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ROl is easy to measure
C-level attention
Immediate impact

Long sales cycle

Big tickets deals
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Goal: maximize pipeline, yield, and velocity throug h the funnel

Speed & Retention

Volume

Lead Opportunity
Generation Management Close

ROI
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Sales / Cost = Sales Yield (ROI)
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* You are trying to help the client make an ROI decision.
The “I” is easy to find — it’s on the last page of your proposal.
The question is, where is the “R"? If there is no “R,” your “I” is a “C”
— a cost. And the cost is always too high

« Any solution will have to demonstrate cost savings. You're not going
to get away with a soft business case; you'll have to demonstrate
the real hard benefit. Companies are very big on ROI
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