
... Try to hide your astonishment

If at first you  
don’t succeed...



X%
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We all try, fail, try again.  
Don’t be afraid of failure.

People aren’t succeeding with  
the status quo – that’s obvious.
Why? Much of this centers around lead 
volume and the entire goal being quantity. 

Filler text inimillum repudi 
nobit omnimin pellaccum qui 
cus sunteseque po es ullam 
quis eum conse aunt.

of marketers operate on 
lead volume. We’re creating 
this crazy perverse incentive 
to create more and more 
leads in “cheap” channels by 
calling everyone. 



Lead Scoring
How proper lead scoring methodology is built

What normally happens, and what really should happen?
For instance, current scoring tricks don’t always benefit marketers. 

What we see is that more than 10 interactions online is actually a negative indicator for sales ready 
quality – tends to be someone who is just researching and has no buying authority. 

A lot of the beliefs we have held true for lead scoring aren’t true. 
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Imagine this scenario:   Marketer downloads content, run across vendor stock lead scoring framework and 
build something similar, assign scoring based on behaviours (opening an email, filling out a form) that don’t 
indicate whether someone is ready to buy. 



So how should we conduct lead scoring? 

We find out: How are our current buyers really 
interacting with our solution/company?  
 
We can’t get in on a conversation that isn’t 
developed. Is your web presence robust?

If you don’t feel your storefront is interactive,  
it doesn’t matter how good your food is –  
you’re not going to get the customer in the door. 

Use the sales team as a window into the buyer.  
They know how to build trust.
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Look also at existing buyers

Most people stop after creating one buyer profile.  
You need to operationalize that persona. 

After the buyer exhibits 6 out of 10 key traits with a different 
content track, so we can get them content that fits with who 
they really are, we need to lead them down a specific path. 

Lead Nurturing depends on this.

Where does your buyer congregate? 

Who are they likely to turn to? 

Do they care about use or do they just 
want the cheapest solution? 

How do they get to your site? 

Do they consider Google the window 
into your world?

of lead nurturing campaigns are really drip 
campaigns. If you click on message, we pass 
you to sales. Or we send you a different one, 
we send you to sales. We just keep sending 
a slightly modified message that does not 
reflect the actual person we’re speaking to. 
HUGE mistake.
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of businesses say 
when they’re ready  
to buy, they’ll find 
you (DemandGen) 

Often we are putting our buyer off by being irrelevant to their 
buyer decision. We need to use all the information we have 
from the buying process. 

They will find you based on what they think about your 
solution and business and how well you’ve communicated 
your value proposition. We have to expose that pain and 
create value so that when the time comes, we’re the only one 
they want to talk to and move away from the standard drip 
campaign focus. 

 » The takeaway is to operationalize them into  
segmentation budgets. 

 » We need to personalize the experience and measure the 
conversion points against each other.

 » We need to align our call to action with where that 
individual is within the buying process as well. 
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Businesses deploy so many tools and then their sales team 
does nothing with it. Most salespeople just send an email or 
make a call. That’s 99.999% of sales interactions. 

That ignores the persona, what the buyer has done in the 
past, the marketing content we invested in – we ignored 
everything we know about them. 
 
IT’S FUMBLING THE BALL AT THE FINISH LINE.

Solution: incorporate all that carefully-honed knowledge into 
marketing and sales. Carry that personalized attention all 
the way through to the sales, based on the buyer and where 
they are in the funnel.

Marketers  
need to be  
active listeners. 
Switching from customer driven to 
consumer driven. We also know sales is 
not going to act like a marketer. 
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LeadMD combines the resources of a digital marketing agency with revenue 
focused sales and marketing alignment strategy, all through the use of on-
demand cloud technology. Creating, managing and converting quality leads in 
higher numbers is how we enable our clients to out-perform their competitors 
and out-market their peers.

The most effective way to engage more prospects and convert better leads is 
through Conversational Marketing. at LeadMD, we will help your team leverage 
email and online channels to build buyer trust through cutting edge technology 
such as Marketing Automation. When your focus is on building a demand 
generation process tat truly drives revenue, it’s time to engage LeadMD and fix 
your funnel.

1.877.LEADMD (775.3236) 

9383 E. Bahia Drive, Suite 225 

Scottsdale, Arizona 85260 

Fax: 1.888.294.9854 

info@leadmd.com
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