Lead to Revenue Management
How To Move E-Commerce from Good to Great

Avangate Webinar Featuring Gartner Analyst Chris Fletcher

Sept 17, 2013

avoanagate




Today’s Speakers

Chris Fletcher

Research Director, Gartner
chris.fletcher@gartner.com / @ChrisFletcher

Michael Ni

CMO/SVP, Marketing & Products, Avangate
michael.ni@avangate.com / @mikeni

2 aJancate



mailto:michael.ni@avangate.com
mailto:chris.fletcher@gartner.com
mailto:chris.fletcher@gartner.com

Lead to Revenue Management:

How to Move E-Commerce
From Good to Great

Chris Fletcher

Research Director,
Enterprise Applications

This presentation, including any supporting materials, is owned by Gartner, Inc. and/or its affiliates and is for the sole use of the intended Gartner audience or other

authorized recipients. This presentation may contain information that is confidential, proprietary or otherwise legally protected, and it may not be further copied, Ga rtner
distributed or publicly displayed without the express written permission of Gartner, Inc. or its affiliates. ®
© 2013 Gartner, Inc. and/or its affiliates. All rights reserved.



Search, Social, YouTube —
Who Needs Lead Management?

Linked [}

9.0 billion comScore

page views/month (2012)

Google

4 billion hours of video/month

500 years of video/day
(on Facebook alone)

Sources: Twitter.com: October 2012; Linkedin.com: October 2012;
YouTube.com: December 2012; Google: February 2013



Lead Management: A Definition

Lead Management: A Definition

Lead management processes take in unqualified contacts
and opportunities from a variety of sources, includingWeb
registration pages and campaigns; direct mail campaigns;
email marketing; multichannel campaigns; database
marketing and third-party leased lists; social CRM and social
networking sites; and tradeshows. The output of lead
management processes — qualified, scored, nurtured,
augmented and prioritized selling opportunities — are handed
off to direct, indirect or e-commerce sales channels for action
and closure. Lead managementintegrates business process
and technology to close the loop between marketing and
direct or indirect sales channels, and to drive higher-value
opportunities throughimproved demand creation, execution
and opportunity management. CRM lead managementcan
be usedin B2B, B2B2C or B2C CRM processes.

® From email campaigns,
search, social sites, trade
events, data segmentation

-y

Management

¢ Passed on to direct sales,
channel sales, inside

sales, e-commerce site
artner.



Lead Management: Key value-add

E-commerce integration improves the

experience, reduces cost

Automated processes create a frictionless
, marketing/sales environment

Up-sell/cross-sell capabilities provide

valuable, incremental revenue

Empowers B2B, B2C, & B2B2C business
models

Research From Magic
= Very high impac
Quadrant on Lead .Higzimgpactp t

Management 2013: = Medium impact
High Impact 6

= Lowest Impact

Gartner




Challenges

Alignment of marketing,
sales and other customer-
facing departments

Lack of sufficient
resource/time in
marketing organization

Measuring business
impact via analytics or
KPIs

Integration of lead
management with other
applications or processes

= Alignment of marketing, sales and other
customer-facing departments

= Financial approval or justification

Inadequate management support or
insight

Lack of sufficient resources and/or time
within the Marketing organization

Measuring business impact via analytics,
Bl or KPIs

19.4%
Lack of technical or product functionality in

47.2% 13.9% the CRM Lead Management application

47.2% = Challenges related to integration of the
CRM Lead Management application with
other applications or business processes

= Technology challenges related to
installing, using or supporting the CRM
Lead Management application

= Other

Gartner



Move From Good to Great: Organization

Driving revenue and
customer acquisition

Organizational alignment & Channel
conflict

Analytics and KPIs to measure
performance, contribution

Technology and integration of E-
Commerce, Mobile, Social

lterative improvement

Strategic Guideline:

Do not expect technology
by itself will solve your
revenue and customer
acquisition challenges.
Encourage and invest in
organizational alignment
between sales, marketing
and IT to maximize both
marketing ROl and
customer experience.

Gartner



Moving From Good to Great: Channels

* Email marketing (88%)
* Web and e-commerce

(73%) _ _ .
- Search marketing (64%) Strategic Guideline:
High- " In-person events (58%) Leverage all channels —
riorit " Digttal . e i
I?] >|/ marketing/advertising digital and "traditional" — to
channels (57%) -
. Social sites (57%) maximize your lead
* Third-party customer management ROI.
data (50%)

* Print on demand (50%)

Source: Gartner's 2012 "Magic Quadrant for CRM Lead Management":
"What is the relative importance of each of these marketing channels to the overall success of your lead

management initiatives?" with more than 50% answering "High." Ga rtnel’;



Moving From Good to Great: Analytics

Strategic Guideline:

Build Tactical and strategic
KPIs to measure lifetime
Dashboards Iead{custc_)me_r value, to
and KPIs monitor plpel_lne volum.es
and to quantify marketing's
contribution to the top line.

Analytics,
Management

Gartner



Moving from Good to Great: Maturity Model

[ wa® | oeoang® | Demea@ | e | Opiman®
Vision

Strategy

Leadership

Collaboration

Operational
Process

Change
Management

® Baseline

M TargetYear 1

Customer
Experience

TargetYear 2

m TargetYear 3
Technology
Alignment

Business
Intelligence

Source: Toolkit: Use Gartner's Lead Management Maturity Model to Assess Lead
Management Capabilities (8 November 2011) G ar t ner



Porous Boundaries

Lead management moving into B2C marketing

Becoming less structured, more interactive
and personalized

Integrated with/dependent on campaign
management, big data and analytics

B2C organizations adopting B2B best practices for
higher-value products

Digital marketing, modern marketing, revenue
performance management

Gartner



Lead Management (R)Evolution

B2B or
B2B2C

Repeatable
process

Handoff to
SFA/sales

Supports the sale of any high
value, complex, or high
visibility / high affinity product

Each process, path, interaction
IS unique

Transaction handoff to e-
commerce, mobile device,
social app

Big data, segmentation, Web
analytics all matter — big time

Inbound marketing, search,
communities, recommendation
engines

Gartner



Recommended Garther Research

= Magic Quadrant for CRM Lead Management (2013)
Chris Fletcher (G00247202)

= Toolkit: Use Gartner's Lead Management Maturity Model to Assess
Lead Management Capabilities
Chris Fletcher (G00217740)

= Minimize Risk and Maximize Value During a Marketing Vendor's M&A
Transition (G00254169)

= How to Understand the Criteria for the 2013 CRM Lead Management
Magic Quadrant
Chris Fletcher (G00248381)

Gartner



Chris Fletcher

Chris.Fletcher@Gartner.com

Twitter: @ChrisFletcher

Gartner Blog: http://blogs.gartner.com/chris-fletcher
Gartner



Lead to Revenues
Realization

Michael Ni
CMO/SVP of Products and Marketing

avoanagate




Commerce in the Digital Age
You Are No Longer in Control

[E]CEB  Marketing Leadership Council

BLOG MEMEBER SITE

The Most Important Number in B2B Marketing

“...customers will contact a Sales rep when they independently

completed about 60% of the purchasing decision process.”

17 avancate



http://www.executiveboard.com/marketing-blog/the-most-important-number-in-b2b-marketing/

Changing From The Old Way

Marketing

Marketing

Consideration

From To

Sales

)

18 aJancate




The New Way — On Demand, Interactive

N
N
.

Discover

® 60 0 ¢

Company
Website

Mobile Branch/store  Call center

/O
Search
S\Q&‘ o X ] g Research
N ®C
00
I Get help
A ce @
@ Compare
Share : :
& 9 ®®
A\ @B
Evangelize
@ Decide
Trust “ / [ X&)
e Friend p
O ®® Personalize
®D
oy )
-/
Purchase
®°
. . . Source: McKinsey / HBS “The Consumer Decision Journey”, 2009, Forrester, 2012
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The New Way — On Demand, Interactive

0
6 < Search H
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00
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Question — how to turn engagement and demand for

interaction into Moments of Truth ... decisions?

ester, 2012

20 avancate




Lead Conversion Process — The Question
Exchanging Value. Everywhere, Interactive, Valued.

© From customer-driven Touchpoints

® To Engagement around Content

oooooooo

®© Ultimately about about the Exchange
of Value

... Monetary, as well as non-monetary
... online, direct sales, partner reseller

BUT
... How to make decisioning frictionless?

Commerce

21 aJancate



Lead Conversion Process — The Problem

Leads are cycled back to
top of the funnel for
further nurturing
because the leads were
not yet ready to buy
what was proposed.

Leads are cyded back 1o the
1op of the funnel for further
b ing Bacause the lead
Was not yet ready to buy
after proposal

BUT
...\What If They Never Convert?

22 aJancate

Courtesy:
www.getitcomms.com



The Avangate Perspective
Stop Leaving Money on the Table — 5 Steps to Success

Marketing/Lead Automation is the first step

Integrated Online Self-Service (eCommerce) next

Usage-Qualified Leads (UQLs) > MQLs
eCommerce as an upsell to Direct Sales

Automate Renewals across all your channels

23 avancate




Integrated Online Self-Service Next n

Enabling New Lines of Revenue with B2B eCommerce

®© Capture self-service customers and monetize leads that will never convert
with current offers

= Rethink who are your customers
= Ability to support new business models — subscriptions, fractional ownership

= Launch new products / new revenue models

®© Broaden pipeline to Direct Sales

®© Leverage the best of B2B and B2C practices

24 avancate



Usage-Qualified Leads (UQLs) > MQLs
Leveraging Data To Engage At The Right Time

© Map meaningful events in
customer lifecycle ...

® ... not just how to sell the first
time, but how to keep growing
and retaining

© Need to execute at scale

®© Rethink product packaging,
pricing, when does sales actually
start

Add-on

Module
é

First
Sale

First
Product
Setup

Sign-up

Acquire p» Retain

= =

First 30 days — greatest churn
25

Multiple
Product
Usage
Flows

avancate



Ecommerce As An Upsell To Direct Sales n

Drive Sales Efficiency With Commerce-Enabled Selling

o e . © Match with how customers
OO Research
G e T “Consume” and “Share” ...
™) Get help .
% *ee @ © ... And that certainly does not always
g <omver mean speaking with a sales person
\\\\3\ ki & 20; .
g ot - © Rise of Digital Goods and “X” as a
g @ 0 . o Service” only accelerates this trend
LA ."3" d. Perso'nolize
4 4 = Products as an excuse to sell services
N
pigsties = Partner ecosystems
000

= |ncrease total value of your solution

26
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Automate Renewals Across Your Channels ﬂ

Drive Growth and Retention Across Your Entire Ecosystem

®© Channel control important in a
commoditizing world — not just sell, but
retain within customer’s original context and
value add

| Affiliates, Software
companies partners

© Same types of tools to enable self-service
discovery, frictionless add on and renewals,
lead generation / triggers

| Resellers,
Distributors, OEMs

®© Channel-friendly: Leverage power of online
self-service with reseller lead reminders,
commerce and account support, attribution
and payments

27 avancate




Rethink Commerce: The Avangate Platform

= SR AHEN ¥ e

— e & ‘a Pi;r ?:,n{.‘x f.fz' ;?* $1 ¢ T —

g Ep— p - L EEreE_
> €

Online / Direct

Indirect Channels

Avangate eCommerce

Subscription Billing

Global Payments

Avangate Commerce Platform

Systems of Record

Financial Applications CRM Applications ERP Systems Analytic Tools

28 avancate




ABBYY Digital Scanning and OCR Solutions

Challenge

Background: ABBYY's Reduce eCommerce costs of legacy Integrated Commerce solution
recognition technologies and approach across contract costs and for localized online eCommerce,
products help people manage manpower to maintain and extend optimized storefront, affiliate
the increasing amount of

. . distribution & services,
. . . . . Few internal dedicated resources
information with digital scanning

combined with resource intensive streamlined product catalog,
products. platform switch to real-time physical
Objectives: manufacturing & fulfillment

. Agility: ability to self-service to Required a scalable solution with Deep

[alinch newpromotiansipricing: Commerce and Marketing Capabilities Integrated Commerce —
products * Regional Pricing and Purchase options Marketing Automation with
*  Better Marketing Control fornew ¢ Extensible commerce platform HubSpot to tie lead nurturing
promotions / NPI * Affiliate Network and Platform and Avangate SkyCommerce
«  Cost Reduction: free up budget * Options for Partner Management with initial focus on Trials
29 avancate



Integration with Marketing Automation

Retail Trial (Hubspot) -To - Purchase (Avangate) Workflow

1.1
Product Landing Pg
with Farm

1.3
Complete and
siilsimil i Bar

Lead

13
Send Lead
“Thank Yau'

o dowenload
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Email weith link
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ifi Hulbdpo! Cantadis

I

T
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PrEUring CAnEE AN Lt for Product
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*
110 1.9
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URL Trggers
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ABBYY

[y

1.11
Thank Wi
Page sent
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S EIEES Next-Gen Cost Estimation Tools

Challenge

Background: Sigma Estimates is Overly Simple Sales Funnel not keeping New Online Process: Moved
spreadsheet-on-steroids cost pace with the complexity of new demand from manual current solution for
estimation solution for their channels — working with brands such as follow-ups, etc. 2 automated
audience of contractors, Autodesk, RSMeans, etc., even as Marketo response, engagement,

was used for landing pages and custom sign-

transaction either self-service,
ups from these brands.

or direct sales

engineers and architects.

Objectives:

« Maximize Conversion: Ensure Support Custom Flows at Scale. Wanted to Total Revenue Automation
customer signups rate at a provide a close customer experience in the Integrated Marketing +
massive scale first few weeks, with training and support Commerce Solution

*  Focus on customer engagement resources for easy signup.

*  Automated event triggers

with content: Follow customer
*  New Upsell / Cross-sell paths

journey closely within the first few

. Diversify its pricing models. Growth strategy establishing new revenue
weeks of signup. - . .
) called for the ability to offer multiple license streams
> ICREROLIEIEL LT models for freemium, subscriptions and e  Bett trol and visibilit
experimenting with pricing models ’ P etier control and visibility
e el upsell/cross-sell.
31 avancate



Embracing Lead To Revenue Management
Takeaways

® Individual is at the center

®© Lead to revenue management critical for B2B and B2C to ensure that you
are not leaving money on the table

® Automation is fundamental — engagement, self-service, personalized

© Need to Rethink Commerce: transact at every customer touch point,
optimize new business models, reach new markets

®© Continuous experimentation is the only constant — approach, offering,
promotion, market, geo

32 aJancate



Embracing Lead To Revenue Management
What Should You Do Tomorrow

© Start with reviewing your lead management approach

= Whoisinvolved with, or has a vested interest in, improving lead management and commerce

®© Introduce self-service to your marketing & servicing strategy

= Engage sales to communicate the value of lead management and understand sales requirements for
volume and value of leads, and quantify today and tomorrow potential impact

= |dentify and prioritize channels today, next 3 years

Download whitepaper on Lead to Revenue Management (Download Now)

Join the conversation around C3 — avangate.com/blog

Rethink Commerce to begin to map your business platform

33 aJancate


http://www.avangate.com/docs/en/whitepapers/Lead-to-Revenue-Transformation-Whitepaper-2013.pdf

Thank You!

Do not hesitate to contact us for follow-up or questions at marketing@avangate.com

For more information on Avangate and SkyCommerce, please visit www.avangate.com

Avangate Inc.
Redwood Shores CA., USA
Tel: (650) 249 - 5280

Avangate B.V.
Amsterdam, The Netherlands
Tel: +31 20 890 8080

L avancGate

www.avangate.com




