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If you’re reading this, chances are you have a lead generation 
program running right now. Or maybe you are considering one 
or have a client who is managing one. Whatever the case, the 
goal of course is to produce leads worth passing on to your 
sales team. 

But how do you enrich your leads so you can hand them off 
already sales-qualified?

According to MarketingSherpa, 79 percent of all B2B 
marketing leads never convert to sales and ineffective lead 
nurturing is the cause. A concerted strategy, using the three 
most effective tools available to marketers, will elevate your 
conversion numbers into a far more fruitful range. From 
DemandGen Report, nurtured leads produce, on average, a 
20 percent increase in sales opportunities over non-nurtured 
leads.

Prerequisites to Delivering Sales-Qualified Leads

 9 You must have a lead acquisition program 
running, filling your funnel with decision makers from 
your market. These decision makers are seeking to 
learn more about issues they face — problems that your 
company may address — and potential solutions. 

 9 You must employ content designed to educate 
your prospects about these issues — not sales 
collateral, which no one wants to see until they’re ready 
to buy — but quality eBooks, papers, webinars, videos, 
and other offers, as well as pages and articles on your 
website. 

 9 Finally, you must actively distribute this content 
using a variety of inbound and outbound methods.

This process loads your CRM with quality prospects, many with 
the potential to become buyers. You need this to work well for 
the rest of the machine to flow. Quality in, quality out.
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Key 1: Your Resource Center

Your own website is the most frequented content distribution 
channel, over viral distribution, vendor sales reps, and other 
alternatives, according to Eccolo Media’s 2014 B2B Technology 
Content Survey Report. Undoubtedly, this is because it’s one 
of the first places decision makers visit when they are actively 
researching issues or solutions. 

Clearly, you should make your website an educational 
destination for prospects who may be in research mode. 
Most industries’ content marketing leaders make content 
abundantly available, both in articles and blog posts posted 
on the website and in self-contained, downloadable assets. 
Many websites group these educational assets in a separate 
Resource or Knowledge Center.

Resource Center Tips:

 9 Maintain an easy-to-find Resource Center for fresh, 
top-of-the-lead-funnel prospects as well as for those in 
consideration mode (lower-funnel prospects). 

 9 Promote your Resource Center to your prospect 
database as the go-to place to learn about issues and 
solutions.

 9 Track all content downloads. You can track click-
throughs of contacts already in your system accessing 
content. A form is probably not necessary for tracking 
such activity for lower-funnel prospects. Adjust your 
lead scoring accordingly. The activity of prospects in 
consideration mode may be worth more than that of 
upper funnel prospects.

HOME ABOUT CONTACT RESOURCES
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Key 2: Nurture Emails

If your prospects are B2B decision makers, email reaches 
them in a place they visit several times a day — their inbox. 
Workers spend on average 13 hours of their workweek in 
their email inboxes, according to Padicode. Numerous sources 
perennially report email as the highest value marketing 
channel in the North American market.

Email offers a proactive approach to lead nurturing, for the 
following reasons. It allows you to:

•	 Get decision makers into research mode more quickly 
than they might otherwise.

•	 Keep reaching decision makers ahead of your 
competition. Email-based acquisition, to permission-
based audiences, lets you begin educating them first. 
Lead nurturing through this channel keeps your content 
front and center. 

•	 Reach people who are more apt to respond to email 
than to other modes of discovery.

In the B2B realm, people respond well to permission-based 
email. You are able to proactively present them info they 
really should know, or that they may otherwise miss.

Email Tips:

 9 Always focus on the needs of your market. Have 
an understanding of your prospects’ pain points, how 
they currently attempt to address them, and their goals 
in general. Craft your emails with the prospect in mind.

 9 Look for segmentation opportunities for your 
emails: You may target various industries or audiences. 
Beyond these, your prospect base can be segmented 
by prospect personas, past behavior/history, system/
platform, and more. To each segment you may send 
customized messages and/or content, and maximize 
your results by better connecting with your prospects.

 9 Progressively educate your prospects. For example, 
you can send a series of eBooks, papers, and guides 
to help move readers from unacquainted to educated 
prospects to potential buyers. 
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A Sample Nurture Schedule

Here’s a sample nurture schedule for a hypothetical “schedule 
optimization” solution. Note how topics progressively move 
from the general and introductory to the applied and specific:

1. The Myths and Secrets of Schedule Optimization

2. The 5 Hottest Trends in Schedule Optimization

3. Schedule Optimization: The Complete Guide for Newbies

4. Making Schedule Optimization Work for Your Firm 
(webinar)

5. The 7 Questions to Ask a Schedule Optimization Vendor

6. Schedule Optimization Case Study

Because webinars often require a significant time commitment,  
and case studies serve as a happy client’s testimonial, they 
appear near the end of the nurture stream.

Key 3: Telenurturing

Yet another powerful lead nurture tool is one of the oldest 
— the phone. Outreach calls to prospects at key points are 
a proven means of supplementing your email nurture plan.  
According to SiriusDecisions data, a quality telenurturing 
program can achieve up to a 30 percent close rate.

As the only interactive, conversational nurturing option, 
telenurturing allows you to:

•	 Ask qualifying questions and collect feedback.

•	 Gather key anecdotal information about a prospect’s 
needs.

•	 Locate in-market, or even ready-to-buy, leads, to pass  
on immediately to the sales team.

•	 Suggest and send educational content, based on the 
conversation.

•	 Reach prospects who may be more apt to pick up the 
phone than respond to email.

•	 Use an interactive exchange to build brand trust.

•	 Help set a prospect up for contact by the sales team, 
even do some pre-selling.

Quality telenurturing 
can achieve up to a 

30% close rate

Nurture your leads
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When the marketing department handles lead nurturing 
and qualification, your sales team can continue to focus on 
high-value activities: client interface, meetings, closing new 
business, and upselling existing accounts. A telequalifying, 
telenurturing team can help your sales do what it does best — 
close business and manage relationships.

Telenurturing Tips:

 9 Call to follow up on a key action or nurture step, 
such as a webinar viewed.

 9 Call to reach email recipients who have not opened 
a nurture email message.

 9 Call to offer high-quality, in-demand content in 
exchange for information. This is a useful practice for 
any of these examples, as all nurture calls should have 
the goal of offering value for the prospect.

 9 Call to make a special offer to select prospects.

Taking Action to Up Your Close Ratio

Almost by definition, lead nurturing is a proactive, dynamic 
strategy designed to make your sales team more efficient as 
well as effective. A well-designed nurture plan will invariably 
increase the ROI of your overall sales/marketing operation.

emedia increases your lead flow through your lead funnel, top 
to bottom. Our campaigns fill your funnel with leads meeting 
your qualifiers. We can then nurture these toward the state of 
sales-qualified leads, and sift out in-market leads for you with 
our high quality lead service. 
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Contact emedia at 312-754-6355, 800-782-6167 
or inquiries@emedia.com www.emedia.com
Twitter:@emedialeadgen

Accelerated B2B Lead Generation — On Demand

About emedia

emedia has specialized in B2B lead generation, content 
creation, and building demand since 1999. We regularly 
reach more than 10 million decision makers across 80 
B2B audiences, including the following:

•	 Information Technology
•	 Electronics
•	 Supply Chain/Logistics
•	 Human Resources
•	 Engineering
•	 Marketing/Sales
•	 Project Management
•	 Corporate Finance/CFOs
•	 Construction & Architects
•	 Manufacturing
•	 Professional Development
•	 Small Business
•	 Health & Safety
•	 Healthcare Technology
•	 Facilities Management — and More

Our forte is fulfilling guaranteed cost-per-lead programs 
with your offers and collateral. We also develop content 
for campaigns and client thought leadership. We can 
drive highly targeted traffic to your Web pages and 
execute ready-to-buy qualification campaigns.

emedia reaches over  

10million decision makers
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