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+  The B2B Sales Funnel 

+  Setting B2B Goals 

+  The B2B Buyer Journey & Personas 

+  Effective B2B Lead Generation Tactics 

+ Questions & Next Steps 
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Traditional B2B 
Marketing & Sales Funnel 
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Problem #1 – Prospect Research  
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Problem #2 – Buyers Journey 
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Source: Forrester Research, Inc. 



Problem #3 - Engagement 
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Source: Sirius Decisions 



4 Ways to Increase B2B Sales 
+  Engage more prospects 

+ Get faster at identifying qualified leads 

+  Increase close ratio 

+  Leverage and keep existing customers 

@rwcc   #B2BLeadGen 



Setting B2B Goals 
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Demand Funnel Benchmarks 
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Demand Funnel Benchmarks 
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How Many Prospects? 
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Who Do We Target? 
+  Those similar to recent/existing/profitable customers 

+  Those who recently inquired 

+  Those currently visiting your site 

+  Those actively searching on the web 

+  Those already in your database 

+  Create Personas 
–  End User 
–  Decision-Maker 
–  Financial Authority 
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Contact Data 
+ Not all data companies are equal 

+ Data.com (crowd-sourced) 

+  Social123 (LinkedIn) 

+  Builtwith, Datanyze (Technology) 

+ Others: OMI, Exchange Leads.io, Zoominfo, 
Netprospex, Hoovers/DNB, PiPl etc. 
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Content & Messaging 
+ Map your content to the buyer journey 

+ Different content for each stage and persona 

+  Focus on buyers’ pain points 

+ Don’t assume where a prospect is in the buyer journey 
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B2B Buyer Journey 
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Create a Content Machine 
Focus on Prospects’ Pain 

+ What? 

+ Why? 

+ How? 

+ Who? 

+   What’s next? 
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Content Formula 

Personas Buying Stages  FAQs Content Needed 

1.  End User 
2.  Decision-Maker 
3.  Financial-Authority 

X 
1.  Learn 
2.  Solve 
3.  Compare 
4.  Purchase 
5.  Loyalty 

X 
1.  What? 
2.  Why? 
3.  How? 
4.  Who? 
5.  What’s next? 

= 75  
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Content Map  
+  Internal Communications 

+  Customers 

+  Influencers 

+ Distribution/Partners 

+  Prospects 
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Inbound vs. Outbound Marketing 
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Plan Your Marketing Mix to Hit Your Goals 
Most effective B2B lead gen tactics include 
a combo of inbound and outbound: 

+  Email 

+  PPC  

+  Remarketing 

+  Video 

+ Marketing Automation/Lead Nurturing 
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Number One Outbound Tactic: Email Marketing 
+  Significant return on investment 

–  Every $1 spent on email offers a return of $44 
–  Email marketing has an ROI of 4,300% 

+  Consistently outperforms other tactics 
–  61% of marketers say email is the most effective tactic 
–  Email marketing works 40X better than Facebook & Twitter 

 
 

 

 

 

Sources: Exact Target, Direct Marketing Association, Ascend2, McKinsey 
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How to Get Results with Email 
+  Messaging 

–  Provide a valuable offer with a strong call to action 

–  Craft a compelling subject line 

–  Deliver content in digestible chunks – short sentences, bullets and numbers, etc. 

+  Performance 
–  Know the rules to protect your IP 

+  Warm up your IP address 

+  Send to a verified list (remove hard and soft bounces) 

–  Use responsive templates (mobile-friendly) 

–  A/B test everything you can (subject lines, offers, timing, etc.) 

–  Incorporate a healthy mix of HTML and Plain Text emails 

–  Use fast-loading, engaging graphics and alt tags 

+  Follow Up 

–  Resend to non-opens (40-60% increase in conversions) 

–  Utilize a tool to track engagement and behavior (ESP or MA) 

–  Provide a follow-up message to engaged recipients 
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The Value of PPC Advertising 
+  Spend money on a sure thing – Clicks! 

+  Prospects are actively looking for your products and services 
–  Google’s network reaches 90% of users worldwide 
–  Effective channel for driving traffic to your web pages 

+  People take immediate action 
–  70% of mobile searchers will call a business directly from results 

Sources: Comscore, Hubspot, Google, Wordstream 
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How to Get Results  
with PPC 
+  Messaging 

–  Provide a valuable offer 
–  Write compelling ads 

+  Offer + CTA 
+  Localization 
+  Countdown timer 
+  Mobile click to call 

+  Landing Page 
–  Clear call to action 
–  Simple form 
–  Responsive 
–  HTML/CSS best practices 
–  Check the page speed 

+  Minify jQuery, JavaScript, and other files   
+  Fast loading images and graphics 

+  TEST! TEST! TEST! 
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The Value of Remarketing 
+  Free branding – Inexpensive clicks 

+  Impressions are pre-qualified 

+  Results are proven  
–  Retargeted customers are 3X more likely to click on your ad  
–  Retargeted customers are 4X more likely to convert than new customers 
–  Retargeting can boost ad response by 400% 
–  46% of marketers believe retargeting is the most underused tactic 

 
 

Sources: Search Engine People, CMO.com, eConsultancy 
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How to Get Results with Retargeting 
+  Create engaging ads 

–  Most effective ad sizes: 250 x 250 (Medium Square),   
728 x 90 (Leaderboard) & 120 x 600 (Skyscraper) 

–  Messaging: 
+  Branded Design 
+  Short & Sweet Copy 
+  CTA Button 

+  Target your ads 
–  Page Visited, Location, Gender, etc. 
–  Exclude Bounces 
–  Retarget Your Opt-in Email Lists 

+  Place code on landing page BEFORE campaign 
runs 

+  Track Conversions 

+  TEST! TEST! TEST! 
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The Value of Video 
+  Powerful inbound strategy 

–  Pages w/video are 53x more likely to be on page 1 results 
–  Double search traffic with a video thumbnail in search results 

+  Increased conversions & engagement 
–  70% of marketers say video converts better than any other medium 
–  Customers are 85% more likely to buy after watching video 
–  When video is included in an email, CTR increased by 200-300%. 

 
Sources: Video Rascal, QuickSprout, Forrester, Marketing Profs, IQ Visibility 
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How to Get Results with Video 
+  Quality Matters 
+  Video Landing Pages 

–  Own your own content 
–  Optimize for search 
–  Focus on conversion 

+  Video Ads 
–  First 5 seconds count the most 
–  At least 30 seconds long 
–  Not more than 90 seconds – max 
–  Drive to the landing page 

+  Duplicate into Shareable Content 
–  Cut into shorter clips 
–  Create animated gifs 
–  Share still images 
–  Make a meme 
–  Transform audio into a podcast 
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The Value of Marketing Automation 
+  Warm-up cold leads and make sales happy 

–  Marketing automation provides a 451% increase in qualified leads 
–  Lead nurturing = 50% more sales-ready leads at 33% lower cost 
–  78% of marketers cite marketing automation for improving revenue 
–  Increase B2B sales-pipeline contribution by 10% 

+  Send more targeted messages 
–  Triggered emails average 70.5% higher ORs and 152% higher CTRs  

+  Track activity and behavior 
–  Lead Tracking – Tracks prospect activity 
–  Lead Scoring – Based on behavior/interest 
–  Sales Notification and Reminders 

+  Low cost options available 
 

 

Sources: The Annuitas Group, Epsilon Email Institute, Gleanster, The Lenskold Group 
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How to Get Results from Marketing Automation 
+  Assign a dedicated manager 

–  Just because it’s automated, doesn’t mean it runs itself 

+  Data health is key 
–  Clean your data before import 
–  Think about data governance 
–  Set up forms to capture and track key data 

+  Progressive forms 
+  Hidden form data 

–  Constantly revisit and clean your data    

+  Consult your sales team (in the beginning, and along the way) 
–  How should we score behavior? 
–  What defines a Marketing Qualified Lead? 

+  Focus on the cookie 
–  Complete a form 
–  Click on an email link 
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Prospect Online Activity 
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Example of Lead Nurturing 
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Reporting 

@rwcc   #B2BLeadGen 



Summary 
+ Understand how to address the new sales funnel 

+  Calculate how many leads you need in order to reach your revenue goals 

+  Calculate how many pieces of content you need to create 

+ Map that content to buyer personas & buying stages 

+ Design a marketing mix using the most effective lead generation tactics 

+ Use marketing automation to manage lead gen, nurture and sales activities 
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Questions & Next Steps? 
+  Receive your Webinar toolkit 

+  Schedule a one-on-one consultation  

 

Shawn Elledge 
selledge@rogerwest.com 

 
Shanna Kurpe 
skurpe@rogerwest.com  
 

1-800-237-5969 
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