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Kathleen Wilhide Based upon IDC’s research and 
from a performance management market 
perspective, what adoption strategies are your 
customers opting for?
Jon Kondo We are in an economic market that is creating a lot of 
turmoil and angst among large and small customers. The need for 
greater visibility into our customers’ business operations and to plan 
to do multiple iterations of a budget or plan is ever more important. 
I have talked to several companies who within a three-week period, 
have re-planned 2009 over five times simply because the market kept 
changing so rapidly. Therefore, the overall performance management 
value is the ability to plan for unexpected events.
KW IDC is re-forecasting based upon the economic crisis. The whole 
area of business intelligence and performance management did not 
forecast quite as large of a downturn in these markets compared to 
the rest of the software industry. Vendors and end-users alike ask 
us where to place priorities. Certainly, there is a lot of blocking and 
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tackling that can be done by putting financial consolidation, planning 
and budgeting in place in an automated fashion — especially budget 
updates. I can remember being in business and having to do them not 
monthly, but, as you said, weekly. 

KW Corporate performance management (CPM) has 
experienced growth in larger organizations, but what 
are you seeing in terms of mid-market requirements 
for CPM either currently or in the past?
JK The mid-market companies have the same needs as the large corpora-
tions. Their ability to control their destiny is even more important through 
a better planning process, as they have bigger levers to pull to improve 
profitability or reduce expenses, or take advantage of a market opportu-
nity. So we’re seeing companies as small as $50 million to $100 million 
in revenue, depending on the industry, demonstrating the need to have 
performance management. They may not do the full-blown balanced 
scorecard or some of the traditional high-level elements of CPM, but cer-
tainly the need to replace a spreadsheet model that has gotten to 20 tabs 
and multiple thousands of rows is very important to them. What we’re 
also seeing in the mid-market is financial consolidation becoming very 
important because they need to be able to bring multiple sets of books 
together, consolidate and present them — either they may be public and 
they certainly are on statutory reporting — but there is always other man-
agement reporting. The needs in the mid-market are certainly catching 
up to the needs of large enterprises.
KW Even in large enterprises, they’re not deploying the whole formal bal-
anced scorecard. A lot of issues are the same around financial consolida-
tion, planning and budgeting. Larger organizations take these initiatives 
one at a time, whereas there is a more cohesive strategy in the mid-market 
and they’re being more expedient than some of the larger organizations — 
if you’re smaller, you’re more nimble. 

KW In terms of solving business problems,  
what industry trends are you seeing within your  
installed base?
JK Host Analytics has seen a lot of traction in three areas — manufacturing, 
healthcare, and the public sector. We’ve done well with a lot of city munici-
palities and some non-profits, but there are several $500 million to $1 billion 
mid-size manufacturers that are experiencing heavy competition. They are in 
market conditions that are well beyond their control, so their ability to plan 
and be nimble in the way they run their business is really important.

KW In the mid-market, from what we see in software 
in general, being able to cater to industry-specific 
capabilities within the solution is something that 
is really appreciated, whether you do that with the 
solution itself or whether you do that through imple-
mentation partners, or different versions, and so  
on. You mentioned the use of spreadsheets earlier.  
How do you see customers using the solution but also 
continuing to work with spreadsheets?
JK Our goal is not to replace the spreadsheet, but to use spreadsheets 
in an appropriate manner. Spreadsheets were never intended to be a 

collaboration tool or a data collection tool. When we designed Host we 
tried not to break the spreadsheet paradigm. If you look at our product 
it feels like a spreadsheet and has similar functionality, but it works off 
of an integrated data model that also allows business rules to be put 
in behind it.

One of our customers recently said that they share labor between divi-
sions. In the old “spreadsheet world,” if somebody was out of balance, 
they would just say, “Oh, I’m going to loan labor to that other division,” 
without the other division’s knowledge. They wouldn’t know until all the 
spreadsheets were rolled up and out of balance. By using Host, compa-
nies can implement a rule to stop these types of actions.
KW Now, there are tools that can actually manage and control spread-
sheets as well. You mentioned two things earlier — management report-
ing and planning and budgeting — these are certainly adding financial 
consolidation from a statutory standpoint to the mix that we’re seeing. IDC 
has seen a real resurgence in this area due to regulatory requirements. 

KW How do your customers get started with their 
implementation? What’s that first driver and what’s  
that “quick win” that they need to show their manage-
ment teams to validate the project?
JK A week ago, I would have said about 60 percent of our customers want 
to start with budgeting and planning, but as I’ve just returned from visit-
ing some of our customers, many of them have started with consolida-
tions — one customer had done 80 acquisitions over the last two years. 
Their goal was to figure out how to get 80 different entities’ books to roll 
up into a single division. When most people think of moving to a perform-
ance management solution, their greatest challenge originates from cre-
ating a budget and a plan, and that is a driver. Consolidations are also a 
very strong driver, especially in the public environment. When an acquisi-
tion is made it needs to be on to the books very quickly, and if a solution 
is not in place to do that, it proves to be a very difficult task.
KW That lines up with the data from my market analysis and forecast. About 
36 percent of the market is planning and budgeting. Secondly, in the finan-
cial consolidation area we’ve seen resurgence and we also consider it to 
be a growth market. Four years ago, there was the Hyperion Enterprises 
standard, but organizations really do need a more robust statutory report-
ing platform that can be a system of record, and one their auditors can rely 
on. It makes the whole process easier from an audit perspective as well as 
a process perspective, particularly if you’re in a heavy mergers and acquisi-
tions mode. A third area that I’ve seen in the mid-market companies — and is 
probably the fastest-growing area — is profitability management. 

KW How are your customers using your solution to 
support that?
JK Over the last three months, we introduced a module called revenue 
planning. It allows customers to draw down a sales forecast from a 
CRM system. For example, the sales force may have three customers 
that they’re predicting to do a set amount of revenue. That forecast can 
be translated to the operation side and they may only be able to fulfill 
demand for two customers or fill a partial demand for all three. It allows 
them to go through and do a financial analysis on what the most prof-
itable mix would be and then translate that operational plan into their 
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financial plan. So we have multiple customers successfully using that 
system today to manage and drive profitability.

We have a customer that supplies heavily to the housing market. You 
would think that given the U.S. housing market conditions that they would 
be seeing shrinking margins and revenue. Although they’re certainly seeing 
revenue go down, they’re seeing an expansion in their margins. They attri-
bute a lot of that to their ability to do multiple iterations and plans within the 
Host Analytics solutions.
KW You can expect to see a lot more demand for that because if end-users 
are successful at pushing out profitability information, that’s when a per-
formance management project is perceived as successful on the opera-
tional side of the house. One of your differentiators is your software-as-
service-model. IDC tracks software-as-a-service trends and we’re seeing 
a compound annual growth rate through 2012 of over 30 percent. 

KW How is the software-as-a-service model impacting 
the demand for performance management?
JK Software-as-a-service took some time to roll out in the market. When 
Salesforce.com first came out with CRM-on-demand the general con-
sensus was that it wouldn’t work and companies would never want to 
push their sensitive customer data offsite, but it has obviously been 
successful. We’re seeing the current standards in terms of security, data 
center control and compliance providing a level of comfort to our cus-
tomer base that their data is secure.

Our software-as-a-service has allowed our customers to plan and  
activate a budgeting system for 2009 in a short amount of  time versus 
a full-on onsite implementation process encompassing additional over- 
head such as hardware, software networks, and so on. We see software-
as-a-service as a great enabler for a much broader audience and the mid-
market is really adopting this.

Of course, we have customers with IT departments in large enter-

prises that use Host on demand because they need to manage multi-bil-
lion dollar IT budgets and software services, and Host has been a great 
alternative and fits into their budget.
KW In 2009, we’ll see that large enterprise spending will start to grow 
even faster. In large organizations there are often decentralized opera-
tions, so it makes sense to put this model in place. I’ve even seen it on 
the GRC side, where the only way organizations could manage the whole 
survey in the Oxley environment, from a compliance standpoint, was with 
a hosted solution. So, certainly in a disparate environment, it can provide 
just as much benefit and efficiency as it does in a mid-market situation.

From an IDC standpoint, organizations need to become more nimble, 
and while they may be a little bit more conservative with their IT invest-
ments, certainly they can’t shortchange the ability to see information and 
see how they’re doing from a performance standpoint. We’re quite bullish 
on the performance management space in spite of the economic times. 

KW What’s your advice for companies evaluating  
performance management solutions right now?
JK The idea of the annual plan is becoming an older concept as no one I 
know could have planned for the market turmoil that we saw in the sec-
ond half of 2008, and people are not sure what’s going to happen in the 
broader economy of 2009. So your ability to quickly re-plan your busi-
ness and have multiple iterations or multiple scenarios that you can 
work through is very important. Of course you want to do that without 
costly implementation, upfront license fees and additional hardware. 
So on-demand delivery is really critical and allows customers to get the 
benefit or fulfill the requirement of being able to have all of that trans-
parency in their business, but at a much lower cost. On demand can also 
be treated as an operating expense rather than a capital expense. It’s 
a great use of how companies can use their f inancial resources and get 
value on them very quickly.   BTQ

“AN AREA THAT I'VE SEEN IN 
MID-MARKET COMPANIES — AND IS 

PROBABLY THE fASTEST-gRoWINg AREA —  
IS PRofITABILITY MANAgEMENT.”   

— Kathleen Wilhide, IDC




