
GUIDE TO EFFECTIVE 
LEAD SCORING

Why score?
You get traditionalists in every industry. Those 
who swear blindly that the old techniques are 
the best and steadfastly refuse to adhere to 
new ideas.  The difference with marketing is 
that there is no question that such people are 
holding their companies back. The days of 
gathering responses and stuffing a funnel full 
of as many leads as possible are precisely the 
reason change is needed as this already inef-
fective and unmeasureable approach is now 
completely obsolete in today’s era of informa-
tion abundance and instantaneous connectiv-
ity.

Let’s take a step back and consider why lead 
scoring came into being. Think about your 
own last big purchase. What did you do? Did 
you visit a shop, speak to a salesperson and 
walkaway that day with your new product? Or 
did you turn to online channels to research and 
review the products that best align with your 
desires ahead of making a decision? B2B buy-
ers navigate their own journeys the same way. 

Indeed, nine out of ten now speaking to a 
salesperson only once they are ready and 
that’s precisely why adopting a ‘spray and 

pray’ approach is no longer (and never was) an 
efficient use of marketing’s time.

What lead scoring brings to the table is a 
sophisticated solution that enables businesses 
to provide the right information at the right 
time. When the buyer is ready to buy, you can 
respond. When the buyer is researching, you 
can nurture. It’s about knowing what eggs are 
ready to hatch – and being the first to pounce 
when they do.

When scoring goes wrong...
When those with little interest in the finer 
details of photography purchase a digital cam-
era, chances are the majority of their 
pictures will be taken on the ‘automatic’ setting. 
Why? Because it’s easy and as long as the 
results are reasonable, they are happy.
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MANUFACTURING DEMAND

It sounds so simple, doesn’t it? Assign points to actions and sit back as your buyers 
navigate their own journey through your funnel. Marketing is more accountable and 
the only problem Sales teams have is finding enough time to deal with the number 
of hot leads consistently landing on their laps.

If this doesn’t quite mirror your experience of lead scoring then fear not, you are 
not alone. The truth is, despite the simple premise, the scoring and grading of leads 
is both the most powerful and complex area of Marketing Automation and one that 
requires careful planning and constant refinement. So let’s begin…

84% of companies that 
have a CRM have a lead 
scoring process in place 
to determine the 
quality of leads.
(Direct Marketing News)
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However, as a business that’s invested in 
marketing automation you should be aiming for 
better than reasonable. That’s why we are con-
sistently surprised by the number of companies 
adopting a similarly blasé approach to an area 
that has the potential to revolutionise demand 
generation.

The truth is there really is no ‘one size fits all’ 
solution. Whatever scoring model you choose 
should involve Sales teams and Marketers 
working together to consider your product, in-
dustry and potential buyers.  Have sales teams 
specified the kind of leads they want to talk to? 
Has different content been scored depending 
on the level of interest it indicates? Are different 
forms scored according to what they are actu-
ally protecting? Are some email opens scored 
higher than others? Are you grading and scor-
ing leads based on implicit factors as well 
as explicit?  These are all areas that must be 
considered.

Progressing with out the box scoring remains 
the most common pitfall we come across when 
clients ask us to assess the reasons their scor-
ing approach is failing. 

Take this real-life horror story we encountered. 
During routine checks, a marketer noticed that 
one prospect had downloaded several white 
papers and registered for three webinars in 
just three months. Good news, right? Well, it 
should have been, except this had occurred 
over two months ago and still no contact had 
been made. Further investigation revealed 
that the prospect had twice failed to complete 
forms correctly on the website and, on each 
occasion, had lost 50 points as per the default 
‘form error’ rule set by the marketing automa-
tion platform. To put this in perspective, while 
downloading the paper added 10 points to a 
prospect’s score, a typo or missed field was 
taking away five times this. It all meant this hot 
prospect had scored -2 and was duly omit-
ted from weekly reports highlighting the leads 
Sales should be targetting.

Another area that causes problems is failure 
to assess factors that cannot be automatically 
scored, and this is what we mean by explicit. 
For instance, while opening emails, download-
ing papers, browsing your site and watching 
videos are all good examples of implicit buyer 
behaviour, will your Sales team really consider 
someone who has done all this a hot prospect 
if they are a student researching your area of 
expertise?

If lead scoring is to foster alignment between 
your Sales and Marketing teams then there 
must be a step that goes beyond automated 
scoring of digital behaviour, bringing us nicely 
into our next point....

Not all leads are born equal...
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 compa-
nies that can be considered your sweet spot; 
perfect size, perfect industry and unquestiona-
bly suffering from the pain your product solves. 
So, who should your Sales team prioritise? It’s a 
no-brainer, of course.

of companies outperforming competitors 
are using marketing automation  
software. (Position2)
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Yet, without a grading system to go along with 
your scoring model, the potential of market-
ing automation will remain unfulfilled. 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 afore-
mentioned example, it’s fairly obvious to see 
who would be graded highly and who would be 
graded lowly, but this can become more com-
plicated once the level of leads being 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 areas 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. 
 
Taking things to the next level...
The sophistication of lead scoring is increas-
ing all the time. When once businesses simply 
scored the opening and clicking of emails, 
these days it is possible to score anything from 
time spent on site to level of engagement over 
a specified period.

Tied in with strategically timed automated 
alerts, the savviest businesses are now begin-
ning to maximise the potential of the data they 
have access to and are responding quicker 
than ever to hot leads with the right approach 
at the right time.

How good is your demand generation strategy?
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Meanwhile, businesses are also getting slicker 
at integrating lead scoring into their websites, 
offering tiered CTAs and clear journeys for 
buyers to follow. This holistic approach to lead 
scoring means that, not only are scoring mod-
els getting more expansive, but winning com-
panies are also increasing the ways in which 
prospects can score. 

The bottom line is that lead scoring is no longer 
a new concept. Your competitors are getting 
more sophisticated in their approaches, learn-
ing more about their customers and using deep 
data to identify patterns and adjust accord-
ingly. 

It’s an exciting time to be involved in B2B 
marketing - but only if you’re up for the 
challenge. 

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

