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Symptoms of an unhealthy 
lead generation strategy: do 
you need this eBook?
Your marketing strategy may have been 
effective a few years ago, but time stands 
still for no marketer and neither should 
your approach to generating new business. 
Taking the time to review and revise your 
game plan for bringing new clients to your 
door will reap valuable rewards.

If any of the following resonates a little too 
much, you will benefit from the methods, 
tips and advice contained in this eBook.

Let’s look at the symptoms that mean your 
strategy is far from healthy:

Symptom one: your website 
is not working hard enough
It is now widely recognised that a website 
is necessary in today’s digital world but 
many have not yet realised that an ‘online 
brochure’ is not enough to pull in the amount 
of leads that they need. A static website 
page that simply mentions your line of 
business along with several pleas to get in 
touch with you is just not enough. Putting 
new content on your website on a regular 
basis has several, immediate benefits: there 
is a reason for new prospects to return 
and search engines will spend more time 

‘crawling’ your site (they love fresh content!). 
The more a search engine indexes your 
content, the more likely it is to present your 
site as a result when your prospects are 
looking online for what you offer. For more 
on creating content to attract new leads, 
take a look at chapters 2-4.

Symptom two: your web 
traffic is flatlining
Even if you are regularly adding new content 
to your website, if it is not compelling 
enough or easily found, your web traffic will 
flatline and require emergency treatment. If 
this is a concern for you, consider a design 
and structure refresh and clearly map out the 
path that you want your clients to go through 
when they arrive on your site. Take a look 
at your analytics (if you do not have them, 
get them set up) and see which pages lead 
to website visitors leaving. If you can work 
out where the majority of people leave your 
site, you should be able to work out why 
and improve those pages. Think about the 
hierarchy of your site pages and make sure 
there are clear ‘calls-to-action’ (CTAs) on 
each page to help the user get where they 
need to go. CTAs are instructions for users 
to do something, such as downloading a 
piece of content or fill in a contact form.

You also need to provide information 
for people at all stages of the buying 
cycle - information for those in the early, 
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consideration stages will be more convincing 
than various requests to get in touch. There 
will be more on this in chapter 2. 

Symptom three: you have 
not defined your ideal buyer
If you do not understand who wants to 
buy from you, you will not be able to sell to 
them. Developing distinct buyer personas, 
based on research from your teams and 
current clients is absolutely key to creating 
a strategy that drives sales. Buyer personas, 
defined as “semi-fictional representations 
of your ideal customer based on market 
research and real data about your existing 
customers” (by Hubspot) are the secret to 
a successful lead generation strategy. For 
more advice on understanding your buyers 
and developing distinct buyer personas, use 
the information in chapter 3.

Symptom four: you do not 
have a lead generation 
target
It is almost certain that you need a lot more 
leads than you realise to hit the sales targets 
you have set. Developing a clear idea of 
how many leads you need to achieve your 
sales targets helps you understand your 
sales funnel as well as providing a Service 
Level Agreement between your Sales and 
Marketing departments. The number you 
come up with may seem daunting at first but 
can be reverse-engineered from your sales 
pipeline. Using typical conversion rates, 
you’d need more than 1300 leads to deliver 
20 deals per year, which equates to around 
100 per month. More on this to come in 
chapter 1.

Symptom five: you 
are “turning off” your 
customers
The marketers of just a few years back 
would find today’s marketing landscape a 
terrifying prospect - things have changed so 
much. The buyers of today understand so 
much more than before and knowledge truly 
is power when procuring new services. That 
is why 81% of buyers prefer to conduct their 
own research rather than being cold called 
and sold to. If your marketing techniques are 
still focused on what is known as ‘outbound 
methods’ then you should pay close 
attention to the information contained in 
chapters 4-7 which cover the innovative and 
effective Inbound Marketing tactics.

The rest of the eBook deals with nurturing 
leads and measuring the return of your 
marketing efforts.

Did any of these resonate with you? If so, 
let’s start your journey towards maximising 
the results from your lead generation 
strategy.
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How many leads do you really need? You 
might have sales targets already nailed 
down, but to really understand how to reach 
your targets, you will need to decide how 
many leads equate to the number of deals 
that you’re aiming for. 

Clearly, some of your leads may just fall into 
your lap or you might choose to respond to 
a public tender, but these days, it’s buyers 
that find sellers, so it’s important to be found 
online.

Breaking it down from a £1m target and an 
average annual contract value of £100k, 
you would need 13,200 visits over a year, 
assuming that 1% of them will convert into 
leads and assuming that all your leads come 
through your website. That is because up 
to 99% of your website visitors are not yet 
ready to buy. We will address what to do 
with that 99% later in the eBook (hint: the 
answer is not to ignore them, but engage 
them!). If you nurture and qualify your 1,320 

leads properly (addressed in chapter 8), 
you should be able to convert around 10% 
of them into appointments, which results 
in 11 meetings per month, 132 meetings 
a year. If 25% of appointments lead to a 
proposal, you will likely prepare around 2 to 
3 proposals per month and end up with one 
win per month. 

As an illustrative example, the numbers 
seem quite intimidating, but it’s essential 
to work out the numbers that relate to your 
business. Not only will this help to create 
an efficient sales funnel, working at full 
capacity, but it will also provide you with a 
healthy Service Level Agreement between 
your Sales and Marketing departments. 
Generating leads should primarily be the 
role of your Marketing departments, passing 
on qualified leads so Sales can meet their 
targets and together they can deliver the 
organisations’ sales goals. 

Chapter 1: Setting smart lead 
targets
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Calculating your lead 
targets
Step one: Define your sales 
target for the year. 
You should base this on achievable yet 
aspirational figures. Bear in mind the amount 
of sales professionals you have and what 
they can handle on an annual basis or plan 
to hire in extra talent if you are looking to 
grow exponentially. Remove the value of any 
sales opportunities currently in the pipeline, 
plus any other known opportunities to get 
to a ‘net new’ figure. See our “Net Growth 
Planner”.

Step two: Divide the sales 
target into a set number of 
deals.
Again, be sensible with your numbers to 
avoid reaching too high or pitching too low. 
An average deal size should give you a good 
basis to work from.

Step three: Use an average 
qualification rate to determine 
the number of leads required to 
set an appointment.
Think about how many leads you need to 
qualify and speak to in order to generate 
just one appointment - using historical data 
should help you to quantify this and even 
help you glean a better understanding of 
your sales pipeline.

Step four: Calculate your 
average conversion rate from 
appointment to proposal.
Not every appointment will lead to a 
proposal, so be realistic about your 
conversion rate.

Step five: Use an average win 
rate to calculate proposal-to-
deal conversion.
Finally, you should be able to find out just 
how many leads you need to meet your 
targets. 

The lead generation 
process
Remember that lead generation is a team 
effort, relying on good working relationships 
between sales and marketing, so set these 
targets as a joint effort. Both departments 
will need to agree on the service level 
agreements. Lead targets depend on a 
number of factors, so perform different 
calculations for each service line, market 
and business unit. Use our “lead target 
caclulator” to find out how many leads you 
need.
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Promoting your business online is not a 
new idea, but the methods that are most 
successful have now changed and the 
digital marketing landscape is markedly 
different to how it was just a few years 
ago. Today’s buyer is much more savvy 
and now generally averse to being sold to. 
According to some research conducted 
by Business Service Growth, up to 70% of 
people strongly disliked receiving telesales 
cold calls. So how can you ensure that your 
lead generation stays healthy and you are 
attracting attention from the right prospects?

The aim now is to build a relationship with 
potential clients online before you even 
have the chance to say a word to them. 
Done correctly, you should be able to also 
generate a steady flow of leads, rather 
than generating sporadic lists of leads, 
as is the case using traditional outbound 
campaigns that are rather hit and miss. 
The technique needed to create this steady 
flow of leads is called “Inbound Marketing. 
Inbound Marketing will steadily build up your 
credibility as well as your presence online, 
increasing website traffic and positioning 
you as a highly credible, trustworthy thought 
leader for your industry.

Chapter 2: The inbound 
marketing process
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How does Inbound 
Marketing work?
There are four parts to Inbound Marketing, 
each as crucial as the one before, as shown 
in the diagram above.

Step one: ATTRACT 
Start attracting strangers to your website 
with carefully created content offers that 
they will find through search engines, blog, 
pay per click campaigns, social media 
and PR. Keyword research and optimised 
content landing pages will help search 
engines serve up your content. To increase 
your chances of being found, promote 
through as many channels as possible.

Step two: convert
Converting visitors into prospects involves 
requesting a few details from them in 
exchange for access to high-value content 
‘offers’. Genuine prospects who require 
your help will not mind handing over this 
information if they perceive that what you are 
giving away is worth the effort.

Step three: Nurture
Once you have a picture of the prospect, you 
will be able to offer them more content that 
matches their requirement and help them 
clearly define their problem and understand 
your solutions. This will move them further 
down your sales funnel and make them more 
amenable to being contacted.

Step four: Contact
When the time is right for them, your 
prospect will want to meet you. This will 
occur once your prospect has sufficient 
knowledge of your company and trusts you 
enough. If the previous steps have been 
handled adequately, you should have a 
complete understanding of the prospect and 
understand how to tackle your approach and 
connect with them. 

 
Attract

 
Convert

 
Connect

 
Close

Strangers Visitors Leads Appointments Customers

•  Blog
•  Social Media
•  Keywords
•  PR/Events
•  Pay-Per-Click

•  Calls-to-Action
•  Landing Pages
•  Forms

•  Organise Leads
•  Research Leads
•  Connect & Qualify
•  Set appointment

•  Build Relationship
•  Understand Needs
•  Proposal
•  Contract

BSG Inbound Marketing Services SalesBSG/In-house TeleSales

1 2 3 4
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Great marketing that resonates with 
someone depends on a detailed analysis of 
who wants your services, their mindset and 
their problems. After all, if you do not really 
understand the person purchasing from you, 
you cannot accurately define your value 
proposition. Marketing aimed at everyone 
affects nobody.

One of the best ways of really getting 
inside your buyers’ heads is to create what 
is known as ‘buyer personas’, which are 
research-based model representations 
of each type of market type you serve. 
It characterises who they are, what they 
are thinking, their general behaviour, daily 
working life and their decision-making 
processes.

To create your buyer personas, formulate 
a questionnaire and put yourself into their 
shoes when answering. Give them a name 
and a rounded personality to really benefit 
from the exercise. 

Demographic information is the starting 
point to defining your personas, so think 
carefully about occupation, gender, 
education level and geographical location. 
Once you have a good idea of what 
the person looks like and what spaces 
they inhabit, move on to characterising 
their problems. What keeps them up at 
night? What do they want to achieve? 
What does their average working day 
consist of? Deeper connection with your 

marketing messages will result from really 
understanding the values of your buyer.

Previous customers can be a gold mine 
of information, telling you how they found 
you, what convinced them that you were 
the right service provider for them and what 
marketing messages worked best. 

As an example, consider the following profile 
of Francis, a Facilities Manager.

Francis has worked in Facilities Management 
for around 10 years now and is focused 
primarily on soft FM. She is aged 40, married 
and has one teenager. 

She works for a large company which 
employs 500 people in 4 locations and so 
must oversee the facilities management 
for all associated buildings. She reports to 
the General Manager and manages a team 
of operations staff. Success for Francis 
means that nobody notices the Operations 

Chapter 3: Starting with the 
customer
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team working and the staff have a seamless 
experience with the buildings. There is no 
such thing as a quiet day for Francis and 
her biggest challenges are time-pressures, 
managing her staff and introducing new 
working practice to improve the service. 

She spends her available office time doing 
administration and prefers to communicate 
by email where possible. She loathes 
telesales calls that interrupt her and uses 
the internet to conduct her research. Francis 
also reads trade press and enjoys reading 
LinkedIn group postings to keep current on 
issues affecting the FM world.

A profile that is as in-depth as this should 
really give you a great picture of the person 
you are selling to - Francis doesn’t have time 
to read lengthy tomes of marketing material 
and she will not respond well to telesales. 
She is busy, so you need to focus on the 
time-savings and efficiencies your service 
will bring. 

Understanding your ideal buyer is critical 
to the success of your lead generation 
and creating content that really appeals to 
your prospects and gets them nodding in 
agreement, the focus of the next chapter.
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The one thing that most hinders 
organisations hoping to generate leads using 
Inbound Marketing is their attitude towards 
creating content. They are often frightened 
about it, feeling that they don’t have the 
skills or knowledge to write well enough. 
If that is still a concern after reading this 
chapter, then take a look at chapter 9 which 
deals with the subject of outsourcing.

What do your prospects 
want? What do they need?
Two apocryphal tales immediately spring 
to mind when considering what clients are 
looking for. Henry Ford, when asked about 
his customers, notably quipped that if he 
had asked them what they wanted “they 
would have said a faster horse”. Ahead of 
his time, Henry Ford was able to identify 
that customers do not always know what 
they truly desire - they just know the end 
result, which is to get somewhere more 
quickly. This understanding of the limitations 
of a customer’s insight leads nicely on to 
American economist Theodore Levitt, who 
taught his Harvard Business School students 
that “people do not want quarter-inch drill 
bits, they want quarter-inch holes”.

These two soundbites can come across 
as trite and clichéd, but they illustrate two 
principles that are important in content 
marketing. Firstly, people do not always 
know what they want (or what their actual 

problem is) and secondly, sell the benefits 
of your service, rather than the features. No 
one wanted the ability to carry thousands 
of songs with them at any one time or 
hundreds of books. Until the iPod and the 
Kindle came along, that is.

Persuasion with words
Many think that marketing is a completely 
different beast to sales, but we like to 
think of marketing as just salesmanship 
written down. Creating compelling copy 
that resonates with and helps your core 
audience is similar to creating rapport face-
to-face in a sales situation - it relies on deep 
understanding and insight.

Creating excellent content helps you build 
trust with prospects, but truly outstanding 
content has real, quantifiable value which 
lends itself to sharing. If readers are learning 
valuable lessons from your blog posts, 
eBooks or social media messages, they will 
want to share the knowledge around.

People buy from people, not companies, so 
establishing yourself as an expert in your 
field will help you build relationships with 
strangers and really differentiate you from 
the competition.

Estimates vary, but the amount of messages 
that bombard a person on a daily basis is 
far from ideal. The internet is overflowing 
with content vying for the attention of your 

Chapter 4: Client-centred 
content
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prospect, so you have to work extremely 
hard to convince them that they should be 
reading your output. It is just not enough 
to create easy to digest, easy to find 
and interesting content - you must bring 
something new to the table. Challenge the 
status quo in your industry and explode 
myths to create powerful and exciting 
content that drives the leads you need to 
grow your business.

From storytelling to sale
Generating ideas can be the hardest part 
of content creation - 80% of marketers 
say their biggest challenge is creating 
compelling content. However, your sales 
and operational sales teams should be full of 
stories and ideas for what clients will find of 
use. They have the biggest insight into who 
your leads are, their pain points, objections 
and where they find their information. 
Another avenue for content development 
is current clients - find out how they found 
you, what they found compelling about your 
service offering and how they made the 
decision to procure services from you.

Making a connection with your ideal 
audience will happen naturally if you can use 
their language in your marketing, avoiding 
in-house jargon. Construct a storyline for 
your content, using anecdotes, case studies 
and examples to illustrate points where 

possible. Stories are more convincing than 
‘how-to’ posts, so inject personality and 
your brand into what you create rather than 
using dry, technical language.

Client-centred but search 
engine friendly
If you are doing things right, you should end 
up with a piece of content that has been 
carefully refined to appeal to your target 
audiences. However, it is important that it 
also appeals to search engines in the way 
that it is written. Keyword research should 
be a key part of the planning of your content, 
so think carefully about the language 
your clients will be using when they start 
searching for solutions. There is little point 
using the internal language of your company 
if the terms you use are different to what 
your clients are typing in to search engines. 
For example, if you sell ‘washroom solutions’ 
but your leads are searching for ‘washroom 
hygiene services’ then it is unlikely that you 
will rank high enough to be found. Take 
a look at the keywords competitors are 
using and make use of keyword finder tools 
to help you hit the highest search engine 
placement possible.
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Now that you have content that you are sure 
your prospects will find attractive, interesting 
and desirable, you will need to work hard 
to make sure it is found and consumed. 
There is nothing worse than working hard on 
something you think potential leads will love, 
only to find that no one is reading it because 
it cannot be found. Writing great content 
and failing to promote it is like spending a 
month’s salary on a beautiful watch only to 
leave it ticking in a dark drawer.

Planning your promotion
Before you can start promoting your content, 
you will need to think carefully about what 
people are looking for and how they search 
the internet. This will also be a key part of 
the content creation, too, so hopefully the 
content you have produced is search engine 
friendly. If not, it is never too late to edit it 
and make sure it is easily discoverable by 
careful use of keywords.

You may already have a list of interested 
prospects on data lists or people who have 
consented to being sent marketing emails, 
so make sure that you send them an enticing 
email to make them aware of your new 
content offer. Email blasts are a good way 
to start the ball rolling on your content offer 
marketing campaign.

Spend some time looking at where your 
prospects find their information - the 
research from the buyer persona stage 

should have a detailed section on where 
they go online and this can inform your 
marketing campaigns when it comes to 
social media. LinkedIn groups can be a good 
way of promoting your content, so do not 
be shy - start conversations there and share 
your valuable information.

Who is looking at what?
If not already in place through your 
marketing software, make sure your 
promotional campaign methods have a 
clearly trackable analytics code assigned 
to them. If you can, split each promotion 
method (email, social media, etc) into 
different codes so that you can see what 
has been most effective. Google Analytics 
uses a code known as Urchin Tracking 
Modules (UTM) which allows you to track 
where your users have come from by using 
a unique code for each separate campaign. 
Need more info? UTM codes are explained 
in detail by Hubspot. If you do not use 
Google Analytics, you can always use link 
shorteners, like bit.ly to see what is being 
clicked, when and where in the world. The 
metrics from link shorteners are limited, but 
still useful.

Putting your content live can be both scary 
and exciting, so it is important that you’ve 
planned what you will do once it is ready 
for consumption. By far the most effective 
method for generating leads in inbound 
marketing involves putting your content 

Chapter 5: Promoting your 
content
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behind a ‘gate’. Your prospects can open 
that gate to access their content by filling in 
a form with their details, so think carefully 
about what you want to ask them. If your 
form is too long and detailed, prospects will 
not give you their information, but if it is too 
short, you might find it difficult to qualify 
your leads. Only ask for the bare minimum of 
information you need to increase the number 
of leads that you receive from each content 
offer.

If your content is a white paper or eBook 
behind a landing page, then you will need to 
think of additional ways to promote it. The 
downside to gating your offers is that the 
content will not be indexed or crawled by the 
search engines, so you need to make sure 
your landing page is optimised and that you 
have a supporting promotion plan. One good 
way of driving people to your landing page 
through search engine results is by writing 
a series of keyword-rich blog posts that 
piques the interest of your audience enough 
to click through and download the content 
offer. This will mean all the content that 
you have produced will rank in the search 
engines for those all-important keywords.

Social media is a crucial part of today’s 
marketing mix, so make sure that you have 
a clear strategy for marketing through your 
various channels. The amount of messages 
you post on a regular basis will very much 
depend on the offer, your audience and 
where you are publishing, so draw up a 

schedule. On the whole, Twitter tends to 
tolerate more messages than LinkedIn, 
so bear the frequency of postings in 
mind. Certain types of messages may be 
popular than others, so vary and test how 
you present each message. Questions, 
statements, teasers and quotes from your 
content are all good ways of getting click-
throughs and tend to work more effectively 
than just telling people to download it. 

Finally, do not forget to prominently place 
links to your new offer on your website. 
Calls-to-action (or CTAs) are a fantastic way 
to capture the attention of casual visitors 
to your site and entice them to fill in their 
details on your landing pages. The more 
eyes on your content, the more leads you 
will generate.

Introducing Hubspot
Integrating your lead generation campaign 
efforts can be difficult without the right 
processes to support the process of 
attracting new prospects, converting them 
into leads and then engaging with them 
until they are ready to be closed. Marketing 
automation is the answer to this challenge, 
as it enables you to handle the entire 
process, end-to-end, within one software 
platform.

Hubspot, an automated marketing tool, 
allows you to run all your marketing from its 
software. With the ability to improve your 
SEO, host your website, create and run 
email marketing campaigns and manage 
social media, it’s an all-in-one marketing 
machine. Providing you with detailed reports 
into your success and tips for improving 
what you’re doing, Hubspot makes your 
inbound marketing campaigns work their 
hardest, generating more and better leads to 
help your business grow.

For more information on the 
design and implementation of 
contact forms, landing pages 
and setting up actionable call-to-
action buttons, take a look at our 
eBook on the 30 Greatest Lead 
Generation Tips, Tricks and Ideas
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various channels. The amount of messages 
you post on a regular basis will very much 
depend on the offer, your audience and 
where you are publishing, so draw up a 

schedule. On the whole, Twitter tends to 
tolerate more messages than LinkedIn, 
so bear the frequency of postings in 
mind. Certain types of messages may be 
popular than others, so vary and test how 
you present each message. Questions, 
statements, teasers and quotes from your 
content are all good ways of getting click-
throughs and tend to work more effectively 
than just telling people to download it. 

Finally, do not forget to prominently place 
links to your new offer on your website. 
Calls-to-action (or CTAs) are a fantastic way 
to capture the attention of casual visitors 
to your site and entice them to fill in their 
details on your landing pages. The more 
eyes on your content, the more leads you 
will generate.

Introducing Hubspot
Integrating your lead generation campaign 
efforts can be difficult without the right 
processes to support the process of 
attracting new prospects, converting them 
into leads and then engaging with them 
until they are ready to be closed. Marketing 
automation is the answer to this challenge, 
as it enables you to handle the entire 
process, end-to-end, within one software 
platform.

Hubspot, an automated marketing tool, 
allows you to run all your marketing from its 
software. With the ability to improve your 
SEO, host your website, create and run 
email marketing campaigns and manage 
social media, it’s an all-in-one marketing 
machine. Providing you with detailed reports 
into your success and tips for improving 
what you’re doing, Hubspot makes your 
inbound marketing campaigns work their 
hardest, generating more and better leads to 
help your business grow.

For more information on the 
design and implementation of 
contact forms, landing pages 
and setting up actionable call-to-
action buttons, take a look at our 
eBook on the 30 Greatest Lead 
Generation Tips, Tricks and Ideas
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As previously mentioned, today’s sales cycle 
would be unintelligible to the sales teams 
of the past. The sales relationship power 
balance used to be in favour of the seller, 
not the buyer. But there is a way back to 
equalising that relationship, and empowering 
your sales teams, and that is through 
making effective use of all the marketing 
tools available to you. While it might be the 
case that you will not even be aware of a 
buyer before they have made most of their 
crucial decisions, you can learn a lot about 
them before contact is made, too. Working 
smart and making really good business 
connections with your prospects relies on 
the following tips.

Research is king
If you are able to make best use of your 
website’s capabilities (through marketing 
automation), then you should be able 
to glean a lot of information about your 
prospects and their needs, meaning some 
of the hard graft has already been done. You 
will be able to see the web pages they have 
looked at, the order in which they visited 
them and use the information provided in 
the forms they’ve completed to find out their 
contact details and visit their company’s 
website. Research is crucial for striking the 
right chord with prospects, so scrutinise 
their website, understand what they sell 
and begin to formulate an understanding of 
who their customers are and what they want 

and need. Social media can be a great way 
of finding out more about your prospect - 
monitor what they are discussing and who 
they are conversing with online. Take the 
opportunity to connect with them when 
the opportunity arises and do not forget to 
check out their competitors.

Insider intelligence: 
understanding their pain 
point
Your insider knowledge from your automated 
marketing should inform you as to your 
prospects’ problems and how you can 
solve them. When you first make contact, 
reference the fact that they have made 
use of your content and resources and ask 
them where they need help. The fact that 
you already understand a large proportion 
of what they are looking for and (hopefully) 
have already started to formulate a plan for 
action should set things off on the right foot.

Timing is everything
Identifying the best time to get in touch 
very much depends on your strategy, the 
buying cycle length and your own lead 
generation strategy. However, time should 
always be a factor that you review and revise 
appropriately. Give your prospects some 
time to digest what you are offering - an 
eBook will take them longer to read than a 

Chapter 6: Maximising your 
inbound marketing strategy
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case study. In our experience, the earlier you 
contact a lead, the better as contacting them 
while they are still in the same frame of mind 
and unimpeded by thoughts of different 
issues will bring you the most benefit. The 
sooner you start to discuss their issues with 
them, the more opportunity you have to 
convert them or divert their attention from 
competitors. Hubspot’s Sidekick assistant 
can be a fantastic tool, notifying you when 
your leads open emails or download new 
content, so use whatever suits best for 
identifying when the time is right.

Becoming a Trusted Advisor
Building your expertise in your prospect’s 
mind tends to be easy when you speak 
to them and convey your gravitas and 
credibility, but you should try to do that 
before you even pick up the phone. The best 
way to do that is by blogging and curating 
great digital content to share. LinkedIn now 
encourages everyone to self-publish articles 
so there is now no excuse for not making 
the most of every digital avenue! Blogs 
appreciate value over time as you build a 
comprehensive library of digital assets that 
will answer all your clients’ questions. 
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If your Inbound Marketing is working well, 
you will soon be bringing in a steady flow 
of great leads, but if you have not got 
a strategy for nurturing prospects into 
qualified leads and then down the sales 
funnel towards a decision, it has all been for 
nothing. 

Determining your 
qualification criteria
Before you can start to work with your new 
leads, you need to determine what makes 
a good lead. Around 10-25% of the leads 
you get will be “sweet spot” prospects, so 
filtering out uninterested leads from ‘not-
ready-yet’ leads is very important. You need 
a way to identify which leads are not really 
great prospects - the ones using you as a 
price benchmarking exercise, people who 
do not have the resources to buy from you 
and those who just are not worth your time. 
Use your buyer personas and build on them 
to determine hot, medium and low-priority 
leads. 

Research and Organise
The process starts as soon as a lead fills 
in one of your gating forms - the questions 
that you ask are key and should be geared 
towards giving you the information you 
need to understand their problem. Match 
each prospect to your clearly defined buyer 
personas to focus on the hottest leads. Use 

the intelligence from your marketing software 
to understand what they have been looking 
at to make assumptions and inferences 
about their pain points.

Methodical approaches
Do not try to jump ahead: take things one 
step at a time. Once you have qualified a 
lead, work on making the appointment and 
focus on forging great relationships, building 
up rapport. Rushing the process can 
frustrate your client, so focus on where you 
can add value, and focus on trying to help, 
offering more useful content and developing 
their understanding of their challenges, co-
creating solutions and realising the benefits.

Prioritise follow-up
As the song goes, “what a difference a day 
makes… 24 little hours” - following up within 
this critical time period shows clients you 
are carefully monitoring your sales process 
and that you are interested in helping them. 
Personalise your response and, where email 
contact suits best, make it from a named 
contact. Phone calls are more likely to 
culminate in fruitful responses, as emails are 
easily ignored. Most of your competitors will 
not be as proactive, so impress your lead by 
being informed and interested. Your rapid 
response will be a great indication that your 
committed to help them. 

Chapter 7: Converting leads 
into sales
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Turning objections around
Make sure you are in constant contact with 
sales teams to understand more about your 
buyers and the objections that they present. 
Knowledge is power - work together with 
your teams to come up with answers to the 
objections. When dealing with objections, 
ask “if we could solve that issue, then 
what?” to flush out all of a buyer’s concerns. 
Once each objection is satisfied you can 
work towards closing. If they aren’t the 
decision maker, ask for a referral.

Long-term sales potential
Do not forget that 75% of leads who were 
not quite ready to buy on your first try - use 
your customer relationship management 
system (CRM) to track them and get in 
contact again once they are further down 
the sales funnel. Keep their interest with 
targeted emails and phone nurturing in 
regular intervals.

All Rights Reserved
© Copyright Andrew M. Shaw (2015)



17

Are you a cowardly ostrich when it comes 
to measuring the worth of your marketing 
campaigns? Sticking your head in the sand 
and saying it is impossible to accurately 
determine return on investment is your 
ticket to inefficient marketing. Measurement 
is essential to improvement, but if you 
are shying away from it, you are not 
alone: according to a report co-authored 
by Hubspot and Smart Insights, 45% of 
marketers said ROI measurement was their 
ultimate challenge.

The first thing to consider when collating 
the results of your metrics is your goals and 
objectives - figures are meaningless without 
an understanding of your end-to-end sales 
process and determining what benchmarks 
will inform your knowledge the most. Clearly 
document your goals to choose the right 
stats to determine success or areas for 
improvement.

The long sales cycles involved in business 
services can make things tricky, but it is far 
from impossible to track your marketing 
performance.

Defining ROI
Return on investment, put simply, is the ratio 
between how much money you make from a 
sale and the amount it cost you to generate 
it. If it takes your website content developer 
two days to write an eBook, three hours 
of a manager’s time to review and another 

hour to format and upload it to your website, 
then you can easily calculate the cost of 
creation. Twenty hours of work, at different 
hourly rates. For the purposes of this 
exercise, imagine that the final cost of one 
eBook is £400. If this generates one lead 
worth £100,000, your return is in the region 
of 24900%. An amazing return! However, 
you need to clearly define what other costs 
should be factored in to the final cost-benefit 
ratio. Inbound marketing ROI is not always 
as simple as calculating the cost of content 
creation and the final value of a sale. Cost 
allocation will be tackled in the next section.

When it comes to measuring your ROI, the 
clear benefit of Inbound Marketing is that the 
marketing automation behind the method 
allows you to track the entire conversion 
process, helping you identify the total return 
on your marketing efforts.

Chapter 8: Measuring the 
return on investment
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Calculating return on 
investment
Rigorous, integrated systems are required 
to understand your sales pipeline in order 
to understand the impact and return on 
your marketing effort. Make sure that you 
set up distinct campaigns, with unique 
code identification so that your customer 
relationship management (CRM) systems 
and marketing software can work together 
seamlessly and you can track where your 
clients are in the sales funnel.

Cost allocation is the final piece of the ROI 
puzzle - you need to calculate and factor in 
the following:

 - Total cost of campaign set up
 - Media costs (press, adverts, leaflets, etc)
 - Digital marketing costs (PPC)
 - Cost of bidding (including site visits, 

sales, marketing and pricing team time)
 - Cost of writing bid documents

It’s likely to make more sense if you calculate 
the return on the investment using contract 
gross margin rather than revenue.

The effect of long sales 
cycles
It is important to not get disheartened - 
ROI will evolve and improve over time. 
Short-term indications of the efficacy 

of your marketing are useful, so look at 
benchmarking measures higher up in 
the funnel. You can calculate the cost of 
proposals instead of won bids or even the 
number of leads being produced. If your 
average deal size is £100,000 and you are 
generating 15 leads on a monthly basis, 
then your sales pipeline is worth £1.5M. If 
you expect to win around a third of your 
bids, the expected deal value is £0.5M. This 
figure, compared with the costs involved 
in generating your leads, will tell you the 
average ROI.

Inbound Marketing has one final, brilliant 
side effect: compounding return. Content 
continually ‘earns interest’, building value 
and providing lasting return. Once you have 
created each piece of content, it no longer 
costs money but every new lead generated 
increases the ROI and makes the cost of 
creation cheaper. You might have heard this 
being referred to as ‘evergreen content’. 

Long sales cycles do provide a challenge 
but should not mean you fail to measure the 
efficacy and worth of your marketing.
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To outsource or not to outsource? That is 
the question that many who read this eBook 
might be asking themselves - especially if 
you have a small, new or fledgling marketing 
team (or no team at all!). Once you have 
decided that an Inbound Marketing strategy 
is the step you need to bring more business 
to your door and grow your business, you 
will need extra resource to help you run 
things. The answer to the outsourcing 
question really depends on many factors, 
including available resources, technical skill 
and a cost-benefit analysis.

Making the decision: in-
house or outsourced?
The one question that should inform your 
decision on whether to outsource some or 
all of your Inbound Marketing is the available 
skill you have in your teams. It could be 
that you have a team member with both 
the time and ability to create compelling 
and actionable content offers, but lack 
the technical skills in-house. Perhaps you 
have all the website know-how but lack the 
ability to nurture leads within your teams. 
Understanding the limitations of your own 
teams relies on a great understanding of 
the requirements for successful Inbound 
Marketing campaigns.

Whilst outsourcing might seem like the 
obvious choice, it can also seem like an 
extremely daunting and challenging prospect 

to find a marketing partner who will be able 
to fulfil your requirements and understand 
your business. However, it is likely that 
you will find that marketing companies will 
specialise in niche sectors to match your 
needs, which should reduce the amount of 
input they will require from you. 

The right ingredients…
The recipe for a successful inbound 
marketing strategy includes a rather broad 
mix of skills - a mix that is rarely found in 
one individual that you could just hire-in. To 
run your campaign properly, you will require 
a person who can set the strategy, manage 
the technical set up, understand and tailor 
the marketing software, write excellent 
content, develop and run social media 
campaigns, who understands the principles 
and implementation of great web design, 

Chapter 9: Do I have time 
to run an inbound B2B lead 
generation campaign?

Top Tip:
Interested in understanding 
exactly what could be required 
from you when it comes to 
outsourcing? Take a look at 
our blog on how little time and 
commitment Business Services 
Growth needs from a client to run 
an Inbound Marketing campaign.
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and how to produce performance reports. It 
is a tall order! You actually need a “fractional 
village” - a range of people, each part-time. 
It is often much more cost-effective for the 
majority of companies to outsource these 
tasks, rather than hiring a team who you are 
unlikely to need on a full-time basis.

… mixed in the right way
Marketing companies should be experienced 
and able to manage your expectations as to 
what you should gain from your campaigns. 
You can draw on their expertise in running 
B2B lead generation campaigns and their 
knowledge of best practice when it comes 
to social media, search engine optimisation 
and increasing website traffic. Part of your 
marketing company’s remit will be intensive 
client profiling and market research, likely 
increasing your chances of lead conversion. 
You will also have complete control and 
flexibility when it comes to ramping up or 
relaxing your lead generation efforts in line 
with your business needs and capacity.

Cost-benefit calculations - 
what can you afford?
When weighing up internal vs external 
inbound marketing, think very carefully about 
what you include in your calculations. A staff 
member costs much more than just their 
annual salary - they also have associated 
costs like holiday pay, national insurance 
and pension contributions. Salaried 
employees will not be as incentivised 
to generate B2B leads as outsourced 
companies paid on a results basis. For the 
cost of a good marketing manager, you 
could outsource your entire lead generation 
programme.  
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Setting up an Inbound Marketing campaign 
can be a long, complicated and involved 
process, but it is the most effective way to 
generate the leads that you need to grow 
your business.

Outbound B2B leads relies on luck, where 
you just happen to catch someone in the 
right stage of their buying cycle. Because 
they rely on luck, outbound practices can be 
very hit and miss and expensive. Inbound 
marketing, focusing on building your 
presence and credibility, can be a slow-
burner, so expect it to take time. Inbound 
marketing earns the respect and attention 
of your buyers, allowing them to come 
to you once they have had their fill of the 
information you provide. The more content 
you provide, the better the eventual reward, 
as content builds up your online arsenal of 
lead generation tools.

Short, sharp and transient advertising, 
common in outbound methods can make 
an impact but the worth of them rapidly 
diminishes. Inbound methods are 8 times 
more likely to convert and cost around 60% 
less than outbound leads.

If you need more help with your lead 
generation strategy, please do not hesitate 
to get in touch with Business Services 
Growth, delivering profitable growth in the 
business services sector.

Conclusion
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