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Gain an inside view of Spiral Inc., a fictitious company with real 
marketing challenges. See how they analyzed Campaign Attribution data 
to optimize their marketing spend.

Agenda
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BACKGROUND Company Name: Spiral Inc.

Company Size: 50 employees 

Product: BackOffice Restaurant Hardware & Software

Customers: Variety - Restaurant owners /managers, operations managers

Segment: Small business (mom & pop) to Corporate (chain)

Number of Customers:  124

Revenue generation: Sales and renewals 

About Spiral
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Name & Role at Spiral: Dina Rogers, Director of Marketing Operations

Implemented FCI Response Management w/ Campaign Attribution and wants to optimize their 
marketing spend using the data.

Needs to optimize spend in several key areas:

• Accelerate velocity of stagnant hardware Opportunities

• Increase Target Account Acquisition

• Identify key lead generation segments & increase lead gen

• Re-allocate spend in costly events channel

BACKGROUND

About Spiral’s Marketer & Challenges



About Spiral’s Campaign Attribution Models
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Model 1: First Touch (Software)

Model 2: Weighted (Hardware)

Model 3: Weighted (Software)



Challenge #1: Stagnant Opportunities

• Identify marketing channels that are most 
successful at pushing hardware Opportunities to 
close

• Make adjustments to marketing mix based on 
findings
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Challenge #1: Stagnant Opportunities
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Challenge #1: Stagnant Opportunities
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Challenge #1: Stagnant Opportunities
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Actionable Insight: Online Advertising is effective on hardware opportunities that have a shorter 
average velocity between SQL and Closed Won, particularly re-marketing. Re-invest in Re-
Marketing online advertising in the hardware sector.



Challenge #1: Stagnant Opportunities
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Challenge #1: Stagnant Opportunities
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Actionable Insight: Before shifting budget away from a marketing channel, drill into the data to 
understand if the channel may be effective for specific segments (i.e., hardware).



Challenge #1: Key Fields

• Campaign Type
• Opportunity Timeframe
• Velocity Won
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Challenge #1: Key Fields

• Campaign Type: A standard field on the 
Campaign object that allows marketers to 
categorize campaigns by channel

• Opportunity Timeframe
• Velocity Won
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Challenge #1: Key Fields

• Campaign Type
• Opportunity Timeframe: A Full Circle formula 

field on the Campaign Influence Detail object 
referring to whether that response came in Pre-
Opportunity or during the Opportunity

• Velocity Won
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Challenge #1: Key Fields

• Campaign Type
• Opportunity Timeframe
• Velocity Won: A Full Circle formula field  on the 

Opportunity that calculates the # of days between 
Opportunity Creation and the Close Date for 
Closed Won Opportunities
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Challenge #2: Target Account Acquisition

• Use the “Deal Explorer” to:
• Identify any trends on Target Accounts (Target 

Accounts defined as large restaurant chains w/ more 
than $20M in annual revenue)

• Based on findings repeat successful marketing 
activities to acquire additional Target Accounts
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Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #1



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #1



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #2



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #2



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #3



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #3



Challenge #2: Target Account Acquisition
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Closed Lost Opportunity – Example #1



Challenge #2: Target Account Acquisition

25

Closed Lost Opportunity – Example #1



Challenge #2: Target Account Acquisition
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Closed Lost Opportunity – Example #2



Challenge #2: Target Account Acquisition
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Closed Lost Opportunity – Example #2



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #1

Actionable Insight: A Technical Buyer is present on all Closed Won Target Accounts. Ensure a 
Technical Buyer is identified on all Target Accounts.



Challenge #2: Target Account Acquisition
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Closed Won Opportunity – Example #1

Actionable Insight: The Comparison Guide, when consumed by the Technical Buyer during 
certain stages is particularly effective. Promote / Enable Sales Team to deliver Comparison Guide 
to Technical Buyer during SQO/Solution Stage of Opportunity



Challenge #2: Key Fields

• Target Account
• Contact Role Label
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Challenge #2: Key Fields

• Target Account: A custom checkbox field on the 
Account that Spiral uses to identify Target 
Accounts

• Contact Role Label
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Challenge #2: Key Fields

• Target Account
• Contact Role Label: When adding Contact Roles 

to an Opportunity a rep can designate what role 
that Contact plays related to the specific 
Opportunity
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Challenge #3: Improve Lead Gen

• Using a “First Touch” model:
• Identify emerging geographies where software 

Opportunities have higher conversion rates
• Identify asset types that resonate the most with this 

audience
• Expand marketing presence in emerging geos with 

asset types
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Challenge #3: Improve Lead Gen
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Challenge #3: Improve Lead Gen
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Actionable Insight: Software Opportunities are converting at a higher rate in the Mid-Atlantic 
region. Focus our lead gen efforts there.



Challenge #3: Improve Lead Gen
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Actionable Insight: Identify tactics that are effective in other regions to improve conversion rates 
/ lead gen there



Challenge #3: Improve Lead Gen
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Challenge #3: Improve Lead Gen
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Actionable Insight: E-books are the acquisition point for most of the leads that are generating 
Opportunities in this region. Create and promote more e-books in the Mid-Atlantic region.



Challenge #3: Key Fields

• Region
• Asset Type
• Influence Conversion (Report Formula)
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Challenge #3: Key Fields

• Region: A formula that calculates the North 
American Region based on the State field

• Asset Type
• Influence Conversion (Report Formula)
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Challenge #3: Key Fields

• Region
• Asset Type: A custom field on the Campaign 

object Spiral uses to track the type of asset being 
consumed

• Influence Conversion (Report Formula)
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Challenge #3: Key Fields

• Region
• Asset Type
• Influence Conversion (Report Formula): A 

formula that calculates # Opportunities Won / # 
Opportunities Closed per report grouping
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Challenge #4: Optimize Events Budget

• Understand return on investment (ROI) of 
Tradeshow Campaigns

• Based on analysis, cut/add budget to specific 
Events
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Challenge #4: Optimize Events Budget
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Challenge #4: Optimize Events Budget
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Actionable Insight: There is a significant positive ROI on the 4 top-performing shows. Re-
allocate budget to 4 top-performing tradeshows. This will allow Spiral to still reach their target 
audience, but focus on revenue-generating shows.



Challenge #4: Key Fields

• Actual Cost
• Weighted Total (Report Formula)
• Influenced ROI (Report Formula)
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Challenge #4: Key Fields

• Actual Cost: A standard field on the Campaign 
object to track the cost associated to a Campaign. 
Important in order to track ROI.

• Weighted Total (Report Formula)
• Influenced ROI (Report Formula)
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Challenge #4: Key Fields

• Actual Cost
• Weighted Total (Report Formula): A formula that 

adds the influence from 2 models together per 
report grouping

• Influenced ROI (Report Formula)
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Challenge #4: Key Fields

• Actual Cost
• Weighted Total (Report Formula)
• Influenced ROI (Report Formula): A formula that 

calculates ROI: (Total Influence – Cost)/Cost per 
report grouping
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Other Considerations

• Correlation does not equal causation
• Before making a change, look at the data from 

multiple perspectives. One campaign may perform 
well in one segment but not another.

• Be mindful of small sample sizes
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Questions?
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