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Today we're talking about a

e What IS the funnel? Is it still relevant? Which model is the best?
e You NEED to be tracking something here to get an idea of
performance or you're basically just practicing divination.
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Defining your Stages

« Volume
- Conversion and Velocity

- Where is it coming from?

«  Without structure, can lead to
poor buyer experience,
internal confusion

- Ifyou're not tracking, you
can't improve

The Marketing & Sales Funnel l

Marketing Stages Description

MARKETING

* Qualify
« Solution Development
« Contract in Process

NURTURE

* Contract Completed
« Contract Submitted
* Negotiation

DISQUALIFIED

Campaign Attribution:

« Source: last campaign response before MQL
Date, pull all the way through the sales cycle

« Influence: all campaign responses for all
contacts associated with the opportunity, before
an opportunity is created, going back 1 year

[

CLOSED LOST




Defining your Stages

- This is NOT just a marketing discussion -
get sales and customer success involved too

- Reporting questions will drive some of the
stages you use (e.g. How many meetings

- --.-l.l,/ - :
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o were booked?)
L ] * : - Time to lay any missing groundwork and
3 .i“‘""‘" .f. :& tighten up your processes
- B Rt

- Take your time-cover all the edge cases







Funnel Stage
Success Path

Prospect
Engaged

Marketing Qualified

Qualified Prospect Identified

Closed Won

Detours

Disqualified

Nurture

Closed Lost

Associated Contact Status

Prospect

Status Details

Definition

Account Type # Customer

Prospect

Account Type # Customer

Marketing Qualified

Account Type # Customer

Account Type # Customer
Contact Status = Working && Previous Funnel Stage = Marketing Qualified

SalesLoft automatically sets status to Working when a lead is added to a cadence}
by a LDR. Funnel logic will handle the differentiation between SAL & SGL.

Account Type Account Type # Customer
Contact Status = Working && Previous Funnel Stage # Marketing Qualified

SalesLoft automatically sets status to Working when a lead is added to a cadence
by a LDR. Funnel logic will handle the differentiation between SAL & SGL.

LDR Scheduled Meeting
Sales Created

Account Type # Customer
Contact associated with an opportunity set to Stage = Stage 0.

Notes: Default status details to Sales created. If an LDR creates it, we should put
LDR Scheduled Meeting in Status Details

Marketing Qualified

Account Type # Customer
Contact is associated with an opportunity via contact roles that is Stage 1 or
greater.

Assumption: meeting was held

P1-MQL
P2 - MQL

Account Type = Customer

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

Account Type = Customer
Contact Status = Working

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

SalesLoft automatically sets status to Working when a lead is added to a cadence
by a LDR.

Account Type = Customer
Contact associated with an opport

Notes: Default status details to Sal
LDR Scheduled Meeting
Sales Created

LDR Scheduled Meeting in Status Details

unity set to Stage = Stage 0. SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

es created. If an LDR creates it, we should put | SalesLoft automatically sets status to Meeting Scheduled when a meeting is

scheduled between an LDR and AE.

Opportunity

Account Type = Customer

greater.

Contact is associated with an opportunity via contact roles that is Stage 1 or

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

Auto DQ - Bad Email

Disqualified

Auto DQ - Employee
Auto DQ - Competitor
No Longer with Account

Auto DQ: email contains @Sponge.io

Auto DQ: List of named competitors

Unresponsive

Inactive Customer

Follow up in 3 Months
Follow up in 6 Months
Using a Competitor Vendor
Closed Lost

Account Type # Customer

Contact Status = Renurture

Funnel Stage = SAL or SGL & Last Stage Change > 30 Days Ago && Cadence
Next Step Due Date > 3 Days Ago

Formerly Stage 0 Opp is marked as closed - loss

Customer becomes Customer - Inactive

You cannot re-MQL for 30 days after being placed in nurture unless you complete|
a handraiser activity

Unresponsive
Inactive Customer

Follow up in 3 Months
Follow up in 6 Months
Using a Competitor Vendor

Closed Lost

Account Type # Customer
Contact is associated with an opportunity via contact roles that is Stage Closed -
Loss and previous stage was 1 or greater




Ok...great.
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Option 1: Lead Status

Pros

Lead
n Todd Sprinkel

e Out of the box
. Customizable

o Ea sy to u n d e rsta nd Activity Details Chatter

Cons

- Only current state

. Doesn't exist OOTB on Contacts

- Separate reports for Leads and Contacts



Option 2: Date Stamps

Pros

Easy to understand

Prospect Date @

. Can calculate both volume and
conversion* MQL Date ©

SAL Date

SQL Date
Cons

Customer Date

Separate reports for Leads and Contacts

Doesn't support multiple cycles



Option 3: Operational SFDC Campaign

Pros

- Single report for Leads and Contacts

. Can calculate both volume and
conversion*

Cons

- Doesn't support multiple cycles

- Not what Campaigns are designed for

paign -
- Lead Lifecycle |3/

Status

In Progress

Related Details

O Campaign Member Statuses (5)

Member Status Is Default
Customer

Known

MQL

SAL

saL

End Date

Responded

v




Option 4: Track on Campaign Member

Pros

- Single report for Leads and Contacts

\ Campaign History Printable View | Help for this Page &)
- Can calculate both volume and ® Alex

.
conversion * Action Campaign Name Response Date + Response Status Status Inquiry QL SAL SAO SQO NetNew Name

Event - SiriusDecisions TechX - Resolved - Already Attended our
Edit| Del | View 291710 I Engaged session v

O Att ri b u t i o n * Edit | Del | View Website - Demo Request 1\%23/2017 6:04 Féﬁ;:g’:g *Alrsady Responded

Edit| Del | View Oz's Prospecting /1%19/2017 11:44 svzs:lved - Opportunity Responded

O S u p po rts m u Iti p I e cyc I es Edit | Del | View %mgus( Al Not a Response Sent

Edit | Del | View lvy's Datanyze Prospecting Not a Response Sent

Not a Response Sent

Edit | Del | View g?R Nurture Prospecting - 2017

Cons

- Cycles that don't start with Marketing
response



Option 5: Use a Bl Tool

Marketing Insights

Lead Lifecycles Website Sessions by Region Customer Lifetime Value Website Bounce Rate

25.2« 528.7K 40 73.4%

Pros

3,992

- Extremely flexible 2042 «

1,458

- Can join across multiple objects in a
. 1,153 .
single report ' R

390

Cons vy EFEAerons:Al Ad Channels

56 88

35 $5 §8

s4 33, $4
= $3 $3
st g 8 asgoa e

Requires dedicated resources

- Can lead to distrust of metrics

18.2% 3.2% -9% 5,513 5.0

Can be hard to correct mistakes -

Facebook F... Instagram F... Linkedin Fol...

102.2« 102.9« 97.4k




Drum
favori




®)

,”) Y °

4 Option 6: Salesforce Custom Object

The Problem The Solution

Salesforce is natively good at showing you By creating a custom Funnel History

the present state of leads and opportunities. Object in Salesforce, you can “stamp”

But out of the box, it is not good at each contact as it progresses through the
displaying time-series data—the history of funnel, including dates and stage names.

leads’ engagement over time as they
progress through the buying cycle.

The Result

* You can report on how specific campaigns drive MQLs and Opps.
* You can accurately report on contacts that stop and restart multiple buying cycles.
* You can see how quickly contacts move from stage to stage.



Let’s get into the mechanics
of how this actually works

»



Funnel Stage
Success Path

Prospect
Engaged

Marketing Qualified

Qualified Prospect Identified

Closed Won

Detours

Disqualified

Nurture

Closed Lost

Associated Contact Status

Prospect

Status Details

Definition

Account Type # Customer

Prospect

Account Type # Customer

Marketing Qualified

Account Type # Customer

Account Type # Customer
Contact Status = Working && Previous Funnel Stage = Marketing Qualified

SalesLoft automatically sets status to Working when a lead is added to a cadence}
by a LDR. Funnel logic will handle the differentiation between SAL & SGL.

Account Type Account Type # Customer
Contact Status = Working && Previous Funnel Stage # Marketing Qualified

SalesLoft automatically sets status to Working when a lead is added to a cadence
by a LDR. Funnel logic will handle the differentiation between SAL & SGL.

LDR Scheduled Meeting
Sales Created

Account Type # Customer
Contact associated with an opportunity set to Stage = Stage 0.

Notes: Default status details to Sales created. If an LDR creates it, we should put
LDR Scheduled Meeting in Status Details

|Student7 Academic

Marketing Qualified

Account Type # Customer
Contact is associated with an opportunity via contact roles that is Stage 1 or
greater.

Account Type = Customer

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

Account Type = Customer
Contact Status = Working

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

SalesLoft automatically sets status to Working when a lead is added to a cadence
bya LDR.

Account Type = Customer

Notes: Default status details to Sal
LDR Scheduled Meeting
Sales Created

Contact associated with an opportunity set to Stage = Stage 0.

LDR Scheduled Meeting in Status Details

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

les created. If an LDR creates it, we should put | SalesLoft automatically sets status to Meeting Scheduled when a meeting is

scheduled between an LDR and AE.

Opportunity

Account Type = Customer

greater.

Contact is associated with an opportunity via contact roles that is Stage 1 or

SFDC ALERT ON TOP OF CONTACT PAGE: BE AWARE! This is a Customer.

Auto DQ - Country
Auto DQ - Bad Email
Auto DQ - Employee
Auto DQ - Competitor
No Longer with Account

Auto DQ: Email Contains mail, freemail, fuck, shit, bitch, @abcd, etc.

Auto DQ: email contains @Sponge.io

Auto DQ: List of named competitors

Unresponsive

Inactive Customer

Follow up in 3 Months
Follow up in 6 Months
Using a Competitor Vendor
Closed Lost

Account Type # Customer

Contact Status = Renurture

Funnel Stage = SAL or SGL && Last Stage Change > 30 Days Ago && Cadence
Next Step Due Date > 3 Days Ago

Formerly Stage 0 Opp is marked as closed - loss

Customer becomes Customer - Inactive

You cannot re-MQL for 30 days after being placed in nurture unless you complete|
a handraiser activity

Unresponsive
Inactive Customer

Follow up in 3 Months
Follow up in 6 Months
Using a Competitor Vendor

Closed Lost

Account Type # Customer
Contact is associated with an opportunity via contact roles that is Stage Closed -
Loss and previous stage was 1 or greater







One record per stage vs. One record per cycle

CUSTOM OBJECT - SCALABLE ¥

—

0000c52) ~ MQL YYYY-MM-DD
8 SQL YYYY-MM-DD

Related Details

—

&~ MmaqL YYYY-MM-DD
& saQL YYYY-MM-DD

& maqL YYYY-MM-DD
& sqL YYYY-MM-DD

-
~ mMmaqL YYYY-MM-DD
& saqL YYYY-MM-DD
™~ WwWON YYYY-MM-DD ¥




2 contacts enter the funnel in January...

10 il 12 iGN 14 WISE 16 AN 18 WIS 20 20N 22 B2Sm 24 EZ58 26 B2/ 28 B2 30 el

Susan - MQL




and the Funnel History Object begins stamping their stages.

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage =

Susan - MQL
BB

Funnel History Object:
Created Date = 1/3
Previous Stage =

Funnel Stage = MQL
Next Stage =




As the contact moves through the funnel...

Bob - SAL

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage =

Susan - MQL Susan - SAL

Funnel History Object:
Created Date = 1/3
Previous Stage =

Funnel Stage = MQL
Next Stage =




are created and
is added to the Funnel History Object.

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date = 1/7

Bob - SAL

Funnel History Object:
Created Date = 1/7
Previous Stage = MQL
Funnel Stage = SAL
Next Stage =

SAL Date =1/7

Susan - MQL Susan - SAL

Funnel History Object:
Created Date = 1/10
Previous Stage = Previous Stage = MQL
Funnel Stage = MQL Funnel Stage = SAL
Next Stage = SAL Next Stage =

SAL Date =1/10 SAL Date =1/10

Funnel History Object:
Created Date = 1/3




And so on...

Bob - SAL

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date =1/7

Funnel History Object:
Created Date = 1/7
Previous Stage = MQL
Funnel Stage = SAL
Next Stage =

SAL Date =1/7

Susan - SAL

Susan - MQL

Funnel History Object:
Created Date = 1/3
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date = 1/10

Funnel History Object:
Created Date = 1/10
Previous Stage = MQL
Funnel Stage = SAL
Next Stage =

SAL Date = 1/10

Susan - Nurture




And so on...

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date =1/7

SQL Date=1/14

Bob - SAL

Funnel History Object:
Created Date = 1/7
Previous Stage = MQL
Funnel Stage = SAL
Next Stage = SQL

SAL Date =1/7

SQL Date =1/14

I 20 2

Bob - SQL

Susan - MQL

Funnel History Object:
Created Date = 1/3
Previous Stage =
Funnel Stage = MQL
Next Stage = SAL

SAL Date = 1/10
Nurture Date = 1/21

Susan - SAL

Funnel History Object:
Created Date = 1/14
Previous Stage = SAL
Funnel Stage = SQL
Next Stage =

SAL Date =1/7

SQL Date =1/14

24 EZ58 26 W27 28 B2

Funnel History Object:

Created Date = 1/10
Previous Stage = MQL
Funnel Stage = SAL
Next Stage = Nurture
SAL Date = 1/10
Nurture Date - 1/21

Susan - Nurture

Funnel History Object:
Created Date = 1/21
Previous Stage = SAL
Funnel Stage = Nurture
Next Stage =

SAL Date = 1/10
Nurture Date - 1/21

30




This allows you to

when leads enter

the funnel, and how quickly they convert

Funnel History Object:
Created Date = 1/1
Previous Stage =

Next Stage = SAL

SAL Date = 1/7
SQL Date = 1/14

Susan - MQL

Bob - SAL

Funnel History Object:
Created Date = 1/7
Previous Stage = MQL
Funnel Stage = SAL
Next Stage = SQL

SAL Date = 1/7

SQL Date =1/14

Susan - SAL

I 20 il 22

Bob - SQL

Funnel History Object:
Created Date = 1/14
Previous Stage = SAL
Funnel Stage = SQL
Next Stage =

SAL Date = 1/7

SQL Date =1/14

Funnel History Object:
Created Date = 1/3
Previous Stage =

Next Stage = SAL

SAL Date =1/10
Nurture Date = 1/21

How many MQLs did we create Jan 1-18?

Funnel History Object:
Created Date = 1/10
Previous Stage = MQL
Funnel Stage = SAL
Next Stage = Nurture
SAL Date = 1/10
Nurture Date - 1/21

Susan - Nurture

Funnel History Object:
Created Date = 1/21
Previous Stage = SAL
Funnel Stage = Nurture
Next Stage =

SAL Date = 1/10
Nurture Date - 1/21




This allows you to when leads enter

the funnel, and how quickly they convert

I 20 il 22

Bob - SAL Bob - SQL

Funnel History Object:
Created Date = 1/1
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date = 1/7

SQL Date = 1/14

Funnel History Object:
Created Date = 1/7
Previous Stage = MQL
Funnel Stage = SAL
Next Stage = SQL

SAL Date = 1/7

SQL Date =1/14

Funnel History Object:
Created Date = 1/14
Previous Stage = SAL
Funnel Stage = SQL
Next Stage =

SAL Date = 1/7

SQL Date =1/14

Susan - MQL Susan - SAL Susan - Nurture

Funnel History Object:
Created Date = 1/21

Funnel History Object:
Created Date = 1/10
Previous Stage = MQL Previous Stage = SAL
Funnel Stage = SAL Funnel Stage = Nurture
Next Stage = Nurture Next Stage =

SAL Date = 1/10 SAL Date = 1/10
Nurture Date - 1/21 Nurture Date - 1/21

Funnel History Object:
Created Date = 1/3
Previous Stage =

Funnel Stage = MQL
Next Stage = SAL

SAL Date = 1/10
Nurture Date = 1/21

How many of the MQLs became SQLs?



Here’'s how you actually do it

v mm Lead Lifecycle

v [ Campaigns
v [[7] oo-initial Field Population

9 00-Initial Field Population

Anonymous Known Engaged
o — = — - — \ e R X z
) > @B > J » y y £ v [ 01-Success Path

00-New Person Processing

 atin
////’ 01-Engaged

& 02-MQL

Disqualified
A

‘ 03-ADR Accepted
.

04-ADR Qualifying Lead
05-Opp
v [ 02-Detours
’ 01-SAL > Nurture
> [ Send Alerts

> [ Local Assets




Here’'s how you actually do it

ADMIN - Lifecycle - Set MQL ¢

NAME

ADMIN - Manual Customer

ADMIN - Lifecycle - Set MQL
ADMIN - Lifecycle - Set Known Date

ADMIN - Lifecycle - Set Initial Funnel Stage (ongoing)

ADMIN - Lifecycle - Set Engaged

ADMIN - Lifecycle - Set Customer
ADMIN - Lifecycle - Set Closed Lost
ADMIN - Lifecycle - SAL/SGL > Nurture
ADMIN - Lifecycle - Initial Population

ADMIN - Lifecycle - Churned Customer




Here’'s how you actually do it

Flow Definitions

AllFlows v (¥

17 items ¢ Sorted by Flo

Flow Label T

Contact - B

Contact - Lifec

Contact - Lifec

Contact - Lifecy
Contact - L

Contact - Lifecy




No code required*

Primary

Prima

TEM - Calls Th

STEM - Emails Th

TEM - First Touch

First Touch This Stage

First Touc

urce utm_medium

campaign

urce utm

'1



The rep




Volume and Inventory

Report: Funnel History - Custom ‘ Report: FU””? History - Cust.om
Funnel History by Month Funnel History - Active Inventory

Total ( nt

This report has more results than we can show (up to 2,000 rows)

91,006

6,091

Current Funnel Stage t |v | fx Total Count |v
Created Date
Funnel Stage 1

Disqualified




Conversion and Velocity

- Created This Q




Campaign Performance

Report: Funnel History - Custom

Campaign Performance Report - This Qtr

Funnel Stage -

Campaign Source: Type ¢+ (¥ Campaign Source: Campaign Name 1







Report: Lifecycle History - Custom

MQL to SAL Conversion by SLA

First Touch SLA Flag
|
|

\ \ , Lead/Contact Name Legacy BU Top Line Bucket XDR Account Owner Account Sales Team Account Owne

Lead Assignment & Management ¥

Lead Status SLA Flag Parent Campaign Campaign Name Lead/Contact Owner Lead / Contact Sales Team Owner's Manager

Al Al Al Al Al Al v All

Al All Al Al All Al Al

Overall SLA Compliance Percentage SLA Details by Rep

SLA Met

86%

SLA Pending

3%

SLA Not Met

1%

Compliance by Sales Team

Analysis By
Action Required / SLA Pending|

Action Required / SLA Pending M Follow-Up Completed / SLA Met ¥ Follow Up Completed/ SLA Not Met

Lead Status Lead Owner Name | XDR | MQL Date XAL Date SAL Date

Rep Assignment

Company / Account SLA Flag




Is all of this



Maybe not? It's not for everyone...

e Other options might be enough
Definite learning curve

e Potential storage concerns-at least one custom
object record per Lead/Contact

e Maintenance and updates

e You may eventually outgrow a "lesser" solution
Tech debt, resistance to change, etc.

e Pretty much impossible to backfill after the fact-it's
Day 1 all over again & & &



Tricks for Success

e Get the whole team involved, cover all your edge cases
before you get started.
Test thoroughly in sandbox before moving to production
e If thisis new, it probably won't be perfect the first time.
Will need some iteration and someone to monitor reports.
e Reporting starter pack - LOCKED DOWN - one place for
standardized general reports.
o Do reporting discovery and training
o Add notes on your reports and dashboards-what
questions this report answers, etc.
o STRONGLY recommend a Dashboard of Zero



Extra Resources

Funnel Custom Object Overview

5 Reports to Measure Funnel Performance

Benchmarks for B2B Funnel Conversion Rates

Salesforce Dashboard Examples

Sample Lead Management Models

Salesforce Package to Stamp UTMs on Campaign Members

How to Structure Salesforce Campaigns for Attribution

Sales Funnel ROI Calculator

How to Build an SLA Alert in Salesforce

How to Measure Lead Follow Up Beyond First Touch

RevOps FM - A Scalable Solution to B2B Funnel Tracking



https://sponge.io/salesforce-custom-objects-track-funnel-history/
https://sponge.io/5-reports-to-measure-funnel-performance-in-salesforce/
https://sponge.io/benchmarks-for-b2b-funnel-conversion-rates/
https://sponge.io/salesforce-dashboard-examples/
https://sponge.io/sample-lead-management-models/
https://sponge.io/salesforce-package-stamp-utm-parameters-on-campaign-members/
https://sponge.io/how-to-structure-salesforce-campaigns-for-attribution/
https://sponge.io/sales-funnel-roi-calculator/
https://sponge.io/how-to-sla-alert-in-salesforce/
https://sponge.io/how-to-measure-lead-follow-up-beyond-first-touch/
https://revopsfm.substack.com/p/episode-19-a-scalable-solution-to
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