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Sales Leader Goals

Increasing wins from targeted new logo prospects
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4[ Accelerating irfbound lead generation

—[ Consistent, sustained lead cultivation

4[ Increasing sales efficiency and reducing cost/lead
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Traditional Lead Generation

List Purchased

Direct Mall
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Sales ReadinesSegmentation, Targeting, Content
Development, Business Intelligence, SEO

Inbound Drivers Blogging, Webinars, Targeted
Campaigns, Valdddded Emails, Social Networks

Lead EngagemenCompelling Offers, Calls to
Action, Site visit tracking

Lead Nurturing Promotions, PURLS,
White papers

Marketing

Sales Ready Scoring

Qualification
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2.0 Lead Gen Benefits

Increases top of the funnel lead flow and quality

Focuses Account Execs on sales ready targets

Continuous nurturing of all targets and prospects

Increase productivity, optimizes costs, fast ROI

Integration of best practice tools and processes
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Leaszfe What is Lead Management?

SOLUTIONS

Email, Adwords, Banners, Webinars, Offline Events

U Lead management software
allows marketers to
automatically track, score,
prioritize and nurture leads.

A _ Marketin
U You wonot find a | ea

management system in your
current CRM system.

A This software integrates into

your existing CRM system. Qualified
Opportunities

U  Why is a lead management

system important?

A Because the Internet has
changed the buy and sell cycle
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Lead Management

"An estimated 70-90% of leads generated by marketing
are never followed-up by sales."

- Marketing Sherpa

nlf only 2% to 10% of | eads ar|
means 90 to 98% of the leads are leaking out of the funnel
offering plenty room for performance improvements."

- Jim Lenskold, Lenskold Group

Companies that automate lead management processes
can increase revenue by at least 10% within 6-9 months,
despite the uncertain economy. - Gartner
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LeadLife

UEveryday you wait 1t0s <co
A Marketing Cost
A Sales Cost
A Lost Revenue Opportunity
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LeadL)lfe Marketing Costs

SOLUTIONS™

U Scenario:

A Letbs say cost per fileado (i.e., someone
something T whitepaper, etc.) is $45 and the company generated 100
leads in this campaign.

A 1f nothing is done with the leads generated:

Bottom Line: Marketing is wasting $43,200 of their marketing budget annually
and $3,600 monthly due to lack of sales follow up based on the scenario above.
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PTLSY  Sics Costs

SOLUTIONS

2 Part Cost:

1) Calling Leads That Wonot
- 73% of leads are wasted due to no opportunity
for a discussion

Total amount wasted = $30,125

2) Sourcing Leads:
- 1.5 hours per 8 - hour day equals almost 20% of
each sales repds day

Total amount wasted = $20,000/year

Totals:
Calling Leads That Wonot
Cost of Sourcing Own Leads: $20,000

Total amount wasted: $50,125/ per sales rep

Assumption - Sales Reps Annual Salary: $100,000

B u

Bottom Line
Companies are
wasting? $50,125

Y peP yelr/ pet rep. /

Source: Sales Performance Optimization
2009 Survey Results & Analysis
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LeadLife

U Industry Statics:

A Percentage of leads that become qualified is
15%.

A 20 leads worked, 15% become qualified leads = 3

A Of the qualified leads, 80% become forecastable
opportunities.

A 3 qualified leads, 80% opportunities = 2.4
opportunities

A Then 20% of forecastable opportunities close.
A 20% of 2.4 opportunities = .48 sales close

A Assume $20,000 per sale = $9,600 in sales
closed

www.leadlife.com
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LeadLife portunity

U What LeadLife Customers Have Found:

A Percentage of leads that become qualified is 78%.
A 20 leads worked, 78% become qualified leads = 1§

A Of the qualified leads, 80% become forecastable
opportunities.

A 15.6 qualified leads, 80% opportunities = 12.48
opportunities

A Then 20% of the forecastable opportunities close.

A 20% of 12.48 opportunities = 2.496 sales close
A Assume $20,000 per sale = $49,920 in sales closed

Bottom Line: Companies are missing out on $40,320 in revenue due to
not having a lead management system.
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