OPEED-T0-LEAD

THE OPERATIONAL IMPERATIVE

Evidence, Case Studies, and a Playbook
for the “5-Minute Window"”
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Executive Summary

Speed is a high-leverage structural variable.

The Math The Gap The Fix The Outcome
Conversion probability The market is failing. Audits Speed is an engineering Tighter SLAs correlate
decays 8x after the first 5 show average response times problem. Leading organizations | directly with funnel velocity.
minutes. The difference ranging from 4 hours to 29 reduce assignment latency Case studies (Mahindra,
between 5 and 10 minutes is hours. Only ~0.1% of attempts from 20 minutes to 20 SUSE, YulLife) show lifts in
structural, not marginal. occur in the “"Golden Window". seconds using automation. conversion rates of 10-35%.

0
1—0.1,4.
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Conversion Index

Conversion probability decays 8x

after the first 5 minutes
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THE GOLDEN
WINDOW

Waiting 10 minutes resets

conversion probability to
baseline.

10 30

Response Time (Minutes)

60

Source:
InsideSales/XANT
Lead Response
Management Study.
Dataset: 3 years of
data, 5.7M marketing
leads, 55M sales
activities.
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Speed predicts lead qualification, not just contact rates.

Speed isn't just about saying ‘hello’. It is about catching the prospect while the problem is top-of-mind.

7x Drop in

Qualification 60x Drop in

Qualification

Within 1 Hour 1 Hour Later 24 Hours Later

Source: Harvard Business Review (Oldroyd/McElh: & NotebookLM



The market reality is slow, silent,
silent, and disconnected.

Audit findings from three independent studies.

Chili Piper Audit RevenueHero (1,000 Websites) Workato (114 Companies)
Avg Response: Avg Response: 0 companies called
4h 50m 1 day, 5 hours within 5 mins

~30% of leads never receive a Only 31 out of 365 responses Only 31% responded by phone
response. arrived within an hour. at all.

Key Takeaway: If you respond in <5 minutes, you are automatically in the top 1% of execution.
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You cannot solve a math problem with "harder working" reps.
The “Rep Hustle” Fallacy: Humans default to delay.

First Attempt Latency Immediate Action Persistence

57.1% of first <15% of
attempts occur attempts occur
after 1 week within the first day

Most sellers stop
after <5 attempts

Without automation, "speed” is just a request.
With automation, it is a guarantee.

Source: Internal Analysis/Indu & NotebookLM



Speed-to-Lead is an engineering problem.

Case Study: Salesforce “Customer Zero” Transformation

BEFORE: Manual Routing

-

i Assignment Time: 20 Minutes

2 3 4 5 6 i 8 9 10 11 12

Lead sits in queue. Conversion decays.

AFTER: Automated Data Cloud Routing

98% Reduction in Time-to-Lead

iAssignment Time: 20 Seconds

Key Insight: Automating the ‘Processing Time’ (Routing) is the only way to give

humans enough ‘Selling Time’ to hit the 5-minute window.
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The First 60 Minutes: Attack the channel,
nhot just the inbox.

= f
THE GOLDEN o | |
WINDOW.
Call Attempt #1. ItIl|II|‘||II‘IIII‘IIII‘IIII‘IIII|III1‘
5 min 10 min 30 min 60 min

Personalized Email Call Attempt #2.

Auto-Acknowledge. + Scheduling Link.
Instant Email/SMS.

Arbitrage Opportunity: Workato data
shows O companies called within 5
mins. Only 31% called at all.
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Persistence Pays: The ‘Rule of 7'.

7+ attempts yield 15% more connections (InsideSales/XANT)

Day 2

Social Touch (LinkedIn Connect)

Days 3-5

Alternate Call / Email

Most reps stop at touch #3. If you
don't hit 7 touches, you haven't
actually worked the lead.

Day 7
Breakup Email
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The Engine: Priority-Based Routing and Strict SLAs

Case Study: SUSE
<5 Minute SLA < « Organization: SUSE
TIER 1 o Strategy: Implemented tiered SLAs
(Demo/Pricing) (4 hours to 2 days).

e Result 1;: 100% SLA attainment.
 Result 2: 1.3h average response for
_ TIER 2 .
PRI A (Webinar/Content) hand-raisers.

 Result 3: 95% of demo requests
engaged within 4 business hours.
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Automating the bottlenecks and scripting
the speed.

Dofm D omen D oses ) fwe ) saTme ) A’ )

Voicemail Script SMS Script (Consented)

Hi [Name], calling to confirm what you're trying Got your request. Are you aiming to do

to solve and get you to the right person. I'll [Outcome A] or just exploring? Reply A or B
also email a link to pick a time. and I'll route you fast.

Scripts should focus on Navigation, not Persuasion. Speed requires simplicity.
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Faster response correlates with funnel
velocity and conversion.

| Mahindra & Mahindra

| YuLife

| StoreHub

Response reduced
30 min -> 15 min.

+10%

Lead-to-

Opportunity
Ratio

Achieved 5-min
average response.

35%
MQL -> SQL
Conversion

Goal set to Contact
within 2 mins.

+20%
Overall
Conversion

Rate

These are not just efficiency metrics; they are revenue metrics.
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Context Matters:
When to sprint and when to nurture.

High
SPRINT
5-Minute SLA. Demo Requests.
i "Golden Window" is mandatory.
S
(T}
-
=
£
. NURTURE
Relationship Focus.
Whitepaper downloads.
Avoid “spam” perception.
Low

Short Sales Cycle Length Long

Research Support: Automated Lead Nurturing (ALN) research shows efficacy varies by cycle length.
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Implementation Checklist:
Build the machine in 30 days.

.

O

J

Phase 1: AUDIT (Week 1)

Measure your 4 timestamps: Submit -> Route -> Attempt -> Contact.

Phase 2: ROUTE (Week 2)

Automate assignment to kill ‘lead queue’ latency.

Phase 3: DEFINE (Week 3)

Set Tier 1 SLA to 5 minutes. Build escalation path for breaches.

Phase 4: ENFORCE (Week 4)

Launch ‘Rule of 7' cadence and review SLA reports daily.

Research Support: 30-day implementation is designed for high-velocity sales environments; efficacy varies by organizational size and complexity.
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