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Introducing the speakers…

Nick Flude Kieran Franklin
Chief Marketing Officer 
Secure Code Warrior

Principal Solutions Consultant
Adobe



40%
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A fundamental shift in expectations …

From a focus on 
driving a high 
volume of MQLs

Volume

To a focus on 
delivering quality 
Opportunities

Value
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A focus on the generation of lead value …

Attends an Event Visits Certain 
Web Pages

Downloads 
White Paper Clicks Emails

Industry Title

Location Company Size

Behavior & Engagement

Demographic & 
Firmographic
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Yet still most organisations don’t have alignment …

87%
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Let’s talk about an organisation that’s getting it right …



Marketing Team Objective: To be the engine for qualified pipeline growth 
and market thought leadership in order to win, retain, and grow customers -

and make that easier in the future by building a great brand.



6 months into the year we are 
already at 128% of last year’s 

total lead volume.



The ‘leads created’ view looks awesome. All 
channels creating leads...



...but when you highlight leads converted (to 
opportunities) it’s a different picture.



MQLMQLMI

Persona1 

Persona2

Persona1 nurture stream

Persona2 nurture stream MAP 2 
SAP SAL

SAP
SQL

Untargetted nurture stream

Unknown

Untargetted

Unknown nurture stream

Marketing Automation Platform Sales Automation 
Platform

Opp
SAP
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MI=Moment of Interest,  MQL = Marketing Qualifying Lead, SAL = Sales Available Lead, SQL = Sales Qualifying Lead



Closed 
Won/Lost

Closed 
Won/Lost

EAEOpp in 
SAP

Business  rules apply - target 
account/deal size/geo etc

ISRs

Nurture streams (with lead scoring) within MAP

Web trial Content pull Campaigns

Recycle to 
Marketing

Opp in 
SAP

Ensure 
lead’s history 
comes back 
into MAP

Inbound Lead Flow

Programs

Trash



Example Lead Scoring

Activity Score Decay Score
Download Corporate Content 30 Decay-Inactive 60 Days -30
Download Gated Content 20 Decay-Opportunity Lost -50
Email-Link Click 10 Decay-Student -100

Email Open 2+ 10 Decay-Status-Disqualify Forever -100
Form Contact Us 100 Decay-Visit Career Page -100
Form Demo 100
Form Website Trial 50
Social Post Interaction 10
Web Page visit 5+ 10
Web Page Contact Us 10
Web Page Demo 10
Web Page Pricing 10



Extending our Buyer’s Journey be to our Customer’s Journey

LIKING PREFERENCE PURCHASE
UNAWARENES

S AWARENESS

EXPAND RENEW ADVOCACYONBOARD
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Session Key Takeaways …

• An effective LMS is predicated on a recognised need 
to pivot Marketing focus from Lead Volume to Lead Value

• Alignment between Marketing and Sales is the largest opportunity 
for improving business performance

• A successful LMS continually reinforces the alignment 
between Marketing & Sales at every stage of the funnel
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