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Where do our leads come from?

Statement of the Blindingly Obvious

“The more human interaction involved

the more effective the lead generation”

e-tailing is important but its impact within 
salesforce is not as significant as other 
channels/sources
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Challenge #1 – How do we get customers to visit our website? (in 
particular the Training Home Page)

Number of Clicks on EU Training & Certification Home Page

Context
Separate web sites for every language in EMEA (UK, EU, FR, DE, NL, ES, IT)

Training is a very important part of Salesforce.com but a small % of our company revenue

Lessons Learned
Keep in mind how much you can achieve with your website?

Keep the call to action clear and simple

ttention nterest esire ction



Challenge #2 – How do we ensure your customers understand 
your offering and what to choose from our catalogue?



Challenge #3 – How do we ensure your Training Partners’
websites are aligned?



Challenge #4 – How do we get people to take action?

How?
Business Value Proposition

Offers/Promotions

“Buttons”

Lessons Learned
Compelling reason to click

Bring people to the page (eg email 
campaign, newsletter)



Challenge #5 – How do we make email campaigns effective?

Campaign Name # Sent # Opened Click rate
Open 
rate

Total Leads
Num Won 

Opportunities

Total Value 
Opportunities 
(converted)

EMEA ‐ FY10Q1 ‐ Education ‐ DE Spring 09 Webinar 1243 400 0 32.71 0 0 0

EMEA ‐ FY10Q1 ‐ Education ‐ DE – ADM‐201 ADM‐301 1240 346 0.65 28.13 1 1 2700

EMEA ‐ FY10Q1 ‐ Education ‐ ZA – ADM‐201 1152 148 3.6 13.32 1 0 0

EMEA ‐ FY10Q1 ‐ Education ‐ Tel Aviv – ADM‐201 278 96 14.55 34.91 0 0 0

EMEA ‐ FY10Q1 ‐ Education ‐ Paris – ADM‐301 676 226 9.39 34.24 3 0 3000

EMEA ‐ FY10Q1 ‐ Education ‐ Nordics – ADM‐201 833 285 7.01 35.06 1 0 0

Findings
We exceed the benchmark for click throughs (2%) and the open rate (20%)

But conversion is a challenge

SPAM Filters need to be respected

Lessons Learned
Better targetting and personalisation on the email to gain attention

Compelling reason to drive a call to action



Challenge #6 – How do you get customers to self serve (using 
credit card)?

For $200 purchase Credit Card is a 
viable payment method in Europe

For $2,000+, most companies require 
use of Purchase Order

How do we drive self serve when a PO 
is involve rather than a credit card?

How can we enable self serve without 
requiring a touch by our Training 
Account Executive?

How do we handle compensation  and 
channel conflicts?



So, is the effort worth it?

Yes but .. 
#1 Keep the channel simple

#2 Make the channel compelling
#3 Recognise it’s a process (AIDA)
#4 Don’t forget your other channels
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