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Ms. Greene:  Good afternoon, and welcome to the 2015 Actua Investor Conference.  

Thank you for joining us today. 

 

The theme of this year's conference is Driving Growth in Vertical SaaS.  Following an 

introduction from Actua's CEO, Walter Buckley, you will hear from Actua President, 

Doug Alexander, who will lead our CEOs in a discussion on growth drivers in their 

respective vertical markets.   

 

Just a few housekeeping items: Please hold your questions until the end of the panel and 

wait for the microphone to be brought to you so that questions can be heard on the 

webcast.  Also, please silence your cell phones at this time.  And, if you're looking for 

wi-fi, there are instructions on every table with the wi-fi code.   

 

Before we begin, I'll briefly review our Safe Harbor language.  The statements made in 

this presentation that are not historical facts are forward-looking statements within the 

meaning of the Private Securities Litigation Reform Act of 1995.  These forward-looking 

statements involve certain risks and uncertainties, including, but not limited to, risks 

associated with our ability to compete successfully in highly-competitive, rapidly-

developing markets, the effect of economic conditions generally, capital spending by our 

customers, our ability to retain existing customer relationships and secure new ones, 

developments in the markets in which we operate, and our ability to respond to those 

changes in a timely and effective manner, the availability, performance, and security of 

our cloud-based technology, particularly in light of increased cyber security risks and 

concerns, our ability to retain key personnel, our ability to deploy capital effectively and 

on acceptable terms, our ability to successfully integrate any acquired business, the 

impact of any potential acquisitions, dispositions, or other strategic transactions, our 

ability to have continued access to capital and to manage capital resources effectively, 

and other risks and uncertainties detailed in Actua's filings with the U.S. Securities and 

Exchange Commission.  Those and other factors may cause actual results to differ 

materially from those projected.   

 

With that, I'll turn this over to much more interesting material.  I'm going to welcome 

Walter Buckley up.   

 

Mr. Buckley:  Thanks, Karen.  I'd like to welcome all of you this afternoon.  I thought I'd 

just give a brief overview of Actua, highlighting some of the key trends we're seeing, 

then talk about our long-term operating model, which we're unveiling today for the first 

time, and then I'll hand it over to Doug and the management team for, I think, a really 
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interesting discussion on the key growth drivers we're seeing in the market, in each of 

their respective markets.   

 

Just from a high level perspective, Actua is really all about bringing the power of the 

cloud to industry specific vertical markets.  From our perspective, these platforms really 

bring deep operating expertise and leverage to the markets they're in.  The scale that 

they're beginning to get, not only from a financial perspective, but probably more 

importantly from an operating perspective, is significant.   

 

Just to highlight several numbers that I think we've talked about before, but just to 

illustrate, I think, the magnitude of the impact that these businesses are having today: 

 GovDelivery now reaching more than 90 million citizens on an ongoing basis.   

 VelocityEHS, formerly MSDS, now interacting with over 8 million employees on 

a regular basis. 

 Bolt: 25,000 providers.   

 Finally, Folio with roughly 90,000 advisors on the platform.   

 

These are all growing.  I think, from our perspective, I think it highlights the opportunity 

in front of us as well.  These models are more capital-efficient than we see from the 

horizontal SaaS perspective, and they all have, all four businesses have really attractive 

competitive moats, either deep content, data, and analytics or, in Bolt and GovDelivery's 

perspective, network effects.  There are fewer market entrants, and these are very sticky, 

long-term relationships.  The renewal rates or retention should approach 100% from a 

dollar perspective, so very attractive opportunities and, more importantly, business 

models.   

 

Just a quick overview: Today, Actua operates in four vertical markets: government 

communications with GovDelivery, environmental health and safety with VelocityEHS, 

wealth management with FolioDynamix, and property and casualty insurance with Bolt.  

Each vertical market represents a multibillion-dollar opportunity.  From our perspective, 

it really allows the opportunity to build a several hundred million dollar business, at least.  

Each market is early in its cloud adoption -- less than 10% penetration from our 

perspective.  Finally, each business is either a leader or an emerging leader in their 

respective markets.   

 

From an Actua perspective, we think the Actua platform really fuels that growth and 

provides operating leverage to these businesses.  From our perspective, stepping back for 

a second, it's really all about driving growth, starting with PR and lead gen, and all 

following through to strategic tuck-in or M&A activities, which we've seen recently with 

the recent acquisition of Textizen by GovDelivery.  There, you have the ability to sell 

new solutions to your existing customer base.  It's all about driving faster innovation, 

especially around the UI and mobile areas that we're seeing today.   

 

Actua has deep, vertical, industry expertise, as well as cloud-based expertise with over 

800 professionals.  The core team, I think, has a significant amount of experience in 

terms of building these types of businesses and a strong track record of attracting and 
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retaining key management.  When I think, from my perspective, when you put it all 

together, we really help accelerate these businesses from a growth perspective.  We 

mitigate risk.  In the long-term, we drive operating leverage.   

 

We've been working on this for the last six months, but this is our long-term operating 

model as we see it today.  I'll just highlight some of the key takeaways, from our 

perspective.  First is the five-year model, so you can think about this as 2020, from that 

vantage point.  It assumes these businesses are growing 15% to 20% organically.  That's 

what we think they can do at that time.  We do expect to see slow, incremental, gross 

margin improvement as they get scaled to the 75% gross margin level.  We do expect to 

see continued leverage on the R&D and G&A side of the business.   

 

In the short-term, you're going to see an up-tick in R&D.  We've seen that '15 and we'll 

see that in '16.  There are really two key drivers of that: One, really a big emphasis 

around improving the user interface and bringing these platforms mobile.  We think that's 

paramount, as we move into 2016.  Secondly, when we do an acquisition, we really take 

our medicine in terms of integrating that new tuck-in acquisition into our core platform.  

There's integration cost from KMI, text on the VelocityEHS side.  With GovDelivery, we 

bought NuCivic last year and Textizen this year, so additional R&D cost, but we think 

those are the right thing to do from a long-term perspective.   

 

From a sales and marketing perspective, we really predicated it on our return from an 

invested dollar, what we see.  But, we do think, over time, that will drop to the 25% to 

30% level.  You can see progress to date.   

 

Finally, as I mentioned earlier, creative tuck-ins are an important part of our operating 

model where we can cross-sell that solution to an existing customer base.  I think that 

lowers the overall cost of acquisition from a client or customer perspective and should 

drive long-term operating leverage.  As we think about where we are today, we're exiting 

the investment mode and entering, from our perspective, a profitable growth mode.   

 

I think I covered most of those points on this slide.  We can open it up to questions later. 

 

Just highlighting our guidance and talking a little bit about revenue and cash flow, as 

we've talked about, we'll be in the $133 million to $138 million range in 2015.  I think it's 

important to highlight the quality of this revenue.  Eighty-seven percent of the revenue is 

recurring.  A large majority of that is software subscription.  There are commissions with 

Bolt.  There are some fees with Folio, but it's all recurring.  And, as we enter a new year, 

I think we have a very good view of what's ahead of us.   

 

From a cash flow perspective, which we've been highlighting and, as we move into '16, 

we'll move to more of an EBITDA and cash flow discussion.  I think we've been seeing 

healthy improvement, actually exceeding our expectations.  From our perspective, we 

expect to see this trend continue into 2016.  We've talked about, we will be cash flow 

positive from an operating perspective in 2016.  The trend line, I think, will support that.   
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One last highlight on a cash flow perspective: The three businesses that we've outlined 

before--Folio, GovDelivery, and VelocityEHS--will generate between $12 million and 

$16 million of cash flow in 2015.  I think that highlights the leveragability of these 

models.  By no means are they mature, but, at the growth rates they're doing, they're still 

able to bring this type of cash flow to the bottom line.  I think that just shows the leverage 

in the model.   

 

In terms of the panel discussion that will follow, I think it's really all about key growth 

drivers, focused first on sales and marketing, then product and technology development.  

Obviously we'll talk a little bit about what we're seeing from a mobile standpoint and a 

user interface perspective.  M&A will be a key discussion point, as well as some of the 

key macro trends in each of the vertical industries.   

 

Just from a long-term perspective and where we are today, obviously we're frustrated 

with where the stock price is.  It's just hard to understand all the dynamics at work, but 

we believe that we're creating significant value each and every day.  Though we're 

certainly in a blackout period as we speak, we're looking at all options.  From our 

standpoint, all options are on the table.  At the end of the day, we're about driving long-

term shareholder value.  We think, if we continue this course, we will drive that long-

term shareholder value.  But, obviously today, the proof is in the pudding in terms of 

where the stock price is.  It's something that we pay a lot of attention to and, as I said, all 

options are on the table. 

 

As frustrated as we are from a stock price perspective, I think we're equally optimistic 

about what we see going forward in 2016.  I think we're in a very good position, as we 

think we'll see organic growth accelerate next year to the 20% to 25% level.  That's really 

a result of the investments we've been making over the last year and a half and the 

bookings we're seeing today.  I think there's certainly a cause and effect.   

 

As you know, in these models, you can book revenue, but it may take 6 to 12 months to 

realize that.  I think that's what we're seeing today from that perspective.  In addition, 

we'll be generating positive cash flow and certainly a significant improvement from an 

EBITDA perspective.   

 

I think, finally, when you add in tuck-ins, which we view strategically and really from a 

cross-sell perspective, I think the opportunity to drive growth above that, 20% to 25%, is 

certainly there.  Harder to predict, but something we spend a lot of time and attention 

around.   

 

Highlighting, and if I step back and sort of summarize, we're certainly not happy with 

where we are from a stock price perspective.  But, what we see going forward, I think, 

represents real opportunity to driving real growth and profitable growth.  Our goal, and I 

think you'll hear it in the panel, is to stay focused and continue to execute against these 

long-term drivers. 

 

With that, I'd like to turn it over to Doug and have the panel come up.   
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Mr. Alexander:  Thank you, Buck.  Thank you all for coming.  We have our four highly 

accomplished, effective CEOs here.  I think this will be a great opportunity if we get 

some more information and a sense of where our businesses are headed.  To introduce the 

four CEOs: 

 Joe Mrak, CEO of FolioDynamix.  As you know, FolioDynamix is a cloud-based 

solution utilized by financial advisors to handle the entire lifecycle of their clients' 

investments from setting an investment policy statement to rebalancing to 

performance measurement reporting. 

 Scott Burns, CEO of GovDelivery.  GovDelivery is the world's leading digital 

communications platform for government--1,000 government agencies--handles 

all their digital communication needs between them and their stakeholders and 

their constituents.     

 Glenn Trout, CEO of VelocityEHS, the leading cloud-based environmental health 

and safety platform in the market, serving 8 million individuals, and now, I think, 

11,000 businesses in the United States and Canada. 

 Eric Gewirtzman, CEO of Bolt, which, as Buck says, now has 25,000 agents and 

financial advisors using the platform to distribute property and casualty insurance 

to their customers, and over 70 carriers supplying product on the backend across 

all 50 states.   

 

With that, the first question I have, and I'm going to ask each of you this, is more of a 

macro question.  I'll start maybe with you, Eric.  What are the key pressures and drivers 

that are driving your customers to drive adoptions of cloud platforms like Bolt and Bolt 

in particular? 

 

Mr. Gewirtzman:  Well, in our case, we're in an industry that's, right now, in the midst 

of a huge amount of disruption from a lot of different angles.  I think, when you look at 

the players in the industry, a couple things are happening.  More and more folks are 

looking at the Internet, at the Web, at cloud-based solutions and how they can leverage 

them to actually bring more business to the door.   

 

What's also interesting, a dynamic that for us is fantastic, is more players are trying to 

leverage the relationships they have with their customers, the trusted relationship, and to 

bring in product, P&C product into them.  Players like Google and others that were not in 

the P&C space only a year ago are now coming in full throttle.  For us, that's fantastic 

because we're really the platform that's enabling a lot of that change. 

 

Moreover, we're basically allowing those entities to leverage the disruption.  So, the 

disruption is happening with us or without us.  But the fact that we're right there at the 

right time, at the right moment, allowing them to both monetize, growth their businesses, 

with that disruption, that's really what we're seeing.  We're seeing it across all fronts, 

whether it's the traditional distributors of insurance, new players coming onboard, or 

what we call, internally, "alternative distribution" that's coming onboard.  The market is 

changing, and we're an enabler to basically leverage that.   
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Mr. Alexander:  Yeah.  One thing, maybe to dig a little deeper, is the property and 

casualty business; they've been talking about this change for a long time.   

 

Mr. Gewirtzman:  Yep.   

 

Mr. Alexander:  But it does seem like there are some catalysts today that haven't existed 

historically.  One, that profitability is tougher.   

 

Mr. Gewirtzman:  Yep.   

 

Mr. Alexander:  The traditional focus, as carriers, has been the agent as their customer.  

Now it's the consumer. 

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  That, and Google coming into the market.   

 

Mr. Gewirtzman:  And capital is cheaper. 

 

Mr. Alexander:  Capital is cheaper.   

 

Mr. Gewirtzman:  Yeah. 

 

Mr. Alexander:  Progressive selling homeowners is a big deal in the industry.  Can you 

talk about what impact, which we've enabled?  Can you talk about the impact that's had 

just in terms of a market signal? 

 

Mr. Gewirtzman:  Sure.  I think the big change that we're seeing, and we're able to 

capitalize and enable, is that the shift in mindset from an entity that's insurance that is 

distributing and manufacturing product or underwriting the product, and everything has 

to be in-house.  What we're finding is more and more entities realize that the customer 

ownership is critical.  Another group of entities that are saying, "Look.  I'm a specialist in 

underwriting certain segments of the business.  I'm never going to be able to compete, 

from a marketing perspective, with some of the large, direct writers, so why compete 

with them?  Let's join." 

 

Those two things coming together, for us, is really what we're enabling because we 

enable an entity to offer not only their own products that they manufacture, but products 

that other third party insurance products that their customer will need.  The example you 

just gave with Progressive, they're primarily an auto company.  Now they're able to offer 

homeowner's insurance.  They're able to offer pet insurance.  They're able to offer vet 

insurance, all kinds of other insurance products to the customer.  

 

They realize, and it's interesting because there were comments from the CEO of 

Progressive a couple weeks ago how they're really fundamentally changing the mindset 

that customer ownership is key and that they are becoming not just a manufacturer of 
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insurance products, but also a distributor of products.  For their long-term strategy, they 

view that as key.  We're an enabler of that, and with our other customers as well, key 

driving forces that are driving adoption and use of our platform.   

 

Mr. Alexander:  Right.  There are some great statistics on, if you buy one policy from 

somebody versus two, the retention level is significantly different. 

 

Mr. Gewirtzman:  Right.  The retention and the conversion rates are also higher. 

 

Mr. Alexander:  Conversion rates are higher, yeah.  Progressive is going to spend $1 

billion in advertising no matter what.   

 

Mr. Gewirtzman:  Why not monetize as much as possible, right? 

 

Mr. Alexander:  Right.  Yeah, exactly.   

 

Mr. Gewirtzman:  Yeah. 

 

Mr. Alexander:  Glenn, the same question for you in terms of our market or just your 

market in the HazCom market, but also, more broadly, EHS.  Maybe use that as a lead-in 

for you to talk about the name change.  I teed you up on that.   

 

Mr. Trout:  Yeah.  Well, there we go - two questions.  Our client is the environmental 

healthy and safety professional, so large organizations, even midsized organizations, 

typically have somebody who is responsible for environmental health and safety.  

Sometimes they're large groups.  Sometimes it's one or two people.  Their world is 

changing dramatically.  Regulations are changing.   

 

Internally, and this certainly resonates with our clients, in many cases they're chasing a 

moving target.  Regulations are changing on a regular basis, both on the safety side and 

on the environmental side.  There's no slowdown with this, so increasing pressures.  

When things make the press, the explosions in China, which were chemical based 

problems, so when those sorts of things happen, people pay attention.  Those sorts of 

things obviously are making headlines on an increasingly regular basis.   

 

The Web has enabled our clients, using our tools, to have much more transparency within 

their organizations.  Many of them are global.  They've got to reach all around the globe 

and understand how they're doing.  By using our tools, they can see how each division is 

doing, each location is doing.  They can have transparency.  They can predict potential 

issues coming up.   

 

The EHS is part of our name, so the name change.  MSDSonline is a great name.  It 

continues to be a great name for HazCom chemical management.  It's one of the best-

known brands in the industry.  It will continue to live as a product brand. 
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Unfortunately for us, as we grew and introduced more things to our clients, or I should 

say fortunately for us, it no longer told the whole story.  We worked long and hard at 

changing our name to something that really tells the story, something that's much more 

broad, speaks to our global reach.  One of our differentiators from our competitors tend to 

be legacy, clunky systems, really hard and slow to implement, really difficult to manage.  

That's one of the big differentiators for us, so Velocity speaks to ease of use, ease of 

implementation, speed of implementation.   

 

The EHS attachment to it certainly speaks to our space.  Everyone in our space 

understands exactly who we are when they see the EHS.  If you don't understand the 

EHS, you're not a target for us.   

 

It's not unlike the MSDS piece.  Many people walking the streets don't know what an 

MSDS is.  They're not a target.  Anybody who knows what an MSDS is, is a good target 

for us.  That would be it. 

 

Mr. Alexander:  Thanks, Glenn.  Scott, the same question, the macro trends: Together, 

we've lived through sequester, state and local budgets collapsing, money starting to come 

back, a couple administrations.  Talk about some of the macro trends that you're seeing 

that are driving adoptions of platforms like GovDelivery. 

 

Mr. Burns:  Well, the first thing I'd say is that, through all those trends, our retention has 

been very high, so we tend to weather those things pretty well.  There are a lot of 

different reasons to invest in doing things better and doing them more efficiently, whether 

you're up in budgets or down, changing administrations, or whatever.   

 

What we're seeing now is this sort of perennial pressure that government is under.  The 

critique is always that government needs to do more with less.  That's heated up in a lot 

of ways for our clients and become more tangible for them because citizens are 

demanding a lot better digital services.  Obviously the population that's sort of coming 

into needing government service now is much more savvy, has high expectations, and our 

clients are feeling that pressure.  

 

What's happened as a result of that is, they put a lot of resources and tools online to serve 

this new need, but they struggle to put something online.  Just being able to pay your 

taxes, get a fishing license online, or buy health insurance online, that by itself doesn't 

enable the transformation of service that citizens are expecting.  What we're doing is 

we're seeing this sort of need to promote those services better and then use 

communications to drive people through those services to really drive outcomes.  

Government used to celebrate getting something online.  Now they're really looking to 

use those online services to drive impact, which is where we're coming in, in large part.   

 

The other big trend we're seeing is that government is losing people.  They're losing 

skills.  And so, through the '90s, a lot of things were outsourced, federal government in 

particular.  On top of that now, there's this massive wave of retirements happening. 
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One study we just saw from Deloitte says one in four U.S. government employees are 

able to retire in 2015.  They qualify for retirement.  Now that is just a massive change in 

terms of the knowledge within the government, the types of workers that they'll be 

bringing in.   

 

All of those things puts pressure on them to look at services that they can buy that 

actually allow them to get expertise outside of the government, and it also is bringing a 

new wave of people into government who understand how to use, launch a digital 

service, and how to use systems like ours to really take advantage of having the digital 

service available to promote it and make it work well.  A little bit like Eric said about 

Bolt, this transformation, this pressure is happening to our clients no matter what, but 

we're really giving them a way to take advantage of it, capitalize on it, and move the ball 

forward in a really positive way.   

 

Mr. Alexander:  Yeah, and I think there is more and more pressure on them to produce 

whatever metrics they're tied to given budget pressures, performance pressures, and HR 

pressures, the people dynamic.   

 

Mr. Burns:  That's right.   

 

Mr. Alexander:  Joe, the same thing on the wealth management, the sort of non-

technical trends and people in the wirehouses.  If you look at asset growth in the 

wirehouses versus outside, it's a dramatic difference.  It's barely grown there, yet it's 

growing substantially in the RA market the last five years, and the role of technology in 

that.  Yet, there are a lot of traditional technologies that have been around since 

sometimes the late '80s and '90s.  What role are solutions like ours, sort of modern, cloud-

based architectures, what's driving adoption of these types of platforms in our market? 

 

Mr. Mrak:  Well, I think you touched upon the fact that the core trend is these advisors 

that are leading the wirehouses.  I think one of the reasons you see the asset shift, really, 

it's more of an asset shift, and then there's new growth coming out of those that leave and 

that build their own practice.  It's kind of fun, having been an entrepreneur, we really 

serve entrepreneurs.   

 

The real trend is these advisors are breaking away.  They're breaking out of these big, 

large, political organizations.  They're entrepreneurs at heart.  So, as they move out, 

they're looking for that technology that they're used to having.   

 

I would actually argue that a lot of the wirehouse technology is pretty aged, to be quite 

frank.  I've looked.  Even my parents worked with Merrill Lynch, and I looked at what 

comes out of their system compared to what comes out of ours, and we blow it away.   

 

I think, when these guys leave, they're looking for something really quick to be able to 

get up and running, to be able to convert their business, convert their books over.  While 

there has been a lot of solutions, some of them clunky, some of them old, there's also a lot 

of disjointed solutions, what we call "point solutions" in our space, versus having an all-
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in-one platform being a critical factor for those types of reps that move out, whether 

they're moving to us directly.  If they're large enough, they'll come to us directly.   

 

We've offered some new products this year that capture some of the lower end of that 

market.  It's really a great driver of the organic growth of our clients themselves because 

that movement, those guys are going to go to some of the large clients that we serve, like 

an LPL or Raymond James, as they move out of the wirehouse and transition.  There are 

also a lot of these RA aggregators in the marketplace: Dynasty, HighTower, and whatnot.   

 

They're also capturing a lot of these reps, so there's a lot of movement going on that's 

very positive.  It's very technologically enabled.  They're really looking for the 

technology.  They're looking for efficiency.  If it's a firm that we support and they're 

looking to recruit or retain those types of advisors, technology is a very key factor to that, 

so we stay ahead of that. 

 

There are other interesting trends going on.  If you read a lot about wealth management 

and the financial services industry, it's really not a new phenomena, but it gets a lot of 

buzz today, which are these robo-advisors where things are just moving online.  You 

don't really have a financial advisor anymore.  But, if you actually take a hard look at the 

assets there, there are not a lot of assets.  Across all these guys, there might be a couple 

billion.  It's a very small segment of the market focused on very small accounts, not the 

high net worth, ultra high net worth.  Advisors aren't going anywhere any time soon.   

 

But, what's interesting is that robo movement and putting things online has kind of raised 

the bar from a technology perspective.  That's something that we've really been able to be 

a beneficiary of because we focus so much on technology, and building and putting the 

best products together on a single platform that, if those advisors are looking for that type 

of advantage where they know they need to have the online, we just released something 

that, for their customer-facing, our investor portal.  Those are the types of technology, the 

type of consumer touch technologies that they want and they need, and we're a great 

source to deliver that.  That's been a very big, positive piece of momentum for us that's 

going on in the marketplace.   

 

Like some of the other themes here too, we've got regulatory.  You have a track a lot of 

this data and be able to, if the SEC walks in, get at that data very quickly.  We are a huge 

amount of books and records for a lot of these organizations in terms of when somebody 

is doing rebalancing, what their trading, and tracking all of that type of information.  

That's only becoming more and more relevant in today's environment, regulatory 

environment, so that's been another great trend for us. 

 

Mr. Alexander:  Thanks, Joe.  Let's get into sort of the general area of growth drivers.  

To lead that off, I'll start with you, Scott.  Your go to market strategy has evolved, I think, 

as a result of how the market has developed some of the tuck-ins we've done, how we've 

expanded the product line.  Maybe you can talk a little bit about how that market strategy 

has evolved and how it's working going forward.   
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Mr. Burns:  Sure.  When we first started working with Actua at the end of '09, part of 

the vision for that, for taking the business to the next level was using this large client base 

we have, using the network effects that we had just started to put in place back then to 

accelerate growth, and then layering in additional solutions and services to basically grow 

the average selling price.  That's pretty variable because we serve the very small agencies 

up to the very large ones, but I think that that theory has proven out really well for us.  

The three things that we've done to accelerate and improve the go to market strategy and 

its actual impact on revenue growth this year, really building on the solution areas first.   

 

Through organic investment and through acquisitions, we've launched some really simple 

bolt-ons to our communications platform, primarily in the text messaging area.  We've 

done that through just adding sort of mass texting capability, notifying people of things 

by text, like we do by email.  We've done that historically.  We've gotten a lot better at it 

over the last year.  That capability was put in organically and has been a successful, 

relatively straightforward add-on for us.  Then we have the interactive texting capability 

that we brought on through the Textizen acquisition on top of that and some additional 

integration capabilities that we're offering in the market.  That, for the simple bolt-ons, 

was part of it. 

 

Then we have these major solution areas we've added.  We look at what our clients are 

buying and also where the market is going.  The areas we invested in started with 

learning, where we've launched some capabilities organically.  We'll talk a little bit more 

about that.  You can call it learning, training.   

 

In some cases, in government, those things are a lot like marketing.  You're trying to 

educate people on how to fill out a form or how to get an SBA loan, or one of those 

things.  We like that space a lot.  It's as space where a lot of money is spent already, and 

it lines up well with our core strength. 

 

Then we've brought on open data capability.  So, through the acquisition of NuCivic last 

year, we basically immediately had access to this really strong, open data platform that 

they had built on top of Drupal.  We're in the process of integrating with GovDelivery, 

and so we brought that to market through that acquisition, entered that space, another 

good space that's moving well.   

 

Then we've been offering more and more professional services.  This year, we've 

rebranded the services organization, which has been very focused on big deals as digital 

engagement services.  There's a lot of demand for that in the market.  Not just by 

rebranding it, but also by bringing more packaged services to market, we've been able to 

go after a broader base of clients rather than just the really big opportunities with digital 

engagement services.  Those things, together, have really changed what we're able to 

bring to existing clients and how we're able to tap into these amazing client relationships 

we have.  That's sort of the big first category. 

 

The second one is related, but I want to call some attention to, which is, we've put a lot of 

energy and investment into engineering.  We are going to market soon with our first sort 
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of additional tier of packaging for the GovDelivery communications cloud, which is 

where most of our ACV comes from today.  Going out to market in the next few weeks, 

actually, with the ability for clients who want additional capabilities to upgrade.  We've 

been improving the platform all the time over the past ten years, but this is the first time 

we've really packaged this set of capabilities that we see demand for in the market to kind 

of go from having just the standard package to having standard and advanced on that, on 

the core platform, the communications cloud.   

 

Then the third thing is basically doubling down on client success consultants, which is 

sort of our version of -- everyone is familiar with the term "account manager."  In the 

SaaS space, more and more we're talking about client success instead of about account 

management.  But, historically, we've really put emphasis with that team on renewal, and 

we've done awesome on renewal.  But, over the last 12 months, we've changed the 

structure of the team, the incentives of the team, the size of the team, to basically 

leverage the existing relationships we have to make sure that we're positioning each of 

our clients on a revenue journey and a growth journey with us to use our systems more, to 

look at the other solutions we offer, and to hopefully invest more with us, expand the 

relationship with us over time.   

 

Now, that team has taken some time.  That team is fully staffed and is now trained and 

enabled on all of the solutions we have in the market.  We've seen some results from that 

already, but a lot of that is really just now leading into our plan for next year.  It's really 

those three things. 

 

Mr. Alexander:  Yeah, and the network, now we're over 90 million citizens.  How are 

we leveraging it today, and how is that playing into the sales process?   

 

Mr. Burns:  Well, what's nice with the focus we have on the market and the relationships 

we have with our clients, I think that if we didn't have a network, nobody would have it.  

This network effect that we have built enables our clients to really expand the number of 

people they're reaching by working with other government agencies on our platform, so 

that if you're interested in something from the IRS, you can sign up for something from 

the SEC at the same time.  It's the same concept that's used with Amazon.  People are 

familiar with cross-selling products.  We're just helping our clients sort of work together 

to cross-market their content.   

 

Where it helps us is that seems like a feature to somebody when they look at it.  We've 

had to help the market, help educate the market and reframe the market to actually 

understand that how many people you reach is really the main driver of the value that you 

get out of communications.  It's really one of the two ingredients that sort of multiply out 

to your impact: how many people you reach and what you get them to do.   

 

Our clients were not thinking about the world as having a sort of marketing funnel prior 

to GovDelivery really pushing that.  We now invest a lot of energy in educating our 

clients about it, helping them see that data, recognize the value from that data.  I know for 

a fact we've reframed the thinking, really, in the entire public sector here and the in U.K. 
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where reach really matters.  And so, we use it for retention and also to strengthen our 

position so that we have this sort of platform of credibility to bring new solutions in.   

 

Mr. Alexander:  Eric, Bolt's market strategy, go to market strategy, has evolved over the 

last six months. 

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  Maybe talk about that, how we've adjusted.   

 

Mr. Gewirtzman:  In our case, one of the challenges we've had is our TAM.  Our total 

addressable market is huge.  It is really huge.   

 

The initial success we had is bringing in the concept of the platform into the marketplace.  

Allowing players to sell products that they don't manufacture in house was a phenomenal 

success.  We got early adopters onboard.  But, what we did realize over, I would say, the 

past year is that our funnel was very, very large.  You go into a client and, really, it's up 

to us.  Talking about the education phase, to a prospect, to educate them and accept that 

concept that to some in an industry that is fairly unique from a regulatory perspective and 

antiquated from a systems perspective.  It's almost heresy, walking in there and telling 

them, "Hey, you are now going to sell someone else's product as well, and not only 

yours."   

 

What we've done is, we've narrowed the focus from a sales target perspective.  The TAM 

is still there, and the other customers are still in the pipeline, but we've narrowed it to 

entities that have already made the strategic decision that they're okay with selling other 

people's products.  That small change has changed the dynamics of the pipeline pretty 

dramatically.   

 

It's not that we won't support others that are in the process of making that strategic 

change, but that strategy change is driven not only by our technology and platform.  

There's typically a McKinsey or someone like that in the organization helping senior 

executives of the organization make that dramatic shift in strategy, and so the sales cycles 

are much longer.   

 

With targeting entities that have already made that decision, we're able to sort of leapfrog 

that stage and enable them.  Okay, you made that decision.  That's great.  Now let us help 

you, one, teach you what works with the leading players in the industry.  But also, 

support you in that whole building of the infrastructure.   

 

I think, even just recently, another sort of tweak, although it's a pretty major tweak, is 

that, to some of these entities, what we offer is use our infrastructure while you're 

building out yours.  If you've made a decision already that you're okay with that, but you 

don't have, whether it's the regulatory infrastructure, the market appointments, the staff to 

handle the transactions, and of course the technology, use us because we already have it.  

Use us.  We help you get off the ground.  Then, if you want to take it in-house, that's also 
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fine for us.  We're agnostic because you're still on our platform.  That has dramatically 

changed both our go to market strategy and also the responses.   

 

The last top-ten carrier that joined was a market of ours, but now it's also a distributor of 

ours.  Start to finish, meaning starting to talk to them and signing the contract, was 

approximately 90 days.  That's a dramatic, dramatic shift.  We were able to set them up 

60 days later.  They're live, and they're alive and kicking.  The same platform, the same 

product, the same target market, but it's sort of cherry picking and laser focused around 

those that have already made the strategic decision that's really helped us grow the 

pipeline and also get some of these big, new deals that we've recently signed.   

 

Mr. Alexander:  Yeah, and we've recently signed the one in July. 

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  And we got them up September-- 

 

Mr. Gewirtzman:  The first week of September, they were already live.   

 

Mr. Alexander:  Yeah, they were up in less than, well less than, 60 days.   

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  They're up and running now.   

 

Mr. Gewirtzman:  A lot of that also is our realization.  But the fact that we've invested 

heavily--to what you said earlier, Buck--in building our infrastructure, in our case our 

moat, the connections to all the carriers, the infrastructure, that's what enables us to 

actually be able to offer this.  A year ago, two years ago, even if we would have wanted 

to offer this strategy of "try us first," we wouldn't have all the infrastructure in place to be 

able to allow them sort of a turnkey solution within 60 days.   

 

Mr. Alexander:  Right.  And that's been a strong selling point, I know, in this particular 

case. 

 

Mr. Gewirtzman:  Exactly.  Exactly.  It's very well aligned for us, both how you focus 

targeting with the capabilities that we already built so that when someone wants to come 

onboard, it's an easy onboarding process. 

 

Mr. Alexander:  Yeah, so whey don't we talk about sales in the sales pipeline, generally. 

 

Mr. Gewirtzman:  Sure.  Is has grown pretty significantly from where it was a year ago.  

What is also happening, the question you asked earlier around trends, we're seeing more 

and more of these alternative distributors come to us, so entities that, as I mentioned 

earlier, have a trusted advisor relationship with their client.  It could be a financial 

relationship they have with their client.  It could be a brand relationship they have with 
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the client.  They want to make sure that their customers are properly insured.  Not just 

generate or monetize the traffic, which, yes, it's definitely there, but also make sure that 

they're sort of protecting their livelihood by making sure that the products, whether it's a 

small business or the individuals that they're servicing, are probably insured.   

 

Through the platform, they're able to offer this new set of products that they did not have 

before.  We basically solve the regulatory issues, the market access issues, and everything 

for them in a turnkey solution.  From a pipeline perspective, there are two things that are 

happening.  One, it's growing.  The other is that the mix or the types of entities that have 

come to us is also expanding into entities that, again, I would say 12 to 18 months ago we 

weren't even considering to be a target audience for us, and they're coming to us now. 

 

Mr. Alexander:  Yeah, and part of that is sort of a chicken and egg problem because you 

have these entities that look to sell property and casualty for whatever reason.   

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  Some are non-financial, and we're starting to see it even in the wealth 

management space that Folio is in where advisors view this because a lot of their high net 

worth clients own businesses, right? 

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  They have fairly complex -- they're sort of the classic customer because 

they may have two homes, three cars, they own a building somewhere, and they have a 

small business, so they have very complex insurance needs. 

 

Mr. Gewirtzman:  Exactly. 

 

Mr. Alexander:  These advisors who are fighting for these clients, to own as much of 

them as possible, it's a very sticky way to tie that relationship together.  We'll talk about 

that a little later with the launch of the January client that launched in August.   

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  And so, it's very interesting.  But, the thing is, there was no real way to 

do this in the past without the platform.   

 

Mr. Gewirtzman:  Correct. 

 

Mr. Alexander:  We literally handle the regulatory.  We can get somebody up in a very 

short period of time with an entire infrastructure to turnkey a solution for their customers, 

really no matter what market they're in. 

 

Mr. Gewirtzman:  Absolutely.  Yep. 
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Mr. Alexander:  I think we'll learn a lot over the next couple years of how big that can 

be, but it's something we are investing in, and we've got some relationships already up 

and running, and we've had some encouraging results.   

 

Mr. Gewirtzman:  Yeah, the adoption is through the roof. 

 

Mr. Alexander:  Yeah, the adoption has been very strong.   

 

Mr. Gewirtzman:  Yep. 

 

Mr. Alexander:  We'll talk about that a little later.  I think we can get into that. 

 

Mr. Gewirtzman:  Sure. 

 

Mr. Alexander:  Glenn, the same thing, maybe talk about sales and the sales pipeline, 

what you're seeing this year versus last year, and some of the trends. 

 

Mr. Trout:  The good news is I think we are similar to Eric.  We're seeing nice pipeline 

growth.  For us, we're adding over 100 net new customers a month, so it's a lot of deals, 

and we have a lot of transparency in our pipeline, so it's a very predictable model.  It's a 

very predictable business, which is a wonderful thing.  We've spent 15 years getting to a 

place where we can actually measure, fairly comfortably, how we're going to do looking 

forward.   

 

We're very comfortable that our pipeline is there to support our growth, not only for the 

rest of '15, but well into '16.  As I said earlier, we're doing over 100 deals.  The way I 

think about it is, a really good month for us, we'd be pulling in, say, 150 net new 

customers a month.  In a really bad month it might be 130, so there's not a huge delta 

there, which is a really nice thing.   

 

We're adding salespeople.  We continue to add salespeople.  We feel really good about 

our coverage in North America.  We've got some gaps to fill, and that's some of the 

investments we've been making.   

 

We know the market is big.  We think there's over a half a million targets that will be a 

good fit for our core products.  We're working hard on cross-selling, and the Velocity 

platform, so selling more stuff to our existing client base.  That's where we're working, so 

I feel really good about the pipeline.   

 

Mr. Alexander:  Great.  Scott, the same question. 

 

Mr. Burns:  Yeah.  We've talked a lot about our pipeline growth over the course of the 

year so far.  I'd say that this has been a great year for ACV growth, and it's been 

particularly great when-- 

 

Mr. Alexander:  ACV being annual recurring. 
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Mr. Burns:  Annual contract value. 

 

Mr. Alexander:  Current revenue. 

 

Mr. Burns:  That's the recurring revenue metric we use.  It's been good for one-time fees 

too, but we really emphasize the recurring revenue on our team, and a big chunk of our 

revenue comes in that way.  That's where the retention rate starts to very much matter as 

well.   

 

Over the last few years, we've put a big emphasis on being able to build out our platform, 

security compliance, all of those things to be able to pursue these very large deals.  We've 

been really successful pursuing some really large deals.  As a company whose origins 

were doing sub six figure deals, having a couple that are over seven figures and some 

other nice deals in there that were very sizable was great.  But, what we found is that the 

business had developed quite a reliance on pursuing those deals over the last couple 

years, and that leads to a little bit more erratic growth pattern.   

 

What we look at this year, we really wanted to diversify in terms of where the pipeline 

was coming from, where the deals were coming from.  If you take out the big deals in 

healthcare and homeland security over the last couple years, we're actually up 100% in all 

other areas on ACV, so we've just seen really nice growth more broadly in the market, 

and we're seeing a lot more contributors across the team. 

 

How that broke down for us in Q3, which was just an excellent quarter at validating our 

strategy, we said at the end of Q2, and we knew we had the largest pipeline we'd had at 

the end of Q2 was much better than last year.  Then when we actually look at the 

bookings in Q3, bookings of both recurring and one-time contracts were up 3x from Q3 

in '14, so a big jump.   

 

We actually almost every member of our sales organization contributing, making a 

contribution to over 150 deals, which is a lot for us.  It's not impressive if you're Glenn.  

Our deals are a little larger.  But, for us, 150 deals from small increases in recurring 

contracts to large new signings contributing.  We've been more aggressive with the price 

increase strategy in state and local, successfully getting price increases through with the 

majority of renewals.  Those were the small ones.  Then, obviously, a lot of new business 

and up-sell business contributed.   

 

I will confess that Q3 last year was a bit of a disappointment, so I don't think we're going 

to get 3x improvement on bookings every quarter going forward.  But, Q4 last year was 

strong.  When we look at the pipeline now, even with all the closes in Q3, the pipeline 

looks even a little better than it did last year at this time, so just really optimistic on the 

pipeline and also on the momentum coming out of the quarter.   

 

Mr. Alexander:  Maybe dig a little deeper on state and local, what's been going on there, 

because that's something that's been coming on well. 
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Mr. Burns:  Yeah.  Just a few years ago, state and local was a tough market for us.  

Often there's budget considerations, but there were some other dynamics in the market 

too where there was, I think, just a little bit of an innovation lull in the market, as they 

tried to digest some new technologies that were coming in, figure out what their play was 

in the cloud and other things, and then, of course, the economic downturn.  The budgets 

in state and local tend to lag a little, so we're still seeing some lag even a couple years 

ago.   

 

Budgets have improved.  The overall environment has improved.  The recognition of the 

opportunity in the cloud, which I think federal actually came to a little sooner than state 

and local, is more significant.  You see that from the CIO level on down to people 

working deep within agencies at the state level, so a better overall environment in state 

and local.   

 

The thing that we did is we looked.  It's a little bit of just growing as a business and 

seeing where we're getting traction.  We really look carefully at how things are 

converting within our pipeline.  It's not unlike Eric's situation.  In looking at that, we 

found we were getting a lot of lead gen across the entire market, but that the conversion 

rates and the speed of conversion really didn't vary as much by size as you would expect.   

 

We spent some energy redirecting the team to larger deals.  It's going to take just as long 

to close a $25,000 as a $40,000 or $80,000 deal at the state level.  Obviously we want to 

focus on that larger deal, and so that tactical shift, combined with the market conditions, 

together, have been really favorable.  

 

Mr. Alexander:  Joe, the same on sales.  When we were going through the deal, which 

was a nine-month process in '14, it really created a tough selling environment for you.  It 

virtually froze your pipeline because it's a big decision for customers.  It's a multi-, five- 

to ten-year decision for them, and they wanted to see where you ended up.  Given that, 

can you talk about the sales environment since January 1 and how sales have been, and 

also the pipeline? 

 

Mr. Mrak:  Sure.  Yes, it was funny.  We just did our big client conference out in The 

Broadmoor in Colorado Springs, and we put together a slide every year of how many new 

clients are in attendance.  This year we had 21 logos since roughly right around the time 

we closed the deal.  I will say there was definitely an impact.  There were rumors on the 

street that we were for sale.   

 

This is a rolodex industry.  People will delay a decision to see where you go.  I know we 

missed out on one particular opportunity because they knew that that was the case, and 

they had closed it before we closed.  That stuff happens.  It doesn't really matter. 

 

The nice thing is that that momentum shifted back to our historical levels.  Actually, I 

would say that it's an interesting mix.  If you looked at the 21 different logos that we've 

brought in, in terms of size, we've really looked at diversifying our products and the way 
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that we go to market so that we can capture some of the lower end of the market.  If you 

looked historically at our bookings and the types of deals we brought in, there would 

generally be at least one mega enterprise deal, a couple smaller.  Now it's a much more 

diverse set. 

 

A lot of them, too, I'd say one of the themes that we had in our business this year amongst 

the management was, "Hey, we're going to be planting seeds."  If we can get into those 

big distribution networks, for example one that we finally penetrated this year is RBC.  

They're kind of like a Pershing, Schwab, or Fidelity.  To get into their network and being 

a product that's offered within that network is really big.  You really can't quantify the 

booking day one, but I can tell you right now we've already got two or three of their 

different RIAs within their network that we're working with right now.  That's a nice 

opportunity for us. 

 

We just had a similar story about kind of speed to market.  A lot of this is revenue timing 

when you think about it, so that delay just pushes revenue out until you can actually get 

those customers up and running and allow them to convert their books of business over to 

our platform.  That's why you see this lag this year that we feel much better about going 

into 2016 where we'll hit the projections that we've been looking for.   

 

A good example is one client that we signed roughly in the May timeframe.  We got them 

up and running in August, so very quickly.  Right now they're putting on $3 billion to $4 

billion in assets, so that's one where we really should see a large impact from that in 

2016.  But again, these guys have to repaper.  This is a large RIA service provider, and it 

just takes some time to get there.  But, overall, very bullish on where the pipeline is 

today.  It continues to grow.   

 

We're seeing a lot of traction in the bank channel, which has actually been, if you looked 

at those logos, at least 50% of them are banks.  Banks kind of go in and out of trends, but 

I think the one that's kind of here to stay right now is the outsourcing trend.  They really 

want to get away from being technologists.  They realize that that's not their value add.  

Any kind of fee compression that's going on in the marketplace, and they need to go 

capture assets very quickly from the wirehouses.  The wirehouses are actually throwing 

back $5 million accounts to a lot of the smaller, localized banks.  They need a really good 

program, and they need good technology and really good access to topnotch asset 

managers, all of which we provide instantly.   

 

It's interesting with the bank channel too.  I think we've been just winning so much more 

business there because we're the leader in the bank space for what we do.  Banks like to 

do what other banks do.  They feel very confident that there's kind of that IBM security 

that, "Okay, I made this decision.  Oh, XYZ Bank is using them as well," so you've 

probably seen a lot of our press releases and whatnot.  We've got a few more to announce 

here over the next couple months. 

 

Mr. Alexander:  Yeah.  I think, as a result of the deal last year, we are coming up to a 

tough growth comp in Q3, Q4.  We're coming to a growth comp because these 21 logos, 
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they're just getting up, and some of them will start generating revenue in really Q4.  As 

we come out of these two quarters and go into '16, how are you feeling about growth in 

'16 relative to where we are today? 

 

Mr. Mrak:  Yeah, I think we should be back, historically, where we've been and where 

we feel comfortable with the business.  Obviously SaaS is a beautiful thing, so it builds 

on itself.  Once we get that revenue rolling, it's very sticky, and we're confident that this 

pipeline will produce some really good growth in '16.   

 

Mr. Alexander:  Great.  Eric, why don't we talk a little bit about the current customers 

on the platform because it's a great story for us?  The three major ones we have, the two 

that we just launched, maybe give some color on what's going on there. 

 

Mr. Gewirtzman:  Well, I think, for us, the big thing is the build out of the network.  We 

offer our product that's a SaaS product, but the value that we bring is the network effect.  

That is really, really increasingly dramatically.  The more traffic, the more distribution 

you have on the platform, the more markets that want to come onboard.  The more 

markets that come onboard, suddenly it becomes much more effective coverage and more 

distributors want to come onboard.  It starts the flywheel effect.  We're really seeing a 

dramatic impact of that.   

 

I talked about alternative distribution as one channel, but one of the metrics we track 

constantly is premium on the platform.  Twelve to eighteen months ago, there were 

approximately $200 million of written premium on the platform.  As of last month, we're 

at $1.2 billion of premium.  That's a lot of growth in the past 12 months, and that just 

shows the impact and the power of the network.   

 

The more premium you have, again, like I mentioned, the more markets want to come 

onboard.  They want to play in this pond.  Then it starts feeding itself.  That, to us, has 

just been phenomenal.  Each one of these new distribution entities that comes onboard, 

it's sort of like what you described.  There's the SaaS revenue, which is the baseline.  It's 

typically a percentage of premium.  But the it starts growing as more and more users use 

it, as more and more producers use it.  Also, they find, within the organizations and 

within their networks, other uses of the platform, entities that they originally didn't 

envision could leverage, basically now could leverage the platform.   

 

That's why we're seeing the growth of the premium on the platform.  That gives a lot of 

control to the distributors.  It gives a lot of control to the markets.  It's just a phenomenal 

effect because we don't force a market to work with a certain distributor.  Everyone 

chooses whomever they want to work with.  There's sort of a sharing economy, but on a 

B2B level, and it's just really great to see that and positions us in a really great place for 

2016 because so many other players now can leverage the investments that we've made 

over the past couple years to really get the benefits of this network effect. 

 



Actua Investor Conference Page 21 of 43 October 7, 2015 

Mr. Alexander:  Right.  In the three, let's say, most mature accounts we have, the three 

major accounts, how is that scale of network effect impacting revenue in those three 

going forward? 

 

Mr. Gewirtzman:  You see it on the monthly numbers on usage.  They internally are 

using it more and more.  The reason they're using it more and more is because they're 

making more money off of the products that they sell through the network.  It's 

happening literally across the board, whether it's in one of the organizations that are 

doubling the amount of users over the next 12 months because they see the success.  

There are other entities that are now providing it to their subsidiaries because they want 

the subsidiaries to succeed and leverage the platform that they've built.  

 

Again, going to the dynamic, Buck, you mentioned the amount of producers that are on 

the platform.  A third of them have come onboard since August.  It's really this inflection 

point that we've hit of critical mass that's now sort of funneling the 2016 plan and beyond 

- and beyond. 

 

Mr. Alexander:  What can you say about the two most recent launches in August and 

September? 

 

Mr. Gewirtzman:  Because we took the approach of start using less while you're 

building your own infrastructure, we were able to launch it really, really quickly.  I said 

one of them within 60 days, and the other, I think, took something like 90 days from 

when they said, "Okay.  Go ahead.  Start," and when they were actually out there hitting 

the pavement selling.  

 

Mr. Alexander:  That had really been built around their internal launch program and 

products, right? 

 

Mr. Gewirtzman:  Exactly, exactly.   

 

Mr. Alexander:  So we had to hit the august date. 

 

Mr. Gewirtzman:  Exactly.  We could have been ready earlier, except they had an 

internal launch date, and then we hit that.  But, for them it's phenomenal.  They made the 

decision.  They can now decide when they want to turn it on based on their own internal 

needs, and we're a supporter of that strategy. 

 

Mr. Alexander:  And they traditionally sold an investment product.  They're now using 

us for…. 

 

Mr. Gewirtzman:  Correct, correct, correct, on an exclusive basis.   

 

Mr. Alexander:  Joe, we've launched.  When we did the deal, we accelerated a lot of the 

product development investment, and we've had some new capabilities come out.  We 
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have 8.0 coming out in the beginning of next year, but maybe talk about the investor 

portal we just launched, the impact of that, and also, maybe more importantly, VisX. 

 

Mr. Mrak:  Sure.  The investor portal was something that it's interesting because, in a 

course of time we actually started, our technology was more investor, direct investor, 

based.  That was actually the history of it. 

 

Over time, we kind of evolved out of that and very much focused on financial advisors, 

but this robo trend just pushed back the fact that customers really want to touch and feel, 

and they want to be able to go look at their information online.  We felt that, and our 

answer to it was our investor portal.  Our first phase of it, which is basically your online 

performance, you can look at your accounts.  It actually uses the new 8.0 look and feel, 

so it's got a very easy, slick, comfortable look and feel to the common user.   

 

Mr. Alexander:  The user of this would be the customer of the advisor. 

 

Mr. Mrak:  Yeah, it'd be the end customer of that advisor.  They'd be able to see all their 

managed money, all their managed accounts, all online.  We typically will integrate that 

into their website, so our client's websites, and whatnot.  We're excited about that 

product.  We felt like that was an absolute must.  We're going to keep investing in those 

types of touch technologies to the end customer as one of our investments, as we go into 

2016.   

 

We also have our new release, 8.0, which is going to come out in Q1-ish of next year.  

Q1, maybe it slips into Q2.  It's actually really exciting.  I think we've spent a lot of time, 

over the last number of years, really building a very, very powerful and robust engine, 

probably even to a little bit at the cost of making it look really pretty.   

 

While advisors use it every day and have gained great efficiencies, the one thing we knew 

to really make it sing would be to update the user interface, use a lot of the latest Web 

technologies, workflows that you'll commonly see.  We actually engaged an outside firm 

that's experts in fintech, financial service applications.  They've basically become part of 

our team, and they've been working very closely with us on this initiative to release this.   

 

I know our clients are really excited.  We unveiled it and did a lot of hands on demos 

with our clients at our client conference this year.  Everybody is excited about it.  I think 

it's going to be a very big momentum shift for us in terms of sales because it'll really help 

give that robo feel that is all the buzz and all the rave.  In just our overall client base, I 

think it'll really freshen up the interface, and the advisors are going to get very excited 

about it.  We're excited about that. 

 

Lastly, you mentioned VisX.  VisX is a turnkey platform.  One of the other things we do 

besides technology, which is very SaaS based, is we do research.  We've put together full 

on investment programs for firms.  If you think about that, all the asset managers that 

support separately managed accounts, UMAs, we also do research on mutual funds, 

ETFs.  What we did was, we've been doing all this for many years, but what we've 
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essentially done with VisX is packaged that particular set of services with the technology 

to make it very turnkey.   

 

If you look at an average account, say $0.5 million account, typically what you're going 

to see in the fee breakdown is the advisor's fee.  Let's say it's 150 basis points.  The 

advisor takes 100 basis points.  We'll give 20 to the clearing firms, custody, and whatnot.  

The other portion of that fee is really a manager's fee.  It's usually and generally what 

we'll call a strategic.  You can think of names like Russell or Wilshire or those types of 

players.   

 

What we've done instead is that VisX is basically Folio as a strategist.  We can allow 

those particular RAs, that we sell it to, to brand it as their own.  It never hits their P&L.  

The real advantage of us as a strategist over all the other guys is that we can give them all 

the technology essentially for free, and they take this program.  We make a nice fee off 

that as a strategist, and it's very sticky.   

 

We've gotten very good, early response to that product.  We can deliver it in two ways.  

We can either deliver it as just a straight up turnkey platform for our RAs, or a recent 

example is somebody that we did a press release.  Ziegler out of Chicago, they're one of 

our newer clients.  We've just rolled that out over the last couple of weeks with them.  It 

had some really good traction, so we're excited about that.  We feel like that's going to be 

a product that will really reap some rewards in 2016.  It takes a little while to roll these 

things out, but we're excited about that.   

 

Mr. Alexander:  Yeah, and I think it leverages the unique scalability and power of our 

core engine when you look at what we do with rebalancing, trade execution, tied with our 

research.  It's pretty unique in terms of the capabilities where it works from very, very 

small accounts to extremely large accounts.  It also works within the context of the whole 

household investment strategy, so it's a very powerful product.  Everything is called robo 

today, but it's sort of a robo solution for an advisor to use within the context of their 

accounts where it makes sense.   

 

Scott, let's go into the theme of tuck-ins and, really, new products.  Maybe you can talk a 

little bit about NuCivic and Textizen.  You've touched a little bit on the rationale behind 

it.  Maybe go a little deeper there and then what we're seeing in terms of us integrating it 

into our platform, the ability to cross-sell it, and how it's impacting our position in the 

market. 

 

Mr. Burns:  Sure.  With both acquisitions, so NuCivic was done last December.  

Textizen is more recent.  Both are relatively small, but very strategic for us.  NuCivic is a 

little larger.  I'll talk about that one first.  We're a little further into it. 

 

It's been a really good process with them.  Originally, when we looked at the market, we 

were very excited about the potential for them to productize some of the work they were 

doing in the open data space, which is a very important space now in government, the 

idea of publishing data online so that citizens can access it, use it, third party developers 
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can build upon it, that kind of thing.  We liked that space, and we liked where NuCivic 

was heading, but they were just in the early stages of making progress and productizing 

it.   

 

Since then, that productization process of the open data capability, in particular, that they 

offer has been very successful.  They've closed deals internationally.  They've closed 

deals, a really banner deal at the federal level.  They work.  They're used by 

Health.Data.gov, which is the federal health portal.  That was announced publicly that 

they're involved with that.  Two nice deals at the state level, both in states where 

GovDelivery is also doing some work, and our team was involved there, the core 

GovDelivery sales team.   

 

We're actually going forward with continued emphasis on the open data product where 

they're the furthest along at productizing.  But, the way that business works is that they're 

building applications on top of Drupal and sort of productizing them on top of Drupal.  

Drupal is a widely used, open source, content management system in government.  Then 

we're integrating those capabilities with GovDelivery. 

 

Our goal is to let them continue.  They have a very strong open source development team.  

They have a couple of other areas that they're looking at to build out.  But, they're so far 

along in open data, and we have such nice traction with it, that we are actually bringing 

that particular platform under the GovDelivery brand so that our wider sales team can go 

out and sell it and bring it to our existing client base.   

 

The deals to date have been closed basically by a few specialists, as we sort of test that 

market.  We've just enabled our sales team.  If you went out to our website today, you 

would see open data capability itself under the GovDelivery brand.  Going very well, 

great on productization, good presence at the state level and federal level, playing the 

larger clients like we are with the rest of the business, and now releasing to the 

GovDelivery core sales team, which is great.  That one, we're further along with that.  

 

Textizen is a fairly straightforward acquisition for us.  The technology for Textizen is 

technology we wanted to build eventually.  They just were a lot further along.  They're 

built on Ruby on Rails, like GovDelivery's communications cloud, so it's a nice, simple 

integration there. 

 

The reason we did the acquisition, and the reason we had that functionality on our 

roadmap, is we'd been seeing a clear opportunity to bring more interactivity to the market 

and to use that interactivity to drive behavior change.  The way that their technology 

works is very slick.  It basically creates an experience where you can receive a text 

message from them and interact with that text message almost like you're talking to a 

person: 

"Have you received your benefits yet?" 

"Yes, I have."  "No, I haven't."   

"What questions do you have?"  "Here's a phone number," that kind of thing.  "Is your 

kid using the prescription glasses they picked up last week?" 
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There are a lot of great applications for this interactivity.  We like that space for that 

reason, whether it's text message, Web, or anything else.  Textizen happens to be doing it 

by text message right now, but that's just the beginning.   

 

We wanted to be there because we bring so much volume and usage to these kinds of 

things that we felt if you got the interactivity right, GovDelivery could bring volume to it.  

The markets reacted very well to the combination of these two things.  Since we've 

bought Textizen in July, it's a small team.  They're integrated into our team.  The 

technology is starting to be integrated.   

 

We've already closed one deal that's larger than all the revenue was last year.  We're able 

to do that because we have the ability to bring scale and bring the contacts at the federal 

level in particular to the table that they didn't have before.  Now we're basically full speed 

ahead, continuing to advance the functionality, so we get that interactivity that's so well 

honed in by them in the texting arena onto the Web and into other channels as well.  

 

Just overall, we're really optimistic.  It's been a big lead gen driver for us, and it fits as a 

very simple bolt-on to the communications platform.  Unlike these kind of solution 

categories like open data and learning, which are great and are large, but also require real 

specialists to sell, this functionality is really being driven through the core sales team.   

 

Mr. Alexander:  Yeah, that's market expansion through strategic acquisition.  Let's talk 

about training a little bit, too, because that's something we've developed organically. 

 

Mr. Burns:  Sure.  

 

Mr. Alexander:  Maybe talk about how we got into it, what we're learning, and what we 

see the prospects. 

 

Mr. Burns:  Yeah.  Actually, just before we partnered with Actua in '09, we did a sort of 

small, pre-revenue acquisition of something called GovLoop.  GovLoop is an online 

community of people in government.  GovDelivery's core business is helping our clients 

reach out to the public.  GovLoop is an online, ongoing community where government 

people can talk to each other.  It's a part of our sort of network effect, but it's a relatively 

small part.  It's that government-to-government kind of area for them to go online and 

collaborate.  We've been building that up. 

 

Mr. Alexander:  Can we say how many people we have on GovLoop, government 

employees? 

 

Mr. Burns:  Yeah, we have now over 200,000 people on it, so we bought it way back.  It 

was under 5,000.  There was no revenue generation.  It was just kind of a nice marketing 

and space for us to participate.  Now it's a very large community, very robust community.  

It's been called "The Facebook for Government" by the Washington Post.  It's not exactly 

like Facebook, so that's not a great name, but it's something, anyway.   
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We've built up GovLoop as this sort of 365-day a year conference.  It's a great place for 

us to market, and other sponsors come in.  It's been kind of a small part of the revenue 

story overall.  What we liked about it is it was giving us credibility in the training space.  

We've been running online trainings there for a while, getting a lot of experience in that 

market, and building up a great brand for training, learning, and that kind of content.   

 

Beginning last year, we started testing whether our government clients would buy that as 

a solution from us.  It just has gone extraordinarily well.  We've actually built out a sort 

of light learning management system to bring a strong technology component to that, so 

it's not just services.  It's been a significant move for us.   

 

There's a lot of investment in learning and training, but it's a space that's being very 

disrupted in government.  It's very connected to the communications space, whether 

you're trying to educate your employees on things that help them better engage with 

citizens through communications, or you're actually using communications to push more 

people to training and learning experiences from the public.  It's a nice space that has nice 

connectivity into communications, whether we're very strong, and it's a space where 

there's a lot of money spent now. 

 

We've closed, just this year, I think, 20+ deals.  These deals tend to be, a decent portion 

of those like 40%, actually bigger deals than our average if you looked across our client 

base, so deals that are in the low six figures or even getting up a little bit from there.  It's 

just a really nice market and something that took a little longer because we baked it 

organically, but going very well for us.   

 

Mr. Alexander:  Yeah.  These expansions, what impact has that had on your total 

addressable market, in your opinion? 

 

Mr. Burns:  Well, we always say, I think, government is a little like insurance.  The 

market is so big that if I talk too much about how big the market is, I feel very small.  We 

don't really have an addressable market, a total addressable market challenge with the 

business.  But, what the acquisitions have done is increase and move forward the amount 

of the market that's directly addressable now for us.  That's really where the pipeline 

growth came and the better bookings velocity came in Q3.   

 

The addressable market, you can cut a lot of different ways.  It's well north of a billion, 

particularly when you look at the international markets we're starting to play in.  It gets 

way up into big numbers, but what I like about learning open data, the digital engagement 

services, and the expansions that we're doing on the communications cloud is these are all 

things that are allowing us to capture money that people are wanting to spend now.   

 

Mr. Alexander:  Great.  Glenn, can you talk about the KMI acquisition and how it's 

going?   
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Mr. Trout:  Yeah, so we closed on the KMI deal about a year ago, a little over a year 

ago, and we spent the last year working very hard to bring the platform together.  What 

we're very excited about in this deal is it offers us the opportunity to offer more stuff to 

our clients.  We spent the last year making sure that we had a platform that, as we begin 

to cross-sell, our customers would actually have a good user experience.  We want to be 

very careful.  We want them on one platform, not jumping from platform-to-platform, 

ideally.  We've been spending about, well, the better part of the last year making that 

happen.  We feel very good about the progress.   

 

We started aggressively cross-selling the product a little over two months ago.  We've 

been kind of reactively cross-selling and opportunistically cross-selling prior to that.  But, 

for the reasons I mentioned earlier, wanted to make sure that we could do it in a way that 

we could scale the businesses.   

 

We feel very good about our early results; have had a couple quick wins.  But this 

business, the platform sale, in general, we think it's six- to nine-month sales cycles.  We'll 

be reporting more on that data as we go forward.   

 

The teams, the cultures are getting along really, really well.  We felt good about it before 

we did the deal.  We feel much better about it even today, so great progress there.   

 

The other thing I'd point out is both teams, both the KMI sales team and the MSDSonline 

sales team, had very rich pipelines going into that deal.  One of our goals was not to mess 

that up, not slamming it together trying to create confusion or complexity where we had a 

very good vision as to what was going to occur.  That's played out the way we thought it 

would.  Both teams are ahead of plan, so feel very good about that.  We'll be reporting 

more on the cross-sell opportunity as we progress. 

 

Mr. Alexander:  Now you've been great at the discipline you've had because there would 

be a tendency to just go crazy, right? 

 

Mr. Trout:  Yeah. 

 

Mr. Alexander:  Maybe talk a little about the 11,000 customers we have.  What portion 

of that is relevant to the KMI solution and maybe what the segments are, and also maybe 

price points for this solution versus our traditional solution? 

 

Mr. Trout:  Yeah.  Great question.  Of our 11,000 customers, about 25% of them, we 

feel, are a really good fit for the suite or the Velocity platform, if you will.  Those tend to 

be large businesses, complex, high hazard businesses with power plants, lots of people, 

lots of complexity, lots of chemicals, so that's really our sweet spot.  Call it, that's really 

what our cross-sell team is focused on right now is kind of our top or identified segments 

among roughly 2,500 clients.  We're currently experimenting with some lighter weight 

tools that we think may expand that to maybe double or 50% of our user base, a little bit 

lighter weight, not quite as high hazard business.   
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The beautiful thing about regulation, so whether it be emissions regulations or water, it 

continues to get pushed down.  There are thresholds on reporting.  There are requirements 

on big companies where everybody has to comply, but those thresholds are being pushed 

down, which just creates a bigger TAM for us on those modules.   

 

Mr. Alexander:  Maybe talk about -- can you give price ranges, price points for the 

different segments? 

 

Mr. Trout:  A simple way to think of it would be, for a similarly sized client, the MSDS, 

the chemical management tool, just the SaaS portion of it might be in the $10,000 to 

$15,000 a year range.  We have bigger ones.  We have smaller ones, but that's a good 

way to think of it.  A similarly priced client would be in the $50,000 to $60,000 range for 

the suite, not including the MSDS component.  You're approaching $70,000 all in.   

 

Mr. Alexander:  Thanks.  Switching gears a little bit-- 

 

Mr. Trout:  Sorry.  Just to point out, those are sold out modularly.  The more you bite 

off, the higher you pay. 

 

Mr. Alexander:  Right.  That's the other beauty of it is they can buy the pieces they want 

and continually add more capabilities. 

 

Mr. Trout:  Right.  We might have a client that's got certainly an MSDS management 

problem.  They've got an incident management problem and audit inspections problem, 

but they may not have a greenhouse gas or sustainability problem. 

 

Mr. Alexander:  Right, which now gives us four or five ways to get into an account 

versus traditionally it was strictly the MSDS solution.  If you weren't qualified for that, it 

really didn't make sense.   

 

Mr. Trout:  Correct. 

 

Mr. Alexander:  Or it may not have been as urgent for them right now, so we'd say, 

"We'll call you in two years and try to sell you then." 

 

Mr. Trout:  Exactly. 

 

Mr. Alexander:  Now we have multiple ways to get in, which is great, with a modern 

cloud-based solution that has all those benefits.  Just switching gears a little bit: mobile, 

that's becoming bigger and bigger in our markets.  Maybe I'll start with you, Eric.  We'll 

work our way down.  Just talk about what we're doing in mobile; how it's impacting our 

market. 

 

Mr. Gewirtzman:  Mobile is kind of interesting for us, and I'll explain.  On the one side, 

we're seeing more and more people come into the network through mobile.  But when 

you look at the product, ultimately our product is about selling insurance products.  The 
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insurance product is a relatively complex product.  The challenge with a relatively small 

screen, being able to input all the data that an underwriting company would want in order 

to issue a policy is not trivial.  Still, just to be clear, the overwhelming dominant amount 

of traffic is still coming from desktop in our case, but we do see the mobile trend.   

 

What we've done is not only invested a lot in making the site and technology responsive 

with all the new technologies that are coming out there, but we're also looking at mobile 

with a completely different approach.  What can we do as far as integrating third party 

data is going to be a big investment for us over the next year to make that process and the 

user experience on a mobile device very different than it would be on a desktop 

computer.   

 

Things will be prefilled for the consumer in the states that allow it.  There are also issues 

with some states that don't allow you to use prefilled data in certain areas of insurance.  

More verifying the data than having to have the individual enter the data on a relatively 

tiny screen.  It presents its challenges, but it's also opportunity because that allows both 

the network and, I'll call it, the distributors that leverage the network to provide an 

experience that others just don't have.   

 

Mobile is going to be a big part of our strategy on an ongoing basis following the trends 

of the marketplace.  More and more people are spending more and more time on their 

mobile.  They're doing more with their mobile, so it goes hand-in-hand.  But, in 

insurance, the product issue is part of the challenge.   

 

Mr. Alexander:  Got it.  Glenn? 

 

Mr. Trout:  Yeah.  Similar to Eric's issues, I'd say probably the most exciting thing for 

us on mobile is it's enabling us to present to the clients an opportunity where we can help 

them solve a problem.  With mobile devices being used, keeping paper binders, whether 

it be on the MSDS side, keeping paper binders out in your facility was maybe the only 

mechanism for deployment for our clients back in the day.  Now, with mobile devices, 

you can easily pull up an MSDS, read it, easily in the workplace, walking around.   

 

Even bigger probably from an example perspective would be, traditionally, there's a law 

that says you have to provide a safe workplace, right?  You're supposed to inspect your 

facility for hazards on a regular basis.  Well, people did that with checklists, right, 

walking around with clipboards and checklists.  It's a perfect fit for our mobile tools.  

They've got mobile checklists now. 

 

Those checklists, frankly, went into a filing cabinet.  It wasn't easy for the head of safety 

at corporate to see, are my people doing their safety inspections and their observations?  

Well, now we've got that transparency.  It's all electronic.  They've got the data.  They can 

even use some of that data for their predictive analytics.  Really, I think the best part 

about it is it's made our product, well, it's given us more to sell, but made the core 

products stickier. 
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Mr. Alexander:  Yeah, and I think it actually brings up a good point.  One of the things 

to appreciate in these vertical SaaS businesses is complexity is our friend.   

 

Mr. Trout:  Yes. 

 

Mr. Alexander:  These industry solutions tend to dive into the complexity of each 

individual industry quite deeply, which, when you can do that in a cloud, given the fast 

revision cycles, your deploying once, you can adjust, which is, I think, in your market, 

Joe, from a compliance point is putting pressure on movement to these platforms that can 

do that.   

 

But I remember getting the KMI because I thought incident management.  A guy falls of 

a ladder, how hard could it be?  The guy fell off a ladder, right? 

 

Mr. Mrak:  Right. 

 

Mr. Alexander:  But when I saw the complexity and configuration you need, it's really 

breathtaking of what's built into that product and what you have to do.  You get a real 

appreciation for the complexity we're dealing with.  Eric, you're dealing with it.  

Regulations are in every product, every state.  There's a lot more to doing that transaction 

than just-- 

 

Mr. Gewirtzman:  Absolutely. 

 

Mr. Alexander:  Even from a regulatory standpoint, the information you're allowed to 

ask differs state-by-state for the same auto policy. 

 

Mr. Gewirtzman:  You have that layer on a state-by-state basis, but then you also have 

another layer with each carrier and each line of business.  I'll throw out an example.  A 

Hartford policy in one state, let's say New York, would be a completely different policy 

than it would be in California or Texas.  That goes for a lot of the different carriers.   

 

If you look the multiplying effect of a product, a line of business, and a state, the variety 

is enormous, and it changes constantly because the regulators are constantly adding new 

requirements, and the insurance companies are constantly looking at their book, their 

profile, their risks, and tweaking and trying to understand better what data points they 

need in order to make an underwriting decision, so it's really, really complex.  But, to the 

point that you mentioned, that's our friend.  That's really why we excel and why people 

need the Bolt platform.   

 

Mr. Alexander:  Yeah, in wealth management it's the same.  It's what's the rep's legal 

relationship with the client, rep's PM, rep's advisor.  It's the level of product 

sophistication to the consumer, the household complexity, and then this compliance layer 

that's been put on top of that since the '08, '09 market correction has been really 

breathtaking.  Government, on the other hand, is quite simple, right, Scott?   
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Mr. Burns:  I prefer the mobile question.   

 

Mr. Alexander:  Why don't we go to mobile then?  Scott, why don't you talk about 

mobile in your market? 

 

Mr. Burns:  I'll go back to regulation in a minute.  Obviously I'm not really about 

government needs to adopt the latest and greatest technologies.  I think there's often a 

high cost to doing that until something is mainstream enough to be used at scale and to 

drive change.  We're a lot more excited now about where mobile is at than even a few 

years ago because of the prevalence of it is allowing us to really drive a lot of impact 

through there.   

 

The first thing is, we're delivering messages to people or helping our clients do that at a 

big scale, billions of messages a quarter.  Those messages are everything from, "Your bus 

is late," to, "Your kid needs to be a flu shot."  "You need to change how you're managing 

Ebola challenges in your hospital," anything like that.  It runs the gamut. 

 

When we can get those messages to somebody at a more relevant time, that's just a huge 

impact.  Speed is highly correlated with impact in the work we do.  For our clients, 

having mobile devices so prevalent actually makes communication something that can be 

used much more effectively to drive behavior change just by getting information to 

somebody when it matters to them.   

 

We started our business doing snow emergency alerts in St. Paul.  If you're checking the 

update at your desktop at your office, and then you go home, and you get a notice that 

you need to move your car off the street, and you see it the next morning, that doesn't 

work, right?  This advancement has really helped us just across the board from snow 

emergencies to major health issues.  I know for a fact that everyone in here has one app 

deployed on their mobile device, and that's email.  We're seeing that really take hold all 

across our client base.   

 

We've done a lot of work in design just to make what we're already doing work better.  

It's very easy to sign up mobilely, very easy to read your email on a mobile device.  Very 

good, integrated designs that work on mobile.  All those things matter a lot.  Then we're 

investing through the Textizen acquisition and some of the work there in getting even 

more involved in the interactivity that happens with somebody with a mobile device, and 

is thrilled about that opportunity to influence somebody at the point when they're going to 

be most influenced to actually change their behavior, when they're actually close to 

accessing a service, or whatever.   

 

Mr. Alexander:  The thing that also strikes me about government is those citizens that 

most rely on government services, their phone is their laptop or their desktop. 

 

Mr. Burns:  Exactly. 
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Mr. Alexander:  That is their primary computing device.  When you go outside the U.S., 

that is the computing environment. 

 

Mr. Burns:  Yeah.  It used to be that our clients would say, well, gosh, I need to really 

focus on SMS, text messaging, because we've got a huge population.  They aren't using 

email.  We've actually seen that shift.  People are using diverse channels.  There's 

actually somebody who is using a lot of social media is more likely to use a lot of email.  

A lot of these things, they aren't displacement technologies.  They're actually 

complementary.  We find texting to be very good for certain things, but not as good for a 

more complex notice to a citizen.  And so, being able to access people who have a mobile 

device across a bigger demographic actually makes the emailing that we're doing more 

impactful and, at the same time, gives us more ability to use other technologies like 

texting. 

 

Mr. Alexander:  Mm-hmm.  Joe, finally, in your area: mobile. 

 

Mr. Mrak:  Yeah.  Mobile: We do a lot of research to figure out how mobile is 

impacting our space.  It was interesting when we did a study.  I think it was the beginning 

of this year.  It was only like 40% that even used mobile across the advisory base, which 

was actually kind of surprising because it seems like there's a lot more buzz about it.  

Definitely the desktop is still the predominant user.   

 

What we've done is we've gone away.  To build an app doesn't make a lot of sense for us 

because of the way that we're typically integrated into our client's desktop one way or 

another through single sign-on or whatnot.  We really focused a lot over the last 12 

months of making sure our product works best on every single type of browser--Safari, 

FireFox, what have you--knowing that if there are tricks to that to making that dropdown 

better for a mobile app, and it works and translates just as well at the desktop, that's been 

really our approach.  Our clients are happy with that because there are elements too that 

they want to turn on and not turn on mobilely.   

 

It probably sounds cool to be walking around with a tablet doing your trading.  Honestly, 

you lose a wi-fi connection and you bust an order - not good.  We typically see the 

desktop still, especially for trading, rebalancing, and those types of activities.  Mobile 

becomes important with our investor portal, so we made sure that the investor portal was 

very mobile friendly because that is probably the type of application that would be 

adopted by mobile users.  The other would really be the time that a client sits down with 

a prospect of theirs, and they're going to build a proposal.  If you can sit there and do the 

questionnaire quickly on a mobile app, on an iPad, or whatnot, that makes a lot of sense.  

We've been very focused on where we're putting our dollars and investments into mobile, 

but most of it has just been in making sure that it can basically run on any type of 

browser because that's really what's critical.   

 

Mr. Alexander:  Good.  One final question before we open up to Q&A.  We'll go around 

and start with you, Joe.  In a minute or less, what gets you most excited, going forward, 

about your industry and your business? 
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Mr. Mrak:  I really like the outsourcing trend.  I think, with the banks, the fact that 

there's a realization that building this technology is expensive, it's hard to keep up, and 

it's best in the hands of others is just a huge driver that we hadn't seen.  It's really picked 

up in the last couple of years.  I'd say that. 

 

I like the robo movement just because of its emphasis on technology.  I don't really think 

that's the greatest way to invest.  It is, probably, to get your feet wet and to grow.  But, a 

$1 million, $2 million, $3 million accounts, they still need advisors.  But I like the 

emphasis that's placed on technology, making technology easy to use, making it 

translatable to what a financial advisor does every day, and we're going to keep doing 

that as best we can. 

 

Mr. Alexander:  That's great.  Scott? 

 

Mr. Burns:  Other than the things I'd mentioned, we were really encouraged recently. 

There's an actual presidential directive that came out speaking specifically to the need for 

government agencies to look at ways to drive behavior change.  They referenced things 

like the opt-in, opt-in to 401(k)s, or opt out of 401(k)s rather than opt in, and what a big 

difference that made.  But also talking about how you use communications to actually 

nudge people to do the right thing, to take a better commute, to commute at the right 

time, to immunize, believe immunizations work, and all the things that you want so that 

public health, public safety, and other things work better, which is good for government, 

good for the public.   

 

For us, seeing a presidential directive come down in an area that we have put a lot of 

investment and strategic energy behind this idea that communications can drive behavior 

change and that behavior change is an important part of what government's mission needs 

to be if it's to function more efficiently and to actually generate results that are 

measurable.  To see that directive come down from the top was very encouraging.  I think 

we're going to see a lot more, not just service redesign in government, but also better 

promotion of those services and better use of services and communications to get people 

to change their behavior so they have better lives as citizens, and the government can 

function better.   

 

Mr. Alexander:  Glenn? 

 

Mr. Trout:  A couple of things: One, I talked a little bit about the government continuing 

to tighten the screws on our clients in terms of thresholds and in terms of reporting on the 

EPA side.  OSHA has come out with a directive that said they plan to align with the GHS 

every two years.  We've got another GHS deadline this year.  This is on the chemical 

management side, so more to come on that going forward, then our ability now to offer 

more to our clients.  So, we're increasingly introducing opportunities for selling 

additional products and services to our clients.  That's what's got me most excited.   

 

Mr. Alexander:  Great.  Eric? 



Actua Investor Conference Page 34 of 43 October 7, 2015 

 

Mr. Gewirtzman:  For us, it's really a dramatic shift.  It's the first time our team is 

feeling like we're finally swimming with the stream and not against the stream.  Up to 

now, we've been viewed as the disrupters in the industry.  Now the disruption is already 

happening.  What we told people that is about to happen, that's been happening.   

 

The whole mentality and the whole dynamic for us has now completely changed where 

we're enabling them to leverage the disruption versus having to get them to disrupt the 

way they're doing business.  That realization and that change in a very, very conservative 

industry is phenomenal.  It only happened in the past couple months. 

 

The other thing, I think, that's got our juices revved up is the fact that people are now 

realizing that the ownership of the customer is key.  You don't necessarily have to 

manufacture everything, but owning the customer gives you a lot of power, a lot of 

leverage.  It's basically the thesis of the Bolt platform.  Having the market drive in that 

exact direction, we just feel fortunate we're at the right time, at the right place, with the 

right platform.   

 

To the point that you made, we're at a point now where we have much more to offer.  

Through the investments we've made by sort of going upstream, we now have everything 

that these entities need, as they're marching towards our direction. 

 

If they want to set up, we're ready.  Turn it on.  Use our infrastructure.  Use your 

infrastructure.  We don't care.  We're the network.  We're the enabler.  It's coming 

through us, and it gets a lot more power to the participants on the network, so we're really 

excited. 

 

Mr. Alexander:  Thanks.  I'm going to ask you four to stay up.  Buck is going to come 

up, and we'll open it up for Q&A.   

 

Mr. Buckley:  Thanks, Doug.  Guys, that was great.  I think it gives a really good 

perspective of just sort of the macro trends, the wind behind each of the verticals in terms 

of what's going on there from a regulatory, compliance, as well as the execution that's 

going on, on a day in and day out basis.  Now I'd like to open it up to questions.  

 

Male:  Thanks.  For Joe, I think you have two main revenue streams, if I understand you 

correctly.  You have kind of a per user per month kind of revenue stream, as well as a 

percentage of assets under management revenue stream.  If I'm wrong about that, please 

correct me, but if you could just talk about the mix of your revenue and relatively 

profitability and growth rates of…. 

 

Mr. Alexander:  This is to Joe? 

 

Male:  Yes.  
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Mr. Mrak:  Yeah.  You're correct.  There is what we'll call advisory revenue.  That's 

typically done on a basis point against assets.  Then there are the technology fees, which 

we have one or two clients that do it on basis points.  The majority of that is a per account 

per month type pricing fee.  

 

It's probably based on just mix of revenue: 40% on the BIP side, to 60% more from a 

pure technology fee.  They've got equal gross margins in terms of how the business is 

mixed, and we really look at both of them as SaaS models.  It's actually nice because we 

have the diversity of those.   

 

We can sell just advisory services if we want.  We can sell just technology if we want.  

Or, with VisX and some of the products we have today, we're bundling those things.  Any 

of the VisX type products is all going to basis points based, so we sell that just like a 

traditional asset manager would go to market with a basis point fee.   

 

Male:  Are they growth rates similar? 

 

Mr. Alexander:  Are the growth rates similar? 

 

Mr. Mrak:  Yeah.  You know what?  Quarter-to-quarter, it might be a little different.  

But, in general, yes, they're both in line, and we expect to grow both of them at about the 

same rate.  

 

Mr. Alexander:  Great.   

 

Mr. Houston:  Hey, Buck, Jeff Houston from Northland.  You mentioned kind of 

disappointment with where the stock price is now and that all options are on the table.  

Can you elaborate on that a bit?  What all is on the table?  Does that include share 

repurchases?  Just a bit more color there would be great. 

 

Mr. Buckley:  Sure.  Obviously, as I said earlier, we are frustrated.  One of the things I 

don't think I did say is that, as a result, management has been buying stock, as well as the 

board.  Frankly, it's approaching the biggest discount I've seen since 2008.  I think our 

actions are speaking for ourselves.   

 

In terms of all options on the table, I can't give the details since we're in the quiet period, 

but, yes, certainly share buyback is one of the options that are on the table.  We need to 

balance that with all the other demands, but certainly it's something that's present, as we 

think about it. 

 

Mr. Houston:  Got it.  Then a quick follow-up question: You're looking at Folio.  Joe, 

you mentioned this too that some of the sales cycle delays from the acquisition period.  Is 

that included in the guidance already for 2015?  I assumed.  I just wanted to confirm.   
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Mr. Mrak:  Yes, it is.  Yes, it is.  One of the reasons why we're encouraged by what 

we're seeing in '16 because basically the 21 signings, we're recognizing very little of that 

in '15.   

 

Mr. Houston:  Great.  Then, I guess, Joe, while I have you on the spot here with Folio, 

could you talk a bit about some of the products portfolio that you're looking at now that 

you have the backing of Actua?  Are there certain areas for tuck-in acquisitions that are 

interesting?   

 

Mr. Mrak:  Yeah, we've definitely been.  They've been great, actually, you know, having 

a whole M&A team, if you want, at your fingertips.  They did a whole market mapping.   

 

We really got to understand everybody because we look at acquisitions from: are there 

small TAMP type players that are struggling that maybe they definitely quality as tuck-

ins.  Maybe they're making $3 million to $5 million in revenue, but they can't get the 

growth on their own.  Can we capture those assets?  Can we transition them to our 

platform?  We've been successful in doing that over the years, so that's one category we 

look. 

 

Then the other one is kind of exciting technologies.  Probably the hardest thing, 

sometimes, is finding the exact profile we want that will still continue to contribute to 

growth, profitability, and those types of things.  We've been taking a hard look at that 

landscape.  They've been great.  And we're going to continue to do that.   

 

There are definitely opportunities out there.  I think, the market volatility is actually kind 

of helping us, plus the fact that, whether it's our competition or whatnot, there are been a 

lot of acquisitions, so there are a lot of guys.  Musical chairs, running around, there are a 

couple of guys sitting there going, "Where am I going to go sit?"  We may be able to take 

advantage of that in 2016. 

 

Mr. Buckley:  Yeah.  I'll just add that the management team, the technology team at 

Folio is working on a very big release.  The last thing we want to do is acquire a really 

exciting piece of technology and slow that release down.  I think we want to be 

thoughtful about it.  We have been, and obviously there's a big landscape out there.  I 

think John Loftus and the team has done a terrific job, created that market map with the 

Folio team, and so more to come in 2016.   

 

Mr. Mrak:  Just to touch on the investment piece, the 8.0, that big release was a big part 

of dollars spent to enhance that core platform and make it more saleable.  We've 

definitely been investing in that, as well as just some core infrastructure and stuff, as well 

as VisX, and we're going to be pushing doing a lot more marketing and stuff.  You'll see 

a lot of that next year.   

 

Mr. Buckley:  Neil? 
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Neil:  In each segment, who do you view as your major competition?  …are changing 

from a paper-based system or the old government system, but who is out there…?  Who 

is out there…? 

 

Mr. Alexander:  Why don't we start with Eric? 

 

Mr. Gewirtzman:  Yeah.  I get asked that question all the time because what we're doing 

is so unique and so different.  Our major competition is what we internally dub as 

"spaghetti," meaning you have an internal entity that bought a couple of different 

systems: one for rating, one for management, one for workflow, a couple of binders that 

are laid out there.  That is our primary competition.   

 

If they've made the strategic decision that they're okay in offering someone else's product 

to retain customer ownership, they've created this mess of solution to try and go about it.  

That is our primary competition.  That's…. 

 

Neil:  Any one name that stands out? 

 

Mr. Gewirtzman:  None.  It's literally every organization has come up with their own 

spaghetti.  That's why we call it spaghetti.  They may buy an office shelf comparative 

rater.  They may buy an agency management system.  We have entities that have done 

that and then developed an internal solution to try and merge the two together.  They'll 

buy a workflow solution.  No, there's no one name that stands out, and that's part of the 

advantage that we bring.  People suddenly see, "Oh, my God!  I can actually do all this 

from one platform and in the cloud.  I don't have to maintain it.  I don't have to install 

anything locally.  It's just phenomenal."  But spaghetti is our major competition.   

 

Mr. Trout:  I would say paper is our biggest competitor.  But, if we're in a bake off, and 

this would be bigger, bigger clients, we don't typically have bakeoffs in the mid market.  

On the chemical management side, it would be 3E, really our only existing or kind of 

surviving competitor in that space.  They're owned by Verisk.   

 

Then on the kind of safety side, the general safety side, I'd say probably the name that 

we'd run into the most would be Intelex.  There are a few other smaller players.  Then on 

the environmental side, it would be Enablon or Enviance.   

 

Neil:  What is your competitive advantage…? 

 

Mr. Trout:  We have all of that, right?  If Intelex is going after a deal, they don't have a 

chemical management solution, right?  I'd say the other thing, especially with most of 

those players, is kind of leveraging that Velocity name: speed of implementation, ease of 

implementation, user engagement because if your employees aren't using these products, 

they're pretty much worthless.   
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When we win a piece of business, and sometimes we'll take business that was at one of 

our competitors, the primary reason for coming over to us is we're easier to use.  The 

employees will actually use it.   

 

Mr. Alexander:  Scott? 

 

Mr. Burns:  When you take inertia off the table, it's hard to answer that question.  I 

would say, aside from inertia, there are really two different things we see.  One is, we'll 

take business from any client.  We don't pursue smaller clients aggressively, but some are 

interested in our platform and want to use it, whether it's a small township, city, county, 

transit agency.   

 

Some of those, the eyes are bigger than their stomach in the sense that they will commit 

to our platform and then not really do what they need to do, follow our advice to optimize 

it.  We're an expensive solution if all you wanted to do was send an email out with the 

mayor's face on it.  That's just really not the way you make good use of us.   

 

When we do have attrition, it's often at that lower end, and it's to anything from: we're 

going to go back to using a gmail list, to a MailChimp, Constant Contact, some of the low 

end email sending providers.  We don't see a lot of that, but we see a little. 

 

Then, at the high end, every major software company practically in the country has some 

kind of digital marketing platform they've invested in: Adobe, Oracle, Salesforce, IBM, 

Microsoft.  They all have digital marketing technologies of some kind.  While those 

technologies aren't applicable directly into our market, if we have a client that is selling 

things online, which is pretty unusual in government, but it happens, they might have an 

e-commerce system that integrates with one of those, so we'll see a little bit of activity 

and competition there.  We see those players dabbling, but they seem very under-

committed to the market.   

 

Our advantage is, we actually bring reach to the table, not just tools, so we actually bring 

you more reach, number one, a lot of automation, which matters in government.  They 

don't' have a big marketing team to manage a complex digital marketing platform.  Then 

the third thing is just government compliance and security, which we haven't talked about 

yet.   

 

We have made huge investments in making sure we're really the premium solution in 

terms of accessibly for the disabled, security, privacy.  We are ISO2701 compliant.  We 

have other compliant certifications in Europe.  We are very advanced in the process in 

this new federal compliance process, so we prefer to win on reach and technology, but we 

have compliance really nailed down as well.   

 

Keith:  Is there any one player that stands out of that group? 
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Mr. Burns:  I think that, just, category of big players does remind us every day that the 

technology and the platform needs to keep innovating aggressively.  But, other than that, 

no. 

 

Mr. Mrak:  We have one real big competitor: Investnet.  It's a public company.  Nine 

times out of ten, that's what we're up against.  The rest of the market is a lot of what we'll 

call point solutions.  They focus on trading.  They focus on performance.  They focus on 

a proposal solution.  We definitely win our fair share against them, but that's our basic 

competitive environment. 

 

Male:  …versus investment? 

 

Mr. Mrak:  Scale is probably one.  We operate at really high scale for a lot of very, very 

large enterprise customers.  I think it's very hard to touch that.  Our trading capability is 

definitely an advantage.  We have really catered to the independent advisor, those that are 

really looking to manage their own portfolios, but that's a big plus for us.  And I think the 

other thing really, if we win accounts from them, speed to deliver.  We benchmark 

ourselves against them.  We beat them on delivery.  And, the nimbleness customer 

service aspect of our organization, I think, also wins a lot of business for us.   

 

Male:  My other question is, on the tuck-ins, what have you paid in terms of what kind of 

X times sales?   

 

Mr. Buckley:  Yeah.  The question is on tuck-ins, what have we paid.  The three tuck-ins 

that we can talk about, which was KMI, NuCivic, and Textizen, was roughly around three 

times revenues. 

 

Male:  And what did you pay for Folio? 

 

Mr. Buckley:  Five-plus. 

 

Mr. Colicchio:  Hi, this is Vince Colicchio, Barrington.  This is for GovDelivery.  You'd 

mentioned that you are stepping up investment in cross-selling.  I'm curious.  When will 

we see an impact from that, and what portion of your client base today uses more than 

one of your services? 

 

Mr. Burns:  It's a great question, so I think the impact has started significantly, so we've 

been stepping up the cross-selling.  If you look at I talked about 3x greater bookings in 

Q3 this year versus a year ago Q3.  That cross-selling was a big part of that, so we've 

started seeing the impact.   

 

As far as the percentage numbers, we're really focused on our client base.  We have some 

very large clients that goes down to very small clients as well, so we're really focused on 

the top tier of clients in terms of the up-sell right now just because that's where the bigger 

economic opportunity is.  I don't have a perfect cut of that.  I would say it's a significant 

percentage that's using more than one solution now, but it's still sub-20%.   
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Mr. Colicchio:  One for Bolt.  With the change in direction of the streams, if you will, of 

your market, are you feeling more leverage in terms of pricing or anything else? 

 

Mr. Gewirtzman:  I'd say the leverage we're seeing is operating leverage.  The fact that 

we've made a lot of investments over the past two years in building the markets, building 

the moat, that is something that we're definitely leveraging.  We're also being able to get 

into clients that, beforehand, for them, it just didn't even make sense because we didn't 

have all these opportunities.   

 

I would say the TAM has still stayed the same, but the velocity--no pun intended--of how 

the deals are progressing within the pipeline, and then once they actually close, how 

quickly we're able to bring them up to speed, that is really the big impact that we're 

seeing.  Then it also obviously impacts revenue because beforehand on a typical deal a 

sales cycle would be something like 12 to 18 months and then another 6 to 8 months just 

to get them up and rolling.  Now, the examples I just gave from the last one is a 

completely different dynamic.  That's where we're seeing a lot of the impact.   

 

Mr. Colicchio:  Thank you. 

 

Male:  My question is actually just a follow-up related to Bolt also.  You talked about the 

fact you have three large customers.  You've launched two more large customers.   

 

Mr. Gewirtzman:  Right, five…. 

 

Male:  So you have five in total.  What should we be tracking from the outside to see this 

velocity of conversion?  Should we, on a quarterly basis now, start to expect more deals 

to have been signed?  Is it still very lumpy?  You're talking about a very exciting 

pipeline.  What do we see from the outside?  What should we be tracking? 

 

Mr. Gewirtzman:  I would say it's still tough to forecast.  These are large entities that 

are fairly conservative.  But what we're tracking … down to the dollar is growth in 

premium on platform because what happens is, it's not just the fact that you're signing up 

a new name as a distributor.  The whole market effect, the whole network effect is really 

kicking in.  You have a new--I'll call it--distribution channel that has suddenly 100,000 

advisors.  How quickly do they start signing up and how quickly do they start generating 

dollars for themselves and for us?  Those are the things that we're tracking.   

 

When we look at pipeline, it's a multidimensional pipeline.  On the one side, it's getting 

more distribution channels, distribution partners onboard, which we're definitely seeing 

more velocity there.  But probably just as important, if not more so, is the velocity within 

each one of these channels that is growing in a very dynamic way.  Ultimately, our 

business model is a percentage of premium, and it could be a SaaS fee as a percentage of 

premium, or it could be a commission.  It's all recurring business, so the more penetration 

we get from each channel, the more leverage that we get in each channel, those are the 

things that we're tracking.   
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Mr. Alexander:  Eric, do you want to talk about the new financial advisor client you 

recently signed? 

 

Mr. Gewirtzman:  Examples, again, of what I'll call financial advisors sector, and a 

large entity that launched in August already has over 10,000 advisors signed up to the 

platform.  We're seeing more of those alternative distribution entities, as I mentioned 

earlier, coming onboard.  They come onboard, relatively quick up-tick, and the 

integration is negligible.  You do have to SSO so that they're single sign-on, and it's one 

system and one platform.  We white label it so it looks and feels just like their own 

internal organization system, but the ramp up is really, really quick. 

 

The folks, they get it.  Right?  They have the trusted relationship, whether it's for 

themselves to generate more revenue or to protect their client base.   It's going really, 

really well.   

 

Mr. Alexander:  Time for one or two more questions.   

 

Mr. Van Rhee:  Hey, Buck.  Jeff Van Rhee with Craig-Hallum.  Buck, with respect to 

margins, without pinning you to numbers for '16, as you look at the companies, can you 

just talk anecdotally, or maybe at a high level, where you see the most leverage down to 

the least in terms of how you view these models levering in '16? 

 

Mr. Buckley:  It's still a little early, as we're pulling together all the final plans.  But, I 

think you'll see it lever in G&A, and you sort of see, I think, a continuation of R&D as 

we roll out some of the UI and mobile applications, as well as finish the integration.  I 

think you'll see just leverage in the overall model.  Sales and marketing, it's hard to know, 

but it probably ticks down from that perspective. 

 

Mr. Van Rhee:  Just so I'm clear, I was asking specifically by company where you 

expected the most leverage.  I just want to make sure you were clear. 

 

Mr. Buckley:  No, I wasn't clear on that.  I think, really, you're going to see it across the 

board.  I think that the sales momentum, frankly, is strong, really, across the board.  The 

margins are very much similar.  These are similar business models with similar retention 

rates.  You're going to see strong improvement at Bolt, still negative, probably, but 

obviously the other three businesses accelerating from a bottom line perspective.   

 

Mr. Van Rhee:  I guess, Eric, then with respect to that, you've got the 4,800 connections 

you're pursuing.  Is that still the right number? 

 

Mr. Gewirtzman:  Well, it's interesting because we're constantly looking at that.  The 

number changes based on the distribution channels that are being added and the coverage 

that they need.  One distribution channel may -- I'll give just the example.  The recent one 

we just signed, we didn't have to add anything.  Literally, what we had already in place 

was exactly what they needed.  But, as we're seeing trends, we're seeing gaps in coverage.  
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We call the gap really an opportunity.  If there's a customer that needs a certain product, 

and right now the market isn't offering it, we go out and find someone that will 

underwrite that product and provide it. 

 

I think the number, yes, that's more or less the number we want to get to.  But, that could 

shift based on the constant analysis we're doing from each of these channels and what 

flows are bringing in because the flow is also dramatically different between them.   

 

Mr. Van Rhee:  Is that the primary point of leverage in the Bolt model in the near term, 

the number of connections?  Should that connection number peak at 4,800 end of year?  

Does that mean '16 is a big year of leverage versus, if there are a bunch more connections 

to be built, that it doesn't lever in '16? 

 

Mr. Buckley:  Well, I think you're going to see it leverage, even pursuing that path.  I 

think that leverage will continue into '17, especially as revenues grow.  Yes, you'll see 

real strong leverage pursuing the current path.  You'll see more if actually we dialed it 

back.   

 

Ms. Greene:  Buck, there's one back here. 

 

Mr. Buckley:  One last question. 

 

Mr. Kelleher:  Thanks, James Kelleher.  The company is forecasting 20% to 25% 

revenue growth, which I take to be a function of growth within existing customers, new 

customers, and tuck-ins.  If each of the four business units could talk about if they were 

not allowed to sell to a single new customer, what would their growth rate look like? 

 

Mr. Buckley:  Did you guys hear that question?  If you weren't allowed to sell to a single 

new customer-- 

 

Yeah, I think that there's a lot of variability in that question, and so I think the net/net is 

87% of the revenue is recurring, and so I think that you're going to see same store sales 

probably on top of that 87% increase.  But, I think, without getting deep into the weeds, 

it's a tough question to answer in a format like this. 

 

Mr. Kelleher:  Maybe just a rough breakout of what percentage of that 20% to 25%, how 

would it split between those three buckets? 

 

Mr. Buckley:  A rough percentage of growth? 

 

Mr. Kelleher:  Yeah, that 20% to 25% divided between existing, new, and tuck-ins. 

 

Mr. Buckley:  Do you guys want to--? 

 

Well, tuck-ins is not part of the 20% to 25%.  That's organic.  It's between existing and 

new.  I think the-- 
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Mr. Gewirtzman:  It's tough to put a number.  We're chugging along in all directions.  

As I mentioned earlier, a lot of the growth we're seeing is, okay, so you have a 

distribution channel.  Within that distribution channel there's a lot of growth.  It's tough to 

sort of put a tag on it.  Is that a new customer, or is that not?  If a new advisor comes 

onboard and he starts selling product, that to us is within the same channel, but it's a new 

customer.  It's really across the board, and it's tough to forecast exactly what percentage is 

going to come from a new channel versus what's going to come from the expansion 

within the channels themselves.   

 

Mr. Burns:  We have the same definition problem.  Honestly, we're dealing with these 

giant federal departments.  What I call a new client is often a new client within -- we 

work every department at some level, so the new and existing distinction, it just isn't best 

use, same store sales.  It's just not Best Buy.  We don't have that sort of location.   

 

What I'd say is I think we heard a consistent cross-sell, real aggressive sort of shift in 

cross-sell strategy from my colleagues, but our approach is to get more revenue that way.  

That's obviously more efficient revenue to pursue.  That's the benefit of having the 

footprint we have. 

 

Mr. Mrak:  I guess, on ours, I'd say it's probably 50/50.  If you really look at it, you're 

bringing on guys right now, which are going to be great contributors to growth in 2016.  

Then you have this natural, organic part that just keeps building.  It's hard for us to even 

speculate on that because I've got guys that they could drop another $3 billion team on 

tomorrow, which is a great thing.  It's really tough to nail that one down for our business, 

but it's a solid component of both. 

 

Mr. Trout:  Yeah, my answer would be similar to Joe's: off the cuff, 50/50.  If we 

weren't allowed to sell to anybody new, which would be unthinkable next year, but I can't 

even get my arms around the question.  But, we've got good things going on right now, so 

if we stopped January 1, anything we book in December, we don't really, from a revenue 

perspective, get much credit for it.  We'd see it in '16.   

 

Mr. Buckley:  I think a good rule of thumb is 10+% from existing.  That's sort of what 

we see.   

 

Well, I'd like to thank all of you for coming this afternoon and look forward to catching 

up afterwards.  Thank you. 

 

Mr. Alexander:  Thank you.  Thanks.  Thank you. 


