
WHAT: Linking Marketing 
spend to closed deals. If you 
don’t make this connection, 
Marketing remains 
discretionary.

WHY: Shows that Marketing is 
an essential part of the revenue 
equation, just like Sales.

HOW: Get buy-in from Sales 
leadership that it is critical for 
marketing to see how they 
contribute to revenue in order 
to drive better leads for Sales.

ATTRIBUTION
(move beyond the 
“creatives” perception)
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WHAT: Creating a team that is consistently working 
together on a lead management mandate.

WHY: Operationalize the repeatability of lead 
management.

HOW: Leverage the data and results from the 
previous 4 stops to make the case for revenue 
operations.

REVENUE OPERATIONS
(you’re almost there!)5

Learn more at www.massengines.com
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DEMYSTIFYING REVOPS

A MARKETING MASTERMINDS LIVE FORUM BY MASS ENGINES

WHAT: Aligning Marketing and 
Sales through collaboration

WHY: Creates constant and 
consistent touch points and 
feedback loops at the most 
important funnel stage – the 
handover from Marketing to Sales.

HOW: First, establish clear and 
documented agreements on what 
parameters constitute a good lead. 
Second, get a commitment from 
Sales to follow up on every lead and 
provide feedback on lead quality.

LEAD SCORING
(it’s not what you think)2

WHAT: Understanding the process  
of discovery your buyers go through, 
and aligning it with how you intend  
to serve them.

WHY: Creates a picture of your 
funnel informed by how the customer 
actually buys, not by popular opinion. 
Gives you the ability to start measuring 
conversion ratios and velocity of leads 
through funnel stages. 

HOW: Map the journey, define your 
funnel stages and determine the 
actions you’ll take at each stage to 
accelerate the sales cycle.

BUYER JOURNEY 
MAPPING
(focus on data-based insights)
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The Realistic RevOps Roadmap
The road to revops doesn’t require setting up a new department. 
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WHAT: Increasing the velocity, volume and conversion 
of your Marketing funnel.

WHY: Grows your revenue - it’s as simple as that.

HOW: Systematically analyze conversion and velocity at 
each stage to identify tactics you can pilot to improve.

LEAD MANAGEMENT
(think conversion & velocity)4


