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Project roadmap

We have not identified this individual but we have some 

details around the company they work for (ie web 

visitors or intent data)

An individual takes an action and identifies themselves 

(ie through a web form fill, event registration, or partner 

event)

We deem that the individual taking the action is the right fit 

and should be followed up by a sales rep

A sales rep is able to book a meeting and create an opportunity 

against the person (SAL). The opportunity meets the sales criteria 

and moves to the Sales Qualified (SQL) stage.

The opportunity is ultimately Closed Won
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Tracking the Funnel

Marketing creates compelling content, generate demand, 

and engages the right audience

We want to focus each team on their portion of the funnel. What we’re tracking in terms of ‘funnel metrics’ should sit on 

the backend and fully automated based on the actions each team is taking. 

Automation contextualizes the demand and decides whether or not to 

route a person to the BDR team for follow up

BDR team follows up with people in a timely fashion and try to book good 

meetings that turn into Opportunities.

RSM team follows their MEDDPIC process and try to win the deal.



Campaign Framework

Having a well defined campaign framework a key component of any attribution model. Make sure you have an 

understanding of the types of campaigns you want to track, standardize on the campaign member status values, and clearly 

define what is a response and was is not.

Campaign Type = Webinar Campaign Type = Content Campaign Type = Trade Show

Invited Sent Invited

No Show Downloaded* No Show

Registered Viewed* Registered

Waitlisted Waitlisted

Attended* Attended*

Attended On-Demand* Meeting Set*



AWARENESS/

ENGAGEMENT
CONSIDERATION

DECISION & 

PURCHASE

RETENTION & 

LOYALTY

Multi-touch Journey

The buyer's journey is not linear, it takes multiple touchpoints (both physical and digital) to reach someone and ultimately 

convert them into a customer.

Social Video

Blog Content

Explainer Videos

Infographics

Newsletters

Sponsored Content 

and Native Ads

Webinars

E-books

Product Videos

White Papers

One-

sheeters Sales Decks

Customer Stories & 

Videos

Customer 

Newsletters

Commercialization 

Collateral



Active Funnel

One important concept to understand is the idea of an ‘Active Funnel.’ The easiest way to think of this is it’s the 

reason why we are following up with someone. A funnel can be activated and deactivated multiple times along a 

buyer’s journey.

This is what we will use to indicate the Opportunity Source on our deals.

The three main ways a 

funnel can be activated 

are

1 Response comes in from a net new lead

2 Response comes in from a cold lead

3 Sales begins outbounding on a cold lead



Active Funnel Examples

Person A is still 
unknown at 

this point

No Response captured

No funnel 
activated

Jane Doe is 
identified

Response metric 
is captured 
on Asset A

Net New, Persona, 
territory segment, 

UTM captured 
on Asset A

Jane Doe is in 
the BDR’s follow up 

queue 

Active Funnel 
captured on 

Asset A

MQL metric 
is captured on 

Asset A

Jane Doe 
re-engages

Response metric 
is captured on 

Webinar B

Persona, territory 
segment, UTM 

captured on Webinar 
B

Jane Doe 
re-engages

Response
metric is captured on 

Demo C

Persona, territory 
segment, 

UTM captured 
on Demo C

Opportunity 
Created against 

Jane Doe

SAL captured 
on Asset A

Opportunity 
Identified Against 

Jane Doe

Person A visits our 
website

Jane Doe 
attends 

Webinar B

Jane Doe downloads 
Demo C

Person A identifies 
as 

Jane Doe by filling 
out a 

web form for Asset 
A

Jane Doe is routed 
to 

the BDR for follow 
up as a 

‘Warm’ Lead

The BDR is already following up with Jane as part of Asset A (aka the Active Funnel).
As a result, only the Response metric will be captured on Webinar B
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Real Life Example



Opportunity Timeline



Dashboard View



Opportunity View



Campaign Member View



Campaign View



Thank you
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