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A GUIDE TO:



Intro

There has been much hype in recent years about inbound 

marketing and how traditional marketing channels – which 

are mainly outbound – have had their day.

This belies the truth though, as both inbound and outbound 

can be effective. The trick is choosing the right strategy and 

right marketing channels for your business.

This guide outlines the key differences, similarities, 

strengths and weaknesses of both inbound and outbound 

marketing.

INBOUND VS .  OUTBOUND MARKETING – 
A  GUIDE TO HELPING YOU UNDERSTAND 
WHICH IS  RIGHT FOR YOU



What is outbound 
lead generation?
Outbound lead generation is where you deliver your message to your 

prospects without a prompt from them.

It is you, not the prospect, that determines the timing and format of these 

communications. In effect, you are interrupting them.

Traditional lead generation typically falls into the category of outbound;  

direct mail, telemarketing, email marketing.

Outbound lead generation has sometimes had its reputation tarnished  

by bad targeting, delivering messages that are not relevant or over 

communication.

Often leads generated by outbound marketing will be at an early stage  

of the buying cycle. There will still be selling required to establish your 

credibility and demonstrate fit, and because of the early-stage nature  

of the leads, the sales cycle can be lengthy.

However, when used intelligently, outbound marketing can still be  

highly effective, in particular where careful targeting is used to  

approach businesses that have the potential to yield 

significant revenue. 



What is inbound 
lead generation?
Inbound marketing is conceptually the reverse of outbound.  Instead of 

interrupting prospects with your messaging, you incentivise the prospect 

to investigate more about your business, and then contact you when the 

time is right for them.

Typically, the incentive to discover more about your business is through 

content that is of value to your prospect.

In effect, you give away some of your IP or esoteric knowledge. With 

modern B2B buyers often wanting to self-educate, they seek out sources 

of information that will enable them to make better purchasing decision.

Content is the hook. However, it is only one part of inbound marketing.  

What is often overlooked is that a distribution strategy is needed i.e. your 

prospects need to be aware that your content exists for them to access it.

Often lead quality from inbound marketing is high, as the prospect has 

already undertaken a significant amount of their supplier evaluation prior 

to making their enquiry.



Differences

TIME BEFORE ROI  IS  ACHIEVED
Outbound, by its very nature of interrupting your prospects, will often 

generate leads quickly. Conversely, inbound marketing is usually slow burn.  

Even an effective inbound marketing program is unlikely to deliver many leads 

within the first year.

LEAD QUALITY
In most cases, inbound leads are of a higher quality because they are closer 

to the point of wanting to make a purchase and already believe you to be a 

potentially suitable supplier.

ACTIVITY LEVELS
Outbound tends to be more campaigned based, with high levels of activity over 

a defined period. Inbound marketing requires ongoing activity – often creation 

of new content – but generally at a lower level of resource and cost than an 

outbound campaign.

SKILLS
Both inbound and outbound marketing require a high level of skills.  Because 

inbound is a newer approach, there are less people with the range of skills and 

expertise required for inbound marketing.

COST AND RISK
One of the main risks of inbound is that because you aren’t expecting to 

generate leads quickly (or at least you shouldn’t be), it is easy to waste money 

creating low quality content  and not getting the distribution strategy right, but 

not realising it until it’s too late.

APPLICATION AND BENEFITS
Outbound marketing is primarily a form of lead generation.  Inbound, whilst 

also being a form of lead generation has the added advantage of being able to 

support the sales process and drive-up sales conversion.



Similarities

LEAD GENERATION STRATEGY IS  V ITAL

DATA IS  INVALUABLE

The ultimate aim of marketing is to generate profitable sales.

The primary objective of both inbound and outbound marketing 

for B2B businesses is to generate leads   

There will be some B2B businesses whose aim is to directly win 

businesses without there being interaction with Sales; these are 

usually low-value, transactional type business such as workwear or 

promotional goods, where often the marketing strategy is more like 

a B2C busines

However, for the vast majority of B2B businesses there will 

be some form of human interaction between the Buyer and 

a Salesperson, either by telephone, face-to-face, or both.  

This underlines the importance of lead generation.

So it is important not to lose sight of what inbound or outbound 

marketing set out to achieve.

Both inbound and outbound are tactics, not a strategy in their 

own right.

Targeting the right people with a relevant proposition, careful 

planning and analysis are required, regardless of channel.

In practice, successful inbound marketing is often reliant on some 

form of interruptive (outbound) marketing.  Whilst conceptually 

prospects subscribe to receive content, primarily it is only large 

corporates (or indeed market leaders) that have enough customers 

or organic website visitors to make this successful.

Therefore having a database and contact details for the key 

decision makers and influencers in your target market will enable 

your marketing to be more effective, regardless of whether it is 

outbound or inbound.



Which one is  
right for you?
Inbound marketing is often most effective where the complexity or cost 

of the solution is greatest, therefore buyers are likely to want to increase 

their knowledge. Products or services that are viewed as a commodity with 

little differentiation may well suit a more direct, outbound strategy.

However, although there is no one-size-fits-all answer, for most businesses, 

a blend of inbound and outbound that integrate with each other is likely to 

be the best solution.

Perhaps most importantly, develop a strategy before you embark upon a 

solution and be realistic about whether you have the right expertise across 

the range of skills required.



How Growthlabs can help

Growthlabs understands modern Buyers. How they think, how they act and how to engage with and sell to them.

We can help you set the right strategy, develop the marketing assets that will enable marketing and sales to succeed,  
and run campaigns that deliver ROI.

Our skill includes strategy, technology, content, design, campaign delivery, analysis and ongoing performance management.

Importantly, we seek to complement the skills you have, not replace them, whilst upskilling you in the process.

GET IN TOUCH
To find out how Growthlabs can help support you to drive the performance of your marketing, 
lead generation or conversion of sales opportunities, please get in touch with us on:

T: 0345 475 0700
E: hello@growthlabs.co.uk
W: www.growth-labs.co.uk


