
  

CREATING A B2B LEAD 
GENERATION MACHINE 
 A Guide for Business Owners and Sales & 
Marketing Professionals in SMEs 



WHY FOCUS ON 
LEAD GENERATION? 
 

Let’s be honest, Lead Generation can 
often be a source of frustration. 
Whether you’re a Business Owner and therefore funding the 
activity, a Salesperson who wants more or better quality 
leads, or a Marketer who is under pressure to generate 
leads, the likelihood is that you’ll be unanimous in agreeing 
that lead generation is not always easy. 

What you are also as likely to agree upon is that  
successful lead generation is essential if you want 
to win new customers and grow your business.  
  



FOCUS ON QUALITY 
 

Leads come in all shapes and sizes, so 
take care not to target quantity at the 
expense of quality.  
To generate sales leads that will convert, you need to take 
the approach of quality in, quality out. This applies to 
everything you do, from having an attractive website, to 
providing relevant content, and marketing collateral. Each of 
these steps will help to support your lead generation 
activities. You can’t expect to generate quality leads if you 
cut corners along the way. 

To your prospective client, perception is reality. They need to 
be able to validate your sales message and build sufficient 
confidence in what they see, before committing to progress 
along the buying process. 

The way to achieve this is by surrounding yourself with a 
quality team; experts not generalists. This applies regardless 
of whether your team comprises of direct employees, an 
external agency, or a combination of the two. 

 

 
 
 

“YOU NEED THE RIGHT 
      EXPERTISE 
  



 

PRECISION TARGETING 
 

For most B2B businesses, their target market will be limited, 
but all too often we see companies that cast their lead 
generation net too wide. 

This comes back to a focus on quality. 

You will achieve better results by focusing on a smaller 
number of target companies that you’re a good fit for, 
spending time researching who the key buyers are and 
sending personalised, relevant marketing communications to 
them, as opposed to `carpet bombing` thousands of 
companies where you don’t know who the right contact is, 
or if they even use your services. 

  



BUILD A POWERFUL DATA ASSET  
 

Put simply, if your sales and marketing messages don’t reach 
the right person in the right type of business, your lead 
generation activity will fail. 

According to the Office of National Statistics there are 31 
million people working in the UK. But anyone that has tried 
to source marketing data will know that there is not a 
database of 31 million contacts that you can purchase. The 
data available in the market is limited to around 2% of the 
working population (c600k contacts with email addresses). 

The way to ensure the long term success of marketing and 
lead generation activity is to research, capture and build your 
own prospect database of the key decision makers and 
influencers in the companies you would like to have as 
customers. 

If you are undertaking a telemarketing campaign you can 
take the approach of building your prospect database as a bi-
product of making calls. You should also try to undertake 
account-level profiling, such as understanding their 
incumbent solution for the challenges you solve and what 
the contractual and timing barriers are. This will allow you to 
personalise any supportive lead nurturing and importantly 
allow you to focus on the best prospects at the right time. 

 

 

 
 

The alternate is to research and qualify usage and fit before 
undertaking a telemarketing campaign; particularly if you can 
also use this data in other marketing activity such as direct 
mail or email marketing. 

Whichever approach you take, building an accurate prospect 
database should underpin your lead generation activity and 
will be an asset that provides value for many years to come. 

 

“HIGH QUALITY DATA DRIVES    
   SUCCESSFUL DIRECT  
   MARKETING 
  



INTEGRATED CAMPAIGNS 
GENERATE MORE LEADS 
 

Integrating different marketing and lead generation activity 
has a multiplier effect. 

The days of sending out bulk direct mail campaigns or having 
large telemarketing teams callings thousands of businesses 
indiscriminately have largely (and thankfully) passed. 

Businesses have moved away from these high cost, low 
return models by using a number of marketing channels that 
are integrated. This joined-up approach has significantly 
improved ROI.  

Take Telemarketing as an example, where an integrated 
campaign might well include creating content that is relevant 
to the audience and delivering it through a series of emails. 
The telemarketing would focus on the prospects that engage 
with the content, not with those that don’t. Add in 
remarketing to reinforce brand awareness and the campaign 
should deliver high contact rates and strong conversions. 

This does mean investing budget into supportive marketing 
assets, including; content, design, email, or marketing 
automation. However, the benefit is that the telemarketing 
activity will be far more productive call-for-call, and more 
successful in generating leads.  

 

 

 
A further step in this process might be undertaking some 
account profiling as part of the telemarketing conversation. 
Understanding where the prospect is in the buying cycle and 
qualifying who your best prospects are can be used to 
integrate direct mail, invitations to events, and other 
marketing and lead nurturing activity.  

 

“INTEGRATED LEAD GENERATION  
   CAMPAIGNS DELIVER 
   GREATER ROI 
  



 

 
 

“MAINTAIN AWARENESS THROUGH  
  LEAD NURTURING 
 

 

 

 

 

 

 

 

 

 

 

NURTURE YOUR PROSPECTS 
THROUGH THE BUYING CYCLE  
The buying cycle for many B2B businesses is long. 

Even if you are offering a new way of doing business – 
technology, offering an outsourced solution, a change to 
their internal process – where there isn’t a contractual 
barrier, you need to be realistic about how long it is likely to 
take a prospect, from first hearing about your solution, 
committing to meet with a Salesperson, through to signing-
off your proposal. 

A realisation that your prospects are busy, have limited time 
and are approached by other suppliers offering their goods 
and services too, will help you to understand why, even if 
you have a strong proposition, it often takes time to 
generate leads. 

Once you recognise this, you can make your lead generation 
more successful by nurturing your prospects throughout this 
buying cycle. Lead nurturing will help you convert more of 
the leads you generate and shorten the sales cycle. 

In addition to increasing the effectiveness of lead generation 
activity, building brand awareness and reputation also 
generates inbound leads.  



UNDERSTAND CUSTOMER 
LIFETIME VALUE  
 

Anyone that has had responsibility for sales or marketing in a 
B2B role will testify that it is not easy to win new customers. 
Lengthy sales cycles, overcoming inertia or fear of change, 
and convincing multiple people in the decision-making unit 
are just some of the challenges to contend with. 

This is however, a double-edged sword, as most B2B 
businesses retain their customers for a considerable length 
of time. 

So whilst customers are not always quick or easy to win, the 
value of each customer over their lifetime is often significant. 

When measuring ROI, Customer Lifetime Value needs to be 
factored in; or at the very least, the anticipated spend of a 
customer over 3-5 years. The parallel is acquiring a business; 
it would be ambitious to expect to recoup the purchase price 
within a single year.  

Investments in sales and marketing need time to deliver a 
payback, so be ambitious and realistic in equal measure. 

 

 

 

 

 

 
 
 

  

 
“THE LIFETIME VALUE OF EACH  
   CUSTOMER IS OFTEN SIGNIFICANT  
   FOR B2B BUSINESSES 



TEST,  MEASURE,  REFINE  
 

Every business is different. There is no one-size fits all 
approach that can be followed letter by letter that 
guarantees lead generation success. 

The key is to test, measure and refine. And to recognise that 
getting expert help can shorten the time taken to make your 
lead generation effective. 

Naturally, it is easier and quicker to learn from someone 
else’s experience. This is where agencies often add value; 
because their experience will shorten the learning period 
and avoid some of the frequently made mistakes. 

The world, and in particular B2B sales and marketing has 
changed, so for many businesses repeating the formula that 
worked in years gone by, may be less successful today. 

So, if you are going to employ an agency for their expertise, 
by all-means challenge them where relevant. However, do 
not disregard their recommendations just because they 
disrupt the status quo or accepted norms.  

 

 

 

 

 

 

 

“A SMART MAN MAKES A MISTAKE,  
   LEARNS FROM IT AND NEVER MAKES  
   THE SAME MISTAKE AGAIN. BUT A  
   WISE MAN FINDS A SMART MAN AND  
   LEARNS FROM HIM HOW TO AVOID  
   THE MISTAKE ALTOGETHER 
      Roy H Williams 

  



QUICK REFERENCE 
SUMMARY 
 

1. Lead generation is important for B2B 
businesses that want to grow 

 
2. Integrating different forms of lead 

nurturing and lead generation will 
increase ROI 

 

3. Focus on quality. There are no 
shortcuts 

 
 
 
 
 

 
 
 
 
 
 
 
 

 

4. Be realistic about the time taken to 
win new customers. And when 
measuring ROI, consider their lifetime 
value  

 

5. Investing in design, content and 
marketing assets will make your lead 
generation activity more effective 

 

6. Professional expertise can help you 
achieve results at a quicker rate and 
more effectively 

  



 

ABOUT BEANSTALK 
 

Beanstalk is an integrated B2B Telemarketing and Lead Generation agency dedicated to helping our customers win new 
business. Our expertise includes a wide range of B2B Marketing and Lead Generation disciplines, that are focussed on 
generating qualified leads with sales-ready decision makers. 

 

We develop and deliver tailored inbound and outbound lead generation campaigns for both SMEs and Corporates, that 
generate sales appointments, qualified leads, web demos and inbound enquiries. 

 

 

 

 

 

Beanstalk Marketing Services  

0345 474 2047  
www.beanstalkmarketing.co.uk 
info@beanstalkmarketing.co.uk  
Registered in England & Wales  
Company Number: 06998651 

Chelmsford Office  

01245 213 500  
35 – 37 Moulsham street 
Chelmsford  
Essex, CM2 0HY 

Birmingham Office  

0121 629 0570  
1310 Solihull Parkway 
Birmingham Business Park 
Solihull, Birmingham, B37 7YB 
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