
BUILDING YOUR 
DEMAND FUNNEL

B2B marketing has changed more in the past five years than it had done in the previous 
three decades. When once it was it marketing’s sole responsibility to raise initial 
awareness, these day the department is tasked with progressing prospects through 
60-70% of the buying process. 

That’s because the B2B buyer is now entrenched 
in an age of ‘information abundance’ with all the 
resources they need to self-educate.

In fact, it now takes an average of 19 months to 
create a new B2B customer and seven touches to 
convert a ‘prospect’ to a ‘customer’.

It all means marketing’s role has transformed 
beyond recognition. When salespeople were all 
buyers had to engage with in order to learn about 
a product it made sense for marketers to throw any 
lead they could scrape together into the CRM. 

These days, however, marketers must act as rela-
tionship builders. They must go beyond simple 
lead generation and actually nurture leads by 
providing the relevant sales messages to the right 
people at the right time – and in order to do this, 
they need to create and manage an effective 
demand funnel.

What is a demand funnel?
McRae&Co defines a demand funnel as the end-
to-end system that links together the many com-
ponents of demand generation into one chain of 
linked processes. It should follow the journey from 
first interaction to customer and enable market-
ers to accurately measure ROI in order to make 
themselves accountable at a time when their role 
is more important than ever before to business 
growth.
Having a demand funnel establishes a framework 

for all stages of the buying process and creates a 
model that guides all Marketing and Sales efforts, 
thus eliminating the ‘silo’ effect that has so often 
stifled business growth.

Building your demand funnel
An effective demand funnel should follow a stage-
based model with clearly-defined Marketing and 
Sales roles. Typically, we recommend the following 
stages:

•	 Enquiry
•	 Marketing	Qualified	Lead
•	 Sales	Accepted	Lead
•	 Sales	Qualified	Lead
•	 Customer

Both departments should always be aware of 
the stages they have responsibility for and never 
interfere in the areas that do not concern them; 
that’s precisely why alignment is essential. They 
must work together to establish personas, scoring 
criteria, handover points, definitions and manage-
ment responsibilities.
This can be tough – but without true alignment, 
your demand funnel will start to show cracks early 
in its lifetime with an inevitable reversion to the 
bad practices of old to follow.

The importance of lead scoring
One of the key components of marketing auto-
mation, lead scoring is the best way to automate 
a prospect’s movement through your demand 
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MANUFACTURING DEMAND
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New Pipeline
Marketing must now take charge of  

awareness,education and consideration.

funnel. It should take account of both static de-
mographic information (company size, industry, 
location etc…) as well as dynamic activity based 
behavioural information, such as website interac-
tions and engagement with your email marketing 
campaigns.

The importance of lead nurturing
Quite	simply,	the	relationship	building	that	B2B	
business thrives on is no longer possible without 
lead nurturing. At a time when B2B buyers are less 
receptive than ever to sales messages, marketers 
must focus on educating customers as opposed to 
selling and this can only be done in scalable way 
with marketing automation.
While	up	to	95%	of	qualified	prospects	on	your	
website are there to research and have little or no 
interest in engaging with a salesperson, as many 
as 70% of them will eventually buy a product from 
you (InTouch). What this tells us is that failure to 
have a process for each of the aforementioned 
stages will simply result in leads slipping away as 
awareness of your brand diminishes.

The importance of combining these two areas
The combination of scoring behavioural data on 
the very platform that distributes emails is a game-
changer for marketing. 
Marketing automation enables marketers to do 
the things they’ve always dreamed of by automat-
ing a buyers’ journey through the funnel based on 

buying signals (scoring) and duly distributing 
materials that relates to the stage. Planned meticu-
lously and you can be sure that the right person is 
consistently receiving the right content at the right 
time.

Demand funnel management
The unification of disparate engagement tech-
nologies is essential for effective demand funnel 
management. With buyers interacting from more 
digital channels than ever before, B2B businesses 
cannot accurately gauge a buyers’ stage in the fun-
nel without a single view of the customer.
This	is	unquestionably	one	of	the	greatest	benefits	
of marketing automation but the truth is many us-
ers continue to under-utilise the technology’s po-
tential. For example, 10-15% of organisations that 
have implemented MA are still using it for glorified 
‘batch and blast ’email sends, with only 37% having 
it enabled for simple landing page creation.
Making effective use of technology will allow you 
to	quickly	and	accurately	measure	performance	
and multiply what you can achieve with existing 
staff and resources, allowing your team to focus on 
more high-value tasks.

Measuring your demand funnel’s success
The deep reporting functionality offered by mar-
keting	automation	allows	for	quick	and	visual	
establishment of whether your funnel is operating 

MARKETING SALES



Demand funnel benefits:

Increasing response rates

Lowering	the	cost	per	sale

Decreasing the scale and cost of 
outbound demand generation 
campaigns

Converting	more	raw	leads	to	qualified 
opportunities

Eliminating	missed	opportunities	due	to	lack	of	
timely follow-up 
 
Reducing the constant demand from Sales for new 
leads
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as intended.
By using dashboards to monitor activity at each 
stage, Sales and Marketers will never lose track of 
who is where, ensuring that no lead is allowed to 
slip by unnoticed.
Crucially, it is this top-to-bottom system that ena-
bles both teams to notice where cracks are appear-
ing early on.
 While marketing of the past focused too much on 
short terms goals of lead generation, these days 
it must take a long term approach, with success 
measured	by	the	number	of	sales	qualified	leads	
generated.
Such deep reporting can also ensure that there is 
no longer any doubt over marketing’s contribution 
to the bottom line ; given the changes in buyer 
behaviour, this has never been more important. 

How good is your demand generation strategy?

McRae&Co specialise in manufacturing demand. As a leading authority on B2B demand generation for 
mid-market and emerging growth companies, we’ve spent the last decade helping some of the UK’s fast-
est growing businesses prosper. 

Our services are powered by best-of-breed technologies to improve sales productivity and manage 
today’s demand funnel, such as adaptive marketing and marketing automation. Focused on the needs 
of B2B leaders we provide the world-class marketing software solutions, demand generation strategy 
and	programs	to	engage	today’s	hard-to-reach	buyers.	Known	for	being	equally	creative	and	tech-savvy	
because	we	know	that	B2B	requires	both.

http://www.mcraeandcompany.co.uk/ask-an-expert.html
http://www.mcraeandcompany.co.uk/ask-an-expert.html
http://www.mcraeandcompany.co.uk/free-demand-generation-audit.html

