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Make Your Content
Work Smarter

As a key factic in the B2B revenue marketing toolkit, content syndication can benefit
nearly any business if done right. But the way buyers make decisions has changed,
so the way you deploy confent syndication programs should change.

It was once considered best practice to send all leads from content syndication
programs directly to tele-sales feams for qualification and follow-up. Due o
significant changes in B2B buyer behaviour, doing so today will damage the
effectiveness of your content syndication program, hurt your relationship with sales,
and create a sub-optimal buying experience.

Today, B2B buyers do their own research, expect easy digital access to information,
and often prefer a rep-free experience. Developing a thoughtful and precise lead
nurture strategy is necessary to ensure the success of your content syndication
program.

An effective, productive, and profitable content syndication nurture strategy includes
five data-driven components:

*  Progressive, personalised email nurture.

*  Multi-channel nurturing: combining email and digital display ad nurtures.
+ Individual lead scoring and buyer group scoring.

«  Effective lead roufing.

»+  Comprehensive measurement.

In this eBook, we’ll explain the benefits of each component and how to use them
to generate predictable pipeline through content syndication.
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17

When B2B buyers are considering a
purchase, they spend only 17% of
that fime meeting with
potential suppliers.

Gartner

45,

In a survey of nearly 1,000 B2B
buyers, 43% of respondents agree
they would prefer a
rep-free experience.

Accenture
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Progressive Personalised
Email Nurture

More Effective Email Follow-Up

The most important job for any marketer is to increase the odds that your brand will
be top of mind when a customer is ready to buy. Nurfuring your content syndication
leads with timely and relevant emails is an effective way to do this. But your nurture
can’t be one size fits all. Because so much more of the buyer journey today
happens independently, personalisation and segmentation are essential for
effective email nurfuring.

A persona or topic-based segmentation approach based on your content inventory
and go-to-market strategy is an excellent way fo influence a buyer’s purchase
decision. Develop an email nurture track for each of your segments consisting of the

appropriate content and messaging to support the early-stage research needs of your

specific buyer personas.
What are the right types of content? Studies from CMO Council show:
+  Industry and category surveys and studies.
*  Analyst reviews and recommendations.
»  Thought leadership with supporting facts and research.
*  Third-party content.

*  Technical details about products and solutions.
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Increase in propensity to buy from a supplier,
when individual customer stakeholders
perceive that supplier’s content to be
tailored to their specific needs.

Harvard Business Review
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Multi-Channel Nurturing

Reach Buyers Where They Are

Email is a great way to nurture leads and support the buyer’s journey, but it
shouldn’t be the only option for lead nurfuring. Think about your own experience.
Do you read every email that hits your inbox? Unlikely. In fact, the average open
rate for B2B emails is only 15%.

Instead of relying solely on email, there are a variety of other channels — industry
publications, news websites, journals, and social media platforms to name a few —
where you can find today’s buyers doing their research, primed for engagement.
Pairing your email nurtures with targeted, account-based digital display ads can
help you reach buyers on the third-party channels where they’re already
conducting research.

Furthermore, email nurture may only reach one or two buyers at an account. B2B
buyers make purchase decisions in groups, and 94% of buyers who download
content share it with buying group members. Targeting through additional
channels can help you engage buying groups and increase leads at an
organisation, capitalising on this sharing behaviour.

The number of channels B2B buyers now
regularly use to interact with suppliers
(up from just five in 2016).

McKinsey

-'.Plpellne360 pipeline-360.com/uk P — 4



From Browser to Buyer: Nurturing Your Content Syndication Leads

Combining Email and
Digital Display Ad Nurturing

Combine Your Tactics to Win Big

The benefits of using digital display advertising with a well-structured email program
include increased email nurture engagement, more search engine fraffic to your
website, and faster sales velocity. The key to combining your programs is in audience
selection and messaging progression.

»  For advertising, select target accounts where buyers have already engaged
with your content syndication, and update weekly.

»  Clearly target specific job titles and geographies to ensure you’re only
spending on ideal customer profile (ICP) buyers.

+ Use awareness-, consideration-, and action-oriented progressive messaging
in your ads — for example:

+ Awareness: a buyer problem your brand solves.
+  Consideration: solutions and best practices.
. Action: case studies, demos, product webinars.

The more relevant and personalised your messaging, the more effective your digital
ads will be. To increase your sales velocity further, ssgment personas within your
target accounts into personalised ad nurture flights. Similar fo your email nurture
tracks, each ad flight should tell a progressive story, aimed at engaging specific roles
within larger buying groups.
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151

increase in email engagement
through pairing digital display
advertising and email nurturing in
an integrated campaign.

TechTarget

57

increase in sales velocity for leads
exposed to dynamic,
personalised display ads based
on behavioural and CRM data.

Integrate
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Lead Scoring

The Right Way to Score Your Leads

Lead scoring is the process of assigning values to buyer engagement to identify
leads that are ready for sales. A lead should only become a marketing qualified lead
(MQL) once it reaches a specific score based on engagement. There are two types of
engagement to consider when lead scoring: idenftifiable and anonymous.

. Identifiable activity can be attributed to a specific buyer that is in
your database.

*  Anonymous activity cannot be attributed fo a specific buyer, but it can be
attributed to an account.

Identifiable activities should be scored based on the value of the buyer’s behaviour.
For example, filling out a form to download an eBook should be scored higher than
simply opening an email. Totaling up these scores gives you a “behavioural score.”

Anonymous activity is account based and can be scored based on four categories:

Engagement infent (page views),

Research intent (relevant research on third-party sites),
Display advertising engagement (impressions and clicks), and
Demographic criteria (company size).

Totaling up account level activity and criteria gives you a “demographic score.”
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Intent - Liklihood to Buy

Calculating your MQL score should combine behavioural and demographic scores in a matrix.
Ultimaftely, your lead scoring model should look something like this:

Pipelineseo

Very High

Very Good

Send Lead
to Sales

Send Lead
to Sales

Assign to
Sales Nurture

Assign to

General Nurture

Customer Fit

Good

Send Lead
to Sales

Assign to
Sales Nurture

Assign to
Sales Nurture

Assign to

General Nurture

Medium

Assign to
Sales Nurture

Assign to
Sales Nurture

Assign to
Sales Nurture

Assign to

General Nurture

Assign to
General Nurture

Assign to
General Nurture

Assign to
General Nurture

Remove from
Consideration
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Lead Routing

Improve Engagement Through Better Lead Routing

Lead routing defines how, when, and to whom on the sales tfeam marketing-qualified
leads are sent. It’s crucial fo account for buying groups in your lead routing, but
many marketers don’t. Many lead routing processes — using marketing automation
to send qualified leads to sales — fall victim to “second-lead syndrome.” According
to Forrester, second-lead syndrome happens when a lead routing process only values
the first new qualified lead from an account, disqualifying any subsequent leads as
redundant.

So, How Can You Avoid This Potential Lead Routing Nightmare?

»  Create a buying group-friendly lead routfing process: Every lead, not just the
initial one, should be sent to that account’s sales rep once it reaches the
appropriate score.

+  Clearly define service level agreements: We recommend that every marketing

qualified lead (MQL) should be contacted within 24 hours, and that demo
requests be replied to within 10 minutes.

+  Clearly define the rules of engagement: You don’t want multiple sales reps
following up with the same buying group, and you do want to be strategic
about priority accounts.
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We recommend starting
with basic rules of engagement:

If an MQL comes in that is a VP level or higher from a strategic account,
then the SDR should forward the MQL immediately to a sales rep.

When an MQL comes in, an SDR should check to see if there is sales
engagement within the account. If there is a sales rep involved already,
the SDR should forward the MQL to that sales rep.

If an MQL comes in with no active sales engagement on the account,
and is not a sfrategic or enterprise account, and is below a VP level, the
SDR should own follow-up.
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Comprehensive
Measurement of Follow-Up

The Real ROI of Content Syndication

One of the most important parts of a successful lead nurture program is
measuring your efforts, without which you can’t accurately optimise and increase
program effectiveness, not fo mention prove its business value.

There are five areas to measure:

1. Lead Nurture Velocity: How quickly are leads moving from nurture programs to
becoming a qualified lead?

2. Email Nurture Performance: Create benchmarks for every action, including opt-in,
open rate, click rate, sequence completion, conversion rate, and lead score.

3. Digital Display Ad Performance: Measure impressions per account, clicks per
account, number of accounts nurtured through all three steps of an ad flight, and
directly attributable conversions.

4. Indirect but Attributable Ad Performance: If you're using ad tech that employs
reverse IP lookups, use visitor data to track the following on an account basis:
total visits and visitors, pages per visit, and visits to high-value pages.

5. Cross-Channel Influence: When visitors self-idenftify by filling out a form, you
should frack inbound leads from accounts that were engaged by ads and
syndication. You should also track accounts engaged by display ads and confent
syndication. What you gain:

To get an idea of the impact of your content syndication and follow-up program on
the bottom line, use a total touch attribution model, which reflects today’s complex
buying processes. It rests on the assumption that every fouchpoint is valuable because
it contributes to the completion of a buyer’s journey. Within this model, you should
measure: Number of opportunities influenced; value of open opportunities influenced;
close rate of opportunities influenced; and value of deals closed-won influenced.

+ As you can see, while content syndication on its own is an effective and cost-
efficient way to reach early-stage buyers, like all marketing tactics, it requires
thorough nurturing, lead follow-up and measurement to achieve its full value.
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98

of B2B marketers are using mulfi-touch
attribution models fo measure ROI.

Demand Gen Report

S0y

of B2B marketers focus on deals
closed-won as their top metric for
campaign measurement

Demand Gen Report
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Commvault Increases Deal Size and Revenue 27%

Marketing-attributed closed deals
increased from 6% to 27%.

“We needed to extend our hard work beyond our 2 3cy
) : : : : 0

website. Paying attention to other sites and freating

them like our own — thoughtful of the content we put

on them, what they were doing, and how they are
performing — is key to our strategy’s success.” 20%

Cut digital budget by 23% while
delivering greater results.

Increased average selling price by
20% with digitally engaged accounts.

Dawn Colossi
Sr. Director of Worldwide Digital Marketing, Commvault
%

Close rate jumped from 15% to 30%.
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Scale Your Marketing
with Pipeline360

Connect with your buyers on their terms. Pipeline360, powered by Integrate, offers you
our team of expert campaign managers, global conftent syndication network, and world-
class display advertising solutions, all backed by our data governance technology. Partner
with Pipeline360 to produce turnkey awareness and demand programs that deliver quality,
compliant, and marketable leads.

Pipeline360 is a frusted, scalable solution for B2B marketers, no matter how big your
aspirations. In foday’s resource-strapped and data-driven environment, Pipeline360 helps you:

. Extend the reach of ABM content.

. Respond to purchase intent signals.

+  Fill database gaps in your buying groups.
*  Accelerate pipeline with digital nurture.

Join thousands of B2B marketing professionals generating millions of leads who rely on
Pipeline360 fo target in-market buyers and activate campaigns, today.

Learn more
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