) LeadDesk E TimeLog

LiQUiD CHECK
© WORKPOINT - <& LOUD[3 S
The Nordic

Software Investor



What we do

—
I_7I

Growth strategy

2

KPIs and
benchmarks

©)

Business model
and pricing

<4

Acquisitions
and integrations

4

Sales and customer
success

Financing

Recruitment

Exit

The Nordic
Software Investor



Sharing best practice

CEO
Finance People &
& IR Organization

Acquisitions RevOps

Pricing Marketing
Product New
Management Sales

Development Customer
& operations Success

<
v

Viking Day

v

Leadership Program

v

CFO Academy

The Nordic
Software Investor



Team
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Selected
exits/IPOs

June 2007

o NICle

Sold

Honeywell

March 2018

& polight

IPO

*’. 0SLO B@RS

March 2021

@ EcoOnline

IPO

*’. 0SLO BORS

May 2007

ma ware.

Sold

March 2019

SIGNICAT

Digital Identity on demand

Recap

NoRrDIC CAPITAL

March 2021

@rn
Scftware

IPO

*‘. 0SLO BORS

May 2009

Q powel

IPO

*‘. 0SLO BORS

September 2019

/\SOIvT

Recap

VOLPi

CAPITAL

December 2021

@ EcoOnline

Full exit

*‘. 0SLO BORS

April 2013

Learning

Sold

ZQT

February 2020

@ EcoOnline

Recap

gOl(l man
achs

August 2022

arn
Software

p2pP

ENR
BG

June 2016

ADD;:SECURE

Sold

ABRY

ARTNERS

July 2020

" MERCELL

IPO

*’. 0SLO B@RS

August 2022

™ MERCELL
P2P, reinvested

! THOMABRAVO

July 2017

October 2020

HOUSE OF
CONTROL

IPO

*’. 0SLO B@RS

November 2022

HOUSE OF
CONTROL

P2P

D VIIMA

The Nordic
Software Investor



Pricing in the SaaS world

& The Nordic
v Software Investor



A pricing project typically follows 4 steps across 10-14 weeks

@

~1-2 weeks ~5-7 weeks ~2 weeks ~2 weeks
Se’.[ .up & Evaluate and agree on initiatives to implement
mobilization
—{29) & 3) (a2)
Set goa1lts, S,((;]Ope a.nd :eamlng Assess room for maneuver Create (segmented)
orthe projec Set up analyses to communication package (what Develop

1 90

larify and agree project plan
and working rhythm

____m._____

@ Establish hypotheses for
value creation and value
drivers

reject/verify hypotheses
(quantitative and qualitative)

should be communicated and
how should it be
communicated)

“~\

TN

implementation plan
(i.e. “When is what to be done”)

©)

Set requirements for
new/adjusted price model

)

&

(1d

Conduct product demo

Establish hypotheses for how
to increase ARR through
pricing

(™o

>

Perform analyses to
reject/verify hypotheses

b)
Establish which tests to perform
to validate both initiatives to

increase ARR through pricing
and messaging

)

Set KPIs and reporting format for
follow up

1 \

<.e)WaIkthrough of price model

and other price projects in VV
portfolio

oy ----------

I
Analyze stickiness and
switching cost

h\

(N
\2

Estimate expected effect on
existing and new customers

o)
Assess which customers the
tests should be performed on,

A

1f)
Identify, request and gather
required data

Analyze customers’
alternatives

_————— N\‘.____

2i)

Agree on initiatives to
increase ARR through pricing

when they need to be notified,
and when results are expected

o

Clarify governance and follow up
mechanisms for the
implementation phase

—— e —————— - —

v

The Nordic
Software Investor




The price metric should be selected by considering measurability
versus how well it captures customers’ received value ...

Key tradeoffs in selecting a price metric:

Aligned to cost Easy to Aligned to value
measure Internally Hard to measure C )
focused Externally focused omments:

» Key tradeoff for selecting price

Recommendation to use price metrics metric is value alignment versus
that scale with usage and/or value measurability

a T @ = Besides a metric’s value

a g} alignment and measurability,
- - other criteriaare scalability with

Service input Service output Business output Cust(?mer usage and
(based on customer (based on customers’ (based on customers’ predictability for customers’
characteristics/size) usage) received value) budgeting

» |ngeneral,charging based on

Eaes: S s service and / or business output
= Number of users = Number of invoices » Time/ FTE savings is preferred due to reflecting
= Customer size = Number of processed = Savings from risk reduction customers’ received value
= Markets covered documents = Value of improved customer
= Hours of support experience
¢ The Nordic

V Software Investor



... and select a price structure that scales with usage and value to
the customer

Key tradeoffs in selecting a price structure:

100% fixed 100% variable
Flat rate Pay-as-you-go with min. Start fee + pay-as-you go Pay-as-you-go (regressive)
Price Price Price Price
A A A A
Usagz Usag: Usag: Usagz
Comments:

= The price structure determines how the price scales with quantity / usage

The most suitable option is based on how well it e.g.: scales with perceived value, covers increased costs, provides budget /
commitment predictability, etc.

The Nordic
v 20 Software Investor



Packages are designed based on the understanding of customers’
perceived value of each feature

Categorize all features / services based on adoption and perceived value:

Recommendation to only include “Must haves” and Comments:
“Nice to haves” in packages
High | Q * Customers have different
perception of the value of
| functionalities and services
“Must haves” = Features can be classified
_ _ according to adoption rate
Features that drives the buying and perceived value - driving
_ decision, such as a hamburger in a ) .
Adoption rate burger menu the buying decision or not
= Packages should be designed
ﬁ with customer perceived value
“Don’t needs” and adoption rate in mind - only
5 g including “Must haves” and
Features with low value and low Add-ons “Nice to haves”
adoption should either be add-ons or
not mentioned Features with high value for certain
customers, such as coffee to a burger
Low menu
Low Perceived value High
& The Nordic

v 21 Software Investor



}(‘here are multiple packaging options, striking the right balance is
€y

Key tradeoffs in selecting package design:

Low customer flexibility High customer flexibility
Simple / easy to understand Complex / hard to understand
Low developmentinvestment High development investment

One-size- Use-case Good / Better / Build-
fits-all packages Best your-own
One package with Packages differentiated Packages differentiated Platform with core features Each customer has its own
all features based on use-cases or based on customers’ usage + differentiated add-on package
segments sophistication packages

N
SOS :;

T

y &
w w7
»
(A~
XYY
XYY
/X,

TR

¢ The Nordic
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Well-established per-user price model examples

Hubspot Sales operates with a “free-forever” option, per user

based

Salesforce has a 20x price difference between low and high-end
package per-user

Free Tools

Start closing deals faster with time-saving
sales tools you can use for free

€0

Free for up fo 5 users. No credif card required,

Get started free

Includes:

2
’ Free Marketing tools

*‘ Free Sales tools
v Free Service tools

Ll
e Free CMs tools

f} Free Operations tools

’ Free Commerce tools

- Starter

Essential sales tools to shorten sales cycles
and improve close rates

Starts at
€15/mo/seat
el et

Conbrmc iy Commit annually

Compare

Free tools with increased limits, plus:
Repeating tasks and task gqueues
e-signature

Conversation routing

Mulfiple currencies
HubSpot-provided phone numbers

Simple automation

AN N Y A

Goals

1 Professional

Comprehensive sales software 1o
automate and scale your sales processes

Starts at
€90/mo/seat
e et

Ermmil Ly Commit annually

Talk to Sales

Compare
Starter plus:
Sequences
Prospecting Workspace

Coaching Playlists
Call franscription and coaching
Playbooks

ABM tools and automation

A N N N R

Forecasting

*Cost shown does not include the required, one-
time Professional Onboarding for a fee of
€1470. Learn more ('

Try for free

Starter Suite Professional Enterprise

The simple CRM suite with The CRM for sales.
marketing, sales, and service.

€25 80

user / month user / month
Euro (billed monthly or annually) (billed annually)
Simplified Setup & v Forecast Management
Onboarding

v Customizable Reports
Lead, Account, Contact & Dashboards
Opportunity Management

~  Quoting & Contracting

Email Integration &
Automated Activity Capture

Unlimited
The CRM for sales with intelligent
automation & developer support
built-in.

€330

user / month

(billed annually)

Try for free

The CRM for sales with more
flexibility and web APL.

€165

user / month

(billed annually)

v Everything in Professional
plus Advanced Pipeline

& Management & Deal Insights

v Territory Management &
Planning

v Workflow and Approvals

Try for free

Einstein 1 Sales
The best of Salesforce for sales
with trusted Al & data.

€500

user / month

(billed annually)

v Everything in Unlimited plus

v Everything in Enterprise plus
Predictive AT

Generative Al

+  Performance Management,

v Conversation Intelligence &
Sales Engagement

~  Premier Success Plan & Full
Sandbox

Try for free

Sales Programs and Team
Collaboration with Slack

v Connect and unify all data

with Data Cloud and Revenue
Intelligence

The Nordic

Software Investor



Well-established usage-based price model examples

Hubspot Marketing is a hybrid user and volume-based model
with additional packages for number of marketing contacts

Azure is volume-based and provides an option between “pay-as-
you go” and reserved volume

Free Tools

Start generating and emailing new leads,
and measuring your success — for free

€0

Free for up 10 5 users. No credit cord required

Includes:

Free Marketing tools
Free Sales fools

Free Service tools

H ‘. ,'b «4°

e Free CMS tools

(; Free Operations 100ls

j J—

+ Starter

Essential marketing tools to engage and
convert leads

Starts at

€15/mo/seat

7 payuprent O\
BEST VALUE )]

Pay Monihy |
\_ commitomualy /

Commit monthly

Includes 1,000 marketing contacts

Compare

Free tools with increased limits, plus
remove HubSpot branding from:

v Email marketing

V' Live chat

v Landing pages

v Forms

And:

v Payments (US. only)
~ Email and in-app chat support

4* Professional
Comprehensive marketing software for
automation, reporting, and campaigns
Starts ot

€792/mo

Includes 3 seats
Additional seats start at €45/mo

S/

7 pay uptront
{ BEST VALUE
\_ commiromualy )

Pay Monthly
Commit annually

Includes 2,000 marketing contacts

Talk to Sales

Comnare

MARKETING CONTACTS

First 2,000

2,001 to 22,000
22,001 10 42,000
42,001 to 62,000
62,001 to 82,000

82,001+

BILLED AT

€0

€206.74/mo per 5,000

€184.27/mo per 5,000

€161.80/mo per 5,000

€143.82/Mo per 5,000

€121.35/mo per 5,000

Advanced Analytics on Big Data

|A Azure Synapse Analytics

P

DH®H®

Monthly: US$6,418.94

Tier: Compute Optimised Gen2, Dedicated SQL Pool ® Upfront: US$0.00

Region:

Azure Synapse Analytics

Performance tier:

East US

"‘ ‘ Compute Optimised Gen2 v

Dedicated SQL Pool

DWU blocks:

‘ 500 "‘ ‘ 730

Hours v‘

Savings options ©

Pay as you go

@ Pay as you go

Reserved instances (D
O 1 year reserved (~37% savings)

O 3 year reserved (~65% savings)

US$5,511.50
Average per month
(US$0.00 charged upfront)

Data Exploration & Data Warehousing

US$7.550

Per hour

™

Reduce costs on select Azure services by
forecasting your resource needs and paying
for them in advance, in one or three-year
commitment, or pay monthly at no extra cost

= US$5,511.50

Average per month
(US$0.00 charged upfront)

The Nordic

Software Investor



KPIs in SaaS

& The Nordic
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Annual Recurring Revenue Bridge/Waterfall

Closing
balance 3

,,,,,,, 2
7777777 9
40
****** [ ]
L .. T s A—
,,,,,,, s = |
- 152
15
20

120
ARR New bizz  Upsales Expansion Price adj. Contraction Churn ARR Transactions ARR M&A FX Other
Opening Closing Closing
Balance Blaance 1 balance 2
*

ARR Organic Growth ex.
Transactions

Gross Revenue
Retention

The Nordic
Software Investor



In order to gain the most value from KPIs...

Choose a North Star and handful of other KPIs to focus on

Ensure to track over time to see development

Make sure to segment to gain further insight

B ®

For better insight, split into Fully Ramped and Blended

Utilize KPIs in forecasts and business modelling

The Nordic
Software Investor



Viking Venture KPI Dashboard - Honeycomb

Total ARR Rule of 40

#it %% / %%

Total ARR
growth

%%

ARR Organic

Growth Rate EBITDA

##t | %%
%%

Growth
Endurance

%%

Growth &

Profitability EBITDA-Capex

#it | %%

CAC & Sales

Efficiency

SaaS Gross
Margin

%%

Yield per Rep

New
Customers

##

Op. CF / Free
FC

#Hit [ ##

Net Retention

%%

SaaS Magic
Number

H##

Yield per Rep
Existing
Customers

##

CAC Payback
Existing
Customers

##

Sales % ARR
/ Marketing %
ARR

%% [ %%

R&D % ARR

%%

CAC Payback
New
Customers

##

Customer
Concentration

%% [/ %%

ARR per
customer

##

ASP

#it

Industry
Concentration

%%

ARR / FTEs
Costs / FTEs

#it [ #it

Coverage Model
& Sales Process

The Nordic
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Viking Venture KPI Dashboard - Honeycomb

CAC & Sales
Efficiency Customer

Concentration

Total ARR Rule of 40 Net Retention

H#Hit %% | %% %% o
%% | %%
Sales % ARR 0%/ %%

Total ARR SaaS Gross

growth

%%

ARR Organic

Growth Rate EBITDA

##t | %%
%%

Growth
Endurance

%%

Growth &

Profitability EBITDA-Capex

#it | %%

Margin

%%

Yield per Rep

New
Customers

##

Op. CF / Free
FC

#Hit [ ##

SaaS Magic
Number

H##

Yield per Rep
Existing
Customers

##

CAC Payback

Existing
Customers

##

/ Marketing %
ARR

%% [ %%

R&D % ARR

%%

CAC Payback
New
Customers

##

ARR per
customer

##

ASP

#it

Industry
Concentration

%%

ARR / FTEs
Costs / FTEs

#it [ #it

Coverage Model
& Sales Process

The Nordic
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ARR Growth Rates

Calculation

(ARR CB - ARR OB)

ARR opening balance

Why measure

Growth is by far the biggest driver to
high valuations in B2B SaaS, especially
organic growth.

Important to demonstrate success in
all categories of organic growth: new
sales, upsales, expansion and price

adjustments.

Benchmarks

Good >20%
Satisfactory 10 -20%
Underperforming <10 %

ARR Total Growth Rate

2023

15

New bizz Upsales Price adj. Expansion  Contraction Churn M&A

ARR Organic Growth Rate

2023

=
.
2 —i—- 2 1 43 M ______
,,,,,,, 6 i g
New bizz Upsales Price adj.  Expansion Contraction Churn 2024 M&A

2024

58

2024

te

The Nordic
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Rule of 40

Calculation

ARR organic growth rate %
+ EBITDA %

— ARR organic growth %
+ EBITDAC %

Why measure
This has become the the North Star of
B2B SaaS metrics.

Curent market environment placing
more importance on efficient growth —
good balance between growth and
profitability.

Benchmarks

Good >40 %
Satisfactory 20-40%
Underperforming <20 %

Rule of 40 — Company A

0,
o 270/0 280/0 290/0 30 /O
25% 24%, 239 24% 25% 26% \25%/—
20%/
o, (o)

10% 11% 12% 11% .]3 %o 10% 12% .13 % 12% 10% 11% 10%
jan feb mar apr may jun jul aug sep oct nov dec
30% 36% 36% 34% 37% 35% 38% 40% 37% 38% 40% 40%
— ARR Growth [l EBITDAC %

Rule of 40 - Company B
20% 30%

27%

25% 24% 23%

28%

jan feb mar apr may jun jul aug

30% 36% 36%  34% 37%  35% 38% 40%
— ARR Growth [l EBITDAC %

sep

37%

oct

38%

nov

40%

dec

40%

The Nordic
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NRR - Net Revenue Retention

Calculation

(ARR closing balance — New bizz)

ARR opening balance

Why measure

Net Revenue Retention measures how
much we grow with our existing
customers. Expanding our share of
wallet with current customers should
be the main goal of our customer
success teams.

If we didn’t acquire a single new
customer in a certain period, would our
ARR increase or decrease?

Benchmarks

Good >110 %
Satisfactory 100 - 110 %
Underperforming <100 %

Net Revenue Retention

2023 New bizz Upsales

Price adj.

Expansion

Churn M&A

Contraction

2024

Cohort Analysis — 2019
115 — 2020
1 2021
110 2022
z 10 1
o4
Z 105
105 A
100 -+ 929
0= : : : : .
1 2 4 5 6 7 8
Quarter

The Nordic
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Yield per Rep

Calculation

New biz

Avg. New Sales FTEs

(Upsales + Expansion)

Avg. Customer Success FTEs

Why measure

Knowing the average yield of our hunters
and farmers enables us to better
understand the performance of our
commercial teams.

Do our sales people contribute with
enough new ARR to cover their costs?

Benchmarks
Good > Total comp.
Satisfactory ~ Total comp.

Underperforming < Total comp.

Hunter Sales Tracking

Seniority Time to first % Quota New ARR
(mnths.) sale acheived Total comp. vs. Total
(mnths.) comp.
Hunter 1 36 6 2500 000 3000 000 120 % 2 000 000 150 %
Hunter 2 30 10 2500 000 2 000 000 80 % 2 000 000 100 %
Hunter 3 22 3 2500 000 2200 000 88 % 1800 000 122 %
Hunter 4 18 13 2500 000 975 000 39 % 1800 000 54 %
Hunter 5 8 6 1000 000 1200 000 120 % 1000 000 120 %
Hunter 6 6 4 1000 000 250 000 25% 1000 000 25%
TOTAL 12 000 000 9 625 000 80 % 9 600 000 100 %
Yield per Rep - Blended 1604 167
Yield per Rep - Fully Ramped 2043 750
Avg. Time to first sale 7 months

The Nordic
Software Investor



CAC Payback — Customer Acquisition Cost

Calculation Blended CAC Payback New bizz CAC Payback

Rolling LTM Ratio Rolling LTM Ratio

Upsale CAC Payback
Rolling LTM Ratio

Customer Acquisition Cost
— x 12
(New and Expansion ARR) x SaaS GM%

Why measure

We can view our CAC as debt we
aquire when adding new ARR to our
company. The CAC Payback tells us
how many months it takes for us to
pay back this debt and start earning
money on acquired customers.

If our CAC payback is less than 12
months and our customer pay
annually, up front then our S&M teams
fund themselves.

Qs

— Blended — Fully Ramped

It is important to include all
operating expenses which
come from our sales &
marketing teams.

Typical costs to include:

e Salary, tax, bonus &

L~

— Blended — Fully Ramped

When we break our payback
down further, we need to
allocate S&M costs to our
New bizz department.

If there is no obvious way to
allocate, we recommend
using New bizz FTEs

/\/N2
A

— Blended — Fully Ramped

When we break our payback
down further, we need to
allocate S&M costs to our
Customer Success
department.

If there is no obvious way to
allocate, we recommend

Benchmarks benefits d|V|ded. by total Sales FTEs using C_us_,tomer Success

Good <12 e Travel expenses as a ratio FTEs divided by total Sales
e Paid ads & media FTEs as a ratio

Satisfactory 12-18 + Third part software

Underperforming >18 .

The Nordic

Software Investor



‘ Viking Venture

The Nordic
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SaasS Forretningsmodell

Sverre Stoltz, programdirektar

Norwegian agency for public
mmmmm  2nd financial management



SaaS | En oversikt over forholdet Leverandgr/Kunde

SaaS business model

CAC recovery < 12-18 months ~
Complex

Field sales

N

Offered pricepoint

Channel

J

Customer? _
Inside sales

J

Customer acquisition cost (CAC)

Touchless

Freemium Old-world business model

CAC recovery > 18-24 months

Sales complexity

Loosely based on David Skok, Matrix Capital, 2024 (https://www.forentrepreneurs.com/saas/)




SaaS | En mulig forstaelsesmodell av markedet

New product/New customers

Use-case

(0]
®
Q Farmers market
b - i New geo/new strate
2 Use-case expansion Channels g gy
2 Use-case development
(0]
z
New industry/switch strategy
(]
(2}
(]
ﬁ Hunters market
2 Industry expansion
0o Customer-centric public sector model References/commitments
B Efficient call-offs Strategic partnerships/Alliances
X Central governance
Profitable growth
Existing strategy New strategy

Strategy




SaaS | Konkurransemodell??

Power/value

Customer value

——

On-prem

EER)

Leverage/Non-Critical

Competition

EER]

Supplier power

Contract spillover

Buyer power

SaaS

Delivery model




SEERARN JELEELEREL

\ MARKETING / No marketing, costly product iterations, and low cost of sales

Move straight to creating value through free trials
\ PRODUCT R&D / . 8 8

\ s/

Ready-made contract, no GDPR, no price discussions

\ OFFERS / Customer friction and concerns removed

\ CLOSED / Negative churn

\ DEALs /[




Saa$ | Fortsettelse falger!

ARR CAC

LTV R40 CHURN



Agenda

 Markedsplassen for skytjenester
* Viking Venture

* SaaS Forretningsmodell
* Pause

* CIPS

* CyberX

* FInOps
 MPS Juridisk
* Cloud R&A




Pause (10 min)

Falg MPS pa LinkedIn >

Norwegian agency for public
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Agenda

 Markedsplassen for skytjenester
* Viking Venture
* SaaS Forretningsmodell

* Pause
 CIPS

* CyberX

* FInOps
 MPS Juridisk
* Cloud R&A




CIPS

Ingrid S@rensen, prosjektleder

Norwegian agency for public
mmmmm  2nd financial management



CIPS | Prosessen

Pagaende anskaffelsesprosess
Konkurransepreget dialog

6-8 leverandgrkandidater
Tildeling 2-4 kontrakter

Dialog

Jan-September
2024

Dialogfase

Utarbeidelse av
konkurransegrunnlag

Leveranse av
prgvetilbud

Begrenset

anbudskonkurranse

Oktober 2024

Kunngjering

Begrenset
anbudskonkurranse

Innlevering av tilbud

Evaluering

November 2024

Tilbudsevaluering

Tildeling av kontrakt

Karensperiode

Inngaelse av kontrakt



CIPS | Dialogfasen

p

Forhandlings
fasen

. D>




CIPS | Dialogfasen - forhandlingsfasen

Tema Gjennomfgrt
Styring

Omfang
Avropsprosessen
Informasjonssikkerhet
Juridisk og ansvar
Personvern

Kommersielt

X X < < X X X

Avtalevilkar

AN

Milja, sosiale- og forretningsetiske
forhold

Heldagsmater
Parallelle sesjoner
Fagressurser
Bygge forstaelse
God dialog

Neste fase



CIPS | Dialogfasen - den avsluttende fasen

p

Forhandlings
fasen

. D>




Spagrsmal



Agenda

 Markedsplassen for skytjenester
* Viking Venture

* SaaS Forretningsmodell

* Pause

* CIPS

 CyberX

* FInOps
 MPS Juridisk
* Cloud R&A




CyberX

Kristina Nikolajeva, prosjektleder

Norwegian agency for public
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CyberX | Utpragvingsprosjekter

Cyber Risk Score

Hvilken effekt kan bedre
innsikt i egen sarbarhet
pa internett ha med
hensyn pa a treffe
risikoreduserende tiltak?

Threat Intelligence

Kan bedre kunnskap om
trusselbildet bidra til
raskere og mer malrettet
problemlgsning innen
Cybersikkerhet

Privacy 3rd party

Kan bedre oversikt og
innsikt i leverandor-
kjedenes personvern
bidra til bedre og mindre
ressurskrevende
etterlevelse av GDPR for
virksomhetene?

Training & Awareness

Kan bevisstgjaring med
kurs innen cybersikkerhet
bidra i virksomheten til 4
bygge kompetanse for en
robust sikkerhetskultur?



CyberX | Third Party Privacy Compliance Management

* NMBU - Norges miljg- og biovitenskapelige
Deltakelse universitet

* Lgrenskog kommune

* Konkurransetilsynet

O virksomheter, har deltatt i
utprevingen: * Arbeidstilsynet

* Tolletaten
 Skien kommune

* Skatteetaten

* Baerum kommune

 DFQ@ - Direktoratet for forvaltning og
gkonomistyring



CyberX | Third Party Privacy Compliance Management 2oy srapary

X % *,
* *
Utpravingen oppfyller malsettingene med gode resultater og prosjektet * GDPR *
anbefaler at det gjennomfgres en anskaffelse. * *

* * *

Avsluttende mgte 7 mai

: Kan bedre oversikt og
Veien videre Sluttrapport og konklusjon T
: kjedenes personvern
Konkurransestrategi Q3/2024 Stelie it el e e
Anskaffelsesprosess 2024 ressurskrevende

etterlevelse av GDPR for
virksomhetene?

https://markedsplassen.anskaffelser.no/



CyberX | Security Training & Awareness

Utpraving av kurs
innen cybersikkerhet
og personvern

Wrap — up mgte 11 juni

17 statlige og kommunale virksomheter deltok
Representerte naermere 11 000 ansatte

Gode tilbakemeldinger pa nytte og behov

Sluttrapport og anbefalingene

https://markedsplassen.anskaffelser.no/

Training & Awareness

Kan bevisstgjagring med
kurs innen cybersikkerhet
bidra i virksomheten til &
bygge kompetanse for en
robust sikkerhetskultur?



| hvilken grad opplevde du at innholdet i security training and awareness utprgving var relevant
til din virksomhets behov?




| hvilken grad opplevde du at utprgvingen bidro til & gke de ansattes forstaelse og kompetanse
innen informasjonssikkerhet?




CyberX | Portefalje F2 produkter og tjenester for offentlig sektor

Fase 1: Visibilitet Fase 2: Etablering Fase 3: Styrt

Grunnleggende styring og Produkter og tjenester SOC / CERT/ MSS tjenester
kontroll

Cyber Risk Score




CyberX | F2A Markedsundersgkelser

Endpoint Detection & Response (EDR) solution

Security Incident and Event Management (SIEM)
Distributed Denial of Service Protection (DDoS Protection)
Security Governance, Risk and Compliance (Security GRC)
Web Application Firewall

Security Training and Awareness

Privacy Third Party (Vendor) Compliance Management
Threat Intelligence Platform

Vulnerability scanning tool

Third Party Privacy Compliance Management



CyberX | Cyber Risk Score - Anskaffelsen

» Konkurransen ble publisert pa DOFFIN og TED databasen den 20.12.23
* Kontraktens verdi er estimert til 35-50 mill. NOK
» Kontraktens varighet er 2 ar (pluss opsjoner)
* Enleverandear
* Faserianskaffelsen:
v’ Pre-kvalifisering, leverandarer har sendt inn forespgrsel om & kunne delta i konkurransen
v" Kun kvalifiserte leverandgrer ble invitert videre til & inngi tilbud
v Det er begrensning pa 3-5 leverandarer som deltar i forhandlingene
v' Gjennomfart forhandlinger med to leverandarer
v’ Best and final tilbud den 30.05.2024
v' Tildeling av kontrakten 19.06.2024



CyberX | Cyber Risk Score - Tildeling av kontrakt

KPMG AS produktet leveres av MasterCard/RiskRecon



CyberX | Cyber Risk Score - Veien videre

Karenstid 10 dager

Signering
Invitasjon til informasjonsmgate med leverandgren og virksomhetene

Veiledning — Cyber Risk Score



Spagrsmal



Agenda

 Markedsplassen for skytjenester
* Viking Venture

* SaaS Forretningsmodell

* Pause

* CIPS

* CyberX

* FinOps

* MPS Juridisk
* Cloud R&A




FinOps

David Behrens, prosjektleder

Norwegian agency for public
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FinOps | Status utprgvingsprosjekter

Lasningen som skal utpragves
Teknisk problemstilling
Invitasjon

Andre utpragvingsprosjekter



https://markedsplassen.anskaffelser.no/sites/default/files/2024-04/Strategi FinOps.pdf

FinOps | Status annet

Ekspertgruppe

Fremdeles ledige plasser

Rammeverk

Anskaffelse




FinOps | Nytt omrade Artificial intelligence (Al)

Markedsundersgkelse (RFI)
Ikke valgt retning enda
Interessert i 8 snakke med

S

relevante aktgrer %

David Behrens, 415 46 531, david.behrens@dfo.no

Nk
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Agenda

 Markedsplassen for skytjenester
* Viking Venture

* SaaS Forretningsmodell

* Pause

* CIPS

* CyberX

* FinOps

e MPS Juridisk

* Cloud R&A



MPS Juridisk

Gisle Elgsaas Vada, juridisk seniorradgiver

Norwegian agency for public
mmmmm  2nd financial management



MPS Juridisk | Nordisk samarbeid

Nettverk bestaende av sentrale
innkjgpsorganer i Danmark, Sverige,
Finland, Island og Norge

Essensielt med samarbeid
Globale leveranser og aktgrer

M aR R ¢



MPS Juridisk | Viktige samarbeidsomrader

Informasjonssikkerhet
Personvern
Kommersielle vilkar
Milja

MTHIER R



MPS Juridisk | Videre samarbeid

@nskelig med tettere samarbeid

Felles anskaffelser
Felles strategi og mal
Felles standarder i Norden

TR K



Spagrsmal



Agenda

 Markedsplassen for skytjenester
* Viking Venture

* SaaS Forretningsmodell

* Pause

* CIPS

* CyberX

* FinOps

* MPS Juridisk

* Cloud R&A



Cloud Research & Advisory

Helene Stunes, prosjektleder

Norwegian agency for public
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Cloud R&A | Formal

Tjeneste for: strategisk radgivning
- Digital transformasjon
- Rammeverk/informasjon
- Konferanser/arrangementer

- Omrader
- Sky-transformasjon
- Digitalisering
- Artikkel-database




Cloud R&A | Formal

Oke valgmuligheter

Redusere hindringer




Cloud R&A | Tidsplan
SO mor | opr | mai | jun | . | aug | sep | okt | mov | des |

_- ] I D —
OVERALL Anskaffelse

——
——-—
Forberede
Behovsanalyse/
markedsanalyse “

-
Anskaffelse
Kunngjgring
Tilbud/offers
Forhandlinger
Avslutning

INENEEEN] EEEEEEN

A

19.06 Sommerferie Avslutning




Cloud R&A | Markedsundersgkelse

Frist: 01. juli 2024



https://markedsplassen.anskaffelser.no/markedsundersokelse-cloud-research-advisory
https://markedsplassen.anskaffelser.no/markedsundersokelse-cloud-research-advisory
https://markedsplassen.anskaffelser.no/markedsundersokelse-cloud-research-advisory

Cloud R&A | Brukerundersgkelse og ekspertgruppe

Brukerundersgkelse

Ekspertgruppe



Spagrsmal



Neste Skyforum

18. september 2024



Kontaktinformasjon

Tema Navn E-post

CIPS Ingrid Elisabeth Sgrensen ingridelisabeth.soerensen@dfo.no
CyberX Kristina Nikolajeva kristina.nikolajeva@dfo.no
FinOps David Behrens david.behrens@dfo.no

MPS Juridisk Gisle Elgsaas Vada gisle.elgsaasvada@dfo.no

Cloud R&A Helene Stunes helene.stunes@dfo.no
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