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Is This Your Company?

Marketing focuses only on image and branding
Sales responsible for leads

Leads not recorded / tracked in automated CRM
On-going lead nurturing happens rep-by-rep
Few or random in-bound lead gen initiatives
Lack of coordinated social media strategy

New data comes only from off-the-shelf lists or on-line
aggregators
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Sales Leaders Must Achieve More With Less Resources

A 97% of CEOs interviewed
planned onincreasingevenue
this year.

A 67% of CEOs plam
Increasing revenue while
reducingsales headcount.

Source: CSO Insights 2009 Sales Performance Optimization Study
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Why Most Need A New Model

Less than 25% of leads result in an initial discussion.
CSO Insights

As little as 5% of new leads are saleady.

American Marketing Association

Only 16% of "saleseady opportunities" actually close.

Aberdeen Group Research

80% of marketing produced leads are not pursued by sales
CSO Insights

3.9 Million pages.
D223fS aSIFINODK 2y a6 G2 o6 €SIFR 3ISy
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New Best Practices for Lead Generation

Marketing Sales

A Lead Generation is a formally A Accountable for leads that

assigned and actively .
managed business process become qualified

A Marketing is accountable for A Transition early stage leads
finding, creating, developing, backto marketing
nurturing and tracking leads

A Provide intelligence to
A Multiple out- and inbound J

lead channels marketing

A Web site 2.0 enabled / SEO A Accurately maintain CRM
optimized tracking data

A Scoring, tracking and metrics A Participate with marketing

based reviews
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Precise Targeting is THE Starting Point

A Define segment(s)

A Establish target client characteristics and
attributes T and alternatives (competitive analysis)

A Classify buyer drivers and considerations

A Validate and rank prospect types based on target
criteria

I Separate prospects into Tiers 1, 2, and 3

A Create sales tools such as Sweet Spot Matrix
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Four Imperatives for Improving Lead Generation

Imperative #1
Think (and Act) Quickly;
aka Process Efficiency
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Revisit the Basic Sales Process

TOP OF THE FUNNEL.:
-Identify likely customers

-Develop targeted
messaging

-Deliver those messages
-Connect and engage
-Establish needs

-Disqualify/ Weed out

-Identify qualified prospects
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Selling Process

Propose
Solutions

Customers

V

Service the Account

v

Follow-Up

C 3FORWARD

IN THE FUNNEL.:
-Discover
-Diagnose
-Design

-Deliver

10
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Establish Distinct Lead & Opportunity Tracklng

Prospect Stages Tran§ition q,ualifjed leads to Sales
A LRSYGATASR ¢ AYGSYR gKSY U0UKSe L} aa
B /2y GFOGAay3 ¢ | ddS YL demonstrating Interest, Timetable
C vdzt f AFTRAY3 ¢ and Willingness to discuss.
DO YINIERTC +0GADSEE Otherwise, continue Nurturing*.
X [ZT R ¢ f2a
Z LRfS ¢ 2 OdzZNNBy (i f & LJdzNE dzA y 3

Opportunity Stag€es Probability Activity
1 |Opportunity ID'd 10% Potential opportunity identified
2 |ldea Discussed 20 |/ t ASYyG O2y FANXA AdadzsSaz OK
3 |Concept Delivered 30% Written concept submitted to prospect
4 |Solution Meeting Complete 40% Concept discussed; including how and when to begin
5 [Full Solution Delivered 50% Solution submitted, including outcomes, timeline & pricing
6 |Solution Validated 60% Proposal modified if necessary / Resubmitted
7 |Verbal Approval 75% Client decision maker accepts proposal
8 |[Terms Negotiation 90% Contract and SOW in review / negotiation
9 |Formal Award 100% |Contract and SOW signed
10 [Opportunity Lost 0%
11 [Dead or Delayed 0%

3forward Opportunity Stage Definitiof@s
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*Lead Nurturing

Lead nurturing Is eelevantandconsistent
dialog withviable potential customers,
regardlessof their timing to buy.

Brian Carroll, CEO, InTouch and authdresdd
Generation for the Complex Salecraw Hill, 2006)
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Nurturing With Value Added Content

A Shared experiences Stories of successful selling experiences, lessons
learned in the field, advice on how to avoid landmines or differentiate
from competitors.

A Sales support tools: Competitive analysis, objection handling, customer
stories and references, discovery questions, call scripts, sample letters.

A Subject matter experts: Product gurus, industry specialists, client service
managers who can help prepare the rep for a sales call or support the rep
on a call.

A Coaching and proven strategiesContent, messages, and strategies that
are proven to work in the current selling situation.

A Customerfacing materials: Not just static collateral, but dynamic
deliverables that are personalized for each prospect.
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Time Content To Client Challenges

Oig the Do | have a
f ;7:’;;? get problem?
How big is
What’s the problem
the best and what’s
solution the cause?
forme?
What solutions
What could are there and how
go wrong? good are they?
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Four Imperatives for Improving Lead Generation

Imperative #2
Optimize Resources

Use resources that fits the task and
maximize ROI
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IDC defines Sales Enablement as:

a¢KS RSfTAOSNE 2T 0UKS
right person at the right time and in the right
place to assist In moving a specific sales

2LILIZ2 N dzy AGé F2NBI NR D¢
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Recognize the Difficulty In Connecting

A Usually takes-12 calls/emails to get one appointment
A 95% of sales people quit aftefattempt

A Last year on average 70 touches to every appointment
0221 SRXPIUKAA &SINE dn (2 dzOK!
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Time Not Well Spent

Almost 2/3 of sales time is spent NOT selling!

Other ; 11%

Service Calls; 15% Selling; 37%

Administrative; 17%

Generating
Leads; 20%

Source: CSO Insights 2009 Sales Performance Optimization Study
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Evaluate Outsourcing the Following

A Market research

A Prospect analytics

A Lead generation

A Nurturing and Content fulfillment and delivery

Benefits include:

A Cost advantages

A Measurable results and KPI metrics
A Scalable resources

A Benchmarking
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Four Imperatives for Improving Lead Generation

Imperative #3
Knowledge Is a Differentiator
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Improving Sales Planning
Voice of the Buyer

GCKAY1AY3 oFO1 G2 @&2dz2NJ AyAl
2F NBLIEA 6SNBXPE

Not Prepared
26%
Very Prepared
27%
Somewhat
Prepared
Source: IDC Customer 31%

Experience Panel, Januar ‘ 2009
Number of respondents = 296
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Apply Prospect Research Early in Sales Process

AWhi ch one of the foll owing areas do sal
your company in order to improve the value of your relationship with the company
they represent?o0

60% -
50%
40% -
30% - /
20% - /
1% | l —
0% | I I |
My Business My Needs My Timeline My Other
and Technology
Objectives Environment
The Outsourcing Institute / 3forward Source: IDC Customer Experience Panel, January 2009
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Where Improvements Are Needed Most

nWhich of t he 0

f | owing Is the #1
your relationshi

I t
P with the sales teeé

Source: IDC Customer Experience Panel, January 2009

The Numberofigespondentsis226d
All Rights Reserved 23



