
 

 

CUSTOMER ADVISORY BOARD 
TRANSCRIPT: Wednesday August 5, 2020 
 
 

CAB Attendees 
Dale Whitchurch - Arthrex 
Sarang Bapat - Truist 
Elizabeth Volin - JLL 
Nina Skorus-Neely - Warner Bros 
Simon Wiltshire - Optum 
Erik Jaeger - Accenture 
Susan Phillips - Synchrony 
Paul Tasker - Sage 
 
Absent: 
Graham Johnson - FCB 
(power outage due to storm) 

Workfront Attendees 
Alex Shootman 
Heidi Melin 
Paige Erickson 
Sue Fellows 
Carl Cross 
Erica Gunn 
Scott Lee 
Brent Rudwick 
Danielle Riccitelli 
Lisa Davis 
Kristin Farwell 
Steph Hartsog 
Becky Moore 

 
 
Session Agenda (Links to transcript section): 
Welcome and Agenda 
CEO Update 
Business Update Roundtable 
Product Update: 
   Workfront 20.3 release update 
    New product launch: Align and Scenario Planner 
    Enterprise Agility in Workfront 
Innovation Lab Review and feedback 
Wrap-up, October meeting topics, Next Steps 

 

Welcome and Agenda 

Heidi Melin: 

Before we jump in, I think I'll do a quick round table of Workfront folks just to make sure that you 
all know who's on the call. 

 

So, we certainly have Alex Shootman, he's going to give us a little bit of a CEO update.  

Carl Cross has joined the call, our Head of Field Operations.  



 

Paige Erickson is on the call who leads our AMEA field team as well as business development. 
That is a new development since we last got together.  

Sue Fellows, our Chief Customer Officer, is joining us today.  

Scott Lee, who you'll hear from in a little bit will take us on a journey and we have Erica Gunn as 
well as Brent Rudewick and Stephanie Hardsog, Andrew McCarthy.  

And then of course we have Becky Moore who has helped us get this call and agenda all going. 
And I think we'll go ahead and jump in Becky. I didn't forget anyone did I? 

Becky Moore: 

You're going to introduce Kristin here and once- 

Heidi Melin: 

I know that I forgot Kristin because she is a new face, so I will get to Kristin in just a second.  

We have someone new who's joining us and let's do a quick run through of the agenda, how 
we're going to spend our time today.  

 

We do have a jam packed 90 minutes at the same time we want to, as with all CAB meetings, we 
want to keep it in a more discussion oriented and keep it conversational. And I know sometimes 
that can be hard in a Zoom format. I also encouraged all of you to leverage the chat functionality 
as well. We'll all be monitoring that.  

 

So Alex will start with the CEO update and then we're going to do a rapid fire business update 
from each one of you giving us a little bit of a peek into how things are going inside your 
organizations and giving us a little bit of an update since we last got together. 

 

Scott Lee and Danielle Riccitelli, who will be joining us shortly, are going to do a product update. 
We have an upcoming product release actually coming up in just a day or few days with 20.3. 
And so Scott's going to go through that and highlight some of the new products that are actually 
a part of that release. And then Danielle is going to lead a discussion on Enterprise Agility. This is 
something that I know many of you are interested in from a topic perspective and Danielle is 
going to lead a discussion on Enterprise Agility that I think is going to be very interesting to 
everyone.  

 

And then finally, Brent Rudewick is going to give us an update on the Innovation Lab and really 
we need your feedback as we move forward with how we evolve, how we take input and ideas 
from you and turn that into innovation. 

 

So we have a full agenda. There was a note just from Kevin saying he's dealing with a power 
outage. We also heard from Graham from FCB earlier today and he lives on Shelter Island. So if 
that gives you any idea of his power situation as of today, so he's going to struggle in joining us 
today. So, but he sent his... He is well, and just struggling with power and things like that, which it 
sounds like Kevin, you are as well. Thank you for making the effort to join us even with the 
weather conditions, the way they are today, or the followup from the weather essentially. 



 

 

 

I want to introduce Kristin Farwell. So Kristin Farwell is a member of The Workfront team and she 
is going to be stepping in and taking on the leadership role with the CAB on the Workfront side. 
That does not mean that you won't be working with Becky Moore. Becky is going nowhere, but 
she is expanding her responsibilities. And you will all still have touch points with Becky, but from 
a day to day CAB operations perspective, Kristin is going to be the point of contact. And so you'll 
start to see certainly Kristin, if you want to wave and shit, I can't even see you. There we go.  

Kristin Farwell: 

Hi, everyone. 

Heidi Melin: 

There's Kristin with her bicycle behind her. She is in the Austin, Texas area, and she's excited to 
get to know everyone. She is not brand new to Workfront. She has been on the customer 
advocacy team. And so she's been shadowing Becky as we prepared for this meeting. So excited 
to welcome Kristin.  

 

With that, I think I will go ahead and turn it over to Alex Shootman who has the new background 
as we mentioned, as we were joining the call, he has a little bit of roofing going on behind him. 
So I'm guessing Alex, we might hear some hammering and nailing and things like that. We might. 

 

 

CEO Update 

Alex Shootman: 

We might. I have a background so that you don't see asphalt shingles flying behind me. And as I 
said earlier, hopefully not people flying behind me.  

 

I want to cover four things with y'all. The first is, I want to... The last time some of us got together 
was probably the second week in April, right? So kind of right at the beginning of lockdown. So 
the first thing I want to cover is just what are we seeing happen in the market? And then how 
does that then impact Workfront in terms of when we're interacting with the market, cover what 
our financial results were for the quarter. And then I want to give you just a little bit of an update 
on Leap, which was very successful for us. And then I want to finish with... Me and the whole 
team take a lot of notes during our conversations with y'all. 

 

And I wanted to just report back on a list of a half a dozen things. If you go back to the spring 
CAB when we were all together a year ago, and then the fall CAB, when we were able to be 
together, I just want to report out on about a half a dozen things that y'all gave us feedback on 
that we've made progress upon.  

 



 

And then Becky, I guess I'm going to have to do the Larry Ellison next slide thing because you're 
driving, right? 

Becky Moore: 

I'm used to that. There you go. 

Alex Shootman: 

So the thing that we're seeing in the market... Here's your report from Morgan Stanley, as you can 
see saying, "Wow, this future of work thing has really taken off." You could go to the next slide. 
There's a really nice report from RBC, Royal Bank of Canada, where they talked about this thing 
called Work 2.0. 

 

And if you go to the next slide, I felt like the work inside of the RBC report was really one of the 
most thoughtful points of view on the space that we're in and the adjacencies to the space that 
we're in. So they may not call it the same thing as us, but they took a step back and said, "Look, 
we kind of think this Work 2.0 marketplaces," as they called it, "We think it's made up of these 
five major categories," and they created a view of a TAM, a Total Addressable Market, pre COVID 
and post COVID. When we think about the TAM, we've always thought about a TAM for us of 
between about 18 and $23 billion. And so in any case, they put us in the project management 
space. 

 

And the interesting thing when you unpack this slide, would it basically shows is, and I'll show you 
another slide. This is exactly what we're seeing in the space that, where we are right now in work 
transformation, acceleration on the other side of the COVID epidemic is that people urgently 
moved to making investments in messaging, meeting solutions, buying DocuSign or Adobe or 
whatever, things that were absolutely lights on requirements when they left the office. And you 
can see that in terms of, if you just look at meeting solutions and you look at row B, percent of 
workers during application is very important, 32% pre COVID, 84% post COVID. When you look at 
the category that they would put us in still a 30% increase right, from pre to post, which we are 
seeing, but very much a, okay, I've got my crisis tech stack in place now let me start... And that's 
helping me with synchronous communication. Now let me start looking at the technologies that I 
need to put in place for asynchronous communication. 

 

I don't have this slide, but further in this report, what RBC says is, got some vendors listed in the 
project management space and next to Workfront, they basically said, Workfront is in a 
standalone position in terms of the number of enterprise clients that it has and in terms of the 
scale of the enterprise deployments that it has.  

 

If you go to the next slide, Becky, this really connects to the conversations that we're having in 
the market right now, which are okay, dear customer or dear prospect, that you've been through 
a set of technology choices and technology implementations to get you to the point where 
people can collaborate and people have some visibility to tasks, but how's it going for you in 
terms of rapidly iterating on your strategy, rapidly iterating on your priorities, connecting strategy 



 

to the actual work that's going on, managing the intake of work, managing reporting against that 
work. 

 

And so I would say within the last three to four weeks, customers and prospects have gotten to 
the point of saying, "Okay, I realized guys that this is how I'm going to be working for a while. 
There's not this immediate return to work. And I really have to think about managing the work 
holistically instead of just getting people to a point where they can collaborate and have task 
visibility." 

 

So let me just, I'd love to stop there. I am managing my time. Don't worry, Becky. I know we're 
going to go into y'alls business updates, but maybe if you could just stop sharing for a second 
and I'd love to just get a... Does that narrative jibe with what's happening in your company or are 
you ahead of that? Are you behind that? I could see heads nodding, so that's great. Any words 
that you'd put to that? 

Simon Wiltshire: 

Maybe a little stop and start. So there's a little, you see that in pockets. I think there was, when we 
do our business updates, I'll take into a bit more detail, but I think you said you see some 
encouraging signs. I do think that there's always that yin and yang of moving to a new ecosystem 
or new way of working. And what are the albatrosses on that and have all those albatrosses 
blown away or are they still hanging on the DLA? 

Alex Shootman: 

Yeah. I won't call Paige Erickson out on this, but she and I were both reading the Wall Street 
Journal insert, I think it was either Monday or Tuesday. And there was a great quote from a CEO 
that was kind of like, "I thought it was a sprint then I realized it was a marathon, then I realized it 
was a hundred mile race, now I realize it's just really hard from now until the rest of my life." 

 

So then if you go back to sharing, so that kind of environment is represented in our financials. 
And so we made a decision. If you go to the next slide, I'm going to do just a two second 
education on the industry that we're in. And so if I tell you stuff that you already know, I 
apologize, but every industry's guidance key metrics. If you're an airline it's revenues per seat 
miles, if you're a hotel, it's room occupancy. For the longest time, I know you would know this 
surrounding and maybe to some degree, Susan, you as well, but for the longest time, particularly 
in consumer banks, it was products for households and stuff like that. So for us in the SaaS 
industry, there's this magic metric that's called the rule of 40. 

And what that is, is that's the addition of a company's growth rate and a company's operating 
income margin or EBITDA margin. And so the companies that have the highest valuation, the 
companies that are worth the most are companies that have through some combination of 
growth and profit, get close to a number of 40. So, that could be a 40% growth rate with no 
operating income. That could be a 30% growth rate with 10% operating income. That could be a 
20. And so obviously one of our goals is to in the long term be a successful public software 
company. And so much like a hotel would try to optimize room occupancy, we try to push 
ourselves to this rule of 40. Prior to COVID hitting as a financial strategy, which is different than a 
business strategy, as a financial strategy we were pushing growth rate and not worry too much 



 

about operating income. It was like, okay, let's be 25% growth and 5% operating income or 28% 
growth and 2% operating income. 

 

But then what we saw is exactly what I showed you earlier, which is okay, customers are talking 
to us about the long term strategic nature of managing work, the need to manage asynchronous 
work along with synchronous work, but this is something that they're going to have to be 
thoughtful of after they put their crisis tech stack in place. And so I'll show you our financial 
results. I think if you go to the next slide, so what we decided, and by the way, I'm talking to y'all 
exactly the way I talked to the company internally. So what we saw in Q2, so I'm only sharing with 
you Q2, is that historically we would be adding 10 to 15 to $20 million worth of basically new 
customer revenue per quarter. 

 

And we saw muted demand in the second quarter. And so what we said to ourselves is, "You 
know what, it's not clear to us how long the demand will be muted. So what we're going to do is, 
from a financial strategy perspective, we're going to focus very much on a balance of growth and 
an EBITDA margin." So like I said earlier, we were, if you look at 2019 growing north of 20% with a 
6% EBITDA margin, we're like that's a super healthy company making progress to the magic rule 
of 40. And with what we saw in Q2, we said, "We still see ourselves growing between 15 and 
20%, but we're going to make sure that we've got a strong operating margin as well." 

 

I think if you go to the next slide. And once again, the down-sales that we saw were very much 
focused in, as you can imagine, some crisis industries. And we actually had very large customers 
that came to us. First of all, I'm probably embarrassed. Well, then I probably won't do it because it 
might embarrass somebody, but there were actually companies that came to us. One of the 
companies is on this call right now and said, "We are in a great financial position. Is there 
anything that we can do for you as a vendor when we're in a great financial position?" And so that 
was fantastic, and so I know you know who you are, thank you very much. 

 

We also had the inverse happen where we had customers that are in the airline industry. We've 
got United as a customer, we've got Delta as a customer, we've got JetBlue as a customer, who 
came to us and said, "Hey, could you help us from a cash flow perspective?" And so fortunately 
for us, we're strong from a cash, you can see in terms of our free cash flow, we're strong on that. 
So we were able to help out on that. And so the main message that I wanted to send to you all, 
and then I'll... Actually go to the next slide. And then I'll kind of go to, yeah. What was still cool to 
see in Q2, so this is Q2 in the middle of a tremendous amount of dislocation that can happen. 
You can see these are all brand new customers to Workfront. I mean, we had more new 
customers than this, but these are ones that I thought y'all would know, but these are brand new 
customers to us in the second quarter. 

 

So here's how I want to summarize the company's performance in our financial position, which is 
we've got very large organizations like Morgan Stanley, Royal Bank of Canada. There's a 
Goldman Sachs report as well that have all come out and said, "This Work 2.0 market is now 
coming real fast." There's first investments and there's second investments, the first investments 
are in and around crisis technology stack that supports things like collaboration and an 
e-signature. The second investments are going to be in and around work management. And so 



 

that's a very interesting place to be. We saw that with our customer set. And so we took a 
decision to say, you know what, we are going to have a balanced growth and income profile. If 
you will, we are going to exceed our profit targets for the year so that's great. 

 

I think I mentioned this to y'all in April. We actually took down $50 million from our banking 
relationship and put it on our balance sheet. We've paid that back. So we have no debt and we 
continue to add great new logos to the company. So I'm bullish about the opportunity. I'm really 
bullish about the financial health of the company. I'm going to have about five minutes left to 
cover some followup items, but let me just stop and see if there's any questions before I go to 
those follow up items about the financial health of the company and the decisions that we took 
around our growth and income profile. 

Alex Shootman: 

Okay, cool. Let me go to the last. Oh, and I've got an update on Leap, so go to that next, if you 
can for me. Many of y'all participated in this, so thank you very much. We were very fortunate that 
we got to participate in some early companies who rotated to virtual and they worked really hard, 
but they really had no other choice other than to just give their presentations virtually. And so we 
saw that and so we took a decision to try something new. And for those of you that participated, 
we basically did a live TV show that was supplemented by some recorded sessions. And it was 
actually, it was scary, but the marketing team did a great job and it was hugely successful. 

Alex Shootman: 

If you go to the next slide. The amount of... We would typically have about 22,000 live attendees, 
non Workfront attendees, we probably have another couple of hundred attendees- 

Heidi Melin: 

2,200 not 22,000. 

Alex Shootman: 

Yeah, I know. I was saying we would typically have about... Yeah, thank you. About 2,000. Yeah. 
So we had probably twice the number of live attendees, the amount of content that people 
consumed was phenomenal. And so it was a really great event for us. And we also learned a lot 
in terms of doing a mixed event. And so we're going to do a mixed event next year. We had 30% 
of our attendees say that they'd rather actually attend a virtual event. 65% said they still wanted 
to go to a real event. And so this was a fantastic success for us. I think I'll conclude on just the last 
slide, which is, I looked back on, just looked at all of our team's notes on the things that y'all gave 
us input on over the last two CABs. And I wanted you to just give you a report out on some of the 
ones that we've taken really seriously, put resources behind and made progress on. 

Alex Shootman: 

First, I just want to reiterate that we, I think y'all saw this, we have a new Chief Technology 
Officer, David Burggraff who's come into the organization. I know y'all know this, but we make 
some executive relationship assignments. So for example, Dale, you and I talked about this. We 
felt like David was just, given the leadership frankly that you've shown in testing out our new 
products and being able to be pretty specific about architectural limitations of the platform, we 
kind of felt like David would be a great fit for having a relationship with you and your 



 

organization. So David's come on board. Also, we asked Paige Erickson and she said, yes, so I 
wouldn't call it, it kind of is promotion, but Paige was always working directly for me anyway, but it 
was really exciting to have Paige takeover the European operations. So Paige is going to move to 
Europe as soon as London welcomes Americans. So that could still be another three or four 
years, Paige. 

 

So couple of things that y'all gave us feedback on that we've made a lot of progress and some of 
these we're actually going to talk about today. The first is you gave us very clear feedback. We 
shared with you some of the jump start methodology from the past, and you said, "Look, you 
have got to put this in the product. And more importantly, you need to come to market with a 
point of view on work maturity." Y'all know Brent because he was on the CAB for several years. 
But Brent took this on in working with Sue Fellows from a productization standpoint. We are 
actually, we have picks and shovels right now on building technology that will allow us to 
promote templates in the product. 

 

And so we'll both have a maturity model. This will be a work management maturity model that we 
bring to market. And we say, this is our perspective about how customers move from chaotic to 
proactive, for lack of a better term. And then we will be able to take everything that we've learned 
in doing service-based jump starts. And we'll be able to provision instances where those toggle 
choices, for lack of a better term, are actually provisioned in the instances. We think this gives us 
an opportunity in the future to potentially have templates that our partners have created, that we 
can flow through to the instincts or even custom templates that customers have created, that they 
want to stamp out within their organization and flow through to new instances. 

 

You also told us, look... We talked about little Agile in one of our CAB meetings. You said, you got 
to have a point of view on this. And that point of view has to actually translate into the product. 
This is what Scott and Danielle will cover today. So Scott went out and made a fantastic hire as a 
product executive with Daniel Riccitelli and Daniel owns this part of our product area. And so 
she'll give you a bit of a view of how we're thinking about both short term improvements that we 
can do to help the product work in an Agile environment, and then longer to turn improvements. 
We shared with you our analytics product, and you gave us very direct feedback. You said, "The 
current capability that you're showing me, I'm not interested in buying a separate analytics 
product. I want you to package this in one of your skews." 

 

So we took your advice and that's what we're doing. And Scott will show you that in the 20.3 
release. You told us that the library product was very confusing. And especially those of you that 
were either large Adobe partners, Eric, like your organization are large Adobe customers. He 
said, "I don't get it. I don't get how this fits into the Adobe." So we actually retired the library 
product Simon, you and I both know that was painful. And we talked about that and I'm sorry 
about the fact that we took that decision and how it impacted United Health Group. But we 
looked at the market, we looked at the damn market. We looked at what Library was. We listened 
to y'alls input on how it was confusing. And we decided it really wasn't something that we should 
try to push into the market. 



 

 

 

Look, you told us the idea exchange wasn't very useful and beyond that being not useful, it was 
very frustrating at times for your teams. And so when we talk about the Innovation Labs, we're 
going to give you an update on that. So we've actually rethought the way that we do the idea 
exchange with a lot of your input to how it wasn't working very well. 

 

And then actually in the April meeting, you gave us very clear input in. We all had Teams, none of 
us were using it and then the pandemic hit and now we're all using it and you've got to improve 
your Team's integration. And some of us are using Zoom and you need to have a Zoom 
integration. And so we actually set out to build the Zoom integration, which Scott, you probably 
can do an update on and then make improvements to the team's integration. So with that, Becky, 
I'm going to turn it back over to you, but I did want y'all to know that your input, we track and it 
has a pretty big impact on the way that we run the business and the decisions that we make. 

Becky Moore: 

Awesome. Thank you, Alex. So we'll do a quick business update round table. I'm going to share 
this slide for a second and then I'll stop sharing... 

 

 

Business Update Roundtable 

Becky Moore: 

Update Roundtable. I'm going to show this slide for a second, and then I'll stop sharing and then 
we can just start with Erik and go around this way and I'll just call on everyone. But you have 
about three minutes each just to give us a high-level update of where you're at, what's working, 
where we can support you. We can start with Eric. 

Erik Jaeger: 

Yeah, sure, thanks. And great to hear the good news and see the continued growth trajectory at 
Workfront. I think kind of two lenses maybe for myself, Accenture our business and then we also 
a view in our client's businesses. I think more broadly starting with our clients, we're seeing just 
really an acceleration to virtual, an acceleration of digital marketing. And so I think in some ways, 
and actually reflect in some of the words that Julie Sweet, our CTO, we usually find that economic 
blips like this are actually a good opportunity to stay close to our clients, lean in, build stronger 
relationships and come out stronger and take market share. 

 

And so we actually had a pretty good quarter. And most recently in light of a lot of the work we 
do is helping clients shift to cloud, helping clients implement tools like Workfront and digital 
marketing and help accelerate our client's rotation in digital. So that's kind of the broader view 
from a business perspective. And I think the one other interesting dimension that we're seeing 



 

now is because a lot of us travel a lot to different clients and just like everyone else we're not. 
And I think where people are located to do the work is mattering less and less. We have a 
significant global footprint and for many clients we in the US, we serve them out of US-based 
locations near-shore locations, like Costa Rica, Columbia, and also in India. 

 

And so I think Workfront for us has been a great tool to be able to manage work across. And now 
even we're seeing like, even the India time zone differences isn't as significant as it once was, 
right. We're finding folks because of traffic and other reasons wanting to work later. And on the 
east coast as an example we go till up until 3:00 PM. And so I think it's just that an interesting 
thing to think about in the context of how businesses manage work and in the post COVID world, 
or are things ever really going to get back to normal, or do you see the labor pool opportunities 
open up even more. And powered by tools like Workfront as we use to power many of our 
marketing services relationships. So I think that's my high-level update. 

Becky Moore: 

Thanks, Eric. Dale. 

Dale Whitchurch: 

Yeah. So, obviously the business plans never really planned for this in 2020. For our company for 
the first time in history, we did not hit our double digit growth numbers, the 38 years. So it was 
kind of a wake up call. But what was interesting out of it, and I think where the Workfront 
advantage kind of took over is we were sitting in a lot of these discussions around the ramp up of 
technologies. And even in the earlier calls, we talked about how we did a massive digital 
transformation and under a month, right before all of this hit. So we've been teaching people, 
digital transformation in a multitude of categories. 

 

But the big focus was, those teams that had Workfront from did miss a beat in the organization 
and they kept going. And those that don't yet plan all of their work or didn't use the principles and 
the governance that we put into place, the updates, the meetings that you get into, you could just 
tell that there was a lot of extra human capital expense trying to push work through the 
organization and trying to status that work and getting that work done. And while we took a little 
bit of humor of, "Well, we don't have any of these problems. I'm sorry to hear it." It was, "Well, how 
can we help? What is going on in your organization? How do you track your work? How do you 
intake your work?" 

 

And now the demand for this to continue to roll out for the enterprise has dramatically increased 
because they want that now, they can see it and they can feel it. And when your work is in a spot, 
then all the things that Eric, what you just talked about, all ring true. Locality doesn't matter as 
much, physical presence doesn't matter as much the flow of this ad hoc nature of work versus 
process. All those things really just align and tools and technologies can really move that forward. 
So it's been an interesting transformation for us and I look forward to see what our next steps are 
in all of that. 



 

Becky Moore: 

Love that. Thank you. Elizabeth, good morning. 

Elizabeth Volini: 

Good morning, everybody. So JLL, if you recall, is a giant global real estate company, and we 
have over 80% of our offices worldwide reopened. We're working with them for our clients to 
figure out how to navigate what a new office space looks like under a global pandemic, and 
trying to help navigate the changes that are needed to make coming back to work successful. 
80% of our offices are reopened, including Chicago headquarters where I'm at, but that doesn't 
mean that our full workforce is back in the office. So we're still working on converting and being 
able to make that healthy and successful for ourselves as well as our global clients. 

 

We're also working as a company to reimagine the real estate future of work. That trajectory that 
Alex showed early on the call is, is resonated with me. I mean, we're doing that on the real estate 
side, from the future of work perspective. JLL as a whole philosophically we believe that offices 
aren't going to be the place that you go to just to sit at your desk and type on your keyboard from 
a 9:00 to 5:00 perspective every day that they're going to become more collaborative spaces. 
Real estate, we believe especially in city centers is still going to be, will be huge. There's still 
going to be a large footprint of that happening. So we're working to making that successful in 
what's great going to be coming and what we'll be willing to weather the storm. We're focusing of 
course, on cost optimization and savings across the organization. As we navigate through all the 
things that have to be changed to help with the pandemic. 

 

My team, the focus on the it EPMO is the team that I'm focused on most. We have our kraken and 
tentacles across all the different things that we're doing across the business. We are using 
Workfront to create transparency, to inspect and adapt the work that's going on is as our groups 
and our constituents navigate all the adds removes and changes that are going on to the work to 
accommodate the pandemic and the new ways of working and all the things that are happening. 
We are from a work perspective, we're focusing quite a bit on enabling technologies to help our 
customers and clients navigate the new office perspective. So apps that'll help navigate checking 
your temperature or booking desk to see if there's availability and then you have certain capacity 
for offices. So lots of new, interesting, I think innovative ideas that are coming to the table that 
we're working on. But also pivoting, using Workfront to visualize and be able to pivot to absorb 
those new technologies and new things that we're working on. 

 

If you recall, early on in the pandemic, we did almost the day that we all were locked down, we 
did a giant reorg across our JLL technology organization. We're using Workfront to try to help 
adapt to that. We're moving toward a more product central and agile organization. So I'm trying to 
visualize that to track all the different moving pieces where everything's going. And that's an 
ongoing effort that we're really relying on Workfront to help us navigate whether that's from a 
leadership perspective or from the boots on the ground, the folks that are working, trying to 



 

figure out who to go to, how to engage with the work that's going on. And Workfront has been 
pivotal to help visualize that and to help us with all those changes that are happening. 

 

And finally, the big, I guess, operational thing that my EPMO team is working on is around 
demand management, centralizing the perspective of work and tying it to benefits and business 
outcomes. So that we can make good decisions about the work that we've got going on. We 
were doing that a lot in silos before and we're working on trying to centralize and homogenize 
that. So I think that's the three minute summary. 

Alex Shootman: 

Sorry, Becky just a quick question. Elizabeth, on the demand management side, how much of that 
includes the economics of the work? Or at this point in time is it just trying to manage the request 
for the work and be able to connect that request to some capability and capacity? 

Elizabeth Volini: 

So I think the economics are before demand management, to be honest. That's the biggest focus 
is being able to visualize and create transparency, especially CapEx that that's happening in our 
organization. The demand management that we're working on now is more the intake, the 
resource management, the creating a central way to prioritize the efforts more on the process 
side than the financial side. 

Alex Shootman: 

Okay. Thank you. 

Becky Moore: 

Great update. Thank you, Elizabeth. Simon, hello. 

Simon Wiltshire: 

Good morning everybody. I think the way I would summarize this year so far for United Health 
Group in this context would be a study in contrast. And I think what we've seen and Alex has 
seen some of this directly, we've had some extraordinary things that COVID has stimulated for us. 
Those of you are aware that the ability to do a swab has elevated from a brain insertion to a 
cotton swab. That was an innovation that came out of a United Healthcare facility in Washington 
State. So lots of amazing things on the medical side. 

 

From a financial side we are both an insurer and a provider. So we've seen obviously the 
substantial down tick in elected procedures offset by some temporary benefits in the insurance 
business. That's always a bit of a societal challenge as well, because ultimately we all benefit 
when everybody's healthier. But nonetheless, it's been we've seen sort of multiple sides of that 
equation. 

 



 

From a process and a marketing side I think that we've had some wins. We've managed to 
consolidate several of our Workfront instances successfully with some help from LeadPoint. So 
that was a big deal for us, just tactically. And I think we've seen a lot of walls and barriers being 
broken down, not just in the medical sense and clinical experimentation as a result COVID, but 
also just procedurally and organizationally with 325,000 people. There's extraordinary 
challenges to just understanding what everybody's doing, much less breaking down those 
organizational barriers. We've seen a lot of those drop. I think the challenge for us will be to 
maintain those benefits, to maintain that nimbleness. We've seen things happen in three weeks, 
that anybody else would have planned three years on. It's just extraordinary. And the challenge is 
not to revert back to type, I think for us. 

 

In a very narrow sense for marketing and how we use Workfront, we've seen against some 
contrast. We've seen our ability to use Workfront to get a better discipline and to we've instituted 
the use of agile kanban boards and other things to get better diligence around how we track our 
work. But on the other hand, COVID has been used by some, as an excuse to ignore process 
altogether because it's just like critical. And one of the things that will come out of this for us and 
our use of it particularly it will be, there is no more opportunity to skirt the process or to deal with 
all the fluff or everything else. We're just not in a position to handle that. If it's not in Workfront, it 
doesn't exist. And if it's not in opal which is our campaign planning tool, then it doesn't get to go 
into Workfront. And some of these things, it's going to give us an opportunity and obligation to 
really cut out a lot of the edge exceptions, if you will, that a lot of marketers thrive on. 

 

And lastly, a challenge that I'm looking forward to particularly is how do we move marketing as an 
organization? I'm excited to see this on the agenda, move marketing to agile. Because it's 
essentially what we do anyway. The old joke is what makes God laugh? It's watching market as a 
plan. And nowhere is that more evident than when you're a marketing organization in the middle 
of a pandemic at a healthcare companies. I'll probably leave it there, but some interesting 
insights, definitely over the last six months. 

Becky Moore: 

I always appreciate your insights. Thank you. Kevin, good morning. 

Kevin Brucato: 

Hello. Good morning, everyone. So interesting times Prudential. For whatever reason, I find 
myself... than I've ever been, possibly in my career. Some of that's COVID related, some of that's 
transformational related, and I'll get to some of that in a minute. But on the COVID side we 
continue to support remote virtual environment for our employees to Workforce. I think the 
number is somewhere upwards of 90 to 95% of the workforce is still working remotely with very 
few, which we call essential employees that have to actually be physically in the building. And the 
best of my knowledge, it doesn't appear that we will be going back anytime soon, into the office 
for many reasons. Some of that has to do with health and safety, others has to do with logistics 
and so on. The earliest date I'm hearing is we're going to revisit it in January. It just proves a 
testament of the tools we use and the way we work is actually supportive of that model. 



 

 

But on the exciting side, a lot of transformation is going on. I think I've mentioned to this group in 
the past that we are deep into our future of work initiatives through partnership, through 
McKinsey, they're kind of driving the overall program. But what that means for the organization is 
that they spin off these things called work streams or initiatives. There were a few hundred of 
them across the organization within just my group that I support. We have 26 initiatives, three or 
four of them which fall under me as a group. They range in size and scale everything from talent, 
talent assessment, work assessment of what kind of work we're doing to our operational model, 
org design, technology, tech stack. 

 

And then it's interesting the group that I lead is called ecosystem management and exciting for us 
and exciting for the partnership with Workfront is the ecosystem system management to me is 
the prototype of how organizations similar to us should work or how groups within our 
organization should work. So that ecosystem is going to be responsible as a full portfolio of work, 
the health of the work, the health of the resources. It's going to be the org model and operating 
model is going to support an outcome driven workflows. 

 

So we're going to start with the priorities and the goals that are set at a very high level for the 
organization. And then how our org design ladders up to that is we're going to have verticals that 
are going to be built around the outcomes for the organization. And then we're going to have 
horizontals, like my ecosystem that will actually drive the change in the process to support the 
verticals. So a lot of good stuff happening, excited direction, Workfront's going on with some of 
the new tools where we're involved heavily with the alignment and enterprise scenario planner, 
which I think are going to play a critical role in the build out of what we call the ecosystem. 

 

But where I could use help and then I'd love to have further conversations. Maybe not today on 
this though, is if some of the partnerships with Adobe or with Dam because one of the critical that 
I'm very closely aligned with what we're calling the tool to help us create content. And so my 
question really the thing about it, how does the content all being developed through Workfront 
where do we plug into and what is it that we're plugging into to house this repository of content? 
And then feed into another work stream we're working on the distribution of that content. Good 
stuff happening, excited to be here with everyone and see the companies doing well. 

Becky Moore: 

Thanks so much. 

Alex Shootman: 

I just want to say, thanks, Kevin, for facilitating the connection to Lauren who was part of 
LeadPoint. I wished that I could have got the whole conversation shared with everybody. 
because it was just really inspiring to hear how you all are. I mean, Prudential is an old, I don't 
want to say old school company. I don't mean in the way that I think. 



 

Kevin Brucato: 

Sleepy. 

Alex Shootman: 

But, it's an older company. And so to hear kind of those thoughts from Lauren on how she's 
thinking about transforming things is really exciting. 

Becky Moore: 

Thanks Alex. Paul. 

Paul Tasker: 

Hey everyone. So yeah. So Sage, just to remind you, Sage, we target SME. So when COVID hit, 
we were very concerned about what that would do to our market. We went through a huge cost 
cutting exercise of which marketing bore the massive brunt of it. So we stripped everything back 
from a program perspective. But for the positive use is actually, it hasn't been as bad as we 
thought. And we're actually now managing to reinvest where we've made cuts. And also because 
we've really focused an awful lot of care and attention, both on our employees and our 
customers and we've given them pricing holidays and we've tried to reach out to every single 
customer we have literally on the phone to check on them. We've had a huge increase in EMPS 
score, and our Trustpilot score and our Glassdoor score. So although initially it was very 
concerning it's actually becoming more and more positive as things move forward. 

 

The other thing is, as a business, we've come from a place of having a lot of desktop installed 
software. We've been banging the drum about cloud and why you need to move to the cloud, but 
there's nothing like this crisis to show how important cloud is. So we've actually seen these 
subscriptions rising. We've seen a lot of businesses requesting now coming to us proactively to 
say, "Back in the day, we weren't convinced. But we know absolutely understand why cloud is 
important." So we've seen a lot of positives there. 

 

From a working from home perspective, we're still 100% at home and there's no sign of moving 
back to the office anytime soon. I think as somebody else said, probably not until January at the 
earliest. But the good thing is things like Workfront have massively helps us with that because 
there is no need to go back to an office because we can work remotely, we can still 
communicate. And so all of the hard work we did last year to get all of the processes within 
marketing into Workfront has really paid dividends this year because we're able to leverage that. 
And it's also helped us really supercharge the optimization of some of those processes, because 
now we're all really testing them to the limit. We've seen some things where we can make 
improvements. So that's been really helpful too. 

 

The other thing I guess I'd say is that we're looking at other parts of the business now that we can 
bring into Workfront, so our sales operations function, our sales enablements function are looking 
at Workfront. So we're looking to expand out because again, to some of the comments already 



 

made people are starting to say, "Well, how come you guys weren't disrupted? How come you 
guys have been able to still go on delivering? Why can't we?" And some of that secret dust, if you 
like, is Workfront. And so that's been a really positive story to bring forward. So that's also been 
helpful. 

 

I guess the other curve ball for me is that just literally two weeks before locked down and COVID 
here, the CMO left. So I've also had to manage through getting a new CMOs. I'm having a new 
CMO start in September. So that's going to be an interesting piece going forward. But overall 
probably, well I missed the last get together because we were right in the middle of planning 
around the disaster that was COVID. But actually it hasn't been as bad as we thought for us. And 
it's actually brought a lot of positives that we hope to then use going forward into FY21. 

Becky Moore: 

Love it. Thank you, Paul. Susan, good morning. 

Susan Phillips: 

There we go. Good morning. So I'm just kind of continuing on the theme of the virtual work 
environment. Our entire company is 100% remote and will be through the end of the year. Right 
now, our CEO has stated January 4th as the earliest return date. I think most of us don't think that 
will happen. Why go back in January? But one of the things that we've has been discussed quite 
a bit by the leadership team and by our immediate team has been that the benefit of being fully 
remote and not really having the headquarters situations like we have had, like the Stanford is 
the company headquarters and some other geographic sites. It has really flattened the 
organization and flattens access and communications. So that those who were in those sites 
don't have an advantage anymore over people who are remote. And that has been a huge win, I 
think for for everyone. 

 

And also interesting listening to our senior management talk about how much time they spent 
traveling places to meet with a client for a short meeting and how much more time they have 
back in their day to actually do work now because they're not constantly on planes. And that 
applies to more than just the senior management. So I think there are so many positives that 
we're seeing out of this situation and trying to really learn from and work to incorporate into how 
we work as a company going forward that are interesting. 

 

However, we are in the credit card industry and credit cards are used for spending and when 
consumers are not spending and particularly in some of the places that we're really aligned with, 
and this is public information, so anybody can see it in our most recent investor call. We have 
been affected by the lack of retail shopping, the hit of the travel industry. And we also have a 
credit card program in the healthcare industry that is closely aligned with optional services and 
those have all been affected. However, we do have a relationship with Amazon and that's going 
super great. So I think that's probably not a surprise. So definitely it's been a tough year, 
particularly second quarter. And it's really the uncertainty of the economy primarily the United 
States economy is making it difficult for us to plan for the second half of 2020 and into 2021, 



 

because nobody really knows what's going to happen. Although I think it's becoming clear that 
solutions are not going to come quickly to the situation. 

 

We do have a good new deal pipeline recently launched a new deal. We have some other new 
deals coming. So I think we're feeling good about that, but there is just a ton of focus on 
efficiency and productivity. How do we do more with less? Where do we have opportunity for 
cost takeout? And we're really blessing our foresight into bringing Workfront into the marketing 
tech stack. Because we're really starting to see, now that we have been with Workfront for two 
years, we call it cosmos, really starting to see a lot of the productivity benefits. And we'll be 
leaning very heavily on governance and controls to help bring in line some areas of opportunity 
in marketing spend in the second half of 2020 and getting into 2021. So feeling super smart 
there that we made that investment and migration a couple of years ago. 

 

I think for us kind of big themes in marketing our agile for marketing, which it sounds like we're 
going to talk a little bit more about today and being able to more easily use some of the tools of 
agile in the marketing space. We're full steam ahead on using agile and haven't quite got 
Workfront working the way we would hope for it to, so continued support there would be good. 
And somebody brought up the topic of Dam and that is something that I think were kind of 
embarrassed that we still don't really have a Dam. We need one very much. And if it were as easy 
as expanding the Workfront relationship and kind of plugging in it a little bit to meet that need, 
that would be a big win for us. I don't know if we're going to get around to making that 
investment just because of the situation, but it's definitely a need for our company, especially with 
so many retail partners so many assets out there. That's probably the recap. 

Becky Moore: 

Thank you. That's really great feedback, especially on the Dam thank you. Sarang, good morning. 

Sarang Bapat: 

Good morning, everyone. So as you guys might remember, I'm part of the Truist organization. So 
even before the COVID we knew next few years are not going to be normal because we are 
merging two big financial services institutions, BB&T and SunTrust. Our new name is Truist. So 
we got our legal day one last December to go forward with that we call this LD1. The next 
milestone for the merger is what we call as the CD1, which is our client day one. And as a result of 
the pandemic that is going on, we had some vendor issues in terms of we have thousands of 
people who are working remotely from other parts of the world who got affected as a result of 
that. So re planning needed to be done and all that. 

 

So with our latest earnings call, we kind of formally talked about moving our client day one from 
September of 2021 to kind of February of 2022. So teams are actively working on merger, as you 
can imagine, it's the largest financial services merger after the crash. There is a lot of eyes from 
regulators and the government on all of these things that are happening. So everybody's 
diligently working on that. But I think, as you know the current environment for the financial is not 
great. The margins are super low as the failed policies, kind of near zero interest rates are there. 



 

So all in all I think quarter went because we have other balancing businesses like insurance and 
wealth management, those types of businesses do really well in this type of environment.  

 

From a Workfront perspective on where we said it's managed within what we call as the 
Enterprise Data Office. I'm part of the enterprise data governance organization and I own the 
Workfront Center Of Excellence in that space. We have taken Workfront to be used initially was 
just for the data management-data governance, but literally this year, we are expanded to use it 
for our data privacy catalog, use it for our records management space. Across enterprise data 
office, we are also using it for data change management initiatives. We are also using it for what 
we call as the production support queue. So there is a big PS organization that is in place and 
they really learn the way the Workfront works and [inaudible 01:00:56] and ease of use, so we are 
expanding it to that. 

 

Then beyond Enterprise Data Office, there are all these enterprise lines of businesses like 
mortgage, like appreciating and payments, like marketing, they're all using Workfront. It's a lot 
bigger platform than just within the EDO, which is good. And this was all mostly initially for 
[inaudible 01:01:19] because that's where the platform was. But now that we are merging as one 
company recently, literally three weeks back, we have opened up our security so that heritage 
[inaudible 01:01:31] departments can get onto the Workfront platform. It's going to explore an 
almost double the users that would start using Workfront. 

 

I would call out one thing, though, that with all the rapid change that is happening, our structure, 
our changes, why is a core banking merger is the goal that we have on the next two years almost. 
We are not probably going to be able to move to that customer, rather new experience that 
Workfront has. I know we have the classic interface and it's very embedded into all of the things 
that we do across 7 or 8,000 users. We have just on one side, there will be more to come. We 
don't want to disrupt any other things that are already in flight and so much change around we 
hold off on that and to make sure everything is stable for our client, then we'll then go from there 
to see how we can transition to the new experience. 

That's all the update I had. 

Becky Moore: 

Thank you. 

Alex Shootman: 

Thanks for being specific about the request. That's very helpful. 

Becky Moore: 

Thank you. Nina. 

 

Nina Skorus-Neely: 



 

Sorry. I'm on my iPad. I had to reach over and connect everything. 

Hope everyone is doing well. At Warner Brothers, we are doing pretty well, although the 
company name is changing. AT&T is definitely placing their stamp on the company. We're now 
part of Warner Media Organization. I think the activity going on internally and our company's 
really capitalizing on opportunities that Time Warner didn't really take advantage of with HBO 
Turner and Warner Brothers combined. We're shifting quite a bit organizationally, moving a lot of 
our shared services functions or common functions within those three organizations in 
developing shared services organizations. There's quite a bit of shift within that. 

 

Let the cab team know, as well, as a result of some of those shifts, I actually will be leaving 
Warner Brothers at the end of the year and going into semi-retirement. I'll be shifting my focus, as 
well. 

 

From an overall kind of Warner-Media-Entertainment-industry perspective, I think the biggest 
impact that COVID has had on the industry is really a shift to digital offerings. That's no huge 
surprise. Our home entertainment division supporting digital through Apple iTunes, Hulu, and 
everything else have had to have a huge resurgence. Those parts of our business have actually 
been declining quite a bit where they focused quite a bit on physical, like DVDs and Blu-ray and 
that. But the shift in our games and home entertainment division has been really dramatic. 

 

With some of the new leadership in the Warner Media organization, our new CEO, Jason Kilar, 
has a history with Hulu. We are, I think, finally in Warner Media, starting to realize the shift that I 
felt was coming to the industry for probably a good 15 years and acknowledging that we're not a 
content company that sometimes uses technology, but we're a technology company that has 
fabulous content. That shift is having us relook at our workforce. Obviously bringing more 
engineering staff in, focusing on how technology and going direct-to-consumer is going to impact 
our business. Whereas traditionally, the big studios have been a little bit more of a wholesale 
business, we create content and then distribute it through other channels that are managing that 
direct-to-consumer relationships. 

 

There's going to be a very big shift for a focus for us for direct-to-consumer and our digital 
offerings across the board. 

 

I'll echo ever everyone's comments. I think in particular, Susan noted some things about the 
flattening of the organization. Location work really doesn't matter for us except for productions. 
Obviously, it's really hard to do love scenes for content when people are in different locations. 
Our productions are really focusing on- 

 

Alex Shootman: 



 

The green screen technology is coming along. 

 

Nina Skorus-Neely: 

You can do so much in terms of cuts when you're focusing on one person versus another, but 
there's just some things you have to do in person. There's been a lot of safety measures around 
our productions in terms of getting them back in the office, but there's no rush to get our back 
office folks back in the office. 

 

I think universally, our senior management team is actually quite delighted on how effective 
everyone has been working remotely. With that, I'd echo Susan's comment, this concept of 
flattening the organization, where you had some teams that were remote, particularly senior 
staffs, where you might have the US-based team and then EMEA and APAC calling in, or what 
have you, that has democratized the discussion between those organizations. I think for us, that's 
good because a large part of our growth opportunities are international. That democratizes the 
discussion across the leadership organizations and even amongst individual teams. 

 

I would build on your comments. I really loved that. Was it RDG study or whatever? I would love to 
get a copy of that. The focus on collaboration tools, the immediate collaboration tools, the new 
adoption, I think is very, very apparent in our organization. I personally believe, however, as we 
continue to manage work remotely, not only do we need the work management capabilities of 
Workfront, but there's an opportunity space for deeper collaboration tools. People are missing 
their whiteboards and figuring out how to deal with that, I have one of my staff members go, "I 
found whiteboard wallpaper", and she's wallpapering the wall behind her video camera set-up so 
that she can get on Zoom calls and then get on the wall and start drawing. I think that next level 
of electronic white board, a BlueJeans-type capability where there's a little bit more interactive 
collaboration with stuff that you can't type on a keyboard is going to be an opportunity or it's 
something that is going to affect our ability to do true collaboration in the long run. 

 

I think we'll be able to bleed this first wave out pretty well, but I'm afraid we're going to hit a point 
where we're going to miss that kind of interactive collaboration, it's going to be tough to recreate 
without going back into the office. Obviously people are concerned about the safety there. 

 

I know I'm going over my three minutes, but I want to share with you, in particular, some stuff in 
our creative area, which is where we're using Workfront. 

 

Workfront has given us unprecedented insight to what's happening in product development with 
our licensees. If you remember, I serve consumer products, it's a licensing business. We rent our 
IP to product and experience manufacturers who review their products with us and we approve 
them and then they sell them in the marketplace. Workfront, because we've consolidated all of 



 

our product development project management through Workfront, it's given us unprecedented 
insight into how the markets across the world are actually recovering. There's a huge resurgence 
in product submissions from EMEA for us. Double-digit increases year over year from last year, 
which is really strange for us. It's kind of flat in APAC and Latin America and, no surprise, in North 
America, way, way behind. Really interesting the fact that EMEA has seemed to just figure out 
how they're going to get on with business again, and there's more and more interest in our IP 
there in particular. That's been really fabulous and now our leadership team in the creative side 
are looking at how we can further leverage our Workfront investment. 

 

I've finally gotten some interest in looking at some of the portfolio management capabilities to 
manage special projects like big pushes for big theatrical releases, where we've got a program of 
products that we want managed as a portfolio to hit the release date. Or, in particular, where we 
do pitch decks for large retailers, managing all the creative development around all that stuff. 

 

Exciting news for us on the creative front for Workfront and the shift of our overall company to 
direct-to-consumer and the digital offerings is really shifting Warner Media into a technology 
company. I think it's really exciting and I think there's a lot of opportunity for us across the board. 

 

Alex Shootman: 

I just want to amplify something, Nina, that I would just ask for all of y'all to think about. When 
Nina talked about, "We're going to need this type of technology to support the way that we 
work", if y'all see anything that makes sense to you, we talked about DAM, but other things that 
make sense to you that are adjacent to Workfront, please don't wait for a cab meeting. You could 
send me a note, you can send Scott Lee a note, but the great part for us about being a $300 
million company that drops 50 million bucks to the bottom line, is we're in a position where we 
can add things into the portfolio. And the best ideas usually come from a team like this. Once 
again, don't wait for a meeting, but send me a note and I'd be very interested in looking at stuff. 

 

Nina Skorus-Neely: 

Alex, I'm going to close that with one final thought. I actually had something come up in a 
meeting at 4 o'clock yesterday, I immediately thought of you, related to some SAP opportunities. 
So I'm going to set up some time with you to talk about that. 

 

Alex Shootman: 

Thank you. 

 



 

 

Becky Moore: 

Thank you. Really great, helpful feedback from all of you. Really, I appreciate you putting the time 
into that. 

 

We're going to move on to the product update and I will call out that we're about 15 minutes 
behind schedule, but do not fret because Heidi will take the time from the wrap-up on the back 
end. We want to make sure we have enough time for the product update and to hear from Brent, 
as well. 

If we do run a couple of minutes over, if you can stay, that's great. We'll cut the wrap-up really 
short. With that, I'm going to toss it over to Scott and he's going to drive his own slides. 

 

 

Product Update: Workfront 20.3, Workfront Align, and Workfront 
Scenario Planner 

Scott Lee: 

Thank you. Hey, it's good to see you again. Really, really interesting updates. One of the things, 
as you know, we're solving for is the complexity of work. I love the April meeting we had, I've got 
a lot of insight from that. As Alex alluded to earlier, we made some significant progress in a few 
areas we'll update you on and added some things in the mix that we accelerated simply because 
we needed it. We saw the need there. 

 

I'm going to talk about 20.3 Align Scenario Planner and some other things. But the main thrust 
here is that when we look at some needs in the market, you've got to understand what the 
objectives are that the organization is going to March to, and why we're doing what. You have to 
understand how and iteratively plan, we heard that loud and clear in April when one of you said, 
it might've been Susan, said, "We're going from planning on a quarterly, monthly, annual basis, 
obviously, to weekly or daily". I'm, "Things haven't changed". Giving people the capability of 
doing planning and whatever scenario they needed to. And then being able to extend and 
connect the benefits of that goal alignment of the planning, and then as they execute the work 
within Workfront. 

 

This is a visual way to explain what we've been up to in terms of why we created these products 
and why we created these capabilities. At 20.3, we want to help you lead transformational 
change. That's why we're giving you some new capabilities, for example, around getting 
actionable insights into work and team performance. That's the enhanced analytics that you 
heard about. Enhanced analytics will be a part of business and enterprise skews. 



 

 

Allow departments to work in one instance of Workfront with the enterprise controls 
improvements we've made. I'll talk about that. 

 

Align strategy to delivery, simplifying the process of iterative planning, and then bridging the gap 
between technology and business with fusion. 

 

Some of the other feature enhancements we've made, a mobile virtual assistant, again, 
voice-activated mobile so it's easy to update a task or whatever within the mobile. We are making 
progress, as well, on mobile device management with some of the enterprise app stores. We 
hope to have an update on soon. But the other thing we heard was Zoom integration and Teams. 
Zoom's coming in 20.3. We've had the code ready, it's been done for a while. We had to wait to 
get through Zoom's third-party approval process. We finally got that and it's ready to roll for 20.3. 

 

We've also added, in terms of enterprise controls, group admins can manage approval processes. 
You can create up to 14 levels of subgroups now. There's branding now for specific groups, 
teams, job roles, users that's available. Rich text formatting for custom forms. Saving a request as 
a draft so you come back to it later. We heard that loud and clear. And converting documents into 
advanced groups. These are all... Hi, Nina. I remember our visit. Those all came from your input 
and from the idea exchange. I'm really proud of the work the team has done to get those into the 
product. 

 

Now, Align, you've heard about. We've got a really awesome alpha and beta program. We've got 
a lot of learning from that. I'll say right out of the gate, this will help you align folks to what is most 
important. We've been using it within Workfront for probably six months. It is how Alex operates 
the company. The cool thing about it is that you're going to be able to tie and connect the key 
activities that are going to drive a key result into Workfront projects. 

 

That's something that we accelerated to get into the product because we heard loud and clear 
that got to have that connection between what's happening over here and the why you're doing 
something to the actual project work that you're doing. We have that. We'll be ready when we 
release next week. 

 

Scenario planner. Again, being able to look at different plans continuously. I want to give you the 
ability to look at one scenario, compare it to a couple other scenarios, play with things like 
resources, financials if you have. Again, this is not the super precise [inaudible 00:01:17:09], but 
you know you have a budget of a million dollars or 500,000 or whatever. You know you have this 
many of this role. Then these initiatives, as you start to prioritize and see the trade-offs, you start 
to see where the cutoff is in terms of your resources. 



 

 

Then once you have a plan that you want to go [inaudible 01:17:30] you fund it, you've got it, you 
can publish that plan and that becomes part of your portfolio management. 

 

Fusion 2.0 is another awesome technology update we've got. We acquired technology that now 
turns Fusion into a way more powerful integration platform. But it's not only that, it enables us, as 
you connect and as you saw in the Leap demo, what you're really doing is connecting different 
platforms in your automated workflows that help bridge Workfront or [DB's WorkStreams 
00:18:06], Kevin, that you talked about, with a powerful integration strategy, a lot more becomes 
faster, becomes more automated. We're really, really happy with the progress we've made here. 

 

Then lastly, enhanced analytics. This is the visualization of work and how people are performing 
across the organization. You can see work and resource performance on a set of projects in real 
time. You're having that historical snapshot appear and show here's the trends we're seeing in 
terms of these projects, whether or not they're red, yellow or green, we can dive into a project, 
understand a task in flight. We can see where engagement is happening, where it's starting to 
heat up, and you're starting to see more check-ins on a project versus where it's cooling off. Then 
you can drill right in and take action, ask questions because you have that side summary panel 
that you can assign somebody an action on an insight that you're getting. This should really help 
teams with work in flight, especially project managers with work in flight, make the course 
corrections they need to a lot faster because it surfaces that information. 

 

With that, I know I went fast, that was seven minutes. By the way, any questions on any of that 
before we move on? I should ask. 

 

Simon Wiltshire: 

My only question, Scott, and you don't have to answer it here. I think it's more of a philosophical 
understanding, is you're building a lot of features into the product directly, which is a philosophy 
as opposed to focusing specifically on ease of integration with other best in-class components. 
For example, integrating with Domo versus building your own analytics, that kind of thing. I'm just 
curious to know if you have a specific philosophy on how you choose whether it's an add 
functionality, to Workfront versus focus on more of an open ecosystem or whether they're, in fact, 
even in conflict at all. 

 

Scott Lee: 

I would say that yes, we do, we're developing that. We actually have a very robust data strategy 
underway that, by October, we should share that with you and certainly get your input on it 
before then. The way I'd answer that is it's so tightly connected to the project work here. We 
don't look at Enhance Analytics, for example, as being a replacement for Domo or Tableau, what 
we actually want to do is leverage the data that's within Workfront so within the roadmap, one of 



 

 

the next things we'll do is how do we get that data out in a more easy way for you to go and do 
some more advanced analytics visualizations within Domo, within Tableau or whatever you're- 

 

Alex Shootman: 

Specifically, I just want to add to that, Scott, because I want to be very specific for Simon. There is 
no business strategy to go to a customer who's using a Tableau or a Domo and say, "That's not a 
good technology. You should use Workfront Analytics instead". This is very specific business 
strategy to say, "Because I know Dale uses Domo, use Domo, use Tableau, let's figure out how to 
get the data into that". I just want to echo what Scott said. We should have Alex Bass on a call 
with the Customer Advisory Board and go through what I would just call the full-range of 
reporting analytics data presentation strategy that that Alex is working on. But Simon, we're not 
going to compete with Domo. We're not going to compete with Tableau. We're not going to 
expect you to not use those products. 

Scott Lee: 

Any other questions? 

It's my pleasure to introduce Danielle Riccitelli. She joined Workfront couple of months ago, was it 
Danielle? 

Danielle Riccitelli: 

Yes. 

Scott: 

With that, Danielle, I can go ahead and advance your slides. 

 

 

Product Update: Enterprise Agility in Workfront 

Danielle Riccitelli: 

Nice to meet everyone. Just a little bit about me. I joined [Scott's point 01:22:30] on Workfront two 
months ago, actually on May 4th. Since then I've traveled across the country from Boca Raton, 
Florida, to Utah, to be closer to the home office here and enjoying my time here. I'm originally 
from Ohio, though. I'm born and bred in Midwest kind-of girl. 

 

Prior to coming to Workfront, my background, I've worked across multiple industries and I've 
been progressed into technology leadership positions and then over to product and marketing 
leadership positions. But throughout the years, my focus, because I was in a lot of like 
high-delivery roles, transforming the ways of working within the organizations that I was running, I 
started getting into a lot of agile stuff. I've been in the agile space for about 10 or 15 years and 
have led transformations at Universal Studios and Medical Mutual of Ohio. 



 

 

Most recently, before joining Workfront, I focused on business agility as a part of a division of 
Accenture called SolutionsIQ, where I would consult and work with large global companies on 
their transformation strategies and roadmaps and make sure that we help to deliver the 
outcomes they were looking to achieve. Lots of certifications in the agile space. Like I said, I've 
got a pretty extensive background from team-level stuff to organizational transformation, as well. 

 

In an objective's perspective today, what I'm hoping to accomplish over the course of the next 10 
to 15 minutes-ish is to share a hypothesis that I have and we're starting to form at Workfront 
around how Workfront could potentially solve some of the business agility problems that are out 
there today. Understand from you guys what your perspective on how big of an opportunity, 
something like this might be. At the end, I'll be looking for some folks, if you're really passionate 
about anything that you heard today, to participate in the process of really coming and 
formalizing the vision around business agility in Workfront, and then the roadmap and the 
ultimate experiences that go along with that. 

 

I won't spend a ton of time here. I listened to a lot of your intros and it sounds like a lot of you 
guys are deeply ingrained and you understand businesses. And when I think of Agile, I think of 
more adaptive when I talk about Agile businesses. Includes Big Agile frameworks and stuff, but 
just really the ability to pivot and respond to changing marketplace demands. From a technology 
perspective, definitely rapid change and constant new technologies hitting the marketplace. And 
that's probably going to not go any slower than it is today. The change is probably going to be 
even more exponential in the future. 

 

From a consumer-demand perspective. We've got, I think, two thirds, that we were speaking to 
earlier, states that two thirds of the workforce today are millennials and gen Z folks. They have 
high expectations. They were brought up with digital, they expect good experiences, they expect 
immediacy and response when they have questions or problems. 

 

From a competition perspective, some folks, we have some older organizations that still have 
some legacy systems and things like that. These new folks are building new modern architecture, 
which enables them to move quicker and move faster and to innovate and to respond to 
changing marketplaces. 

 

Lastly, we're all very much aware of the COVID impact and the remote workforces. Which has 
expedited digital transformation and an organization's ability to break down those silos and 
effectively plan and align and execute work that's tied back to the strategic priorities is going to 
be critical, especially in the new ways of working, the work [to Datto 00:26:38] space. 

 



 

Does this resonate with you folks at all? Sounds familiar I'm sure? 

Speaker 4: 

Yes. 

Danielle Riccitelli: 

I see some heads. We can move forward, Scott. 

Danielle Riccitelli: 

When I think about Agile and typically from my consulting experience, when I would go into 
organizations, a lot of times, folks are starting with agile teams. Just teams that are dabbling and 
some folks are doing Kanban and some folks are doing Scrum and they're trying some different 
methodologies. They're really focused on how do they incrementally deliver value. This kind of 
started back in the early two thousands, not too far from where I am right now, but then over 
time, folks started adopting, not just from a startup's perspective, but larger organizations, wanted 
to leverage some of these same practices and patterns and things like that. But when you have 
hundreds or thousands of people that need to align to deliver something to an end user or that 
customer, the patterns and practices at the team level don't necessarily scale when you're talking 
about having to plan and align and deliver across multiple, large groups. 

 

You have these scaling patterns that came into place. People decide that they want to implement 
SAFe, or they want to do LeSS or DaD or some Spotify model or something like that. 
Organizations tend to set a few teams up, do a proof of concept, figure out that it's going to work. 
We need to bring groups together to deliver value. We're going to start implementing some 
scaling. 

 

Over the course of probably the last five years, what I've seen from a marketplace shift 
perspective is a lot of folks are getting to the point where they're already scaling. And they're 
saying, "We understand we're getting outfits at this point, but we really want to focus on the 
business outcomes". We're not just talking about incremental delivery, but we're talking about 
incremental delivery of stuff. That ties back to the most important things within your organizations 
today. 

 

I'll pause there for a second. I think what would be interesting to hear for me from you guys is 
where do you fall on the spectrum of, you're working with agile teams versus scaling versus your 
companies actively pursuing a more agile enterprise business agility. 

 

Elizabeth Volini: 

JLL, I'll just start if that's okay. JLL, this very much resonates with the work that we're doing right 
now. The majority of our digital transformation is focused on pivoting this 200-year-old waterfall 



 

organization to a more agile product-centric perspective on our work, whether it's incremental or 
how to adapt our work model to scale out that agile for perspective. This resonates very well. I 
think one of the things that we're particularly challenged with, and I know the industry as a whole 
is struggling with, is aligning our financial management process to the new way of working and 
thought process. I would just add that in there is a challenge that I welcome a conversation and 
trying to navigate. 

Danielle Riccitelli: 

Absolutely. Thank you. Anything else? 

 

Kevin: 

I would just add, I mean, it's just spot on, this is exactly what Prudential's going through today. I 
mean, different parts of this are happening in pockets of the organization, but you know, if I 
speak to the teams and the groups that I support, this is it head on. You talk about full potential, 
that word's used a lot, both within my group and within my organization is just realizing what is 
the full potential of the groups or the environment that we support. So music to my ears. 

 

Danielle Riccitelli: 

Excellent. Anybody else? 

 

Nina Skorus-Neely: 

I would echo the fact that this resonates with us. I feel like, at least within the technology 
organization, we're still more in the Agile Teams area because the Agile Advocates in our 
organization don't buy governance. Governance is a four-letter word amongst them. So the 
concept of leaning into safe and scaling or whatnot is, I think, almost foreign to them. On the 
business side however, we're doing much more, obviously because of COVID and cash flow 
impacts, et cetera, managing our capital and wanting to be more in the business agility side. So I 
have a feeling we're going to end up approaching this from both ends and we're going to come 
together somewhere in the middle. 

 

Danielle Riccitelli: 

Right, right. And that's a really great point. Process and structure and all that stuff is great. But a 
lot of times, like in my experience, when I would go into an organization, they would say like, 
"Hey, we've been on this path for years now," right? "And we're not seeing the outcomes that we 
were hoping to see from it." A lot of it is because it's more of the culture change. Right. And it's 
the mindsets and those behaviors and things like that. It sounds like maybe you're struggling with 
a little bit of that of yourself. 

Nina Skorus-Neely: 

Yeah. 

Simon Wiltshire: 



 

And I think my observation, just to build on that a little bit, is that I've discovered that marketers 
love change as long as it's everybody else has to do it. And one of the challenges here is that 
Agile in a marketing context, in my experience tends to be confused with just do it faster. And so 
it is change management is a huge part of it. You can talk Agile all you want. Everybody loves to 
be able to have that messaging, but the practical reality of Agile is not without its overhead and 
without its challenges and without its change management and requirement to do things 
differently. And honestly, we never did. We don't do waterfall very well. It's like my comment 
earlier about marketers planning, right? So it's not like we're necessarily leaving anything 
awesome behind, but it's still change from what I might generously call orchestrated chaos. 

Danielle Riccitelli: 

Thank you. Appreciate your feedback on that. So it sounds like we're kind of at least on the same 
page as far as like where things were heading. Scott, if you want to, you can jump to the next 
slide. So, when I think about organizational agility, and somebody said earlier, like, "Hey, people 
miss their whiteboards." I did the same thing that you're talking about. I have about the paint yet, 
but I'm going to do the paint. But I think about from the time that you're setting your enterprise 
goals to breaking that down into themes, it's tied into business units or portfolios and programs 
and teams, and they get back to the customer and you get this full kind of feedback loop. Right? 
So an organization's ability to kind of optimize that flow of business value into the hands of the 
customer, right? That's kind of that streamline execution that folks are looking for, right? 

 

So the problem that I see a lot of times is that there's really a lack of alignment to those, number 
one, to the strategic priorities, right? And then from a coordination perspective and a 
transparency perspective across the organizational silos, when you think about the stream of 
value to a customer, right? That's kind of like, I think that's where the money is, right? Like that's 
the place where the better we can do that, the better we're going to be able to make sure that 
we're focused on doing the right things. And we're getting those things out the door to our 
customers as quickly as possible. Right? So, looking here, you've got research phases and 
defining stages and ideating and prototyping and development and preparing to put something 
into production or go to market with it. 

 

And you've got different groups involved in that process that are using different tools modes, 
they're using different methodologies, right? And it really becomes troublesome, right? To kind of 
really understand who's working on what and where are we at, how quickly am I going to get this 
thing that I need right into production and do that with confidence? So is this something that also 
kind of resonates? Are these issues with where your groups are today? 

Nina Skorus-Neely: 

Well, Alex, you and I have talked about this quite a bit. And I think I actually shared a white paper 
with some of the team that I wrote a couple of years ago on this particular problem. Sorry, my 
daughter's making a smoothie in the background. But you know, this concept of using a 
Workfront type platform to orchestrate work amongst the tool sets that are more natural for 
people to work in that are fit for purpose, right? 



 

 

JIRA is fit for purpose when you're in an engineering state. It doesn't make sense to force them to 
work in a Workfront, but you should be able to orchestrate that work. And again, make certain 
that you're continuing to align with that. Danielle, I think Alex was going to get us hooked up later, 
but would love to talk to you about this in more depth. I think this is an interesting area for 
Workfront to be able to position themselves as that orchestrating function and be clear. Like we 
talked about the Kickstart kits... Kickstart sets, I think a couple CABs ago, being clear about how 
to set up an environment like this so that Workfront can integrate with all those tools very 
seamlessly. And teams don't have to figure it out on their own. Just say, "Here's how you can pull 
all this stuff together." 

Alex Shootman: 

No, just go ahead. Sorry. 

Nina Skorus-Neely: 

No, go ahead, Alex. 

Alex Shootman: 

I was just saying building on that, I mean, the specific, Nina, just correct me if I'm wrong. The 
specific feedback that I recall is you Workfront, not you, Nina, you Workfront have to have a point 
of view on how you're going to integrate with JIRA. Right. 

Nina Skorus-Neely: 

Yup. That was one of them. 

Alex Shootman: 

Right. And what that workflow is going to look like and what's... And not just in the market, the 
ability to integrate with JIRA and say, "Good luck, tiger." You need to actually be thoughtful about 
it and come and tell people how to do it. 

Nina Skorus-Neely: 

Carve out a role for the various tools. I would also acknowledge the fact that when we think 
about planning work, right? The ideas around the sources of ideas for work come from many 
places. They can come from an inline app support tool that someone has an issue or training 
issue or whatever, that really is more of an enhancement to a product. Someone can report a bug 
in service. Now someone could come with a strategic initiative on the business side that has 
systems implications, and they could come from there. So you have all these multitude of sources 
of ideas and part of the challenge is ingesting all those sources, bringing them all together and 
then triaging them to figure out how do I handle it? How do I prioritize that? Is it a big enough 
thing that I need to go funding for, that I need to kick off my funding and prioritization process? 

 

Or is it something I can just hand off to my JIRA instance, and just absorb as part of my normal 
minor enhancement activity on solutions? And I'm just talking about systems process right now. 



 

But you know, that idea of getting all these ideas, orchestrating the idea triaged, and then 
delegating the workout out, but keeping it orchestrated throughout all those various work 
streams. I think it's a really interesting area where you might be able to carve out a point of view 
on. 

Danielle Riccitelli: 

I agree a hundred percent and that's kind of... And that's really what's reflected right in the next 
slide is how do we, and I think about like Agile capabilities, right? And we have some work to do. 
We're actually evolving our Teams, Agile Teams experiences right now, too, right? 

 

We've got some Quick wins we're working on, we're thinking about, "What are some of those key 
capabilities and how do we do those as well, if not better than like if it's a Kanban board in Trello 
or something like that?" But noticing that we're not really going to probably compete with the 
JIRA, right, and the technology teams that are heavy into like DevOps and things like that. So 
where it makes sense, Workfront is a place that people can manage their work processes within 
themselves, but also let them, if they want, if they have a tool of choice that they want to be able 
to use, let them work in that. And how do we kind of take that strategy and break that down into 
components and then kind of push them across the different areas that need to work on them? 
And then how do we aggregate that information back, right? So that we can make sure that we 
always know where things are at and the progress that we're making toward our goal. 

 

Okay, great. I'm going to jump to the next one. So what we're doing right now, I actually just had 
someone else join the Teams. It's really super experts in kind of the higher level spaces. So when 
you talk about like portfolio management and the financial aspects of Agile Organizations, she 
just joined and she's kind of kicking off a vision and a roadmapping phase to kind of evaluate. If 
we say like, "This is what we're trying to do," right? Connect strategy to execution and enable 
this, right? In an Agile way. What are the things within Workfront that we need to do from, so to 
your point, from a strategy and an intake perspective, right? Making sure that we have lean 
budgeting in place and that we're allocating and adjusting funding to products or portfolios, or 
however we want to do it from a financial management perspective and we can set guardrails 
and we can evolve those and set investment horizons and things like that. 

 

And on the budgeting and the planning side that we have lean portfolio management in place, 
and we can visualize portfolio, Kanban boards, and product roadmaps and things like that, that 
we have support, right? For mixed methodologies because we know everybody doesn't do Agile 
and everybody doesn't do Waterfall. And some folks do something in between. That we can 
support the frameworks for the folks that want to leverage the frameworks, but we have enough 
flexibility in place that we're not like, "This is the only way you can do this at work." Right? Talk 
about governance and reporting, like at different levels, you need to know different things. 

 

So making sure that the executives get the reporting, that they need, how they don't need to 
know what the velocity at each team is. Right? They need to understand, "How are we meeting 



 

our enterprise goals and how are we progressing toward hitting our targets there?" And then also 
on the delivery side, right? Those partnerships and integrations and leveraging things like 
machine learning and AI to help people be more efficient and effective in their workflows. So 
we're kind of going through the process of figuring out when we say "business agility" in 
Workfront, what specifically across these different categories do we need? What do we need to 
do? 

 

We can go forward, Scott. So, that's where I do my call to action. So what I'm looking for, what I'm 
hoping to get, it sounds like there's a lot of great potential partnerships here in building out the 
vision and maybe in some cases, having interviews or allowing us to observe some of the 
cadences and stuff that you guys have in place. And then especially as we start to come up with 
our strategy and our roadmap and those new experiences... Kind of being part of that process. 
Sorry. 

Scott Lee: 

Yeah. And we'll follow up with you on that. Just in the interest of time, we'd love to have your 
participation in this process here. And then the last one, I think, just want to give a quick highlight 
of this, Danielle. 

Danielle Riccitelli: 

Super quick. So just so you guys know, in this particular quarter, what we're doing is, like I said 
earlier, we've got some Quick wins. I heard somebody say earlier there's some issues within the 
current experience at the Teams level. We're working on some of that. If you have specific ideas, 
feel free to reach out to me. If there's things that you're hoping to understand a little bit more 
about what we're planning to do, happy to have those conversations. A lot of the top Idea 
Exchange items around Agility we're moving on right now. At the same time, we've kind of got 
like dual paths in place to move the Agile Teams experience into whatever that 2.0 version is so 
we can be like more on par with folks like a Trello or like a JIRA, but not exactly like every single 
capability there. And then thirdly, right? It's everything above that. Programs, portfolios, the 
enterprise. How far are we going to take business agility within Workfront today? And what's the 
roadmap need to look like to get there? 

Scott Lee: 

Awesome. Thanks, Danielle. Becky? 

Becky Moore: 

Yeah. We're going to toss it over to Brent. Brent, do you want to drive your own slides? 

Alex Shootman: 

I was reading the chat room, Danielle. I think everybody volunteered. 

Becky Moore: 

Yeah, everyone is. You got some great chats. So we'll follow up with that as well. 

 



 

 
 

Innovation Lab Review and feedback 

Brent Rudewick: 

Becky, you can drive this one. It's only- 

Becky Moore: 

Let me do that then. Stand by. Oops. Excuse me. 

Brent Rudewick: 

So it's great to see everybody. It's been enjoyable talking to several of you as we've been 
working through some of the items that you saw Alex talk about. Specifically, and you saw some 
of the pieces that are being delivered in the 20.3 release. Several of those came from the Idea 
Exchange. So when you take a look at what we've delivered off of the Idea Exchange, we've 
delivered about 20 items between 2019 and the beginning of 2020, about 12 of those we 
delivered in 2019 and year to date, we've delivered eight. So I think it's good for this group to 
know that we do listen to you and we actually take that to heart and build it in the product, but we 
want to go to the next level. 

 

And that gets us a little bit to where we're going. We talked about this before. If you go to the 
next slide, Becky. So I want to highlight a big piece here and that's what's changing. You're going 
to be in the same place. You're still going to go where you went before. Right? None of that is 
changing. We are changing, on our end, how we manage the process, because that was where 
we had a little bit of breakdown in how we managed expectations with ideas inside of the Idea 
Exchange. The other piece that we're adding, though, is we're making sure that we have a 
chance to consolidate ideas within the Idea Exchange and put together a list that has a product 
leadership team we take a look at. Knowing where our roadmaps are, you hear Danielle's 
roadmap, Darren's got a roadmap. We all have roadmaps of where we want to go. 

 

And we take a look at the Idea Exchange and say, "All right, do we want to move this up? Do we 
not?" So we're going to come up with a curated list with information that comes from the new 
Innovation Lab. And we're going to send that out to the community and we're going to give you 
another 10 points and we're going to have you prioritize. Same thing we have to do, right? As 
much as we would all love to have like, "Well, let's just bring more and more and more resources 
in," we all know that we live in a resource constrained environment. And so we want to give you a 
chance to weigh in to those items you feel are the highest priority. We will then take that curated 
list, take a look at our roadmaps, start to look at, maybe we should move some things around. 

 

Maybe we should shift some items up. And that process, that curated list is actually going to be 
socialized this month in two weeks. And so the biggest reason I wanted to talk to this group is 



 

you're a very influential group. And so I would love for you guys to obviously go in and make sure 
that you vote on those ideas, but then begin talking about it with some of the other folks that you 
know you have influence with and encourage them to vote around this prioritized list. I would 
expect that over time, we'll see more and more engagement, but ultimately that prioritized list will 
help us start to shape the roadmap as we move into the beginning of 2021 and beyond. And we 
may even be able to move some items up for the 20.4 release or before the end of the year. 

 

But I just, I want you guys to understand that that's the biggest piece we're shifting. You'll still 
upvote all that's still going to happen as it did before. There's a threshold that we will actually 
disposition the ideas around, but ultimately it's this new curation step that we feel like is going to 
give the community a chance to really weigh in and help us prioritize those ideas. And so that's 
really it. I wanted to plant that seed because I want you to know it's coming and it's coming in 
August in a couple of weeks. So take a look at it. It'll be its own section side of the community site 
for you guys to go and vote up. Are there any questions around that? Thoughts? 

Simon Wiltshire: 

Have you modeled this approach on any other tech companies out there? 

Brent Rudewick: 

So this is a very similar approach, Simon, to Salesforce. Very, very similar approach. We figure it'd 
be good to model after someone you feel has been a successful platform. 

Alex Shootman: 

They actually went through the same initial experience that we went through to get to this 
approach, right? Where they launched their "Idea Exchange". They got similar customer 
feedback, which is like, we've got lots of things that are kind of similar to each other. Y'all aren't 
aggregating it. We're having to aggregate it for you. You're never giving us any feedback in terms 
of what you've built and you haven't built. And so they ended up releasing a second generation 
of their community input and I think it's fair we kind of copied that. 

Brent Rudewick: 

Yeah, that's a very fair point. 

Alex Shootman: 

The best part was when Brent was a customer, he complained really vociferously about this. So 
when he joined Workfront, we said, "You have freedom to make it whatever you think it should 
have been." 

Becky Moore: 

Brilliant. 

Brent Rudewick: 

Awesome. That was it. 



 

 

Becky Moore: 

Yeah, we'll make sure, Brent, we'll make sure this is also called out in the CAB community, that 
that information is up and live and that voting is open. So make sure that folks don't miss it. 

Brent Rudewick: 

Perfect. Great. 

Becky Moore: 

Thank you for that. All right. CAB update and wrap up. 

 

 

Wrap-up, October meeting topics, Next Steps 

Heidi Melin: 

Yeah. So, first of all, thank you all for the great input. And I think the value of the business 
updates is truly amazing. So I appreciate the time and thoughtfulness that you put into those 
updates, cause it's really helpful. And I'm certain that you all enjoy each other's updates as well, 
given the pace at which things are changing and how we're all trying to figure out what this new 
normal looks like. To close out, we have a couple of topics that we're going to continue on the 
community. 

 

The first one, and I think most importantly, is the next CAB meeting. So originally we had 
scheduled the next CAB meeting to be an in-person meeting. And as all of you might imagine, 
and have probably already guessed, we are going to transition that to a virtual meeting. Right 
now, and I think you all have placeholders on your calendar for full days on the seventh and 
eight, please know what we're going to do is we're going to transition that to two, probably, two 
hour blocks each day to make sure we're taking into account Zoom fatigue and that we're not all 
in a full day meeting on Zoom. So feedback on topics, as well as feedback on the format, there 
may be things that you all have seen in virtual meeting formats that is most useful or has been 
really well received. Please pass those along and we'll continue that discussion on the 
community. 

 

Then we also gave you a couple of pre-reads. One was a CIO messaging and CTO messaging 
that we wanted to get some feedback on. And given timing today, we didn't have quite enough 
time to include that on the agenda. But what we do want to do is include that in the CAB 
discussion on the community, as well as the operational system of record financials assessment 
that was a preread. So those are things that we'd like to continue the conversation, but in the 
effort of keeping these virtual meetings manageable, continuing that conversation on the 
community. Does that make sense to everyone? 



 

Speaker 7: 

Yep. 

Heidi Melin: 

Awesome. Okay. So a couple of follow through things, we're trying to really pull those strings 
through taking items that are of interest in each CAB meeting and pull those through. We have a 
few followup things that we owe you. Alex touched upon a few of them, but certainly the new 
Workfront experience updates. We want to talk a little bit of that. Sarang, You talked a little bit of 
that, about that, how that relates to truest, but we do want to pull that thread through as well as 
we talked about a work analyst job description, and we owe that to all of you. We're not covering 
it today, but we will pull that through. And the final thing, I just want to know, 

Alex Shootman: 

Heidi, just one thing that I also want to plug, put as a thought process. We've talked, externally, 
about in the future we think there's going to be a chief work officer. And we've got some people 
internally working on what that role might look like. That's another thing that I want to be able to 
bring to this group for critique in terms of that role description. 

Heidi Melin: 

Yeah. That's a great add from a follow up. 

Alex Shootman: 

So the work analyst and then a higher level work executive. 

Heidi Melin: 

Yep. Got it. And then finally, I want to update all of you. We are going to have some new folks 
joining the CAB, starting in the October meeting. I'm not going to, in the interest of time and 
keeping everything aligned, I don't want to go through each one of those folks, but we are going 
to be doing bios between now and the October meeting. So you can get to know some of the 
folks that will be joining the CAB. Becky, remind me, are there six folks? 

Becky Moore: 

We, yeah, we have six right now and we will be, actually this week, we'll share their names and 
just literally a photo and name and title. And then we'll invite them to actually join the community 
in September. We'll share this readout with them and then they'll join the October meeting with 
us. 

Heidi Melin: 

So you have a little bit of an opportunity to get to know them and then participate in discussion 
with those folks in the October timeframe. We're excited to broaden the CAB community and I 
think that's a benefit for each and every one of you as well. So I think, Becky, did we forget 
anything? Are we ending early? 

Becky Moore: 



 

We are ending three minutes early. I'm actually shocked. So thank you, everyone, or Heidi, 
wrapping it up really quickly. So just to reiterate what Heidi just talked about with regards to the 
CAB community, we're going to begin to be really active on that. And we're going to ask that if 
you haven't already done so to please check your settings on the CAB community to make sure 
that you're seeing the notifications that something new has been posted. For each one of these 
items here, there'll be a separate thread. So there'll be a thread around the CIO messaging 
coming from that team later today, same with OSR financials. An update will probably be coming 
in the next week or so around new Workfront experience, I'll start a thread around topics for the 
October CAB. 

Becky Moore: 

So there'll be a lot of different threads going on. So, chime in on those you want. We may even 
tag you and ask you specifically for feedback. And then, as Kristen mentioned in the chat, we'll 
also answer a lot of the questions that were posed there. 

Heidi Melin: 

So we will miss seeing all of you in person in October, and let's all keep our fingers crossed that 
we will be able to get together in person in 2021. And if you have feedback on how we can make 
these the best use of your time, as far as the meetings are concerned and the format, please 
send any input our way, because we want to make sure that you're getting as much out of this as 
we certainly are. So thank you for your time today. And with that, we will close the call. 

Alex Shootman: 

Thank you all very much. 

Becky Moore: 

Thank you so much, everyone. Appreciate your time. Take care. 

Heidi Melin: 

Take care, everyone. Be safe. 

Becky Moore: 

Bye. 
 


