
BookIt  
Links

In the fast-paced world of enterprise sales, every moment counts. With B2B buyers demanding instant 
and personalized interactions, it’s critical to protect your sales pipeline from missed opportunities due to 
scheduling delays and hiccups. It’s time to work smarter, not harder.

BookIt Links empowers sales reps and 
specialists to simplify scheduling for everyone 
involved in the process. 
 
Whether prospecting, or onboarding a new 
customer, reps can instantly share their 
availability through a personalized scheduling 
link to empower buyers to book a meeting – 
right on the spot. 
 
No back-and-forth coordination. No delays. 
Just seamless scheduling every buyer wants 
and needs. 

Book meetings faster with personalized                                                                 
booking links for every rep
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Don’t Lose Deals on Back-and-Forth Delays

Deliver a Scheduling Experience 
Your Buyers Deserve

It takes 7.5 emails 
on average to schedule 

a meeting 

(Calendly) (GitNux)

80% of B2B buyers expect 
the same buying experience 

as B2C customers

(Digital Commerce 360)

64% of B2B buyers are 
Millennials and Gen Z who 
are less willing to tolerate 

back and forth from brands

 Buying Groups  
Readiness Checklist

Is your organization stuck on a hamster wheel of MQLs that don’t convert and don’t result in revenue?

A new, Opportunity-centric go-to-market motion is rolling in and delivering results:

➔	 Improved conversions
➔ Streamlined efficiency
➔ Increased revenue
➔ Enhanced alignment

Here’s why:
The Opportunity object acts like a container tied to a solution. It has the ability to hold multiple contacts from 
a Buying Group. The Opportunity object not only reflects how sellers think, it matches how buyers buy.

Is your revenue team ready for an Opportunity-centric motion based in Buying Groups? Use this checklist to 
gauge your organization’s readiness and value potential.

REVENUE PROCESS PAIN POINTS Yes No

Most of your Opportunities are either Closed-Lost or recycled.

Your Lead-to-Opportunity conversion rates are low.

Your Opportunities typically have only 1 or 2 Contacts, but you know there are more  
people on the buying committee.

Your Sales team has limited visibility into the activities of your Opportunities’ entire  
buying committee.

SDR, BDR, and Marketing teams are chasing after high Lead volumes that don’t  
convert down the funnel.

MARKETING & SALES PROCESSES Yes No

Your Marketing team runs persona-based marketing campaigns.

Your Marketing and Sales programs can adapt and respond to engagement from  
Buying Group members. 

Your Sales programs follow a consistent process to define and update Opportunity  
stages during a sales cycle.

Your Marketing and Sales teams collaboratively determine the typical number of 
Opportunities that exist in an account and/or segment as part of regular planning processes.

https://www.leandata.com/


Why LeanData?
Today’s growth leaders power their B2B selling with LeanData, the gold standard in modern revenue orchestration and an essential 
element of the modern RevTech stack. The LeanData Revenue Orchestration Platform, powered by No-Code Automation, simplifies 
and accelerates coordination of all the plays, people and processes needed to transform buying signals into buying decisions. LeanData 
is inspiring a global movement among its 1,000 customers and community of 5,000+ OpsStars worldwide, empowering them with 
revenue operations excellence that translates into compelling buyer experiences and competitive advantage. Join the movement!

2901 Patrick Henry Drive, Santa Clara, CA 95054   |   669-600-5676   |   www.LeanData.com

 Buying Groups Readiness Checklist

BUYER JOURNEY Yes No

Your organization has different product and/or solution lines that involve selling to  
different groups.

Your product or service requires input from multiple individuals and stakeholders in order 
to make a purchase decision.

Your buyer spends time researching your product and carefully weighing their options 
before making a decision.

The members of a committee for your product typically include users, decision makers, 
gatekeepers, champions, financial approvers, and other influencers. 

SELLER CHARACTERISTICS Yes No

Your product or service is a high consideration, direct purchase, and not an ecommerce, 
self-driven purchase.

Your Marketing and/or Sales team uses SDRs or BDRs to qualify Leads.

Evaluate Your Results
(Total the Checkmarks)

Groundwork Stage
Your foundational 
sales and marketing 
processes, particularly 
data alignment, need 
considerable development 
before focusing on an 
Opportunity-centric GTM 
strategy.

5
Momentum  
Building Stage
Your organization has 
started to align its 
marketing and sales 
strategies but may require 
further integration and 
refinement to handle 
complex Buying Groups 
effectively. It’s time 
to introduce change 
management.

6 - 8
Strategic  
Alignment Stage
Your organization shows 
strong potential and 
has several advanced 
processes in place. It’s 
time to focus on execution 
to fully capitalize on an 
Opportunity-centric GTM 
approach.

9 - 11
Optimal  
Readiness Stage
Your organization is well-
prepared to implement an 
Opportunity-centric GTM 
strategy. It has the necessary 
characteristics to engage 
complex Buying Groups 
effectively.

12 - 15

LESS 
THAN

Learn more from the revenue experts at LeanData today.

https://www.leandata.com/demo-request/
https://www.leandata.com/

