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3f orwardés Lead ReadyE service provides com
program for finding, developing and converting leads to sales ready opportunities.
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Generation
Lead ReadyE Ful l Service Offering an

A Track all lead interactions with your company over time
A Website and landing page visitor analytics, tracking and scoring
A Nurture leads with automated, rules based drip marketing and personalized content
A Score and prioritize leads based on behavior (online and offline)
A Measure campaign and event results on single dashboard
A Create customized landing pages, forms and surveys for your website
A Create personalized e-newsletters to further nurture leads
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A Most Sales Leaders know their total Sales
Pipeline value

I Best in Class also know the most important metrics for
detailed analysis

A Some Sales Leaders know their total Lead
Pipeline value

A Best in Class leaders apply Lead Pipeline
metrics to assessing value, quality and
velocity
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Prospect Stages
A LRSYUATASR ¢ AYUSYR G2 LJzNA dzS
B /2y 0lFlOGAy3 ¢ FTGOGSYWiAy3 G2 Sy3ar3as
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Z LREfES ¢ t2aid GNYOGA2y>S y20 Odz2NNBy(f & LJzNAEdzA y 3
Opportunity Stages Probability Activity
1 |[Opportunity ID'd 10% Potential opportunity identified
2 |ldea Discussed 20% |/ fASYyG O2yFTANXYa AaadadzsSasz 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.com 3forward Opportunity Stage Definitior® 5
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Prospect Stages
A LRSYGAFTASR ¢ AyuSyR i " .
B /2yilOGAy3 ¢ FuasYL Transition qualified leads to Sales
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Otherwise, continue Nurturing®.
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From Sales 2.0 1 Seley, Holloway

Business
Rank Potential Description Action

AActively looking to solve a problem;
AMeets qualified lead criteria (sweet spot matrix);

A Excellent AMaking a buying decision in (6-12) months or less; Pass lead to sales /
AcContact has functional responsibility S el
AWilling to meet with company representative;

ANewly realized problem, beginning research on options

. Good AMeets qualified lead criteria (sweet spot matrix); Pass lead to sales /
ALikely making a decision in (12-18 months); Set appointment
AWilling to meet with company representative;
Alnformation gathering, may have a problem; _ -

. AFits prospect profile (sweet spot matrix); Continue cultivating

c Not Defined AMore development required to improve rank; W:rhsg:gli?eagtztnga c/t
AContact authority to be identified; P
ATire kicker; _ Rank and leave in

D Latent AMay have need at some point; database for on-going
ATimeline not defined; marketing

X None ANot a fit / Does not meet minimum lead criteria; Delete from database
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Average Opportunity Annual Value

Stage

Progression
Lead Stage Stage Value Rate

Contacting $250,000,000
Qualifying — dialogue occurs 300 $ 75,000,000
Engaged — challenges revealed 90 $ 22,500,000
Opportunity ID'd — fit exists 23 % 5,625,000
Priced Proposals 1 $ 2,812,500
Wins 2 § 562,500 :
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Average Opportunity Annual Value

Stage

Progression
Lead Stage Stage Value Rate

Contacting $250,000,000
Qualifying — dialogue occurs 300 $ 75,000,000
Engaged — challenges revealed 90 $ 22,500,000
Opportunity ID’d — fit exists 7 23 $ 5,625,000
Priced Proposals / 11 $§ 2,812,500
Wins / 2 § 562,500

/

Very few Sales Leaders inspect ab
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generate the highest level of sales productivity with the shortest sales cycle at
the lowest cost. Is this even possible? The answer is simply T yes. 0

Sales Benchmark IndexAccelerating The Sale

Lead management is a marketing discipline moving from early stage to essential.
Experts focus on customer profiling, lead scoring, content design, and
nurturing to accelerate investment returns.

Forrester ResearcManaging Leads for a Stronger Pipeline

Lead Generation Management systems are now available to help companies more
effectively target campaigns and track prospect interest levels when they come to
your Web site. We have documented numerous examples where using LGM
systems has i ncreased the quality

CSOlInsights2 KI 1Qa , 2dz2NJ t I 6K ¢2 { dzO0OS
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A Support detailed segmentation with user defined
fields and database customization

A Analytics and Campaign Measurement
A CRM Integration
A Lead Scoring and Prioritization

A Ability to launch and track emails and
newsletters

A Website, landing page, forms integration
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A Establish target client characteristics and attributes
I 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

A Trial Inside Selling
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Category Strong Fit Good Fit Neutral Fit
Annual

Installed
Technology

Relationships

Other Vendor
Relationships

Cross Selling
Opportunities

Sweet Spot Matrix © 3forward, LLC
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3forward.com

Lead nurturing Is a relevant and
consistent dialog with viable potential
customers, regardless of their timing to

buy.

Brian Carroll, CEO, InTouch and author of Lead
Generation for the Complex Sale (McGraw Hill, 2006)
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Lead Nurturing Schedule -

Segment specific message (value add content, whitepaper, etc.}

Emaill another whitepaper of interast

Email links to a recent Webinar broadcast

Personal invitation to attend an upcoming seminar
Mail custormer case study

Emall a recent customer win artcla

3forward.com
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T>

Cost per number of engaged prospects (community vs. other
Initiatives)

Number of leads/period

Number of qualified leads/period

Ratio of qualified to non-qualified leads

Cost of lead

Time to qualified lead

Lead conversion

Number of pre-sales reference calls (to other customers)

To To T To TIo T To I

Average new revenue per customer
A Lifetime value of customers
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Marketing Sales

A Accountabléor finding, A Accountable for leads that
creating, developing, nurturing become qualified

and tracking leads . .
A Transitionnon-progressing

A Establish multipl®ut- and in leadsbackto marketing for
bound leadchannels, 2.0 nurturing
enable the web and provide .
SEO direction A Accurately maintain CRM

tracking data
A Provide information on Lead
scoring activity and metrics
basedreviews

A Provide market, competitive
and prospectintelligence to
marketing
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