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1) Why Most CRMs Fail (And How to Fix It)

Most CRMs don't fail because the software is “bad”. They fail because the setup is
unclear, inconsistent, and disconnected from how leads actually come in.

If your leads arrive from Meta ads, WhatsApp, Instagram, Facebook, and web forms, the
system must be designed to handle that reality—otherwise the CRM becomes a place
where information goes to die.

The 3 Common Failure Points

1) Scattered leads (leads arrive everywhere)

When inquiries are spread across WhatsApp, DMs, forms, and spreadsheets:
e Some leads get answered, others get missed
e  Sales can't see the full history
» Follow-up becomes personal (depends on who saw the message first)

Fix: Centralize all lead sources into one CRM inbox and one lead pipeline—so every
inquiry becomes trackable from the moment it enters.

2) Unclear stages (no one knows “what happens next”)

Many CRMs have stages like “New / In Progress / Pending” that mean different things to
different people. This creates:

e Wrong reporting
e Stuck deals
e Sales teams that avoid updating the CRM because it feels pointless

Fix: Use clear, simple stages that match real actions—capture, assign, contact, qualify,
convert, close.

3) Inconsistent follow-up (leads don’t convert because timing is random)
The biggest revenue leak is not the CRM—it's the absence of a follow-up system:
"No answer” leads are forgotten
»  Prospects who asked for a proposal never get a next step
The team follows up when they “remember”

Fix: Build follow-up rules into the pipeline (reminders, next actions, ownership). The
CRM should prompt the team, not rely on memory.
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The “Simple CRM” Principle (What Actually Works)
A CRM only needs three things to work well:
1) One flow

A clear journey from Lead — Qualification — Deal — Closure.
Avoid building multiple pipelines and complex branches early. Start simple and stable.

2) Clear ownership

Every lead and deal must have one responsible person at all times.
If “everyone owns it,” no one owns it.

3) Measurable progress

Every stage must answer one question:
What happened, and what'’s the next action?
This is what makes reporting accurate and forecasting possible.

The Result

When you centralize leads, simplify stages, and standardize follow-up:
* Response speed improves
e Leads stop getting lost
*  Management gets visibility
e  Sales becomes consistent (and scalable)

In the next section, we'll map the ideal customer journey from the first ad click or DM—
until the deal is won or lost.
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2) The Ideal Customer Journey (From Ad/DM to Closed
Deal)

A strong CRM isn't about “tracking” customers—it's about guiding every inquiry through
a simple, repeatable journey until it becomes a qualified opportunity, then a won deal
(or a clear “lost” with a reason).

Below is the ideal end-to-end journey in plain language.

The End-to-End Journey (Plain Language)
Step 1: Inquiry arrives (from Ads / Form / WhatsApp / DMs)
A potential customer reaches out through:

. Meta Lead Ads (Instant Form)

*  Website / CRM Form

*  WhatsApp

e Instagram DM / Facebook Messenger

. Comments (where possible)

CRM rule: Every inquiry must create a record (Lead) in one place.

Step 2: Lead is captured and assigned

The moment a lead enters the system:
e It getstagged with its source (where it came from)
e Itgetsassigned to a responsible person

CRM rule: No lead should stay unassigned.

Step 3: First contact and qualification

The responsible person makes first contact to:
e Confirm the request
e  Collect missing basics (name, phone/email, product/service need)
. Decide if it's a Good Lead (qualified) or Junk Lead (not qualified)

CRM rule: Qualification must be simple and consistent.
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Step 4: Convert qualified lead into a Deal

Once qualified:
» The Lead becomes a Deal (an opportunity with value and next steps)
A meetingis booked (or a next step is defined)

CRM rule: Leads are for inquiry + qualification. Deals are for sales execution.

Step 5: Meeting — proposal — follow-up
The deal moves through:
*  Meeting booked and confirmed
e Proposal prepared and sent
»  Follow-up sequence until decision
*  Next steps meeting (wrap-up / decision conversation)

CRM rule: Every stage should trigger a “next action”.

Step 6: Close the loop (Won or Lost)
The opportunity ends in one of two outcomes:
» Deal Won (proceed to closing steps)
+ Deal Lost (select a reason for learning and reporting)

CRM rule: Every deal must end with a clear outcome.
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SLA: What Must Happen in the First 5 Minutes, 24
Hours, and 7 Days

Speed and consistency are where most teams lose revenue. The SLA below is a practical
standard you can apply immediately.

First 5 Minutes (The Response Window)
Goal: Confirm receipt + start engagement while the lead is still “hot".
What must happen:
. Lead is created in CRM (automatically from the source)
 Leadis assigned to a responsible person

e The lead receives a quick confirmation message (or the team responds
immediately)

e The first contact attempt is initiated (message/call)
Minimum standard:

* Respond within 5 minutes during business hours

e If outside business hours: auto-reply + “we will contact you at [time]”
Why it matters:

e Leads are most likely to convert when contacted quickly.

«  Evenif you can't fully qualify yet, you win trust by responding fast.

First 24 Hours (Qualification + Next Step)
Goal: Turn the inquiry into a qualified opportunity—or close it cleanly.
What must happen:
«  Complete the minimum lead information (contact + need)
* Marklead as:
o Good Lead (qualified) OR
o Junk Lead (not qualified) with a reason
o If qualified:
o Convertto a Deal
o Schedule a meeting OR set the next step date/time
Minimum standard:
+ Every lead receives at least 2-3 contact attempts within 24 hours

*  No lead stays “new” without action
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Why it matters:
e 24 hours is the window where serious buyers expect professionalism.

e After that, motivation drops and competitors catch them first.

First 7 Days (Follow-Up Discipline)
Goal: Keep momentum until a decision is made.
What must happen:
e  For qualified leads/deals:
o Follow-up tasks are scheduled and executed
o Proposal is sent and logged (date + channel)
o Anext steps meeting is booked where appropriate
e  Forno-response cases:
o Astructured follow-up loop runs (no random chasing)
e Forlostdeals:
o Mark as lost with a clear reason (for reporting and improvement)
Minimum standard:
» A consistent follow-up cadence across 7 days (example):
0 Day 1: contact + meeting attempt
o Day 2-3: follow-up + proposal/clarification
o Day 4-7: next step confirmation + final follow-up sequence
Why it matters:
*  Mostrevenue is lost due to weak follow-up, not poor leads.

e A CRM should make follow-up automatic and visible—not dependent on memory.

The Key Principle

A healthy CRM journey is simple:
Every inquiry must have an owner, a stage, and a next action.

Next, we'll define the core CRM structure that makes this journey work: why one Lead
pipeline + one Deal pipeline is the fastest path to clarity and scale.
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3) The Core CRM Structure You Actually Need

Most teams overcomplicate CRM from day one—multiple pipelines, too many stages,
and dozens of custom fields. The result is predictable: the team stops using it, data
becomes unreliable, and leadership loses visibility.

A simple structure wins because it gets adopted fast, stays clean, and produces
measurable progress.

Why One Lead Pipeline + One Deal Pipeline Is Enough
1) Leads and Deals are two different jobs
e Lead Pipeline = capture + respond + qualify
+ Deal Pipeline = execute sales steps until win/loss
When you mix both into one pipeline, you create confusion:
»  Salespeople treat new inquiries like “deals” and skip qualification
*  Reporting becomes meaningless (you don't know what's qualified vs not)
e The pipeline gets crowded with unqualified noise

A two-pipeline setup keeps the CRM clean and makes the journey obvious:
Inquiry comes in — qualifies & becomes a deal — gets closed.

2) It works for most industries and team sizes

Whether you're in services, real estate, B2B, or retail, most teams share the same reality:
e Leads come from multiple channels
e Aportion is not qualified
*  The qualified portion needs meetings, proposals, follow-up, and closure

One Lead pipeline and one Deal pipeline cover this without limiting growth. If you later
need additional pipelines, you add them after the foundation is stable—not on day one.

3) It creates better reporting and faster decisions

With this structure, you can answer key questions instantly:
e How many leads did we receive by source this week?
e How many became Good Leads?
How many converted into Deals?
e What's the conversion rate and where is it leaking?
e Why are we losing deals?

This is almost impossible when the CRM is bloated or inconsistent.
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What to Standardize vs What to Leave Flexible

The goal is to standardize the parts that create consistency and performance, and leave
flexibility where businesses naturally differ.

Standardize These (Non-negotiable)
1) The pipeline structure and stage meanings

Every stage should represent a real action.
Your team should understand stages the same way—every time.

Standardization rule:
»  Stages must be simple, specific, and action-based

*  No vague labels like “Pending” or "Processing” without definition

2) Ownership rules (Responsibility)
Every Lead and Deal must have:

*  One Responsible Person

*  One Next Action (call, message, meeting, proposal follow-up)
Standardization rule:

*  No record stays unassigned

. No record moves forward without a clear owner

3) Minimum required fields (the essentials only)
If you don't standardize the basics, your CRM becomes incomplete and unusable.
Minimum data to run a working CRM:

e Whoisthe lead? (hame)

. How to reach them? (phone/email)

*  What do they want? (product/service)

*  Where did they come from? (lead source)

e Who owns it? (responsible)

e What's next? (meeting / next step)
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4) Follow-up rules (SLA)
Most revenue is lost between “captured” and “followed up.”
Standardization rule:

»  Follow-up is not optional; it's part of the pipeline design (reminders + cadence)

5) Outcome rules (Clean closure)
You need clean endings for learning and reporting:
Good Lead vs Junk Lead
. Deal Won vs Deal Lost (with reason)
Standardization rule:

. Every lead/deal must end with a clear status and a reason (when lost/disqualified)

Leave These Flexible (Adapt to Each Client)

1) The exact script and tone of messages

Your business voice matters. You can keep the workflow standard but adjust:
*  Reply templates
*  WhatsApp message wording
»  Follow-up phrasing

e Proposal email tone

2) Meeting style and scheduling approach
Different teams sell differently:
e Online vsin-person
e Immediate call vs scheduled meeting
*  Meeting required vs not required

The CRM should support these options without changing the structure.

3) Deal value and offer packaging

Some businesses price fast, others need scoping:
. Fixed price offers vs custom quotes
e One product vs multiple packages

This can be captured in Deals without changing the foundation.
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4) Team assignment model

You can keep ownership standard while choosing the method:
¢  Round robin
*  Byproduct
e Byregion/language

. Fixed owner (one sales rep)

The Practical Rule

If a change affects speed, adoption, or reporting, standardize it.
If a change affects style, communication, or minor preferences, keep it flexible.

Next, we'll cover Lead Capture: which channels are worth connecting first and how to
unify Meta, forms, WhatsApp, and DMs into one CRM flow.
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4) Lead Capture: The Only Lead Sources Worth
Connecting First

If you want a CRM that actually works, start by connecting the sources that bring the
majority of real inquiries—and connect them in a way that supports fast response, clean
reporting, and consistent qualification.

The goal is simple: every inquiry becomes a Lead in one place, with a source tag and
an owner.

Below are the lead sources worth connecting first (in priority order), and why each one
matters.

1) CRM Forms (Website / Landing Page)
Best for: High-intent leads who are actively requesting information.
Why it matters:

*  You control the form fields and the experience

. It creates clean data (name, phone/email, service need)

e It'sideal for campaigns that send traffic to your sales page
What to do right:

+ Keep forms short (collect only essentials)

e Add aclear consent note (if required)

»  Route every submission into the Lead pipeline with a source label

2) Meta Lead Ads (Instant Forms)
Best for: High volume lead generation from Facebook/Instagram ads.
Why it matters:

» It's often the fastest way to generate leads at scale

* Leads arrive already “opted-in” from the platform form experience

* If not integrated, it becomes a follow-up nightmare (missed leads, delayed
response)

What to do right:
e Integrate Meta Lead Ads into CRM (commonly via Zapier)
*  Map key fields consistently (name, phone/email, interest/product)
»  Tag each lead with its source so you can track results by campaign
Important note:

e Instant forms can produce low-quality leads unless qualification is handled
properly inside the Lead pipeline.
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3) Instagram DMs + Facebook Messenger (Contact Center)
Best for: Businesses that sell through conversations (DM-driven sales).
Why it matters:

e This is where real buying intent often appears (“How much?” “Details?” “Send
location?")

*  Without CRM capture, the entire sales process stays trapped in personal inboxes
* ltcreates visibility: who replied, when, and what happened next
What to do right:

e Connect Instagram and Facebook messages into Contact Center (Open
Channels)

e Ensure every conversation is owned by a team member (not “whoever sees it”)

o  Convert serious inquiries into Leads and progress them through stages

4) WhatsApp API

Best for: UAE market sales operations where WhatsApp is a primary communication
channel.

Why it matters:
*  WhatsApp is often the fastest channel to move leads to meetings and decisions
«  Without integration, leads remain untracked and follow-up is inconsistent

e With CRM connection, you can manage WhatsApp communication with
ownership and history

What to do right:
e Connect WhatsApp APl into the CRM through an approved integration method
e Use WhatsApp in three practical ways:
o Manual messages (daily communication)
o Automated triggers (confirmations, reminders)
o Bulk outreach (to selected leads, if compliant)
Important note:

e Automated and bulk messaging often requires approved message templates.
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5) Comments Capture (Where Possible)

Best for: Brands generating leads from comment-driven content (“Interested”, “Price?”,
“DM me").

Why it matters:
e« Comments are a hidden lead source many teams ignore
e Astructured approach can convert engagement into real leads
What to do right:
»  Treat comment capture as a best-effort process
*  Use an automation approach where possible (based on platform permissions)
*  Route qualified comment interactions into the Lead pipeline
Reality check:

« Comment capture is not always guaranteed due to platform limitations and
account permissions.

6) Email + Imports (When to Use Them)
These are useful, but they are not your first priority.
Email
Use it when:
*  Your business receives structured inquiries by email
*  You need to keep formal communications logged
Keep it clean:
+  Don'tlet email become a replacement for the Lead pipeline
e Convert meaningful inquiries into Leads and assign ownership
Imports
Use them when:
*  You have a list of old leads or contacts you want in the CRM
*  You are moving from spreadsheets to a system
Keep it realistic:
e Imports work best when the data is already clean

e Heavy cleaning and enrichment should be treated as a separate project
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The Simple Rule for Lead Capture

A CRM works when:
*  Every lead enters the same Lead pipeline
»  Everylead has a source and an owner
o Everylead receives a fast first response

»  Everylead is either qualified or closed cleanly

Next, we'll break down the Lead Pipeline blueprint—what each stage means, and how to
qualify “Good Leads” consistently without overcomplicating it.
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5) The Lead Pipeline Blueprint (Qualification System)

The Lead Pipeline has one job: turn every inquiry into a clear outcome—cither a
qualified opportunity (Good Lead) that should move into the Deal Pipeline, or a clean
disqualification (Junk Lead) that improves your reporting and saves time.

This section gives you a simple, standardized Lead Pipeline that works across most
businesses.

Recommended Lead Stages (And What Each One Means)
1) Prospect

Meaning: A new inquiry has entered your world, but no action has happened yet.
Goal: Ensure it gets captured and assigned quickly.

Typical examples:
. New Meta lead came in
. New form submission

*  New WhatsApp/DM inquiry

2) Assigned

Meaning: The lead is owned by a specific team member.
Goal: Remove “shared responsibility” and start first contact.

Rule:

* No lead should stay unassigned for more than a few minutes during business
hours.

3) No Answer

Meaning: You attempted contact, but didn’t reach the lead.
Goal: Move into a structured follow-up loop instead of random chasing.

Rule:
*  “No Answer” is not a dead-end-it's a follow-up stage.
4) In Progress (Follow-Up Loop)

Meaning: The lead is responding and you're actively qualifying it, or you're following up
based on a schedule.
Goal: Collect the missing qualification details and decide: Good Lead or Junk Lead.

This stage is where most CRMs fail-because follow-up isn't consistent.
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5) Loop

Meaning: The lead need more than the usual time to be determined (good/junk).
Goal: Keep light follow ups with a scheduled activity to the nearest occasion and check
back with them at least once a month.

Minimum capture checklist:
. Name (or placeholder if unknown)
. Phone or email (at least one)
e Lead source (Meta/ Form /WhatsApp /1G / FB)

Owner (Responsible)

6) Good Lead (Qualified)

Meaning: The lead is qualified enough to become a sales opportunity (Deal).
Goal: Convertitinto a Deal and move it into the Deal Pipeline.

Good Lead is not “they seem interested.”
Good Lead means: we have enough information to proceed confidently.

7) Junk Lead (Disqualified)

Meaning: The lead is not a fit and should not consume sales time.
Goal: Close it cleanly with a reason to protect reporting accuracy.

This is how you avoid a pipeline full of noise.

What “"Good Lead” Means (Qualification Rules)

Alead is "Good"” when you can answer these questions:
A) Can we contact them reliably?
e Valid phone number or email
Name (or at least identifiable profile)
B) Do we know what they want?
e Clearinterestin a product/service
. A specific request (price, details, booking, consultation, etc.)
C) Are they realistically a fit?
Any one of the following qualifies them:
e They match your target market or service area
*  They match your budget range (or are not clearly out of budget)
»  They have intent to take a next step (meeting, call, quote, site visit)
D) Is there a next step?
At least one of these is true:

*  Meeting is scheduled or requested
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e Proposal is requested
+ Afollow-up time/date is agreed

Recommended rule:
If the lead meets the minimum criteria above, mark as Good Lead and convert it into a

Deal.
Practical “Minimum Qualification” (Simple Standard)
To keep this productized and fast, aim for a minimum standard like:
A lead becomes a Good Lead when it has:

. Name

. Mobile number (preferred) or email

. Product/service interest

e Leadsource

*  Responsible owner

*  Next step (meeting / proposal / follow-up date)

If key basics are missing, keep it in In Progress until you complete them—or mark it Junk
Lead if it's clearly not real.

What “Junk Lead” Means (Disqualify Cleanly, Improve
Reporting)
Junk Leads are not "bad”—they are data.
When you disqualify correctly, you improve:

e Salesfocus

*  Response efficiency

*  Reporting accuracy

«  Campaign optimization (you stop paying for garbage leads)
Common Junk Lead Reasons (Use a Dropdown)
Use simple reasons so reporting becomes easy:

Wrong number / invalid contact

*  No response after follow-up attempts

*  Out of scope (not our service/product)

e Outof budget

e Notin our service area

e Competitor chosen

e Duplicate / already an existing customer

*  Not a decision maker / not relevant inquiry

e Spam/ fake lead
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Junk Lead Rules (So It Stays Clean)

* Always select a reason when moving to Junk Lead
*  Never leave disqualified leads in early stages

. Don't delete leads—close them with a reason (so you can learn)

The Outcome of a Strong Lead Pipeline

When this qualification system is followed:
e Your Lead Pipeline stays clean
e Salestime goes to real opportunities

o YOU can measure true conversion rates:
Leads @ Good Leads — Deals = Won

Next, we'll move to the Deal Pipeline blueprint—how to manage meetings, proposals,
follow-ups, and a clean win/loss process without losing momentum.
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6) The Deal Pipeline Blueprint (From Meeting to Win/
Loss)

Once a Lead is qualified, it becomes a Deal.
The Deal Pipeline is where sales execution happens: meetings, proposals, follow-ups,
decision, and closure.

A good Deal Pipeline has two qualities:
1. Itkeeps the team focused on the next action

2. It forces every opportunity to end with a clear outcome (Won or Lost)-with
learning captured

Recommended Deal Stages (And What Each One Means)
1) Sales Meeting

Meaning: A sales conversation is scheduled or happening (online or in-person).
Goal: Confirm the meeting, show up prepared, and collect the details needed to move
forward.

Best practice:
. Confirm time, channel, and attendees

» Log meeting outcome immediately (next action)

2) No Show Up

Meaning: The meeting was scheduled but the lead didn't attend.
Goal: Recover the opportunity quickly (reschedule or close).

Best practice:
» Send a polite "missed you” message
o Offer 2 alternative time slots

* If noresponse after follow-up = move to Lost (reason: no response / no show)

3) Send Proposal

Meaning: Proposal preparation is required (internal work is in progress).
Goal: Produce a clear proposal quickly with defined scope and terms.
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This stage is operational: your team is building the document and preparing the final
offer.

4) Proposal Made

Meaning: The proposal has been sent to the customer.
Goal: Confirm receipt and schedule the next step.

Minimum requirements before entering this stage:
. Proposal file attached in the Deal card (PDF)
*  Proposal sent date recorded

e Channel used recorded (email / WhatsApp / both)

5) Next Steps Meeting

Meaning: A decision-focused conversation is scheduled (wrap-up / clarifications /
approval).
Goal: Address objections, confirm final details, and reach a decision.

Why “Next Steps Meeting” works better than “Closing Meeting”:
e Itdoesn't pressure the client
e Itkeeps the tone professional and non-committal

. It still moves the deal forward

6) Follow Up

Meaning: You're waiting on the client’s decision or clarification, and follow-ups are
ongoing.
Goal: Keep momentum without being aggressive.

This stage prevents deals from getting stuck in “proposal sent” forever.

7) Start Closing

Meaning: The client is ready to proceed, and you're starting the onboarding/activation
process.
Goal: Collect documents, confirm payment, and prepare kickoff readiness.

This stage is where sales and operations overlap.

8) Deal Won

Meaning: Agreement is confirmed and the onboarding can proceed.
Goal: Transition smoothly to delivery with zero confusion.
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9) Deal Lost

Meaning: The opportunity will not proceed.
Goal: Close cleanly and capture a reason for reporting and improvement.

“Send Proposal” vs “Proposal Made” (Why Both
Matter)

These two stages stop a common sales problem: “"We said we’ll send a proposal” but
nothing is tracked.

Send Proposal = Internal Preparation
Use when:

e The proposal is being drafted

»  Scope and terms are being finalized

* Internal approvals are needed
Success looks like:

e Proposal document ready

e Pricing and scope confirmed internally

*  Readytosend
Proposal Made = Proposal Sent to Client

Use when:
e The proposal has been delivered to the client
 Afollow-up or decision step is planned
Success looks like:
*  Proposal attached in the CRM
. Client received it (confirmed)

*  Next action scheduled (Next Steps Meeting or follow-up date)

Follow-Up Discipline (So Deals Don’t Die Quietly)

Most deals are lost due to silence, not rejection.
A simple follow-up discipline:
e Every deal must have a next follow-up date
*  No deal should sit without activity
o  Follow-up is stage-based, not random
Suggested follow-up rhythm (example):

e Same day: confirm proposal received
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*  +2 days: check for questions and suggest next steps meeting
e +4-5 days: final clarification + alternative options
* +7 days: last follow-up + close if no response (Lost reason: no response)

The goal is not pressure. The goal is clarity.

“Next Steps Meeting” Approach (Client-Friendly
Closing)

Next Steps Meeting should be framed as:
»  Final clarification
*  Scope confirmation
o  Decision and start timeline discussion
What should be confirmed in this meeting:
Whatthey're buying (scope)
«  Timeline (kickoff and go-live plan)
e Payment method (payment link / bank transfer)

e Documents required (if any)

“Start Closing” Checklist (What Must Be Ready)

This checklist keeps the transition clean and prevents delays.

A) Documents & Details
o  Clientlegal name + billing details
e TRN (if applicable)
e Authorized signatory details (if required)
B) Payment & Confirmation
e Invoice issued
e Payment confirmed (online payment or bank transfer)
e Payment proof received (if bank transfer)
C) Access & Readiness (Critical for Delivery)
o Apply your reorients to deliver your product/service
D) Kickoff Readiness
»  Kickoff meeting scheduled
e  Client admin contact assigned
e Team users confirmed (who will use the CRM)

»  Operating hours / assignment rules confirmed
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Once these are ready, moving to Deal Won becomes smooth—and implementation can
start without delays.

Next, we'll define the only CRM fields your team should track (Lead + Deal card view
essentials) so data stays clean and reporting stays reliable.

7) The Only Fields Your Team Should Track (Card View
Specs)

A CRM becomes unusable when it asks the team to fill 30+ fields on every record. The
goal is the opposite: track the minimum that makes follow-up consistent and
reporting reliable.

Below are the recommended “must-have” fields for daily use—based on the Lead —
Deal journey.

Lead Card Essentials (Must Be Captured Every Time)

These fields ensure you can contact the lead, understand the request, and qualify
correctly.

Identity & Contact

* Lead Name (or a placeholder if unknown)

e  First Name / Last Name

*  Mobile Number (preferred)

e Email (at least one contact method is required)

e Company Name (if applicable)
Request & Context

e Product/ Service of Interest

* Language (for proper communication and routing)

» Lead Source (Meta / Form / WhatsApp / Instagram / Facebook / Email / Import)
Ownership & Next Step

» Responsible Person (the owner of the lead)

» Sales Meeting (Online / In Person / Not Required — if relevant)
Decision (when closing the lead)

e Junk Lead Reason (dropdown — required if moved to Junk Lead)

Minimum Rule:
No Lead should move past early stages unless it has:

e Avalid contact method (mobile or email),

(O
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. A source,
Anowner (Responsible Person),

e Aclearrequest (Product/Service).

Deal Card Essentials (Must Be Updated Every Time)
Deals are about execution: meetings, proposals, follow-up, and outcomes.
Deal Basics
 Deal Name
o Deal Value (if applicable / estimated)
e Contact (/linked)
e Company (linked, if applicable)
Sales Process
» Sales Meeting (date/type if relevant)
*  Next Steps Meeting (date/type if relevant)
»  Proposal (file/attachment field)
Context & Ownership
e Product/ Service
e Language
 Lead Source
* Responsible Person
Decision (when closing the deal)
» Deal Lost Reason (dropdown — required if moved to Deal Lost)

Minimum Rule:
A Deal should never sit without:

* Avresponsible owner,
e Anextaction (meeting / follow-up),

» Aclear stage that matches reality.

Reason Dropdowns (For Clean Reporting & Better Decisions)

Dropdown reasons are not “admin work.” They are how you learn what's working and
what's wasting budget/time.

A) Junk Lead Reasons (Examples)

Use simple, consistent reasons:
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Wrong number/ invalid contact

* No response after follow-up attempts
. Out of scope (not our service)

e Outof budget

* Notin service area

*  Duplicate / existing customer

e Competitor chosen

* Notareallead /spam

Why this matters:
You'll quickly identify whether you have a targeting problem, a quality problem, or a
follow-up problem.

B) Deal Lost Reasons (Examples)
Keep it decision-focused:

e Budget not approved

e Competitor chosen

e Timing/ postponed

* Noresponse / ghosted

*  Not decision maker

*  Requirements changed

e Couldn't meet terms

. Other (with note)

Why this matters:
This is how you improve your closing rate and refine your offer.

The Practical Rule
If a field doesn't help you:
. contact the lead,
. decide the next action, or

e improve reporting,
remove it.
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Next, we'll cover follow-up rules that actually work, including the No Answer = In
Progress loop, meeting confirmations, proposal follow-ups, and when to close records
cleanly.

8) Follow-Up That Actually Works (Stage-Based Rules)

Most leads don't get lost because they said “no.”
They get lost because follow-up is inconsistent, untracked, and depends on memory.

A strong CRM follow-up system is stage-based: each stage triggers a clear next action,
with simple rules the team follows every time.

A) No Answer — In Progress Loop (How to Avoid Dead Leads)
When to use “No Answer”
Move a Lead to No Answer when:

*  You attempted contact (call/message) and received no response

* Thelead did not pick up or did not reply

Rule: No Answer is not a dead-end. It's a structured follow-up stage.

The "“In Progress” follow-up loop
Move the Lead to In Progress when:
*  You're actively following up
* Thelead replied and you're gathering details

*  You're waiting for a promised response time

Simple follow-up cadence (example)
+ Attempt 1 (same day): call + short WhatsApp message
+  Attempt 2 (+1 day): follow-up message + alternative contact method if available

« Attempt 3 (+2-3 days): final polite follow-up with a clear question and easy reply
option

« Attempt 4 (+5-7 days): close the loop professionally (see “when to mark lost”)

Professional “close-the-loop” message (lead stage)
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| tried reaching you a few times regarding your request. If you'd like to continue, reply
with a suitable time and we'll assist you right away. If not, no problem-I'll close the
request for now.

Rule: If there's still no response after your defined attempts, move the Lead to Junk
Lead with reason No response.
This keeps the pipeline clean and reporting accurate.

B) Meeting Confirmation Rules (So Meetings Don’t Turn Into No-
Shows)

The easiest win in sales is reducing no-shows. That comes from confirmation discipline.
When a meeting is scheduled, always confirm:

e Date and time (with time zone if needed)

e Meeting type (online / in-person)

e Location or link

*  Who will attend

e Whatthe client should prepare (1-2 bullets max)

Recommended confirmation steps

+ Immediately after booking: send confirmation message (WhatsApp + email
when possible)

e 24 hours before: reminder message

. 1-2 hours before: short reminder with link/location

No-show handling (keep it polite and fast)
If the client doesn't attend:
*  Move the Deal to No Show Up
* Send ashort "missed you” message + 2 suggested time slots

 If no response after follow-up attempts — mark Deal Lost with reason No
response / No show

C) Proposal Follow-Up Rules (So Proposals Don’t “Disappear”)

Most businesses lose deals in silence after sending the proposal. Your CRM must force
the next action.

Rule 1: Separate “Send Proposal” vs “Proposal Made”

» Send Proposal: internal work (proposal is being prepared)

@ VAM VAM CONSULTING LLC © Value Added Marketing 2026 Page 29 of 43

Office 902, C34 Tower, Khalifa Street, Abu Dhabi, UAE (P.O.Box 364 20)



*  Proposal Made: proposal has been sent to the client
Rule 2: Proposal “sent” must be logged
Before moving to Proposal Made, ensure:

*  Proposal PDF is attached to the Deal

*  Proposal sent date is recorded

e Channelis noted (email / WhatsApp / both)

Rule 3: Follow-up must be scheduled immediately
Once proposal is sent, the next action must be set:
*  Follow-up date/time OR Next Steps Meeting booking
Suggested follow-up cadence (example)
«  Same day: confirm receipt (“Just confirming you received it.")
* +2days: ask if they have questions + suggest a Next Steps Meeting
e +4-5 days: final clarification + agree on decision timeline
* 47 days: polite last follow-up and close the loop if unresponsive
Professional proposal follow-up message

Just checking you received the proposal. If you'd like, we can schedule a short next
steps discussion to answer questions and confirm the best way forward.

D) When to Mark Lost (And How to Do It Professionally)

Closing records is not negative—it's what keeps your CRM honest and helps you
improve.

When to mark a Deal as Lost
Move the Deal to Deal Lost when:
e Theclient clearly declines
e Budgetis not approved
*  They chose a competitor
e Timing is postponed indefinitely
*  No response after your defined follow-up cadence
Important: Always select a Deal Lost Reason.
A professional “closing the file” message

Thank you for your time. I'll close this opportunity for now. If anything changes or you'd
like to resume later, just message us and we'll be happy to help.

This preserves goodwill and keeps the door open.

The Core Rule (Simple and Powerful)

Every Lead and Deal must always have:
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e anowner
*  astage that reflects reality
e anextaction scheduled

That's how follow-up becomes consistent, measurable, and scalable.

Next, we'll cover WhatsApp inside CRM-how to use manual, automated, and bulk
messaging properly, and when templates + Meta approval are required.

9) WhatsApp Inside CRM (Manual, Automated, and
Bulk—-Safely)

WhatsApp is one of the strongest sales channels in the UAE—but it only works long-term
when it's used correctly and compliantly. The goal of integrating WhatsApp into CRM
is simple:

*  Keep conversations owned and tracked
*  Make follow-up consistent
*  Enable messaging at scale without risking the account

Below is the practical model that works for most teams.

The 3 Ways Teams Should Message from CRM
1) Manual Messages (1-to-1, daily follow-up)

Use case: replying to a specific lead/contact from inside the CRM.
This is your “normal sales messaging” for:

e answering questions
e confirming details
* sending quick updates

e guiding the lead to a meeting or decision

Best practice:
*  Always message from the CRM record so the history stays documented

*  Keep one owner responsible for the conversation

2) Automated Messages (Triggered by pipeline stages)
Use case: messages that should happen automatically when something occurs, such as:
e "Thanks, we received your request”

e meeting confirmation and reminders

(O
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*  "proposal sent” confirmation
 "we missed you" message (no-show)
» follow-up reminders after a set number of days

Automation improves speed and consistency, but it must be used carefully—especially
for WhatsApp.

3) Bulk Messages (To selected leads, not your whole database)

Use case: sending one message to a selected list of leads, for example:
e confirming a campaign offer
e reminding a list of warm leads
e reactivating leads who requested info recently

Bulk messaging should be targeted and relevant, not spam.
In your CRM, bulk messaging can be executed using Smart Scripts and Business
Processes (within the permitted rules).

When Templates Are Required (And Why Meta Approval Matters)

For WhatsApp Business API, certain types of messages require pre-approved
templates.

When templates are typically required
Templates are usually required when:

e the message is automated

e the message is sent in bulk

* the message is triggered outside an active conversation window (depending on
the scenario)

This is why template preparation is part of readiness for automation and bulk
messaging.

Why Meta approval matters

Meta approves templates to ensure:
e messages are not misleading
e usersare not spammed

» content follows policy and consent standards
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Practical implication:
*  You can do manual 1-to-1 messaging quickly,

e but automated and bulk messaging may require template creation and approval
before go-live.

Practical Do’s and Don’ts (To Avoid Account Issues)
Do’s
* Use a dedicated number for WhatsApp Business API that is not already linked to
a WhatsApp account

« Message people who have a clear reason to hear from you (they submitted a
form, messaged you, or requested info)

 Keep messages relevant and short, with a clear next step

+ Segment bulk messaging (only send to selected leads who match the message
purpose)

* Maintain consistent business identity (business name and details aligned)

e  Track opt-out requests and stop messaging those contacts immediately

Don'ts
o Don't blast bulk messages to cold lists or imported databases
 Don't send repeated follow-ups with no value (that triggers complaints)
+ Don't use aggressive wording or misleading claims
. Don't rotate numbers to “avoid limits” (high risk)

e Don't treat WhatsApp like email marketing—WhatsApp requires higher trust and
relevance

The Safe WhatsApp Rule

If you want WhatsApp to become a reliable sales channel:
e Manual messaging = fine and fast

e Automated/bulk messaging = works best when templates are prepared and
approved early

*  Relevance + consent + clean targeting = long-term success

Next, we'll cover reporting made simple-what to track weekly so you know which
sources create real Good Leads and which ones waste time and budget.
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10) Reporting Made Simple (What to Monitor Weekly)

Reporting doesn’t need to be complicated. If your CRM structure is clean (one Lead
pipeline + one Deal pipeline), you only need a few weekly checks to know exactly what's
working—and what's leaking revenue.

The goal of weekly reporting is to answer three questions:
1. Isthe pipeline healthy (or stuck)?
2. Which sources bring qualified leads (not just volume)?

3. Where do we lose leads between Lead = Won?

A) Pipeline Health Checks (Weekly)

1) New Leads vs. Contacted Leads

What to check:
*  How many new leads entered this week?
How many were contacted within SLA?

Why it matters:
If response speed drops, conversion drops—even if lead volume is high.

Practical target:

*  Most new leads should leave “Prospect / Lead Captured” quickly and move to
Assigned / In Progress.

2) Stuck Leads (Stage Aging)
What to check:
e Leadssitting too long in:
o Prospect/ Lead Captured (means no action)
0 No Answer / In Progress (means follow-up is weak)

Why it matters:
Stuck stages are the earliest sign of lost revenue.
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Simple rule:

» If alead has no activity for a set number of days, it must be followed up or closed
(Junk Lead reason selected).

3) No Answer Volume (Follow-up effectiveness)
What to check:
*  How many leads moved to No Answer this week?
*  How many of them later became Good Leads?

Why it matters:
A high No Answer rate is normal-but a low recovery rate means follow-up is
inconsistent.

4) Junk Lead Reasons Distribution
What to check:
e Top 3 Junk Lead reasons this week/month

Why it matters:
This tells you whether the problem is:

» lead quality (wrong number, spam)
»  targeting (out of scope, wrong market)

»  sales execution (no response, weak follow-up)

B) Source Performance (What's Bringing Qualified Leads)
Most teams only track “leads by source.” That's not enough.
Track these two numbers by source:

1. Leadsvolume

2. Good Leads volume (qualified)

The only metric that really matters:
Good Lead Rate = Good Leads + Total Leads (by source)

What you'll learn quickly:
e Asource can bring 100 leads but only 5 Good Leads (waste)
e Another source can bring 20 leads but 12 Good Leads (gold)
Sources to compare (based on your setup):
*  Meta Lead Ads
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*  CRM Forms (website/landing page)
*  WhatsApp

e Instagram DM

» Facebook Messenger

e Comments (where possible)

e Email / Imports
C) Conversion Checkpoints (Lead @+ Good Lead — Deal -+ Won)
This is the simplest “sales funnel inside CRM” you should track weekly:
1) Lead = Good Lead (Qualification rate)
What to check:

* % of total leads that become Good Leads
What it tells you:

e  Your lead quality + qualification discipline
If low:

«  targeting may be off

e required fields are missing

e team is not qualifying consistently

2) Good Lead — Deal (Conversion discipline)
What to check:
e How many Good Leads were converted into Deals?
What it tells you:
e Whether the team is following the process properly
If low:
* theteam may keep qualified leads in the Lead pipeline too long

e deals aren't being created consistently (reporting breaks)

3) Deal = Won (Close rate)
What to check:
e % of Deals that become Won
What it tells you:
o Sales effectiveness after qualification

If low:
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e  proposal stage leaks
« follow-up discipline is weak

* nextsteps meetings are not being scheduled

Weekly Dashboard (Simple Set of KPlIs)

If you only track these weekly, you'll be ahead of most businesses:
e Total new Leads
*  Response SLA compliance (within business hours)
e Good Leads count + Good Lead rate
e Deals created from Good Leads
* Deals Won / Lost count
e Top Sources by Good Leads
e Top Junk Lead reasons

e Top Deal Lost reasons

The Simple Reporting Rule

Don't optimize for more leads.
Optimize for more Good Leads and a cleaner path to Won Deals.

Next, we'll finish with the Go Live Fast Readiness Checklist—the exact items a business
must prepare to launch CRM quickly without delays.
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11) “Go Live Fast” Readiness Checklist (3-Day Launch
Prep)

If you want a CRM to go live fast, the preparation matters more than the software. Most
delays happen because access isn't ready, ownership isn't clear, or the team doesn't
agree on how leads should be handled.

Use this checklist to avoid delays and protect the 3-day launch timeline.

A) Access Checklist (Must Be Ready Before Kickoff)
Meta / Facebook / Instagram
»  Meta Business Manager access is available
e Admin permissions are granted for:
-  Facebook Page
- Instagram account
- Meta Lead Ads forms
e Confirm which assets will be connected (correct page + correct IG account)
Zapier (Client-paid)
e Zapier Pro account is active (client subscription)
e  Zapier login/access is available during setup
»  Approval to create and activate required Zaps is granted
Bitrix24
e Primary admin contact email is confirmed

. Users who will access the CRM are listed (names + emails)

B) WhatsApp Requirement (Critical)
To set up WhatsApp Business API, you must provide:

* A fresh, dedicated phone number that is NOT currently linked to any
WhatsApp (personal or business) account
This is required to register and activate WhatsApp Business for API correctly.
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»  Business details needed for setup (display name, company info)
e If automated/bulk messaging will be used:
o message template content ready for submission and approval

Important: Automated and bulk WhatsApp messaging requires approved templates
(Meta approval).

C) Team Roles & Ownership Rules (So Leads Don’t Get Missed)
Before kickoff, define the following:
1) Lead Owner (Responsible Person)

«  Who owns new leads by default?

o One person, or a defined assignment rule (round robin / by language / by
product)

e Confirm backup owner if the main owner is unavailable
2) Response SLA

e Expected response time during business hours (recommended: within 5
minutes for hot leads)

e After-hours response rule:
o Auto-reply + next business-hour follow-up
3) Handover Rules
*  When does a Lead become a Deal?
o Typically when it becomes a Good Lead (qualified)

«  Who is responsible for moving stages and logging next actions?

D) What to Prepare Before Kickoff (To Avoid Delays)
Business & Branding
« Company name + logo (PNG preferred)
»  Basic business description (1-2 lines) for CRM branding
Sales Process Inputs (Fast Decisions)
. Main product/service(s) to track inside CRM
e Qualification basics:
o what counts as “Good Lead”
o what counts as “Junk Lead”
*  Meeting style:

o Online/in-person/ not required
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*  Working hours and preferred follow-up method (call vs WhatsApp)
Customer Communication Essentials
«  Confirmation message text (meeting confirmation / thanks message)

»  Proposal follow-up approach (simple and consistent)

Final “Ready to Launch” Confirmation
You are ready to start kickoff when:
e Meta access is confirmed (FB + |G + Lead Ads forms)
e  Zapieris active and accessible
*  WhatsApp fresh number is available and ready
e CRM users and lead ownership rules are confirmed

e  Branding assets are ready

Next, we'll close the guide with a short “Next Step” section—how to use this blueprint in
your business, and what it looks like if you want the full setup implemented for you.
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12) Next Step

If you want to apply this blueprint quickly—without spending weeks designing and
testing a CRM setup—VAM Cloud offers a standardized implementation built to go live
fast.

VAM Cloud Fast CRM Setup (Bitrix24) — Summary

A fixed-scope CRM launch that unifies your lead sources into one system and creates a
clear journey from:

Lead — Qualification — Deal — Closure

Designed to go live within 3 business days after the kickoff meeting (once required
access is secured).

What's Included
«  Bitrix24 Professional (1 year)
e WazzUp WABA (1 year) - WhatsApp APl integration service
e One-time implementation (setup + deployment) including:
o  One Lead Pipeline + One Deal Pipeline
o  Contacts / Companies setup
o  Lead capture and integrations:
«  Bitrix24 CRM Forms
= Meta Lead Ads — Bitrix24 (via Zapier)

» Instagram DMs + Facebook Messenger (Contact Center / Open
Channels)

»  WhatsApp API connection via WazzUp WABA
» Comments capture approach (where possible)

WhatsApp messaging enablement:

[e]

» Manual, automated, and bulk messaging via Smart Scripts &
Business Processes

» Template setup guidance (templates require Meta approval for
automation/bulk)

Testing of key flows (channel — lead — deal)

o
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o Training + handover + go-live confirmation

o 7 days post-handover support (minor fixes within scope)

What's Required From You

To keep the 3-day launch timeline, you'll need:
» Meta Business Manager access (Facebook Page + Instagram + Lead Ads forms)
«  Zapier Pro account (paid by the client)

A fresh phone number not linked to any WhatsApp account (required for
WhatsApp Business APl setup)

e One admin contact for fast approvals during delivery

e Company name/logo + basic business details

Ready to Move Forward?
Choose your next step:

Option 1: Buy the package now
Start immediately and receive the kickoff booking link and access checklist after
purchase.

Follow this link to place the order and complete your payment:

https://vamuae.com/

Option 2: Request the Instant Proposal
Download the full scope, pricing, requirements, and terms in a ready-to-approve
proposal format.

Click here to access the instant proposal.

Support: support@getvam.com
Website: www.vamcloud.com
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Appendix: CRM Blueprint Diagram (Customer Journey
Map)

To make this guide easier to apply, we're including an Appendix CRM Blueprint—a
visual diagram that maps the full customer journey from lead capture to deal closure.

The diagram summarizes, on one page:

*  Where leads come from (forms, Meta Lead Ads, WhatsApp, Instagram/Facebook,
etc.)

* How they move through the Lead Pipeline (capture — assignment —
qualification)

e When qualified leads become Deals

*  How deals progress through meetings, proposals, follow-ups, and final outcomes
(Won / Lost)

How you will receive it:

This CRM Blueprint will be provided as a separate attachment (independent file)
alongside the document you are reading now, so you can download it, share it with your
team, and use it as a quick reference during CRM setup and daily operations.
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