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Why Use Lead Scoring?

70%

of sales leads are not properly leveraged or
are completely ignored, thus wasting

marketing program dollars.
- Gartner Research

Up To
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Impact of Lead Scoring

384%

of survey respondents said that their
primary reason for implementing a
lead scoring system was to achieve
added revenue.

- Gleanster Research
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Lead Scoring

* Automatically scores
leads based on behaviors Scoring Rules © rel>
O r p rofi Ie attri butes Assign a numeric value to each type of response listed below.

Each addressee's behavioral score will be the sum of these numeric values for his or her individual
response types. You can create lists based on those behavioral scores.

* Allows Marketing & Sales

(& Update Scoring Rules

to sort and prioritize Profile score
Ieads VP Marketing M @
Executive Officer 25 @
. Student -100 @
¢ M a rketl ng Ca n n u rtu re Recruiter or Job Seeker -100 @

lower score leads before
passing off to Sales

&) Add Profile Condition

Activity Pick Time Period (Al  [+] Score
. Was sent a message 0
* Re-establishes trust Opened a message :

* Drives segmentation for
nurturing programs
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5 Key Steps of Lead Scoring

1. Score Profile + Behavioral
Attributes

2. Get agreement from Sales &
Marketing on what leads
should be prioritized

3. Look at historical data to
identify traits of won deals

4. Build scoring model —
including hand-off points

5. Measure & refine process
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A Typical Lead Scoring System

Who you are: A small software company with offices in the United States and Asia.

What you do: Sell expensive and specialized software to large enterprises.

Registration Excellent Prospect Okay Prospect Bad Prospect
Question
Job Title [T Director 5 System 3 Sales 4
Administrator Engineer
Location of | United States | 5 Hong Kong 4 Romania -5
Headquarters
Company Size > 5,000 4 1,000 - 5,000 2 < 1,000 -2
Industry Information 5 Computer 4 Automotive -5
Technology Software
Services
Budget >50,000 4 10,000 - 3 <10,000 -2
50,000

Implicit Online Behavior Point Value

Visitor downloaded the How Do We Compare To Our Competition white paper

Visitor browsed company website multiple times in the past 7 days.

Visitor downloaded the Evaluation Guide.

Visitor is already a lead in the sales system.

Visitor clicked on company’s Jobs web page.
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http://blog.act-on.com/wp-content/uploads/2013/06/a-2.jpg

Impact of Lead Scoring mm

The average lead

generation ROI for O
organizations using a O
lead scoring process is

In comparison to:

0 lead generation ROl from
78 A) those surveyed who were not
using a lead scoring process.

- MarketingSherpa
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NURTURING
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Understand Lead Nurturing

80%

of prospects deemed “bad leads” by
sales teams go on to buy — from you or
your competitor — within 24 months

- SiriusDecisions
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|dentify Your Ideal Buyer mm

The Power User

Kait
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Design Your Lead Nurturing Program mm

 Number of touch points

e Content offerings O
e (Cadence of contact O

« Methods for contacting of tech buyers said they need to
encounter at least three pieces
* Simple nurturing workflow of content before engaging with

a solution provider.
- Knowledge Storm/MarketingSherpa
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Measure & Refine Nurturing Programs mm

* Track effectiveness Companies that excel at
lead nurturing generate

* Engagement O
* Pipeline Contribution 5 O /O

more sales-ready leads at
* Reflect and refine 33% lower cost per lead.

- Forrester Research
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Examples of Nurture Campaigns

e Basic lead nurturing campaign

* Loyalty and retention

e Customer on-boarding

 Remarketing
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CONTENT MARKETING
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Content is Key to Engagement

Develop a curriculum and content plan that

matches a buyer’s journey.

mA GEN
WhitePaper

owmeewee The Critical Role Of Time In Successful
S Demand Generation Programs

< The 5Time-Sensilive Merics Bo8 Comparies Of Al Szes Must Track...
+5 Steps They Can Take To Improve Response Related Performance

Become a trusted advisor by educating before

selling.

Get found by optimizing your content for search

engines.

Use paid advertising to bolster organic search.

Reinforce content across multiple

channels.
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Repurpose Content

How to Get Started With B2B Marketing Metrics

Posied on Maroh 2, 2013 by Akia Wizslaic | Lesie jour Dughts |
mm PRODUCTS PRICING CUSTOMERS PARTNERS RESOURCES. ABOUT US CONTACT
B2B marketing has svolved over the past decade, including & growing emphasiz on
Foesoumces (1 Yo sl Masketogr Nosremtion’s Bl Wilbpapeesi il Osiachec= o Evest I Biog measurement and analysis. According to a study by Demend@en Report, 40 percent of GEOs
are tracking their marketing tesms’ impact on revenue, and using that information to

determine budgets and other marketing plans. This is where marketing metrics become

useful
Whitepapers
Janelle Johnscn, director of demand genersation at recently presented a webinar in which
she shared insight on Getfting Started with Marketing Metricz. You can watch the full webinar
Act-On Whitepapers provide you with in-depth information on our products and have any questions, or would like to learn

here.
more, contact us.

PO of marteting organizations

L [0 BT ircressed theie anaivics effans
over the previous 24 months
of B28 marketers are turning to

WAV S ctrics to belp them justity theie

budgets
of CEOs now actively track their
marketing teams’ impact on
revenue

Merketers have numesous choices and could face a wide variety of metrics daily, but Janelle

(=]

= - Five Best Practices for Introduction to Integrated The New Rules of Digital Introduction to Integrated itsimple and taking = appreach. Focus on = small set
ling: Online and Engagement Marketing: Getting Started with ‘of dlear metrics that you can tie into your business model. For the big picture, you can split
FPerson Events Marketing Measurement

metrics into two main categories — revenue metrics and program metrics.

Getting Started with Marketing Measurement
Download the report now!

Marketing metrics aren't just nice to have — they're absolutely essential.
Having the right metrics at the right time can reveal how your campaigns
perform, where your spending has the greatest impact, and how your
campaigns impact the sales pipeline_

Getting Started with Marketing

Get helpful tips on metrics and analytics, including:

Measurement

* Picking the right metrics to look at
® Revenue vs. Program Metrics

® The payoff of marketing measurement DOWNLOAD

Download the complimentary report today!

Join the @ActOnSoftware conversation on Twitter

Act-On Software, Inc = ActOnSoftware anddiscoverwhat others are saying aboutus:

' Missed @janelle_johnson's recent ‘Getting Started w/ Marketing “ond
Measurement’ webinar? We got you covered! bit Iy/15x0ash
#ACtOn3wW
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5 Steps to Creating Content that Converts mm

1. Build the right foundation for your content
campaigns

ldentify the right content formula

Get maximum mileage out of your content

Utilize content in lead gen/lead nurture campaigns

A

Measure the impact of your content campaigns

www.act-on.com | @ActOnSoftware | #ActOnSW



Driving Engagement with Content Marketing mm

Multiple Channels i @

* Promote content through
multiple channels

Segme nhtlon

* Follow the buyer’s journey

Activity

'?
: Fnﬁns Scoring
Prip marketing, : '
Segwentation i &?ﬁ:&h p?o‘)ﬁ]'a'm

& Seoring M
Lead Scoring .
> O bb > D Continuous Process
O D O D D

* Engagementis a continuous
process

T v ]l'_'l
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* Nurturing is essential




GETTING STARTED




Assign Responsibilities

* Marketing and Sales collaboration
* Right people — Right data
* Manage the handoffs

e Build a feedback process
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Where do | Begin?

Lead
scoring

Score Profile +
Behavioral Attributes

Define hand-off
rules

Measure & refine

Nurturing

|dentify target buyer

Develop offers &
cadence

Measure & Refine

Content
Marketing

Repurpose your
content

Use mix of content
types

Promote across
multiple channels
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Q&A

Jeff Linton Leo Merle
Sr. Mgr., Customer & Field Marketing Marketing Programs Manager
@jeffreylinton @leomerle5

www.act-on.com | @ActOnSoftware | #ActOnSW



Resources

mm PRODUCTS SOLUTIONS PRICING CUSTOMERS
R

Act-0n named to the T PRICING  CUSTOMERS ABOUT US

I N C 50 0 FORRESTER RESEARCH
- SIGN UP FOR UPCOMING > RESOURCES ACT-ON PARTNERS

WEBINARS & DEMOS

List of America's Fagtest _ P E R SURET AG - Resources Overview Partners Overview
s 06 @ Growing Companies. 55" SONY ULTRA HD TV > Whitepapers Find a Partner
MARKETING AUTOMATION FOR THE FORTUNE 5,000,000 Datasheets Become a Partner
Customer Case Studies Develop an APEX App
Videos Submit a Lead

ACT-ON CENTER OF EXCELLENCE

EVENTS Afttract Visitors

Convert Visitors Into Leads
Tradeshows & Virtual Events

Webinars & Weekly Demos
Recorded Webinars

Turn Leads Into Customers

Strategy & Technology

ACT-ON DEVELOPER NETWORK
MARKETING ACTION BLOG

For a variety of resources: www.act-on.com/resources
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Next Steps

Interested in a Demo?
Call +1 (877) 530-1555
Email sales@act-on.com

Act-On Ranked #

INC. 5001|5000

List of America's Fastest
Growing Companies.

Web www.act-on.com

it “BX

Introducing Act-On Inbound

Act-On named to

Forbes list of

MOST PROMISING [l
k NDARN j k
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