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INTRODUCTION ™™

B2B lead generation is a crucial step in the sales process, yet many
companies fail to recognise its importance. Numerous salespeople admit
it's their least favourite part of selling. Let's examine the B2B sales process
and where lead generation fits in:

Why is it an unpopular task for sales people?

We can answer this by revisiting the sales process, where we

quickly realise that lead generation is the most challenging

part. It's the only stage where we must approach people we

haven't spoken to before. The rest involves research, strategy,

7 or engaging with those who (theoretically) have an interest in

‘ A’\‘ o our offering, as they've agreed to a meeting. Additionally,

/ { ] ‘ A\ § . salespeople are frequently inadequately trained in lead

generation skills. They often receive sales training only when

. first transitioning into the role, with lead generation being a

/ % ‘\_\‘ \ small component, despite its vital importance in the sales

nl process. The reality is that lead generation tactics and

methodologies evolve rapidly. Any techniques or skills you
learned five years ago are likely outdated today.

Why don't companies understand its
importance?

Many companies prioritise spending on marketing campaigns or
paid advertisements. These tactics are relatively easy to
manage, requiring minimal manpower and time, and often
promise high returns, especially when targeted at ideal clients.
Additionally, sales managers tend to focus on their sales team
closing deals — the end result — without correlating pipeline
building with the final sale.

Lead Generation Meeting Build Rapport
/ Outreach Preparation and Trust
q Handle Present Identify Client
Negotiate R A
Objections Solution Needs
Close Sale After Sale Lets look at how we can
improve our lead generation

Define your Ideal
Client

sams salestrainingint.com
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STAGE 1

4
TRAINING

Understanding the Target Audience

Defining your ideal customer profile (ICP)

In B2B sales, defining an ICP often involves identifying the types of
companies / customers that are a good fit for your product/service
offering. This could include factors such as:

e

Industry:

Which industries are most
likely to benefit from your
solution? For example, if you
sell supply chain management
software, your ICP may include
manufacturing, retail, and
logistics companies.

Q

Location:

Are you targeting
companies in specific
geographic regions or

countries

)
3
Company size:

Are you targeting large
enterprises, mid-market
companies, or small
businesses? This can affect
factors like budget, decision-
making processes, and
resource availability.

Technology
stack:

If your product integrates
with certain systems,
companies using those
technologies may be a better
fit.

@

Revenue/funding:

Companies within a
certain revenue range or
funding stage may be
more inclined to invest in
your solution

Job roles:

Is there a certain job role you
wish to target? For example,
if you are selling training
then the head of learning
and development or HR
would be the ideal person.

It is really important to define your ideal customer profile BEFORE you
start the lead generation process, so you can target your approach and
not waste time with a scattergun approach.

Example ICP:

A cloud-based CRM software company may define their
ICP as mid-market B2B companies in the technology,
professional services, and financial services industries,
with 100-1000 employees, and an existing CRM system in
place. Ideally speaking to head of IT or procurement.

sams salestrainingint.com
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Identifying pain points
and challenges

In B2B sales, understanding your target audience's
pain points is crucial for positioning your solution
effectively. If you have a clear idea of pain points
and challenges, you can than craft your narrative
with solving those in mind. Common B2B pain
points include:

@ . Inefficient processes i 7 Scalability Issues

-~
Yy Ao Companies may struggle with manual, As businesses expand, their existing
o time-consuming processes that systems and processes may not be able
impact productivity and profitability. to keep up with increased demand.
PETERT [ (i Cost management
Disparate systems and lack of data Controlling expenses and maximizing
integration can lead to disconnected - ROl is a constant challenge, especially
operations and poor decision-making. for growing companies

Competition

Losing market share to competitors with better pricing, features, or service or difficulties in
differentiating offerings in a crowded market and being unable to respond quickly to
competitors’ moves.

Staff Churn
“\I High employee turnover leading to loss of institutional knowledge and expertise. Constant
o need for hiring and training new staff, impacting productivity and morale. Inability to retain
top talent due to lack of career growth opportunities or uncompetitive compensation.

Not Enough Sales

Many businesses struggle generating enough qualified leads to meet sales targets. This
could be because of lack of effective sales enablement tools and training for the sales
team or long and complicated sales cycles resulting in extended time-to-revenue.

Compliance and security concerns

Businesses may face challenges in meeting industry regulations and protecting sensitive
data.

These are just a few potential pain points. There are many! And it is important to
research industries and potential clients so we understand the current pain points
or challenges, as these can change rapidly. Something that was relevant 10 years
ago will be out of date today. We need to make sure our products and services
address these and we are able to articulate how.

salestrainingint.com




Tailoring your messaging and
approach for specific
industries can be highly
effective.

Q

Large enterprises may have
different requirements and
decision-making processes
compared to small
businesses.

%

Product / Service
Line

If you offer multiple
products or services,
segmenting based on each
offering can be beneficial.

Example ICP:

A cybersecurity company could
segment their audience into
industries (healthcare, finance,
retail), company size (enterprise,
mid-market, small business), and
job roles (CISOs, IT managers,
compliance officers). This would
allow them to craft targeted
messaging and content for each
segment.

Segmenting
your audience

In B2B sales, audience
segmentation can be based on
factors like:

@

Depending on where the
customers are based, you may
need to tailor your message
and approach to fit the region.

A
Caa?y
9
[ ]

Your messaging and content may
vary based on whether you're
targeting C-suite executives, IT
professionals, or department-level
managers.

©

Pain points and
Challenges

You can segment your audience
based on their specific pain
points and tailor your messaging
accordingly.

sams salestrainingint.com
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STAGE 2

4
TRAINING

Lead Generation Strategies

With a deep understanding of your target audience in place, it is time to explore
the various lead generation strategies available. There are many options available,
and all:are worth considering given your ICP and product / service offering.

Inbound Lead Generation

Inbound lead generation focuses on attracting potential customers through
valuable content and optimised online presence. Some effective inbound tactics
include:

Content Marketing

A CRM company could create blog posts,
whitepapers, videos, how to guides and
webinars on how your product/service can
help a sales person / team achieve targets.

A logistics software provider could share
insights on supply chain optimization, fleet
management best practices, etc.

Creating content about your industry will
stand you apart as a thought leader and
attract clients who want to do business
with a company who understand the
industry, pain points, challenges and whom
they trust to have a good knowledge of
how to solve them

SEO (search engine optimisation)

A pharma company may optimize website
content with relevant keywords like "clinical
trial software," "FDA compliance tools," etc.

An accounting software firm could focus on
local SEO targeting "accounting solutions in
[city]"

Understanding relevant key words and
making sure your website is SEO friendly is a
great way to attract inbound leads.

Social Media

The first step is understanding which social
media your ideal clients use. Most B2B clients
will use LinkedIn, but some will also use X,
Instagram, Facebook, TikTok etc.

Once you have identified the best fit you need
to make sure you content fits the platform (i.e.
Short videos, text only posts,
infographics, articles, white paper etc.

images,

Then it's a matter of understanding the
platforms algorithms and best practices and
making sure the staff responsible for this role
are trained fully in both the social media
platform, content creation and understand the
company’s strategy.

Talking of strategy — do you have one? Does it
fit with your brand? It is not as simple as
sporadically posting on social media. It is abut
growing your audience and then creating
consistent relevant content that attracts good
inbound leads / enquiries.

- k...
e —
- )
--\ -4
"B
@ h

S—2 .
- ! =
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Outbound Lead Generation

Unlike inbound, outbound tactics actively reach out to
potential leads. Popular outbound methods include:

Cold Calling

Cold calling is not dead. In fact, so few people still do it and even
fewer do it well, it's a great option to stand out and create leads.
You need to target the right people (remember your ICP). Do your
research and be prepared so they feel as if it is 100% targeted to
them. Remember there are a few possible outcomes — you will get
straight through and they will talk or not! You may not get through
but be able to gather information to follow up. They will hang up.
The key is to not take it personally, it is a numbers game — the
more you do the more success you will have.

* Ring at a good time — what not try 8am or 5.30? Do not call
between 9-10, lunchtime etc.

* Have a great attention grabbing opening.

« Build rapport and trust early — show your expertise.

* Keep it focussed -what is your outcome - a meeting, a sale etc.
« Ask questions and listen — don’t talk too much.

* Be prepared to handle objections, questions.

« Close the call with actions and follow up if need be.

Email Campaigns

A successful email campaign relies on 3 things:

» Having a good database of ideal clients

* Creating a compelling email or newsletter with string lead
magnets and call to action

* Using a good system so you can track analytics.

Try and personalise emails where possible and think back to our
previous section on market segmentation — often one size does
not fit all. An example of a potential email campaign could be: A
pharma company's sales team could email physicians and
healthcare facilities about their drug portfolio and new therapies,
how it could make their jobs easier and improve client care and
include a link to a video or case study or offer a free sample.

iamx salestrainingint.com
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LinkedIn Outreach

You can outreach on LinkedIn in 2 ways:

Company page
pass leads onto the sales team for them to outreach
to new followers and those who interact with posts or
join your events.

Staff’s own pages

employee advocacy is a great way to support lead
generation. Train your sales staff on how to use
LinkedIn for outreach, from setting up their profile
correctly to a connection strategy, posting strategy,
engagement ideas and outreach tips and examples.
Having active engaged sales employees is a great
source of leads.

Leveraging Referrals

Tapping into existing customer networks and relationships can be an effective lead generation
channel. Ask existing customers to refer you to other sections within the company who may
be interested or other people they know in the industry who may be interested. A referral is a
great way to gain new business as it starts from a position of trust. You can even offer existing
customers an incentive to refer you to others.

Joining local and national networking events either in person or online is
a great way to meet potential new clients. It is important to think about
which events your potential clients may attend, as it is easy to get
sucked into attending networking events which are fun but a waste of
time in terms of gaining new business. Ask the organiser if there is a list
of attendees so you can see if it looks a good fit. Maybe even connect to
some on LinkedIn first to make meeting at the vent less “"cold”

Leveraging Referrals

Tapping into existing customer networks and relationships can be an effective lead generation
channel. Ask existing customers to refer you to other sections within the compnay who may
be interested or other people they know in the industry who may be interested. A referral is a
great way to gain new business as it starts from a position of trust. You can even offer existing
customers an incentive to refer you to others.

sams salestrainingint.com
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Attending Trade Shows and Events

Similar to networking events these can be online
or in person. Generally these will be industry
based.

You can attend as an exhibitor or just as a guest.

If you are going to exhibit make sure you have a
clear customer journey planned for how you will
advertise and interact before the event, how you
will meet new clients and gather data during the
event and how you will follow up after the event.

If you attend as a guest, check who will be there
and make a plan of who you wish to meet.
Maybe connect before the event to make
meetings. Take plenty of materials with you in
case potential clients want to know more about
what you do and follow up afterwards.

Leveraging Partnerships and Affiliates

COHabOIatlon Collaborating with other businesses that serve
the same audience can create lead generation
opportunities.

; An accounting software firm could partner with
4 banks, fintech companies to cross-promote
N #

solutions.

A logistics company could collaborate with
ecommerce platforms, wholesalers as a
shipping/freight partner.

The important thing to remember when
considering lead generation strategies is the
importance of an integrated, multi-channel
approach tailored to your audience segments.
Do not rely on just one approach.

iamx salestrainingint.com
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STAGE 3

Lead Qualification and Scoring

Developing a Lead Scoring System

A lead scoring system is crucial for prioritising leads based on their likelihood to convert into
customers. It helps sales teams identify the most qualified and sales-ready leads, allowing
them to focus their efforts on prospects with the highest potential for conversion.

It assigns points to leads based on various criteria such as demographics, behaviour, and
engagement.

Here's how you can develop an effective lead scoring system:

Define Lead Scoring Criteria

X
Le

Determine the factors that indicate a lead's level of interest and sales-
readiness. These criteria may include demographic information (e.g., job
title, company size, industry), behavioural data (e.g., website visits, content
downloads, email engagement), and other relevant attributes.

G

Continuously Refine and Optimise

Regularly review and adjust your lead scoring system based on
performance data and sales team feedback. Analyse which criteria are
most predictive of successful conversions and adjust point values and
thresholds accordingly.

Assign Point Value
vy
@ Allocate point values to each criterion based on its importance and

relevance to your sales process. Assign higher scores to leads that match
your ideal customer profile (ICP). For instance, a higher point value could
be assigned to leads who downloaded a product brochure compared to
those who only visited your website.

Establish Lead Score Thresholds

1
J

o Set score thresholds that categorize leads as "hot,” "warm," or "cold" based
on their total score. These thresholds will help you prioritise leads and
determine the appropriate follow-up actions.

sann salestrainingint.com
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Identifying Qualified Leads

Once you have a lead scoring system in place, you can identify qualified leads using

frameworks like BANT (Budget, Authority, Need, and Timing) or GPCT (Goals, Plans,
Challenges, Timeline). These frameworks help you assess a lead's fit and readiness to
make a purchase decision:

Examples of using BANT:

Budget: Determine if the lead has allocated funds for
your solution or if they can acquire the necessary budget.

N\
$ ? N \ Authority: Identify if the lead has decision-making
< - power or influence within their organisation.
BUDGET AUTHORITY
Need: Assess the lead’s pain points, challenges, and

requirements to ensure your solution addresses their
g specific needs.

Timeline: Understand the lead’s urgency and
NEED TIMING timeframe for implementing a solution.

Nurturing and Qualifying Leads Through the Sales
Funnel:

Lead nurturing is the process of building relationships with prospects and guiding them
through the sales funnel until they are ready to make a purchase decision. As leads
progress through the funnel, it's essential to continue qualifying them and ensuring they
remain engaged and interested:

Top of the Funnel (TOFU): At this stage, leads are
just becoming aware of your brand and offering.
Provide educational content, such as blog posts,
whitepapers, or webinars, to build awareness and
establish thought leadership.

= Website

* YouTube Videas

+ Social Media Posts Middle of the Funnel (MOFU): As leads engage
further, provide more in-depth content, such as
case studies, product demos, or free trials, to help
them evaluate your solution and build interest.

AWARENESS

EVALUATION

Bottom of the Funnel (BOFU): For leads nearing a
purchase decision, offer personalized consultations,
pricing information, and concrete solutions to their
specific needs. Continuously qualify leads based on their
level of engagement, budget, authority, and timing.

Ongoing Nurturing: For leads that are not yet ready
to purchase, continue nurturing them with relevant
content and touch points to keep them engaged and
maintain your brand top of-mind.

CONVERSION

salestrainingint.com
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Building and Managing the Sales Pipeline

Creating a structured sales process

A well-defined sales process is crucial for effectively managing your sales
pipeline. It provides a clear roadmap for moving prospects through the
various stages, from initial contact to closed deals. By outlining the specific
steps and activities required at each stage, you can ensure consistency,
improve efficiency, and identify potential areas for improvement.

Define stages in your sales pipeline tailored to your business model. For )

instance, you might have stages like lead generation, qualification, demo,
proposal, negotiation, and closed-won. N

Utilising a CRM system for pipeline management

A Customer Relationship Management (CRM) system is an essential tool
for managing your sales pipeline. It allows you to track and organise leads,
contacts, opportunities, and interactions in a centralised location. By
leveraging a CRM, you can gain visibility into your pipeline, monitor deal
progress, and make data-driven decisions to optimise your sales efforts.

Choose a CRM system that aligns with your business needs and
integrates well with your existing processes. This could be Salesforce,
HubSpot, or Zoho etc.

Remember the CRM is only as good as the information we put in it —
garbage in = garbage out!

Tracking and analysing pipeline metrics (conversion
rates, cycle times, etc.)

Measuring and analysing key pipeline metrics is crucial for
understanding the health of your sales process and identifying
areas for optimisation. Some important metrics to track
include conversion rates (the percentage of leads that
progress to the next stage), cycle times (the average duration
for deals to move through the pipeline), and win/loss ratios. By
regularly monitoring these metrics, you can identify patterns,
uncover bottlenecks, and make informed decisions to improve
pipeline performance.




Identifying and Addressing Pipeline Leaks and Bottlenecks

Even with a structured sales process and effective pipeline management, leaks and
bottlenecks can occur. It's essential to regularly review your pipeline and identify
potential issues. For example, if you notice a high drop-off rate at a specific stage, it
may indicate a need for additional training, better lead qualification, or process
improvements. By addressing these leaks and bottlenecks promptly, you can
optimise your pipeline and increase your chances of closing more deals.

Refining the Sales Process

Continuously refine your sales process based on insights gained from pipeline
analysis. Stay informed about industry trends and changes that may impact your
sales pipeline.

9
N
25
N
R 4117556
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Lead Nurturing and Follow-up

Generating leads is just the first step in the sales process. To convert those leads into paying
customers, you need an effective lead nurturing and follow-up strategy. Lead nurturing is all
about building relationships with prospects over time by providing valuable content, addressing
their pain points, and guiding them through the buyer's journey until they are ready to make a

purchase decision. .

Developing Effective Nurturing Campaigns

Nurturing campaigns are designed to engage potential leads
at various stages of the buyer's journey. They aim to build
trust, educate prospects, and ultimately guide them towards
making a purchase decision. Effective nurturing campaigns
utilise a mix of communication channels such as email,
content marketing, social media, and even direct mail to stay
on the radar of your prospects.

When developing nurturing campaigns, it's essential to
understand your target audience's pain points, challenges, and
motivations. Tailor your content to address these specific needs

and provide valuable insights that demonstrate your expertise CUSTON\ERS
and credibility. By delivering relevant and helpful information,

you can establish yourself as a trusted advisor and nurture
stronger relationships with your leads over time.

Here are some key elements of effective nurturing campaigns:

Email Nurturing

& & O

Create Develop Include a mix of Optimise emails
segmented email automated email educational for mobile and
lists based on drip campaigns content, product test different
prospect tailored to each info, customer subject lines,
interests, segment'’s needs stories, and CTAs, and send
industries, or special offers times
behaviour

iamx salestrainingint.com
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Social Media Nurturing

»

Share valuable content and
engage with prospects on
channels they frequent

Run targeted social ads and
sponsored content for quality
lead generation

i

Use social listening tools to
identify prospects
discussing relevant topics

v

Leverage employee
advocacy to amplify your
brand's social reach

Content Nurturing

Map out content assets (blogs,
whitepapers, videos, etc.) to each
stage of the buyer's journey

8

Repurpose top-performing
content into different formats
(e.g., webinars, infographics

©)

Promote gated premium
content in emails to capture
more lead intelligence

X

Leverage SEO and paid
promotion to get content in
front of prospects

sams salestrainingint.com
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Personalising Communication and Providing Value

Buyers today expect a personalised, consultative experience - not a one-size-fits-all
sales pitch. In addition to personalisation, focus on providing genuine value in your
communications. Share insightful industry news, offer helpful tips and advice, or
provide exclusive access to resources that address your leads’ pain points. By
consistently delivering value, you can keep your brand top-of-mind and position
yourself as a trusted source of information within your industry.

Q@ Rl
% W

Get to know Segment leads and Address each Highlight relevant
prospects through customise prospect's customer success
progressive content/messaging specific pain stories and case
profiling, lead based on points, goals, studies they can
scoring, and sales demographics, and objections relate to
intelligence behaviour, interests

Timing and Cadence of Follow-Ups

The timing and frequency of your follow-ups can make or break a nurturing campaign. While it's
essential to stay engaged with your prospects, you also need to strike the right balance between
persistent but not pushy.

.’ Use lead scoring to identify hot leads that need
immediate outreach

.’ For colder leads, implement automated cadence
campaigns with strategically spaced touchpoints

.’ Pay attention to behaviour signals like email
opens, content downloads, website visits to
gauge engagement

.’ Adjust timing based on analytics - don't
overwhelm engaged leads or abandon disengaged
ones too soon

Timing is also critical — aim to reach out when
0’ your leads are most likely to be receptive, such

as during business hours or when they're

actively engaging with your content.

iamx salestrainingint.com
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Automating Nurturing Workflows

With so many moving parts, effective lead nurturing requires marketing automation
and CRM tools to streamline processes at scale. By automating repetitive tasks such
as sending follow-up emails, scheduling social media posts, and updating lead
statuses, you can free up your time to focus on higher-value activities such as
crafting compelling content or engaging with leads on a more personal level.
Additionally, automation enables you to track and analyse the performance of your
nurturing campaigns more effectively, allowing you to refine your strategies and

optimise your results over time.

Q 9 s

Setup automatic Trigger tailored
lead routing and multi-touch
task assignment campaigns
based on based on
demographic/ specific lead
firmographic data behaviours and
scores

Integrate Use Al and
your CRM, machine learning workflow
marketing to optimise lead automation and

automation, scoring models, templates to
email, social, content ensure consistent

and analytics recommendations, processes
tools etc

Leverage

By executing a well-planned lead nurturing strategy across these key areas, you
can significantly increase conversion rates, and accelerate the sales cycle.

Fostering collaboration
between sales and
marketing teams

Defining lead handoff
processes and service-
level agreements (SLAs)

Measuring and
optimizing lead quality
and conversion rates

The siloed approach between sales and marketing departments often proves
detrimental to overall organisational sales success. Rather than operating as
separate entities with distinct objectives, sales and marketing teams should
ideally function as interdependent partners, collaborating to achieve shared
goals and targets. It is vitally important that sales and marketing align their

efforts, outlining key strategies and best practices to maximize lead generation.

VLI
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Fostering Collaboration between Sales and Marketing Teams

At the heart of effective sales and marketing alignment lies a culture of collaboration
and mutual understanding. Both teams must recognise the complementary roles
they play in driving revenue and customer acquisition. Encouraging open
communication channels and facilitating regular interactions between sales and
marketing personnel is essential.

Qe W
“%° )

Establish regular Encourage shared Promote a culture of Encourage cross-
cross-functional goal-setting and transparency and training and job
meetings to alignment on key accountability, shadowing
facilitate open performance where both teams opportunities to
communication indicators (KPIs) understand each deepen understanding
and information related to lead other's roles, and empathy between
sharing generation and challenges, and the teams.
conversion contributions.

Defining Lead Handoff Processes and Service-Level Agreements (SLAs)

Central to effective sales and marketing alignment is the establishment of clear lead
handoff processes and service-level agreements (SLAs). These identify the
responsibilities of each department at various stages of the customer journey, ensuring
seamless transitions and preventing leads from falling through the cracks.

Thing you can do to help this include:

.’ Clearly define what constitutes a qualified lead based on
agreed-upon criteria, such as demographics, behaviour, and
lead scoring.

.’ Establish a seamless lead handoff process, specifying when
and how leads are transferred from marketing to sales.

.’ Develop service-level agreements (SLAs) that outline
expected response times, follow-up times and feedback.

.’ Implement a lead management system or customer relationship
management (CRM) tool to facilitate efficient lead tracking and
handoff.

These agreements serve as guiding principles for both sales and marketing teams, facilitating
accountability and promoting transparency in lead management processes.

iamx salestrainingint.com
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Measuring and Optimising Lead Quality and Conversion Rates

Continuous improvement lies at the core of successful sales and marketing
alignment. Analytics and performance metrics are indispensable tools for evaluating
lead quality and optimising conversion rates.

Regular analysis of these metrics allows teams to identify areas of improvement and
adjust strategies accordingly. For instance, if certain marketing campaigns
consistently yield low-quality leads, collaborative efforts can be directed towards
refining targeting parameters or adjusting messaging to better resonate with the
target audience.

Things you can do to help this include:

Establish a shared lead scoring model that aligns with
your target buyer personas and sales processes.

Track and analyse lead source, quality, and conversion
rates to identify opportunities for improvement.

Conduct regular lead audits and post-mortem analyses
to understand the reasons for lost or stalled leads.

Continuously refine and optimise lead generation campaigns,
messaging, and targeting based on data-driven insights.

Implement closed-loop reporting to capture feedback from
sales and incorporate learnings back into marketing efforts.

iamn salestrainingint.com
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Technology and Tools

Selecting and implementing the right CRM and marketing automation tools
Having the right technology can make a significant difference in your lead generation
and sales efforts. There are countless CRM (Customer Relationship Management) and
marketing automation tools to choose from.

-‘Here are a few options you may: wish to look-at:

CRM Options

SALESFORCE .

www.salesforce.com):
A popular cloud-based CRM solution that offers a comprehensive
suite of tools for sales, marketing, and customer service.

salesforce

10HO CRM
(www.zoho.com/crm): 5 m

An affordable and feature-rich CRM solution suitable for
businesses of all sizes.

HUBSPOT GRM . HubSpExt

(www.hubspot.com): :“
A user-friendly CRM with a strong focus on inbound marketing and CRM
lead management.

MICROSOFT DYNAMICS 365 L

(www.microsoft.com/dynamics365): ﬁ? u
A robust CRM platform that integrates seamlessly with other
Microsoft products.

Dynamics 365

Here at Sales Training International Ltd we use Zoho, but | would suggest you perhaps look at
the free trials on several and make an informed decision based on what is the best fit for you
company.

samx salestrainingint.com
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Marketing Automation Tools

@
HubSpot Marketing Hub . b
(www.hubspot.com/marketing):
A powerful marketing automation platform that Marketing Hub”
integrates with the HubSpot CRM.

~  Marketo
I I ' Marketo . . (www.marl.(eto.con.\):

A comprehensive marketing automation solution
widely used by enterprises and mid-sized companies.

ActiveGCampaign /2 N

i~

(www.activecampaign.com):
A user-friendly and affordable marketing automation
tool suitable for small businesses and startups.

Pardot

" (www.pardot.com):
A Salesforce-owned marketing automation platform
that integrates seamlessly with the Salesforce CRM.

(www.sender.net): " w
A UK-based email marketing and marketing automation —]

platform that offers a range of tools for lead nurturing,
segmentation, and campaign management. Sender

SENDER.NET . —

When selecting the right tools, consider factors such as your company's size, industry, budget,
and specific requirements. It's also essential to evaluate the ease of use, integration
capabilities, and scalability of the tools to ensure a smooth adoption and long-term success.
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Integrating Various Tools for a

Seamless Lead Management Process

Integration between CRM and other tools, such as marketing automation platforms and lead
generation tools, provides a centralised hub for all customer-related data.

Salespeople can access comprehensive information about leads and prospects, including their
interactions with marketing campaigns, website visits, email opens, and past purchases.

This view of customer data enables sales teams to personalise their outreach efforts, tailor their
messaging, and prioritise leads based on their level of engagement and interest.

For Example:

if you're using HubSpot's CRM and Marketing Hub, you can
seamlessly capture leads from your website forms, nurture them
with automated email campaigns, and track their interactions
within the CRM. This integration allows you to have a centralised
view of your leads' activities, making it easier to prioritise and follow
up with the most promising prospects.

Similarly, if you're using Salesforce CRM, you can integrate it with
marketing automation tools like Pardot or third-party email
marketing platforms like Mailchimp or Constant Contact. This
integration enables you to sync lead data between the tools,
ensuring that your sales team has access to up-to-date
information about each lead's engagement and behaviour.

Other common tool integrations for lead management include:

cO5 &n

Social media management tools (e.g., Web analytics tools (e.g., Google
Hootsuite, Buffer) for capturing and Analytics) for tracking website visitor
nurturing leads from social channels. behaviour and identifying potential leads.

Integration also allows for better communication between sales
and marketing teams by facilitating the sharing of real-time data
and insights.

Marketing teams can provide sales with valuable insights into

lead behaviour, campaign performance, and lead scoring,
enabling more informed decision-making and targeted follow-up.

sams salestrainingint.com
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Collaboration features within integrated platforms, such
as shared calendars, task assignments, and team
notifications, further enhance communication between
teams.

Integration automates repetitive tasks saving time,
eliminating the need for manual data entry and reducing
the risk of errors.

For Example:

when a lead fills out a form on a website,
integration between the website and CRM
automatically captures the lead's information and
creates a new contact record in the CRM system.

Workflow automation features within integrated
platforms allow sales teams to automate follow-up
actions such as sending personalised emails,
assigning tasks, and updating lead statuses based on
predefined criteria.

By automating routine tasks, salespeople can focus
their time and energy on high-value activities such
as building relationships, qualifying leads, and closing
deals.

Integration also enables trigger-based automation,
where specific actions taken by leads or customers
automatically trigger corresponding actions or
notifications for sales reps.

For Instance:

Integration between a CRM system like Pipedrive and an email marketing tool
like Mailchimp can automatically send a follow-up email to a lead when they
reach a certain stage in the sales pipeline. This is particularly useful if you are
sending out mass email marketing campaigns.

salestrainingint.com




Leveraging Data and Analytics for Optimisation

Most CRM and marketing automation tools offer reporting and analytics capabilities, allowing

you to gain insights into your campaigns' performance, lead behaviour, and overall sales funnel
effectiveness.

By analysing data such as website traffic sources, lead conversion rates, email open and click-
through rates, and sales cycle lengths, you can identify areas for improvement and make
informed decisions to enhance your lead generation strategies.

_ |

For Instance

if you notice that a particular marketing campaign or lead
source is underperforming, you can adjust your tactics or
reallocate resources accordingly. Similarly, if you identify
bottlenecks in your sales process, you can streamline workflows
or provide additional training to your sales team.

Advanced analytics tools like Tableau, Power Bl, or Domo can
also be integrated with your CRM and marketing automation
platforms to provide deeper insights and visualisations, enabling
you to uncover hidden patterns and trends that may not be
immediately apparent.

Additionally, many CRM and marketing automation tools offer
built-in predictive analytics capabilities, which can help you
score and prioritise leads based on their likelihood to convert,
allowing you to focus your efforts on the most promising
prospects.

[

Data and analytics allow companies to continuously optimise lead

generation and management processes, ensuring that you're making
the most of your resources and maximizing your return on investment.

Here are some examples of how integration and data could

help:
—~ [} ~
i e
"~ (V]
A manufacturing company in the automotive A consulting agency in the healthcare industry could
industry could use Salesforce CRM integrated with use Zoho CRM integrated with ActiveCampaign to
Pardot for lead nurturing and email marketing segment their leads based on industry verticals (e.g.,
campaigns targeted at procurement managers hospitals, clinics, pharmaceutical companies), and
and buyers in the automotive sector. tailor their marketing efforts accordingly.
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STAGE 7

7

Best Practices and Case Studies

Sharing Real World Examples and Success Stories

Nothing resonates more powerfully than real-world success stories.
Incorporating real-world success stories and examples into your lead generation efforts
can be a powerful way to build credibility, showcase your expertise, and capture the
attention of potential leads. When prospects see tangible evidence of your ability to
deliver results, they are more likely to engage with your brand and consider your

Showcasing proven examples and success stories from companies across different
industries can provide potential clients with the confidence that you could also do the
same for them.

Here are some ways you could use them:

Proposals and Presentations

In proposals and sales presentations,
highlighting case studies of how you
helped previous clients achieve their
goals or solve specific challenges can
demonstrate your value proposition
and instil confidence in potential
leads.

Webinars and Events

During webinars or industry events,
sharing real-world examples of how
your products or services have
positively impacted clients can
position you as a thought leader and
generate interest from attendees
seeking similar outcomes.

Website and Marketing

On your website and marketing
collateral, featuring testimonials and
success stories from satisfied
customers can serve as social proof,
making your offerings more appealing
to prospects in similar industries or
situations.

Email Marketing Campaigns

In email marketing campaigns,
incorporating client success stories
and data-driven results can help
capture the attention of prospects
and move them further along the
buyer's journey.

TRAINING

v Click here to see how we use case studies

\
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Highlighting Common Mistakes and How to

Avoid Them

While showcasing successes is important, it's equally valuable to address common
challenges and mistakes that your potential clients may face. By demonstrating an
understanding of potential pitfalls and offering solutions to overcome them, you can
position yourself as a trusted advisor and generate interest from prospects seeking
to mitigate risks and improve their processes.

—, In thought leadership content (e.g., blog posts, whitepapers), highlighting

— common mistakes in your industry and providing actionable tips to avoid
them can establish your expertise and generate leads from prospects
seeking guidance.

O@O During sales meetings or consultations, discussing common pitfalls
Lg—l—p_rj that prospects may be facing and offering solutions can demonstrate
your value proposition and generate interest in your offerings.

On your website or in marketing materials or social media posts,
ﬁ addressing common challenges and providing case studies of how you
_k helped clients overcome them or how to guides, can resonate with
L prospects facing similar issues, increasing their likelihood of engaging
with you.

Providing Tips and Tricks From
Experienced Sales Professionals

Sharing insights, tips, and tricks from experienced sales professionals can be an effective
way to capture the attention of prospects and position yourself as a knowledgeable and
trustworthy resource in your industry.

In educational content (e.g., webinars, E-books, or video

.> tutorials), featuring tips and advice from seasoned sales
professionals can attract prospects seeking to improve
their skills and processes, generating leads for your
products or services.

On your website or in email newsletters, including a "Tips
.’ from the Pros” section with insights from experienced

salespeople in your industry can provide value to

prospects and keep them engaged with your brand.
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s T n G E 8 TRAINING

Measuring and Optimising Lead Generation and
Pipeline

Identifying and tracking key performance
indicators (KPIs)

To effectively measure your lead generation efforts, it's crucial to identify and track

the right key performance indicators (KPIs). KPIs are quantifiable metrics that allow

you to evaluate the success of your strategies and make data-driven decisions. By

monitoring the appropriate KPls, you can gain insights into what's working well and
what needs improvement.

Examples of KPIs for lead generation

Lead Conversion Rate

Y
(B

The percentage of leads that convert into customers or sales
opportunities.

AI Cost Per Lead

The average cost of acquiring a new lead.

Lead Quality Score

<P:

A rating system that evaluates the likelihood of a lead becoming
a customer based on specific criteria.

Website Traffic Sources

:\
S

The channels or platforms that drive the most qualified traffic to
your website.

Email Open and Click-through Rate

:\
S

Metrics that measure the engagement of your email marketing
campaigns.
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A\1/4



onducting Regular Pipeline Reviews and Adjustments

Regularly reviewing your sales pipeline is essential for understanding lead
behaviour, and making necessary adjustments. By analysing your pipeline
data, you can pinpoint areas that require attention, such as stalled
opportunities or inefficient lead processes.

Examples of pipeline review activities:

Lead Source Analysis

Lead Stage Analysis

Evaluate the time leads spend in each stage
of your sales funnel and identify areas where
they may be getting stuck or dropping off.

Sales Team Performance Analysis

Assess the performance of individual sales
representatives or teams to identify areas
for coaching or process improvements.

Determine which lead sources are generating
the most qualified leads and focus your
efforts accordingly.

Win/Loss Analysis

Examine the reasons behind won and lost
deals to uncover insights for improving your
sales approach or lead qualification criteria.

Continuously Testing and Iterating Strategies for
Improvement

Lead generation and pipeline optimisation is an ongoing process that requires
continuous testing and tweaking. By adopting an experimental mindset and
embracing data-driven decision-making, you can continuously refine your
strategies and stay ahead of the curve.

Examples of testing strategies:

A/B Testing

Experiment with different variations of your
marketing campaigns, website content, or
sales scripts to determine which approach
resonates best with your target audience.

Sales Process Optimisation

Streamline your sales process by identifying
and eliminating bottlenecks or inefficiencies
based on pipeline data and feedback from
your sales team — it is vital to include your
sales team!

VLI
[
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Pilot Programs

Implement new lead generation tactics or
sales processes on a small scale to assess
their effectiveness before rolling them out
more broadly.

Lead Scoring Refinement

Regularly review and adjust your lead scoring
criteria to ensure you're prioritising the most
promising leads.
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