Comment créer une
strategie de
qualification de leads
et implanter la
fonction LDR/BDR
au sein de votre
département
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Et vous?
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Générez- Recevez-

VOUS vous des
assez de leads

leads? qualifiés?
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Agenda

 Contexte

* Pourquoi implanter la fonction BDR au sein du département marketing?
« Comment l'implanter

« Comment mesurer les impacts et résultats

* A la fin de cette conférence, vous ressortirez avec:

* Les processus et méthodologies a mettre en place pour y arriver

* Des heures de travail et de plaisir pour les semaines a venir -
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Lexique

J N

MQL SQL LDR BDR
Marketing Qualified Sales Qualified Lead Development Business
Leads Leads Rep Development
Rep
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Contexte
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. Le seul « one-stop shop » de solutions geospatiales en Amerique du Nord

e Clients Fortune 500

» +1 000 projets livres
« +15 partenaires

* + 100 experts
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%% Nos équipes

Equipe marketing Equipe ventes
* 6 personnes * 6 Account Managers
* Réles axés sur la création de contenu e 1 customer success
* Mission = generer des (eads et * Mission = vendre et developper des
upsell/cross-sell
comptes
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Activites qui generent des leads

Visibilité - apprendre Considération — évaluation Décision

Ebook Webinars Case studies
Whitepaper Campagnes essais données et
o logiciels
Vidéos ]
Evénements

Campagnes Outbound
LDR/BDR
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Contexte marketing-vente

* Volume de leads éleve a traiter
» Capacité restreinte de l'équipe des ventes a qualifier des leads

» Désir de spécialisation de l'équipe de ventes

» Générer des opportunités et gagner ces opportunités

» Se concentrer sur le développement de leurs comptes assignés

* Souhait d'améliorer l'alignement marketing-vente
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Solution:

Implanter la fonction BDR
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Pourquoi au departement marketing plutot que ventes?

* 99% des leads sont générés par le marketing
 Suivre les leads générés le plus longtemps possible a travers le parcours client

 Augmenter notre visibilité sur l'impact de nos campagnes et sur les résultats
* Feedback en temps réel

 Faire en sorte que les ventes se concentrent l'action de vendre
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Objectifs

S

Maximiser les Améliorer la Améliorer le Augmenter le taux Diminuer la
investissements rétroaction sur la nurturing de nos de conversion de pression sur les
marketing qualité des leads et leads a l'aide MQL a SQL et de Account Managers
leur niveau de d'interactions SQL a opportunité
qualification personnalisées générée
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Processus d'implantation
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Lead Scoring

Score du lead:

Segmentation du Engagement (1, 2, 3, 4)
compte (A, B, C, D)

Al A2

* Nombre d'activités

* Profildu compte - Niveau d’engagement par activité

Bl

» Potentiel d’achat

Profil

Le statut du lead en fonction de son score:

* Warm leads sont des MQLs et nécessitent un suivi par le BDR.

N
7

Engagement

Hot (MQL) Warm (MQL) Cold (Nurture) THE
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BDR vs Account Manager

Business Development Rep (BDR)

Maximise les investissements marketing

Améliore le ciblage et la qualification des leads
Améliore le nurturing, conv. rate & feedback
Augmente le temps des AMs aux activités a valeur
ajoutée et réduit le cout global

Focus sur la qualité et la qualification des leads

BDR
(Comptres prospects)

)

Account Manager (AM)

Maximise la rétention de clients et les revenus

Maximise les parts de marché
Focus sur batir la confiance avec les clients et gagner les opportunités

Focus sur générer des nouvelles opportunités de ventes

AM
(Comptes Key & Emerging)

)

(

. . Hand
Qualification

Closing Nurturing

> MQL >> SQL >> Prospecting >> Qualification>> Discovery >> Proposal >> Negociation>> 1stvsg)nsed >> Onboarding >> '\:{uertteur::?c?n/ >> ng:sl; e/ll >

Conjointement avec le marketing
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PROCESSUS D'IMPLANTATION

1. Créer une boite a outils

Templates scripts courriels/téléphone

Plan de communication (qui communique avec le lead a quel moment

Processus de handoff

Construire une charte BANT
Questions de qualifications

Formation social selling

BANT CHART - FOR LEAD QUALIFICATION

‘The BANT framework for lezd qualification hits the four main arezs 3 BOR needs to address when
warking on qualifying a lead. These questions should be asked on your first discovery ezl and
should ur negetiztions wit i

BUDGET

ozl Get to know how much the prospact is willing to spend to buy our solution {and ultimstely
Solve their problem], is i that amount needand do
they have the raquired budget svailable?

+ 0o you currently have a budget allocated for this solution, or will you have to make the
case for ons?

+ what is your budget for this solution?

* 15 [price range] within your budget?

& How MuCh have you spent on similar soiutions in the past?

What is your annuzl revenue?
would you b wiling to mest us at our price i t mazns great service?

AUTHORITY

ozl Get to know whe i L i 2 2nd who zre the
pasitiue or nagative influenears? (champion, influencer, lags|, procurement, business, T, users,
st}

+ Arzyouthe dedision meker?
+ i not, who is the decision maker?
. in your company you'd like or nesd to i hese discussions?
+ Do you antid your colleagues or superi is soluri
o whefirst the idkz of this your company?
+ What are the best ti 1p with you for next
procass?
NEED

Gosl: Gt to know whit's the problem thet nesds to be solved or the solution that can be
improved, and mest importantly, how dos it add or destroy valus for the customer?

what are your biggest challanges this year?
What are your Diggest prioritiss this year?
wha are your bigzest competitors?

©ne of the mast we keep hesring Isth faryou?
what a2 your businass grawth gosls for this yesr?

Qualification Question

First, ask yourself if this appartunity fit into cur target audience of industry, size, or revenug? also, look
for any red flags indicating the client might be 2 giant jerk!

Introduction

How did you hear sbout us?
wihat attracted you to our brand?

How can we best help you make this decision?

As 1 mentioned eariier, I'd fike to share a faw ideas that have helped cur clients succeed in the
X, ¥, and Z areas. Before we get going, by the time we're done with this call/mesting, what
else might you liks 1o cover?

¥, at the end of this call/meeting, you looked back and thought ‘that was an hour well spent!

what woukd
Need

Can you tell me 2 bit about your business?
wihat is your current focus?

How do you operats?

What is your company’s ckjectives in the next 12 months?

wihat is your campany’s priorities?

What are your department’s priorities?

what are your biggest challenges, goals, annoyances 2nd problems?
wihat probiems would you ks to resolve?

What works well and what doesnt work wery well?

why do you wark this way?

wihat are your shortterm geals? Long-term gosls?

What are your business goals over the next six months?

How does your process work now?

what do you love about your current process?

What are some of your expectations for this product/service?

an you help me understand that a little better?

what are your company’s gozls?

Where do you see your competitors surpassing you?
What's your mest important priority?

what's your mast urgent priority?

What internal resources do you have to apply to this challenge?
what are your competitors doing that you're not 2nd wish you were?
What do you want to be the bast at? What do you want your company or department to be
renowned for?

Out of all your company’s initiath iich one daes your

Wht do you think is missing?

HANDOFF CHART — FOR LEAD QUALIFICATION

Preliminary research
* company sz and revenue

When to invite the AM on first call?
« when you have enough informasion at firstSight (need], invte AL 1o 3 call
i youfes! you're limited in the knowlsdg of the solution requested by th &g, invitz
an AMtaa call
o useyour S jump

When to convert the MQL into an SQL?
. i the Mgl more
information on the BANT (especially the Need)
« ifthe lead requests a quote

"
for his project

What to do to pass the SGL to the proper Account Manager?
Whan you knowthe l2ad is ready to move to an L
1

assigned to this lead
anager's calendar between the
Jesd and the Account Managsr
5 comvertthe Jasforce, 2ssign the prope

‘andwrite the nest mesting date and time.
i
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PROCESSUS D'IMPLANTATION

2. Embaucher et former

* Profil recherché
* Mettre en place la séquence d'événement
* Parrainer avec un Account Manager Junior

* Rencontrer LDR/BDR externe pour échanger sur les meilleures pratiques
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PROCESSUS D'IMPLANTATION

3. Sélectionner un outil de travail

» Utilisation de Salesforce (CRM)
* Processus dans CRM — manuel, tenter d’'optimiser au maximum
* Templates courriel

» Test nouvel outil spécialisé pour BDR

* License Outreach

* Impact positif = 2x moins de temps pour contacter les leads
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PROCESSUS D'IMPLANTATION

4. Etablir les KPIs et mesurer les résultats

BDR Key Performance Indicators

Assignment Date MQL to SQL Conversion D... |§ SQL to Opp Conversion D... | Opportunity Close Date Last Lead Status Change ...

Current Year Current Year Current Year Current Year Current Year

Nombre de Leads BDR:

Conversions Unqualifieds Résultats Attempts
Vc?ir ler Lead to Responded: Lead to Unqualified: Voir Opps | Opps ouvertes $ Voir Fails | Avg Attempts to Fail.
Voir Events | Events booked: Voir Unqualifieds Creation to Creation Delta (Days) Voir Convs | Avg Attempts to Conv..
Voir 2e MQL to SQL: Voir Wons | Opps ouvertes

niveall

Voir 3e SQL to Opp: Creation to Creation Delta (Days) Avg

[aTL¥F=%=TN]



PROCESSUS D'IMPLANTATION

4. Etablir les KPIs et mesurer les résultats

Prospects Q @0 B 68 e

>
Total Unread 1st Atternpt 2nd Attempt 3rd Attempt 4th Attemnpt 5th Attempt 6th Attempt Tth Attempt Bth Attemnpt 9th Attempt
Call List Q 0 B
Total Answered - Meeting Answered - No Answered - Not Answered - Referral Answered - Wrong No Answer Left Voicemail Gatekeeper Bad Number
Set Longer with... Interested Contact
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PROCESSUS D'IMPLANTATION

(o] Sequences / Location Intelligence for successful Public EV charging strategy Q 0 =2 8 e
@ e Active 2359  Addprospects
Overview Prospects Tasks Calls Emails Meetings Activity Settings Insights
2 .
=] Prospect overview ® Hide graph
>
£l Prospects Active Paused Bounced Opted out Finished Replied No reply Contacted Called Delivered
® Active Paused ~ ® Falled  ® Bounced O Finished O Opted out
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]
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WD a
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Email overview By date v & Hide graph
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Récapitulatif des étapes d'implantation

# ETAPES TEMPS
1 Créer une boite a outils 2 Mois
2 Embaucher et former 6 mois
3 Sélectionner un outil de travail et le tester 6 mois
4 Etablir des KPIs et mesurer les résultats 3-6 mois
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Impacts et resultats
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Impacts et résultats concrets

* Permet d'obtenir du feedback en temps réel sur les leads et de réviser nos

messages
« Difficulté a recruter des Account Managers

« Permet d’'étre un poste d’'entrée aux ventes et de former les gens vers un poste de

ventes
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Impacts et resultats concrets

« SQL a Opp générees =

127% d'augmentation vs avant BDR

BDR KPIs

MQL
20 %
Responded
> 30 %

Meetings
Scheduled

73 %
SQL to Opp
$XM
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Prochaines actions
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Prochaines actions

« Compléter l'alignement marketing-vente

» Ajout d’'une fonction « Inside Sale » entre le BDR et les Account Managers

A A A

BDR Inside Sale Account Manager Customer Success
> MQL >> SQL >> Prospecting >> Qualification>> Discovery >> Proposal

Conjointement avec le marketing

LES
EXPERTS
EN GEOSPATIAL

Korem



Des questions?
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