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The B2B marketing game has changed. With inbound marketing spend steadily climbing, lead 
generation continues to evolve.  And with it brings a whole new set of tactics… 

If you’ve not reassessed your approach to lead generation in the last 12 months, you may be 
missing out on many opportunities to exceed your marketing goals. 

What’s changed? 
68% of businesses report struggling with lead 
generation (CSO Insights).

New legislation has put a tighter process 
around reaching audiences. Companies reliant 
on social media are discovering it’s more about 
advertising investment, than about community, 
and there is more pressure internally on driving 
an inbound model without adequate reach and 
more significant content competition.

Companies are investing heavily in tech without 
a confident strategy around how to develop 
a solid lead generation approach to fuel it. An 
explosion in content and the buying processes 

within organizations drives the need for lead 
generation strategies to become more complex 
to reflect this. 

Data-driven targeting and real-time bidding 
have become more prevalent in the the B2B 
marketer’s digital arsenal but are still not 
effectively utilized. MarTech is stripping away 
many manual processes but without function 
alignment, silos are still emerging between 
teams and processes. 

So how do you cut through the noise, upskill 
and become a lead generation supremo? This 
professional guide is packed full of up-to-date 
techniques to help you achieve unprecedented 
lead generation success.

If you sit back and really critique your lead generation activity, 9 out of 10 marketers would probably 
admit they could tighten up in one or more of these areas.

That’s because there are often many components that come into play when designing and 
executing a red hot lead generation campaign.

The good news is, we’ve uncovered the foundations to building a watertight framework that will 
steer you clear of many rooky mistakes.

THE 7 SINS OF LEAD GENERATION

Putting 
tactics before 

strategy

Not defining 
the lead 

qualification 
process

Sales & 
Marketing 

misalignment

Not analysing 
campaign 

performance

Not spending 
time defining 

the ‘right’ 
audience

No consistent 
content plan

Relying on 
one channel 

to deliver 
results

Which of these pitfalls could threaten to derail your campaign performance?
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PART 1: LEAD GENERATION STRATEGY; 
HOW TO LAY THE BEST FOUNDATIONS
Is your lead generation strategy made up of multiple sub-strategies?
Make sure you have every area of your lead generation covered. Having a set of coordinating 
strategies that address what needs doing and how you’re going to achieve it, will give you the upper 
hand in the long run. 

This should also help you to maintain focus and prevent your tactics overshadowing the bigger 
picture.

Lead 
Generation 

Strategy

Targeting 
Strategy

Content 
Strategy

Conversion 
Strategy

Lead 
Management 

Strategy

Campaign 
Performance 

Strategy

Lead 
Nuture 

Strategy

This makes sure you 
are going after the right 
leads for your business

This ensures you 
are producing and 

distributing the right 
kind of content worthy 

of lead generation

This makes sure you 
are leveraging the right 
touchpoints to generate 

the right responses

This makes sure you are 
generating better ROI 

from your activity through 
delivering the most efficient 

and profitable processes

This ensures hot 
leads remain engaged 
throughout your lead 
generation process

This ensures continuous 
improvement, so you 

stay competitive  
and profitable
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Leverage data to enhance the way you 
identify the most relevant audiences for 
your business
It’s essential to any lead generation campaign 
that your attracting the ‘right’ kind of leads for 
you’re business. This means:
• a good fit for your business
• the right buyer stage for your planned 

demand generation activity  
• the right decision makers within your target 

account’s decision-making unit (DMU)

Leveraging first and third party data are reliable 
methods of ensuring your target audience is 
compatible with your lead generation goals.

First party data
Interrogate your first party data to get solid 
intelligence of your most profitable audience 
targets.

Using an existing CRM system to profile 
your existing customers is a great method of 
identifying high converting leads. You may 
find typical patterns based on company type 
(employee size or company turnover) or by 
specific vertical market (industry sector). 

5 KEY CONSIDERATIONS:

1. Typically, how long was the sales cycle 
for these companies and who did you 
need to speak to internally?

2. What makes these particular company 
prospects so great?

3. Are there some common traits uniting 
your very best prospects?

4. What does their DMU look like?
5. Which stakeholders hold key influence 

over the decision-making process?

However the most successful marketers go a 
step further. They have recognized the impact 
third party has on how and when they target 
their audience.

Third party data; a world beyond BANT
You may have used first party data to define 
the types of businesses you should be focusing 
your efforts on. But if you’ve not yet unleashed 
the power of third party data to enhance other 
areas of your targeting strategy, it’s likely you’re 
relying on models such as BANT.

BANT appears to be a good stop-gap for 
marketers looking to justify lead quality to 
their sales counterparts. In the absence of 
other verifiable evidence that shows leads are 
in-market and engaged enough to warrant 
following up, BANT serves a purpose. 

However, technology has enabled lead 
generation to evolve beyond this approach. 
Access to digital insights such as Searching, 
Browsing, Action, Firmographic and Predictive 
intent data types have upped the ante, making 
more precision-based targeting possible.

From this, a whole new set of data-driven 
tactics have sprung forth, breathing new life 
into the capabilities of lead generation that far 
outstrip the restrictions of a BANT strategy.

For example, third party sources such as 
intent data can layer on valuable insights that 
organizes your audiences into more meaningful 
clusters based around interests, information 
needs, preferences and behaviors.

This marks a move away from relying solely on 
profiles towards a data-backed approach that 
incorporates the buyer journey.   

These types of data provide crucial decision-
making insights that help you build more 
accurate target account lists (TAL) that truly 
encapsulate the characteristics and buying 
behaviors of your audience.

First party data is a great start for ensuring 
you are targeting the right audiences for your 
internal capabilities.  
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Equipping your team with these types of 
audience knowledge will pay dividends when 
planning your content tactics that fuel your lead 
generation activity.

RECOMMENDED READING:
Ready or Not? 5 Types of Buyer Intent 
Data to Gauge B2B Engagement

Buyer Personas
If you can establish both buyer and company personas before beginning any B2B marketing 
campaign where lead generation is your primary objective, you will have the best chance of 
generating net new prospects within high converting companies. 

Taking the legwork out for you, we’ve put together this template to help you construct and align 
your personas to your target job titles and DMU status:

For illustrative purposes, we’ve assumed the role of a marketing automation provider.

User Initiator Influencer Decision Maker Buyer

Job Titles
Marketing Assistant/
Executive Marketing Manager IT Manager/CIO Marketing Director/CMO Finance/Purchasing 

Team(e.g. Executives/ 
Managers/ Shareholders/ 
Directors/ Finance...etc.)

Priorities
Increase productivity 
and reduce inefficiency 
in their workflows

To support marketing 
strategy through 
delivering tactics 
and KPIs set for the 
marketing objectives 
(such as attract, engage 
and nurture leads from 
MQLs to SQLs)  

Develop IT roadmap, 
IT security and 
system integration, 
data breaches and 
management, keeping up 
with best technological  
innovations

Setting strategic agenda 
ensuring right resources 
and technologies are 
deployed and optimized 
to achieve overarching 
business agenda

Optimizing cost base 
through minimizing 
waste, increasing 
productivity and 
profitability

(e.g. Efficiency/ 
productivity/ cost 
reduction...etc.)

Information Needs Actionable tips such as 
best practice tutorials, 
quick-win techniques, 
utility guides, 
templates…etc

Analyst reports, 
thought leadership, 
peer recommendations, 
industry bulletins…etc

Info about set-up, 
security, risk mitigation, 
integration and technical 
information

Top level information 
that demonstrates how 
solution will deliver 
efficiencies, increase 
productivity and support 
profitability

Solution benefits 
articulated in monetary 
terms - ROI, cost of 
doing nothing, cost 
breakdowns, cost 
comparison...etc

(e.g. Advice/ product info/ 
cost/ analysis...etc.)

Content Preferences Easy-to-digest formats 
such as checklists, 
infographics, podcasts, 
instructional videos…etc

Survey reports, industry 
publications, email 
bulletins, Google Alerts, 
webinars...etc

Technical product sheets, 
manuals, product spec…
etc

Case studies, business 
cases, media pack, 
product sheets, review 
sites, demos…etc

ROI calculator, rate card, 
feature breakdown, 
testimonials…etc

(e.g. Infographics/ 
checklists/ analyst 
reports...etc.)

Channel Engagement Social, peer groups, 
online learning 
platforms, supplier 
website…etc

Email, online 
publications, 
exhibitions, networking 
events, social…etc

Direct communication 
with vendor tech team, 
peer groups, online 
publications…etc

Email, team meetings, 
supplier website, sales 
reps…etc 

Review sites, specific 
web pages, sales reps…
etc

(e.g. Social/ email/ 
subscriptions/ display...
etc.)

What stages of the buyer 
decision process do they 
appear in?

Need Recognition/
Information Search/
Post-Purchase 
Evaluation

Need Recognition/
Information Search

Research/Research 
Evaluation/Decision

Research/Research 
Evaluation/Decision/
Post-Purchase 
Evaluation

Decision/Post-Purchase 
Evaluation

Out of 1-5, what’s their 
influence on the buying 
decision?

2 4 3 5 4

Continued on next page...

https://www.inboxinsight.com/ready-or-not-5-types-of-buyer-intent-data-to-gauge-b2b-engagement/
https://www.inboxinsight.com/ready-or-not-5-types-of-buyer-intent-data-to-gauge-b2b-engagement/
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User Initiator Influencer Decision Maker Buyer

Who do they want to 
impress?

Line manager/ peers Marketing director and 
wider C-Suite C-Suite

CEO, shareholders, 
external stakeholders, 
peer networks

C-Suite

What do they fear?
Slow deployment, 
complicated set-up, lack 
of new skills required 

Prioritizing wrong 
problem causing 
misalignment of 
resources and budget, 
damaging organization's 
reputation

System breaches, 
information silos, lack of 
ownership/control

Selecting wrong solution 
that fails to produce ROI, 
damaging organization's 
reputation

Being let down by the 
supplier, hidden costs, 
lack of long term value

BUYER PERSONA A BUYER PERSONA B BUYER PERSONA C BUYER PERSONA D BUYER PERSONA E

Content Hook
e.g. 10 Quick Tips for 
Working Smarter not 
Harder

e.g. The Ultimate Book 
of Marketing Tactics

e.g. Seamless and Safe 
Integration Best Practices

e.g. Does your 
Technology Support your 
Game Plan? 10 Secrets 
from the Strongest 
Brands

e.g. The Cost of Doing 
Nothing(directly informed by 

identified pain points)

Intent Signals
e.g. Browsing: Marketing 
Automation 

e.g. Searching: Content 
Marketing Methods

e.g. Action: 'Top SaaS 
Predictions of 2019 
report' download

e.g. Browsing: Digital 
Transformation

e.g. Firmographic: 
Growth Rate (Searching/Browsing/  

Action/Firmographic/  
Predictive…etc)

Formats
Bitesize infographics, 
checklists, blog post, 
short video tutorial

Thought leadership, 
sponsored survey 
report, blog article, 
campaign planning 
template

Sponsored analyst report, 
technical product sheets

Thought leadership, 
sponsored analyst 
report, whitepaper, 
infographic, media pack, 
ROI calculator, case 
studies, product sheet

Infographic, media pack, 
ROI calculator, case 
studies, product sheet, 
listing

(infographics/checklists/  
whitepapers/thought 
leadership…etc)

Primary Channels
Blog, social, email, 
YouTube, web pages, 
programmatic display

Third party publishing 
platforms, email, social, 
programmatic display, 
events, web pages

Specialist third party 
platforms, email, social, 
programmatic display, 
events, web pages

Networking events, 
third party publishing 
platforms, email, 
programmatic display, 
landing pages, social, 
web pages, third party 
review site

Third party review 
site, web pages, email, 
third party publishing 
platforms

(email/social/third party 
platforms/events/blogs…
etc)

Tone of Voice (ToV) Accessible, friendly, 
relatable

Professional, useful, 
informative

Specialist, technical, 
accurate

Expert, trustworthy, 
authoritative 

Accurate, persuasive, 
reliable

Download your 
template here.

RECOMMENDED READING:
B2B DMU Buyer Persona Cheat Sheet

The next challenge is how you’re going to 
attract the interest of your audience...

https://www.inboxinsight.com/wp-content/uploads/2019/05/DMU-Persona-Cheat-Sheet-Template-.pdf
https://www.inboxinsight.com/b2b-dmu-buyer-persona-cheat-sheet/
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PART 2: CONTENT MARKETING;  ONLY 
CREATE CONTENT WORTH READING
Content is the go-to-tactic for any 
demand generation strategy leveraging 
lead generation. 

Content marketing 
generates over three 
times as many leads 
as outbound marketing 
and costs 62% less 

(Demand Metric)  

But creating content without a sound content 
strategy is simply a waste of your time – and 
resource.   

65% of the most 
successful content 
marketers have a 
documented strategy 

(Content Marketing Strategy)

Your audiences are content connoisseurs 
meaning they can smell BS a mile off. So, 
if you’re using content to fuel your lead 
generation you’ve got to get it right. Irrelevant 
or poorly written content will not incite your 
readers to part with their details. You have to 
make sure you’re offering premium content 
they really want to engage with.

What do they want to read?
The answer lies in your research – if you’ve 
used our DMU persona cheat sheet you should 
have a wealth of insights about topics, formats 

and channels that should fuel your content 
strategy.

This highlights the need to create a range 
of content formats that match each unique 
persona requirement in order to maximize the 
potential for engagement.

If you can establish this with multiple contacts 
within the same organization, the chances of 
that organization switching from prospect to 
customer are increased.

If you’re feeling overwhelmed by the 
amount of content you need to create, 
content repurposing is a great time saving 
– yet effective hack.

It does this by squeezing as much value 
out of your content as possible.

Best practices for  
approaching repurposing
Research
• Find a top level theme that has 

maximum appeal to all your  
identified audiences

• Use intent data to identify key topics 
within this theme that are relevant to 
specific audiences

Production
• Create a long-form asset or ‘Pillar Piece’ 

that brings these themes into one 
coherent resource. Use the themes as 
chapters or sections you’ll cover within 
your long-form piece

MARKETING HACK;  
CONTENT REPURPOSING

https://www.demandmetric.com/content/content-marketing-infographic
https://contentmarketinginstitute.com/2019/09/questions-content-strategy/
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Repurposing Example:

Consider how you can create spin-off 
formats from this Pillar Piece that isolate 
the different identified themes and 
provides a variety of ways to engage: 
Infographics, cheat sheets, social posts, 
guides, fact sheets…etc.

This could be repurposing chapters as 
stand-alone bite-size guides, pulling 
key insights into a visually engaging 
infographic or turning diagrams into 
template tools.

For example:

Time is short and audiences are picky; 
offering a variety of ways to engage with 
your content means you alienate less 
readers and provide greater freedom to 
interact with different content experiences.
 
Using intent data to inform which sections 
will make the best stand-alone assets, 
will help you justify spend and increase 
audience relevancy.

This opens up more opportunities to 
capture leads through your content.

or:

RECOMMENDED READING:
6 Popular Content Re-Purposing 
Quick-Wins You Can Use Today

https://www.inboxinsight.com/content-repurposing-formats/
https://www.inboxinsight.com/content-repurposing-formats/
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PART 3: MULTI-CHANNEL TACTICS;  
EXPAND YOUR DIGITAL PRESENCE
If your prospects are immersed in a message 
that interests them, they are likely to engage 
with your brand. 

Go one step further and build out content  
journeys seeped in digital touchpoints and 
you’ve got yourself a pretty mean lead 
generation machine.   

Sounds good but how do I achieve that on  
my budget?

In section 2, we’ve shown you how you can 
create a wealth of quality assets, in a range of 
formats, from a relatively low effort strategy.

In order to reap the benefits this approach 
can offer, think smartly about your content 
distribution strategy.

You should now have a range of content 
formats that naturally lend themselves to 
different channels. This is no accident. Content 
repurposing is an awesome way of helping  
you generate content suitable for  
cross-channel engagement.

Consider how customers will interact with 
the message in different contexts. Each time 
you can get a customer to recall your brand, 
and associate it with a message, it helps 
buyer recognition. Cross-channel touchpoints 
help achieve this and create a deeper level of 
recognition throughout the journey.

For example, think about the visual appeal of 
a bitesize infographic stat. How could this be 
leveraged on your social channels to connect 
with early engagers? Could this infographic 
link to a long form blog that provides a deeper 
understanding of your key topic. Could this blog 
then allure readers onto your gated landing 
page where they download your whitepaper in 
exchange for their details? 

Plotting your content formats against your 
user journeys will enable your readers to 
gain cumulative knowledge while helping to 
generate demand for more. The trick is to 
then match this to your content distribution 
channels, then layer on data to build out your 
digital ecosystem.
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For example, intent tags that reveal expressions 
of real-time interest are a marketer’s secret 
weapon. That’s because they enable you to pin-
point critical touchpoints in a target’s buying 
cycle and deliver messages that truly resonate 
with that real-time need. 

Go one further and deliver sequential 
messaging across the channels your audience 
frequent and you have the ability to create fully 
immersive content experiences. 

While you can’t control how your message is 
interpreted by your audience, you can leverage 
data to deliver it with greater precision to 
provide optimized content experiences worthy 
of lead capture.

Can you slice that key message down 
even further and add in the advertising 
formats that will amplify your content 
message?

These formats will grab attention with 
key info and generate the interest in 
the topic as a whole and demand for 
the deeper content pieces.

Go the extra mile
If you want to get your message to truly 
resonate, you need to tell them what they want 
to hear at preciously the moment they want to 
hear it. This means leveraging third party data 
once again to push your targeting capabilities. 

PART 4: LEAD MANAGEMENT;  GET 
YOUR PROCESSES DISCUSSED, 
AGREED AND STRUCTURED

39% of marketers say 
proving the ROI of their 
marketing activities 
is their top marketing 
challenge. (HubSpot) 

A formalized lead management process or 
system is essential for helping you track ROI 
because it will identify where and why lead drop 
off occurs in your lead generation process.

No matter how good you are at attracting 
and converting visitors into leads, most B2B 
sales cycles are complex with many factors 
impacting your conversion rate success. 

Having a well-documented and thought out 
system will ensure all efforts, activities and 
technologies are coordinated in the most 
efficient way to achieve your marketing goals.

Failure to do so could mean you stumble across 
many avoidable obstacles, such as sales and 
marketing misalignment, sluggish lead follow-
up and ultimately - wasted budgets.

 https://www.hubspot.com/marketing-statistics
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10 REASONS WHY YOU NEED A LEAD MANAGEMENT PROCESS

1.  71% of qualified leads are never followed up on.  
 (Forbes) 

2.  Only 56% of B2B companies verify business leads before passing to    
 the sales team.  
 (MarketingSherpa via HubSpot)

3.  Organizations with an SLA are three times as likely to be effective.  
 (HubSpot)

4.  By committing to at least six touches, you increase the likelihood of    
 making contact by up to 70%. 
 (InsideSales.com) 

5.  Lead generation, sales, and lead nurturing are the top three     
 organizational objectives for content marketers.  
 (Wordstream, 2018)

6.  Only about 22% of businesses are satisfied with their  
 conversion rates.  
 (Econsultancy, 2016)

7.  Companies that automate lead management see a 10% or more    
 bump in revenue in 6-9 months time.  
 (Strategic IC, 2017)

8.  Businesses who nurture leads make 50% more sales at a cost 33%    
 less than non-nurtured prospects.  
 (Strategic IC, 2017)

9.  Mapping the customer experience and use of personalized content are   
 deemed the most effective tactics for optimizing marketing automation.  
 (Ascend2, 2018)

10. 40% of salespeople still use informal means such as Microsoft Excel   
 or Outlook to store lead and customer data.  
 (HubSpot, 2016)

https://www.forbes.com/sites/kenkrogue/2012/07/12/the-black-hole-that-executives-dont-know-about/#4e65a73338e3
https://blog.hubspot.com/sales/are-you-inadvertently-dismissing-good-sales-leads
https://www.hubspot.com/marketing-statistics
https://blog.insidesales.com/lead-management/lead-response-management-infographic/
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
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Get your lead management process 
down on paper – don’t keep it in your 
head
Misalignment between sales and marketing can 
cost B2B companies 10% of revenue or more 
per year (Hubspot).

Ensuring there is an open dialog between the 
marketing and sales team is crucial when 
it comes to B2B lead generation. You could 
produce the most interesting content, launch 
the most intricate and well- targeted campaign 
and have the most personalized lead nurturing 
strategy behind it all– but without sales 
alignment, the leads could go very cold, very 
quickly.

Your sales team and marketing department 
must work together from the start by 
combining knowledge of the market, the buyer 
and their internal processes. 

This then needs to put into a plan of attack that 
maps out the journey, from lead to customer, 
in the most efficient way. This should form the 
basis of your lead management strategy.

6 CRUCIAL LEAD  
MANAGEMENT DECISIONS 

1. Should anyone who’s downloaded 
your content be viewed a lead? 
(Agree lead definitions and criteria- 
MQLs, HQLs, SALs, SQLs…etc.)

2. Does your content strategy support 
your nurture process? (Map your 
content assets to your sales cycle – 
have you produced enough content 
for all stages?)

3. How long should a lead be in a 
nurture process before being passed 
over to Sales? (Agree on critical 
touchpoints, timings and follow-up 
actions)

4. What’s your follow-up process? 
(Ensure you provide consistent 
communications)

5. How much of the process should 
be automated? (Identify where 
technology can be used to improve 
efficiency)

6. Is lead scoring the best 
approach to qualifying 
leads? (Put in place 
a robust qualification 
process that aligns 
with your lead 
definitions)

Have you considered the following?

These questions must 
be both thought-out and 
documented BEFORE 
you kick off your lead 
generation activity.

Having a well-conceived plan that synergizes 
all your efforts, will ensure all your teams and 
processes are working to the same agenda. 

RECOMMENDED READING:
Lead Nurturing; How to Transform 
your Leads into Revenue 
5 Simple Techniques for Better Sales 
and Marketing Alignment

https://blog.hubspot.com/sales/stats-that-prove-the-power-of-smarketing-slideshare
https://www.inboxinsight.com/lead-nurturing-how-to-transform-your-leads-into-revenue/
https://www.inboxinsight.com/lead-nurturing-how-to-transform-your-leads-into-revenue/
https://www.inboxinsight.com/effective-marketing-sales-alignment/
https://www.inboxinsight.com/effective-marketing-sales-alignment/
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PART 5: CAMPAIGN PERFORMANCE;  
ARE YOU DELIVERING ON YOUR PLANS?
Continuous improvement is what every B2B 
marketer should be striving towards. This is 
impossible without accurate analysis of your 
campaigns. And in order to do this, you need to 
study the right marketing metrics.

4 key performance metrics to really get 
your head into:
1. Return on Investment (ROI)

Marketers that calculate 
ROI are 1.6 times more 
likely to receive higher 
budgets. (HubSpot) 

Not surprising then, ROI is many marketers KPI 
of choice. 

However, as marketers are intercepting leads 
earlier on in the buyer decision process, 
calculating the overall ROI can be more difficult. 
This is because you have to factor in more 
stages to nurture your leads through, before 
seeing any return. 

Understanding how every stage is performing 
is crucial in ensuring you see the best ROI. For 
example, a PPC ad may be really effective at 
converting an early lead, however, not having 
the right nurture process in place could see you 
failing to achieve your potential ROI.

Therefore, you need to isolate where issues are 
occurring in your lead management processes. 
In order to do this, you need to systematically 
plot and set a clear goal against each stage and 
assign the right performance metrics.

Another common issue is losing track of 
how your marketing acquired prospects are 
progressing once they’re passed over to sales.

Making sure your marketing platform is 
properly synced with your sales CRM is crucial. 
Take the time to ensure all your properties are 
mapped and your agreed lead definitions are 
accurately represented. 

Assigning the following properties against 
your contacts and ensuring they are tagged 
throughout your sales pipeline will make 
tracking your marketing ROI a lot easier.

• Lead Source 
• Campaign Source

2. Click-Through Rate (CTR)

15% of marketers 
surveyed say their 
company still does not 
regularly review email 
opens and clicks; only 
23% say they have 
integrated their website 
and emails to track 
what happens after a 
click. (MarketingProfs) 

https://www.hubspot.com/marketing-statistics
https://www.hubspot.com/marketing-statistics
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As many lead generation campaigns now 
involve cross-channel engagement, there is 
usually more than one touchpoint at play. In 
order to get an accurate picture of what’s going 
on, your campaign tracking needs to reflect this.

Touchpoint planner
Use this template to map out your conversion paths

Content: 
e.g. Bitesize Insight

Channel:
e.g. Social Media

CTA: e.g. View full 
infographic

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:
e.g. Infographic

Channel:
e.g. Web page

CTA:
e.g. Download full 
report

Content:
e.g. Survey report

Channel:
e.g. Gated landing 
page
CTA: e.g. Download 
(contact details 
required)

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

Content:

Channel:

CTA:

By mapping out your conversion journey and 
aligning your CTRs, you have better visibility 
of any weak points in your campaign. This 
will help you identify areas to improve, so you 
can optimize the journey at every possible 
touchpoint.

3. Conversion Rate
It’s important you establish your conversion 
goals against your lead qualification process. 
A whitepaper download may score highly in 
the context of top of the funnel engagement 
however its value reduces when pitted against 
an action taken out by a prospect further down 
your pipeline.

Aligning your conversion against stages in your 
lead management process will help give a more 
meaningful picture of how effective specific 
activities are in achieving your goals.
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4. Sales follow-up rate

Only 7% of salespeople 
said leads they received 
from marketing were 
very high quality (HubSpot)

If this is a common perception amongst your 
own sales team, it’s likely your sales follow-up 
rate is low. 

It’s vital you understand why your sales aren’t 
following up leads - is it because they don’t 
have the right information? Do they perceive 
your leads as being a bad fit? Are they only after 
leads at later stages in the funnel?

Maintaining closed loop reporting and 
communication is essential at ensuring all 
efforts are united, expectations are established 
and any issues are fed back into your plan.

Without this knowledge, you can’t identify 
where improvement is needed and therefore 
won’t see the best ROI from your marketing 
activity. 

CONCLUSION
If you thought lead generation was just about 
turning web visitors into leads through gated 
landing pages, you need to think again.

The information in this guide has been collated 
from B2B demand generation specialists who 
have run thousands of successful campaigns 
for global brands along with emerging 
challengers, spanning all the key industries and 
business verticals.

Our aim is to equip you with the very best 
knowledge to help you keep pace with the 
changing B2B landscape. 
Through leveraging some 
of the best lead generation 
practices, we can help you 
amp up your performance 
and deliver outstanding 
results.

Ready to learn more?

Get in touch >

Overall CR

Attributed 
actions:

Attributed 
actions:

Attributed 
actions:

Attributed 
actions:

Attributed 
actions:

Attributed 
actions:

CR: CR: CR: CR: CR: CR:

Visitor Lead MQL SAL SQL Pipeline 
Opportunity Customer

https://www.hubspot.com/marketing-statistics
https://www.inboxinsight.com/about-us/contact-us/
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We can support your B2B marketing  
with a series of optimized demand generation 

products based on your objectives

Ready to build your own success story?

Identify your audience, activate 
their interest and generate 

our optimized multi-channel 
campaigns.

InboxENGAGE

A blend of targeted email marketing 
and the latest programmatic 

advertising technology to achieve 
superior audience reach,  

relevancy and scale.

InboxNEXUS

 

A powerful end-to-end content 

around creating seamless digital 
experiences and optimized  

reader journeys.

InboxINTEGRATE

A suite of content writing and 
creative services dedicated to 

crafting outstanding content that 
strikes a chord with your 

target audience.

InboxCREATE

We curate your best content, and 
optimize it using insight, then 
drive a relevant audience to 

the hub with multiple 
digital touchpoints. 

Get the ball rolling today: Email info@inboxinsight.com UK +44 (0)800 161 5511 US +1-508-424-5330


