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Executive Summary

The Sokin Al GTM Operations System is a comprehensive, integrated platform
designed to transform how global B2B financial services companies acquire, engage,



and close enterprise customers. This implementation guide provides step-by-step
procedures for deploying all 13 core tools across four phases over 90 days.

Key Outcomes After 90 Days:

e Pipeline Generated: 500 K—1M in new qualified pipeline
e Meetings Booked: 50-100 qualified meetings from the system
e Revenue Closed: 100 K—300K from system-generated pipeline
e Team Adoption: 80%+ of team actively using all tools
e Data Quality: 95%¢+ field completion and accuracy
This guide is designed for implementation teams, sales operations leaders, and GTM

executives responsible for deploying the system across EMEA, APAC, and North
America regions.

Implementation Overview

System Architecture

The Sokin Al GTM Operations System integrates 13 best-in-class tools into a unified
workflow:



Category Tools Purpose

System of record, territory management,
Core Infrastructure  Zoho CRM, Fullcast .
forecasting

. Momentum, Clay, Conversation insights, data enrichment,
Sales Intelligence )
Apollo prospecting

) . Web behavior tracking and buying signal
Intent Detection Unify capture

. ) Al-powered account research and GTM
Account Intelligence Copy.ai

strategy
ABM & Tofu, Lavender, Hyper-personalized campaigns, Al-assisted
Personalization Sendspark email, video
Outbound Execution Smartlead Email infrastructure with mailbox rotation
Inbound Conversion Qualified, Drift Al agents for lead qualification and chat

Implementation Principles
1. Regional Compliance First: All configurations respect GDPR, PSD2, and local
regulatory requirements

2. Data Quality Over Volume: Enriched, accurate data drives better outcomes than
large unqualified lists

3. Phased Rollout: Foundation first, then data, then content, then outreach—each
phase builds on the previous

4. Adoption by Design: Training, dashboards, and incentives built into each phase

5. Measurement Throughout: KPIs tracked from day one to enable rapid
optimization



Timeline Overview

. . Team
Phase Duration Key Deliverables .
Size
Phase 1: Days 1-30 (4 CRM configured, territories defined, sales ~ 3-5
Foundation weeks) intelligence active people
Phase 2: Data & Days 31-60 (4 Prospect data enriched, intent signals 4-6
Intent weeks) captured, leads flowing people
Phase 3: Content & Days61-75(2-  Account briefs generated, ABM 5-7
ABM 3 weeks) campaigns launched, email/video ready  people

Phase 4: Outreach  Days 76-90 (2-  Outbound campaigns running, inbound 6-8
& Inbound 3 weeks) agents live, full system operational people

Phase 1: Foundation (Days 1-30)

Phase Overview

Phase 1 establishes the core infrastructure that all downstream tools depend on.
Success here means having a clean, unified system of record with accurate territories,
quotas, and the ability to capture sales intelligence from every customer interaction.

Phase Duration: 4 weeks

Team Size: 3-5 people (RevOps, Sales Ops, Sales Leadership)

Success Criteria: CRM adoption >80%, data quality >90%, sales team trained and
using system

Tool 1: Zoho CRM - System of Record Setup

Objective: Establish Zoho CRM as the single source of truth for all customer and
prospect data across all regions.

Estimated Time: 5-7 days



Implementation Steps
1. Define Global Data Schema

o Create standard account, contact, and deal objects
o Define required fields for each object type
o Establish naming conventions for consistency across regions

o Document field definitions and validation rules
2. Configure Regional Fields

o Add Region field (EMEA, APAC, North America)
o Add Country field with dropdown list of all operating countries
o Add Currency field (EUR, GBP, SGD, USD, etc.)
o Add Entity Type field (Prospect, Customer, Partner, Competitor)
o Add Regulatory Status field (Compliant, Under Review, Non-Compliant)
3. Standardize Lifecycle Stages

o Define consistent deal stages across all regions:

= Awareness (prospect identified)

= Exploration (initial conversation)

» Evaluation (active evaluation)

= Negotiation (terms discussed)

= Closed Won (deal closed)

» Closed Lost (deal lost with reason)

= Expansion (existing customer expansion)
4. Create Al-Ready Custom Fields

o Intent Score (0-100, auto-calculated)
o Expansion Signals (list of signals detected)

o Engagement Score (0-100, based on activity)

(@)

Compliance Status (auto-updated based on regulatory data)

(@)

Last Engagement Date (auto-updated)



o Days in Current Stage (auto-calculated)
5. Set Up Regional Views and Filters

o Create separate views for each region (EMEA, APAC, North America)
o Create views by deal stage and probability
o Create views for high-intent prospects (Intent Score >75)

o Create views for at-risk deals (Days in Stage >60)
6. Configure Field-Level Security and Access Controls

o Define role-based access (Sales Rep, Sales Manager, RevOps, Executive)
o Restrict sensitive fields (pricing, margin, internal notes) to appropriate roles
o Enable audit logging for all changes

o Set up data export restrictions
7. Import Existing Prospect and Customer Data

o Export data from legacy systems (Salesforce, HubSpot, etc.)
o Normalize data to match Zoho schema

o Deduplicate records using email and company name

o Importin batches (1,000-5,000 records at a time)

o Verify data integrity after import
8. Validate Data Quality and Deduplicate Records

o Run data quality report (completeness, accuracy, consistency)
o |dentify and merge duplicate records
o Flag records with missing critical fields

o Create data quality dashboard for ongoing monitoring



Success KPIs

KPI Target Measurement
90%+ within 60
CRM Adoption Rate g o Wit % of sales team logging in daily
ays
Field Completion Rate 95%+ % of required fields completed
Time to Opportunity davs Average days from prospect to
Creation y opportunity
Data Accuracy 90%+ % of records passing validation rules
Duplicate Records % % of duplicate records in system

Common Challenges & Solutions

Challenge Solution
Sales team resistance to data Implement field-level automation; reduce required fields
entry to 5-7 critical ones
Data quality issues from legacy Run data cleaning scripts; implement validation rules
systems before import
Regional compliance Create region-specific field sets; document compliance
requirements differ mappings

Slow CRM performance with large = Archive historical data; optimize field indexing; limit
datasets views to 10K records

Tool 2: Fullcast - Revenue Operations Setup

Objective: Centralize territories, quotas, and revenue planning into a single source of
truth for all regions.

Estimated Time: 5-7 days

Implementation Steps

1. Export Account and Deal Data from Zoho CRM



o Export all accounts with region, country, industry, and size
o Export all open deals with stage, probability, and owner
o Export all closed deals from past 12 months

o Verify data completeness before proceeding
2. Import Data into Fullcast and Normalize Regions

o Map Zoho regions to Fullcast regions
o Normalize country names and codes
o Validate account and deal counts match source

o Test data sync between Zoho and Fullcast

3. Design Territory Logic
o Choose territory model: Geographic (by country/region), Industry-Based (by
vertical), Volume-Based (by account size), or Hybrid
o For EMEA: Consider geographic territories (UK, Germany, France, etc.)

o For APAC: Consider geographic + industry split (Singapore, Sydney, Tokyo;
Financial Services, Tech)

o For North America: Consider geographic + account size split (East Coast,
West Coast; Enterprise, Mid-Market)

o Document territory definitions and assignment logic
4. Assign Quotas by Region and Product

o Define quota structure: Annual quota by rep, quarterly targets, monthly
milestones

o Setregional quotas based on market opportunity and historical
performance

o Allocate quotas by product line (if applicable)
o Build in seasonal adjustments (Q4 typically 35-40% of annual quota)

5. Configure Forecasting and Pipeline Views

o Set up forecast accuracy dashboard (actual vs. forecast by stage)

o Create pipeline health dashboard (deals by stage, age, probability)



o Build territory performance dashboard (quota attainment, pipeline
coverage, win rate)

o Enable drill-down to individual deal level
6. Set Up Territory Health Dashboards

o Create dashboard showing quota attainment by territory
o Add pipeline coverage metric (pipeline value / quota)
o Add win rate by territory

o Add average deal size and sales cycle by territory
7. Connect Fullcast to Zoho CRM for Two-Way Sync

o Configure APl connection between Fullcast and Zoho
o Map Fullcast territories to Zoho CRM fields
o Enable automatic sync of deal updates (stage, probability, close date)

o Test sync by updating a deal in Zoho and verifying update in Fullcast
8. Train RevOps Team on Territory Management

o Conduct 2-hour training on territory assignment and quota setting
o Walk through forecast accuracy workflow
o Demonstrate pipeline health dashboard

o Establish weekly territory review cadence



Success KPIs

KPI Target Measurement

90%+ within 10%
Forecast Accuracy . Actual revenue vs. forecast
variance

Territory Coverage 100% % of prospects assigned to territory

Revenue Leakage by <10% of pipeline Pipeline lost to territory disputes or

Region gaps

70%-+ hitting 100% of

Quota Achievement
quota

% of reps achieving quota

Pipeline Coverage 3-4x quota Pipeline value / annual quota

Common Challenges & Solutions

Challenge Solution
Territory disputes between Establish clear territory rules; use account-based assignment;
sales reps resolve disputes at manager level
Quota sandbagging (reps Implement weekly pipeline reviews; use leading indicators
holding deals) (meetings, proposals)

Require deal stage updates before forecast submission;
Inaccurate forecast data . o
implement validation rules

Regional quota Conduct market analysis; adjust quotas quarterly based on
misalignment actual performance

Tool 3: Momentum - Sales Intelligence Capture
Objective: Turn sales conversations into structured CRM data automatically.

Estimated Time: 3-5 days

Implementation Steps

1. Connect Call Recording Tools



Integrate Zoom, Microsoft Teams, or Dialpad (whichever your company
uses)

Enable automatic call recording and transcription
Configure Momentum to access call recordings

Test recording and transcription quality

2. Connect Slack for Post-Call Summaries and Alerts

o}

o

o

o

Install Momentum Slack app
Configure channel for post-call summaries (e.g., #sales-insights)
Set up alerts for critical deal signals (see step 3)

Test Slack integration with test call

3. Integrate with Zoho CRM for Data Syncing

o}

o

o

o

Connect Momentum to Zoho CRM API
Map Momentum insights to CRM fields
Enable automatic CRM updates after each call

Test sync by recording test call and verifying CRM update

4. Define Key Deal Signals

o}

o

Pricing signals (price objection, budget discussion, ROI question)

Objection signals (competitor mentioned, implementation concern,
timeline concern)

Expansion signals (additional use case, additional department, budget
increase)

Timeline signals (decision timeline, budget cycle, procurement process)
Competitor signals (competitor mentioned, comparison discussion)

Authority signals (decision-maker identified, stakeholder introduced)

5. Map Signals to CRM Fields and Configure Auto-Updates

o Create custom CRM fields for each signal type

o Configure Momentum to auto-populate fields based on detected signals



o Setup scoring logic (e.g., 3 expansion signals = high expansion probability)

o Enable automatic Intent Score updates based on signals

6. Set Up Post-Call Summary Automation

o Configure Momentum to generate automatic call summaries
o Include key topics discussed, decisions made, next steps
o Post summaries to Slack channel for visibility

o Store summaries in CRM for future reference
7. Configure Slack Alerts for Critical Signals

o Alert on competitor mentions (immediate notification)
o Alert on budget discussions (notify sales manager)
o Alert on expansion signals (notify account manager)

o Alert on timeline discussions (notify sales rep)
8. Train Sales Team on Interpreting Momentum Insights

o Conduct 1-hour training on Momentum dashboard
o Walk through sample call analysis and insights
o Explain how signals impact deal strategy

o Establish best practices for using insights in follow-up



Success KPIs
KPI

% of Deals with Conversation
Insights

Reduction in Manual CRM
Updates

Win-Rate Improvement

Call Participation Rate

Signal Detection Accuracy

Target

80%+

40%+

10-15%
improvement

90%+

85%+

Common Challenges & Solutions

Challenge

Sales team concerns about call
recording

Transcription accuracy issues

CRM field mapping errors

Alert fatigue from too many
signals

Measurement

# of deals with Momentum insights /
total deals

Time saved on manual data entry

Win rate with Momentum vs. without

% of sales calls recorded and
analyzed

Accuracy of detected signals vs.
manual review

Solution

Communicate compliance and privacy policies;

emphasize coaching benefits

Use high-quality microphones; test with different call

types; adjust settings

Test mapping with sample calls; validate data before

automation

Start with critical signals only; gradually add more as

team adapts

Phase 1 Deliverables Checklist

Zoho CRM fully configured with all fields, views, and security settings

All existing prospect and customer data imported and deduplicated

Fullcast territories defined and quotas assigned for all regions

Fullcast-Zoho CRM integration tested and syncing



Momentum integrated with call recording tools and Zoho CRM

Sales team trained on CRM, Fullcast, and Momentum

Dashboards created for CRM adoption, territory health, and deal pipeline
Weekly review cadence established (RevOps + Sales Leadership)

Data quality report showing >90% completion rate

Phase 2: Data & Intent (Days 31-60)

Phase Overview

Phase 2 focuses on enriching prospect data and capturing buying intent signals. By the
end of this phase, your team will have complete prospect profiles with technographics,
intent signals, and automated lead scoring.

Phase Duration: 4 weeks

Team Size: 4-6 people (Marketing, Sales Development, Data Analyst)

Success Criteria: 85%+ data completeness, 500+ qualified leads per month, intent
signals flowing to CRM

Tool 4: Clay - Data Enrichment Setup
Objective: Build complete global prospect profiles using Al-powered research.

Estimated Time: 5-7 days

Implementation Steps
1. Define ICP Attributes by Region
o EMEA: Company size (50-5,000 employees), industries (FinTech, Banking,
Insurance), countries (UK, Germany, France, Netherlands, etc.)

o APAC: Company size (100-10,000 employees), industries (FinTech, Banking,
Payment Processors), countries (Singapore, Australia, Japan, etc.)

o North America: Company size (200-50,000 employees), industries (FinTech,
Banking, Payment Processors, Insurance), countries (US, Canada)



2. Configure Waterfall Enrichment Order

o Primary: Clearbit (company data, technographics)

o Secondary: Hunter (email addresses, contact info)

o Tertiary: Apollo (additional contact data, intent signals)

o Quaternary: RocketReach (phone numbers, decision-maker info)

o Manual: Research team for high-value accounts
3. Test Enrichment on Sample Prospects

o Select 100 prospects from each region
o Run enrichment and review data quality
o |dentify gaps and adjust waterfall order if needed

o Document enrichment coverage by region
4, Measure Coverage Rate by Region

o EMEA target: 85%+ coverage (some countries have lower data availability)
o APAC target: 75%+ coverage (emerging markets have lower coverage)
o North America target: 90%+ coverage

o Document coverage gaps and alternative data sources
5. Set Up Automatic Sync to Zoho CRM

o Configure Clay to sync enriched data to Zoho CRM

o Map Clay fields to Zoho fields (company data, technographics, intent
signals)

o Enable automatic updates for new prospects

o Test sync with sample batch
6. Configure Enrichment for Multiple Data Types

o Company data: Industry, size, funding, revenue, growth rate
o Contact data: Email, phone, title, LinkedIn profile
o Technographics: Tech stack, tools used, cloud providers

o Intentsignals: Recent funding, job changes, company news



7. Set Up Monthly Enrichment for New Prospects

o Create automated workflow to enrich new prospects weekly

o Schedule enrichment during off-peak hours

o Monitor enrichment success rate

o Alert on enrichment failures for manual follow-up

8. Monitor Data Quality and Provider Performance

o Track enrichment success rate by provider

o Monitor data accuracy (compare against known data)

o |dentify providers with highest accuracy for each data type

o Adjust waterfall order based on performance

Success KPIs
KPI

Data Completeness
%

Match Rate by Region

Cost per Enriched
Lead

Data Freshness

Email Deliverability

Target

85%+

80%+ EMEA, 75%+ APAC,
90%+ NA

<$2 per lead

80%+ updated within 90 days

95%+

Measurement

% of required fields populated

% of prospects successfully matched

Total enrichment cost / # of leads
enriched

% of data updated in last 90 days

% of enriched emails that are valid



Common Challenges & Solutions

Challenge Solution

Low match rates in certain Use alternative data providers; consider manual research for
regions high-value accounts

) Validate enriched data against known sources; adjust provider
Data accuracy issues terfall
waterfa

) ) Prioritize enrichment for high-ICP-fit prospects; batch
High enrichment costs i
enrichment to reduce API calls

Duplicate records after Implement deduplication logic; merge duplicates before
enrichment enrichment

Tool 5: Apollo - Prospecting at Scale
Objective: Source and activate global prospect lists with region-specific filtering.

Estimated Time: 5-7 days

Implementation Steps
1. Build Region-Specific Search Filters
o EMEA: Countries (UK, Germany, France, Netherlands, Belgium, etc.),

industries, company size, tech stack

o APAC: Countries (Singapore, Australia, Japan, Hong Kong, etc.), industries,
company size, tech stack

o North America: Countries (US, Canada), industries, company size, tech stack
2. Segment Prospects by Industry, Size, and Geography

o Create segments for each ICP variation
o Example: “UK FinTechs, 50-500 employees, using Stripe”
o Example: “US Banks, 1,000-10,000 employees, in Series B-D funding stage”

o Document segment definitions for consistency

3. Create Saved Searches for Each ICP Segment



o Build 5-10 saved searches covering main ICP segments
o Setup automatic daily/weekly exports of new prospects matching criteria
o Configure lead scoring based on ICP fit

o Test searches with sample data
4. Export Prospect Lists and Import into Clay for Enrichment

o Export prospects from Apollo weekly
o Importinto Clay for data enrichment
o Enrich with company data, contact info, technographics

o Sync enriched data back to CRM
5. Sync Enriched Data to Zoho CRM

o Configure automatic sync from Clay to Zoho CRM
o Map Apollo fields to CRM fields
o Enable duplicate detection to prevent duplicates

o Test sync with sample batch
6. Configure Automatic Routing of Qualified Leads to Outbound Systems

o Define qualification criteria (ICP fit score >80, data completeness >90%)
o Route qualified leads to SDR queue
o Route partially qualified leads to nurture sequence

o Route low-fit leads to archive
7. Set Up Lead Scoring Based on ICP Match

o Assign points for ICP attributes (company size, industry, geography, tech
stack)

o Calculate ICP fit score (0-100)
o Use score to prioritize outreach

o Adjust scoring based on conversion data
8. Monitor Lead Quality and Conversion Rates

o Track conversion rate by segment



o ldentify highest-converting segments
o Adjust search criteria based on performance

o Monitor lead freshness (avoid stale data)
Success KPIs

KPI Target Measurement

. 500+ per month per
Lead Volume by Region region # of new leads added per month

% of lead ti lificati
Conversion to Qualified Lead = 20%+ o offeads meeting quatification

criteria
Cost per Lead <$1 per lead Total prospecting cost / # of leads
Lead-to-Opportunity 5_10% % of leads that become
Conversion opportunities
Lead Quality Score 80+ average Average ICP fit score of leads
Common Challenges & Solutions
Challenge Solution

High volume of low-quality

leads Tighten search filters; increase ICP fit score threshold
Lead data decay overtime  Refresh prospect lists monthly; re-enrich quarterly

Difficulty finding decision-  Use Apollo’s decision-maker filter; supplement with manual
makers research

Regional data availability Adjust search criteria by region; use alternative providers for
varies low-coverage regions

Tool 6: Unify - Web Intent Detection

Objective: Capture buying intent from anonymous website traffic and convert to
qualified leads.

Estimated Time: 3-5 days



Implementation Steps

1. Install Unify Tracking Code on Sokin Website

o Add Unify JavaScript snippet to website header

o

o

o

Configure Unify domain settings
Test tracking with sample traffic

Verify data is flowing to Unify dashboard

2. Define High-Intent Pages

o

Pricing page (indicates budget consideration)

APl documentation (indicates technical evaluation)
Compliance page (indicates regulatory evaluation)
Corridors/corridors page (indicates product interest)
Competitors page (indicates competitive evaluation)

Case studies (indicates validation seeking)

3. Set Automation Triggers for Different Intent Levels

o

o

o}

High intent: Visited pricing + APl docs + case study (within 7 days)
Medium intent: Visited pricing page (within 7 days)

Low intent: Visited blog or general content

4, Configure Routing to Appropriate Queues

o

High intent — Qualified lead queue (immediate SDR outreach)

o Medium intent = Email nurture sequence (3-email sequence)

o Low intent = Content nurture sequence (webinar, whitepaper offers)

5. Set Up Intent Score Calculation and CRM Updates

o Calculate intent score (0-100) based on page visits and recency

o Auto-update CRM intent score field

o Trigger alerts for high-intent prospects

o Enable sales team to see intent history



6. Configure Alerts for High-Intent Prospects

o Real-time Slack alert when prospect reaches high-intent threshold
o Include prospect name, company, pages visited, and recommended action
o Enable sales team to claim high-intent leads

o Track response time to high-intent alerts
7. Test Tracking and Verify Data Accuracy

o Create test accounts and visit tracked pages
o Verify events are recorded in Unify
o Verify intent scores are calculated correctly

o Verify CRM updates are syncing
8. Monitor Intent-to-Meeting Conversion Rates

o Track % of high-intent prospects that convert to meetings
o |dentify best-performing outreach sequences
o Monitor average time from high intent to meeting

o Optimize sequences based on performance

Success KPIs
KPI Target Measurement

10- % of high-intent prospects that book

Intent-to-Meeting Conversion Rate .
15% meeting

Average time from high intent to first
Time to First Contact hour & &
outreach

15- % of pipeline that originated f intent
Pipeline Influenced by Intent .OO PIpEtine that originated from fnten
20% signals

Cost per Intent-Generated Cost to acquire opportunity from intent

: <$500 :
Opportunity signal

Website Traffic Tracked 80%+ % of website visitors tracked by Unify



Common Challenges & Solutions

Challenge Solution

Increase website traffic through marketing campaigns;

Low website traffic or intent signals o
adjust intent thresholds

Difficulty matching anonymous Use IP-based company identification; supplement with
visitors to companies manual research

e ) Adjust page combinations and recency windows;
False positives in intent detection . .
monitor false positive rate

Ensure GDPR/CCPA compliance; provide clear privac
Privacy concerns about tracking / P P P 4

policy; use consent management

Phase 2 Deliverables Checklist

Clay configured with multi-source enrichment waterfall

85%+ of prospect database enriched with company data and contact info
Apollo searches created for all major ICP segments

500+ qualified leads per month flowing into CRM

Unify tracking installed and capturing intent signals

Intent-to-meeting workflows configured and tested

Lead scoring model implemented and calibrated

Marketing + Sales teams trained on new tools

Weekly lead quality review established

Phase 3: Content & ABM (Days 61-75)

Phase Overview

Phase 3 focuses on creating personalized content and launching account-based
marketing campaigns. By the end of this phase, your team will be delivering hyper-



personalized experiences to target accounts and generating high-quality
conversations.

Phase Duration: 2-3 weeks

Team Size: 5-7 people (Marketing, Content, Sales)

Success Criteria: 30%+ ABM engagement rate, 3-5 contacts per account, personalized
campaigns live

Tool 7: Copy.ai - Account Intelligence
Objective: Automate account research and GTM strategy with Al.

Estimated Time: 3-5 days

Implementation Steps
1. Build ICP and Persona Prompts for Research Guidance
o Create detailed ICP description (company size, industry, geography, tech
stack, pain points)
o Create persona descriptions (CFO, VP Sales, CTO, etc.)

o Document key research questions (strategic initiatives, competitive
positioning, expansion plans)

o Test prompts with sample accounts
2. Configure Data Ingestion

o Connect Copy.ai to SEC filings database (for public companies)
o Connect to earnings call transcripts

o Connect to press release feeds

o Connect to news aggregation services

o Configure data refresh frequency (weekly for active accounts)
3. Set Up Automatic Account Brief Generation

o Configure Copy.ai to generate account briefs for all Tier 1 and Tier 2
accounts



o Schedule brief generation weekly for new accounts

o Enable manual brief generation for ad-hoc requests
4. Define Account Brief Structure

o Executive Summary (2-3 sentences on company and opportunity)

o Financial Health (recent funding, revenue, profitability trends)

o Strategic Initiatives (announced plans, product roadmap, expansion plans)
o Competitive Positioning (competitors, market position, differentiation)

o GTM Opportunities (3-5 specific opportunities for Sokin)

o Key Decision-Makers (names, titles, LinkedIn profiles)
5. Sync Account Briefs to Zoho CRM, Slack, and Sales Playbooks

o Configure automatic sync to CRM account record
o Post brief summary to Slack #sales-briefs channel
o Add brief to sales playbook for reference during calls

o Enable sales team to access briefs from CRM
6. Configure Monthly Refresh of Account Briefs

o Schedule automatic refresh of briefs for active accounts
o Track brief freshness in CRM
o Alert on significant changes in account status

o Enable manual refresh for urgent updates
7. Train Sales and Marketing Teams on Using Account Briefs

o Conduct 1-hour training on accessing and using briefs
o Walk through sample brief and key insights
o Explain how to use brief in prospecting and sales conversations

o Establish best practices for brief-informed outreach
8. Monitor Brief Quality and Accuracy

o Collect feedback from sales team on brief quality



o Validate brief accuracy against known account information

o Adjust Copy.ai prompts based on feedback

o Track brief utilization rate

Success KPIs
KPI

Time Saved on Account
Research

Message Consistency Across
Teams

Response Rates on Al-Assisted
Outreach

Deal Velocity Improvement

Brief Utilization Rate

Target

3-5 hours/week
per rep

809%+

25%+ open, 5%+
reply

20% faster

80%+

Common Challenges & Solutions

Challenge

Brief quality varies by company

Data sources incomplete for
private companies

Sales team doesn’t trust Al-
generated insights

Brief generation takes too long

Measurement

Hours saved on manual research

% of outreach messages aligned with
brief insights

Email metrics for brief-informed
outreach

Average sales cycle with briefs vs.
without

% of sales team using briefs in
outreach

Solution

Adjust Copy.ai prompts; supplement with manual
research for key accounts

Use alternative data sources; enable manual research

for high-value accounts

Start with well-known companies; validate accuracy;

build trust over time

Prioritize Tier 1 accounts first; scale to Tier 2 and 3 over

time




Tool 8: Tofu - ABM at Scale

Objective: Deliver hyper-personalized experiences to target accounts.

Estimated Time: 5-7 days

Implementation Steps
1. Define ABM Tiers

o Tier 1: 20-30 strategic accounts (highest revenue potential, most
competitive)

o Tier 2: 100-150 core accounts (high revenue potential, moderate
competition)

o Tier 3: 500+ growth accounts (emerging opportunities, lower competition)

2. Connect Tofu to Multiple Channels

o Connect to Zoho CRM for account and contact data
o Connect to website CMS for landing page personalization
o Connect to email system for personalized email campaigns

o Connect to LinkedIn for account-based advertising
3. Generate Personalized Landing Pages for Tier 1 and Tier 2 Accounts

o Create base landing page template

o Configure dynamic personalization:
= Headline: “Solutions for [Company Name]”

= Body: Industry-specific use cases and case studies
= CTA: Personalized call-to-action based on account profile

= Testimonials: Case studies from similar companies
4. Customize Headlines, Body Copy, Case Studies, and CTAs by Account

o Headline: Reference company’s specific challenge or initiative
o Body: Industry-specific language and examples

o Case studies: Feature similar companies or use cases



o CTA: Personalized based on account stage (e.g., “Schedule a demo” vs.
“Download case study”)

5. Launch Multi-Channel Campaigns

o Email: Personalized email sequence (3-5 emails over 2 weeks)
o LinkedIn: Sponsored content and InMail to key decision-makers
o Web: Personalized landing pages and website content

o Content: Personalized content recommendations based on account profile
6. Set Up Campaign Tracking and Attribution

o Track email opens, clicks, and replies by account
o Track landing page visits and conversions by account
o Track LinkedIn engagement by account
o Attribute pipeline and revenue to ABM campaigns
7. Configure Account-Level Reporting and Dashboards
o Dashboard showing engagement by account (emails sent, opens, clicks,
meetings)
o Dashboard showing pipeline by account (opportunities, value, stage)

o Dashboard showing ROI by account (revenue / campaign cost)

o Enable drill-down to individual contact level
8. Monitor Engagement Rates and Optimize Campaigns

o Track engagement rate by account and channel
o |dentify highest-performing campaigns and replicate
o A/Btest headlines, body copy, and CTAs

o Adjust campaign based on performance



Success KPIs

KPI

ABM Engagement Rate

Account Penetration

Pipeline per Target
Account

ABM ROI

Meeting Booking Rate

Target

30-40%

3-5 contacts per account

50K—-100K per Tier 1
account

3:1 or better

5-10%

Common Challenges & Solutions

Challenge

Difficulty personalizing at scale

Low engagement rates

Difficulty tracking multi-touch

attribution

Sales team doesn’t follow up on

ABM leads

scale gradually

Measurement

% of accounts with at least one
engagement

Average # of contacts engaged per
account

Average pipeline value per account

Revenue generated / campaign cost

% of accounts that book meeting

Solution

Start with Tier 1 accounts; use templates + dynamic fields;

Improve targeting; test different messaging; increase

frequency

Implement UTM parameters; use CRM attribution

modeling; track touchpoints

Establish SLA for ABM lead follow-up; track follow-up rate;

incentivize engagement

Tool 9: Lavender & Sendspark - Human Touch Tools

Objective: Maintain trust and authenticity at scale with Al-assisted email and video.

Estimated Time: 3-5 days

Implementation Steps

1. Train Lavender on Email Quality Models



o Tone: Professional, conversational, not salesy

o Personalization: Reference specific company or person
o CTA: Clear, specific, easy to act on

o Length: 50-150 words (short and scannable)

o Subiject Line: Curiosity-driven, benefit-focused, not clickbait

2. Define Video Use Cases

o High-Value Prospects: Personalized video introduction from sales rep
o Objection Handling: Video response to specific objection
o Deal Closing: Video from executive to close deal

o Customer Success: Video from CSM to onboard new customer
3. Embed Lavender into SDR Email Workflows

o Configure Lavender to review all outbound emails before sending
o Provide suggestions for tone, personalization, CTA, length
o Enable SDR to accept/reject suggestions

o Track email quality metrics over time
4. Configure Sendspark for Personalized Video Recording

o Setup Sendspark account and integrate with email system
o Create video templates for different use cases
o Configure automatic video recording workflow

o Testvideo quality and delivery
5. Set Up Video Embedding in Emails

o Configure email system to embed video thumbnails
o Enable video playback directly in email (where supported)
o Provide fallback link for email clients that don’t support video

o Track video engagement (views, plays, completion rate)

6. Train SDRs on Using Lavender and Sendspark



o Conduct 1-hour training on Lavender email quality suggestions

o Conduct 1-hour training on recording and embedding videos

o Walk through sample emails and videos

o Establish best practices for using both tools

7. Monitor Email Reply Rates and Video Engagement

o Track email reply rate for Lavender-optimized emails vs. baseline

o Track video engagement (views, plays, completion rate)

o Track meeting booking rate from video emails

o |dentify best-performing email templates and video scripts

8. Iterate on Email Templates and Video Scripts Based on Performance

o A/Btest different email templates

o A/Btest different video scripts and styles

o |dentify highest-performing combinations

o Scale winning combinations across team

Success KPIs

KPI

Email Reply Rate

Meeting Booking
Rate

Video Engagement
Rate

Email Quality Score

Conversion Rate Lift

Target

5-8% cold, 15%+
warm

1-2% cold, 5%+
warm

40-50%

80+ average

30-50%
improvement

Measurement

% of emails that receive reply

% of emails that result in meeting

% of video recipients that watch

Average Lavender quality score

Improvement in conversion rate with
Lavender + video



Common Challenges & Solutions

Challenge Solution
SDRs don’t use Lavender Make Lavender suggestions mandatory; track compliance;
suggestions provide training

_ Improve video quality; make videos shorter (30-60 seconds);
Low video engagement rates _
personalize more

Video recording takes too Use video templates; provide recording best practices; use
long Sendspark shortcuts

Email fatigue from too many Limit video emails to high-value prospects; use video
videos strategically

Phase 3 Deliverables Checklist

Copy.ai generating account briefs for Tier 1 and Tier 2 accounts
Account briefs synced to CRM and accessible to sales team

Tofu ABM campaigns launched for Tier 1 and Tier 2 accounts
Personalized landing pages created for top 50 accounts

Multi-channel ABM campaigns running (email, LinkedIn, web, content)
Lavender integrated into SDR email workflows

Sendspark video templates created and tested

Sales team trained on all Phase 3 tools

ABM engagement dashboard created and monitored

Phase 4: Outreach & Inbound (Days 76-90)

Phase Overview

Phase 4 focuses on scaling outbound email campaigns and launching inbound lead
qualification. By the end of this phase, your full system is operational and generating
revenue.



Phase Duration: 2-3 weeks

Team Size: 6-8 people (Sales Development, Marketing, Operations)

Success Criteria: 95%+ email deliverability, 50-100 meetings booked, full system
operational

Tool 10: Smartlead - Outbound Infrastructure

Objective: Scale outbound email safely and globally with mailbox rotation and
domain warming.

Estimated Time: 5-7 days

Implementation Steps
1. Configure Mailbox Rotation

o Setup 5-10 Gmail or Office 365 mailboxes per region

o EMEA: 5-10 mailboxes (UK, Germany, France, Netherlands)
o APAC: 5-10 mailboxes (Singapore, Australia, Japan)

o North America: 5-10 mailboxes (US, Canada)

o Connect mailboxes to Smartlead
2. Set Up Domain Warming Schedule

o Week 1: 10-20 emails/day per mailbox
o Week 2: 30-50 emails/day per mailbox
o Week 3: 100-150 emails/day per mailbox
o Week 4: 300-500 emails/day per mailbox

o Gradually increase volume to avoid spam filters
3. Define Sending Limits

o Per mailbox: 300-500 emails/day
o Perdomain: 1,000-1,500 emails/day
o Per recipient domain: 50-100 emails/day (to avoid being flagged)

o Monitor bounce and complaint rates



4. Configure Deliverability Monitoring and Alerts

o Setup dashboard showing deliverability rate by mailbox and domain
o Alertif deliverability drops below 95%
o Alert if bounce rate exceeds 5%

o Alertif complaint rate exceeds 0.1%
5. Set Up Bounce and Spam Complaint Tracking

o Track hard bounces (invalid email) vs. soft bounces (temporary issue)
o Remove hard bounces from future sends
o Monitor complaint rate and adjust sending if needed

o Implement feedback loop from mailbox providers
6. Create Email Templates for Different Segments and Use Cases

o Template 1: Cold outreach to prospects (5-7 variations)

o Template 2: Follow-up to prospects (3-5 variations)

o Template 3: Warm introduction from referral (3-5 variations)
o Template 4: Personalized video email (2-3 variations)

o Template 5: Case study email (2-3 variations)
7. Launch Initial Outbound Campaigns

o Campaign 1: High-intent prospects (Unify signal)
o Campaign 2: Tier 1 ABM accounts

o Campaign 3: Tier 2 ABM accounts

o Campaign 4: Cold outreach to qualified leads

o Monitor performance and adjust
8. Monitor Deliverability Health and Adjust Sending if Needed

o Daily monitoring of deliverability metrics
o Adjust sending volume if deliverability drops
o Rotate mailboxes if one mailbox has issues

o Implement authentication (SPF, DKIM, DMARC)



Success KPIs

KPI Target Measurement
Deliverability Rate 95%+ % of emails delivered to inbox
Spam Complaint Rate <0.1% % of emails marked as spam

Meetings Booked per 1,000 Sends 10-15  # of meetings booked / 1,000 emails sent
Cost per Meeting Booked <§100  Total campaign cost / # of meetings booked

Reply Rate 3-5% % of emails that receive reply

Common Challenges & Solutions
Challenge Solution

Slow down domain warming; improve email quality; implement

Low deliverability rate o
authentication

High bounce rate Clean email list; use email validation service; improve data quality

) Reduce sending frequency; improve email relevance; include
Spam complaints o
unsubscribe link

Mailbox reputation
P Rotate mailboxes; slow down sending; implement feedback loop

issues

Tool 11: Qualified - Inbound Acceleration

Objective: Convert intent instantly with Al agents that qualify leads and book
meetings.

Estimated Time: 5-7 days

Implementation Steps
1. Define Qualification Logic

o Company Size: 50-10,000 employees (varies by region)

o Industry: FinTech, Banking, Insurance, Payment Processors



o Use Case: Payments, FX, Compliance, Reporting
o Budget: 10K-500K+ annual

o Timeline: Within 6 months
2. Connect Sales Team Calendars

o Connect Zoom calendar for availability
o Connect Outlook calendar for availability
o Configure timezone handling for global team

o Set up meeting buffer (15-30 minutes between meetings)
3. Set Up Routing Rules by Region and Rep Expertise

o Route EMEA prospects to EMEA reps
o Route APAC prospects to APAC reps
o Route North America prospects to NA reps

o Route by expertise (payments, compliance, FX, etc.)
4. Train Al Agents on Product Documentation

o Load product documentation into Qualified
o Load pricing and packaging information

o Load FAQ and common objections

o Load case studies and testimonials

o Load compliance and regulatory information
5. Configure Regional Handoffs and Timezone Handling

o Set up handoff rules for after-hours prospects
o Configure timezone-aware meeting scheduling

o Set up follow-up email for prospects outside business hours

o Enable 2% lead capture with intelligent routing
6. Set Up Meeting Booking and Confirmation Workflows

o Configure automatic meeting confirmation email



o Set up calendar sync with Zoho CRM

o Configure reminder emails (24 hours before meeting)

o Set up post-meeting follow-up workflow

7. Launch on Website and Monitor Engagement

o Add Qualified chat widget to website

o Monitor chat engagement and conversation quality

o Track chat-to-meeting conversion rate

o Collect feedback from sales team

8. Iterate on Qualification Logic and Al Responses Based on Performance

o Review conversations to identify gaps in Al knowledge

o Update Al training data based on feedback

o Adjust qualification criteria based on conversion data

o A/Btest different Al responses

Success KPIs

KPI

Chat-to-Meeting Rate

Response Time

Inbound Pipeline
Generated

Cost per Inbound Meeting

CSAT from Chat
Interactions

Target

5-10%

<30 seconds

500K —-1M per
month

<$200

s or higher

Measurement

% of chat conversations that result in
meeting

Average time for Al to respond to chat
message

Total pipeline value from inbound leads

Cost to acquire meeting from inbound
chat

Average customer satisfaction score



Common Challenges & Solutions

Challenge Solution

Improve chat positioning on website; test different CTAs;
Low chat engagement rate _
promote chatin ads

Al responses are inaccurate or Improve Al training data; add more context to knowledge
unhelpful base; monitor conversations

Qualification logicis too strict or  Adjust criteria based on conversion data; test different
too loose thresholds

Sales team doesn’t follow upon  Establish SLA for follow-up; track follow-up rate;
inbound leads incentivize engagement

Tool 12: Drift - Conversational Marketing
Objective: Support multilingual, real-time engagement with Al-suggested responses.

Estimated Time: 3-5 days

Implementation Steps
1. Configure Language Routing

o English (default)
o German (for EMEA)
o French (for EMEA)
o Mandarin (for APAC)
o Japanese (for APAC)
o Spanish (for North America)
2.Load FAQ, Compliance Content, Product Documentation, and Pricing
Information
o FAQ: 50-100 common questions and answers
o Compliance: GDPR, PSD2, SOC 2,1S0 27001 information

o Product: Features, use cases, integrations



o Pricing: Pricing models, packages, ROI calculator
3. Enable Al-Suggested Responses for Common Questions

o Train Al on common questions and best responses
o Enable Al to suggest responses to chat agents
o Allow agents to accept/reject/modify suggestions

o Track suggestion acceptance rate
4. Set Up Conversation Quality Monitoring

o Monitor average response time
o Monitor customer satisfaction (CSAT)
o Monitor conversation resolution rate

o Alert on low-quality conversations
5. Configure Lead Qualification and Routing

o |dentify qualifying questions (company, use case, budget, timeline)
o Route qualified leads to sales team
o Route unqualified leads to nurture sequence

o Track qualification accuracy
6. Train Team on Using Drift Effectively

o Conduct 1-hour training on Drift interface
o Walk through sample conversations
o Explain Al-suggested responses feature

o Establish best practices for chat engagement
7. Launch on Website and Monitor Engagement

o Add Drift chat widget to website
o Monitor chat volume and engagement
o Track conversation-to-meeting rate

o Collect feedback from team



8. Measure CSAT and Conversation-to-Meeting Rates

o Track CSAT for each conversation

o |dentify high-performing agents and conversations

o Monitor conversation-to-meeting rate

o Optimize based on performance

Success KPIs

KPI Target
Engagement Rate 5-10%
Lead Qualification Accuracy 80%+
CSAT from Chat Interactions 45 or higher

Conversation-to-Meeting Rate 3-5%

Average Response Time minute

Common Challenges & Solutions

Challenge

Measurement
% of website visitors that start chat

% of qualified leads that actually convert
Average customer satisfaction score

% of conversations that result in meeting

Average time for agent to respond to chat

Solution

Improve chat positioning; test different CTAs; promote in

Low chat engagement rate .
598 marketing

Al-suggested responses are not
helpful

Improve Al training; add more context; monitor and adjust

Make suggestions more relevant; track compliance;

Agents don’t use Al suggestions

provide training

Multilingual support is Start with English; add languages gradually; use
challenging professional translators

Phase 4 Deliverables Checklist

Smartlead mailboxes configured and domain warming complete



Outbound campaigns launched with 95%+ deliverability
50-100 meetings booked from outbound campaigns
Qualified Al agent live on website and qualifying leads
Drift chat widget live and handling inbound conversations
Full system operational and generating revenue

KPI dashboards created and monitored

Weekly system review established

Success Criteria & KPIs

90-Day Success Criteria

By the end of 90 days, your implementation should achieve the following:

Adoption Metrics

Metric Target Measurement
Tool Adoption Rate 80%+ % of team actively using all tools
Data Quality 95%+ % of required fields completed and accurate
Training Completion 100% % of team that completed training

Daily Active Users 80%+ % of team logging in daily



Revenue Metrics
Metric
Pipeline Generated
Meetings Booked
Revenue Closed
Cost per Meeting

Cost per Opportunity

Efficiency Metrics
Metric

Time Saved on
Research

Time to Opportunity

Sales Cycle Reduction

Win Rate Improvement

System Health Metrics
Metric
Email Deliverability
CRM Data Quality
System Uptime

Integration Health

Target Measurement
500K-1M Total new pipeline created
50-100 Total meetings from system
100K—-300K  Revenue closed from system-generated pipeline
<$200 Total system cost / # of meetings
<$500 Total system cost / # of opportunities
Target Measurement

3-5 hours/week per

rep

days

20% faster

10-15%

Target
95%+
95%+
99.9%+

100%

Hours saved on manual research

Average days from prospect to
opportunity

Average sales cycle with system vs.
without

Win rate improvement

Measurement
% of emails delivered to inbox
% of records with complete required fields
% of time system is available

% of integrations working correctly




Team Structure & Roles

Recommended Team Composition

Phase 1 Team (3-5 people)

Role Responsibilities Time Commitment
RevOps Lead Oversee CRM setup, data import, configuration Full-time
Sales Ops Manager  Territory setup, quota management, training Full-time
Data Analyst Data quality, validation, reporting Part-time (50%)
Sales Leadership Change management, adoption, feedback Part-time (25%)

Phase 2 Team (4-6 people)

Time

Role Responsibilities .
Commitment

Data enrichment, lead scoring,

RevOps Lead ) Full-time
automation

Marketing Manager Apollo searches, lead generation, nurture  Full-time
Data quality, enrichment validation, .

Data Analyst g y Full-time

reporting

Sales Development
P Lead qualification, SDR training, feedback  Part-time (50%)

Manager

Sales Leadership Strategy, feedback, adoption Part-time (25%)



Phase 3 Team (5-7 people)

Role Responsibilities
Marketing Manager ABM campaigns, personalization, content
Content Manager Account briefs, case studies, messaging
Sales Development Email optimization, video training,
Manager feedback
RevOps Lead Automation, integration, reporting
Sales Leadership Strategy, messaging, feedback

Phase 4 Team (6-8 people)

Role Responsibilities
Sales Development Outbound campaigns, inbound chat,
Team meetings
System optimization, monitoring,
RevOps Lead y . ptimizatl tonng
reporting
Sales Leadership Strategy, coaching, feedback

Key Success Factors

Time
Commitment

Full-time

Full-time

Full-time

Full-time

Part-time (50%)

Time Commitment

Full-time (4-6
people)

Full-time

Part-time (50%)

1. Executive Sponsorship: C-level support for change management and adoption

2. Dedicated Resources: Full-time team members focused on implementation

3. Clear Ownership: Each tool has a clear owner responsible for success

4. Regular Reviews: Weekly reviews of progress, blockers, and adjustments

5. Training and Support: Comprehensive training and ongoing support for all

users




Risk Mitigation

Common Implementation Risks

Risk Probability Impact Mitigation
Low tool adoption by sales Executive sponsorship, training,
P y High High ) ) P ] P &
team incentives, early wins
Data validation, cleansing, ongoin
Data quality issues High Medium o & ONEoIng
monitoring
. . Testing, redundancy, support team on
Integration failures Medium High & Y, SUPP
standby
Regional compliance Legal review, compliance team
. 8 P Medium High . & P .
issues involvement, documentation
Longer-than-expected ) ) Clear timeline, weekly reviews,
. . Medium Medium )
implementation resource allocation
. o ) ) Comprehensive training plan, ongoing
Insufficient training Medium Medium )
support, documentation
. . . Change management, executive
Resistance to change Medium High ) .
sponsorship, early wins
Clear budget, contingency planning,
Budget overruns Low Medium & geNCyP &

vendor management

Mitigation Strategies
1. Executive Sponsorship: Secure C-level commitment to the initiative and change
management
2. Early Wins: Achieve quick wins in Phase 1 to build momentum and adoption

3. Training and Support: Provide comprehensive training and ongoing support for
all users

4, Regular Reviews: Conduct weekly reviews to identify and address issues early

5. Contingency Planning: Have backup plans for critical systems and integrations



6. Documentation: Document all configurations, processes, and learnings for
future reference

Appendix

A. Tool Comparison Matrix

. . Learnin
Tool Primary Use Integration Cost &
Curve

Zoho CRM System of record Native $25-50/user/month  Medium

Fullcast Territory management API $500-2,000/month  Medium

Momentum Sales intelligence API $500-1,500/month  Low

Clay Data enrichment API $500-2,000/month  Medium

Apollo Prospecting API $500-2,000/month  Low

Unify Web intent JavaScript  $500-1,500/month  Low

Copy.ai Account intelligence API $500-2,000/month ~ Medium
$1,000- .

Tofu ABM API High
5,000/month

Lavender Email optimization Native $500-1,500/month  Low

Sendspark  Video email Native $500-1,500/month  Low

Smartlead  Email infrastructure API $500-2,000/month ~ Medium

. T , $1,000- .

Qualified Inbound qualification JavaScript Medium

5,000/month
) Conversational .
Drift JavaScript  $500-2,000/month  Low

marketing

B. ROl Modeling Example

Assumptions:



Current sales team: 10 reps

Current average deal size: $50,000

Current win rate: 20%

Current sales cycle: 6 months

e Current quota attainment: 60%
With Sokin System (90-day projection):

e Pipeline generated: $750,000 (15 new opportunities)
e Win rate improvement: 25% (5% improvement)

e Sales cycle reduction: 4.5 months (25% faster)

e Revenue closed: $150,000 (3 deals closed in 90 days)
e System cost: $15,000 (tools + implementation)

e ROI: 10x (150, 000revenue/15,000 cost)

C. Quarterly Operating Procedures

Q1 Operating Procedures
Week 1-4: Foundation Phase

e CRM setup, data import, territory configuration
e Sales team training

e |nitial dashboards and reporting
Week 5-8: Data & Intent Phase

e Data enrichment, lead generation
¢ Intentsignal capture

e Lead scoring model
Week 9-12: Content & ABM Phase

e Account briefs generation
e ABM campaign launch

e Email and video optimization



Week 13: Outreach & Inbound Phase

® Outbound campaign launch
¢ |nbound chat and qualification

e System optimization and monitoring

Ongoing Operating Procedures (Q2+)
Weekly:

e Sales team standup (30 minutes)
e RevOps review (1 hour)

e Campaign performance review (1 hour)
Monthly:

e Executive review (1 hour)
e Tool performance review (2 hours)

e Training and coaching (2 hours)
Quarterly:

e Strategic review (2 hours)
e Tool optimization (4 hours)

e Team feedback and adjustments (2 hours)

D. Scaling Guidance

Year 1: Foundation & Optimization (Months 1-12)

e Complete 90-day implementation

e Optimize system based on learnings
e Scale outbound campaigns

e Expand to additional regions

e Add additional team members as needed



Year 2: Market Leadership (Months 13-24)

e Achieve 50%+ quota attainment improvement
* Generate $5M+ in pipeline annually

e Expand to all regions and product lines

e Build competitive advantage through system

e Establish thought leadership in GTM

Year 3+: Continuous Improvement

e Maintain market leadership

e Continuously optimize system

e Adopt new tools and technologies
e Scale to additional markets

e Build proprietary competitive advantage

Conclusion

The Sokin Al GTM Operations System represents a significant opportunity to transform
how your organization acquires, engages, and closes enterprise customers. This
implementation guide provides a clear roadmap for deploying the system over 90 days
and achieving measurable results.

Key Success Factors:

1. Executive sponsorship and commitment

2. Dedicated implementation team

3. Clear ownership and accountability

4. Regular reviews and adjustments

5. Comprehensive training and support

6. Focus on adoption and change management

By following this guide and maintaining focus on the key success factors, your
organization will be well-positioned to achieve the 90-day success criteria and build a



sustainable competitive advantage in the market.

For questions or support, contact the implementation team or visit the Sokin GTM
Operations portal.



