
8 DEMAND GENERATION PROMISES YOUR  
BUSINESS SHOULD MAKE FOR 2015



Why 2015 is the year for promises, not resolutions

No doubt most businesses up and down the 
country have already compiled a list of 
resolutions for the coming year. After all, these 
are great for fostering optimism and getting 
everyone on board with the notion that this 
will be the year buyers come flooding back; 
the year the Sales & Marketing disconnect is 
bridged and the year pipeline performance 
excels.

However, resolutions are merely intentions 
- and not surprisingly, too many businesses 
end up letting best intentions slip by the 
wayside and ditching gym memberships by 
February, swapping trainers for slippers and 
ending the year more out of shape than ever 
before. In 2015, this cannot happen - 
particularly if you feel your business has 
underperformed in recent years.

This year’s competitors are stronger than ever 
before and the climate in which they 
operate has shifted irreversibly year-on-year 
for the past decade. Those B2B buyers who 
still operated in the traditional way, being led 
by Sales from education to solution, are 

now also turning to self-education via online 
channels. Thos who started crawling with 
marketing automation three years ago are 
now beginning to run. And those businesses 
already moving fast are starting to accelerate 
even more by maximising demand 
generation performance by implementing the 
latest best practice and technologies. Indeed, 
if 2015 is the year of one thing, it’s the year 
those who are already limping start to fall out 
of the race completely.

So while your intentions may be good, 
businesses must recognise that the shift in 
marketing has moved beyond buzzwords. It’s 
no longer about good intentions, it’s about 
firm declarations that the necessary changes 
will happen - and that’s why we suggest the 
following promises are vital for rejuvenating 
Demand Generation efforts.

2015 is a big year for B2B businesses. As competitors become more confident with their own Demand 
Generation strategies, those who are lagging behind must make big changes or face one of their 
toughest years to date.

“ This year’s competitors are 
stronger than ever before and 
the climate in which they operate 
has shifted irreversibly year-on-
year for the past decade.”

p2  Improve marketing 
      automation use 

p3  Improve lead qualification

p4  Optimise our website

p5  Investigate new technology

p6  Invest in the right content

p7  Re-nurture “stale” leads

p8  Invest in better data

p9  Embrace mobile



Marketing automation is now an 
essential component of any Demand 
Generation strategy yet 85% of B2B 
marketers do not feel they are using the 
technology to its full potential 
(SiriusDecisions). 2015 will be the year 
this changes. 

At a time when 63% of companies 
outgrowing their competitors are using 
marketing automation (Position2), the 
quest to take usage to the next level 
will see an increasing number of 
businesses implement more 
sophisticated lead scoring and routing 
models and take advantage of powerful 

but under-used features such as  
progressive profiling and dynamic  
content. 

If 2015 is the year ‘big data’ really  
begins to make a difference in B2B 
marketing then it also has to be the 
year that businesses set up their MA 
platforms to provide and utilise  
deeper insights that can be used to 
build strong and long lasting  
relationships both pre and post 
purchase.

IMPROVE MARKETING AUTOMATION USAGEWe promise to...

Limited use of marketing software

Extensive use of marketing software

Not currently using software but planning to

Not currently using software and have no plans to

To what extent does your company use marketing software
for lead generation?

36%

23%

15%
26%

(Ascend2)

“Marketers need to build digital 
relationships and reputation before 
closing a sale.”
@ChrisBrogan, Founder, New Marketing Leads



IMPROVE LEAD QUALIFICATION PROCESSES
Four people convert on your site in one 
day. One is a student doing some 
research. One works for a tiny 
organisation and has registered with a 
Gmail address. And two work for 
companies that can be considered 
your sweet spot; perfect size, perfect 
industry and unquestionably suffering 
from the pain your product solves. So, 
who should your Sales team prioritise? 
It’s a no-brainer, of course.

Yet, without in-depth lead identification 
processes in place, it is quite 
conceivable that a Sales team could 
fail to prioritise effectively. 

The key to rectifying this is to utilise 
both scoring and grading, with the 
former being used to automate a 
buyer’s journey through the funnel and 
the latter ensuring that the strongest 
leads are clearly identifiable. 

Before leads are passed on to sales, 
there must be someone, or a team, 
performing an “inside sales” role, 
aligning the details known about a 
prospect (beyond implicit behaviour) 
with the criteria set out in buyer 
personas. In the aforementioned 
example, it’s fairly obvious to see who 
would be graded highly and who would 

be graded lowly, but this can become 
more complicated once the level of 
leads passed through increases.

That’s why it’s critical that Sales and 
Marketing teams work together to 
make such personas as focused as 
possible. They must align to get to the 
root of precisely who it is Sales teams 
want to talk to and work out which ar-
eas should be prioritised over others. 
Without this, marketing automation 
can only 
succeed in narrowing the disconnect 
between the two departments as 
opposed to eradicating it completely.

We promise to...



Just as your email content must be 
tailored to different stages of the 
funnel, it is important that your website 
provides easy access to content for all 
levels of knowledge and interest. That’s 
because B2B buyers are increasingly 
operating like consumers and expect 
a similar user experience when visiting 
your site.

It is common sense that early stage 
buyers do not require (or want) product 
pitches, while those in the 
consideration phases do not seek best 
practice overviews. Does your website 
clearly offer buyers in 

varying predicaments a path to follow? 
Put yourself in an early stage 
prospect’s shoes and consider the 
entry points, next steps and options. Do 
the same for those in the latter stages. 
Do you spot any disconnects? Are you 
utilising forms correctly? Is your 
website easily searchable? Are you 
providing all the information your 
prospects need?

By offering tiered CTAs and linking 
these to your MA platform, you can also 
collect more profile information and 
better identify a prospect’s stage in the 
buying cycle

OPTIMISE OUR WEBSITEWe promise to...

A study of Fortune 500 
companies revealed:

50%
63%
6.5
seconds

feature a scrolling content 
window.

have content above the 
fold.

average load time.

Go-globe.com



INVESTIGATE NEW TECHNOLOGIES
Demand generation must be seen as 
an end-to-end process that qualifies 
and nurtures prospective buyers from 
their first interaction to becoming a 
customer. 

In order to manage each component of 
this complex engine, businesses must 
invest in a technology stack that allows 
them to do more with less - this  
includes consideration of the top,  
middle and bottom of the funnel. 

Whether that’s investment in powerful 
data building tools or groundbreaking 
adaptive marketing technology capable 

of automating the top of the funnel, 
the savviest businesses have always 
ensured they have their finger on the 
pulse when it comes to the latest digital 
developments. These days, it is also 
important to ensure any addition to the 
technology stack will complement the 
existing components - it can be an 
intricate puzzle to get right.

Investigating new technologies has 
always been an excellent habit to get 
into, but in a year that’s sure to see 
Demand Generation efforts   
intensifying across all industries, it is 
critical for future success.

We promise to...

  79%

of top performing companies have 
been using marketing automation 
for more than two years.

(Gleanster)



93% of B2B marketers develop content 
that’s directly connected to selling a 
product/service (Economist Group) yet 
76% of buyers prefer different content 
at each stage of the buying process 
(Salesforce.com). As this disconnect 
highlights, content marketing remains 
a key area of Demand Generation that 
many marketers still fail to get right.

In the early stages, when the focus 
should be on on building a reputation 
of trust and authority, consider how 
often you reference your own products 
and services in your content. This is 
a habit you should force yourself to  

abandon in 2015. Instead of using pro-
nouns like “we” and “our”, keep in mind 
that this stage is about the buyer and 
the focus should very much be on their 
problems rather than your solution.

That’s why an effective content strategy 
is all about balance. As a B2B business 
keen to build deeper relationships with 
buyers, you must ensure you have 
content capable of engaging, nurtur-
ing and converting - something only 
28% of organisations do consistently 
(Annuitas) - and that this is effectively 
mapped to each stage of the buyers’ 
journey, be that across nurture 

campaigns or your website. 

What constitutes the right content for 
your business depends very much 
on the resources you have available. 
Long-established formats like white 
papers or solution sheets are still 
relevant and you should only focus on 
new formats if you are confident you 
can do them well.

INVEST IN THE RIGHT CONTENTWe promise to...

Buyers prefer different  
content at each stage of the 
buying process. (Salesforce)

“If you want to be successful in content  
marketing, your goal should be to develop 
and distribute the absolute best 
information in your industry. If not, why 
should your customers care?”
@JoePulizzi, Author of Epic Content Marketing



ACCEPT THAT ‘STALE’ IS NOT A STATUS
Typically, more than 95% of prospects 
in your database are not ready for a 
sales interaction. However, when 
marketers hear “lead nurturing”, they 
instinctively think of leading untouched 
prospects from awareness through to 
solution. This is not the only journey you 
should be considering.

Whether a prospect has fallen at the 
last hurdle or neglected to engage with 
content beyond the first exchange or 
two, marketing should plan 
re-engagement journeys that ensure no 
lead is left to rot. 

The traditional myopic outlook of both 
Sales and Marketing teams has led to 
too many potential prospects falling by 
the wayside when they miss a step on 
a fairly linear path. 

In 2015, you should realise the fact that 
an automated middle of the 
funnel means this should not be the 
case - and even if it is a simple 
light-touch campaign to keep you in 
their thoughts, no lead should be sim-
ply classed as “stale” or “lost” unless 
they have unsubscribed completely.

We promise to...

Relevant emails drive 18 times more 
revenue than broadcast emails.

(Jupiter Research)



2015 is the year to start taking data 
seriously. Such has been the advances 
made by lead identification and data 
management software in the past 24 
months, even small businesses have 
the power to cast their nets wider and 
further and conduct highly 
sophisticated data-driven campaigns.

While B2B has lagged behind B2C in 
terms of ‘Big Data’ usage, this is set to 
change in 2015 and those who have 
prioritised data management as much 
as content production are best placed 
to take advantage.

With the scalable nurturing 
opportunities offered by marketing 
automation, the most ambitious 
businesses, regardless of size, are 
building databases that include both 
short term prospects with an 
immediate need and long term 
prospects who have the same pain 
points but are not actively in purchase 
mode. Campaigns can then be tailored 
to each predicament and, providing 
data is accurate, businesses have 
access to the vital insights needed to 
ensure the right people are receiving 
the right information at the right time.

That’s why data-driven marketing is a 
game-changer, and the reason we of-
fer the following practical advice for 
businesses keen to improve their data 
processes:

   1) Employ somebody to look after      
       your database
   2) Ensure they see it as an on-going 
       challenge (between 30%-50% of  
       data integrity can decay in a six    
       month period)
   3) Stay up to date with the latest 
       technology (this is consistently 
       helping SMBs box smarter)

INVEST IN BETTER (AND MORE) DATAWe promise to...

“If your database is clogged with junk data, 
it can be a profound obstacle to  
accomplishing your reporting goals. The 
old saw about “garbage in, garbage out” 
is never more true than when it comes to 
marketing data.
@DemandGenDave, Author of Manufacturing Demand



ACCEPT THAT MOBILE CAN NO LONGER BE AN AFTER THOUGHT
Recent research from eMarketer 
predicted that the number of global 
smartphone users will soar to more 
than two billion by 2016. 

That’s a figure that can no longer be 
ignored and businesses must now 
accept that a mobile-first mindset 
should be adopted when optimising 
campaigns. 

Most marketing automation platforms 
have realised this and made creation of 
mobile-optimised marketing materials 
simpler than ever before. In 2015, there 
really is no excuse to fail to offer this.

We promise to...

Marketers who implement 
responsive design report a 
20 percent increase in clicks 
and conversions on average.

(Responsys)

300,000
Number of babies born every day
across the world

1,200,000
Number of Android activations

daily across the world 

The estimated number of 
phones in the world is close to 
the 2 billion (AdInch)



Located in the heart of Glasgow, McRae&Co have specialised in generating 
demand since 2004.  We are a leading authority on marketing automation 
and B2B demand generation for mid-market and emerging growth 
companies. 

For the last decade, McRae&Co has been helping UK businesses to grow 
through skill, experience, and consummate 
professionalism.

Find out more at:

www.mcraeandcompany.co.uk

About us

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

