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Question

•What should be the direction of Palantir's future 
strategy?



Our 
Recommendation

Diversify product line.

Grow sales and marketing team 
through partnership.

Improve public image by dropping 
most controversial projects.



Palantir's Overview

Current target market: group of 6000 companies making $500M+ in revenue

Operates in over 40 countries

Believes in providing democracies with analytical tools

Products: Gotham/Foundry/Apollo



SWOT 
Analysis

Strengths: High quality of product, large contracts

Weaknesses: High price of product, low number of 
customers, controversy, stock dilution, lack of 
profitability

Opportunities: Potential partnerships, client list 
expansion

Threats: Clients developing products in 
house, difficulty acquiring new talent



Business Model Concerns

Diversification

1

Sales & Marketing

2

Public Image

3



Overall Recommendation

Expanded Product 
Line

1

Partnership to 
Improve Sales 
Team

2

Drop ICE and 
Project Maven

3



Overall Evaluation Criteria

Profitability: How does our strategy affect our profitability?

Feasibility: How likely will it be that we can implement our 
recommendation?

Company Alignment: How does our plan help Palantir's goal of 
supporting democracies?



Diversification

Should Palantir keep working solely with governments or 
large corporations, or diversify and make its products 
affordable for smaller companies?



Diversification - Market

Source: https://www.jpmorganchase.com/institute/research/small-business/small-business-dashboard/economic-activity

https://www.jpmorganchase.com/institute/research/small-business/small-business-dashboard/economic-activity


Diversification - Market

Source: https://www.sba.gov/sites/default/files/advocacy/United_States.pdf

https://www.sba.gov/sites/default/files/advocacy/United_States.pdf


Diversification - Market

# of Small Business in the U.S (2014)1 28.8 million

Firms with 1-499 employees 5.77 million

Max addressable market (S > 200k)2 32%

Max addressable market size 1.84 million

Market penetration 1%

Market size 18,400 businesses

Yearly revenue per sale 100k

Maximum yearly revenue 1.846B

1Source: https://www.sba.gov/sites/default/files/advocacy/United_States.pdf

2Source: https://www.zenbusiness.com/blog/small-business-annual-sales/

https://www.sba.gov/sites/default/files/advocacy/United_States.pdf
https://www.zenbusiness.com/blog/small-business-annual-sales/


Diversification –Alternatives

Company Alignment

Profitability

Feasibility

U.S Small 
Business

Non-Liberal 
Countries

Criteria

Moderate

High

Low

HighModerate

Low



Diversifying to smaller business - benefits

Buyer power and 
risk reduction

1

Improved public 
image

2

Support for core 
values

3



Diversification - implementation

Explore potential industries and 
customers in the SB space

Work with MKT and sales to discover 
key needs and solutions

1-6 months

Develop a toned-down version of core 
products, with key features, and 
reduced price

6 months – 1 year

Define specific SB offer and reach out 
to discovered clients to promote the 
new product and sales

1 year +



Sales and Marketing

•How should Palantir approach its Sales and 
Marketing strategy to align with its diversification 
strategy?



Current 
Sales and 

Marketing 
Expenses

Report Date 03/31/2021 09/30/2020 03/31/2020 09/30/2019

1st Quarter 3rd Quarter 1st Quarter 3rd Quarter

Currency
YTD % 
change

USD
YTD % 
change

USD USD USD

Sales & 
marketing 
expenses

27.51% 136,097 64.27% 334,911 98,653 119,666

Research & 
development 
expenses

33.18% 98,471 75.83% 313,915 65,800 75,880

General & 
administrative 
expenses

51.72% 146,569 78.15% 338,977 70,765 74,062

Total operating 
expenses

38.29% 381,137 72.71% 987,803 235,218 269,608



Sales and Marketing - Alternatives

Profitability

Feasibility

Company Alignment

Grow in-house 
sales and 

marketing

Implement 
partnership for sales 

and marketing

Criteria

High

Moderate

Moderate

ModerateModerate

High

Do not scale sales 
and marketing

Low

High

Low



Implementation of Sales and Marketing Strategy

• Data Customization
• Automation Processes

• Data and analytics



Why pursue a partnership with IBM?
Partnership with IBM could potentially triple Palantir's Salesforce to 100 people

Estimated current Palantir Salesforce size: 33 people

Potential additional 
yearly Revenue from 
diversification 
strategy: $1.846 
Billion

Increase in revenues 
for the past 2 years: 
$0.148 B, $0.35 B



Public Image

•What strategy should Palantir use to improve its 
public image?



Current 
Software 
Industry



What's in the Future?

• Global economic Impact of data analytics and AI by 2030 = $15.7 T



Controversies

Nature of Business

Software Platform –Gotham

Work with Immigration Customs Enforcement (ICE)

Project Maven

Political Leanings



What could you lose if you don't improve 
public image?

Losing share in the growth market
Commercial 

Sector

Employee's concern about controversial topicsTalent Pool

Others may not wish to be associated with PalantirPartners



Improving Public Image –Alternatives

Profitability

Feasibility

Company Alignment

Low

High

Moderate

Moderate

Moderate

High

Hiring PR 
Agency

Dropping 
Controversial 

Projects



Implementation - Opportunity in Covid

• Q1 2021 – Revenue growth of 49% year-over-year by providing software 

platform to over a dozen countries to track and contain virus.

• In 2020, 107% revenue growth from US Commercial sector

• Leverage strength to penetrate healthcare, energy, insurance and more > 
improve lives around the world.



Implementation - Improving Public Image

Drop $42 M ICE project which 
account for less than 4% of 
company revenue in 2020.

Support democracies without 
showing political preference.

Continue to work with 
governments on projects 

that are less controversial.

Become the industry 
default.

Short term (<1 year) Long term (1 year>)



Timeline

Now 1 Year 2+Years6 Months

-Product line launch
-Engage sales and 
marketing team to 
push product to 
smaller companies

-Do not renew contract 
with ICE
-Finalize sales 
expansion with IBM, 
training
-Research on pricing

-Begin R&D on new 
product line
-Prepare to not 
renew contracts on 
controversial govt. 
Projects
-Remove specific 
political leanings 
from media 
communication

-Do not renew 
contract with 
Project Maven
-Continue to refine 
product line
-Consider moving 
into other types 
of analytics



Risks and Mitigation

• Lowered ability of Palantir to 
differentiate itself from 
competitors

• Partnering could cause loss 
of brand control

• Dropping certain projects 
could create ill will

• Differentiate with high-quality 
projects not business model

• Form integrated partnership

• Use expanded sales team to 
maintain desired contracts



Conclusion

Product Line: Diversify to bring in 
smaller companies as clients

Sales & Marketing: Increase size of 
team with partnership

Public Image: Drop most 
controversial government contracts



Thank you!

University of 
Rochester-
Simon Business 
School



Current Sales 
and Marketing 
Expenses (mi

d-year 
changes)

Report Date 03/31/2021 09/30/2020 03/31/2020 09/30/2019

1st Quarter 3rd Quarter 1st Quarter 3rd Quarter

Currency USD USD USD USD

Sales & 
marketing 
expenses

-146.08% 136,097 70.54% 334,911 -21.30% 98,653 119,666 

Research & 
development 
expenses

-218.79% 98,471 79.04% 313,915 -15.32% 65,800 75,880 

General & 
administrative 
expenses

-131.27% 146,569 79.12% 338,977 -4.66% 70,765 74,062 

Total operating 
expenses

-159.17% 381,137 76.19% 987,803 -14.62% 235,218 269,608 


