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Introduction
The idea that the customer is essential is nothing 

new—the motto “the customer is always right” 

was coined in the early years of the 20th century, 

and has been consistently in use ever since. 

Customers are the heart of your business. They’re 

the source of your revenue, and without them, 

you won’t survive. 

With the proliferation of digital information 

technology, customers are discovering that they 

have a real voice in how they are served, and 

businesses who listen to their customers in order 

to delight them are leap-frogging their competition 

and achieving high-growth. 

Acquiring, and then keeping, customers should 

always be a high priority for your team. 

By leveraging data from Salesforce and other 

tools, you can build the map that will direct your 

efforts and help you win. 

This ebook will teach you about the customer 

acquisition cycle: what it is, why you should 

track it, and how to map your business’s unique 

acquisition cycle—plus best practices, tips, and 

tools to use along the way. 

Introduction
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CRM as Your 
Foundation
Just as the full name of CRM—Customer 

Relationship Management—indicates, modern 

CRM technology puts the customer at the center 

of everything a business does.

Using a CRM allows organizations to track and 

gather information related to customer wants, 

needs, history, and preferences. All of this data 

can then be used to provide a better customer 

experience when it is shared effectively, in near 

real-time, with the appropriate teams along each 

touch-point of the customer journey. 

Of course, a superior customer experience is not 

a one-time option that a business can present to 

its clients and then just forget about.

Using your CRM data to inform your 

understanding of your customer acquisition 

cycle is an ongoing process that needs to be 

implemented at every step of your customer 

journey and continually reviewed, evaluated, 

and used to generate meaningful insights. 

CRM as Your Foundation

TO TOP
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Salesforce CRM
Given that CRM is the driving technology behind mapping your customer 

acquisition cycle, it should be no surprise that Salesforce, the world’s 

foremost CRM provider, is also one of the most trusted CRMs businesses 

use today.

Salesforce empowers organizations to stay by their clients’ sides through 

the entire acquisition and retention process, meaning that you will have 

fewer prospect dropouts, better sales and more profitable, long-term 

customer relationships. 

So, using your Salesforce data, where do you begin to map your 

organization’s customer acquisition cycle? 

With These Six Steps
1 Map Your Funnel

2 Identify Your Datasources

3 Choose Your Metrics

4 Define Time-Frames & Comparison Values

5 Establish Tracking and Reporting

6 Designate Metric Ownership

Salesforce CRM
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Map Your Funnel 
Simply put, the customer acquisition cycle 

is just another name for your marketing and 

sales funnel—the customer journey from 

brand awareness to purchasing your products 

and services. It’s also the first phase of the 

Grow Cycle. 

To optimize your customer acquisition 

process, you first have to identify each step 

your customers take in their buying journey. 

This will allow you to hone your focus more 

effectively.

Step 1: Map Your Funnel

STEP 1
TO TOP
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Map Your 
Funnel with 
Salesforce
Ninety-four percent of businesses use a 

corporate website, 83% use email marketing, and 

79% use social media marketing. 

Chances are you’re using all of these strategies 

and more. Wouldn’t it be great if there was a way 

to fully coordinate your marketing efforts and 

your sales efforts? 

What if each of these components were perfectly 

synced to lead your customers on an enjoyable 

and satisfying journey with your brand—a 

journey that not only put money in your pocket 

but inspired raving fans and positive reviews?

Mapping your funnel, with your Salesforce 

instance in mind, can help you do exactly that. 

Although every company architects their 

Salesforce instance a bit differently, most 

typically use four main objects: leads, contacts, 

accounts, and opportunities, and these come into 

play the most when examining your middle and 

bottom of funnel stages.

Step 1: Map Your Funnel

Corporate Website

94%

83%

79%
Social Media Marketing

Email Marketing

STEP 1
TO TOP
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Top of Funnel Stages
Brand awareness is the very top of your funnel. How will customers buy from you if they don’t know you exist? 

Driving relevant website traffic is the next step of the cycle. This is where potential customers learn about 

your business, and find out how to contact you if they’re interested in learning more. These activities 

contribute to your lead generation efforts.  

Middle of Funnel Stages
Once reaching your website, top of funnel leads and traffic have opportunities to convert to the middle of your 

sales/marketing funnel by signing up for a newsletter, downloading content, requesting a demo, etc. 

Tying these lead conversions to your lead generation efforts (usually denoted as a campaign in Salesforce) 

lets you see which of these channels produce the best leads for the best price. Once a lead converts they are 

recorded in the CRM as a contact associated with an account.

Most B2B leads don’t buy immediately; they take time in the decision-making process. It’s helpful to track their 

steps towards purchase. Typically, leads are qualified and then converted to opportunities. 

If your company allows customers to test drive your product before purchase, you should consider a trial or 

proof of concept phase as another stage in the cycle. Tracking data—quantitative and qualitative—in this stage 

can tell you more about strengths and weaknesses of your product.

Bottom of Funnel Stages
At the end of the customer acquisition cycle is closing deals and earning revenue. Using this data, you can 

evaluate the rest of your funnel: How much site traffic do you need to generate to get one sale? How valuable 

are the customers you’re attracting? Is your sales team hitting their goals?

Step 1: Map Your Funnel

STEP 1

Top of 
Funnel

Middle of 
Funnel

Bottom   
of  

Funnel
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One of the easiest ways to map your unique 

sales/marketing funnel is to work backwards 

from the bottom toward the top, tracing the 

customer journey along the way. 

Start with closed deals and ask, “What step 

preceded this one?” Continue working up 

the funnel, asking the same question, until 

you arrive at the top (probably some type of 

marketing and advertising spend). 

You can print out this chart to help you as  

you work.

Step 1: Map Your Funnel

Marketing
   Spend

Tra�c

   Lead 
Conversion

Proof of
Concept

 Opportunity
 Conversion

 Booked
Revenue

   Lead
Generation

KPI’s Datasources

KPI’s Datasources

KPI’s Datasources

KPI’s Datasources

KPI’s Datasources

KPI’s Datasources

KPI’s Datasources

THE GROW CYCLE Print out and use this guide to map out what  
to measure and where to pull the data from for  
each stage of your customer acquisition funnel. 

STEP 1
TO TOP
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Identify Your 
Datasources 
Many of the metrics that you will want to track and measure along your customer 

acquisition cycle may require data from other sources beyond your CRM.

Be careful to select data collection tools that integrate well with the CRM you use 

and work with the primary owners of those tech stacks across your company.

Consider your:
 accounting software 

 ad platforms

 marketing applications

 spreadsheets

 email tracking applications 

 and more 

It may also include any software that appends lead information, such as Grow, where 

you can combine your lead data and other siloed information to create a richer picture 

of an opportunity’s behavior. 

Step 2: Identify Your Data Sources

STEP 2
TO TOP
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Choose  
Your Metrics 
Now that you have mapped your funnel, it’s time to determine which metrics you will use to trace how 

your customers journey along that funnel. 

Defining a metric enables you to create a single, common truth to use in your organization as you 

coordinate cross-department teams and functions. When everyone agrees to measure success in the 

same way, you gain greater ability to measure and manage towards that success.

Step 3: Choose Your Metrics

Some questions to ask  
during this process include:
What factors are providing the most traction 
towards closing sales?

Do we have the right data for this metric?

STEP 3
TO TOP
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Metrics vs. KPIs 
There are some metrics that can be fairly 

standardized. Grow offers a deep dive into many 

of these metrics that can be used to determine 

common business KPIs in our KPI library.  

However, it is important to note that a metric and 

a KPI are not the exact same thing. Rather, one or 

more metrics is often associated with a business 

KPI for performance management purposes. 

Metrics are quantifiable measures used to gauge 

performance or progress. To create a metric, 

you take data from a live source (i.e., it’s still 

updating with new information) and monitor it  

to track progress toward a business objective.

For example, if one of your stages is Web 

Traffic, you could include metrics like “Site 

Conversion” or “Traffic by Channel.” You 

want to choose the metrics that will help you 

accurately and effectively evaluate each stage, 

and guide your efforts.

Step 3: Choose Your Metrics

STEP 3

Your Customer Acquisition Map, i.e.

AWARENESS

CONSIDERATION
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Conversion Rate by Channel,
Return on Ad Spend,

Cost Per Lead

Time to Qualify,
# SQL Leads,

Activation Rate

Opportunity Stage, 
Opportunity Win %,
Average Deal Size

DECISION

TO TOP
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Step 3: Choose Your Metrics

Feel free to use the chart below to get some ideas.STEP 3
TO TOP
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Define Time Frames 
and Comparison Values 
Once you have identified the metrics you wish to track along your customer acquisition funnel, you need to then determine how often to review each metric, 

and if you will be comparing trending datasets. This is done by identifying time frames and comparison values: 

Time Frames
How often will your metric be measured? 

Metrics should be measured frequently enough 

that you feel up-to-speed, but not so granularly 

that you’re getting overloaded with information 

and blinded to long-term trends. 

Generally speaking, tracking on a weekly basis 

is a good way to see larger trends without being 

too granular, and it still lets you pivot quickly if 

problems arise.

Comparison values
A comparison value indicates how often you 

will compare a metric report historically or 

geographically to itself.

For example: week to week, month to month, 

quarter to quarter, last 6 months compared to 

the prior 6 months, year over year, region to 

region, etc. 

While many business leaders naturally view 

metric data with some comparisons in mind, 

setting up your anticipated comparison values 

as you map your customer acquisition funnel 

places process and intention behind this best 

business practice.   

Looking at data trends over a designated 

timeline allows you to spot trends and patterns 

which would otherwise be difficult to catch in  

a sea of information.

Any of your Salesforce data which has dates 

associated with it can be used for historical 

comparison.  

STEP 4

Step 4: Define Time Frames and Comparison Values

TO TOP
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STEP 4

Step 4: Define Time Frames and Comparison Values

Talk to Your Teams
Just as the input from teams across your organization is 

critical in examining which metrics to measure, the same is 

true for determining how often these metrics will be measured 

and how they might be used for comparison. 

Remember, a critical goal in mapping your customer 

acquisition cycle is to be able to better optimize it, so putting 

the reports that might reveal such optimization opportunities 

in the right hands at the right time is important. 

Work closely with your marketing, sales, sales engineering, and 

account management teams to better understand how and 

when they can use the data you are collecting. 

Some questions you can ask include:
 What data do we need every day? Every week?  

Every month? 

 Who will use this metric most? 

 Will this time frame help us see progress toward our goal?

TO TOP
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STEP 5

Establish Tracking  
and Reporting
You have identified the metrics that are critical to review for 

your customer acquisition funnel and determined how often 

your metric reports should be analyzed. 

You will be gathering great amounts of data all along your 

funnel, but without the ability to quickly see those reports, 

your business is crippled in today’s digital marketplace.

While there was a time that manually collecting data and 

sharing spreadsheets along an informal, in-house business 

intelligence approach could suffice for growing organizations, 

that era is ending. 

Today, companies with 10, 100, and 1,000 employees are finding 

out that they have much to gain from a business intelligence  

platform and the data analytics that come with it.

By 2020 Gartner projects that BI and advanced 
analytics will be in use in 75% of organizations. 
Those small to mid-sized companies that wait any 
longer to adopt business intelligence strategies 
will have trouble catching up to the competition.

Step 5: Establish Tracking and Reporting

TO TOP
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STEP 5

The Benefits  
of Business 
Intelligence

Allows Faster,  
More Accurate 
Decision-Making
Business intelligence doesn’t have 

to be a mystery. At its heart, BI is 

an overall data analysis strategy for 

an organization that can improve 

nearly any function. By focusing on 

strategically cultivating the data 

already pouring into a company, as 

well as any opportunities to collect 

additional valuable information, BI 

gives you a competitive edge. 

 

Improves 
Interdepartmental 
Communication 

The reason BI has such a big 

impact is in its all-encompassing 

view of an organization. Instead of 

sitting in departmental silos, data 

is treated as a whole and shared 

between different areas. Even in 

small companies that have one-

man departments, it is too common 

that data insights aren’t shared. The 

reality is that these organizations are 

often shorthanded with little time to 

concentrate on data analysis. 

Grants a Window into 
the Competition
At a time when every business, 

whether they do so strategically 

or not, produces a tremendous 

amount of data, they also leave 

behind a digital trail that can be 

harnessed by a strong BI strategy. 

That means understanding what 

makes your competitors tick can 

now be based on hard facts rather 

than educated guesswork.

Easier Than Ever  
to implement BI
Entry-level business intelligence 

offerings have become extremely 

user-friendly, especially as a cloud-

based service like Grow. According 

to Forbes, nearly 50% of executive 

management teams see cloud BI as 

critical and very important to their 

information needs.

You are collecting data in Salesforce and are likely using other tools to 

capture additional data points needed for measuring the metrics along your 

customer acquisition funnel. 

But you need a way to see all of this data independently and/or aggregated 

in one place in near real-time.

Business intelligence solutions allow you to do exactly this, and provide 

several benefits to your organization: 

TO TOP
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STEP 5

Clean, Accessible 
and Customizable 

Data Reports

Data Quality
 How do you feel about the quality of data  

in your datasources?

 How do you feel about the quality of your 

Salesforce data?

 Can your BI solution update your data 

frequently and automatically? 

 If you are using other tools, such as 

spreadsheets, how much time will you  

and your team need to spend manually 

updating numbers? 

Accessible & Connected Data
 Can your BI solution connect to all your  

datasources? 

 If it can’t connect to all of them, how much 

visibility are  you losing?

 Do any of your datasources conflict?

  

 

 

Ability to Customize  
Data & Reports
 What kind of BI tool will help us stay  

up-to-date on company performance?

 Do we want to automate the reports on our 

metrics, or what bandwidth do we have to keep 

them manually updated?

 If we are using a BI solution, what features 

does it have? Will it let us see all or most  

of our data?

 What features does this BI tool not have? How 

will this impact our company strategies?

Other reasons for pairing a BI solution with your Salesforce data, and using that 

solution to help establish the tracking and reporting needs associated with your 

customer acquisition funnel, include the ability to ensure you are working with 

clean, customizable, and accessible data and reports. 

Some questions you need to ask when considering how a BI tool impacts the 

integrity, accessibility, and ability to customize data reports include:

TO TOP

Step 5: Establish Tracking and Reporting 22



STEP 5

Clean Data
Accurate, Up-to-Date Reporting 

To be effective, your data needs to be current and accurate. 

However, many data collection tools and CRMs can potentially cause 

data integrity issues. 

For your Salesforce data to be accurate and useful in mapping your 

customer acquisition funnel, you need to operationally prioritize 

keeping your data clean.

Step 5: Establish Tracking and Reporting

WHAT CAUSES DIRTY DATA?
 Data needs to be updated regularly—if not in real time. Out-of-date,  

inaccurate data is the major cause of poor data quality.

 Duplicates of data occur due to data coming from multiple sources.

 Users enter incomplete, wrong format, or inaccurate data due to the lack  

of training or the lack of validation support from the system.

TO TOP
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Ask an Expert

60%  of organizations cite data integrity  
as a barrier into adopting a BI Tool.  
How can this be overcome?

Leverage Your BI Tool to Help Data Quality

“We use our Grow instance not only for BI, but to help 

improve the quality of our Salesforce Data. We’ve built a 

‘Salesforce QA Dashboard’ that flags records that fail to meet 

criteria we’ve established to maintain a high quality data set. 

For example, every account needs to also have a website 

associated with it. If a record is missing a valid URL, I am 

notified by my Grow dashboard and can go back and make 

sure we clean it up. This has been critical to maintaining 

good quality in our Salesforce Data.” 

STEP 5

TJ Nokleby  
Director of Demand Generation,  
Grow

60%

TO TOP
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STEP 5

Step 5: Establish Tracking and Reporting

Accessing the Right Data
You need to be able to access the right data to inform your metrics and 

gone are the days when spreadsheets could serve as your one-and-only 

gateway to your company’s data stores. 

Today, new data floods into your organization from all different directions, 

and you need to see your accumulated data insights in near-real time. 

61% 60% 82%

SMB Leaders Prioritize  
Access to Connected Data

Sales, Service, and Marketing 
Value Connectivity

49%

Source: squareup.com

of SMB sales leaders 
cite a common 

platform across the 
business as critical or 

very impoartant

of SMB marketing leaders 
say a connected customer 
journey positively impacts 

revenue growth and 
customer engagement

of SMB IT leaders say 
providing a single view of 
the customer is a critical 
or high priority over the 

next 12–18 months

of SMBs say it’s 
important to have 

business data connected 
in one place

TO TOP
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Customizable Reports to Share Across Your Company
The ability to customize and share reports across 

your company is another critical reason to 

seriously consider investing in a cloud-based BI 

solution, rather than using data collection tools 

or manually pulling data from spreadsheets.

Good Data Visualization = Good Data Sharing

The human brain wasn’t designed to translate 

binary code or quickly digest written information. 

Data visualizations play to our brains’ strengths, 

making the transfer of information more efficient.

Salesforce, however, has limited data 

visualization capability, making it difficult to 

share Salesforce data insights across teams. 

One of the largest benefits of coupling a user-

friendly BI solution with your Salesforce data is 

the power to quickly share visually detailed and 

digestible reports across your organization. 

Step 5: Establish Tracking and Reporting

STEP 5

24%
The use of data visualizations 
could shorten a business 
meeting by

Source:  
American Management Association

A business intelligence with 
data visualization capabilities 
will offer an ROI of $13.01 
back on every dollar spent

13x
Source: Nucleus Research

Source: Bain & Company

Companies with the most advanced analytics capabilities are:

2x 2x 3x 5x
more likely to 
be in the top 
quartile of financial 
performance within 
their industries

more likely to 
use data very 
frequently when 
making decisions

more likely to 
execute decisions  
as intended

more likely to 
make decisions 
much faster than 
market peers

TO TOP
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Step 6: Designate Metric Ownership

Designate Metric 
Ownership
Metrics should be individually owned in order to 

have tracking and reporting on them truly impact 

performance. Ownership assigns responsibility 

for setting and achieving goals.

For example, if your marketing director owns the 

site traffic metric, they may guide their team to 

try new ad strategies or improve landing pages.

Goals should be time-bound, and progress 

should be regularly reviewed in 1:1s to make sure 

everything is on track, and to quickly identify and 

resolve any issues that might be causing friction 

along your customer acquisition cycle. 

  

Some questions you  
might ask when assigning 
ownership include:
 Who has the most information and  

insight about this metric? 

 Who will be most involved in impacting  

and tracking progress on this metric?

 Who will they collaborate with?

STEP 6
TO TOP
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Best Practices
A few best practices to remember after you’ve started monitoring your customer acquisition cycle:

Watch and Learn
First, get the lay of the land. It 

seems counterintuitive to wait, but 

unless you have historical data, 

you’ll need to get some context 

for your metrics. Soon, you’ll start 

to see trends and recognize the 

strengths and weaknesses of your 

funnel. During this time, you can 

also assign metric owners. 

Set Your Focus
As you begin setting goals, target 

your weakest area first. But 

remember: customer acquisition 

cycle stages don’t exist in a vacuum. 

If your weakest area seems to be 

lead conversion, your problem may 

truly exist all the way back in the 

type of traffic you’re generating. 

Set your team’s collective focus and 

get all hands on deck to solve the 

problem together. 

Optimize Your Funnel 
Strategically
As you make changes to optimize 

your funnel, track them. Your first 

response to a problem may not 

produce the results you expect, and 

you need to be able to evaluate 

each new initiative effectively. It 

may take a couple tries to get the 

results you want. 

Rally Your Team
Your customer acquisition cycle can 

become a rallying force for your 

team—but only if you get them 

on board. Share your metrics with 

them, explain the benefits you hope 

to see, encourage them to monitor 

progress, and celebrate when you 

hit your goals. Show them that 

the data is the source of truth you 

can all trust and agree on. Soon, 

everyone will be working together 

more effectively to acquire 

customers for your business. 

TO TOP

30



Conclusion
The efficiency of your customer acquisition can be the differentiating factor to 

your success. Your funnel can tell you everything about your customers, which 

helps inform strategies and surface optimization opportunities throughout your 

business. 

In order to map and measure your funnel effectively, you must combine 

siloed information under the guidance of a clear data strategy. Whether done 

manually or with the use of a BI tool, blending this data will help you gain a 

true understanding of your customers and absolutely grow faster than ever.

If you find that you’re having 

trouble bringing your siloed data 

together, give Grow a try. It’s  

FREE for 14 Days  
and gives you the power to blend 

data from various sources and 

build beautiful, up-to-the-minute 

visuals so you can see the trends 

that matter most.  

grow.com/start-trial

API & Spreadsheet Data

Metrics

Date Prep & Dataset Building
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