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The concept of Revenue Performance Management (RPM) was 

introduced less than two years ago, but it has already generated a 

VLJQLÀFDQW�PL[�RI�LQWHUHVW��EX]]��K\SH�DQG�HYHQ�VRPH�FRQIXVLRQ��

The interest generated by the new category is understandable because 

the majority of marketers are now being challenged to demonstrate and 

LQFUHDVH�WKHLU�FRQWULEXWLRQ�WR�UHYHQXH��7KHUHIRUH��LQ�QDPH�DORQH��530�

LV�FDXVLQJ�FXULRXV�H[HFXWLYHV�WR�LQYHVWLJDWH�KRZ�WKH\�FDQ�LPSURYH�WKHLU�

PHDVXUHPHQW�FDSDELOLWLHV�DQG�VXSSRUW�WKHLU�LQÁXHQFH�RQ�WRS�OLQH�JURZWK��

In addition to the primary need 

to justify marketing spend, 

progressive companies are seeing 

RPM as a potential competitive 

differentiator in a business climate 

where organic growth is often 

D�UDUH�FRPPRGLW\��-XVW�DV�&(2V�

are looking to drive innovation 

in areas such as product 

development and supply chains, 

PDQ\�DUH�UHDOL]LQJ�WKH�QHHG�

IRU�D�JDPH�FKDQJLQJ�VROXWLRQ�WR�LPSURYH�WKH�HIÀFLHQF\�RI�PDUNHWLQJ�

LQYHVWPHQWV�and DFFHOHUDWH�WKH�YHORFLW\�RI�VDOHV�F\FOHV� 

7KH�EX]]�DURXQG�530�KDV�EHHQ�KHLJKWHQHG�E\�LQGXVWU\�GDWD�DQG�

FDVH�VWXGLHV��ZKLFK�GHPRQVWUDWH�WKDW�UHYHQXH�IRFXVHG�PDUNHWLQJ�

RUJDQL]DWLRQV�DUH�RXWSHUIRUPLQJ�WKH�ÀHOG��$FFRUGLQJ�WR�WKH�2011 

Lenskold Group Lead Generation Marketing ROI Study, companies 

outgrowing their competitors were much PRUH�OLNHO\�WR�UHSRUW�PDUNHWLQJ�

FRQWULEXWLRQ�WR�VHQLRU�PDQDJHPHQW than companies with the same or 

VORZHU�JURZWK��

7KH�UHSRUW�DOVR�IRXQG�D�GRXEOH�GLJLW�GLIIHUHQFH�LQ�FRPSDQLHV�UHSRUWLQJ�

WRWDO�VDOHV�FRQWULEXWHG�E\�PDUNHWLQJ������YV�������DQG�UHYHQXH�

FRQWULEXWHG�E\�PDUNHWLQJ������YV��������,Q�DGGLWLRQ��WKH�/HQVNROG�

Group report found higher growth companies are more likely to report 

PDUNHWLQJ�JHQHUDWHG�UHYHQXH�WR�VHQLRU�PDQDJHPHQW������YV��������

executive summary

Progressive companies see RPM as a potential 
competitive differentiator in a business climate 
where organic growth is often a rare commodity.
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While RPM is a new model and offers great potential for marketing, 

there is danger that the new category will be hyped too quickly and 

FDXVH�FRQIXVLRQ�DQG�XQUHDOLVWLF�H[SHFWDWLRQV�IRU�QHZ�DGRSWHUV��:LWK�

DQ\�JDPH�FKDQJLQJ�DSSURDFK�WR�FRQYHQWLRQDO�EXVLQHVV�PRGHOV��WKHUH�

are some companies who rush to adopt new tools and processes before 

WKH\�KDYH�WKH�ULJKW�IRXQGDWLRQ�LQ�SODFH��

The reality is RPM is QRW�MXVW�DERXW�GHSOR\LQJ�WHFKQRORJ\��,Q�RUGHU�WR�

effectively embark on the journey toward a successful RPM strategy, 

companies need to SUHSDUH�QHZ�DSSURDFKHV��SURFHVVHV�DQG�WRROV�to 

DQDO\]H��PHDVXUH�DQG�LPSURYH�DOO�WKH�IDFWRUV�WKDW�LQÁXHQFH�WRS�OLQH�JURZWK��

$QRWKHU�UHDVRQ�WKHUH�LV�

understandable confusion 

around RPM is because many 

marketers are still trying to get 

their arms around demand 

generation and how to fully 

XWLOL]H�PDUNHWLQJ�DXWRPDWLRQ��

&DUORV�+LGDOJR��&(2�RI�SURFHVV�

management consultancy The 

$QQXLWDV�*URXS��SRLQWV�RXW�WKDW�

PDQ\�PDUNHWLQJ�H[HFXWLYHV�

UHDOL]H�WKH�QHHG�IRU�GHHSHU�UHYHQXH�LQWHOOLJHQFH, but aren’t prepared for 

WKH�QH[W�VWHS��´,�KDYH�VHHQ�WKDW�PDQ\�&02V�DQG�PDUNHWLQJ�H[HFXWLYHV�

now understand that their roles have changed and that they need to 

EHJLQ�WR�GHPRQVWUDWH�WKHLU�FRQWULEXWLRQ�WR�SLSHOLQH�µ�+LGDOJR�VDLG��

´:KLOH�WKHUH�LV�WKLV�UHDOL]DWLRQ��,�WKLQN�PDQ\�DUH�VWLOO�ORRNLQJ�DW�KRZ�WKH\�

FDQ�GR�WKLV�FRQVLVWHQWO\�µ

7KLV�(�ERRN�ZLOO�KHOS�HGXFDWH�FRPSDQLHV�RQ�WKH�IRXQGDWLRQDO�DVSHFWV�

RI�530�DQG�SURYLGH�JXLGDQFH�WR�KHOS�RUJDQL]DWLRQV�GHWHUPLQH�ZKHWKHU�

RU�QRW�WKH\�DUH�UHDG\�WR�DGRSW�530�WRROV�DQG�SURFHVVHV��,Q�DGGLWLRQ�WR�

KHOSLQJ�FRPSDQLHV�DQDO\]H�WKHLU�530�UHDGLQHVV��WKH�(�ERRN�ZLOO�DOVR�RIIHU�

insights into the powerful payoffs RPM approaches can provide when 

UROOHG�RXW�SURSHUO\��

Thirty-eight percent (38%) of higher growth 
companies are more likely to report 
marketing-generated revenue to senior 
management than others (26%).
-2011 Lenskold Group Lead Generation Marketing ROI Study
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Industry estimates still put adoption of marketing automation solutions at 

OHVV�WKDQ������EXW�WKHVH�WRROV�KDYH�DFWXDOO\�EHHQ�DYDLODEOH�IRU�PRUH�WKDQ�

D�GHFDGH��:KLOH�PDQ\�FRPSDQLHV�DUH�VWLOO�FDWFKLQJ�RQ�WR�WKH�EHQHÀWV�

of automation, there is already a growing group of early marketing 

automation adopters who have progressively graduated to more 

VRSKLVWLFDWHG�XVHV�RI�WKHVH�WRROV�DQG�HVWDEOLVKHG�ZHOO�GHÀQHG�GHPDQG�

JHQHUDWLRQ�VWUDWHJLHV��

Because many of these leaders in leaders marketing automation are the 

VDPH�FRPSDQLHV�WKDW�DUH�QRZ�EOD]LQJ�WKH�WUDLO�IRU�UHYHQXH�PHDVXUHPHQW�

and management, many industry analysts are pointing to RPM as 

the advanced class or QH[W�JHQHUDWLRQ�RI�PDUNHWLQJ�DXWRPDWLRQ�DQG�

GHPDQG�JHQHUDWLRQ� 

For those marketers still using manual tools or basic email systems to 

deliver and measure their marketing campaigns, measurement and 

DQDO\VLV�LV�XVXDOO\�OLPLWHG�WR�WUDFNLQJ�RSHQV�DQG�FOLFNV��$IWHU�JUDGXDWLQJ�

to a marketing automation system, companies typically add web 

LQWHOOLJHQFH�WR�WKH�PL[�WR�WUDFN�YLVLWV��WUDIÀF�VRXUFHV��OHDG�FRVWV�DQG�

SURVSHFW�DFWLYLW\��

&RPSDQLHV�WKDW�DUH�UHDG\�WR�DGRSW�DQ�530�SODQ�DUH�W\SLFDOO\�DVNLQJ�

PRUH�FRPSOH[�TXHVWLRQV and looking for measurement analysis to 

VXSSRUW�WKRVH�TXHVWLRQV��)RU�H[DPSOH��UDWKHU�WKDQ�VLPSO\�IRFXVLQJ�RQ�KRZ�

to generate more leads or close more deals, RPM adopters are looking 

at deeper issues such as:

�� 6KRXOG�ZH�LQYHVW�PRUH�LQ�VDOHV�RU�PDUNHWLQJ"

�� +RZ�GR�ZH�RSWLPL]H�UHYHQXH�LQYHVWPHQWV"

�� :KHUH�LV�RXU�QH[W�UHYHQXH�RSSRUWXQLW\"

What You need To Know about RPM
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2QH�HDUO\�DGRSWHU�RI�530�WRROV�DQG�WDFWLFV�UHFHQWO\�VKDUHG�KRZ�WKH�

PRGHO�FKDQJHG�WKH�ZD\�WKH�FRPSDQ\·V�WHDP�DSSURDFKHG������

SODQQLQJ��´:H�VDLG�ZH�DUH�JRLQJ�WR�JURZ�����DQG�WKDW�ZDV�RXU�ÀUVW�

WDUJHW�µ�WKH�H[HFXWLYH�VDLG��´7KHQ�ZH�KDG�WR�GR�D�UHYHQXH�SODQ�µ

In order to support that revenue plan the company had to ask  

questions including: 

�� +RZ�PXFK�LV�JRLQJ�WR�FRPH�IURP�RXU�LQVWDOOHG�EDVH"��

�� +RZ�PXFK�IURP�QHW�QHZ�EXVLQHVV"�

�� :KDW�GRHV�WKDW�ORRN�OLNH�PRQWKO\��TXDUWHUO\� 
DQG�DQQXDOO\"�

´:H�GLG�VRPH�SUHWW\�H[WHQVLYH�ÀQDQFLDO�PRGHOLQJ�WKDW�JDYH�XV�D�WRS�

GRZQ�JURZWK�QXPEHU�DV�ZHOO�DV�D�ERWWRP�XS�RI�WKH�SHUIRUPDQFH�DQG�

HIIHFWLYHQHVV�ZH�ZRXOG�QHHG�WR�JHW�WKHUH�µ�WKH�H[HFXWLYH�QRWHG��´:H�NQRZ�

what rate are our leads converting to new deals and then how many leads 

ZLOO�PDUNHWLQJ�QHHG�WR�JHQHUDWH�WR�VXSSRUW�WKDW�UHYHQXH�JRDO�µ�

´:H�QRZ�NQRZ�WKH�YDULDEOHV�LQ�WHUPV�RI�ZKDW�DOO�RI�RXU�WHDPV�QHHG�WR�

deliver to reach our goal, as well as what our investment levels need to 

EH�LQ�ERWK�PDUNHWLQJ�DQG�VDOHV�WR�VXSSRUW�WKDW�UHYHQXH�JURZWK�ÀJXUH��

That is what RPM does, it PDNHV�SODQQLQJ�PRUH�VFLHQWLÀF�DQG�SUHGLFWDEOH 

DFURVV�RXU�FRPSDQ\�µ�

Case in Point:  
how RPM Reshapes The sales & Marketing Plan

RPM enables organizations to define investment 
level needs, understand lead conversion rates and 
support revenue goals. 
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$W�WKH�VDPH�WLPH��WKHUH�DUH�PDUNHW�G\QDPLFV�WKDW�DUH�DFFHOHUDWLQJ�WKH�

QHHG�IRU�GHHSHU�LQWHOOLJHQFH�LQWR�WKH�IDFWRUV�GULYLQJ�UHYHQXH��1RW�RQO\�LV�

growth more elusive for many companies, but buying behavior has also 

become harder to track so companies are quickly looking for analytics 

and insights that can KHOS�LGHQWLI\�WKH�WULJJHUV�WKDW�DFFHOHUDWH�SURVSHFWV�

WKURXJK�WKH�VDOHV�F\FOH�DV�HIÀFLHQWO\�DV�SRVVLEO\��

The combination of these business realities and market forces, has made 

FRPSDQLHV�UHDOL]H�WKH\�QHHG�WR�DSSO\�WKH�VDPH�PHDVXUHPHQW�DQG�

SUHFLVLRQ�WR�PDUNHWLQJ�DV�WKH\�GR�WR�VDOHV��ÀQDQFH��VXSSO\�FKDLQ�DQG�

RWKHU�NH\�GHSDUWPHQWV�DQG�GLVFLSOLQHV�ZLWKLQ�WKH�HQWHUSULVH��

´(YHU\�PDUNHWHU�NQRZV�WKH\�KDYH�WR�EH�UHSRUWLQJ�LQIRUPDWLRQ�WR�VHQLRU�

PDQDJHPHQW�DQG�WKH�FKDOOHQJH�LV�ZKDW�WR�UHSRUW�RQ�µ�VDLG�'DYLG�/HZLV��

3UHVLGHQW�RI�6LOLFRQ�9DOOH\�EDVHG�PDUNHWLQJ�FRQVXOWDQF\�'HPDQG*HQ�

,QWHUQDWLRQDO��´6RPH�PDUNHWHUV�DUH�UHSRUWLQJ�FDPSDLJQ�PHWULFV�VXFK�

DV�RSHQ�UDWHV��DQG�FOLFN�WKURXJK�UDWHV��EXW�WKDW�LV�DQDORJRXV�WR�D�&)2�

WDONLQJ�DERXW�KRZ�PXFK�VRPHRQH�VSHQW�DW�D�GLQQHU��,W�LV�VR�JUDQXODU��EXW�

LUUHOHYDQW�WR�RSHUDWLRQDO�DQG�ÀQDQFLDO�PHWULFV��7KHUH�LV�QR�HTXLYDOHQW�WR�

*$$3�IRU�PDUNHWLQJ��530�LV�JLYLQJ�WKH�PDUNHWHU�WKH�IUDPHZRUN�WR�FRPH�

WR�WKH�ERDUGURRP�WDEOH and have a conversation about contribution to 

UHYHQXH��,W�EULQJV�WKH�FRQYHUVDWLRQ�XS�WR�ZKDW�XOWLPDWHO\�PDWWHUV�DQG�

EULQJV�YDOXH�WR�WKH�ÀUP�µ�

Why You need To start 
studying The RPM Roadmap

1RW�DOO�FRPSDQLHV�DUH�UHDG\�WR�HPEDUN�RQ�DQ�530�MRXUQH\�WRGD\��

but it is critical to start preparing for the transformation just to keep up 

ZLWK�WKH�FKDQJLQJ�UHDOLWLHV�RI�EXVLQHVV�DQG�EX\LQJ�EHKDYLRU��,OOXVWUDWLQJ�

these new realities, consider the following stats from a Demand Gen 

Report survey:

�� ����RI�&(2V�DUH�QRZ�DFWLYHO\�WUDFNLQJ�PDUNHWLQJ·V�
LPSDFW�RQ�UHYHQXH�

�� ����RI�PDUNHWLQJ�GHSDUWPHQWV�DUH�QRZ�UHVSRQVLEOH�
IRU�D�UHYHQXH�JRDO��DQG

�� 0DUNHWLQJ�GHSDUWPHQWV�FXUUHQWO\�UHVSRQVLEOH�IRU�D�
UHYHQXH�JRDO�UHSRUWHG���WR����SRLQWV�KLJKHU�LQ�NH\�
SHUIRUPDQFH�LQGLFDWRUV��.3,V��

The survey also showed marketers are not content with their current 

revenue measurement capabilities, with more than half of respondents 

indicating they are planning to add tools and processes the provide 

GHHSHU�LQWHOOLJHQFH�DURXQG�IDFWRUV�VXFK�DV�FDPSDLJQ�LQÁXHQFH�

DWWULEXWLRQ��SUHGLFWDELOLW\�RI�OHDG�FRQYHUVLRQ�DQG�WUHQGV�RYHU�WLPH��

The new Realities of Revenue 

Contribution Tracking



/HZLV�SRLQWV�WR�WZR�EDVLF�SULQFLSOHV�WKDW�VHSDUDWH�530�IURP�WUDGLWLRQDO�

marketing principles:

�� a Focus on the entire sales & 

Marketing Funnel:  While companies tend 

to focus only top of the funnel activity such as clicks and lead 

YROXPH��SURJUHVVLYH�RUJDQL]DWLRQV�DUH�PHDVXULQJ�WKH�FRQYHUVLRQ�

RI�OHDGV�DW�NH\�VWDJHV and developing forecasts for how leads will 

XOWLPDWHO\�FRQYHUW�WR�TXDOLÀHG�OHDGV��RSSRUWXQLWLHV�DQG�FORVHG�

GHDOV��8OWLPDWHO\��/HZLV�VDLG��WKLV�PRGHO�DOORZV�FRPSDQLHV�WR�

IRUHFDVW�DQG�SUHGLFW�KRZ�WKHLU�SLSHOLQHV�ZLOO�SHUIRUP�RYHU�WLPH��
�� The establishment of new 

Value Metrics: $V�FRPSDQLHV�DSSO\�530�WRROV�

DQG�SURFHVVHV��WKH\�W\SLFDOO\�H[SDQG�WKHLU�IRFXV�EH\RQG�DFWLYLW\�

PHWULFV�DQG�ORRN�DW�WKH�UHDO�YDOXH�WR�WKH�EXVLQHVV��%HFDXVH�530�

often integrate sales and marketing measurement, companies 

look more at the total investment put out and what return was 

\LHOGHG�IURP�LW��7KH�JRDO�RI�WKHVH�QHZ�PHWULFV�LV�WR�DGG�WKH�DELOLW\�

to look at trends over time, rather than simply tracking individual 

FDPSDLJQV��$V�DQ�H[DPSOH��VRPH�OHDGLQJ�530�DGRSWHUV�DUH�

starting to track ´'D\V�/HDGV�2XWVWDQGLQJµ��'/2V��WR�H[DPLQH�

WUHQGV�RYHU�WLPH�DQG�ÀQG�WKDW�VDOHV�F\FOHV�DUH�OHQJWKHQLQJ��

7

Buying behavior has become harder to track, so 
companies are quickly looking for analytics and 
insights that can help identify the triggers that 
accelerate prospects through the sales cycle as 
efficiently as possible.
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For companies that are in the early stages of rolling out a marketing 

automation system, aligning their sales and marketing teams or still 

establishing processes for lead management, the likelihood is they may 

not be ready to take on the advanced analytics and measurement 

LQYROYHG�ZLWK�530��

,W�LV�FULWLFDO�WKDW�FRPSDQLHV�UHDOL]H�530�LV�QRW�D�VLOYHU�EXOOHW�WR�PDJLFDOO\�

make up for underperforming sales team or disjointed marketing 

PHVVDJLQJ��&RPSDQLHV�FDQ·W�VNLS�RYHU�WKH�IRXQGDWLRQDO�VWDJHV�RI�

developing strategies and best 

practices for demand generation 

DQG�DGYDQFH�WR�530��

In fact, market leaders have pointed 

out that RPM is actually the evolution 

RI�DGYDQFHG�GHPDQG�JHQHUDWLRQ��

&RPSDQLHV�WKDW�JUDGXDWHG�EH\RQG�

the basic measurement of clicks 

and visits and are starting to look at 

the conversion rates from inquiries 

to sales opportunities are more likely 

FDQGLGDWHV�WR�VXFFHVVIXOO\�DGRSW�530��

$�VXFFHVVIXO�530�DGRSWLRQ�UHTXLUHV�D�FRPSDQ\�WR�LQWHJUDWH�NH\�

FRUSRUDWH�IXQFWLRQV�DQG�GDWD�that are crucial to drive top line growth, 

DQG�HOLPLQDWH�RSHUDWLRQDO�VLORV��$�FRUH�WUDLW�DPRQJ�530�HDUO\�DGRSWHUV�

is a ZHOO�GHÀQHG�UHYHQXH�SURFHVV��7KLV�V\VWHP�HQDEOHV�RUJDQL]DWLRQV�

to govern how multiple functions across the revenue cycle – including 

marketing, insides sales & sales – are measuring and following the 

VWUDWHJ\�ZLWK�JUHDW�SUHFLVLRQ��7KLV�LV�SHUKDSV�WKH�PRVW�LPSRUWDQW�SDUW�

of the RPM strategy because each of these steps in revenue cycle are 

OLQNHG�WRJHWKHU�DQG�JRYHUQHG�E\�VHUYLFH�OHYHO�DJUHHPHQWV��6/$V���

Before embarking on the RPM journey, companies should FRQVLGHU�

WKH�PDWXULW\�RI�WKHLU�PDUNHWLQJ�DQG�VDOHV�RUJDQL]DWLRQV, as well as their 

RUJDQL]DWLRQDO�SURFHVVHV�DQG�VNLOOVHWV��

are You Ready For RPM — 
What are The Common Characteristics?

A successful RPM adoption requires a company 
to integrate key corporate functions and data 
that are crucial to drive top line growth, and 
eliminate operational silos.



&RPPRQ�RUJDQL]DWLRQDO�FKDUDFWHULVWLFV�RI�530�XVHUV�

 9 6XFFHVVIXOO\�DGRSWHG�VDOHV�IRUFH�DXWRPDWLRQ�V\VWHP�
VXFK�DV�6DOHVIRUFH�FRP��2UDFOH�RU�0LFURVRIW�

 9 'HÀQHG�VDOHV�SLSHOLQH�PHWULFV�DQG�SURFHVV��

 9 0DUNHWLQJ�DXWRPDWLRQ�LQ�SODFH�DQG�KDV�LQWHJUDWHG�
WKH�V\VWHP�ZLWK�&50�6)$�WRROV��ZLWK�DFFXUDWH�UHFRUGV�
DQG�UHSRUWLQJ�

 9 6WDQGDUGL]HG�GHÀQLWLRQ�IRU�TXDOLÀHG�OHDG�DQG�
HVWDEOLVKHG�SURFHVVHV�IRU�OHDG�PDQDJHPHQW�

 9 &OHDQ�DQG�XS�WR�GDWH�FRQWDFW�GDWDEDVH�

 9 6RPH�IRUP�RI�OHDG�VFRULQJ�V\VWHP�SURFHVV�LQ�SODFH�

 9 0DUNHWLQJ�RSV�UROH�RU�VWDIIHU�LQ�SODFH� 

$�FRPSDQ\�GRHV�QRW�QHHG�DOO�RI�WKH�DERYH�FKDUDFWHULVWLFV�LQ�SODFH�WR�

start an RPM initiative, but they do need to acknowledge the current 

VWUHQJWKV�DQG�OLPLWDWLRQV�RI�WKHLU�RUJDQL]DWLRQ�

$Q�RUJDQL]DWLRQ�GRHV�QRW�QHHG�WR�EH�ODUJH�LQ�RUGHU�WR�EH�UHDG\�IRU�

530��,Q�IDFW��LQ�VWXG\LQJ�WKH�ODQGVFDSH�RI�HDUO\�DGRSWHUV��D�PRUH�

FRPPRQ�DWWULEXWH�RI�UHYHQXH�IRFXVHG�RUJDQL]DWLRQV�LV�WKH�FRPSDQ\·V�

JURZWK�UDWH��6PDOO�DQG�PLG�VL]HG�FRPSDQLHV�DUH�IUHTXHQWO\�MXVW�DV�

FRPPLWWHG�WR�SUHGLFWDEOH�JURZWK�DQG�DUH�DGRSWLQJ�530��

$GGLWLRQDOO\��LQGXVWU\�H[SHUWV�SRLQW�RXW�WKDW�PDQ\�RI�WKH�HDUO\�DGRSWHUV�

RI�530�KDYH�EHHQ�VPDOOHU�YHQWXUH�EDFNHG�ÀUPV�ZLWK�DJJUHVVLYH�

JURZWK�VWUDWHJLHV��7KHVH�ÀUPV�XQGHUVWDQG�WKH\�QHHG�WR�EH�PHDVXULQJ�

every aspect of their business, and rather than just being valued on 

traditional balance sheet, they are reporting on the performance and 

HIÀFLHQF\�RI�WKHLU�SLSHOLQHV��

7KHVH�KLJK�JURZWK�ÀUPV�DUH�QRW�RQO\�VKRZLQJ�KRZ�PXFK�UHYHQXH�WKH\�

closed in a quarter, they are able to drill down deeper and demonstrate:

�� 7KH�FRQYHUVLRQ�UDWHV�RI�OHDGV�DW�YDULRXV�VWDJHV�ZLWKLQ�
WKHLU�IXQQHO��SURYLGLQJ�D�OHYHO�RI�SUHGLFWDELOLW\�IRU�
IXWXUH�UHYHQXH�SHUIRUPDQFH�

�� 7KH�YHORFLW\�DW�ZKLFK�WKRVH�GHDOV�DUH�FORVLQJ��DV�ZHOO�DV

�� +RZ�WKHLU�SLSHOLQH�PHWULFV�FRPSDUH�WR�RWKHU�
FRPSDQLHV�E\�VWDJH�W\SH��

does an organization need to 
be BiG to be ready for RPM?
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In addition to having the right technology and processes in place, 

DQRWKHU�RI�WKH�NH\�FRQVLGHUDWLRQV�LV�KDYLQJ�WKH�ULJKW�VWDIÀQJ�DQG�VNLOO�VHWV�

WR�VXSSRUW�WKH�DGYDQFHG�DSSURDFK�RI�530��

Industry insiders point to a dedicated PDUNHWLQJ�RSHUDWLRQV�staffer 

DV�D�PXVW�KDYH�IRU�FRPSDQLHV�HPEDUNLQJ�RQ�DQ�530�MRXUQH\��

Still a relatively new discipline, marketing ops staffers are typically 

responsible for the processes, technology, metrics and best practices 

ZLWKLQ�PDUNHWLQJ��$QDO\VW�ÀUP�,'&�SRLQWV�RXW�WKDW�WKH�PDUNHWLQJ�RSV�

UROH�´HQDEOHV�DQ�RUJDQL]DWLRQ�WR�UXQ�WKH�PDUNHWLQJ�IXQFWLRQ�DV�D�IXOO\�

DFFRXQWDEOH�EXVLQHVV��0DUNHWLQJ�RSHUDWLRQV�LV�DERXW�SHUIRUPDQFH��

ÀQDQFLDO�PDQDJHPHQW��VWUDWHJLF�SODQQLQJ��PDUNHWLQJ�UHVRXUFH�DQG�VNLOOV�

DVVHVVPHQW�DQG�PDQDJHPHQW�µ

Where traditional 

marketing staffers 

have backgrounds 

in PR, creative and 

branding, marketing 

RSV�H[SHUWV�RIWHQ�KDYH�

VNLOOV�DQG�H[SHULHQFH�LQ�

IT, web development, 

ÀQDQFH�RU�VDOHV��

:KLOH�PDQ\�SURJUHVVLYH�FRPSDQLHV�DUH�EHJLQQLQJ�WR�DSSRLQW�&KLHI�

5HYHQXH�2IÀFHUV�WR�GULYH�WKHLU�UHYHQXH�VWUDWHJ\�DQG�IRUP�UHYHQXH�

steering committees, industry insiders stress that marketing operations 

SHUVRQQHO�DUH�W\SLFDOO\�WKH�NH\�VWDNHKROGHUV�IRU�530��´(YHU\�PDUNHWLQJ�

RUJDQL]DWLRQ�QHHGV�D�0DUNHWLQJ�2SV�SHUVRQ�µ�VDLG�/HZLV��´7KLV�LV�OLNH�WKH�

&)2�RI�WKH�0DUNHWLQJ�'HSDUWPHQW��,I�WKH\�GRQ·W�KDYH�WKDW�SHUVRQ�ZKRVH�

FKDUWHU�DQG�UHVSRQVLELOLW\�LV�IRU�530��WKH\�ZRQ·W�JHW�WKHUH�µ�

,OOXVWUDWLQJ�WKH�JURZLQJ�LQÁXHQFH�RI�WKH�PDUNHWLQJ�RSHUDWLRQV�UROH��

02&&$��DQ�DVVRFLDWLRQ�IRU�0DUNHWLQJ�2SHUDWLRQV�SURIHVVLRQDOV�IRUPHG�

E\�VRPH�RI�WKH�HDUOLHVW�HQWUDQWV�LQWR�WKH�ÀHOG��KDV�JURZQ�WR�PRUH�WKDQ�

����PHPEHUV�IURP�QHDUO\�����RUJDQL]DWLRQV�

The role of marketing operations is critical 
to the success of RPM, centered on financial 
management, strategic planning, marketing 
resource and skills assessment.

The People Power Behind RPM success
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http://www.mo-cca.com/
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Because RPM is still a new category, its important for new adopters 

WR�VHW�UHDVRQDEOH�H[SHFWDWLRQV��)RU�WKRVH�FRPSDQLHV�ZLWK�PDWXUH�

operational processes and skillsets, though, the early results around 

530�KDYH�EHHQ�LPSUHVVLYH��

7KHVH�FRPSDQLHV�KDYH�QRW�RQO\�UHSRUWHG�UHYHQXH�JURZWK�WKDW�IDU�

outpaced the overall market, they are also able to show how that 

growth was supported with increased conversion rates at stages of 

WKH�SLSHOLQH��

)RU�FRPSDQLHV�FRQVLGHULQJ�DQ�530�MRXUQH\��LQGXVWU\�H[SHUWV�VXJJHVW�

IRFXVLQJ�RQ�WKH�IROORZLQJ�ÀYH�.3,V��RU�UHYHQXH�SHUIRUPDQFH�LQGLFDWRUV��53,V��

1. Reach 

Reach describes the potential audience that can be targeted 

WKURXJK�VDOHV�DQG�PDUNHWLQJ�FRPPXQLFDWLRQ�FKDQQHOV��5HDFK�

VLJQLÀHV�WKH�WRWDO�QXPEHU�RI�FRQWDFWV�WKDW�DUH�DVVRFLDWHG�ZLWK�

active or potential revenue cycles, which is critical to plans to 

LQFUHDVH�YDOXH��0DQ\�FRPSDQLHV�UHDFK�WKHLU�EX\HUV�ZLWK�HPDLO�DV�D�

SULPDU\�FRPPXQLFDWLRQ�FKDQQHO��$V�D�UHVXOW��UHDFK�RIWHQ�KLQJHV�RQ�

WKH�VL]H�DQG�FOHDQOLQHVV�RI�D�FRPSDQ\·V�HPDLO�GDWDEDVH��DV�ZHOO�DV�

D�UHGXFWLRQ�LQ�KDUG�´ERXQFH�EDFNVµ�DQG�JOREDO�XQVXEVFULEHV�

$V�D�PRGHO�IRU�PHDVXULQJ�UHDFK��D�FRPSDQ\�FRXOG�FRQVLGHU�

�� )RU�SHULRG�;�ZKDW�LV�P\�DYHUDJH�GDWDEDVH�	�IXQQHO�
JURZWK�UDWH"�

�� )RU�PRQWK�;�ZKDW�LV�WKH�LQÁRZ�DQG�RXWÁRZ�RI�
QDPHV�LQ�P\�GDWDEDVH�	�IXQQHO"

�� 7KHQ��IRU�PRQWK�;�ZKDW�LV�P\�IXQQHO�UHDFK�E\�VWDJH"�

7KH�5HDFK�53,�KHOSV�H[HFXWLYHV�EHWWHU�DOORFDWH�UHVRXUFHV�WRZDUGV�

GDWDEDVH�JURZWK�YHUVXV�HQJDJHPHQW�FDPSDLJQLQJ��'ULOOLQJ�

down in this indicator allows users to compare the volume of 

leads and opportunities in the revenue cycle against earlier 

time periods, and assess whether this volume is enough to meet 

IRUZDUG�UHYHQXH�WDUJHW�JRDOV�

The Potential Payoffs Of an RPM Journey
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2. Value 

9DOXH�LV�WKH�WRWDO�UHYHQXH�H[SHFWHG�IURP�WKH�FXUUHQW�OHDG�

LQYHQWRU\�LQ�WKH�HQG�WR�HQG�UHYHQXH�SLSHOLQH��$VVHVVLQJ�WKH�

YDOXH�RI�DQ�H[WHQGHG�UHYHQXH�SLSHOLQH�IURP�SURVSHFW�WR�FORVHG�

revenue provides insight into whether future revenue target goals 

FDQ�EH�PHW�ZLWK�H[LVWLQJ�RSSRUWXQLWLHV��

7KH�9DOXH�53,�KHOSV�H[HFXWLYHV�XQGHUVWDQG�WKH�UHYHQXH�GROODUV�

associated with each stage of the revenue cycle – from clicks 

DOO�WKH�ZD\�WR�FORVHG�GHDOV��,W�DQVZHUV�WKH�TXHVWLRQ�´$UH�P\�VDOHV�

and marketing investments creating revenue opportunities?”  

3. Conversion 

&RQYHUVLRQ�LV�WKH�SURSRUWLRQ�RI�OHDGV�WKDW�SURJUHVV�WKURXJK�

the sales and marketing funnel at key stages, from marketing 

TXDOLÀHG�WR�VDOHV�RSSRUWXQLW\�WR�FORVH��7KLV�JLYHV�VDOHV�DQG�

marketing leaders a sense for their ability to progress leads 

WKURXJK�WKHLU�UHYHQXH�HQJLQH��,V�PDUNHWLQJ�DQG�VDOHV�HIÀFLHQW"�,W�

DQVZHUV�WKH�TXHVWLRQ�²�´ZKDW�SHUFHQW�RI�LQWHUHVWHG�SURVSHFWV�ZLOO�

become closed deals?” 

&RQYHUVLRQ�DV�D�UHYHQXH�SHUIRUPDQFH�LQGLFDWRU�LV�D�PHWULF�WKDW�

PRVW�PDUNHWLQJ�OHDGHUV�FUDYH��0DUNHWLQJ�LV�FRQVWDQWO\�VHHNLQJ�

benchmark comparisons as well as best practice guidance 

RQ�KRZ�WR�FRUUHFWO\�FDOFXODWH�FRQYHUVLRQ�UDWHV��$Q\�VRIWZDUH�

VROXWLRQ�KDV�WR�SURYLGH�GDVKERDUGV�WR�VKRZ�758(�FRQYHUVLRQ�

– meaning, it accurately shows how many leads from a given 

SHULRG�FRQYHUWHG�WKURXJK�WKH�IXQQHO��6R�PDUNHWLQJ�DQG�VDOHV�FDQ�

VHH�ZKLFK�VWDJHV�RI�WKH�IXQQHO�DUH�RSHUDWLQJ�DW�SHDN�HIÀFLHQF\�� 

$�FRQYHUVLRQ�LQGLFDWRU�EDVLFDOO\�DQVZHUV�WZR�TXHVWLRQV�

�� +RZ�DUH�P\�FRQYHUVLRQ�UDWHV�WUHQGLQJ�RYHU�WLPH��E\�
UHYHQXH�F\FOH�VWDJH"

�� +RZ�GR�WKRVH�UDWHV�VWDFN�XS�DJDLQVW�RWKHU�
FRPSDQLHV�LQ�D�EHQFKPDUN�LQGH[��L�H���KRZ�DUH�ZH�
SHUIRUPLQJ�YHUVXV�RWKHUV�"

conversion is the proportion of leads that progress 
through the sales and marketing funnel at key stages, 
from marketing qualified to sales opportunity to close.
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4. Velocity 

Velocity is the average time it takes for potential buyers to reach 

DQ�HQG�SRLQW�LQ�WKH�UHYHQXH�F\FOH��,I�WKH�WLPH�LW�WDNHV�WR�EULQJ�D�

prospect to the closed revenue stage is increasing, there could 

EH�RSSRUWXQLWLHV�WR�LPSURYH�VDOHV�DQG�PDUNHWLQJ�HIÀFLHQF\�DW�D�

SDUWLFXODU�VWDJH�RI�\RXU�UHYHQXH�F\FOH�

9HORFLW\�LV�DQ�LPSRUWDQW�HIÀFLHQF\�PHWULF�DV�ZHOO�²�WKH�ORQJHU�\RXU�

revenue cycle, the fewer opportunities your sales team can close 

LQ�D�JLYHQ�SHULRG�RI�WLPH��,W�LV�OLNHO\�WKDW�H[HFXWLYHV�ZRXOG�ZDQW�WR�

KDYH�WKLV�WUHQG�DQDO\]HG�LQ�GHWDLO�DQG�DVN�WKHLU�UHYHQXH�VWHHULQJ�

committee or marketing operations team drill into underlying 

GDWD�WR�LQYHVWLJDWH�YHORFLW\�E\�GHDO�VL]H��UHJLRQ��SURGXFW�6.8�RU�

OHDG�VRXUFH��%HFDXVH�YHORFLW\�LV�PHDVXUHG�LQ�QXPEHU�RI�GD\V��

the RPI line in this chart is the inverse of all others – meaning, the 

higher it goes, the slower your revenue cycle (and the worse you 

DUH�SHUIRUPLQJ���

5. Return 

5HWXUQ�UHSUHVHQWV�WKH�UHWXUQ�RQ�VDOHV�DQG�PDUNHWLQJ�LQYHVWPHQW��

,W�LV�WKH�TXRWLHQW�RI�WKH�SURÀW�RI�D�SRUWIROLR�RI�FDPSDLJQV�WR�WKH�

FRVW�LQYHVWPHQW�LQ�WKRVH�FDPSDLJQV��)RU�RSWLPDO�UHSRUWLQJ�RQ�

UHWXUQ��WKH�RUJDQL]DWLRQ�VKRXOG�GHÀQH�DQG�LPSOHPHQW�D�FRQVLVWHQW�

FDPSDLJQ�FRVW�DOORFDWLRQ�DSSURDFK�IRU�DOO�FDPSDLJQ�W\SHV�

0DQDJHUV�DW�KLJK�JURZWK�FRPSDQLHV�LQVLVW�RQ�VHHLQJ�D�VLQJOH�

dashboard view of the demand chain, or at least just a handful of 

dashboards that allow for reporting on where to allocate resources 

WR�VWLPXODWH�PHDVXUDEOH�DQG�VXVWDLQHG�UHYHQXH�JURZWK�
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-XVW�DV�HDUO\�DGRSWHUV�RI�PDUNHWLQJ�DXWRPDWLRQ�KDYH�UHDOL]HG�VLJQLÀFDQW�

value simply from tracking the digital behavior of their prospects, the 

WUDLOEOD]HUV�IRU�530�DUH�DOUHDG\�GHPRQVWUDWLQJ�WKDW�WKH�PLJUDWLRQ�WR�

GHHSHU�DQDO\VLV�RI�WKH�HQWLUH�UHYHQXH�SLFWXUH�FDQ�KDYH�VLJQLÀFDQW�

EXVLQHVV�EHQHÀWV��

´8QOLNH�WKH�DFFRXQWLQJ�GHSDUWPHQW��PDUNHWLQJ�KDVQ·W�WKH�HTXLYDOHQW�

RI�D�JHQHUDO�OHGJHU�RU�3	/�UHSRUW�WR�EULQJ�WR�WKH�WDEOH�µ�/HZLV�VDLG��

´8QWLO�YHU\�UHFHQWO\�PDUNHWHUV�KDYHQ·W�KDG�ZHOO�GHÀQHG�PHWULFV�IRU�

WUDFNLQJ�WKH�KHDOWK�RI�WKHLU�EXVLQHVV��$V�ZH�ZRUN�ZLWK�PDUNHWHUV�RQ�

EXLOGLQJ�GDVKERDUGV�WKDW�DUH�UHOHYDQW�WR�&�OHYHO�PHHWLQJV��WKH\�UHDOL]H�

it is less about click through rates and open rates and more about how 

marketing is FRQWULEXWLQJ�WR�UHYHQXH�SHUIRUPDQFH�µ

+RZHYHU��ZKLOH�PRVW�H[SHUWV�DJUHH�530�UHSUHVHQWV�DQRWKHU�JDPH�

FKDQJLQJ�DSSURDFK�IRU�FRPSDQLHV�WR�KHOS�GULYH�HIÀFLHQW�JURZWK��WKH\�

stress it is important that companies have a clear picture of what RPM 

LV�DQG�LV�QRW��530�LV�127�MXVW�DERXW�DXWRPDWLRQ, or technology, but an 

HQWLUHO\�QHZ�DSSURDFK�WR�FXVWRPHU�UHODWLRQVKLS�EXLOGLQJ�

For those companies with mature operational pipeline processes 

DQG�WKH�ULJKW�VNLOO�VHWV�LQ�SODFH��530�UHSUHVHQWV�WKH�QH[W�VWDJH�RI�

YLVLELOLW\�LQWR�WKH�HQWLUH�EX\LQJ�SURFHVV��$GYDQFHG�FRPSDQLHV�DUH�

DEOH�WR�XWLOL]H�WKLV�LQWHOOLJHQFH�WR�RSWLPL]H�WKRVH�LQWHUDFWLRQV by 

providing value at every possible intersection, and enable revenue 

SUHGLFWDELOLW\�DQG�PRUH�UDSLG�JURZWK��

2YHU�WLPH��WKHVH�QHZ�GDWD�VHWV�SURYLGH�D�SUHGLFWLYH�FDSDELOLW\, allowing 

companies to map the velocity of deals and then forecast their pipeline 

EH\RQG�WKH�PRVW�LPPHGLDWH�TXDUWHU��

Bringing a deeper level of measurement to revenue management, RPM 

adopters essentially have a more powerful lens to identify the important 

FKDUDFWHULVWLFV�RI�WKHLU�UHYHQXH�SURFHVV�DQG�DQDO\]H�WKH�GHHS�GHWDLOV�

WKDW�ZHUH�PLVVHG�EHIRUH��

By providing the tools and process to LQVWUXPHQW�WKH�FRPSOHWH�VDOHV�

DQG�PDUNHWLQJ�SURFHVV, RPM also enables the discipline to manage it, 

XQGHUVWDQG�LW��DQG�HYHQWXDOO\�SUHGLFW�YDULDEOHV�LQ�VDOHV�RXWFRPHV��7KH�

RPM value proposition is a single view of the sales pipeline that shows 

ZKLFK�PDUNHWLQJ�DQG�VDOHV�DFWLYLWLHV�SURGXFH�SURÀWDEOH�UHYHQXH��

Conclusion: The Future Of Revenue Performance

By providing the tools and process to instrument 
the complete sales and marketing process, RPM also 
enables the discipline to manage it, understand it, and 
eventually predict variables in sales outcomes.
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