











The message funnel: Keeping the communications relevant

It is far better to
deliver educational
materials than

The secret to successful nurturing messages is being relevant to prospects’ needs. Prospects
early in the buy-cycle are not looking for a hard sell. They want information that will help
them do their jobs and come to an informed buying decision. Thus, it is far better to deliver

: . . . : promotional
educational materials than promotional messages in the nurturing process. .
messages in the
This point is borne out by the Aberdeen research, which shows that laggard companies were nurturing process.
nearly three times more likely than best-in-class companies to use promotional offers and
marketing messages in their nurturing streams. Best-in-class companies reported that they
use nurturing materials at the following rates:
Nurturing material Usage
Educational materials (white papers, research, etc.) 78%
Webinar invitations 72%
Links to customized landing pages 72%
Product or service information 67%
Events and news about the company 44%
Source: Aberdeen Group, November 2008.
Ideally, when you build a nurturing program, you want to have a content library of offers
that align with the buy-cycle, as illustrated below.
Furthermore, best-in-class marketers develop their nurturing content libraries to be optimally
relevant to buyer types at each stage of the sales cycle. Information gathered in registration
forms and through social media tactics should be dissected and divided into pertinent
categories. Essentially, B-to-B marketers should prepare content to speak to the three major
buying groups (economic, technical and end user) in each of the three stages: interest,
consideration and evaluation. Thus, a marketer might have a content library that looks like this:
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Titles/Buy-cycle

Strategic buyer

Technical buyer

User buyer

Interest

Media-sponsored
benchmark
comparison report

Technical briefing and
deployment study,
knowledge center

White paper on
category issues,
knowledge center

Consideration

Breakfast briefing
with Wall Street

Webinar on successful
deployment

Webinar on
successful
deployment

Evaluation

Competitive case
studies

White paper on technical
issues to consider before

implementation

Template for RFP
development and
ROI payback

Before the implementation of a nurturing program, it is important to coordinate all contacts
by time, channel and message. Here is an example of a simple nurturing contact flow:

Day from inquiry Message Medium
1 Thank-you for inquiry Phone
7 Research report relevant to request at inquiry Email

30 Case study of success by company in Email
inquirer’s industry

45 Seminar invitation Phone

60 Customer testimonial and personalized letter Mail

75 Link to article from trade journal Email

90 Personal note from sales engineer to schedule Email
online demonstration

105 White paper and personal cover letter Mail

125 Invitation to breakfast seminar at trade show Email

IV. What’s new in lead nurturing

The most important new development in lead nurturing is the arrival of automated systems
to help you manage the planning and execution of lead nurturing communications streams
by customer segment. Sometimes called “drip marketing,” these automated systems not
only manage the communications, but also route the leads to the appropriate sales resource
when they are ready to be worked.

When properly applied, campaign automation tools from suppliers such as Silverpop
Engage or Eloqua can make the entire lead generation process faster and more responsive to
customer needs. These tools allow you to:

=  Automate lead generation with marketing campaigns across multiple
communications channels, such as email and direct mail

= Gain a detailed view into your lead flow at all stages of the buying cycle

= Implement accurate lead scoring to identify the right leads to send to the sales team

= Set up efficient lead nurturing programs to stay in touch with high-potential prospects

= Analyze campaign ROI at every stage
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Specific to lead nurturing, these platforms enhance the process with tools that:

= Automate the lead follow-up process

s Communicate with prospects according to time frame, date, response, interest or
behavior

= Continually adjust the lead score based on a combination of activity and response
behavior

= Identify newly qualified prospects quickly and route the lead directly to sales via
email or customer relationship management (CRM) integration for follow-up

Automated, event-triggered nurture campaign workflow

Most lead nurturing automation systems use an event-triggered marketing program to
customize an efficient and highly relevant series of communications.
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V. Checklist for your nurturing program

L

O

Copyright © 2009 The Kern Organization. All rights reserved.

What content can you provide prospects to build awareness, consideration and trust
in your company and its solutions?

Do you have enough content to stay in contact with prospects for at least six months
without duplicating a message?

Do you have content that will help move a prospect through each stage of the buy-
cycle (interest, consideration and evaluation)?

Do you have content for the various types of decision makers and influencers
(economic, technical and end user) involved in the purchase decision?

Do you have systems in place to help you use data on a given prospect to drive
relevant messages and offers to that prospect?

Do you have message maps that direct which communications should be sent, based
on which actions a prospect has taken in response to a prior nurturing contact?

Do you know the average time frame and steps involved in purchasing your
product? Have you met with sales to confirm this information?

Do you know the biggest pains, barriers or desires that prospects are trying to
address, and does your nurture content stream provide solutions to their problems?

Do you know what additional data is needed and which actions a prospect must
take during the nurturing process to ultimately have them qualify as sales-ready?

Do you have a series of telescripts that address critical business issues to get a
prospect’s attention for your telenurturing operations?

Have you considered the role that social media will play in the nurturing of leads?
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About The Kern Organization

Over the past 20 years, The Kern Organization has developed unique expertise in helping
B-to-B marketers optimize their go-to-market operations. TKO brings to its clients the
experience of working with more than 50 leading B-to-B marketing companies, developing
thousands of campaigns and generating millions of qualified sales leads. TKO provides
evaluation, consultation, design and implementation services in a turnkey manner for all
aspects of integrated demand generation and lead management programs using its exclusive

B-to-B High-Tech Lead Farm™ approach.

For more information, contact Russell Kern at 800-335-4244 or email him at
rkern@thekernorg.com.
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