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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

Anonymous

Response




Tracking the Funnel

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.

Anonymous ‘
Marketing creates compelling content, generate demand,
and engages the right audience
Response ‘
Automation contextualizes the demand and decides whether or not to
route a person to the BDR team for follow up
\Y/[o]R -
BDR team follows up with people in a timely fashion and try to book good
meetings that turn into Opportunities.

SAL/SQL .
zj 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.

Invited Sent Invited
No Show Downloaded* No Show
Registered Viewed* Registered
Waitlisted Waitlisted
Attended* Attended*
Attended On-Demand* Meeting Set*




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.

Commercialization
Collateral

Newsletters

Infographics ./(*\' Sponsored Content
and Native Ads
One-

Explainer Videos @ Webinars sh eeteﬂles Decks

AWARENESS/ DECISION & RETENTION &
ENGAGEMENT CONSIDERATION PURCHASE ‘ LOYALTY

Y
@ Blog Content Eshodls ‘ ‘/ White Papers \f/
\\ / Customer Stories &
S “:f

Videos

Customer
Newsletters

@ Ssocial Video
Product Videos



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.

The three main ways a
funnel can be activated

are e
*“W*'g?' 2 Response comes in from a cold lead

1 Response comes in from a net new lead

3 Sales begins outbounding on a cold lead

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



Active Funnel Examples

Person A visits our
website

&

Person A is still
unknown at
this point

No Response captured

No funnel
activated

Person A identifies
as
Jane Doe by filling
outa
web form for Asset
A

Jane Doe
attends
Webinar B

‘i ‘

JaneDoe is JaneDoeisin
identified the BDR’s follow up
queue

Response metric

is captured Active Funnel
on AssetA captured on
Net New, Persona, Asere
territory segment, MQL metric
UTM captured is captured on
on AssetA Asset A

Opportunity
Jane Doe downloads Identified Against
Demo C
JaneDoe

Jane Doe
re-engages

Response metric
is captured on
Webinar B

Persona, territory
segment, UTM

captured on Webinar

Jane Doe Opportunity
re-engages Created against
Jane Doe
Response
metricis captured on SAL captured
Demo C on Asset A

Persona, territory
segment,
UTM captured

B \ @ / on Demo C

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



Active Funnel Examples

Person A visits our
website

Person A is still
unknown at
this point

No Response captured

No funnel
activated

Person A identifies
as
Jane Doe by filling
outa
web form for Asset
A

JaneDoe is
identified

Response metric
is captured
on AssetA

Net New, Persona,
territory segment,
UTM captured
on AssetA

JaneDoeisin
the BDR’s follow up
queue

Active Funnel
captured on
Asset A

MQL metric
is captured on
Asset A

3 months later

Jane Doe downloads
Demo C

Follow up against
Jane Doe has
concluded

Funnel Deactivated
against Asset A

Jane is no longer
in the BRD’s follow up
queue

Jane Doe
re-engages

Response
metricis captured on
Demo C

Persona, territory
segment,
UTM captured
on Demo C

Opportunity
Identified Against
JaneDoe

JaneDoe isin Opportunity
the BDR’s follow Created against
up queue Jane Doe
Active Funnel SAL captured
captured on on Demo C
Demo C
MQL metricis
captured on

Demo C



Active Funnel Examples

Person A identifies
E .
Person A visits our Jane Doe by filling jane Doe Jane Doe downloads Op‘portunlt\_/
. T Identified Against
website outa Webinar B Demo C ) b
web form for Asset evinar aneoe
A

Person A is still Jane Doe is JaneDoe isin Follow up against Jane Doe Jane Doe isin Jane Doe Opportunity
unknown at identified the BDR’s follow up Jane Doe has re-engages the BDR's follow re-engages Created against
this point queue concluded up queue Jane Doe
Response metric Response metric Response
No Response captured is captured Active Funnel Funnel Deactivated is captured on Active Funnel metricis captured on SAL captured
on AssetA captured on against Asset A Webinar B captured on Webinar Demo C on Webinar B
No funnel Asset A B
activated Net New, Persona, Jane is no longer Persona, territory Persona, territory
territory segment, MQL metric in the BRD’s follow up segment, UTM MQL metricis segment,
UTM captured is captured on queue captured on Webinar  captured on Webinar UTM captured
on AssetA Asset A B B on Demo C

The BDR is already following up with Jane as part of Webinar B (aka the Active Funnel). | \
As a result, only the Response metric will be captured on Demo C I'\M_____/'I

A L
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Real Life Example



Opportunity Timeline

Opportunity Details

ceount Name Opp Prmary Foms Opp Additioeal Foos Dwry of Dreatesd0ate (Opp..  Duy of Sales Qualified: .. Doy of Clos..  ACY
COATHTINY aL Securit L g

¥ CLaftan Do T MO, PP el 35N ¥ ooure  January 29, 2004 Movember 7, 2024

Opportunity Timeline

L] . = L]
Rigeonal Evins WD Brochure

Opportunity Touch Details

Dayol. ¥  FstName LastName  Account Name Email (Campaign Membaer) Name (Campaign) Status (Compaign . Type {Campaign)
8/8/2028  (rac 1.:2025-07-3707 Unlock Ama ¢ C s03 Asset
8/6/2025

8/5/2025

7/29/2025

1212028
7/10/2025
1/9/2025%
A0




Dashboard View

Contact Details

FirstName  Last Name  Emadl (Campalgn Member) prashamh
Nutl 3
Aravind

Chas

Harvey

irfan

Maron

Peter

PRASHANTH

Sumn

Vishwanath

Campaign Details

Customer Enablement

Name (Campaign) Type (Campaign) Campaign Sub Type Campaips Then Whteoager
Aefmas Hrochure N 12
> 3

CT-2403-18-2642 NVIDIA GTC - A Security B Governance

CY-2020 111440 Global Heat Mao rtent ¢ Priv Taought tesdershie
CT-2021-02-1476-Sensitive Data intelligence Brochure tont Brox 0 ommand 2
CT-2021-02-1491-Dota Breach Management White Paper e 0 e e Sales Enadiement
C1-2022:04:1772-Cross-8ccder Datas Transfer Whitepaper tent WiNiepao 2
CY.2023-02- 2029 Insovation with Data Access intelligance & Gow.

CT:2023-08-2317-Harmessing the Power of Data Governance Whi

CY-2023-12.2579 The (150's Galde 1o DSPM and Beyond Whitepa

CT-2024-01-2659-CP0s Guide: Responsible Use of Generative Al

CT.2024-05-2776-Gigadm Radar for DSV

CT-2024-06-2893-Customars’ (hoice For DSPM By Gartner

CT.2024-07-3084-6 Lesson From Successhud OSPAM implementati




Opportunity View

Ipportunities = CBi

Opportunity Influence Model

T ema - Sorted by Respcnss Dabe - Upcated o few wecondt ago

Campaign Kame v | Campaign Ty.. ~  Campaign$. v  Campaign Memb.. w | Job Title w | TouchType
BB{200% = -07-3P07-Uslock Amanon O's Full Potential wi..  Conlant Infographic Downdcaded Assat Exscutivg banag Poat-Touch
BS{203% - . Canlafl Template Downdoaded Assat Exscutive Wanag. Poat-Touch

Indographis Downioadied Assat Exsculive Manag._.  Post-Touch
Emscuties Ewent Attanded Enecutive blansg. Posi-Touch
WEN-MNAL Securtl Hosted: Unisys | L Thought Leadersh_. Mo Show Exdcutive WMansg Poat-Touch
Data Saritization | Vides 0 Downlaaded A Exscutive Kanag
1P DCC-Damag- Al Model Discoweny Infopack C g Dommloaded Asgal Sacuriti POC - Te
1P DG -Darms-Dans Ditcovery s Clagaification Infepack Downdoaded Assat eyt POC - Te
1P DCC-Damo-Brabch begact inaligence f < il Downdoaded Assat Exscutive banag
1P D C =D Sultpect Ineligence Infopack o Downioadied Assat Exscutive Manag._.  Post-Touch
iP: Drgrry= O P st rabion Frasmesvork Infopack Crowniosded dxeet Enecutive Liansg. Posi-Touch
CT-2027-02-1497-Dats Brosch Management Whits Pa. Corten Dowrilaaded Addal Exdcutive Wansg Poat-Touch
a Breach Impact Analysis for Prevention Intopack npack Downlaaded Az Emscutive Kanag
1P-arta Dreach-Dema-Secwre Golliboration & Messagl..  Infopack & n Downloaded Assat Enscutive Manag
1P-Durta Braach-Demo-Virily incident Infopack Y Downdcaded Assat Exacutivg banag
1P DCC-lndonack - Arabic Infopack Indepack Downdoaded Assat Exscutive banag Poat-Touch
S0 Indopack Infopack Indopack Downloaded Assat Exscutive Manag._.  Post-Touth
P Al Enplasnes Video Infopack Enplavirasr Widkeo: Cowniosded dxee! Bwcuritl POC . Posi-Touch
1P DCC-Dama- A Model Discoweny Infopack . Securitl POC - e Post-Touch
IP-GapnAl-Demo-Gate Enterpriss Al Systems Intopack 0 T Sacuritl POC - Ke.
CT-202! 0d-Mlobile App Consent Management; Conten Wehilapaper Cromiloaded dagel Exscutive Manag

3-3AA5-Personalination wi. Privecy; Dats Pr Gl il Wilapape Downioaded Assat [ ecutivg Wlanag




Campaign Member
. EV-i

~ Funnel Metrics

Responded

Current Active Funnel
MOL

Amempled

SAL

SGQL (mew)

Closed Won (new)
Claged Lost
Recycled

SRL

SAL Opportunity

Campaign Member View

-Future of Security !

L
7
P
i
#
#
P
I
&

Response Date

Current Active Funnel Date
MOL Date

Artempted Date

SAL Date

SOL Date [new)

Closed Won Date (new)
Cloged Lost Date

Recycled Date

SRL Date

Current Opportunity Stage

Bf30/2023
8/30/2023
B/30/2023
1/29/2024
12902024
/72024

55 Megotiate & Procura

Edit

Delete

Clone
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LY N N N N N
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Campaign View

Campaigns > EV-NAM-25-04-28 BSA Conference - Executive Dinvwr

Opportunity Influence Model

12 Bems « Sorted by Account Name - Updated a few seconds 300

Account Name T v Opportunity Name Opportun... v  Opportunity ACV v Opportunity .. v  Opportunity... v = Emall Job Title Youch Type Vv
S4 Prove 150,000.00 Existing Business Senior Manager Post-Touch
S5 Negotiate & 1143,360.00 Renewal Sevicr Mamager Post-Touch
$3 Confiem 150,000.00 Existing Busress Global Director, Securit.  Post-Touch
53 Contm 150,000.00 Existing Business Senior Manager Post-Touch
Closed Won 12782038 New Business Vice President, Infoema Post-Touch
$0 Conrwct 000 Now Business Principal Cybecsacurity, Post-Toueh
$1 initial Oisco.. 000 New Business Svp, Mead Of Data Prot Post-Touch
S2 Vahdate $00,000.00 New Business Svp, Head Of Data Prot. Post-Touch
S$2 Validate 250,000.00 New Business Svp, Head Of Data Prot Post-Touch
$0 Conmmct 000 New Business lam Archizect Pre-Touch

52 Valdate 498 21000 Recewal Director Of Digital Trust Post-Touch

52 Vaidate 176,00000 Existing Business Director Of Digital Trust Past-Touch
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