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The MQL is dead...
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Everybody... no, literally, everybody has ME(DVREAMIN’

already talked about this
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The MQL is Dead
@ o @®

The metric of Marketing Qualified Leads (MQLs) is irrelevant and incomplete in
today's complex digital landscape.
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Saying Goodbye To MQLs: A

Parting That Is All Sweet
And No Sorrow 6 Reasons MQLs Don’t Work When Your B2B
Buyer is a Committee

Simon Daniels, Principal Analyst  NOV 212023 Feb29

This blog post is part of the Saying Goodbye to MGLs blog series, in which we

answer your questions related to making the shift from leads to buying groups

and opportunities. ®

(=) Lead Foren:

“Parting is such sweet sorrow;” said Juliet to Romeo when it came time for the
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Data tell us more about this...

100%

MQLs Goal Pipeline Goal

% Source: Madduku
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This is because Marketers need concrete steps
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How to move from MQL to Pipeline MAROREAMIN

From Lead
Qualification

From Lead

Assignment

From MQL
Reporting

\4

To Account
Qualification

To Sales Cycle
Tracking

To Rev. Acceleration
metrics



Account Qualification

N



(VT QW

MARDREAMIN’

Account Qualification can be done in Salesforce

I 4 Q_  Search Salesforce

e O

Pardot Pardot Dashboard ~ Prospects v Ac v Campaigns v i v  PardotEmail v  Email Templates v Content v More W

EB Account

+ Follo Edit Delete Clone
Cumulus & " 5

Industry Phone City Account Owner
Technology (312) 997-8000 Chicago, IL £ Jeannette Gomez

Engagement History  Details  Contacts  Sales Billing

Activity Campai Activity Date Activity Type
" Yoo Voom Help

Campaign Activities Most Active 3X More Likely to Convert

Activity Campaign
—-——
Al Social Medi.
Covid-19 Gene. Justine Mon... _ Top Contributing Factors
Covid-19 Prec... Pamela Ebert _ (7) Industry is Technology and the number of emails opens is 314
Customer Nut...
Facebook Lead.. Lera Kutch - (7) Company Size is 10,000+
Leetin Jdy Lauren Bailey - () Shipping Country is United States
Linkedin: Whit
Monthly Webi... Caroline Chua - () Rating is 87
Twitter: Partne.
Enrique Plar.
Website Tracki.. Ot Nov Dec Jan Feb  Mar -
Youtube: Best Act Date (Year-Month-Dsy) Sudhir Bakhru -
Name Pardot Prospect Job Title AssetT.. AssetNa.. Activity Campaign Name Act Date
Lera Kutch Health Systems Specialist Fom  ContactUs  Customer Nuture Email 31512021

Pamela Ebert  Director of Occupational Safety Form ContactUs  Linked-In Industry Targeted 3/5/2021

Sudhir Bakhru  Supplier Evaluator ContactUs  Twitter. Partner Posts 3/5/2021
Marianna Jong  Director of Materials Managern... ContactUs  Covid-19 Precautions. 3152021
Lera Kutch Health Systems Specialist ContactUs  Customer Nuture Email 3/6/2021
Lera Kutch Health Systems Specialist ContactUs  Facebook Leads: Face Mask Thank You Gift 3/6/2021
Marianna Jong  Director of Materials Managem. ContactUs  Monthly Webinar 3/6/2021

Lera Kutch Health Systems Specialist Covid-19 Precautions 3/7/2021
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But we need data... W
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Account Engagement Dashboard ~ Prospects  Campaigns v  Automations

NAME ©

Prospect Accounts
"><img src=x onerror=alert('’XSSed!")>
"><img src=x onerror=alert(’XSSed!")>

"AN14" company LLC

"AN14" company LLC

"CHAIN PACKAGING CO.,LTD"

"CHAIN PACKAGING CO.,LTD"

"Dom v Dorogu”

"Exportar para Crecer” Banco de Sabadell
"Exportar para Crecer" Banco de Sabadell
"Luna”

"Nakwon" Maschinen Import - Export GmbH
"TK TERRITORY OF QUALITY" LTD.

"TK TERRITORY OF QUALITY" LTD.

#N/A

%%

%%

OMarutaka Corp

Luiis Eduardo Perez'

Luiis Eduardo Perez

((BOUNCE))
((BOUNCE))

(CAMPESA) ACEROS PARA LA CONSTRUCCION SA
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Issues with data in Accounts

- Duplication
- Standardization of sources

- Data that we can’t ask or trust

”
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Issues with data in Accounts
- Duplication
- Standardization of sources
DATA
, ENRICHMENT
- Data that we can't ask or trust

2
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DATA ENRICHMENT - Let’s focus on Accountsv

Account Matching Contact Matching
InpUt Accounts 443 100% Input Contacts 3475| 100%
Matched 398 90% Matched 972|  28%

Not Matched 2502 72%
Not Matched 45 10% - o

90% of Accounts matched versus 28% of Leads/Contacts
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DATA ENRICHMENT - Let’s define priorities "™

EMPTY?

R Enrichment Status oty —Yes ———p g i A — Yes —————s Yes
EMPTY? Code EMPTY? EMPTY?
= DONE (TBD)
| | |
No No No
No jl: ) )
Copy Valuein &
1
1
|
|
i
|
EMPTY? v R
£s EMPTY? el
Range EMPTY? )
Yes
| |
No
No
No r J
Copy Value in
1
1
————————
EMPTY? Yo 3¢ EMPTY? Range EMPTY? ‘)
Yos
| | = 0
No No 40% +
No L J 1
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DATA ENRICHMENT - Let’s automate the VA

\4
process

° ® pardot (@) 2min

1. New Form Submission

I
+

@ A Apolio

2. Search Contact in Apollo

I
+

@ 7 Filter by Zapier

3. Check for empty fields o7

I
+

° & Pardot

4. Update Fields From Apollo

I
+
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DATA ENRICHMENT - Let’s get more data

Related Details Gong HG Insights
Technographics Firmographics it Score Intent Score

Intent Score: 0

v Signal Strength - 0

Topics: |

Developtien

Criteria Has Any Weight
Between 80 and 100 80
Criteria Has Any Weight
Between 60 and 79 40
Criteria Has Any Weight
Between 40 and 59 20
Criteria Has Any Weight
Between 1 and 39 0

0

v Context Type

Topics: Le:
Development




DATA ENRICHMENT - And connect this data MEJ(RX.N,

V
with other processes

.I Get oppom K
é‘) CheckOppo unity

DDDDDDDD

lllllll
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Data Enrichment Step by Step V;

Prioritize data

Get more
data

Account
Automate enriched
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But | am a marketer... what about my leads? "™/

Prioritize data

Get more
data

Account
Automate enriched
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We need to connect Accounts and Leads




(VT QW

MARDREAMIN’

LEAD & ACCOUNT - Thanks Account

Engagement <3

Vv

Components  Fields 0 Sales Dead Vs
-83% Denial s Matched Leads (2+)
Q match o = >
= 210172 s Qualified Test 705
vV Standard (1) +34234234234
High MRR @ Va Qualified
Matched Lead: - Min Room Rates @ MA Property L ! Corvest
BToreTy &
buid 20016239 e
V' Custom (0) English P &
BLUE s
V' Custom - Managed (0) /7 Stage: Assigned
; 1
Phone rd
” Vi A
4
s
s Zendesk o -
Brief Description Vs Support Tickets ==
0 Deseription s
Status T ID Subject Priority
Re: Deposit ledger. normal
Deposit ledger normal
0 Not able to verify normal
Auto logout and crashing normal

Request to Reset Login Password normal
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LEAD & ACCOUNT - but we need a
relationship here

We need a Flow!

Account
Fields

Lead Fields




LEAD & ACCOUNT - Standardize data so ME,(RX,N,

you can compare same things Y

What if your ‘Website’ field has: Access to formula field here

https

http

https://

https://

WWW.
subdomain.website.com
website.com
website.com.es
website.es

website.fr
website.com/directory



http://website.com/directory
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LEAD & ACCOUNT - And go deeper on
the relationship

° Record-Triggered Flow
St

Run immeditely

Ol
Get Account it Countey
B oty
Check Account Restea

‘Account Rlated OK. Detautt Outcome

P

Update Leads with Account et Account with o country
country Gt Recoras
. Update Records B

F) i there Account No Country

o- e

Account O (oo couiny DetatOutcome
Deciion parsat Acsount @
Get Accountswith Atenate
: Domain
elRecocs
e Acount 55 0 Pt s there Account ith Atemate
D o) Doman
Decion
2 s ) oo orrame
Opae recorts Cpit recorts
&) <) &) @

End Ena Update Lead based on Atterate: et Accounts with Phone.
Domain et Records
Undate Records

s there Account with Phone

‘Account Phone oK Detaut Outcome

) 3

Update Lead base on Prone e
ot recrcs O
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Really the complete DATA Enrichment -

Prioritize data

Get more
data

Account
Automate enriched S




How the Lead and Account relation looks like ME%XN,

ACCOUNT LEAD

LEAD & ACCOUNT PROFILE

TARGET DECISION GRADE
ACCOUNTS MAKER

TIER1-TIER2.. CHAMPION

4

}‘ Tier 2

Interesting

5 Tier
NON TARGET e 3

Disqualified

NON TARGET

iVICUO




From Lead Assignment =
to Sales Cycle Tracking = *




Type of tecrels Account & Expected Actions S

\/
Break the silo...

HIGH INTEREST

Sales Assignment

Self Service +

MID INTEREST

Sales Assignement
Active Prospection

Nurturing

Build dedicated
colaterals

LOW INTEREST Nurturing and Retargeting ETL G S

Paid ads +
Prospection

INACTIVE

Do Nothing

et e et

TIER 3 TIER 2 TIER 1 TOP ACCOUNT
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Provide the tools to measure and monitor MARGREAMIN

u Manage Lookup Rollup Summaries .,

Manage, Deploy, Run and Schedule Count of Leads Outside of SLA This Month e
1 Leads not followed up on within 1 day.

Record Count
O Thistab provides the ability to store rollup definitions as Custom Metadata. This allows your rollups to be added to Change Sets and Packages and automatically cloned during a Sandbox refresh. I

you can also change the configuration entered here under the Setup menu Custom Metadata Types page. However, using this page is recommended as it provides added validation and features.

It may be that your org has rollups defined under the older Lookup Rollup Summaries tab. It is recommended you move them over. Hide this message

Select Lookup Rollup Summary: | Event Call Meeting Count Rollup v Try Our New Wizard
Save Clone Delete Full Calculate Schedule Full Calculate Manage Child
Information * Required Infi
Lookup Rollup Summary Name * : Lookup Rollup Summary Unique * .
Event Call Meeting Count Rollup Name Event_Call_Meeting_Count_Rollup | View Repoit (Leads NotinAssignad to Touched - Month)
Lookup Relationship
. =2
Parent Object *| | aad Relationship Field * whold Days Assigned to Touched >
. ’ e 5 1 Average Assigned to Touched
Child Object *  Eyent Relationship Criteria i jelated = false AND (type = 'Call' OR type = 'Meeting’) o 03 06
type Y
. oz
1 lon
o
0.00
0.00
- - 000




Get feedback from the sales team mz:fa/xm’

Give me a reason...

Record Count
630 720 810 900 990 1.08k 117k

90 180

N
=
=]
w
&
=]
.
o
=]
o0

B
=)

Already chosen competitor
No authority

No budget

No longer looking for solution

|

Nurturing Reason

Product doesn't fit requirements -

Too small




Get feedback from the sales team - mzafa/xm’

Stalker mode ON

3 GONG




. (VT Qv
Sales Capacity to treat (properly) all leads  wargremun

Manage your Expectations

Report: Leads n
L533 Acityensty Rpor Ern) -

Total Records Total Total Activity Number Total Total Call/Meeting Activity Total Converted

5,354 31,223

100% - _ _ [ Activity Intensity
0 - No Activity @

80% 1-Low @

— 2 - Medium

g

£ 60% 3-High @

3

3

®

g 40%

| -

January 2024 February 2024 March 2024 April 2024 May 2024

June 2024
Became a MQL
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From Lead Assignment to Sales

Cycle Tracking

e Strategy and SLA per Account Type
e Sales Activity tracking and monitoring

e Getfeedback from the Sales Team on “bad” Leads - and
acton it

e Shadow your sales team

e Be conscious of the sales capacity



From MQL to Revenue
Acceleration Reporting




Cherry Pick your top KPIs o
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Dummy Proved Metrics

$733215 |,/ $93'439 |

of sales in total of profit in total
Show top performing
Fumiture Tm;‘owy O‘vae combinations

soseoyoog
Buysiung

Calfomia
New York
Washington
Michigan
Georgia
Delaware
a
Kentucky
Varyland
oh g Minnesola
Selecta KPI o s L e
Virgina
® Quantity . &6 - . Okianoma
9 Seles ce : . Massachusetts
(MRAE .- S e e Wisconsin
Gonnecticut

Select a year

Furniture

Goal setting for . . . . . Arkansas
each Category . o Nebraska

R P 3 iy
S New Hampshire

. EhA Utah
Rhode Isiand

Goal seting for N G South Dakota
each Region

i . South Carolina
. de o Vermont
& : . Kansas
Goal setting for 19'301 . i 5
Subcategories

2398

Florida
North Dakota
Idaho

West Virginia
District of Columbia

Technology
Goal setting for
each State

Technology

North Carolina

celd s e e . Pennsylvania
R i

Central East South West




Cherry Pick your top KPIs o
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Dummy Proved Metrics

e Align on Definition
e Keep it short
e Keep it simple

4



Cherry Pick your top KPIs o
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Dummy Proved Metrics

Kook ook

PIPELINE PIPELINE
PQL ACTIVE ACCOUNT GENERATED IEN

MQL

MQC




Tactical KPlIs for your Specialized Team mzafn/xw

Tactical vs. Strategic

Keyword Ranking Ads CTR Page view
Website Traffic Email Clicks Ebooks Download
Website CVR% Htiesiiniel Number of Leads

Registrations




Lead Source
We don’t care

e Not relevant
e Often outdated
e But...yet simple
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MQL/PQL Source e

\/
Hmmm.... A bit better

June 2022 March 2024 May 2024

LEAD CREATED MQL OPP CREATED - from lead conversion

!

OPP = OUTBOUND

Channel: Google Organic
Lead Source: SDR Outreach LEAD Source (Creation) = OUTBOUND Conversion Point: RAD MQL = OUTBOUND
Source Bucket: Outbound Source Bucket: Inbound
|
I

Channel: Google Organic

Lead Source: SDR Outreach LEAD Source (Creation) = OUTBOUND Conversion Point: RAD MQL = INBOUND
Source Bucket: Outbound

OPP = INBOUND

Source Bucket: Inbound

'y
v

30 days

Campaign 1

Campaign 2 Campaign 3 Campaign 4
MQL inf. = False

Type = Mkig

MQL inf. = True MQL inf. = True
Type = Partner Type = Mkig

MQL inf. = False
Type = Mkig
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Campaign Influence on Account Activation ME(D\R/EAMIN’

Here we go !!

Nurturing Campaigns Dashboard ~ Modified w ‘ (] Data updated: Yesterday at 8:14 PM @ 3 ‘ Edit 2 |e \A

10,531 10,504 125

Total Campaign Members Total Responded Campaign Members Influenced Threshold

3,973 4,709 4,895 5,019 5416

Creation Leads Influenced First MQL Influenced Last MQL Influenced SAL Influenced SQL Influenced

8,948 2613 $26,392,663 $9,865,203

Total Influenced Opptys Total Influenced Opptys WON Total Influenced Revenue Share Total Influenced Revenue Share WON

Won/Lost Influenced Opportunities

Opp_Stage_Name

Closed Lost

135 Closed Won @
800 89
358
285

o
I
5 600
=

400 755

-

409 425

703 628

496 469

341

]
2024-02 2024-03 2024-04 2024-05 2024 -06 2024-07 2024 -08 2024-09 2024-10

Opp_Created_Date (Year-Month)
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Marketers need concrete steps MARDREAMIN:

From Lead
Qualification

From Lead

Assignment

From MQL
Reporting

\4

To Account
Qualification

To Sales Cycle
Tracking

To Rev. Acceleration
metrics



Thank You! |



