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New Rules for Finding and 

Creating Leads



Lead Gen Goals Havenôt Changed

Increasing wins from targeted new logo prospects

Top of mind with prospects in óbuying modeô

Accelerating in-bound lead generation

Consistent, sustained lead cultivation

Increasing sales efficiency and reducing cost/lead
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éNeither Have Most Sales Models
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List Purchased

Direct Mail

Cold Calling

Qualifying

Presenting

Closing

Marketing

Sales



So Why Donôt Old Ways Work
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Introduction MaturityGrowth
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Supplier consolidation, 

reduced sales velocity, 

sales volume reaches 

steady state

Intense marketing to 

establish identity, 

promote awareness

Increasing sales and 

emergence of 

competitors

Competition is scarce; 

success is based on the 

ability to build awareness 

and educate prospects 

on a unique value 

proposition

Market develops a ñgold 

rushò mentality; success 

becomes a numbers 

game where the highest 

level of hustle wins

Fewer opportunities drive 

need for ñsmarterò 

approach; success 

based on ability to 

compete for share using 

deep account insights 

and relationships

Market Stage
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Quo

Business 
Event

Research Options
Engage-

ment
Validation Choice

Todayôs Buying Process
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From Designing Nurturing Programs to Drive Sales, by Ardath Albee
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http://3forward.com/prospecting-qualifying/nurturing-programs-that-drive-sales/


New Sales Model Needed
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Sales Readiness: Segmentation, Targeting, Content 
Development, Business Intelligence, SEO

Inbound Drivers: Blogging, Webinars, Targeted 
Campaigns, Value-Added Emails, Social Networks

Lead Engagement: Compelling Offers, 
Calls to Action, Site visit tracking 

Lead Nurturing: Promotions, 
PURLs, White papers

Sales Ready Scoring

Qualification

Prove Value

Decision

Marketing

Sales



Sales 2.0 Model
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SALES READINESS
Market

Entry 

Programs

Anchor 

Client 

Acquisition

Market 

Expansion



Sales 2.0 Model
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LEAD CREATION

SALES READINESS
Market

Entry 

Programs

Anchor 

Client 

Acquisition

Outbound

Demand 

Generation

Inbound 

Demand

Generation

Market 

Expansion

Lead 

Nurturing



Sales 2.0 Model
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2.0 SERVICES INTEGRATION

LEAD CREATION

SALES READINESS
Market

Entry 

Programs

Anchor 

Client 

Acquisition

Outbound

Demand 

Generation

Inbound 

Demand

Generation

Social Media 

Strategy & 

Engagement

Research, 

Surveillance 

& Insight

Virtual 

Event 

Campaigns

Sales 2.0 

Enablement

Market 

Expansion

Lead 

Nurturing



Lead Lifecycle Management

Score and Prioritize Leads

Nurture Prospects with Drip 
Marketing

Track Campaigns and Responses

Campaign Landing Pages

View Companies & Prospects Visiting 
Website / Pages

Measure and Track ROI

Send E-Newsletters

Integrate with CRM

Core Components
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Segmentation

Reporting

Lead 

Notification

Process and Lead Flow

Landing Pages 

& Micro-sites

Drip Marketing, 

News, Campaigns

Website
Social Media & 

Networks

Events & 

Webinars

CRM System

Lead Scoring, 

Nurturing

Tracking Tracking



Engaging Social Media

Aggressively building the network through mass mailing, teasers on the 
website, links to social networks from website, interȤnetwork messages etc.

Participate in groups and forums actively interacting about topics related to 
targeted industry(ies) 

Routinely post/tweet/share on all social media accounts about new content, 
white papers, blog posts etc.

Invite social network/media connections to sign up for subscriptions, 
newsletters and other updates

Post and publicize videos, video teasers, and webcast videos etc. on social 
video platforms such as YouTube, Google and Yahoo Videos

Drive traffic to website and landing pages through tweets, announcements, 
press releases, promotions, forum participation and article submissions etc.
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http://www.youtube.com/
http://www.facebook.com/
http://www.linkedin.com/home?trk=hb_logo
http://twitter.com/
http://www.bloglines.com/
http://video.google.com/


Social Media Monitoring
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Sales Intelligence

ÅGenerating leads

ÅTracking competitors

ÅIdentifying industry issues

ÅGain key product 
development insights

Market Knowledge

ÅUnderstand trends

ÅInsights for branding and 
messaging

ÅPlanning communications

ÅMeasuring campaigns

ÅManaging reputation

Who To Follow

ÅProspects

ÅCustomers

ÅInfluencers

ÅSuppliers

ÅIndustry Leaders

ÅPartners

Blog Search 
Engines

ÅTechnorati

ÅGoogle Blog Search

ÅBloglines

Social Networks

ÅLinkedin

ÅFacebook

Microblogs

ÅTwitter

ÅPownce

ÅFriendfeed

Video/Photo 
Sharing Sites

ÅFlickr

ÅYouTube

ÅGoogle Video

Industy Press 
Blogs

ÅInformation Week

ÅHealthcare IT

Wikis

ÅWikipedia

Copyright of Social Media Monitoring

http://socialmediamonitoring.ca/index.html


Intelligence & Surveillance
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Website Tracking Conferences

Traditional MediaFinancial Results Relationship Maps
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What Still Applies
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Building an Achievable Sales Plan

Exceptional People

Compensation

Sales Process

Acquire and Develop Prospects

Manage Clients and Pipeline for Success


