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Forward Looking Statement

This presentation contains forward-looking statements about, among other things, trend analyses and statements regarding future events, future financial performance, anticipated growth, industry
prospects, environmental, social and governance goals, our strategies, expectation or plans regarding our investments, including strategic investments or acquisitions, our beliefs or expectations regarding
our competition, our intentions regarding use of future earnings or dividends, and the expected timing of product releases and enhancements. The achievement or success of the matters covered by such
forward-looking statements involves risks, uncertainties and assumptions. If any such risks or uncertainties materialize or if any of the assumptions prove incorrect, Salesforce’s results could differ materially
from the results expressed or implied by these forward-looking statements. The risks and uncertainties referred to above include those factors discussed in Salesforce’s reports filed from time to time with
the Securities and Exchange Commission, including, but not limited to: our ability to maintain security levels and service performance that meet the expectations of our customers, and the resources and
costs required to avoid unanticipated downtime and prevent, detect and remediate performance degradation and security breaches; the expenses associated with our data centers and third-party
infrastructure providers; our ability to secure additional data center capacity; our reliance on third-party hardware, software and platform providers; uncertainties regarding Al technologies and its
integration into our product offerings; the effect of evolving domestic and foreign government regulations, including those related to the provision of services on the Internet, those related to accessing the
Internet, and those addressing data privacy, cross-border data transfers and import and export controls; current and potential litigation involving us or our industry, including litigation involving acquired

entities, and the resolution or settlement thereof; regulatory developments and regulatory investigations involving us or affecting our industry; our ability to successfully introduce new services and product
features, including any efforts to expand our services; the success of our strategy of acquiring or making investments in complementary businesses, joint ventures, services, technologies and intellectual
property rights; our ability to complete, on a timely basis or at all, announced transactions; our ability to realize the benefits from acquisitions, strategic partnerships, joint ventures and investments, and
successfully integrate acquired businesses and technologies; our ability to compete in the markets in which we participate; the success of our business strategy and our plan to build our business, including
our strategy to be a leading provider of enterprise cloud computing applications and platforms; our ability to execute our business plans; our ability to continue to grow unearned revenue and remaining
performance obligation; the pace of change and innovation in enterprise cloud computing services; the seasonal nature of our sales cycles; our ability to limit customer attrition and costs related to those
efforts; the success of our international expansion strategy; the demands on our personnel and infrastructure resulting from significant growth in our customer base and operations, including as a result of
acquisitions; our ability to preserve our workplace culture, including as a result of our decisions regarding our current and future office environments or remote work policies; our dependency on the
development and maintenance of the infrastructure of the Internet; our real estate and office facilities strategy and related costs and uncertainties; fluctuations in, and our ability to predict, our operating
results and cash flows; the variability in our results arising from the accounting for term license revenue products; the performance and fair value of our investments in complementary businesses through
our strategic investment portfolio; the impact of future gains or losses from our strategic investment portfolio, including gains or losses from overall market conditions that may affect the publicly traded
companies within our strategic investment portfolio; our ability to protect our intellectual property rights; our ability to maintain and enhance our brands; the impact of foreign currency exchange rate and
interest rate fluctuations on our results; the valuation of our deferred tax assets and the release of related valuation allowances; the potential availability of additional tax assets in the future; the impact of
new accounting pronouncements and tax laws; uncertainties affecting our ability to estimate our tax rate; uncertainties regarding our tax obligations in connection with potential jurisdictional transfers of
intellectual property, including the tax rate, the timing of transfers and the value of such transferred intellectual property; uncertainties regarding the effect of general economic, business and market
conditions, including inflationary pressures, general economic downturn or recession, market volatility, increasing interest rates, changes in monetary policy and the prospect of a shutdown of the U.S.

federal government; the potential impact of financial institution instability; the impact of geopolitical events, including the ongoing armed conflict in Europe; uncertainties regarding the impact of
expensing stock options and other equity awards; the sufficiency of our capital resources; our ability to execute our share repurchase program; our ability to comply with our debt covenants and lease

obligations; the impact of climate change, natural disasters and actual or threatened public health emergencies; expected benefits of and timing of completion of the restructuring plan and the expected
costs and charges of the restructuring plan, including, among other things, the risk that the restructuring costs and charges may be greater than we anticipate, our restructuring efforts may adversely affect
our internal programs and ability to recruit and retain skilled and motivated personnel, our restructuring efforts may be distracting to employees and management, our restructuring efforts may negatively
impact our business operations and reputation with or ability to serve customers, and our restructuring efforts may not generate their intended benefits to the extent or as quickly as anticipated; and our
ability to achieve our aspirations, goals and projections related to our environmental, social and governance initiatives, including our ability to comply with emerging corporate responsibility regulations.
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The 3rd wave of Al is Agents
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Artificial General

Predictive Copilots Robotics

Intelligence
@ Available 24 x 7

.ﬁ.ﬁ Autonomous
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Al will
radically 50%

of business decisions

"G nSfO rm will be augmented or
0 automated by Al
analytics

agents for decision
intelligence by 2027

Source: Gartner: Gartner Announces the Top Data & Analytics Prediction, 2025
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Agentic Analytics

Contextual, actionable insights.
Conversational analytics.
Proactive dlerts.

Legacy BI
Fragmented data.
Hard-to-find insights.
Limited productivity.
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Humans and agents turn data
info action

Support

agents Marketing
agents

DalaTan. ; ‘ Employees

Data Analysts

Product Analytics
agents agents

Banking Finance
agents agents

Heath Data Cloud -

agents 4 Zero Copy & RAG ' agents

Trust Layer

-w.-:\ Custom apps Einstein Al Flow lesfor Platform Omnichannel Security 3
= Ragents &models automation Salesforce Platfo user interface & privacy Analytics

A Ve 2 NG
4 MuleSoft integration
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Tableau Next ushers in the era of Al

agentic analytics

Agentic

Traditional Bl

Analytics
Manual Data Prep Automated Data Prep
Human-driven Insights Al-augmented Insights

Swivel Chair Actions Seamless Actionability
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Humans and agents
turn data into action

Make better decisions with Al agents that
understand your business context

Transform data insights into real business
oufcomes with built-in actionability

Get value faster with purpose-built
analytics apps for every user

Scale trusted analytics across the
enterprise with composable, verified assets

EEE Sr_ i+ Home G Sales Cloud Dashboar... X

Sales Cloud Dashboard

Account Type
All v

Account Indust
All 24

Created Date Account Name
["Current Year to Date v) Al v
9:41 il T - .
o sration
' Analytics Agent ate
< B oTvead v
A Expected
Carmen Vega Just now
¥ Show me the trend of total sales over the past year. 1) vs. prior period

Analytics Agent AGINTFORCE  Just pow
Here is the breakdown of total sales by product family.

How else can | assist you? \/
Total sales this quarter by product family: ’

£
el

« Team Solutions: $575,245.62

« Analytics Suite: $520,025.66

 Data Management Suite: $392,853.61

« Integration Solutions: $342,995.21 727.73K
« Sales Suite: $190,472.58 [1] 5

Team Solutions had the highest total sales,

wihile Sales Suite had the lowest. This analysis uses

the fiscal calendar quarter. [2]

Dec 2025

ler Performance

44, Product Family Apr1
' Tastesu

Sara Parras @
-~ [ Aira Asada @
Carmen Vega
Zoe Maxwell @

- ®@ Marcos Lopez
....... souirs _ o Mamadou Achebe
»»»»» I - Geeta Joshi

Message Analytics Agent

Home Activity More

o & o e Built on Salesforce

Open Opportunities
Current Year to Date

1.8K e

+1,347.9% (+1.6K) vs. prior period

Jan 2025

# Open Opportunities by Stage
Opportunity Stage

Qualification
Value Proposition a4

Proposal/Price Quote 46

Negotiation/Review

Dec 2025

124

90

Anan Annartinitiae

150

18C

T+
witableau

Oppor
All

Weighte

Current Ye:

223

+708.0% (4
Jan 2025

Weighted P

Account Ty

Mid-Mar
Small Busini

Enterpl
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Analytics Agent o2 x

insights and relevant visualizations. I'll also show
you how | arrived at those results.

! What are top industries by average deal size?

6 Here are the top industries by average deal size.
Anything else you need?

The top industries by average deal size are
($35.7K), icati
($29.7K), and Financial Services ($26.2K).

Technology _ 35.67K
Telecommunications - 29.66K

26.24K

Financial Services

Manufacturing

> Sources (2)

RN ]

[ aecnneie ez e
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Without Tableau Next With Tableau Next

Knows your
@ How many ETRIAEEEE are in my business
* pipe? Am I trending up from last
quarter? Context

“° Agentforce
J&s. D7 leadshave completed a demo,
which is up 11% from Q3.

Delivers

@ How many active leads are in my pipe?
3 i ?

2% Am I trending up from last quarter? pur——
**) Employee ID 85973 « Pipeline Dashboard

insights and
visualization 87 o oo

Inqccurqte Sure! You have 130 total leads in your

S Inspires more
responses pipeline. I see a dip in win rate last quarter. —

~ Any insights on what happened?

questions

Here is the detailed list:

Northeast

Lead A: Demo completed 01/15 (@) Agentforce
H - 4 . .
Information Lead B: Demo completed 01/16 m— mm mm &S Syrel I can help with that. Could you clarify
I d Lead C: Demo completed 01/17 | hat you mean by win rate?
overioa Lead D: Demo completed 01/18 C|C|I'Ifles intent [

L = = @ It (NS percentage of closed deals

out of total opportunities.

Show More

I~y Agentforce

&% Your team’s Enterprise win rate is down 15% this
Recommends quarter, mainly due to stalled final-stage deals. History
shows $100K+ deals lingering past 30 days have a 60%
fall-off rate. [fleJQI{FR G EHRVI{ Ko VI or executive
involvement to close faster.

next steps
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The world’s first agentic analytics platform

Agentforce Tableau Tableau
Marketplace

il &

- (25)
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer @;

Action Layer

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform

v T

Apps for
Salesforce

ableau
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Data Pro GA 2H’25
Concierge GA Now

Inspector Beta 2H’25

Semantics GA Now

w/Slack GA Now

Tableau Next i+

The world’s first agentic analytics platform

Agentiforce Tableau Tableau Apps for

6000 Marketplace Salesforce
il S4 =
Data Pro Concierge Inspector (;. ..,'\)

Private
Share, reuse,
and extend
assets

Action Layer

4
Visualization Layer @ @

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform

s
v tableau

from §® Salesforce

Sales GA Oct ‘25
Service GA Now

Marketing GA Now
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The world’s first agentic analytics platform

Agentforce Tableau Tableau Apps for
Marketplace Salesforce

il &

- (25)
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer é;

Action Layer

Semantic Layer Public
Distribute and

monetize
Data LCIyer solutions

Built on the Agentforce 360 Platform




Data remains
fragmented

and difficult to
actlivate

+

+

71%

of company
applications are
disconnected




Data 360

Activate Trusted Data
Everywhere

Make all your enterprise data ready for
action, without moving it.

Power workflows, decisions, and analytics
with one complete data source.

Bring context and insight to your data so
Agentforce can put it to work.




How Data 360 Works

Connect Harmonize Govern
& Unify

Salesforce : Prepare and Tag and
vawhm transform classify
R ©
Business apps ‘ v v
W 1. workday. O 1[ l e
Data lakes & warehouses ¢s Map toaunified Define bolici
policies
aws o sk oo Bm metadata model
Unstructured 3 v v
E®+BRERE f |
3 Resolve customer || Enforce
APIs & SDKs : identities ‘

©
Copy

Segment &
Predict

Insights

Predictive
models

Segments

Actions

it .
v tableau

from §» Salesforce

Activate
Anywhere

Agentforce

()

< Analytics
& i
Salesforce apps
< &»
oy Ad platforms
=]
>

3rd Party Business Apps

Sequh & RAG Zero workday. O 1[
Copy

Salesforce Platform
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The world’s first agentic analytics platform

Agentforce Tableau Tableau
Marketplace

il &

- (25)
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer é;

Action Layer

Semantic Layer Public
Distribute and

monetize

Data Layer solutions

Built on the Agentforce 360 Platform

v T

Apps for
Salesforce

ableau
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Semantic Layer

The bridge between ;
- data & insights

PRODUCE
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Enrich data with business knowledge for
meaningful insights

BI Tools & Agentic Analytics Enterprise Reports Customer 360 Applications

++ Tableau Next @ @ O @

Tableau Semantics (Semantic Layer)

Translates complex data into familiar business terms

Data Layer

Ingests, unifies, and harmonizes data in a single source of truth
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Tabledu Semantics

Unleash the power of your data
and AI with business knowledge

Unify and Scale Trusted Data
Centralize your data and metricsin a
single, governed layer for easy analysis
and increased efficiency

Accelerate Time to Insight

Empower self-serve analytics and reduce
manual effort with Al-powered features:
relationship suggestions

Enrich Agents with Business Context
Get more accurate and relevant answers
from your data with real-time business
context

@'
+

Pyl .
+++ Home e Campaign Performance X e nt.

Workspace: Campaign Performance

Marketing Model

@ od » Test Model Create Visualization Suggested
Model New v

Q search... @ @

> Metrics (1) @

> Calculated Fields (2) ®

> Parameters (1) @

Vv Logical View (1) @

> @ Email Conversion Clean (8)
v Data Objects (5) ®

> Q Campaign Performance (8)

> @ Email Engagement (8)

> “’ =a Engagement (8)
t (8)
A / /
.

b

\\
&
—~3 @

ar
witableau

from §® Salesforce

o.snowflake.com X . Cust Conversion X e Cust Email Conversion X e Marketing Model X
Relationships
® Einstein Suggests )
campaign_ID = ID
campaign_date = start_date
a P v
-/
Social Engagemel
Email Engagement
Cle
D

Deeply Integrated
with Data 360


https://docs.google.com/presentation/d/10dm4LZwFCdendGFKehwY0780TxM-QaCTlK3tWJjVyu4/edit
https://docs.google.com/presentation/d/10dm4LZwFCdendGFKehwY0780TxM-QaCTlK3tWJjVyu4/edit

T+
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Tableau Semantics in Data 360: R S
Powering Your Data with Business Context

BI Tools & Agentic Analytics Enterprise Reports Customer 360 Applications

i TobleauNext + @ @ ' @
Semantic Layer (Tableau Semantics)

% Semantic Models Dl]l] Metrics & Goals 6 Predictive Models

Data Layer

o
O
g Connect o ) by
. reaming . Tableau Published
-.6 @ Batch Ingestion aﬂ Real-Time Ingestion E> Mt e Sy t|.'_||_'.|l|' e —_—
(]
@ Data Sources
b
1P Data Source Cloud Storage Web & APIs & SDKs s snowflake
Mobile Apps (Batch & Data 360
vag K- & sweaming)  Comnector D 25 J} s
OOTB Connections APIs & SDKs @ Data Lakes CRMA Database

Agentforce 360 Platform: Enterprise-proven, API-first
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Relationship Suggestions
et suggested relationships between data model objects

Beta Home (@) Sales Accounts x SN A Q
Sales Accounts
(b) Suggested Relationships Test Model
PR B
Model i - & Recommended Relationship C_ : +)
( 2  OOF SR ¢
[ search ) (r-) (u-) € Timeperiod > @) Forecastin...
> Metrics (13) Time PeriodId = Period ID
o — o —®
> Calculated Fields (19) G—) w/ Ignore\, C Apply \ Review
- Acchunt LU J = opportuity Pro Price B KEnm/ Oppoltunity
> Parameters (2) G—) 1
1
” |
> Logical Views (1) ©)
 Data Objects (10) ©)
> Q Account (7)
> @9 Account Contact (7) Q Q Q e

> @) Forecasting Quota (6 Product Opportunity Co. Price Book Account Contact Time Period

> e Opportunity (28)
> e Opportunity Contact (8)

> e Opportunity Product (13)

> @ price Book (4)

> @ price Book Entry (7)

> e Product (5) @
> @) Time Period (5)

Opportunity O.
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Auto-Calculated Fields fom @ Salestorce
Draft calculated fields in natural language

New Calculated Field

Fields Functions 5
v Draftwith Einstein 4,

[Q Search Fields Use Einstein to create this Calculated Field @

@ Account (7)

Create a calculated field that shows sales per region J
4

@ Account Contact (7)

; Draft with Einstein
@ Case_Cloud_Kicks (34)

@ Forecasting Quota (6) Field Type + Data Type +
@ Opportunity (28) (Measure v] [Number v]

@ Opportunity Contact (8)

*Name +

@ Opportunity Product (13) (Sales Per Region

@ Price Book (4)

@ Price Book Entry (7) 2 Acnuced

@ Product (5) Y Filters

@ Time Period (5) *Formula +

@ Opportunity Owner (3) +L-F-X7R~0(X) ]
Jx Calculated Dimensions 1: SUM([Opportunity Product].[Product Quantity] * [Opportunity Product].[List Price Amount]) }

Insert >

Save
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&A Calibration +
est and improve agent accuracy

Home SH 2724 Admin 3 v

from §® Salesforce

€ Setup
~ ~ ~,  Calibration Suggestion © ¢ X
\C‘ Refresh AII/; & Edit { Delete/\

All Questions >

Business Preferences Whats the Average Deal Size this Quarter? ~

Vv Concierge Test Center

4 It seems like the difference between
the Expected result and the Agents
answer is around filtering "Closed
Won" opportunities

Reason Source

Semantic Model Classify By Date S
Agent Questions @ Acme_sales Harry Anderson Mon 5 May 14:52 A Inaccurate Missing or wrong filters > Manual

Regression Testing

Today at 10:37 AM 4,

Q&A Preview e c Classification :
Inspector Recipes New Business Preference Term

Test agent responses

Themes

Templates

Administration Insights

> User Management

> Governance

Org Settings

Whats the Average Deal Size this Quarter?

Here's your Total Average Deal Size in Q1:

Total Average Deal Size in Q1- $15 million

Average Deal Size
Frist Q

Deals I 10

v Show Sources

To come up with Average Deal Size this quarter ,

an Average formula was applied over an
aggregation of Opportunity Amount field ,
filtered on the current Quarter

@ Acme_sales - Semantic Model

Classifi

‘ Inaccurate Answer

Reason

‘ Missing or wrong filters
L

Expected Awnser

it should have filtered on closed won opportunities and not all opportunties

Classify and validate responses

Suggest Calibration
N S —)

f "Closed Won" filter is applicable to Deals

only when specifically asking about

"Average Deal Size” - Create a business

preference around the term "Average Deal

size

=8 ( Done )
AL b

Today at 10:37 AM 4,
New Business Preference Té
f the expected 'Closed Won' filter is

applicable to all questions about Deals -
Create a new business preference for the
"Deal"

ter

TS
( pone ) w P v
\. 2/}

at 10:37 AM 4

If this is a common question to track
create a metric for Av
includes the relevant closed v

ch
on filters and

a time dimension

( Done> w PV

Get calibration suggestions
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Semantic Model Al Optimization
Optimize semantic model for better agent performance

} + 'Y Sk 't
see :I-f-lf Home e Campaign Performance X %% Snowflake Test X @ Model Title X @ ‘A.— ‘_. Personal a ¥

Workspace: Campaign Performance ¥

Sales and Marketing rest ) ()
® Business Preferences Al Readiness
Model G} Readiness x
@ @) (4] Model Resilience:

Email Engagement

v Metrics (1) ®

Your semantic model ig
with agents, which
can interpret and req

v Calculated Fields (2) ®
@ Lead Score e @ @' Recalculate

© RrOAS Campaign Message Engament

Time to Conversion

Calculate SDM optimization

v Data Objects (4) @ Missing Relationships (]

. Readiness Status: Moderate
v Q Campaign (9)

1 data objects remained isolated and needs
Aa Campaign Id ﬂ\ defined relationships to enable Al queries.

Email Conversion

A3 Campaign Name

(#I Suggest Relationships)

A3 Country

A3 Region

Get suggestions on model improvements °

A, State

& Date . 4
There are 2 data objects, 1 calculated field and
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Published Data Sources (PDS) " romesaesns
Bring PDS into Tableau Semantics

+ . e
+ir+* Home 8 Marketing Team X E Sales and marketir X
Workspace: Marketing Team
3 F\
Sales and Marketing Tableau = )
G & Suggested Relationships ( Test Model \\ (Create Visualization )
s lationships
99 k. ) 5
ST
( New v )
Model & )
\ X
Search.. / ) (N~)
[q e 1 =) &)
\ Sales and Marketing (PDS,
+ Counted Flds (2 ®
ROAS Rank
Vv s Sales and Marketing (PDS) (1)
@ o e o © © ©
v Data Objects (5) Account Email Engagement Individual Message Engagement Rank by Account
Vv s Sales and Marketing (PDS) (5)
> © Account (1)
_ ‘A New Semantic Model
> © Email Engagement (9) \
> © Individual (1)
> © Message Engagement (10) How do you want to start your new model?
> © Rank by Account (8)
Start with a new model - Create from an existing model
}' Create relationships between all selected Data X2 sase your new model on an existing model.
Objects in your model
. Create with Published Data Source Create from Data Kit
M4 3.
i+ Retrieve your data from tableau Core. I Create amodel from an installed Data Cloud data

kit.
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Tableau Next .+

The world’s first agentic analytics platform

Agentforce Tableau Tableau Apps for

490 Marketplace Salesforce
il a -
Data Pro Concierge Inspector (7.'.,'\)

Private

Share, reuse,
and extend

Action Layer

assets

Visualization Layer @%

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform
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Build Al-Powered, Reusable
Visualizations to Deliver Insights on Demand

Visualizations Metrics
Visualize data instantly with intuitive Easily understand and track
drag and drop that can be business performance from a
embedded anywhere single source of truth
‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘‘ ,SalesTotaI

uuuuuuuuuuuuu Current Quarter to Date

54.4M o

90.7% of 60.0M Goal met | 4 weeks left
" Goal e
- Apr 1, 2025 Jun 30, 2025
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Visualization Layer
Bring data to life with intuitive buildin

+

ik l Swap Rows & Columns s2a @-

Workspace: GQ Superstore

Total Sales by P =
9 Q- 3 7 ‘ t¢ E E " \
e TC25 Superdemo - Sales... ¥ + Filters Il Columns  Product Family BUiId Visualizations eGSily With

@ = Rows USERAGG(Total Sales) drag and drop

A3 Measure Names

v Marks Product Family Account Type
# Measure Values 10.4M @ Enterprise

@ Calculated Fields (40) [Au(omatic vJ @ Mid-Market

9.6M

A3 Closed Date Greater Th... @ Small Business

# Days to Close 88 L4 L

33
Color Label Tooltip 8.aM

'a Days to Close (Bucket)

A3 Days to Close (Bucket) (... 2 aMm
## Days to Close (Bucket) (... Detail

7.2M
A, Deal Size (Bucket)
A3 Dimension 83 | Account Type

6.4M
A3 Is Current Year ® USERAGG(Total Sales)
Aa s Last N months filter - ... 5.6M
A Is Last N months filter - ... v Analytics
A3 Is Open Opportunity? 4.8M
A, ity? »

a s Won Opportunity? Forecast

Aa Opportunity Status M
A, Today

32m
# Avg Deal Size
# Avg Deal Size (Won) A
# Avg Discount %
# Closed Opportunities 1.6M
# Complement Win Rate
# Conversion Rate 800K
# Conversion Rate (Last N... o

## Deal Size (Bucket) (Sort) Analytics Suite Data Management Suite Integration Solutions Sales Suite Team Solutions

Total Sales

# Open Opportunities
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Visualization Layer
Ilterate and customize quickly

1+
+ﬁi Beta Home @ Total Sales by Produ... X @ ‘.ﬂ; ;

Workspace: GQ Superstore

Total Sales by Product Family

o) Q- 3 8 = = >
@ TC25 Superdemo - Sales... ¥ w Filters Il Columns Product Family
Em )@
= FlITer...
'a Measure Names « Marks Product Family Account Type
# Measure Values 10.4M @ Enterprise
@ Calculated Fields (40) [Au(omatic 'J Edit Field Label... @ Mid-Market
9.6M
A, Closed Date Greater Th... . @ Small Business
Format Number...
# Days to Close 83 - - 8.8M
Color Label Tooltip 2
A3 Days to Close (Bucket)
A3 Days to Close (Bucket) (... 2 8M Use as:
## Days to Close (Bucket) (... Detail
7.2M i i
A, Deal Size (Bucket) Dimension
" . 2% Account Type
D 88
4/ 2imension P + Measure Sum p
A3 Is Current Year ® USERAGG(Total Sales)
A3 Is Last N months filter - ... ] i
a 2 56M t
A Is Last N months filter - ... v Analytics § Visualize as: Runnlng TOtaI
3
A3 Is Open Opportunity? 2 asMm X
) 2 Discrete =
Aa Is Won Opportunity? Forecast leference
A3 Opportunity Status M + Continuous
A, Today
32m .
Avg Deal Size ' Percent Difference
Compute Using »
Mak ick calculations and
aKe quiCck caicuiations a Sioar TibleBalsldion Rank
label custom fields _ .
Quick Table Calculation »

Conversion Rate 800K Moving Average

# conversion Rate (Last N... o = &

# Deal Size (Bucket) (Sort) Analytics Suite Data Management Suite Integration Solutions Sales Suite Team Solutions

# Open Opportunities
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Share, reuse and embed assets anywhere

Home G Sales Cloud Dashboa... X

Workspace: TC25 Super Demo

Sales Cloud Dashboard

@ Lo} & + Add Page LB = A B B8 T b

Executive Summ... v Pipeline Analysis ~ Performance Tre... v Workspace
w NegUUEUOTREvIEW
12,663,641 TC25 SuperD... ¥
16,084,069 @ Proposal/Price Quote
@ Qualification B
Title

@ Value Proposition

© @ Open Pipelin...
® @ Open Pipelin...
(o] @ Total Sales b...
® @ Opportunitie...
@ @ Opportunitie...
O @ Opportunitie...

Harness composability for simple

15,015,129

dashboard configuration

20,598,668

- YO

Select a Visualization

Type Location Last Modified Created

v Data Source
Visualization TC25 Super Demo 41 minutes ago Q‘ Mz

. P | J TC25 Superdemo -

Visualization TC25 Super Demo an hour ago "a’ Me Sales SDM
Visualization TC25 Super Demo 6 hours ago a\ Mz

< Ei
Visualization TC25 Super Demo 6 hours ago !ﬁ‘ M FIeIdS (4)
Visualization TC25 Super Demo 9 hours ago @ Mz

Visualization TC25 Super Demo 10 hours ago

A5 Product_Family

A, Total_Sales_clc
(@) Weiahted Pi... _Visualization TC25 Super Demo 10 hours aao (= a - -
Create New Visualization
B Product Family & T AccountType T -
@ Enterprise
oM

Add Visualization

8M
2M
6

Analytics Suite Data Management Suite Integration Solu

" Totalsales

IS

Reuse assets seamlessly

@ Mid-Market

@ Small Business

Sales Suite

Team Solutions

T+
wr+ableauw
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Visualization Layer
Predict future trends

% . e {
+ +j- Beta Home 9 Service Workspace X e Case Activity Forecast X @ & a Personal = (a8l ¥

+

Workspace: Service Workspace

Case Activity Forecast

@ -

9 Data Viz ¥ (x4 3 B & = o > Suggest (Beta)
@ service Model ® v | v Filters Il Columns  FY(Created Date)
FY(Created Date) = M(Total
A3  Measure Names v Marks 1000
#  Measure Values [ Line V]
#  Count of Rows 900
H 23 |
I Label Toolt .
> Metrics (3) Coler e ik 800 o v,
J’ “u
L o
> @ Calculated Fields (3) & o2 Sreccnmee=
Detail 700 .
LT PR 4
> €) Parameters (2)
Vv Analytics
600
v @ Case (28)
@ —
A3 CaselD Forecast Line

Forecast business performance

A3 Individual ID
,fi)) SUM(Total Cases Opened)

Sum of Total Cases Opened

=Aa  Service Entitlement 200
® ciy
@ Created Date 300

<@ Closed Date

Explore data intuitively

'a  Account
FY2025 FQ FY2025 FQ2 FY2025 FQ3  FY2025 FQ4 FY2026 FQ FY2026 FQ2  FY2026 FQ3  FY2026 FQ4 FY2027 FQ FY2027 FQ2 FY2027 FQ3

3 Status FQ of Order Date

=# Total Cases Opened
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Track performance from a single source of truth

i B

+

Beta Home Total Sales (Cumulati... X

Total Sales (Cumulative) et

Filter Metric ©

Use filters to focus on the most relevant data
Then, follow the metric to receive updates in
your digest

Account Name
(an vl

Account Type
|Enterprise , Mid-Market v|

Opportunity Type
[An v

Product Family
(an b

Product Name
[An v|

Primary Industry
[An v|

Opportunity Owner
[An v

Track progress towards goals

Time Range {3/11/2025 - 4112025 v |

Analytics Agent

( Follow | w

2 g 4 M -23.3%(-719.5K) vs. prior period (2/6/2025-3/8/2025) @ Here's the curre

Let me know if y
other questions!

* Q1Sales

current ¢
24M significar
equating
to the pr
challengi

Get personalized Al insights

performanc
i . 9 on the 'Tota

On April 8, 2025, the last day with available data, Total Sales (Cumulative) was 2.4M.
correspond
the current
Total Sales (Cumulative) by Product Family identified a
(POPC) insi
Account Name  Account Type Product Name Primary Industry ~ Opportunity Type decrease in
decline com
This insight

Analytics Suite| 205.72K

Follow metrics that matter

Describe your task or :

‘ What's going on with s»'

from §» Salesforce
saa §
0 2 >
2:10 all T @)
& Q A
Tableau Next

Insight Summary o

Last updated 1second ago 4

Opportunity size surged by an impressive
62,476.66%. Sales peaked at 51.8K while

Units Sold hit 1.0K. Overall, 4 of 7 metrics
changed: 2 favorably, 2 unfavorably.

Was this helpful? |‘ |’
Sales 52.5K
6/1/2023 - 6/22/2023 -41.5%
Revenue 1.4M
6/1/2021 - 6/22/2023 +53.8%
Units Sold 11K
6/1/2023 - 6/22/2023 -30.4%
Units Sold 12.3K
All \AMAact+

LJ
@ How can | help? ()

L
A B A+ @ =

Home Analytics Chatter Tableau Menu
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Workspace
Centralized hub for collaborative building

eee  4tL

EH s Home @ TC25 Super Demo X S _:Q ‘_‘ Q v

TC25 Super Demo (Cshare ) (aga » ) (+)
14 ltems @ {AII owners ¥ ] [Q Search List ] LSort by: Modified (newest) w ]
Title Last Modified By Last Modified ¢ # Workspaces

Dashboards (2)

— s  Navigate analytics assets intuitively

@

G Sales Cloud Dashboard

@

@ Copy of Sales Cloud Dashboard Matt Brewer May 28, 2025

Visualizations (8)

@

@ Open Pipeline by Opportunity Stage Matt Brewer 6 hours ago 0

@ Open Pipeline by Bucket and Stage Matt Brewer 6 hours ago 0

©)

@ Total Sales by Product Family Matt Brewer 11 hours ago 0

®

@ Opportunities Due Matt Brewer 11 hours ago 0

@ Opportunities Table Matt Brewer 15 hours ago 0

©®

@ Opportunities by Stage Matt Brewer 15 hours ago 0

Matt Brewer 15 hours ago 0

®

e Weighted Pipeline by Account Type

@ Opport
' Reused X

Semantic M

@ @ @ @ @ @ @ @
@

)

Matt Brewer 15 hours ago 0

@ T25¢  paused from Data Cloud. Q Matt Brewer Jun 02, 2025 7 ®
Data (3) |

| e Account & o Automated Process Apr 08, 2025 3 @
i PN ~

Reuse assets seamlessly
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Tableau Next .+

The world’s first agentic analytics platform

Agentforce Tableau Tableau Apps for

490 Marketplace Salesforce
il a -
Data Pro Concierge Inspector (7.'.,'\)

Private

. Share, reuse,
Action Layer and extend
assets

Visualization Layer é;

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform
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Action Layer 7 fomasaesone
Take action with built-in enterprise workflows

Make Salesforce
Record Action

Navigate to a URL

Trigger a Flow

« Add Action

Action
L Navigate to v
J
* Field
<
[Person Name v
» 4
Destination

*URL Address

https://www.linkedin.com/search/results/
—

all/?keywords= Person Name X
m

* Action Label

Open LinkedIn Profile

French Inc [2]
McLaughlin Inc [952]
Benson Inc [701]
Brooks Inc [359]
Franklin Inc [218]
Lucas Inc [838]
Meyer Inc [469]
Ford Inc [619]
Neal Inc [327]
Norris Inc [150]
Bates Inc [127]
Bell Inc [158]
Clark Inc [638]
Ferguson Inc [75]
Guerrero Inc [946]
Hammond Inc [257]
Harvey Inc [11]
Nelson Inc [707]
Patrick Inc [542]
Richardson Inc [909]
Rodriquez Inc [940]
Adams Inc [294]

Bishop Inc [472] [
Rishon Inc 4761

5

[#] Open Record

@ Send to Slack
@ Slack Alerts

Post

New Task
New Contact
Escalate
New Event

Link

Performance  Hot Leads

Country Time Zone

Lead Source Lead Source
[ Al v ] [ Al v Al v ] [ Al v
Lead Status Priority score Account Value
& & ratesancher @ service Completed V1l (Medium) 99 $790.240
[0 @ Tobiasfunke (@ Call back Later Vo (tow) 99 $833,100
[J 4% sane Cooper © Not Interested v, |(High)

@ Send Email

K

Screen Flow

T

Recommend Products
Action

Introduce yourself Action 1
# Action

\
Gompose Emai
Serven

1
I

-

Email Prompt Template

1. You are {{{Sender.Name}}), {{{Sender.Titke}}} at ({{Sender ComparyName}).

2. Write an introduction email to {{{Recipient Name)), {{{Recipient Titie})) at ({(Organiza
3. {{{Organization Name}]) has been a customer since ({{Organization FirstPurchaseYear
4.1t buys the following product ines: {{{Organization. ProductLines.__c})).

5. Here is a list of Acme orders: {{{Flow.Get_Orders_from_Account_Prompt}}

% Playground ncord for Preview: (0]

ﬁ




Action Layer
Turn insights info action

+

+
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“-:—13- Home Workspace Title X m Dashboard Title X (_ Add ACtiOﬂ
Workspace: Title
Dashboard Title saved  Action
S0 @+ e LEY2E ATEE 8@ ‘ SAISSINCETRION
Date Range Priority Account Work Type Status ‘ Change Owner
All v } [ All b4 ] { All W ] [ All v } [ All v }
Open in Flow Editor [
Total Work Orders [Z] New Work Orders E] Closed Work Orders B Avg Response Time B Avg Completion Rate E] Leverqge sqleSforce FIOW
Filters Filters Filters Filters Filters Map Flow |npUtS o
+5.6% period vs period -5.6% period vs period -5.6% period vs period -5.6% period vs period -5.6% period vs period F|OW |I"Iput Map tO
Account # Account Name Account Type Status Customer Score ACtIon Recommendatlon
Work Orders
7198432650 Isdom Partnership Proposal Overdue 100
® ° 4913760825 Gogozoom Feedback Paid 53 lnpUt Recommended ACtIOﬂ
= 6275801943 Zencorporation Billing Question Paid 75
®
" . ° 8209417635 Warephase General Inquiry Closed 23 Record_lD ACCOUnt_I D
)
‘e PS . 4597683012 Y-corporation Report a Bug Open 84
- °
2 . . .® 6487915203 Sumace Job Application Overdue 67 Edlt
° " 5803642197 Sunnamplex Technical Support Paid 99
°
® 2750894613 Opentech Sales Inquiry Closed 94 .
. @ onaza3nnce PR [ P ee q%

Adoption

T
__Cancel “ L]
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Action Layer
Make a Salesforce record action

Open Opportunities

by Owner and Close Date Timelime

Reduce friction

Opportunity Owner

Akira Asa  ppira Asada GEEEEEN 202020200 oheom» 0 00 00
Asra Yous 1 I N . X I B 9B
Carmen Ve - X M IN N/ (]
Faisal Has Opportunity Owner MDD e o o o
Geeta Jo N Gaaaeea— N A @
Mamadou Ache @ Open Record CDEEEEER$ 4949090909099 coamme® 900 O o
Marcos L6g N Gl X N N @

Sara Parl G 44 cocamwmes @0
Zoe Maxw O Post 'S o moe e © e
11 2025 Sep 2025 Nov 2025 Jan 2026 Mar 2026

e Thanks Close Date
Days to Close (Bu

® 0-30days @ 1 e Poll 1iths @ Overdue

Infegrate Actionability Send Recommendations Create Task Update Stage to Needs Analysis




Action Layer
Trigger a flow

Configuration
Email Prompt Template ert
. . (dSender
2 {(Recivent s M
3 el "
4. buys the oslowing product ines: {(Organization ProductUines._.cH) -
5. Here 5. st of Acme orders: {{{Flow:Get_Orders_from_Account_Promptj}) Casual -

3 Playground Record for Preview: (D) Usa Martinez X | Generme

Sales Executive .

Grounded Prompt © 3 Generated Response ©

o

Customer v

e 1 hope this email s you well As the Account Start

1 You sre John Smith, Toad Tral Outftrs, | wartod Screen Flow
outiners 10 ekt & moment 0 express au gratitde for your Toragrash -

2 CE0 ot ACME oy T

3. ACME has been a customar since 2021, sppreciate your loyalty and trust i our product ines,

.1t buys thefollowing product ines: Ecge, Pesk, Eite, Adventure inchucing Edge, Peak,Elte, snd Adventure. i =

5. Hare s st of Acme orders: Opportunty:

” orcers,
Summer
Callection 2023 (wice), Winter Collction 2023, 913510 .

Recommend Products
Action

Introduce yourself Action 1
Action

Compose Email

Easy to configure

In the flow of work

Performance  Hot Leads

-

Country Time Zone Lead Source Lead Source
[ All V. ] [ All v ] [ All v ] [ All & 4
Lead Status Priority Score Account Value
a Kate Sanchez ° Service Completed v 11 (Medium) 99 $790,240
[0 ' TobiasFunke (@ Call back Later Vo (Low) 99 $833,100
[J 8% sane Cooper © Not Interested v, (High %8 $925,600
[0 @\ Bob Loblaw @ service Completed /1l (Low) 97 $440,000
O -‘Q Steve Holt ° Service Completed v/ Il (Medium) 96 $750,000
O @r Darlene Rob ° Not Interested v | (High) 93 $750,000
O 1./ Ronald Richards  (® Call back Later v il (Low) 92 $750,000
[ €@ courtneyHenry (@ Call back Later v Il (Medium) 89 $750,000
O ’ Jane Cooper @ Service Completed /1l (Low) 85 $750,000

~
LIS
"~
L)
."-----
-

Intelligent and automated

-
ams=®

Send Email

B

+

+y

+
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The world’s first agentic analytics platform

Agentforce Tableau Tableau
Marketplace

il &

- (25)
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer é;

Action Layer

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform

v T

Apps for
Salesforce

ableau

from §» Salesforce
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Agentforce Tableau takes you from
data to insights faster

il

Concierge Inspector Data Pro
Enable trusted Deliver proactive  Prepare, model,
Q&A Insights & visualize data

Business Users Analysts
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Agentforce Tableau: Concierge
Get trusted answers with conversational analytics

H L:»ﬁ Beta Home G Sales Cloud Dashboa... X @ & ‘.‘ Q ;
Sales Cloud Dashboard (' Analytics Agent 0 o x
Data Management Suite " ith
‘Il answer witl
6M ™ 8M 9Mm 10M ts.
Executive Summary Executive Summary  Pipeline Analysis  Perform
Account Name Account Type Primary Industry
Al v) [an v [an v)
Pipeline Generation Open Opportunities > Sources (2)
Al Al
!
127.8M 2.3K ol
+137,494.4% (+127.7M) vs. prior period +2.3K vs. prior period
@‘ why is sales suite lower than the rest?
sabaecadonad b ..._L J- R SO Sy | -
Feb 7, 2023 Apr 21, 2028 Feb 7, 2023 Apr. @ Here's why Sales Suite sales are lower than the rest. Anything else you'd like to know? ]
Opportunity Owner Performance (last 18 months) # Open Opportunities by Stage ‘ 10M
. « Sales Suite has experienced a significant decrease in total sales, dropping by
Marcos Lépez Opportunity Stage RO 2 - S
. 60% ey ee @ " $805.2K, which is a 99.6% decrease compared to the previous period. This highlights
ira Asada
§ Mamadou Achebe L Qualificat _ a negative trend in its performance this quarter. Additionally, on April 1, 2025, the total
§ 0% Zoe Maxwell 009 o SroposaifBiibelfiued _ ssl sales were recorded at 3.1K, an unusually low figure.
§ Feiaal tiasan G « Further analysis reveals that specific products within the Sales Suite, such as the Sales
E 20% Value Propositior _ 54 Enterprise Edition, Data Management Enterprise Edition, and Automation
- —_— 135 Professional Edition, had the largest drops, contributing significantly to its overall
legotiation/Review
0¢ ) performance decline.
0 5M 10M 15M 0 200 400 600 w 'P
Pipeline Generation Number of Open Opportun
Total Sales Win Rate 2 Sources/(3)
Al All
[
40.9M 32.30% ==
. . (o]
-67.7% (-67.7 pp) vs. prior period Recommendations

» Show me the sales trend for Sales Suite over the past year.

Weighted Pipeline Value by Opportunity Type and Days to Close
> How does the performance of Sales Suite compare to the top product family?

» What is the average sales amount for Sales Suite?

( 2 L3 7
Describe your task or ask a question...
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eau: Concierge

Ask questions, get insights and visualizations

e
. +‘0_¢ Beta

Sales Cloud Dashboard

Home (J) Sales Cloud Dashboa... x 52 A 9 v

( Analytics Agent

7 dources ()

Ask natural language questions

Executive Summai ipeli i
ry Executive Summary Pipeline Analysis Performance Tr 9 Break total sales down by product family
Account Name Account Type Primary Industry Opportt
[AH '] [AII '] [AII '] All é Here is the breakdown of total sales by product family for the current quarter.

* Team Solutions contributed $694.8K.

::pelme Generation S"pe" Opportunities = Analytics Suite contributed $520.0K.

+ Data Management Suite contributed $392.9K. riod.
1 278M 23 K These product families represent the top contributors to the overall sales in this period.
+137,494.4% (+127.7M) vs. prior period +2.3K vs. prior period |

B I T Fod o IA--IM Team Solutions

Feb 7, 2023 Apr 21, 2025 Feb 7, 2023 Apr 21, 2025

Opportunity Owner Performance (last 18 months) # Open Opportunities by Stage |

Analytics Suite 520.03K

60% Opportunity Stage

Geeta Joshi @ 2@ ©®

Data Management Suite 392.85K
Integration Solutions 343K
5M 10M 200 400 600
Pipeline Generation Number of Open Opportunities Sales Suite 193.59K Lot
7 igures.
Total Sales Win Rate |
All All |
0, Vv Sources (2) itfora
40.9M 32.30%
-67.7% (-67.7 pp) vs. prior period Al Reasoning
= T = To address your query on the breakdown of total sales by product family for the current
Weighted Pipeline Value by Opportunity Type and Days to Close 2 it 7 P
quarter, | focused on the 'Total Sales' metric as it directly relates to overall sales figures. L

Given your interest in the current quarter's data, | filtered insights specifically for this time
range. A 'Top Contributors' insight type was utilized, categorized by product family, to
highlight the most significant contributors to total sales, aligning with your request for a

See how the analysis was conducted e

@ Total Sales (Current Quarter) + Submetric

. P
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Agentforce Tableau: Concierge

Clarify intent

Beta Home G Sales Cloud Dashboa... X @ ‘,l\; _‘ ﬂ v
i X
Sales Cloud Dashboard ( Analytics Agent °
Q why is sales suite lower than the rest?
Executive Summary Executive Summary  Pipeline Analysis ~ Performance Trend
@ Here's why Sales Suite sales are lower than the rest. Anything else you'd like to know?
Account Name Account Type Primary Industry Opportunity Type
ts
[A“ v] [A“ v] [A" v] [A” « Sales Suite has experienced a significant decrease in total sales, dropping by \
$805.2K, which is a 99.6% decrease compared to the previous period. This highlights
a negative trend in its performance this quarter. Additionally, on April 1, 2025, the total es
Pipeline Generation Open Opportunities Weighte sales were recorded at 3.1K, an unusually low figure.
Al Al Al  Further analysis reveals that specific products within the Sales Suite, such as the Sales

Enterprise Edition, Data Management Enterprise Edition, and Automation

1 27 8 M 2 3 K 3 2 : Professional Edition, had the largest drops, contributing significantly to its overall

performance decline.

+137,494.4% (+127.7M) vs. prior period +2.3K vs. prior period
R TR 1 P 1 | anbeaad nM > Sources (3) »
Feb 7, 2023 Apr 21, 2025 Feb 7, 2023 Apr 21, 2028 Feb 7, 202¢
|l
Opportunity Owner Performance (last 18 months) # Open Opportunities by Stage Weighted l1 w P
Marcos Lépez Opportunity St . .
60% ) ° PPOCUny Sloge. » (53, what is the best open opportunity?

® Akira Asada @@ = small 8 pist
k] Viiaden Aehaba Qualification 727 ]

S 40% Zoe Maxwell 909 o
K Faisal Hasan Proposal/Price Q'v:w_ 558 @ I need a bit more information to determine what you mean by "best" in the context of open [°]
S _ 55 opportunities. Are you referring to the highest potential revenue, highest probability of closing, or

% Value Proposition : " o .
3§ OSEToposior another metric? Let me know so | can provide a detailed analysis.
” Negotiation/Review 439
0 5M 10M 15M 0 200 400 600 800
Pipeline Generation Number of Open Opportunities Q the one with the highest total amount
Total Sales Win Rate Convers
All All All @ Here is the best open opportunity with the highest total amount. Anything else you'd like to

know?

40.9M

* Opportunity ID: 006fo0000008jJmAAI
* Opportunity Stage: Qualification

T Get accurate responses * Total Amount: $350.754.52

Describe your task or ask a question...




Agentiforce Tableau: Inspector

Make smarter decisions with proactive insights

-+

Set alerts for key metrics

9:41 wll ¥ @

Agentforce 2
Hi, I'm Agentforce! | can do things like
search for information, summarize
records, and draft and revise emails. What
can | help you with?

Notify me when this metric is
higher or lower than normal

Show me the top insight >

What drove the recent change >

~
i\ I\Aessage Agentforce

ABC space return

N

¢

9:41 ull ¥ @

ki

Notification

®

+
o

+
s
T

Total Revenue off track 9:41 AM
This Metric is off track to meet the $60M
Goal by the end of this quarter. Based...

You have been added to a 9:41 AM
Dashboard

Kenji Tanaka shared Service Operations
with you.

Calendar 9:41 AM
Weekly Team Standup starts at 2pm.

Tableau Einstein 9:41 AM
Harry Jackson follows the Sales Team

Get proactive insights

@ Ask Agentforce

f

Home

¢

C R —

= i W =
Contact Tableau Opportunity Menu

9:41 all ¥ @

Agentforce

]

| was just sent the following alert “This
metric is off track to meet the $60M Goal
by the end of this quarter. Based on the
current trend, this metric is forecasted to
meet 90% of Goal".

Help me understand what caused this
alert to be triggered and include additional
summaries of the metrics included in it.

Your metric is forecasted to reach 90% of
the $60M goal due to slower Enterprise
sales (-7%), particularly in the Tech
industry, and a West Coast revenue
plateau caused by delayed

purchases. Hardware sales declined
(-9%), offsetting strong Software growth
(+12%). Meanwhile, the Midwest region

Dig deeper

(

e
‘\Message Agentforce

T+
i tableau

from §» Salesforce
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Sales Accounts

Model

Q search (

> Metrics (13)

v

Calculated Fields (19)

v

Parameters (2)

v

Logical Views (1)

<

Data Objects (10)

> €8 Account (7)

> Q Account Contact (7)

> e Forecasting Quota (6)

> e Opportunity (28)

> @ Opportunity Contact (8)
> Q Opportunity Product (13)
> @) Price Book (4)

N Q Price Book Entry (7)

N Q Product (5)

> 0 Time Period (5)

(®) suggested rettionships (D)

Beta Home e Sales Accounts X

&) Suggestions Are Ready!

New suggested relationships are
available for your model.

Agentiforce Tableau: Data Pro
Prepare data and accelerate semantic modeling

—

Forecasting Qu

() )

Opportufity Pro. Price Bjok Entry

SERER

Oppoftunity

@
@ Accpunt
®
&

®

Product

(A

Opportunity Co.

.

Price Book Account Contact

=)

Opportunity O...

Auto-calculate fields in

natural language

A

Time Period

+

o528 @

Analytics Agent 0 7 X

8

¢
¢

g

Pescrit

Create a calculated measure as total sales of
opportunities that are closed won, calculated as
quantity times list price

Here is the calculated measure for total sales of
opportunities that are closed won. Would you like to
make any modifications?

Label

Description

This calculation provides the total sales value of
opportunities that have been closed and won, by
multiplying the product quantity by the list price for
each opportunity.

Data Role

Data Type

Default Aggregation Type
Decimal Places

Formula
SUM(IF [Is Won Opportunity?] THEN

[Opportunity Product].[Product Quantity] *
[Onnartunity Pradiuct] [ ist Price Amotint] Z

. P

+

+++ableauw

+
from §® Salesforce



How Concierge works

Conversation Plan Execute

Agent executes
actions & services

Agent picks the right topic &
follows the instructions

Ask your agent

I’'m Agentforce, your
trusted Al agent.

Concierge z Applicant System

o

{’ri-} Ground: Semantic Data Model
How many active > Instructions > iesll  Generate: Data Visualization
leads are in my Determine business context from
pipe? Am | "ending . semantic data models to ensure A Recommend: Next Steps
up from last quarter? S responses are accurate. Tt

Build data visualizations with
totals, percent changes, and
trends for clear insights.

+++i+ Tableau @ Data 360

CRM ¢ User Input

++
pns
(]
-
-
| J
L]
° °
&%
.. (]
N
o ° (]
< La

Agentforce Trust Layer

Agent enriches actions
with your data

7
wer+ableauw
-

from §» Salesforce

Agent generates a response

)

\
In total, 57 leads have
completed a demo,
which is up 11% from
Q3.

i+ | Active Leads
*+++ | Employee ID 85973 - Pipeline Dashboard

57 1

+11% vs. Prev. Quarter
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Enrich Sales Agents with Analytics

Home @ Executive Sales Dashb... X @ ‘,I\_ 2 A & v

(-]
]
X

. Analytics A t v
Executive Sales Dashboard i

e What are top industries by average deal size?

é Here are the top industries by average deal size. Let me know if you need more details!

Executive Summary Pipeline Analysis Performance Trend
The top industries by average deal size are:
« Technology: $52,055.78
* Education: $40,652.07
Created Date Account Name Account Type Account Industry Opportunity Type * Healthcare: $38,518.10
[ Current Year to Date v (Al v Al v) (Al v (Al v « Manufacturing: $35,093.30
« Financial Services: $33,667.60
These industries lead in terms of deal size, with Technology having the highest average
deal size at $52,055.78.
Pipeline Generation Open Opportunities Weighted Pipeline Valu¢ Primary Industry
Current Year to Date Current Year to Date Current Year to Date
Technology I 5205578
71.9M oot 1.9K s 24 5M o oucaton I <0.552.07
° N ° Hes troare | 35.516.1
+211.6% (+48.8M) vs. prior period +1,261.3% (+1.7K) vs. prior period +699.4% (+21.4M) vs. prior pet Manutacturing [ N, :5 003
Financial Services [ GG :: 5676
> Professional Services [ NG ::.:91.1
vecia [ 140898
776 e reto N 510617
0 20K 40K 60K
Avg Deal Size
Jan 2025 Dec 2025 Jan 2025 Dec 2025 Jan 2025
V' Sources (2)
Opportunities by Status # Open Opportunities by Stage Weighted Pipeline Value by Ac I've ranked industries by their average deal size, using only deals created and closed in the
oo current year. | grouped by industry and sorted the results from highest to lowest average
pportu... Opportunity Stage deal size, with no row limit applied.
194
Lost Qualificati 148 2
ualification < :
o Small Business @) TC25 Superdemo - Sal... ' - Semantic Model
$2.3M 4
@® Won Value Proposition 63 . P

Prioritize top opportunities Understand rep performance " Identify account whitespace
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Enrich Service Agents with Analytics @

+t$ Home @ Cirrus Command Cent... X (] Yr ¥ ¥ e .
Cirrus Command Center (@) (Cshare ) (¥)
Analytics Agent v o & X

CIRRUS

e show me the top 3 channels by first contact resolution

Service View

é Here are the top 3 channels by first contact resolution. Let me know if you'd like more details!

Here are the top 3 channels by first contact resolution (FCR) rate:
S Sales Overview Pipeline Analysis 1. Website: 75% FCR rate

Helatec Rasuboaics. 2. Chat: 64.15% FCR rate

3. Community: 57.14% FCR rate

Case Status Case Priority. Case Type Primary Industry

All ¥ All Vi All hd All - - - A o
[ ) | ) | J r_ These rankings are based on the FCR rate, with Website leading as the most effective
channel for resolving cases on the first contact.
Customer Satisfaction (CSAT) Open Cases Closed Cases
All (] Al Origin
4 1 Expected 1 O K Expected 2 4 K High
Website! 0.75
i 2 S ¥ . 376«
eI o stibn
A AL 4 " I TR
Jan 1, 2025 Jun1, 2025 Aug 4, 2023
e 2 o Community|
Customer Satisfaction (CSAT) on June 1, 2025 was 3.8 and was within the expected range Closed Cases on July 26, 2
of 3.7t0 3.8. Jul 27,2023 Aug 1, 2025 cases to 8.3 cases.
0 0.2 0.4 0.6 0.8
. FCR Rate
Open Cases by Installation Recency Open Cases by Week »
InstallationRecency Case Priority > Sources (1)
1 Year o Below @ 1 Year or Below Primary Industry Critical High Low
® 2-4 Years TN |
@ 5+ Years Agriculture S8 20 a6 13 i
® Medium

Identify common issues Understand and improve CSAT
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Marketing

Home

Campaigns v

6%

$512.1K

MEDIA SPEND
57%

M Paid Search
I Display Prospecting
[ Display Retargeting
M Paid Social

Conversions

by Campaign

Drive the Future 5,268

Comfort Cruising 4,6¢5

Rugged Outdoors 2,112 I

Track conversion rates

Einstein Campaign Insights

e N

‘ Q Search...

Contacts v Leads v Prospects

; Creative

\/\ 2,376

by Conversions (X) and Campai

200K
CPA :
$42 150K
T ———
V -46% Yo $39
. 100K
$0.78 — $0.91
A 31% Yoy S0K (@
5 T
MEDIA SF ) ‘,R)
$0.5M \/— $93K o« @
V¥ -19% YoY oK 2K aK
by Channel by Demographics

Paid Search 7,236

B -

Display Retargeting 3,924

y Prospecting 789

45-54 1,}119

aid Social 126

—m

Identify target segments

Enrich Marketing Agents with Analytics &

® x-» © ﬁ
@ Results

Agentforce @

T+

wr+ableauw

+
from §» Salesforce

show me total sales and days to turn by vehicle

9.0M i
‘) show me total sales Model Y
@
& Results ® Model F
Model X
o Model D
2 @0
9.0M L Nieoli§iBI C
® ¥} Model A
Mode o
® M<:
. Model l)J(In( ‘
£ o
i Model Z
k] Model
5
0 90
Average Days to Turn
Highlights & Insights
0 s o 2
Ave « ¢ Highest Sales: Model Y achieved total sales

Highlights & Insigl of $8,468,351.40.

« & Highest Sal
of $8,468,351.
« M\ Lowest Sale
of $1,500,821.6.
days to turn at 80.104.

days to turn at 80.104.

The analysis reveals significant sales performance
variations among vehicle models.

Describe your task or ask a question...

Predict customer churn

« "\ Lowest Sales: Model Z recorded total sales
of $1,500,821.66 and had the longest average



Tableau Next .+

The world’s first agentic analytics platform

Agentforce Tableau Tableau
Marketplace

il &

- ()
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer @;

Action Layer

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform

v T

Apps for
Salesforce

ableau

from §» Salesforce
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arketplace
reate and reuse analytical assets

Enhance Collaboration 4+

Choose Dashboard Template

Sort By

[Name (Asc) / Name (Desc) [Search templates......

Ve

@ C360 Metrics Overview @ F/Z Layout G Executive Overview

Osthom T - - - - - e 1 e 2 w3 @ aphavet, inc.

54,323 97.2% 52.2%

Create Templates ' : :

This layout template is designed based on proven eye-tracking

This template provides a comprehensive overview of key
performance indicators (KPIs) relevant to the C36 program. It offers principles, guiding users naturally through dashboard content for
a detailed breakdown of performance across various dimensions, e...

Sales Analyst Layout Analyst

maximized comprehension. Choose the z-patten layout or high=im...

G Performance Overview

+ Create Blank Dashboard

Provides a high-level snapshot of critical business KPIs, including
revenue, profit margins, growth rates, risk management, and trend
analysis. Designed for executives and senior leaders, this dashboar...

Executives Managers

Reuse Assets



Tableau Next .+

The world’s first agentic analytics platform

Agentforce Tableau Tableau
Marketplace

il &

- (25)
Data Pro Concierge Inspector VAN

Private

Share, reuse,
and extend
assets

Visualization Layer é;

Action Layer

Semantic Layer Public
Distribute and
monetize

Data Layer solutions

Built on the Agentforce 360 Platform

v T

Apps for
Salesforce

ableau

from §» Salesforce



Tableau Next Apps for Salesforce
Accelerate time to insight with purpose-built analytics

Can you show me total sales by product family?

Team Solutions contributed $694.8K.
Analytics Suite contributed $520.0K.
+ Data Management Suite contributed $392.9K.

These product the

the overall

Team Solutions|

Analytics Suite

52003

@ TotalSles (Current Quarer) - Submetric

Optimize Pipeline
Expand Deals
Grow Revenue

Average CSAT

Filter Metric ©

Time Range: All ¥

s ata
Then, follow the metric to receive updates in
Agent
Al v |
10
s
Equals v
5
Value Select All
B

Acme Dispatcher
(O Adam Mercer
O Alan Reed

31 de mar. de 2025
() Alexander Raneri

Show Selected (1) Clear Selection

] --)

On June 3, 2025, the last day with available data, Av,

_/

Measure Agent Impact

Boost CSAT
Improve Sentiment
Expedite Resolution

Clicks @
01.06.2024 - 20.07.2024, Meta Ads

468 a»

11 week left
8

Dec 08

Dec1s
The average amount of spends to acquire

each new lead through the marketing
channels

W,

Drive Conversion
Track Attribution
Optimize Spend

\_

+
wtableau

from &® Salesforce

Care Agent Analytics
Heads up. Retention Rate is trending negative.
Patient Adherence & Drop out Analysis

Patient Not Responding to Assessment /;)
This Month

7K

-10% vs. prior month

Tod:

Number of Patients not Responding has dropped by 10% against last month. 30
Patients have dropped out off enrolment

Reduce Patient Churn
Grow Client Portfolios

Optimize Agents

J
Understand Agent Performance )




Accelerate time
fo value

with purpose-built
analytics that are
Al-ready

Optimize for
your business

with a composable
and extensible
platform

T+
v tableau

from §® Salesforce
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Accelerate time to value with
out-of-the box assets

Gap to Quota

Enrich Al insights with " ) Set and track goals with Si.6H!

Attainment +3% vs last week

a pre-configured SDM T opinionated metrics 1B

Escalated Cases
+3% vs last week 79K
A+33.2%

A AN

Understand data with Drive outcomes with
pre-built visualizations actions directly on insights

+

Powered by Tableau Next
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Optimize for your business with o
composable and extensible platform

Extend analysis with - h_ Embed and collaborate

any data k around insights in the flow '
3 @ Third Party

Unlock exploration with Modify, create and reuse
conversational analytics metrics & visualizations

*specific licensing required



Tableau Next Apps for Salesforce

Purpose-built

2 Sales

s

Get revenue insights, analyze sale stages,
spot lead trending and team performance

MWMWMMWMM

& Revenue

Subscriptions & Revenue Lifecycle Analytics

84341 2920 75000 6421 | ]

Fine-tune pricing, streamline fulfillment and
subscriptions, enhance billing visibility

¥ Service

Improve case resolution/CSAT, understand
customer sentiment, monitor agents, ITSM

@ Field Service

Optimize work order resolution, reduce
response times, view by territory

@  Marketing

Track conversion rates, identify target
segments, predict customer churn

® Ageniforce

1234 = 1234

Monitor and optimize agent performance,

starting with Service Agent

e
wr+ableau

from @® Salesforce

analytics across use cases

& Industries

Mass Market Insights

Key Metrics

156.79% 632 801
oss Er 8600

mmmmmmmmmmmmmmmmmmmmm

Life Sciences, Financial Services, MFG, CG

® @ Data & Integration

Monitor consumption-based products and
optimize API performance and response



Tableau Next .+

The world’s first agentic analytics platform

Agentforce Tableau Tableau
oo Marketplace
iflnfl Q@ N4
Data Pro Concierge Inspector (Zl_’l\)
Private
Action Layer ohare, reuse,
assets
Visualization Layer é%
Semantic Layer Public

Distribute and
monetize

Data Layer solutions

. Built on the Agentforce 360 Platform

¢ tableau

from §» Salesforce

Apps for
Salesforce

@
&
4]
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Tableau Next and Slack

Transform productivity with agentic
analytics in every conversation

4 Marketing-campaigns v Don't sdd water i Analytics Agent e X

Collaborate on a shared source of truth

@ Messages  [5) Canv: More v + Carmen Vega Just naw

. . -H—mtw« 517 PM Show me the trend of total sales over the past yea
Works for me, @Zoe. |'ll start brainstorming some campaign taglines and messaging ideas,
S ha re I |Ve, AI_pOWe red m etrl CS a n d “ @ '?I ::ae'v:‘:b:ﬁ::kdowr oflolalsalesbvp roduct family.

How else can | assist you?

dashboards across Slack channels, DMs, and
canvases for smarter decisions

Total sales this quarter by product family:
i genera  Team Solutions: $575,245.62
0:41 " . = - st b et 30 s « Analytics Suite: $520.025.66

» Data Management Suite: $392,853.61

< |°‘ Analytics Agent + Tl‘aldfales {Curmulative) « Integration Solutions: $342,995.21
New Thread v able ' 2
« Sales Suite: $190,472.58 (1]
= & Zoe Maxwell 11:30 M 4M Tea_m Solulion_smd(hehighes!Iota.lsa|e$. :
Explore and act on trusted data with agents W gl s ol gele el
by product family? 5-03-11 - 2025-04-11, Enterprise +1 the fiscal calendar quarter. (2]
3% (+719.5K) vs. prior period (2/6/2025-3/9/202
M M «*  Analytics Agent AcenTrorce 11 4, Product Family
= ere is the breakdown of total sales by +T  Tableau
n r IoNns in nN r 9] icre s the resiionn o ot sles W
product family. How else can | assist g 2.37M

language, get accurate, contextual responses
and visualizations

« Integration Solutions: $342,995.2

« Sales Suite: $190,472.58 Mar 10, 2025 Apr0,202 0
Team Solutions had the highest total \pril 8, 2025, the last day with available data, Total Sales

sales, while Sales Suite had the nwlative) was 2.4M.
lowest. This analysis uses the fiscal

calendar quarter. [1]

your 1] o et o _
Total sales this quarter by product i i _
family: w4 semun
« Team Solutions: $575,245.62 oK _ i
« Analytics Suite: $520,025.66 R
 Data Management: $392,853.61 0 — _

Unlock deeper insights
Jump to Tableau Next directly from Slack for

4. Product Family 1 _ Mess ;
richer data exploration and instant, re oo | # o+ 0en
actionable insights — :
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Tableau Next and Slack
Share dashboards and live metrics

o0 @ Q Search Acme Inc Einstein V. @

t team-cs-leads v Invest in the dream team 17 v B

B8
eply Last reply today at 10:00 AM

adv 5 Resourcesv

pxwell 11:33 AM
ent

Carmen Vega Just now
# Announcements 5
# G | * @Casey Looking at this metric and wondering if you could pull in to the metric license activation information for the Travel and Luggage
enera

deals? | think that data will give us a more holistic view of how we are doing overall. Thanks!
Rty 4t Helpdesk

n # Marketing

Sync user permissions automatically

Total Revenue

Tableau ~

+T++ Qu
.L'_'j. Channels 4‘v_i_++ Total Revenue
Analytics sales ot Quarter to Date

#
4t support $44
#*

user-feedback

- $44M =
¥ Direct messages "

‘M Arcadio Buendia o

e Lo b0, 138 Daison -4% vs. prior month to date

v Apps

@ Poly

Anew tren
trending u| ]

Easily share from Tableau Next to Slack

Message #team- Quarter

+ A2 © @

A new trend has been detected for Total Revenue. Over the last 75 days it is now
trending up at approximately 2k/day.

Details as of October 11, 2024 at 11:30 AM
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Tableau Next and Slack
Embed live metrics in Slack canvas

Insert live metrics in canvas

~ Team Metrics Canvas

~ Team Metrics Canvas

We will use this Canvas to monitor the health of our business! It includes a live view of all of our team’s metrics, filtered to our team’s context. It also

@ Total Open C:

Edited 4 hours ago @9%

includes a related list of our opportunities and tasks, including current status and due dates. Please review this ahead of our monthly team check-in.

@ Team Metrics & Goals:

+i+, Total Sales
it Quarter to Date, United States

$44M

+4% vs. prior quarter to date

Quota Achieved

Apr 31

nd is above the expected range,
California, Arizona, and New York.

#2025 at 5:32 PM

Sales Team Task List

o+ Pipeline Generation
+4++  Quarter to Date

Off Track from Goal

$150M

-6% vs. prior quarter to date

Jan1 March 15 Apr 31

A new trend has been detected for Pipeline Generation. Over the
last 75 days it is now trending up slowly at approximately 21k/day.

Last refreshed: March 15, 2025 at 5:32 PM

s Email Click-Through Rate

%

+++  Week to Date

4.5%

-2.6% vs. prior week

71%
? 4.5%

Mar 8 Mar 15

Email click-through rate is trending below the expected range. A
slight dip this week may require attention.

Last refreshed: March 15, 2025 at 5:32 PM
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Tableau Next and Slack fom @ lesforee
Browse related threads on analytics

(® | Q search Tc25DemoBooths

TC25DemoBooths v @ sales-leads 82 o v Metric Tableau c i X *
@Th @ Messages (P Add canvas  + .
—_— Total Sales (Cumulative)
69 Huddles _,—/ Today ~
) Tableau @
; A *
Details Conversations 32
i i —— i https:/tc202504001.lightning.force.com/tableau/exploreMetric/1HUfo0000C
OnApel 32025, the last day.\With avallable oata, Total ales timeRange=ey)vcGVyYXRvcil6IJIdHAIZWAILCJ2YWx1ZXMIOlsiMjAYNSOWM
(Cumulative) was 2.4M
Harry Anderson 3:43 M Harry Anderson
Hi Team, we might need to push a bit more on stuck opportunities. Let's huddle to discuss. # random | 1 month ago T k t 'th d l,
s ek rack engagement with your data
Analytics
Tableau w»
help-analytics
Sara Parras
Total Sales (Cumulative) Wik # Ly
Chanals e 3:43 PM # sales-team | 1 month ago
Channels + Tableau
Hey team, my metric digest just came in, and | noticed that our Total Sales are
down @) Let's dig into this together
2.4M
2025-03-11 - 2025-04-11, Enterprise +1 Sara Parras
23.3% (-719.5K) vs. prior period (2/6/2025-3/9/2025) v Mt ot
0000C
¢ Sara Parras S0wM
# marketing-campaigns | 1 month ago
Hey marketing teamgreat work on the Manufacturing campaign! Looks like
v 000C
& A 2 n 4
it's now our second largest industry in the past 30 days &/ ,./ X0%3

T Hopefully it will help us get back to our expected range for Total Sales.

On April 8, 2025, the last day with available data, Total S; Q a 2 repiies Last reply 1 month ago

(Cumulative) was 2.4M.

@ © T Monitor conversations in real time

Message &sales-leads e Sara Parras
@ &) Team Metrics | 1 month ago

+ Aa ® @ [m: I3 https:/tc202504001.lightning.force.com/tableau/exploreMetric/1HUfo0000C

timeRange=eyJvcGVyYXRvcil6lkxhc3RORGF5cylsinZhbHVIcyl6WzMwXX0%3
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Tableau Next and Slack
Ask questions about your data

@ Q Search SkylineSys gEinstein v @

SkylineSys v = 7+ marketing-strategy v Investin the dream team Q17 v B Analytics Agent < X *
= Unreads £3 3Pinnedv  [3 Resourcesv 3
@ Threads g 1reply Last reply today at 10:00 AM N " )
4+ B> Drafts & sent PR Zoe Maswell 555 W conversation Ask natural language questions
b Excellent .
Sl *) Lisa Zhang Just now
# announcements Y LisaZhang Just now ), 4 ’
# : o Hey team, our overall engagement is down about 15% from last month. Let's figure out why. httg Why did our Monthly Engagement
genera salesforce.lightning.force.com/lightning/o/Marketing/home?/metric_MES (V%]
A e deck Score drop by 15%7
X MES (Monthly Engagement Score)
E] # marketing Tableau ~ - » .
& hiring ) '@' AnalythS Agent Just now
+++¢+ MES (Monthly Engagement Score) = The Iargest decrease is coming from

7 Project Gizmo

Europe, which has a 25% drop in
1t project-gizmo

83% Low engagement compared to last

month. That region alone accounts

v Channels =15% vs. prior month
for most of the overall decline.
1t sales 305K/\_/\
t
1t suppor SEi " :
3 user-feedback ++ Engagement, Feb 2025 5
Jan 2025 Feb 2025 200k |
Engagement has gone donw 15% this month in comparison to Value Value
last month at an approximate rate of 1.2k/day. ] 150k Value
o
= 2 Value *
etails as of Febr O 100k ?
olly . . - . . o
@ PP Get insights and visualizations kA
c
w50k
Message #marketing-strategy
0 | N— -

+ AAa® @ O ¢
N Amer Europe Asia Africa S Amer
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Tableau Next and Slack
Track Slack conversations in Tableau Nex

e 4 -
l ) B3 +'++ Home Conversion Rate X @ -’Q ? ; l 2
Conversion Rate < Slack threads A X
* # enablement-hub
Filter Metric © Time Range: Previous Year ¥
I Use filters to focus on the most relevant data. 73 Sara Parras April 11, 2025 at 11:38 AM
O1ir ranuarcinn rata ic trandina unl Nire wnrk

Then, follow the metric to receive updates in 0
our digest. Expected 9 i i =
your dig A (o) +10.6%(+6.4 pp) vs. prior period (1/1/2023-12/31/2023)

Account Type

‘é‘ [ v ) 70%

0% Q Sara Parras April 11, 2025 at 11:38 AM

i enablement-hub

Opportunity Type
( Our conversion rate is trending up! Nice work

[AII v | 50%
enabling those sellers .
- 40%
Product Family §
All v 30% "
l J Conversion Rate
Product Name 4% Tableau Object
(an v 10%

Primary Industry 2023

(an v) hreads about your data

Conversion Rate in 2024 was 67.0% and was within the expected range of 66.0% to 68.0%.

Account Name

[ An v |

Conversion Rate by Primary Industry
Opportunity Owner
[ Au v |

Apply Telecommunications |
Technotogy [N

Heaitcare |

Manutacturin [N
T |

Meci | —

Financial Services

Primary Industry Opportunity Type Product Family Account Type Product Name

Jump to Slack directly from Tableau Next

Open in Slack (7
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Tableau Next on the Salesforce Mobile App
Access agentic analytics, wherever you are

2:10 ol T @) 1:49 w156+ E8
2 Q a X Agentforce
Tableau Next @ Conversational analytics at your
&) fingertips
Insight Summary o John

What were the top-selling products

Last updated 1second ago 4
last quarter?

Opportunity size surged by an impressive

62,476.66%. Sales peaked at 51.8K while & Agentforce

Units Sold hit 1.0K. Overall, 4 of 7 metrics Here are the top-selling products last
hanged: 2 favorably, 2 unfavorably. quarter. Anything else you need?

i ¢ Sales Enterprise Edition:

Follow metrics that matter to you & . $1.1 million

» Sales Professional Edition:
$399.9k

i 52.5K » Sales Essential Edition: $140.1k

6/1/2023 - 6/22/2023 -41.5%
These were the top-selling products
B last quarter, contributing significantly
evenue 1.4M to total sales.
6/1/2021 - 6/22/2023 +53.8%
Sales Enterp... - 1.06M
Units Sold 11K
12023 ~BIA2[2025 Wi Sales Profes . 399.93K
Units Sold 12.3K Sales Essent... I 140.06K
All \AlAaet
L)
@ How can | help? \!}
P il
A B M»» #H = T — Get actionable insights on-the-go
Home Analytics Chatter Tableau
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Embedded Analytics in Salesforce
Bring insights directly into the flow of work

. W Lightning App Builder Opportunity Record Page ? Help

O Desktop v Shrink To View v ‘ (6 ‘ Deflne Con‘l'eXI'UGl fI",ers for ze H Activation... ‘
Components  Fields users

Oppor

() SMB RCG - ShopProduct Traders - Sales Expansion - Add-on E

*Label

Components Fields Account Nama Close Date Opportu

ShopProduct Traders /412025 $38,045.88 O car

{ Opportunity Record Page ‘

* APl Name

Posecing  Culfaion Newds Arais Vi Propes. 1 Dot porcotion s prosossprice neseisionre ST (S | Opportunity_Record_Page3 \

Q_ tableay| o ‘ o~ ‘

*Page T
Activity Details Chatter Related skt
Record Page
Vv Standard (4)
(@ woacal | v (@ newtask v (@) NewEvent [ ) (Qemai | € Contact Roles (1) ¥ )
Object
+ﬁ-* Tableau Next Dashboard o Filters: All tme - All activitios - Alltypes (% E ndhal Gorcia, (T S Sy
Refresh + Expand All - View Al i Bover
1+ . Title:CTO
+|f.,:' Tableau Next Metric [Beta] + Upcoming & Overdue Template
View All ===
+T;+ Tableau Pulse Secemtad by sed L Header, Subheader, Right ... ’ Change
4 No past activity. Past meetings and tasks marked as done show up here. © Partners (0) 3
i+ Tableau View inti
i+ Description
- @ Products (1) - ‘
Sales Cloud Dashboard Sales Enterprise Edition 0
Pipeline Analysis Executive Summary  Performance Trend
. . . View All
Drag and drop in the Lightning P T ———
App Bu i I der . =S g e =) ¥ © Notes & Attachments (0) s
Total Sales (Cumulative) # of Opportunities Pipeline Generation roT——
" Al 2, Upload Files

40 M 4.9K 127.8M Embed dashboards and metric cards

56.6% (+40.9M) vs. prior perioc (+4.9K) vs. prior period +137,494.4% (+127.7M) vs. pror period
Get more on the AppExchange ) et o1 ' @ stage History (2)




Built on the Salesforce Plaiform
Embed analytics anywhere

Salesforce

Components  Fields

Q tatlesu o|[s-

~ standard (4)

 Tableau Putse hery o o

¢ Tabloau View

+ custom (0)

~ Custom - Managed (0)

Sales Cloud Dashboard

Pipeline Analysis Executive Summary ~Performance Trend

Account Name Account Type Opportunity Type

- [Nl v Al vl Al ]
Total Sales (Cumulative) # of Opportunities
Al Al

2,012,966.6% (+40.9M) vs. prior period +97,960.0% (+4.9K) vs. prior period

mr—

© paas (o)

© producssty

Opportunity Stage Days t
All v (A

Pipeline Generation
Al

127.8M

+137,494.4% (+127.7M)

Slack

 Team Metrics Canvas. [ — A

/ Team Metrics Canvas

We willuse this Canvas to monitor the health of our business! It includes a live view of al of our team’s metrics, fitered to our team's context. It lso
ludes arelated st of our task

status and due dates. checkin
»
@ Team Metrics & Goals:
Total ales: s .. Pipelne Generation : 1. Email Cick-Through Rate
¥ Quarterto Dte, Uit Ststes & ¥ QuanertoDate 4 Weekto Dte

$44M wwes | $150M e | 4.5% =

+a55 va.prio uaner o date % v, pio quarter to date % va.prorweek

2oy Total Sales

*+ Quarter to Date, United States s
e $44M O
N +4% vs. prior quarter to date P ——
‘ $44M
‘ ‘ Quota
of
Jan1 March 15 Apr 31

Total Sales has reached its goal and is above the expected range,
primarily driven by an increase in California, Arizona, and New York.

Last refreshed: March 15, 2025 at 5:32 PM

+

+
wr+ableauw
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from §® Salesforce

9:41

< Lead ConversionRRate [f s

Quarter to Date, Area | Customer Service +2,
GEO Region | Australia [ Oceania +3, +2 more

73.5% on Track

N
1.3M of 2.2M Goal Met | 45 days left

$3M
Goal Achieved

Jul1 Sep 30

Total Revenue this quarter reached $44M on
Aug 15, 2024. Total Revenue is now 73% of
Goal with 45 days left in the quarter. A new
trend has been detected for Total Revenue.

Total Revenue Group by

Product v

product & NI 2:00

#9% Ask Einstein U}

A B O W =

Home Contact Tableau  Opportunity — Menu
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Policy Based Governance

Maintain trust with Object, Field and Row Security

. Q search O+« @ar22a0a @

Data Cloud Home Data Streams Data Lake Objects Data Governance Data Explorer Data Model Search Index Einstein Studio Identity Resolutions Profile Explorer Calculated Insights More W rd
Home
Da!a. G.wernance New
Tags Policies
Classifications Q Search Policies ¢

20items - Status: Active

Taxonomies
Policies that grant all users default access to all object: the data space can override stricter access control pol
Policies &

Name 1 v  Created By v | Created Date v Last Modified by v
1 Deny_Account_Info Alex Gormely Oct 25, 2024 Alex Gormely v
2 Allow All Alex Gormely Oct 29, 2024 Alex Gormely v
3 Deny Payment Details Field Alex Gormely Oct 29, 2024 Alex Gormely -
4 DenyFiancialPaymentCardinfo Alex Gormely Nov 13, 2024 Alex Gormely v
5 DenyPersonalPIl Alex Gormely Nov 13, 2024 Alex Gormely v
6 Deny ionOfCal iti Alex Gormely Nov 13, 2024 Alex Gormely -
7  rs_on_index Alex Gormely Nov 19, 2024 Alex Gormely v
8 AB_Finance_AllowAll Gaurav Tewari Nov 21, 2024 Alex Gormely v
9  AB_Finance_DenyField Gaurav Tewari Nov 21, 2024 Gaurav Tewari v
10  RLSOnPayments Alex Gormely Dec 2, 2024 Alex Gormely v
DenyServiceSecured Arun Iruthayaraj Dec 6, 2024 Arun Iruthayaraj v
Ce ntrq I Iy ma n q e a I I k  DenyServiceEO Arun Iruthayaraj Dec 6, 2024 Arun Iruthayaraj -
o _g . Access 02 Data Alex Gormely Jan 3, 2025 Alex Gormely v
ente rprlse pOI|C|eS TMINTL Allow All Alex Gormely Jan 3, 2025 Alex Gormely v
Access Wembley Data Alex Gormely Jan 3, 2025 Alex Gormely v
Access THS Data Alex Gormely Jan 3, 2025 Alex Gormely v

17 Access Public Data Alex Gormely Jan 3, 2025 Alex
18 LNE Allow All Alex Gormely Jan 3, 2025 C 0
i rr— Fi eate once and automatically

20 RLS_Opportunity_Owner Alex Gormely Jan 20, 2025 q pply eve rywh e re




Engine

Increased overall
Customer Satisfaction
(CSAT)
by ~20% after adopting
Tableau Next and Data 360

salesforce

Tableau Next: Turning Data Insights info
Better Customer Experiences at Engine

Problem

Engine, a Denver-based travel technology company with a
private hotel booking platform, struggled with a rigid,
custom-built analytics system that was difficult to maintain.
This legacy setup left the company lacking crucial insights
into customer intent, utterances, and the performance and
satisfaction with their Al-driven service.

Solution

Engine transformed its service operations with Tableau Next.
By replacing a rigid legacy system with agentic analytics,
real-time insights now flow directly into Slack and Salesforce
workflows. Chloe, their employee agent, automates routine
tasks, freeing staff for personalized support. With semantic
data models and daily analytics, Engine tracks KPIs, customer
interactions, and security trends—making data accessible to
all and driving efficiency, smarter decisions, and higher CSAT.
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Tableau Sales 3a60a Slack Agentforce  Service

“Tableau Next has
simplified tracking KPIs by
enabling the natural
building and joining of
models within the
semantic layer. This has
helped us measure the
effectiveness of our agents
by tracking two main
metrics - customer
satisfaction and how
effectively our internal
teams are servicing
customers.”

e — Joshua Stern
Director, GTM Systems
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32x faster
reporting process,
improving time to insight
from four days to one

20% more efficient
saving staff one day per
week for high-impact
program work

100% adoption
of AOT’s Data &
Development team
members

salesforce

America On Tech Transforms Grant

Reporting with Tableau Next

Problem

America On Tech (AQT), a nonprofit that prepares underestimated
students for technology careers, struggled to create annual grant
reports for 50+ funders. Grants come with strict guidelines to
provide progress reports and respond to impact data requests,
often taking 4 days to compile per grant. This intensive manual
process diverted staff from cultivating strong funder relationships.

Solution

With Agentforce and Tableau Next, AOT generates customized,
data-driven reports in under an hour. From staff prompts, the Al
agent autonomously gathers student success data and visualizes it,
producing charts and graphs ready to analyze for reporting. AOT
can quickly show that students in its programs meet funder
requirements by completing internships and advancing in
technology careers. With time freed from reporting, staff can
cultivate stronger funder relationships that sustain growth and
mission impact.
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Agentforce ~ Tableau Sales Marketing  Service  Data 360

“Now anyone on the team
can ask questions to the
agent and have all their
answers in a matter of
minutes. It speeds up the
whole process and our
ability to get back to our
partners faster, which they
appreciate, and our
Salesforce administrator
and the rest of our staff
are able to work on
higher-level strategic
projects.”

Jessica Santana

CEO
America On Tech
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Improved analytics
adoption among
employees from

10% to 80%

Slashed time required
to generation and respond
to customer insights by
more than 80%

Saved 4,500 hours
per month across 150
employees

salesforce

Leave a Nest Turns Data into a Profit
Multiplier with Tableau Next and Slack

Problem

Based in Tokyo, Japan with subsidiaries in Southeast Asia,
UK, and US, Leave a Nest provides knowledge
manufacturing as a service, which gathers worldwide
knowledge and research and enables people to better
society and solve global problems. They already had
leveraged their core Salesforce platform for more than a
decade, but needed a way to leverage the vast amount of
data accumulated over time to further scale their business.

Solution

Leave a Nest centralized their data with Data 360 and accesses
Tableau Next and Slack to recruit, promote, and track their
conferences far more effectively and easily than in the past.
Not only do employees have intuitive dashboards, but they can
also ask questions of their data directly in Slack on mobile
devices. This enables them to collaborate around trusted
insights and visualizations to answer all their questions and
quickly take action.
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Data 360 Slack

Tableau Sales Heroku

“Tableau Next and Slack
have given us the
competitive advantage of
running our events with
much greater precision,
leading to stronger
connections and better
outcomes for both
researchers and industry
partners. The most
significant benefit is not
just efficiency, but making
things possible that were
previously impossible.”

Takeshi Hiratsuka

Director, Leave a Nest
Knowledge
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Get started with Tableau Next

Learn more at

salesforce.com/tableau-next

Tableau+

is your path to Tableau Next
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How the Concierge skill works

Conversation m Execute Outcome

Answer via metric insights

. Set metric ~ Generate Synthesize Generate
el insights and viz insights explanation

filters

(via template)

In total, 57 leads have
completed a demo,
which is up 11% from

How many active Q3.
leads are in my

pipe? Am | frending )

up flomlastquenton Answer via semantic query 57

Generate
explanation

- Ground > Assess level of Generate > Generate viz >
semantic layer clarity query
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One unified porifolio built for the
agentic era

Tableau _

Action Action Action
Visualization Visualization Visualization
Tableau Data Sources “ Semantics - Data Sets
Data Data Data Recipes / Data Flow
Connect to Tableau Semantics Build agentic analytics
to perform deep data experiences on trusted data
exploration on your semantic from existing investments in
data models Tableau and CRM Analytics
GA | Now GA | H2 2025

Analytics Interoperability
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