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How-to-Guide

Objective: 

Capture insights on the current state

– Define lead scoring model shortcomings

– Align on marketing and sales handoff period

– Delineate the role/responsibility of field versus 
inside sales

Input:

– Workshop templates to capture session information

– Review U.S. Region Demand Center Standards & 
Commercial Choreography Standards  

1A

https://bd1.sharepoint.com/:p:/r/sites/BDCorporateDigitalAccelerator/Shared Documents/Digital Delivery - General/06 - Global Standards/Resources/2 Team and Ways of Working/2.2 Ways of Working/240810_Medbank_MMS_Choreography_Sales_Current_State.pptx?d=we976b68cb0c5429d998ff4ebf3583608&csf=1&web=1&e=UyVZ2T
https://bd1.sharepoint.com/:p:/r/sites/BDCorporateDigitalAccelerator/Shared Documents/Digital Delivery - General/06 - Global Standards/Resources/2 Team and Ways of Working/2.2 Ways of Working/US Region Demand Center Standards and Methodology for Review and Debate June 2022.pptx?d=wc2e2a2664ff24434a43a039ca09cbb66&csf=1&web=1&e=JxhgGs
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How-to-Guide

Objective: 

– Reviewed Lead Scoring Model relevant to use case 

– Establish lead routing definition for sales

– Steps of future state sales modelling mapped to team 
alignment

– Marketing responsibilities

– Inside sales responsibilities

– Field sales responsibilities

Input:

– Sample lead scoring model 

– Template to define clear team responsibilities (e.g., deal 
size, marketing and sales handover) 

– Template to map sales lead routing 

1B

https://miro.com/app/board/uXjVOgWxnEw=/
https://bd1.sharepoint.com/:x:/r/sites/MMSCommercialChoreography/Shared Documents/General/04. Customer/Sales %26 Lead Management/Sales Process/BD Demand Center - MedBank Scoring Worksheet - Draft.xlsx?d=wc01c8838bd4b479e844a4355ced673f0&csf=1&web=1&e=N3OhuH
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How-to-Guide

Objective: 

Roadmap created to align on: 

–Lead Management Model iteration and reporting

–Sales enablement playbook for marketing

–NBA creation in SFDC and or Marketo

Input:

– Jira prepared for planning sales work 

– Sample email flows for Marketo and SFDC 

1C

https://bd1.sharepoint.com/:p:/r/sites/BDCorporateDigitalAccelerator/Shared Documents/Digital Delivery - General/06 - Global Standards/Resources/2 Team and Ways of Working/2.2 Ways of Working/240810_Medbank_MMS_Choreography_Sales_Current_State.pptx?d=we976b68cb0c5429d998ff4ebf3583608&csf=1&web=1&e=2dJ1T3
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How-to-Guide

Objective: 

Capture the value of metric-based decision making e.g.,

–What makes a good metric (MQL, SAL), versus a bad metric?

–Qualitative versus quantitative metrics 

–Vanity versus actionable metrics 

–Leading versus lagging metrics 

–Correlation versus causation 

Run an exercise to discuss how team would categorize 
current dashboard 

Input:

– Metric examples for discussion 

2A
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How-to-Guide

Objective: 

Establish how testing will be integrated into future 
campaign models: 

–Segmentation

–Cohort Analysis 

–A/B and Multivariate Testing 

Show examples of past experiments and outcome gained 

Run exercise to analyze mock results and make 
recommendations 

Input:

– Examples of past experiments for team discussion

– Experimentation template to help define new experiments 

2B
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Responsible 
Team 

Marketing Inside Sales Field Sales Customer Service Team 

Description 

– Cross-functional orchestration 
team responsible for marketing 
strategy and executing 
marketing activities (e.g., 
campaign planning and set up, 
optimization, reporting)

– Collaborates and hands over 
quality leads to Inside Sales 
teams to move lead through 
funnel

– Executes account specific 
targeting campaigns 
developed in collaboration 
with marketing teams 
– Responsible for engaging 
field sales depending on 
complexity of account (e.g., 
multi-site account) 

– Executes account specific 
targeting of complex account 
types, in collaboration with 
inside sales teams 
– Conducts periodic on-site 
touchpoints with accounts to 
uncover and monitor issues 
that need resolution and hand-
off to relevant function to 
resolve

– Service function responsible for 
ongoing customer care, including 
proactive issue management and 
issue resolution 

Global Standard
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Set up OOT for MedBank

– Assigned roles and 
responsibilities to team 
members

– Coached team members through 
both agile setup and core 
ceremonies

– Facilitated the usage of agile 
tools to maintain accurate 
project tracking and hygiene

Define data-backed persona to 
drive campaign strategy

Defined campaign plan to keep 
line of sight to business objectives 

Used ”test and learn” approach to 
define experiments for Sprints 

– Gathered data from existing 
reports, conducting research 
(marketing and attitudinal 
segmentation) to define four 
personas

– Identified target messaging 
based on persona pain points 
and preferences 

–
– Defined test and learn 

experiments to drive 
improvement in funnel 
conversion 

– Setup the OOT to drive towards 
success with persona-based 
experimentation for the 
campaign
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– Used Jira Project Management as an artifact to 
plan both product and sprint backlogs

– Assigned tasks, track completion and organize 
the OOT around core business objectives

Outcome:

– OOT built capability to define and prioritize key 
tasks for the sprint 

– Cross-functional team members were aligned on 
priorities and aware of dependencies increasing 
operational efficiency and speed of output   
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– Ran DSUs with the OOT daily to track activities, 
and any barriers to campaign execution

– Conducted sprint review and retros to align on 
what worked well and what is required as input 
for subsequent sprints  

– Coached on sprint planning for OOT to define 
work

Outcome:

– Increase in collaboration and transparency across 
working team 
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–

–

Outcome:

– Increase in coordination between OOT and sales 
team 

– Alignment on ownership of lead across lifecycle 
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Build out Inside Sales team proficiency  

– Insides Sales team have product and market specific expertise relevant to your campaign. They are 
remote teams that have the ability to quickly pick up leads and move through engagement funnel

– Ensure you align on roles and responsibilities between their function and field sales for timely lead hand 
over 

Include Sales teams at the start of campaign planning process 

– Engage sales when defining campaign strategy, align on target segmentation and target messaging. Hold 
lead management sessions to define led scoring model collaboratively based on segments, messaging 
channel strategy etc.
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