
A GUIDE TO:

B2B Demand & 
Lead Generation
Creating opportunities that 
convert to revenue



““Modern buyers are time poor and have a wide 
range of solutions available to them - so to 
convert them to customers first we need to 
identify, educate, and persuade them.

Creating demand and generating new business 
opportunities requires an integrated approach 
to both lead nurturing and lead generation, 
supported by the right skills and technology.

The Growthlabs team have a passion for making 
this happen for customers and we are delighted 
to share some of our insight and experience in 
this guide.”

Gavin Burt 
Managing Director Growthlabs
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Why read this?
If you are a business leader or have responsibility 
for sales or marketing in a B2B organisation then 
generating new business revenue is likely to be 
high on your priority list.

This guide demonstrates how we generate high 
quality new business opportunities that convert.  
By taking the right approach and supporting it 
with the right skills and technology it is possible 
to create a predictable on-going stream of leads 
to feed your pipeline.

How will it help?
The specific channels and mechanisms that will 
work for your business may be unique, but we 
outline the principles that you need to adopt 
and why. You may have addressed some of them 
already, but it is important to look at them all 
and how they work together.

What then?
We then identify specific action points to help 
you put the foundations and technology you 
need in place. We also show you the techniques 
that work to maximise the value of your 
marketing investments.
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THE WORLD HAS CHANGED
The modern B2B buyer
The buying cyc le

PREPARING THE FOUNDATIONS
Know yourse l f
 Your  va lue  propos i t ion
Know your  market
 What  do your  good customers  look  l ike
 Who are  the  dec is ion makers  and what  do they  va lue
 How i s  change t r iggered?
Demonstrate  your  expert i se
 E f fect i ve  content  mater ia l s
 Content  fo rmats
Market ing technology
 Sof tware
 Market ing automat ion
Database
 Segmentat ion
 Dec is ion making uni t

CREATING OPPORTUNIT IES
Lead nurtur ing
 Communicat ion s tages
Lead generat ion
 Communicat ion s tages
Integrat ion
 Improved lead qual i ty
 Generat ing inbound enqui r ies
 Greater  lead vo lume
Maximis ing your  returns
 Data  dr i ven dec is ions
 Sca l ing-up

CONCLUSION
 Take act ion
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The modern B2B buyer
THE WORLD HAS CHANGED

In B2B markets, purchase cycles can extend over many years. Buyers 
are cautious and often risk averse; considering both the personal 
implication of a poor purchase decision, as well as the implications to 
the business.

Buyers are also time poor, face a range of innovative alternative 
solutions to meet their needs, and need to justify a buying decision 
to colleagues. They have access to a great deal of information, 
and undertake extensive research on the options available before 
making a decision. The most important factor in a final decision is 
often confidence in the supplier’s ability to deliver; and in these 
circumstances it is not surprising that the most common choice is to 
choose a known brand or stay with an existing, incumbent supplier.

““Almost 60% of the B2B 
buying evaluation is 
completed before a buyer 
is ready to engage directly 
with a seller.”

“The average number of 
people involved in a B2B 
purchase decision is 2.5 
(more for complex or high 
value purchases).”

“70% of buyers choose 
suppliers that they 
already knew before 
starting their evaluation.”
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ENGAGEMENT

PASSIVE

RESEARCH

Buyer not actively seeking 
a solution, have an existing 

solution or have not yet 
prioritised the need

Buyer has recognised the need and 
is currently investigating options 
and building a business case

The Buyer is engaging with sales, 
short-lists and contracts with a 
supplier

THE WORLD HAS CHANGED
The buying cycle

B2B Buyers have adapted the way they 
research and evaluate their options but 
the fundamentals of the buying process 
remain the same.   

The purchasing process can be divided 
into 3 segments. 

Passive
During the passive phase the Buyer may be in a 
contract, have no immediate need, or remains 
content to continue with an existing supplier.  
At this stage they are not actively seeking 
information on suppliers or solutions.  Some 
interest will be retained as the Buyer knows 
that evaluating this area is their responsibility, 
but they will not prioritise comparing options 
unless disrupted from this phase. 

Research
The research phase for a buyer begins 
once a problem or an opportunity for 
improvement has been identified. During 
this period the buyer is likely to be reviewing 
all potential categories of the solution. 

Engagement
At the Engagement phase the buyer is 
working to finalise a business case and 
begin final negotiations. They are in active 
discussions with your sales team and their 
requirements at this stage are around 
finalising the details of their chosen solution 
and minimising risks attached to the 
proposals from the short-listed vendors.
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Your value proposition

PREPARING THE FOUNDATIONS

Know yourself

A clear value proposition will help you to build effective 
marketing messages.  It can enable you to communicate 
to your customer why your solution is relevant to their 
specific problem, the value it delivers and why that 
solution is best provided by you. 

Your value proposition must speak from your 
customer’s perspective and should be evident in your 
communications.  The value proposition is not just a tool 
to sharpen your communications, it is also an effective 
way to get the whole organisation to think about its 
contribution from the customers’ point of view. 

 
TAKE ACTION
 
To test your value proposition, ask yourself these 5 questions

1. Who are the buyers, influencers and decision makers in the procurement 
process, and do you have a message specific to each of these stakeholders?

2. What keeps the buyers in your market awake at night - what language do 
they use to articulate their pains and the severity?

3. Does your value proposition capture the voice of the buyer - what value 
does your offering provide for each target market segment i.e. does it save 
time, reduce cost, mitigate risk, generate revenue etc?

4. Can you precisely communicate that value - is your message simple, sharp 
and engaging - does it encapsulate the value in a way that can be expressed 
in casual encounter? Does it generate further dialogue?

5. Who are your competitors and competing alternative solutions - what are 
the weaknesses in their strengths?

The questions are designed to force you to view your product or service 
from your customers perspective. Considering these questions may help 
you to focus your message and to identify the materials and content you 

need to get it across. 
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Know your market

What do your good 
customers look like?
All customers are not made equally. You should be clear 
about the types of customers who value your offering the 
most or have more to gain from your products or services. 
The temptation is to offer your services to the widest 
possible audience, but by doing this we must avoid diluting 
the key elements that are important to the customers that 
are of most value to us.

TAKE ACTION - Segment your market to identify the most 
attractive sectors 

TAKE ACTION - Build a highly targeted prospect database 
of all organisations fitting this profile

TAKE ACTION– Identify the messages that educate the 
key market sectors about the specific value of your offer 
and the added value of working with your organisation

B2B purchasing decisions are rarely made by a single individual. 
To maximise your chances of converting a prospect into a 
customer, it is critical that you understand the make-up of the 
extended decision-making unit (DMU). 

This broader definition of a buyer will help you to shape your 
messages to match the wider set of needs. 

TAKE ACTION - Use research to refine your prospect database 
to include the complete DMU within target businesses

TAKE ACTION – Create individual communications that align 
with topics and concerns of the extended team

How is change triggered?

Who are the 
decision makers 

and what do 
they value?

There will be many views within your organisation about what internal or external triggers a 
purchasing requirement in your market. To get consistent results an organisation must have 
a shared view which can be used by sales and marketing teams. You can then refine your 
communications to incorporate these signals and track a prospects engagement with your 
marketing material. This will highlight individuals who have an increased likelihood to purchase.

TAKE ACTION - Build a consensus around what are the buying triggers within your 
commercial team and involve all customer facing teams. Document the findings and test them 
with some customers

PREPARING THE FOUNDATIONS
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Demonstrate your expertise

Effective content 
materials

Buyers now carry out more of their own research before engaging with potential suppliers. 
Successful marketers have adapted their approach by making available and delivering useful 
content to potential customers throughout the entire buying cycle.

Business is often fall into the trap of producing 
and distributing content that is written from 
their own perspective. The subject heading often 
relates directly to the features and benefits of 
their solution. This information may well prove 
useful to a prospect who is at the buying stage 
of the procurement process but is likely to be 
overlooked earlier in the process. 

For content to be effective and engaging it must 
be written from the buyer’s perspective. During 
the passive or research stage a buyer is looking 
for insights and ideas around the challenge that 
he or she needs to address, rather than at specific 
products and services. 

Useful content for a buyer will include material 
that describes how others have solved similar 
problems to the ones that they have.  As they 
move through the different phases the Buyer’s 
information needs change; potentially this 
may include case studies, research, practical 
demonstrations, or financial data that will help 
them create a business case.

TAKE ACTION - share your best 
insights and expertise with your 
audience so it can have the most 
impact 

TAKE ACTION - critically evaluate 
whether your content is focused 
on the needs of the buyer, not just 
telling your story

TAKE ACTION – make content 
concise and easy to consume 

If you provide great information 
and a positive experience you will 
build trust and confidence in your 
ability to be an effective partner

PREPARING THE FOUNDATIONS
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Demonstrate your expertise

Content formats
TAKE ACTION - consider the most appropriate and engaging 
content formats for your messages

Explainer video – a great way to quickly illustrate a challenge and show 
alternative ways to address a problem and the outcomes that can be achieved.  

Infographic – a big picture view of the challenges is an effective way to show 
how a solution can address a complex problem. 

Sales slide deck – your best educational content should form part of your 
sales presentation.

E-book – creating an book from your most useful insights  will add authority to 
your story and can be used as a point of reference for your audience.

Payback calculator – this is essential for solutions where a financial payback is 
a critical part of a proposition. 

Blog post article – the blog or insights page of your website provides a way 
to communicate regular insight and expertise and to align content to a specific 
audience. 

Webinars – Can build an engaged audience that value more education and see 
you as a trusted expert.  

Direct mail – This can be powerful when targeted to reach a specific engaged 
audience since postal volumes are low.

You must be able to communicate your insights 
and know-how clearly and easily otherwise 
they will not be considered useful.  Different 
individuals may have different preferences 
over content formats while some messages are 
easier to communicate in a particular way. 

If you have information that is considered high 
value, it is likely that investing in producing the 
content in multiple formats to reach a wider 
audience will prove a worthwhile investment.

Don’t ignore the options of delivering your 
message through direct mail or with human 
interaction through telemarketing, events or 
webinars.

PREPARING THE FOUNDATIONS
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Marketing technology
SoftwareOnce we have established our message, who it is for and have 

materials that can communicate it; we need an effective way 
to deliver it.  Only then will our message reach and influence 
Buyers to help us achieve our business objectives.

By using appropriate technology to support our marketing we can 
generate more, and higher quality leads that are sales ready, as 
well as increase our sales conversions, profitability and revenue. 

Technology can provide the mechanism through which we can 
manage delivery and tracking effectively (both online and off-
line). Delivering and tracking personalised messages to different 
audiences of potential customers, engaged buyers (or even 
current customers, or other stakeholders), increases engagement.

It is however impossible to do this on any scales without tools to 
help automate and integrate these processes.

A huge variety of software is available to help marketers.The suite 
of functionality that is likely to be required could include database 
management and segmentation, sales activity and customer relationship 
management, scheduled social media posting (across multiple accounts), 
email marketing, web tracking, data protection and unsubscribe 
compliance.

A full featured Marketing Automation platform brings the integration 
and management of these activities into one tool and enables marketers 
to efficiently deal with these demands as well as track and monitor 
effectiveness. 

This gets better results. Not only does integration and automation 
improve efficiency, but it also means we can make ourselves much more 
relevant through increased tailoring of communications to our audience.

TAKE ACTION – Identify the marketing tasks necessary.

TAKE ACTION – Establish how software can automate and 

manage tasks

TAKE ACTION – Make sure all elements work together

PREPARING THE FOUNDATIONS
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Marketing technology

Marketing 
Automation

A Marketing Automation (MA) platform provides 
much of the technology needed in one place, 
with the ability to undertake sophisticated 
personalisation of your messaging. MA allows 
you to score individual interactions and set-
up workflows that are triggered based on 
engagement including email opens or click-
throughs, web page visits, content downloads and 
form fills.  

Scoring engagement means that you are able to 
change the type and the frequency of communication 
for those that have interacted with you in a particular 
way (suggesting that they are at a different stage of 
their buying cycle or interested in particular things).

The messages and the way that you communicate 
with individuals and their organisation can also be 
tailored to their vertical market, customer status, job 
function or other factors. 

The automation means that you are able to 
achieve much more personalised and relevant 
communication with your target audience 
than would be possible by segmenting data 
and undertaking those tasks manually. The 
outcome of this is better results, more leads of 
higher quality can be generated.

The software is a powerful enabler for 
delivering your message effectively but needs 
the right approach in order to achieve our 
objective of driving new business opportunities 
and sales.

For MA to be effective, you need to ensure that 
you have the right data, content and messaging 
and that we have mechanisms for both lead 
nurturing and lead generation activity.

PREPARING THE FOUNDATIONS
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Database

Segmentation

In order to speak to your audience it is essential to know not just the markets that they are in, or 
even their organisations, but the individuals.  By building your knowledge and the database of these 
people that influence decision making, you can then reach out to them.  You need to always be 
looking at how you can make this database as comprehensive as possible to maximise the reach of 
your message and content.

To be as relevant as possible to the individual needs of a Buyer, we should customise our 
messages to them based upon their needs and on how our value proposition addresses 
these. You can do this by looking at your vertical markets, job function, specific pain points 
or other factors.

These attributes can be associated with the organisations and individuals within the 
database so that you can use Marketing Automation to match these with the appropriate 
messages and workflow.

TAKE ACTION  – Segment data based on relevant attributes

TAKE ACTION  – Build a comprehensive database of Decision Makers

TAKE ACTION  – Make it an on-going objective to maximise your database size

PREPARING THE FOUNDATIONS
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Database

Decision making unit
There is often a key person within the Decision Making Unit that 
we consider to be the Buyer.  We should also however speak to the 
concerns that other members of the DMU may have. This could 
include technical, risk or implementations issues that are not the 
main concern of the Buyer, but will influence the decision.

Creating and sharing content targeted at different members of the 
Decision Making Unit can significantly increase the percentage of 
leads that convert to customers.

TAKE ACTION     Identify other DMU members as well as the Buyer
          and add to database

TAKE ACTION     Address the concerns of other DMU members

TARGET COMPANY
THE BUYER

USER

MAINTENANCE

 IT

Company Name             Total S.A
Website              http://www.total.com
Location              United Kingdom
Employee Size             10,001+ employees
First Name             Alan
Last Name             Johnson
Job Title              Head of Research
Contact Link               https://www.linkedin.com/pub/al
Email ID              alan.johnson@companyxl.com
Boardline Number             44 1224 297000sa
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CREATING OPPORTUNIT IES

Communication stages

BUYING CYCLE

PASSIVE

ENGAGEMENT

RESEARCH

You can use lead nurturing to develop your 
relationship with the potential buyer at all stages 
of the buying process to increase awareness.

Research shows that 70% of buyers choose 
suppliers they know about before a purchasing 
requirement exists. Many B2B businesses 
however, limit their marketing focus only to 
those buyers who are ready to purchase.

Passive
During this period your communication to the 
Buyer should be focused around the problems 
and challenges that they have. By providing 
valuable insight and expertise to Decision 
Makers at this stage you can build recognition 
and your reputation. This can sow the seeds of 
how your solution could help them, and ensure 
that you are part of their future evaluations.

For example, if you are targeting business 
leaders your messages may be around business 
growth and efficiencies.

Research
The buyer will undertake a cost-benefit analysis for 
the various options. Information that assists in this 
task will be considered high value. Education will 
be important as the buyer will need to influence 
others in their organisation and will want to speak 
with a level of authority.  Helping the Buyer to 
differentiate between competing solutions and to 
see the value in your solution can avoid competing 
on price alone.

Engagement
At the Engagement phase the Buyer is working 
to finalise a business case and begin final 
negotiations. They are in active discussions with 
your sales team and their requirements at this 
stage are around finalising the details of their 
chosen solution and minimising risks.
  
Your bid can be supported and enhanced during 

Lead nurturing

negotiation with relevant communications focused 
around risk management, and by demonstrating 
your capabilities through case studies and success 
stories.  A Buyer will frequently return to a vendor’s 
website during this period for confirmation so it is 
critical the website is fully aligned to the content of 
your proposal.

Triggers for business leaders can include 
customer experience, operational efficiency 
or business risk.

Drip feeding valuable insights may trigger 
further  investigation and uncover a need.
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CREATING OPPORTUNIT IES

BUYING CYCLE

PASSIVE

ENGAGEMENT

RESEARCH

Lead generation encourages buyers to enter a 
discussion with you about their needs. Buyers can 
move from one phase of the buying process to another; 
sometimes as a result of being prompted by lead 
generation activity itself, sometimes because the 
timing just becomes right for them.

If you can reach buyers early in their buying process and 
enter a discussion you have a chance to influence their 
process. This makes it less likely to be a competitive 
situation based around price, and more likely that 
you can build a trusted relationship. In complex sales, 
specifications are frequently written around a supplier 
who has developed a relationship with a buyer early in the 
purchasing process.  

Passive
Buyers can be prompted to move from the passive phase by both 
highlighting the risks and lost opportunities of the status-quo 
situation, and emphasising the benefits of making a change.  If 
particular triggers have been identified that prompt a move from the 
passive phase then there is the potential to target Buyers that might 
be in this situation.

Research
During the research phase Buyers are 
open to discussions and evaluating your 
solution so lead generation is essential to 
try to convert that Research into active 
engagement.  Live chat can be a powerful 
way to interrupt web visitors, while 
telemarketing and email sales messages 
targeted to those engaging with content 
materials can be very successful.

Engagement
It is very important though that where your 
team is in  discussion with a Buyer at this 
stage you have mechanisms to stop any 
lead generation activity targeted towards  
them – it gives a very bad impression to ask 
a Buyer to enter a discussion with you when 
they already are!  If a Buyer is already at the 
engagement stage with competitors and 
you have not formed part of their research 
phase then it will be difficult to get your value 
proposition across.

Lead generation

Communication stages
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Lead generation with lead nurturing 
together make a powerful combination. 
When used intelligently and coupled with 
good data and well written content they 
reinforce one another: 

• Lead generation creates more and better 
leads  

• Lead nurturing converts more of the 
leads into sales

Improved lead quality
Creating and maintaining awareness helps establish your credibility. Over time, as a Buyer 
engages with your content (articles, white papers, guides, testimonials, case  studies etc.) 
they will qualify you as a potential supplier. This means sales convert more leads into 
customers and sales cycle will be shorter.

Generating inbound enquiries
If you build a carefully targeted prospect database, and engage them with relevant content 
then you are likely to be one of the suppliers that are part of their evaluation when the 
timing is right. The inbound leads you generate will then be from the very businesses you 
want as customers.

Greater lead volume
Outbound lead generation will be more effective when targeting prospects that have been 
in a nurture programme. By monitoring the warm prospects that have been engaging with 
your content, it is possible to approach them when they have already shown some level of 
interest. This creates more leads than if reaching out cold.

CREATING OPPORTUNIT IES

Integration
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Digital communications provide marketers with a wealth of data 
that can be used to track buyer engagement, measure conversions 
and dynamically refine tactics.

Monitoring email open rates and click throughs will provide insights 
into topics of interest and subject lines. A/B testing can provide further 
refinement where the database is split in order to identify the best 
performing message type and structure.

A Marketing Automation (MA) platform offers the possibility of even 
greater levels of data analysis that can indicate over time where 
success is coming from and help you to prioritise investment and 
greater sophistication and personalisation of message flows. 

A successful demand and lead generation 
approach goes beyond the campaign 
mentality of traditional marketing 
communications.  Lead nurturing and 
lead generation is a perpetual activity 
– once robust processes and the initial 
investments are in place it requires some 
fuel to maintain momentum but will 
continue to generate new opportunities 
over time.

Because we can measure the outcomes 
and assess the effectiveness through 
analytics it also provides a solid platform 
to further expand, scale and minimise the 
risks over time. 

CREATING OPPORTUNIT IES

Maximise your returns

Data driven decision making
Scaling up
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  To build a programme that generates high 
quality new business opportunities takes some 
thought, investment and commitment. Many lead 
generation campaigns fail because they are put 
into action without the coherent plan that brings 
the necessary elements together.

We have outlined here how to adapt to the 
changes in modern Buyer behaviour and to build 
the foundations for an effective demand and lead 
generation programme.  These foundations require 
an understanding of your value proposition and 
market, building a comprehensive database, and 
creating content to educate your Buyers.  

Technology has a big role to play in modern 
marketing; simply put without it, you will fall behind 
competitors that understand how it can enhance 
their communication with their target audience.  We 
identified some of the fundamental tools necessary, 
and recommended that many of these can be pulled 
together within a Marketing Automation platform to 
increase effectiveness and efficiency.

CONCLUSIONS 

What next...
Lead Generation and Lead nurturing techniques 
(whether off-line or on-line) should be used 
to reach out to your Buyers and the extended 
Decision Making Unit within their organisations.   
Marketing Automation helps us to increase the 
relevance and personalisation of communication 
by adapting it to the circumstances and stage of 
the Buyer. By integrating our approach we create 
more and better quality leads that are easier to 
convert.

The mix and prioritisation of marketing channels 
that you use to reach individuals may need to be 
tailored to your specific circumstances, but by 
using analytics to measure and monitor results, 
we can enhance ROI and minimise the risks of 
further marketing investment when scaling-up 
our activity.

You do need resources, skills and expertise to 
develop this approach and many organisations 
find that they are not available within their own 
team.  In these circumstances, or if there are 
any questions around the content of the guide, 
please get in touch.  We would be delighted to 
explore how we can help you to plan, implement 
or manage a successful Demand and Lead 
Generation programme.

Take Action:

• Develop your value proposition 
• Identify your best markets
• Built your database of prospects and 

target organisations
• Develop targeted messages for particular 

segments
• Demonstrate your expertise with high 

quality content
• Identify how marketing technology can 

improve productivity and effectiveness
• Consider Marketing Automation to 

personalise, track and adapt your 
communication

• Develop lead nurturing throughout the 
buying cycle

• Implement lead generation during 
relevant buying cycle phases

• Integrate your activity
• Analyse and monitor so that you can 

scale-up and maximise ROI
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ABOUT GROWTHLABS

How we help
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Growthlabs is a B2B focused agency delivering 
marketing programmes that create valuable new 
business opportunities for our clients across a 
range of sectors.  

The services that we provide include:

• Marketing Planning – Programme Development, 
Market Analysis and Data Sourcing

• Marketing Automation – Software, 
Implementation, On-Going Management

• Lead Generation & Lead Nurturing – Email, and 
Social Marketing, Telemarketing, Managed Live 
Chat

• Content Creation – Content Planning, 
Copywriting, Copy-Editing and Design

Growthlabs is based in Southend-on-Sea and remain 
owned and managed by the founding Directors. We 
are Investors In People accredited and the team are 
Marketing Automation and Google certified.   
The services we provide are tailored around the 

in-house and agency resources and skills 
that you already have, and we are agency 
partners for a number of Marketing 
Automation platforms.  

If you are ambitious about increasing your 
new business sales, and need to fill the 
pipeline with new opportunities, then do get 
in touch - we would love to help.



Growthlabs Consultants Ltd.
Princess Caroline House, 1 High St, Southend on Sea, SS1 1JE
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www.growth-labs.co.uk
0345 475 0700 
hello@growth-labs.co.uk


