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How it Should Work
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Step 1: Separate Handraisers

Leads requesting demos or sales conversations should be immediately

routed to your most experienced reps.
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Remember- Speed to Lead is Critical
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Lead conversions drop
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Step 5: Create Segments with Similar Messaging

Segment your contacts by Buyer Persona and industry/sector/company types. This will
help your salespeople create targeted, relevant messaging more efficiently.

Segment accounts by
industries/sectors/types
of companies that
respond to similar
messaging

Segment 1

Segment 2

Segment 3 Segment 4

Create one set of messaging for each segment that

Segment contacts by Buyer Personas ) . .
will resonate with the buyers in those segments

that respond to similar messaging
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Step 6: Map out Processes

Standardized processes must be defined and trained on to ensure
your reps to ensure consistent performance and data accuracy.

Step 7: Run a Capacity Plan

Knowing the capacity of our team will help us focus reps on the absolute
best accounts they actually have time to work...properly.
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Step 8: Track, Measure & Drive Adoption

Sales reps need accountability. Track their execution rigorously through clear, accessible reporting.
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One Lead Source is Always More Valuable
When comparing two lead sources, there will always be one that'’s
more valuable. When we silo inbound and outbound lead funnels, one
team is always spending resources calling down inferior leads.
Because...
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Revenue

Lead Value $480/Lead $750/Lead
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Step 2: Aggregate Your Data

What are the characteristics of your most valuable leads?
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Step 3: Build aLead Score

Using historical data, create a weight and scoring system to rank
the value of new leads.
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Step 4: Translate to Account Score

Combine individual lead scores into a holistic account score. Prioritize calling accounts
that show broader interest—these are your highest potential converters.
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Step 9: Establish Pipeline Council

If we have a large enough revenue team, it can make sense to pull in heads of our revenue
departments and create a pipeline council. This is will help us take action on data insights

Step 10: Accelerate with Al

Once we've optimized our manual processes, we can layer in Al to help enhance messaging precision,
scoring speed/accuracy, and sales productivity. Remember, Al doesn’t replace foundational work.
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