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Most B2B focused organizations recognize the importance
of developing strategies to drive measurable organic growth.
Organizational growth can be achieved through market share
improvement, new product/service development, geographic
expansion, and, in particular, top-line revenue or sales growth. 

There are four key factors impacting top-line revenue:

   1.   Pipeline - Number of opportunities being pursued at any
        given point in time

   2.  Deal size – Average contract/sale size including add-on items/
        components

   3.  Win Rate – The percent of deals/opportunities won versus lost
        to competition (aka: sales conversion rate)

   4.  Sales Cycle – The length of time that passes from initial
        prospect contact to fi nal vendor selection

All of these factors can be measurably and positively impacted
by proactive integrated marketing and sales cooperation and
ongoing process management.
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THE METRICS OF PREDICTABLE
BUSINESS GROWTH?
Four Key Levers of Top-Line Revenue Growth
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There are two types of lead generation: Passive, or “Inbound Lead
Generation,” works to put your brand and marketing messaging
in front of audiences already looking for a solution using digital 
channels. On the other hand, Proactive, or “Outbound Lead
Generation,” reaches out to a target audience and pushes a
message, regardless of the prospect’s intent or awareness.

Outbound Lead Gen is essential to growing your business. In
fact, only 2% of buyers say that they don’t want to engage with 
sellers/vendors at all. So, when do buyers want sellers/vendors
to reach out to them?
   
   -   71% say when looking for new ideas to improve business

   -   62% say when actively looking for a solution to a problem

   -   49% say when analyzing a situation and its causes

   -   54% say when identifying and evaluating providers

   -   30% say after requesting a proposal or quote  

Generally speaking, lead generation is the process of attracting
prospects to your business and increasing their interest through
a sales driven process called “lead nurturing.” 

The ultimate goal of effective lead generation and sales
nurturing is to move prospects through the sales funnel from
being classifi ed as a targeted prospect to ultimately becoming
a customer.  
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HOW CAN LEAD GENERATION IMPACT YOUR SALES FUNNEL?
Marketing + Sales Functions Must Work as One Cohesive Team

For all organizations, consistent organic growth is achieved by building excellence 
within the marketing and sales disciplines and seamlessly integrating activities of 
both functions together into a powerful revenue generation engine. These two
units cannot be siloed if you want to optimize your top-line revenue growth. 

Together, marketing + sales teams should be held responsible for:

   -   Managing the Sales Funnel 

   -   Defi ning Target Buyers and Purchase Infl uencers

   -   Building Buyer Personas

   -   Determining “Thought Leadership” topics of interest to Target Buyers

   -   Understanding the Customer Journey

The fi ve key marketing/sales activities above are complementary to one another and 
work together to create a productive sales funnel program. All fi ve activities should 
be used to manage lead generation and revenue growth. But how does this work?

The sales funnel is a linear model that businesses use to market appropriately to 
leads at different stages of the buying cycle. It focuses on a prospect’s or lead’s
level of interest in your business and what kind of information or assistance that 
they need at any given time. Knowing what the customer needs at a given point 
during the sales funnel allows marketing + sales teams to collaboratively work to 
convert the lead to a customer. 

The sales funnel program starts with a focus on building brand Awareness, then 
moves to Familiarity, on to prospect Consideration, and ultimately to Purchase.



In the Awareness phase of the Sales funnel, the Marketing team works to 
build brand awareness and create “Suspects,” or people who previously
had no awareness of the brand, business, or product/service offerings. But 
they now have some familiarity with your organization thanks to targeted
content developed and delivered by the marketing team. 

In the Familiarity phase, the marketing team continues to deliver
targeted content to “Prospects” or “Marketing Qualifi ed Leads,” also
called MQLs. These individuals have shown some interest or interaction
with your company, i.e. visited your website, watched a video, etc. 

Now it’s time for the marketing and sales teams to work together to
turn “Prospects” into “Leads” during the Consideration phase. These
Sales Qualifi ed Leads are now evaluating your company’s products/ 
services for purchase. 

Finally, it is the job of your sales organization (no matter how small
or large) to convert leads into new customers. During this process, the
marketing team continues to deliver content to targets and to your
sales team that they can use in their sales process to convert “Leads”
into “Customers” during the Purchase phase.

Let’s examine in more detail how a targeted Lead Generation Strategy can 
help move individuals through the sales funnel and drive organic growth!
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WHO... WHAT... HOW?
Targeting Your Ideal Customer and Messaging them Effectively

Developing a lead generation program is all about answering the following 3 key questions:

1)   WHO do we want to ‘speak’ to?

Companies must fi rst develop a “targeting strategy” to determine their Ideal Customer Profi le (ICP) at 
organizations that can buy from them. This involves determining several key factors required to build 
targeting databases:

   -   Industry – Determined by SIC or NAICS industry code
   -   Company Size – Typically refl ected as annual revenues or number of employees
   -   Geography – Specifi c geographic areas where you want to drive new business and can support it
   -   Functions – Departments that make purchasing decisions related to your products/services
   -   Titles – Specifi c executive titles (VP, SVP, Director, CEO, etc.)

Once the ICP is determined, identify the target executives in order to build out target executives’
personas, determine contacts from your company’s current database/CRM, and acquire additional
contacts from third-party data sources as necessary.
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2)   WHAT do we want to tell target buyers/infl uencers?

Once you’ve completed the targeting process, then move on to the Messaging phase. In this phase, you 
must build a positioning and messaging platform to communicate your company’s value proposition
and information about your products/services in a way that is not overtly self-promotional or self-serving. 

This strategic process involves identifying your organization’s core value proposition, benefi ts delivered 
(both functional and emotional), key competitive differentiators, and key messaging points. 

You should also consider developing an editorial calendar that details the timing of lead generation
campaigns and the specifi c marketing assets needed for each campaign. Marketing assets should focus 
on communicating key messaging points about your company and/or product/service offerings using
cost-effective distribution channels including email, video, website landing pages, digital ads, etc. 



Now that we have described the overall lead gen program structure, let’s look at 6 critical principles to consider in
designing a targeted lead generation strategy. 

3)   HOW do we want to communicate with target buyers/infl uencers? 

Now that you’ve completed the targeting and messaging processes required by effective lead gen
programs, then move on to evaluating the media/communication channels preferred by your target 
buyers/infl uencers. Often this information is detailed in the “buyer personas” exercise.  The goal is to
“meet prospects where they are.” In other words, deliver messaging using channels preferred by
your audience. 

After deciding on appropriate channels, you must develop an outreach plan for each campaign.
Multi-touch/multi-channel is critical to the success of your campaigns. Finally, it’s time to execute
the targeted outreach plan, leveraging cost-effective digital channels where possible. 
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PRINCIPLE #1     
USE DIGITAL COMMUNICATION TO ENHANCE
YOUR ONLINE PRESENCE
Use Content Marketing to Increase Traffic to Your Website

Key Takeaway: 

Your website is the number 
one place for prospects to 
gain information about
your business. But, people 
can’t buy from you if they 
don’t know you or your
organization. Using targeted 
content marketing to bring 
visibility to your website can 
increase your web traffic and 
convert more of your target 
prospects into customers!

“Having a website without a targeted marketing program is like having
a lemonade stand on a super highway… no one will know you’re there
as they fly by.”

Chip Perry, CEO, AutoTrader.com

The internet is the first place people and companies go when looking for a new 
product/service. In business, everything communicates. We form opinions about 
people and organizations very quickly. Once those first impressions are made…it
is very difficult to change them.  

Your company’s website reflects the organization’s image, value proposition,
benefits delivered, differentiators, and key messaging points. 

When properly communicated, a website can be a powerful marketing tool
that can help your company stay ahead of competition and ultimately, increase
top-line revenues.   However, without a targeted marketing program, your
website may not ever be found by your ideal customers. 

In order to attract visitors and convert them to customers, harnessing content 
marketing principles is essential. Content marketing is one of the primary drivers 
behind success in search engine optimization because great content is that which 
is highly engaging with target buyers/influencers and it’s more likely to be shared 
more often.   

Content is anything that communicates a message to your audience, i.e. emails, 
LinkedIn posts, landing pages, etc. 
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PRINCIPLE #2    
DON’T SELL ME, EDUCATE ME
Use the 80/20 Rule to Create Content Relevant
to Your Target Audience
Today’s buyers have access to more information than ever, but are 
they really accessing it? 

Many executives report the amount of information available today
to be overwhelming. This creates an opportunity for marketers and 
sales people to work together to educate buyers rather than simply 
sell to them.  

Research shows that 92% of consumers value content that educates 
them with new ideas and perspectives, and over 90% value content 
that gives them a deeper understanding of their own wants/needs. 
Marketing messaging is composed of what the customer is
interested in and what your organization wants to say. The area
where these ideas overlap is content relevant to your target buyer/
purchase infl uencer.

Lead Generation messaging should be provocative, educational,
compelling, and relevant to the audience. 

Marketing content should be 80% focused on the identifi ed
interests of customers and prospects. Only 20% of messaging
should reference your company, products, and/or capabilities. 

Key Takeaway: 

In today’s world, buyers
want to be educated. This
is particularly true with the 
millennial group who detest 
being overtly sold. Steer clear 
of content that is overly
promotional and self-serving 
and focus more on educating 
your customer. 
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PRINCIPLE #3     
LEVERAGE MULTI-TOUCH/
MULTI-CHANNEL COMMUNICATION
Touch Your Target Audience Often and in Different Ways

Key Takeaway: 

Multi-touch/multi-channel 
communication programs
increase the number of
people who view your
message, the number of
times they view it, and the 
chance they will convert
from prospect to customer. 6

In today’s multi-platform world, users are spending more and more 
time across multiple devices. 

The average consumer owns four different devices and spends an
average of three hours per day using their mobile device.  This means 
that the buying process has transformed, and marketing messages 
need to be communicated across the variety of platforms with which 
users engage throughout the day. 

Despite this frequency of usage, 96% of users are not ready to buy on 
their fi rst visit to a website. In fact, it takes an average of 9.5 touches 
to create a sale, with 80% of sales made between the fi fth and twelfth 
contacts. Remember: these touches can come from you, from
competitors, social media, reviews, etc., so in order to remain in the 
consideration set, you must “touch” your audience frequently.

A multi-touch/multi-channel strategy delivers your message to your 
target audience in multiple formats to reach your customers and
prospects more frequently and more consistently. These touches can 
come from a variety of integrated channels. 

Only 3-5% of all prospects indicate an interest or expect to buy at a 
given time. Multi-touch/multi-channel communication programs that 
use varied mediums such as targeted email, key word digital ads, social 
media, targeted telesales, and direct mail are essential for retouching 
your audience and staying top of mind so that consumers choose
you when they reach the buying decision moment of their customer
journey. 
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PRINCIPLE #4
RESEARCH, SYNTHESIZE, AND LISTEN
Engage/Educate Prospects with Insights/Perspectives
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As the B2B buying landscape evolves, so do best practices in sales methodology. In today’s more complex buying environment, 
insight selling has become more and more relevant and impactful. 

The key to insight selling is coming to the table as a proactive source of value for customers and a deep understanding of the
buyers’ business objectives. Research shows that 94% of B2B decision makers are seeking out sales teams that provide specifi c 
insights into their company’s problems and have ideas to point them towards a solution.  7

1)   Research

The fi rst step to a successful insight selling strategy is to do better research about customers
and prospects. This goes beyond learning basic metrics and developing a deeper, holistic
understanding of your target customer’s business and the issues and challenges they face. 

2)   Synthesize

Marketers and salespeople often have a deep understanding of the industry they service. This
provides them a unique opportunity to be able to synthesize industry information from a variety
of viewpoints to provide actionable insights for their prospects and customers. 

3)   Listen

Successful insight selling works when salespeople start their interaction by listening to the buyer. 
They can then use their research-based knowledge to help customers and prospects identify what 
they need rather than simply telling them what they should buy. 8

Key Takeaway: 

As the B2B buying landscape evolves, so should sales strategies. Insight Selling creates collaboration between buyer
and seller. The seller demonstrates a deep understanding of the challenges their customers and prospects face to
then suggest actionable insights to resolve those problems. 
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PRINCIPLE #5    
SOCIAL MEDIA IS THE MOST EFFECTIVE 
TACTIC FOR LEAD GENERATION
The Best Way to Improve Lead Generation Effectiveness

Key Takeaway: 

Social media can be a
powerful tool for identifying
prospective customers and
targeting them with relevant 
content to convert them into
customers and grow your
business!

9

In order to grow your business, you must develop a plan to acquire fresh 
leads which can be converted into meaningful introductory sales
conversations. Social media can be an extremely valuable lead generation 
tool when used correctly. With nearly 4 billion people using social media 
globally, there are myriad of opportunities for businesses to reach and
attract new leads. 

Social media can benefi t both B2C and B2B marketers helping them to 
cost-effectively reach customers and prospects interested in your business 
and product/service. You can then leverage information to target them with 
relevant content/information and convert prospects into fi rst time customers, 
and in turn, also convert existing customers into repeat purchasers.  

It is important to understand which social media channel is most benefi cial 
for your organization. While Meta/Facebook leads as the best social media 
platform for consumer lead generation, 89% of B2B marketers turn to
LinkedIn for lead generation. LinkedIn generates more than two times as 
many leads than other social media channels for businesses looking to grow. 

The following are some best practices for utilizing social media (LinkedIn) 
for B2B lead generation:

   -   Optimize your profi le with contact information, call-to-action buttons, 
        and a link to your website
   -   Create compelling content
   -   Create user-friendly landing pages
   -   Offer incentives like discounts or gated content
   -   Use analytics to gather insights from your social media traffi c

10
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9    https://blog.hootsuite.com/how-to-generate-leads-on-social-media/
10   https://sproutsocial.com/insights/social-media-lead-generation/
11   https://blog.hootsuite.com/how-to-generate-leads-on-social-media/



Technological advances have had a profound impact on the 
way we conduct business. One of the areas most impacted
by technology is lead generation. Here are some of the most
important ways technology has improved lead generation 
capabilities:

   -   Reaching a wider audience

   -   Communicating value more clearly

   -   Achieving greater cost-effectiveness

   -   Targeting and retargeting customized audiences

   -   Analyzing, understanding, and managing customer data

   -   Filtering the highest quality leads 12
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PRINCIPLE #6
TECHNOLOGY IS CRITICAL TO
LEAD GENERATION PROGRAM 
MANAGEMENT
Effective Lead Generation Requires the
Right Technology to Support It



In order to leverage technology to improve your lead gen
capabilities, you will need certain tools. The following software 
systems make up the typical MarTech stack necessary to
support a lead generation program.

   1)   Content Management System (CMS):  This is the platform
         on which your website is built and the system that drives
         outbound/targeted lead generation delivered via digital   
         channels.

   2)  Account Based Marketing (ABM):  Allows you to reach
          your best-fi t accounts with targeted messaging.

   3)   Marketing Automation Platform (MAP):  Typically links
         to your CRM system and permits segmenting, list building,
         and content distribution to specifi c targets.

   4)  Customer Relationship Management System (CRM):
         This serves as a centralized location to store and manage
         customer and prospect contact information.

Key Takeaway: 

Technology is a crucial component of a targeted lead generation program. Use
a wide array of technology to reach a wider audience, target most high potential 
prospects, and manage critical customer data. 
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Ascension Can Help You Develop a
Targeted Lead Generation Program

Are you ready to grow your business using targeted lead generation and digital content marketing?

Ascension has over 20 years of experience working with small to mid-sized companies and large multi-national organizations to
help develop growth strategies. Ascension has successfully helped clients improve top-line revenue growth using the following
programs to create targeted lead generation strategies:

ContentCast   - A turn-key original content development and targeted digital delivery program managed by the Ascension
strategic and Ascension Studios teams. Ascension Studios provides our clients with creative ad and marketing agency services
to execute strategic growth programs. It works with Ascension strategic leaders to design, develop, and deliver digital and
traditional marketing content that will support your business growth goals. 

ABM+ - Targeted Account Based Marketing (ABM) is a B2B strategy that focuses sales and marketing resources on targeted
accounts within a specifi c industry. ABM+ is a turn-key Ascension support program that provides decision maker and infl uencer 
focused communication to support up and cross-selling activities by your inside and outside sales organizations. 

Ascension doesn’t just provide our clients with strategic recommendations. We help you determine which product is best suited
to your organization, develop a targeted lead generation strategy, and work hand-in-hand to help our clients execute growth
strategies to improve marketplace results!
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TO LEARN MORE, VISIT US AT
ASCENSIONSTRATEGY.COM

OR CALL 404-250-4547

From Insight to Impact


