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Best practices on
guiding users
through the UX
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Pages and App Organization

Color and Formatting

Progressive Disclosure

Driving Faster Decisions

Impactful Charting
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“ The Community made it clear:

great UX in Anaplan is about
clarity, consistency, and
confidence.

Make sure your users
don’t just interact with
Anaplan — they trust it to
guide their decisions and
accelerate business
outcomes.

comes from logical organization

and progressive disclosure — users
should never feel lost or overloaded.

comes from color standards,
formatting rules, and structured navigation
that feel intuitive across every app.

comes from surfacing insights
quickly and pairing them with actionable
next steps — whether through charts,
KPls, or Workflow approvals.

Anaplan Confidential
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Prompt 1
Pages and app organization




Pages and app organizations
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Creating a homepage is an
absolute must for larger
apps so that a user is aware
of all the available
pages/options to plan.

Even better if the homepage
can be structured as per

the planning flow so they
know where to start & where
to end.
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Community wisdom: pages and app organization

Design apps as a roadmap — with clear naming, logical grouping, and role-based

access so users always know where to start and where to go next.

Organize by
role or process

» Group pages
logically by
persona or
workflow.

» Use categories
and numbering to
create a logical
flow.

Anchor with a
homepage

« Start with a page
for KPIs and
navigation.

* Outline the steps
so each user
knows what to
expect.

Leverage role-
based views

* Hide pages
irrelevant to a
persona or role.

* Reduce clutter
and focus users
on what matters.

Guide with
navigation aids

* Add buttons,
links, or arrows to
direct users.

» Show the next
steps clearly.

Anaplan Confidential




What else to consider

Create design and wayfinding
standards

Consistently apply naming, layouts,
and navigation, and use icons,
spacing, and headers as signposts
to guide users.

Plan for scalability

Set up categories and hierarchy
that can absorb new processes or
pages without breaking flow.

a Design with rhythm in mind

Structure pages in cycles
(summary — detail — action) so
users learn and trust the navigation
pattern.

a Less is not always better

Avoid the “one-size-fits-all” trap by
considering tailored navigation
and pages based on roles and jobs
to be done, focusing on their unique
needs.

Anaplan Confidential
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Organization examples

& 1.4 Gross Income

1.6 Disposals —

Credit: matthewreed
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Home page examples

IN
PROGRESS

IN
PROGRESS

PENDING
REVIEW

IN
PROGRESS

IN
PROGRESS

inaplan

R&D >

1,606,813

G&A >

60000 - G&A

Salaries & Benefits >

2,338,829

60000 - GEA

70000 - Salaries & Bene...
Marketing > 80000 - R&D

81000 - Travel

83000 - Marketing

1,660,000 opex

COST CENTER SUMMARY

@ Target @ Forecast

70000 - Salaries & Benefits

1,167,463
2,893,658
2,025,561
1,113,870
1,157,463
8,348,015

@ Actuals Run Rate

80000 - R&D

Forecast

1,317,461 ==
2,338,829 e
1,606,813 em———
284,340 emm——
1,660,000 e
7,207,443 omm——

- PlaniQ Fcst @ Alert

Variance

(159,997)
554,829
418,748
829,530

(502,537)

1,140,572

284,340 I I

81000 - Travel

83000 - Marketing

Revise
Revise
Revise
Revise

Revise
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Prompt 2
Color and formatting




Color and formatting

Defining a standard for

conditional formatting
improves intuition,
simplifies setup, and

o > makes troubleshooting

easier.

00000
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$ 20.97M

FINAL MARGIN %

@ 16 -
ZM I——h—l_l_.
ENDING INVENTORY $ 0
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Community wisdom: color and formatting

Use consistent, purposeful colors and clean layouts to reduce confusion, draw

attention to what matters, and build user trust in the experience.

Standardize
your palette

» Keep colors
consistent across
pages and use
cases.

* Apply the same
formatting and
structure across
models and apps.

Apply color
with intent

* Only use green =
good, red = issue,
amber = warning.

» Use high contrast
colors for
accessibility.

Balance clarity
and usability

* Favor muted
tones for data
entry.

* Reserve bold
colors for alerts or
KPIs.

Support
readability

» Use spacing,
alignment, and
avoid scrolling.

* Ensure formatting
is clean and
simple — don’t
pack in too much.

Anaplan Confidential
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What else to consider

Make it branded

Subtly use corporate brand
colors for familiarity, but reserve
bold accents for actions and
exceptions.

Limit grid scope creep

Use large grids cautiously. If the
user has to scroll, you likely
added too much to that grid.
Consider breaking the information
into more specific grids.

a Avoid relying solely on color

Combine color with dynamic icons
and dynamic rich text to tell a
story. This is also important to
support users with color and vision
limitations.

a Consider cultural context of

colors

If your app is global, remember
colors can carry different
connotations in different regions
— test schemes with diverse users.

Anaplan Confidential
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Color and formatting examples

Color
Value Meaning Description Hex Code Example Use Case
10000 g0 G SRS et e s crangea rom he snapsnat vaue
0 Non-Editable Neutral Grey F7F9FD Matches default for non-input cells
1 Editable White FFFFFF Use can input data in this cell

2 Warning/Potential Data Inconsistency  Orange

Potential data inconsistency or requires additional review/approval

T

(E_xpenses

Operating Expenses

Operating expenses increased by 2.2% year over year.

Credit Impairment (Charge) / Write-Back

Credit Impairment (Charge) / Write-Back increased by 7.9% year over year.

Income Tax Expense

Income tax expense increi

\

Pending Requests
1

Approved Requests

0:

Denied Requests

1
L @

~

f

Organizational Level Tasks

\

Task Category Start Date
Load Actuals from Ledger Planning Prep 9/11/23
Fx Market Research [Spedal Project ] 9/14/23
Update Currency Rate Assumptions Planning Prep 9/21/23
Prepare Forecast Templates Planning Prep 9/27/23
Ops Forecast Build Ops Planning 10/11/23
Corp Forecast Build 10/23/23
Finance Automation 11/8/23
Forecast Due 11/30/23

A\

All Categories v

Selected Task
. Fx Market Research

Credit: allison_slaught

a R
(® Create New G/L Account
* Sort G/L Account
(© Delete G/L Account
A\ W

) Page Reset

Anaplan Confidential
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Color and formatting examples

< Income Statement (Internal) & < v

# of Employees

Recurring Revenue

On-Prem
On-Prom License
On-Prem PCS

$00S - Multi Tenant

$00S - Single Tenant
Advanced Services
Government identity Cloud
Advanced Identity Cloud

Maintenance & Support

Total Recurring Revenue

Non-Recurring Revenus
Professional Services Revenue
Other Revenues
Perpetual License Revenue
Other Revenuo

Total Non Recurring Revenue
Salarios
Bonus
Commissions
TRE
Employee phone & internot
Training
Professional Services and Foes
Contractors
Accounting, sudit & tax

Leoal

Jan 28

Feb 26

Working Version v 9110 Controllership v

Income Statement - Internal

(FP&A Model)
Mar 25 Apr 25 May 25 Jun 28 Jul2s Aug 25 Sep 25
52 54 53 55 55 57

Oct 25

s

5

o)

he]

P

=

S

(8]

c

K]

Without BTL Adjustments v Reset ¢ B g
FY23 FY24 FY25 FY26
Month 00 &8 0O
Quarter 31 E) s
Yoar e (0 o g o

Nov 26 Dec 26 Yo

L] 63 55

18
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Color and formatting examples

BUY- IN SCENARIO PLANNING e s o feiaee | [ coms s v
X v

- . - - - . 75K Purchase
Opportunity purchase with scenario simulation comparison

Q!‘ r)l e
I R coccine v

PRODUCT SET UP
New Product Name LASERJET MANAGED E50145DNM 18K

Similar Product Product 1

Product Group Family 1

Suggested Inv Policy  Fixed Qty / Fixed Target

Cannibalization Rate 100%

FORECAST DETAILS

Order Date Nov 21

Launch Date Dec 21 K 0 | | I I I

Units

Ramping Profile No Ramp
Similar Prod Increase

-ex
Close Out Buy? [}
Close Out Quantity

PRICING 12

asn

Suggested Cost $239.40
Suggested Price $478.80

Override Cost - -18K
R

. . g R
Override Price o R R S

%]
V V
&

"3
v YV NG 0%
S

Turn on Elasticity? ]

Override Elasticity - @ Bl GM Forecast @ BI COGS Forecast @ Units Cannibalized Impacted Products Unit Forecast @ Buy-In Product Unit Forecast — Bl Rev Forecast

New Product Forecast Impact Cannibalization Rates

_ Sep 1 mm-mm Ao 22 e 22 m'

BI Product Forecast (Units) 9,965 8824 9,330 13,260 12,175 13,134 15,376 12,149 12,003 Product 1
Product Forecast 11,525 8,631 8,538 9,965 8824 9,390 13,260 12175 13134 15376 12,149 12,003 Product 2
Cannibalized Units - - - 9,965 8824 9,390 13,260 12,175 13,134 15,376 12,149 12,003 Product 3
Impacted Products Forecast 11,525 8,631 8,538 ° @ ° ° c o o o s Product 4
Revenue Forecast - - - $28626,354 $25350,604 $26975530 $38094,587 $34975390 $37,730,218 $44,170,994 $34,902540 $34,480904 $3 Product 5
COGS Forecast - - - $14313177 $12,675302 $13,487765 $19047,294 $17487,695 $18,865,109 $22085497 $17.451270 $17.240452 $1: Product 6
Gross Margin Forecast - - - $14313,177 $12,675302 $13,487,765 $19,047,2904 $17,487,695 $18,865109 $22,085497 $17,451270 $17,240452 §$1: Brand 1
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Prompt 3
Progressive disclosure




Progressive disclosure

Q3 FY24 Performance against our seven Strategic Priorities

Q3 FY24 Porformance

Q3 FY24 Performance

At Engupermars 103, 007 wG1 Y34 .

Aot Camurtton, 80,1175 01 Y3 o

Ao At Propeasn o 100, 136% 21 G2 Y34

e —

kbt P Garetn of 105, 100 o1 08 Y24 .

03 FY24 Performance

EFFECTIVENESS
Impror

“ F o 1 opera

Progressive disclosure helps manage
complexity by revealing information gradually.

Start with high-level summaries and allow users

to explore details through drill-downs, tabs, or
linked pages.

Use collapsible cards to hide advanced data
until needed, keeping the interface clean and
focused.

This approach supports both casual users and
power users by offering simplicity upfront and
depth on demand.

Drill-down capabilities in charts and grids
enable users to investigate data hierarchically
without leaving the page.

This method enhances usability, reduces
cognitive load, and supports efficient data
exploration.

Anjaneyulu Putta
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Community wisdom: progressive disclosure

Be an interactive storyteller, set up a series of paths your users can follow to get to

their desired ending.

KPIs and
drill down

* Use KPlIs as the
entry point, they
can show
performance at a
glance

» Make it easy for
users to drill down
into the data
below the KPIs

Incremental
Information

* Create layers of
detail though
cards/pages
SO users can get
to the level they
need

» Keep each layer
simple and
focused

Tailoring

* Consider the
needs of different
end users, what
information do
they need? Make
it easy for them to
find it

Other
thoughts

» Use tooltips for
instructions so
they don't get in
the way

* Filtering options
can make pages
more flexible and
allow progression
in a single page

Anaplan Confidential
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What else to consider

‘ How do you know when to drill

down into the detail:
Conditional formatting and
icons can help user indentify
what need investigation.

How do users interact with UX:
How do you join the pages
together to create a natural flow
Landing Pages, Access
Controls and Workflow are
some of the tools in your arsenal

a Create a narrative:

Think of how you would walk a
user though the information if you
were presenting it. Be a
storyteller not just a page builder.

a Talk to your Users:

Get key users to walk you through
what they do and where their pain
points are. You don’t need to
know everything use the village to
help you.

Anaplan Confidential
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Prompt 4
Driving faster decisions




Driving faster decisions

4 41 Cost Center Summary (My Page 1) & © & United States - Direct Sales v Dac 21 Forecast v\
/+naplan COST CENTER SUMMARY
1,606,813 h
GRAY ) .
1,317,461 - _ II - I I .
284,340 . I I I = l I -.I I I I
2,338,829 - | m - -
s — T

B oI

Revenue @ Total Cost - Net income / (Loss)

Anaplan Confidential

Add interactive filters so
users can easily change
what data they see based on
things like time, region, or
product. This helps them
quickly focus on the most
important information for
their needs.*
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Community wisdom: driving faster decisions

Eliminate friction by surfacing the right KPIs, filtering out noise, and guiding users with

alerts and real-time insights so decisions are made quickly and confidently

Surface KPIs
upfront

* Place decision-
critical metrics at
the top.

» Use conditional
formatting and
icons to highlight
issues.

Design for
quick actions

* Limit each page to
one primary task.

* Provide direct
links to related
actions or inputs.

Show impact in
real-time

* Use selectors or
scenarios with
instant recalcs.

* Show users the
impact of changes
immediately.

Make next
steps obvious

» Add dynamic text
for alerts, info,
and guidance.

* Include actions to
take the user to
the corresponding
page that needs
action.

Anaplan Confidential
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What else to consider

’ Surface exception handling

Design specific pages to surface
only outliers or variances
needing attention, rather than all
the data.

Make implications explicit
Don't just show numbers — use
text cards or messaging to spell

out “what this means” and “what
to do next.

a Reduce decision fatigue

Limit the number of filters, toggles,
or scenarios on critical pages so
users can act without hesitation.

a Connect decisions to outcomes

Create cross-navigation links
between decisions and their
downstream impact (e.g., how a
quota change affects attainment) so
users can easily flip between
actions and results.

Anaplan Confidential
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Driving faster decisions examples

< 11Control Tower & < ¥

SUPPLY CHAIN

CONTROL TOWER

Add Risks & Opportunities >

Demand Opportunity
Family 2 Product Demand Increase
Customer B 25% Decrease
Supply Risk
Supply Shock- Companent Shortage
I s iicr A Shortage
Plant Downtime
Plant 1 Shutdown
DC Downtime
LDC1 Shutdown

CAPACITY

Capacity Fulfilment %

100%

Production Capacity Plan >

Overall Fulfillment % Margin

@ o112%

Alerts by Geography >

Start Period
Jun23 oct23 40% Demand Incresse b
O Aug 23 Aug 23 25% Demand Decrease
i,
0 Aug 24 Nov 24 60% Supply Decrease |
[m} Jul23 Oct 23 20% Supply Decrease
1
[ Jun 23 Jul 23 60% Plant Shutdown
a Sep 23 Sep 23 60% DC Shutdown I 2
PLANNING PART PLANNING
Notificati Notification:

Product / Component Shortage

11 Alerts

Copacity is impacted by a demand spike
across 39 customer-product combinations.

Based on current requirments there s a
component supply gop of (313,396)

Component Supply >

300K

Hours

All Assembly Plants

oo

@ s2.47%

v

RO.00 No Disruption v o 2

Margin Impact

NETWORK PLANNING

Notification:
Due to supply shortages fulfiliment s below
target goal.

Customer Fulfillment Shortage

9112%

Network Usage >

5 N - IS »
B A A N O

All Local DCs

Anaplan Confidential
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Driving faster decisions examples

Anaplan Confidential

3.1 Cost Center Summary © < & (3 Cost Center 1 Reset o ®
O
COST CENTER IA
ﬁj@ SUMMARY -
G&A
N *** Budget Submissions due

October 1***

267,310
mmn | lll il EmR
L Alert wene

695,347

arget @ Rottom-Up Forecast @ PlamiQ Forecast

R&D Sta
ABOVE
325,000 " @
70000 Satares & .8 270 347 Apove Target
Benesy " <
13 89000 W40 2 X 5..00% X 8953 Above Target v Workforce Event Reconciliation
89000 - Travel m
£3000 - Marketing a 4 o ™M
Marketing oPex 546,338 1,564,848 " 29.48¢ Variance Report
NOIN

e 277188 nﬂﬂﬂ




Driving faster decisions examples

e PROJECT DETAILS I

= A
- -
Billable ($) Gross Budget Remaining Budget Budget Consumed %

@ 172,033k @ 188.233.94K @ 16.200.24¢ @ 723%

- BUDGET PROJECTS LARGE PROJECT INVESTMENTS (>$50,000)

I ) e e s e
Client COO175: Project #6 ® -1,283 603 Client COM55: Project #1 @ 185193
Client C00209: Project #16 [} 780,579 Client CO00S5: Project #5 &= 168,000
Client CO0021: Project #1 L -620,684 Client CO1145: Project #1 - 107,500
Client CO0125: Project #6 L] -579,900 Client C01240: Project #1 &= 100,000
Client CO0001: Project #6 L] -416,688 Client C00002: Project #24 - 95722
Client COO11: Project #5 L] -403,505 Client C00204: Project #2 o 85,650

TOP 5 PROJECT TO BILL
_ Remalning Budget Gross Budgil Consumed (e e Billable Budgmet Comsum-:-d Project Manager

Client CO1179: Project #2 -_—— 1,138,120 @ - 351,020 o= 30.8% Leo Mason
Client CO0055: Project #5 ~ GHEEED 874,725 = 41.4% o—— 518,360 S 39.1% Lucy Edwards Hannah Rivera
Client C91362: Project #1 -_—— 808,044 == 0.4% - - Liam Campbell Henry Powell
Client CO0175: Project #1 _— 783,061 57.9% - 1,220,000 co— 66.4% Oliver Carter Riley Rose
Client CO0014: Project #2 -—— 720,825 17.9% - 102,480 c——— 11.7% Jack Martin Dylan Sullivan

Anaplan Confidential




Prompt 5
Impactful charting




Impactful charting

Region

North
South
East

West

g

Current

Forecast

3125Cr

R142Cr

%9.8Cr

315.0Cr

Target

13 Cr
14 Cr
10Cr

315 Cr

g
|
Wiz

mis

Variance

® R05Cr
L +R0.2Cr
X0.2Cr

2 xoocCr

|+
1z

miz

mE

% Achieved  Trend

96%

101%

98% -

100% =4

iz

Action Required

4 Review pipeline
2 On track
1. Monitor closely

2 No action
needed

Goal: Tell a story with data and
make trends easy to understand.

Best Practices:

Choose right chart type: Line
charts for trends, Bar/Column

charts for comparison and Pie
charts for proportions.

Interactive Filters: Let's users
slice data by Time, Region or
Product.

lokesh1156

Anaplan Confidential




Community wisdom: Impactful charting

The information you are presenting should define the way it is visualised

Consistency

« Comon colours
and formatting
create a cohesive
experience

* Position and use
tooltip and
selectors
intuitively

Bar, Line and
Combo

* Great for
Comparing
categories

» Showing trends
and changes over
time

Pie and
Waterfall

* Pie is perfect for
showing
proportional data

» Waterfalls bring
bridges and
variance analysis
to life

Other Charts

* Scatter chart
enable you to
show the
relationship
between data

 Grids can be used
to show multi-
dimensional data
as heat maps

Anaplan Confidential
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What else to consider

Stacked bars:

These bring additional insights
into the classic bar format
showing both the absolute values
and the breakdown of the value.

Chart or Grid not both:

Don’t waste space replicating the
same information in a grid and
chart, pick to one that does the
best job.

Use disruption:

If used sparingly disruptive
formatting and colours can being
focus to that element on the page.

Charts are not decorative:

Chart are not to make pages look
pretty, while they do make pages
more visually appealing they should
be you because they are the most
effective method of showing that
set of information.

Anaplan Confidential
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Examples of Impactful Charts

PROJECT COST DETAILS
FY25

Inception Year: FY23 Project Description : City Facilities Accessibility Upgrade Project

Completion Year : FY27 Project ID : General Services 500-1
REVENUE FORECAST

Total Products - Total Company

YTD Expenditure Makeup
Mont

Furniture & Planning & Design:
Equipment:

‘ 812,244 (20.0%)
T T 609,183 (15.0%)L

Toronta
Boslo

o0s Angeles Construction: -
1,421,426 (35.0%) Land: 1,218,365 (30.0%)

Hou e B bnn, Ml Dt o
@ Planning & Design @ Land

Mexico (] @ Construction Furniture & Equipment

Budget to Date vs YTD Actuals

3,750,000 &

] l '_’_‘———\/

)

Total Planning & Land Construction  Furniture & Total o= ]
Design Equipment

@ Total Project Estimate

-311,218 Project to Date -~ YTD Actuals
@ Total Approved Amount Revenue Status Over Time
Remaining Budget

Operating Impact Actual Costs

FY27 FY28 All Periods ProjecttoDate  YTD Actuals Variance
Salaries & Benefits 50,000 50,000 100,000 Planning & Design 450,000 812,244 -362.244 e
Equipment & Materials 200,000 30,000 230,000 Land 675,000 1218365 543,365 .
Contractual Services 300,000 700,000 1,000,000 Construction 787,500 1421426 633,926
Other Expenses 200,000 50,000 250,000 Furniture & Equipment 337,500 609,183 271,683 .
Total 750,000 830,000 1,580,000 Total 2,250,000 4,061,218 1,811,218

These examples show how a variety of charts can be used to convey information in a clear,
professional and appeal way.

| would question if they could also indicate if any of this information should be driving an
action though

Anaplan Confidential



Bonus
Process, status, and instructions




Process, status, and instructions

Anaplan Confidential

Financial Planning
It may take you an hour to
build the model logic, but it
S— will take you half a day to
make it easier for the users

=
IE

to navigate through the

,,
o]l [Nl [ ) 1
itiii] [po]

pages like it is Turbo Tax
and they are being walked
\ | . through the process.
i%;}}\ @ i

Ryan Whalen — W Cloud




What else to consider

‘ Think beyond users

a Teach your users

Create centralized landing pages Don't agsumﬁ your usersr\]/villh
to support admins, IT, and project remember what you taught them
managers. Data validation. lay it out. Include a glossary,

detailed instructions, tool tips, links
to training documentation, and
screenshots/GIFs.

° Surface data reliability

When ever possible include things
like source and last refresh
date/time so users can spend time
making decisions not validate the
data.
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Process, status, and instructions examples

Model Administration
Update Consolidation Model

Training

m—
Operational Checklist >

Manage Model-Specific Administration Tasks

6 ’l -7 Training Hub >
- |EF /
223

—— View Model-Specific Training Content & Anaplan Training
e N / Resources
Training Hub & < ¢ > / N
7 N
Home Pagy , / 7 N

Back to Home Page / 7 N

11 > 7
Training Hub ; / 7 > [N

7

e ; / P N

Model Information MO CnaNCE Inte ents > 7 7

Model Description

N

Model Setup

FP&A Model Setup >

Manage Model Initialization Tasks

Headcount Model Setup >

Manage HC Modeling Initialization

Reporting Mappings

Manage Income Statement Mappings

N
Load NetSuite Data >

N3
N3

2 Q
(F Anaplan Resources
i) Anapedia b Anepeca
Y Anapedia
Anaplan Academy
Technical Documentaton 11 CapSosS & CapPosS >
Anapian Academy
80 - Add-ins
How To Videos e :
80 rining Hub R
. >
Process Maps Brosoongyt Al Soppert
ACe A 2 Manage Operational Checidist

BR fnaoen
Community Explore Academy

[ St W i ®
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< Operational Checklist © < Jun24 v Reset o B -

Back to Home Page >

Operational Checklist

Anaplan Confidential

¢
Frequency Business Day Process Owner
P e v] [ IR v
L}
Click Here to Manage Checklist > Aop Lk
Jun 24 ‘ ‘
Deseription
S| o G Complete  Frocuency T
l l
i Models
Financial Planning & Anatyss % :
L Compleebesdcont reconcheion w0 Pt Orecio B o MAPPING: Reporting ©. < % 2
2 Subemit AWS an GCP accruas to Accounting 804 €0GS Anayst Moy
. Rviow pior month's actuats: follow up with Acctg i 806 €065 Anaist Moy
4. Roviow prior month's actuals; follow up with Acctg it n_ 806 Custamer Care Anwyst Moranyy Model setup
5 Rt i monrs acunt: ol up i Accg .. 806 50 A B v
6. Review prior monti's actusiy: follow up with Accig it n_ 806 Sates Anayyt Mornly. Repor‘ing Mapp[ngs
2 806 Maketng Ansyst Moy
& Review prior monii's actue: follow up whth Acctg 806 oA Anwst Morsy
5. Updote AWS model and share with ansiysts: soe oGS Anays BT oo
10 Update GCP modet 08 c0as Anwy | w
1. Update o Rl model o08 €0GS Anayst Moy
12. Update SMS model 808 COGS Anaiyst Moty
13, Update Deprociation forocast and Capex tackee 808 G Aoyt Moremsy
4. Update Professionsl Services model aoe Customer Care Anstyst Moemy New Records Requiring Actions
15 Updste Cammisions forecant 808 Sates Anayst Moy .
5. Undte Il model + strion forecast 808 80 Aneyst Monty The following section identifies new Accounts, Entities, and BUs that are found in the model. If new items are detected, open the list and scroll to the bottom the assign a Parent.
2. Update Vendor forecasts 00 €0GS Anaist Moy
8 Upaate Vender forocasts 09 Customer Care Awyst Moy e
. Updee Vendr ferscaste o D Amit B o New GL Accounts New Entiies New BUs
o ‘ o ‘ o
l
Manage Accounts Manage Entities Manage BUs
Open List Open List ‘ Open List
L]
Reporting Mapping Audit Count

Each report requires it's own mapping of the GL Account and Department. The precedence order of mapping works as follows: ‘
IF ISNOTBLANK({'GL Account Mapping) THEN 'GL Account Mapping’ ELSE 'BU Mapping"
Ensure each report is mapped and provide any GL Account/BU combination overrides in the bottom table, D ‘Show Audit Alerts Only
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< 0@ -

ey Mt oy i

T Sk ey Ju e
o 0 .
u! u u)
- u 0
0 0
O 0 u}
u} uf |
. o u)
) =) O

O o a

< Salesforce - Lifecycle Data © < ¥ 7. Map SFDC Products to Anaplan Products

i @ Creote Anagtan Product
~ o e onmen - - o o o
.
salesforce Load Salesforce Lifecycle Data
(Top Line Model)
\
Instructions 7a. Override Anaplen Product by SKU
e v
The following dashboard is used to load and map Salesforce Lifecycle and Salesforce Channel Credit (& Op ity) data into Anapl; Follow each ste
. s s - - e ot - e o
S st D it O nupean O ebem DS pamems 0TS metaan OO eaveam O i O
fo— — o g, o
po: o o Pty Py
- p— G p— po— P 4
1. Load Data (CSV Format) RuditFilter -
-
=~ -~ -
~— ~ Total Audit Count: Lifecycle ] -
-~
[3 Load Lifecycie Data
.o | 55 Issue(s)
2. Map Regions 3. Map Use Case 4. Confirm ARR Category Mappings
Region Use Case Won. Closed

NA AMER cusomer [ Map to Intentionally Include in New  Map to Intentionally Inch
EMEA EMEA Workforce Workforce Calcutation Left Blank ARR TCV Cailculation Left Blank A
APAC AP Partner Partner Up-Sell Up_Sell_ARR Yes vl No
(blank) AMER None Other finct. Extemal, Unknown, lot. APL, & Uncat) Price Upiift Price_Upiik . ) No
NA Strategic West AMER (blank) Other finct. Extemnal, Unknown, lot, APY, & Uncat) Flat Renewal v No v No
NA Strategic East AMER AP Other (incl. External, Unknown, lot, AP1 & Uncat) Downgrade Downgrade No Downgrade No
Giobal AMER External Other fincl. External, Unknown, lot, APL, & Uncat) Now Logo Now_Logo. Yes @ No
US Federal AMER Unknown Other (inct. Extemal, Unknown, lot, APL, & Uncat) Cancel Corel No Camcel No
Channel AMER ™3 Other finct. External, Unknown, lot, APL & Uncat) Price Downgrade  Price_Down No 52} No

Government  Othor fincl. External, Unknown, lot, APL. & Uncat) Cross-Sell Cross_Seil Yes 52 No

NA Growth AMER

42 2,
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Process, status, and instructions examples

Time Filter
Manage Direct/Other Allocation et hat ot i

Yoar

Describe how much minimum funds you
want to keep for specified lock in periods.

Instructions S0 25% for 0 years means you want 25% of
funds to have no lock in period.

This dashboard is used to control the mapping of data to Anaplan metadata. Once mapped, ensure you have reviewed the allocation settings of 'Direct-Other' costs.
) . . e¢.” 1,250,000 us
1. Manage Service Inclusion of Data & Direct/Other Allocations X || Show Audit Alerts Only 4 5%0000 o
1,450,000 India
I 1,000,000 Denmark
i i - 900,000 Australia
Manage Macro-Services Settings Manage Allocation Settings
5950000 Al Countries
Comaekidet ko s e Map MacroSenden . oponaty Lot Bk 2504 o CowdZars Allocate Costs
o Direet Indirect Shared COGS
N L I
— Other Saas &
AS Field Accounts AS Field Accounts [ ves
1DaaS Accounts 1DaaS Accounts [ Yoy AN Platforms.
AS Lab Accounts AS Lab Accounts Advanced Services
AS Preview Accounts AS Previow Accounts ves AS Field Accounts N
AS QA Accounts AS QA Accounts Yos 1Daas Accounts
AS GA Accounts AS GA Accounts Yes AS Lab Accounts. L N
Advanced Services (GovCloud) St e .- —_— — — - - - —
L
AS GovCloud Accounts .
Glossary Allocation Instructions
« Consolidate Into Product - This field allows for the model to SUMIF me- Macro-Service into another The table above is used to control the allocation of 'Direct-Other’ expenses. There are two major categories to
Macro-Service. This is currently used to consohda(e_mlo _I. focus on:
oPEX
Acct tunteged) - OPEX + Final Product - Used in SUMIF calculation for Macro-Service consolidated outputs. ; .
« Allocate Costs - If the Macro-Service/AOP/Building Family amount be allocated out, select 'Yes', otherwise
+ Map to Macro-Service to Anlpllm Product - Used in the SUMIF of Macro-Service amounts to land the data ‘No..
onto the Anaplan Product Family dimension. « Allocate To - If the Macro-Service/AOP/Building Family should receive allocated amounts, select 'Yes',

otherwise 'No'
« Intentionally Left Blank - Used to clear out the audit alert if the Macro-Service was intentionally NOT mapped

to an Anaplan Product Family.

« include in[JJ Il Reporting - if a Macro-Service should not be included in the] Il Reporting. you

should select 'No' to suppress the amount from downstream reporting

Anaplan Confidential
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Have feedback?
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