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What is ROI?



Today’s Agenda

Key Reporting Considerations
Pre-Funnel Engagement

Journey Analytics

Program Performance and Attribution

E Demandbase



Considerations for your Reporting Strategy



Reporting Considerations

Vanity Metrics

May sound impressive,
but no impact on revenue &
profitability
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Reporting Considerations

Activity Metrics

Report on results and impact,
not just what you do

Quality > Quantity
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Reporting Considerations

Volume Doesn’t
Drive Behavior

Define actionable metrics &
simplify reports
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Reporting Considerations

Data Requires
Strategy &
Translation

Help consumers understand
llWhy?"
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Pre-Funnel Engagement
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Web Traffic by Channel
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Advertising Lift

Compare Ad Lift
by Tiers of
Spending &
Industry
Benchmarks

Advertising Lift % by Tier
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100%

75%

50%

25%

0%

75%
o 70% o
68% . 65% 68% g5%
e 60%
56%
54%  53% < _-62%
5%\ A58 __sao. 48% 57% 99% 55%
509 =797 = 51%=—" 50%
51% 51% 499 0/42% S¥e TRt 5% o 40%/ o 53% N\
49% 3\7V 49% 38% 46%
[ A% % O 37%— —
30%
July Aug Sept Oct Nov Dec Jan Feb March Aprii May June July Aug

Demandbase.



Qualified Responses

Qualified Responses
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Account Engagement

Track Engagement Over Time

View Engagement Minute trends by Account Segment

or Account Tier

Engagement Group
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Auto Day Week Month

July
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Related
Metrics:
Historical
Engagement,
Unique
Engaged
Accounts,
Unique People
Engaged
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Journey Analytics
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Revenue Leading Indicators

ACCOUNT Target Engaged
BASED Accounts Accounts

SDR-QL Opportunity Closed-won

Engaged
VOLUME
Leads

The TOPO Double Funnel
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The 4 Vs of Journey Analytics

Value: Current count (balance)
Volume: Movement into stage
conVersion: % moved forward
Velocity: Time to move forward
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Journey Stage Comparisons

Quarter over Quarter

Stage Accounts Volume Velocity Conversion

10 01% 65 179 days 971%
All Other
337 [ 45% 12 69 days 40.8%
531 66.9% 466 93 days 50.8%

Accounts
t h r o u h t h ei r 1,206 15.2% 1678 24 days 24.8%
Aware
g 674 [ 89% 1167 43 days 20.7%
335 4.2% 581 18 days 36.0%
Interested

303 [ 52 573 25 days 317%
390 4.9% 472 31days 28.7%
Engaged
so1 [ 52% 455 33 days 38.8%
306 3.9% 286 49 days 22.9%
MQA
433 s 492 36 days 22.2%
156 2.0% 180 26 days 27.7%
SQL Opportunity
138 | RE:A 170 32 days 27.2%
136 17% 93 136 days 1%
Pipeline Opportunity
132 7% 105 81days 4.4%
23 0.3% 3 54 days 40.7%
Customer
22 | 0.3% 1 36 days 38.7%
62 0.8% 32 99 days 15.2%
Customer Engaged

52 | 07% 21 86 days 18.8%




Using Journey Stage Comparisons to
Understand Performance

Visualize progression downward as accounts become more
engaged

Compare multiple account lists and time periods for cohort analysis
and A/B testing

i= MAL-AIll-Top-30-Accounts v
911 Accounts 012.31.22 #03.20.23
Journe y Stages (Accounts)
All Other 25 (3%) 0 (0.0%)
Queled — S Strong focus in Q1 to engage this pool
Aware 159 (20%) 115 (15%) o
S T = — of accounts, 2x accounts in Engaged 90
Engaged 58 (7%) 126 (16%) days later
MQA 120 (15%) 13 (14%)
SQL Opportunity 59 (8%) 42 (5%)
Pipeline Opportunity 70 (9%) 56 (7%)
Customer 0 (0.0%) 6 (0.8%) |
Customer Engaged 4(05%) 4(05%) 6 accounts converted to Customer stage
Expansion Opportunity 1(01%) 3 (0.4%)
Expansion Won 1(01%) 0 (0.0%)
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MQ Funnel Conversion

Qualified Status Summary

[ ]
H M 01 Qualified 451
ow I s yo u r Q 02working @  Total Prospect MQLs
03 Replied W@
Fu n n e I 04 Opportunity
05 Nurture @@

06 Disqualified @@ 88.66°/o
MQL Disposition Rate

performing?

89.58%
MQL Eligibility Rate

Use Analytics to
Inform & Improve

70.07%
MQL to Accepted

25.74%
MQL to SQL (Contact Role)

16.41%
MQL to Rejected
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Opportunity
Sources

Track performance
through Opportunity
stages

Related Metrics: % Lost in
SQL, % Pipeline to Closed
Won, % Open, Opportunity
Velocity
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Measure [l MQA SQL @ MQL SQL @ Pre-MQ SQL
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SQL to Pipe Conversions MoM

Excludes opportunities currently in SQL/Disco

Measure -g= MQA SQL to Pipe % =-e= MQL SQL to Pipe % -#— Pre-MQ SQL to Pipe %

64.41%s—_67.21% :
7 T eTsA%
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Demandbase. 21



Owning the Funnel Together

Bookings Goal / ASP / Win Rate

Pipeline Goal

Pipeline Goal / % of MQL / MQA Sourced Opps /
Conversion Rate

MQL/MQA Goal
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Opportunity Tracking

Conve rsion ra tes New Business Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Av?r':ge
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Program Performance and Attribution
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Monthly Program Review

Regularly Review Short Term Results

Campaign Goal Progress,
Qualified Responses & Investment/QR,
Critical Thinking & Evaluation

CamnaieniName | eharnel Program | Campaign | Goal Goal % of Total |Investment| Program w::'fh‘i':u Why or Wcl;‘aatnw::::ion:u
B8 Investment Goal Target | Actual | Goal QRs /QR Owner X Why not? . g
again? this program?
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Campaign Name

Campaign Goals

2023-Q2-WBN-PTR-DGR-Campaign-Optimization-Seri...
2023-Q2-DM-Sendoso-Direct-Wine-$25-Parent
2023-Q2-WebChat-Qualified-Total-Conversation-Opens
2023-Q2-WebChat-Qualified-Book-A-Meeting-Calendar...
2023-Q2-FM-EMEA-Monthly-ABX-Clinic-Measuring-Bo...
2023-Q2-WBN-LinkedIn-Live-Jon-Miller-WOW-Marketing
2023-Q2-EVT-PTR-Drift-GTM-Lab-Chain-Reaction-Par...
2023-Q2-DM-Sendoso-Direct-$10to$250-Parent
2023-Q2-EVT-ITSMA-Marketing-Leadership-Forum-All-...
2023-Q2-NL-Content-Roundup-04-April
2023-Q2-WebChat-Qualified-Content-Download-Parent
2023-Q2-EVT-Quartz-San-Diego-Parent
2023-Q2-WBN-PTR-Inverta-How-Martech-Put-Custom...
2023-Q2-EVT-SMART-City-Showcase-San-Francisco-P...
2023-Q2-FM-Sales-Led-Happy-Hour-NYC-06-June
2023-Q2-FM-How-Innovative-B2B-Advertising-Strategi...

Campaign Goal @ Attendance @ Meetings Program Success

Qualified Person Goal Qualified Person Actual
0 200 400 600 800 0 200 400
217
250 402

74

180 252

150 151
93

334 287

600

% to Goal |

0% 100%

217%
200%
160.8%
160%
o 150%
148%
140%
123.08%
113.33%
100.67%
93%
- 9167%
87.5%
85.93%

200% 300%
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Quarterly Program Review

Review Attribution Results
Once per Quarter

Attribution by Stage,
Multi-Touch Ratios,
Critical Thinking & Evaluation

Pipe MT cw CW MT Ratio What would
Program ol #otEipsline Ratio Attribution L S onee (Pipe to Program Touid Yous d ||y on you change
Campaign Name | Channel Attribution Opps . : (Pipe to this program | Why :
Investment (Pre-Pipe) (Pre-Pipe) (Pre-Pipe) - (Pipe to Close) Close) - Owner again? not? about this
P P Target 10 Close) Target 5 8 program?
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Attribution by Opportunity Stage

Multi-Touch Attribution

SQL to Pipeline to

Pipeline Close




Multi-Touch Ratios

Create Attribution Goals by
Opp Stage

Understand Marketing
Impact on Pipe Creation &
Deal Acceleration

Sum of Multi-Touch
Attribution $

/

Program Investment $

MT Ratio
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Opps with Pre-SQL Touchpoints b...
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Opportunity Owner Role Segment Bucket

Webinar.Inter...
Content Asset
Email.Marketo
Content Ass...
Web.Act Now
Direct
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Virtual Event
Email
Newsletter
ABM Certific...

150

o
(5]
o

100

@ 01 Enterprise

Opps with SQL to Pipe Touchpoin...

Marketing Channel - Path

Opportunity Owner Role Segment Bucket
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Product Edu...
Content Ass...
Email.Marketo
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Content Asset
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Newsletter
Virtual Event
Email

Paid Search
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Opps with Pipe to Close Touchpoi...
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Opportunity Owner Role Segment Bucket

Email.Marketo
Content Ass...
Content Ass...
Direct

Product Edu...
Webchat
Content Asset
Events.Exter...
Webinar.Inter...
Organic Sear...
Community
ABM Certific...
Web.General
Paid Search
Webinar.Ext...
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o
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o
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Using Program Impact for Marketing Influence

Use Quick Filters to easily apply
frequently used account or person filters to
your data set.

Program Impact

Select Date Ranges to view results from

Use Advanced Filters to apply any
additional field available in DB1 to your

MAS-Account-Tier (Segment): Tier 1 (AE Top 5)

Campaign / Programs

Type (23) Successes Vv Account Coverage
Content Asset 600
Event 592
Webinar 432

Won Opportunities
73% (144/197)
69% (135/197)

63% (125/197)

Win Percentage

602 6749
460 66.47
539 66.79

New Opportunities

936

749

847

responses within a given time period. data set.
B Jan1,2021 ) Dec 31,2021 v v : >
Journey Stage: v Account Segment: v &2 MAS-Persona (Segment): v

Swap between
Type/Channel and
Campaign/Program
for more or less

Campaign / Program  Type / Channel +granular

summarization.

New Pipeline Revenue Closed-Won Revenue

& e — -,

P, 20 87 s PTEY + 5. 1o
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Efficiency Metrics

Tie Marketing to Business Results

Marketing Investment/Performance

B Program Investment/QR [l Total Investment per SQL Total Investment per Pipeline Opp

$15,000
$10,000
$7,926
$6,331
$5,586 sao $5,608
$5,000 $3,883 $4,092 ' | | 4 0420
£ $2,960 $3,067
s71 $145  $194 3190 S222 S167 $170

v 12 ¥l ¥l ¥l ¥l -l ¥l el ¥l
A LN S S @” o«m 0\:» o
N D

Investment per Opportunity Dollar
$0.24
$0.25

$0.20

$0.16
$0.15

$0.15

$0.12  $0.12 $0.13  $0.13 $0.12

$0.10

$0.05

$0.17

$0.16

$0.21
$0.14
PP
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1.
2.
3.
4.

Demandbase.

Key Takeaways

Focus on multiple areas of measurement to demonstrate
value

Make sure your external reports speak “the language of
business”

Internal marketing reports should focus on leading indicators
to revenue

Use reporting to improve — not prove — your marketing






