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Big Picture

UK SMB Target Actual

Percenta
ge of 
target

Spend $10,000 $10,150 102%

Leads 150 155 106%

MB's 85 85 100%

MA's 65 63 98%

SQO's 45 44 99%

Deals 15 16 107%

MRR $13,000 $16,770 129%

UK SMB Target Actual
Percentag
e of target

Spend $9000 $8131 85%

Leads 100 95 95%

MB's 80 100 125%

MA's 60 60 100%

SQO's 40 39 98%

Deals 10 10 100%

MRR $10,000 $9750 98%

Month 1 Month 2



Split the funnel
Month 1   

Inbound 18 53.85%

Paid 5 15.38%

Content 8 23.08%

Product 3 7.69%

Total 34  

   

Month 2   

Inbound 29 64.71%

Paid 14 29.41%

Content 2 5.88%

Total 45  

   

   

Month 3   

Inbound 33 66.67%

Paid 10 22.22%

Content 4 11.11%

Total 47  

Analysis

● Looking at the CW from Month 1 through to Month 3, 
we actually see the number of CW Inbounds increase 
nominally and as percentage of CW for the month.

● Paid also shows a trend increase nominally and as a 
percentage share, from Month 1 to Month 3. 
However, it’s inconsistent with a dip in October.

● Content we see remain fairly flat. But this is expected 
behaviour.

This demonstrates, we’re making movements towards 
replacing content deals with inbound ones. If we can make 
paid more consistent this will help significantly increasing 
revenue.  



Inbound Velocity
Analysis

In the last 4 months, November has had the highest number of 
demo requests. This equates to a month on month, increase of 
25%.

However, it was only a 4% increase on August, our second 
biggest month. 

Looking further back at the data, August does appear to have 
been an outlier and had a particularly strong performance from 
paid channels.

On average there inbound makes up 55% demo request and 
paid 45%



Sales Cycle 
Analysis

The below line graph shows the average sales cycle from 
September. We can see from the graph, that the sales cycle on 
CW opps has been getting quicker. 

Not only has it been trending downwards, it has also been 
consistently below target. We can make an effort with lifecycle 
campaigns to drive this down further. 

Target: 45 Days

Month 1: 43 Days
Month 2 19 Days
Month 3: 35 Days



Measuring Awareness Ads 



Performance Ads



“Human Attribution”


