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State of Outbound

What | Mean By Treat
Outbound Like Paid
Advertising

Mindset Change

Results Today vs
Tomorrow







TEAMS AREN’T HITTING
TARGETS

Q1 2022 Y-SR

Q4 2022 B4V IERE

600 sales
professionals
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MORE

Starred

Snoozed

Sent

Drafts



WHY MORE WORKED
BEFORE

More Activities

CTA 2

. , | [ : .
Every touch point was a ~ ' More emails and calls with
call to action \”, * the CTA to book a meeting

More Activities More Meetings

1to 1

| =8 More Meetings
Interactions were l @ It was that eas
trackable 1 to 1 ’
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BUT NOT FOR THE PAST
THREE YEARS

ACTIVITIES COVID QUALITY

Types of activities changed People moved into homes. More hurts quality and
and emails increased. No office phones customization
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2 02 3 w I L L The role of the SDR/BDR is
becoming more complex. On
average a successful BDR is
o N LY G ET using 10+ tools. (Forbes)
Number of touchpoints and
® number of channels is increasing.
C o m I ex It 33% of reps say 2-4, 26% say 5-7.
p y 84% use 2-4 different
communication channels.
# Touchpoint -
O u c p O I n S One-size-fits-all may work some
° ° of the time, but it's becoming
// more obsolete with each passing
CUStom I Zatlon year. (Hubspot)
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HOW MARKETING LOOKS
AT AD PERFORMANCE

$150,000
Ad Spend
$150,000 monthly
$100,000
Ad Optimization
Spend
$50,000

$30,000 monthly
(20%)

$0

EL AT
EV



HOW MARKETING LOOKS
AT AD FREQUENCY

nlﬂlﬂ ﬁ
Weekly Utilization
o e . e Copywriter
Optimization e Designer
e Targeting e SEM/Social/Digital
e Placement Marketing
e Language Manager

e Creative
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HOW OUTBOUND LOOKS
AT PERFORMANCE

$150,000
Outbound Spend
$150,000 monthly
30 BDRs/SDRs
$100,000
$50,000

Outbound Optimization
Spend

$4,500 monthly
(3%)

0 EL AT
12 EV



nlﬂlﬂ

Quarterly
Optimization

e Content Review

e Basic New
Sequence Creation

HOW OUTBOUND LOOKS
AT FREQUENCY

Ut|||zat|on

Part-Time
BDR/SDR Leader

e Part-Time

Sales/Marketing
Ops

EL AT
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GOAL IS THE SAME



PERFORMANCE
OPTIMIZATION CYCLE

2% Every Two 5% Every Three
Weeks Months
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PERFORMANCE .
OPTIMIZATION CYCLE el

Percent Increase from Goal vs. Pipeline Generated over 1 Year

— 2% Optimization

00%
668 (Every 2 weeks)

— 5% Optimization

o0 (Quarterly)

50.00%

40.00%

30.00%
$7,696,536
Pipeline Generated
20.00%

10.00% ~_—~  $6,552,009
Pipeline Generated
0.00% /
Q Q 8 BN N ¢ N & & & & &
@ < g & » N o NS o O E
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PERFORMANCE .
OPTIMIZATION CYCLE el

Percent Increase from Goal vs. Pipeline Generated over 2 Years

— 2% Optimization
(Every 2 weeks)

$20,060,163 — 5% Optimization

Pipeline Generated (Qual’ter|Y)

70.00%
60.00%
50.00%
40.00%
30.00%
20.00%

$14,201,653
/—/—/ Pipeline Generated
10.00%

0.00% /_/7

12 Months 24 Months EL AT




MINDSET CHANGE
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REPLY & CONVERSION RATE
(MONTHLY VS QUARTERLY)

— Optimized Quarterly (7%)

Reply Rate Conversion Rate

10.00% 6.00%

7.50% —
4.00%

e _—/—/I ~

2.00%

2.50%

0.00% 0.00%




IF YOU GET
STARTED
NOW VS
LATER $$

$236,846
Difference

$7,297,665
Total Revenue




HOMEWORK




You have to have a
Performance Management
Mindset in 2023

e  Outbound results are only declining

e The longer you wait, the less revenue
you'll generate

Questions?
e Talk to me after or meet me at the Skaled
table.
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JAKE DUNLAP
January 12,2023



