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UNDERSTANDING HOW PEOPLE AND BUSINESSES BUY

MODERN CONSUMERS 
ARE A SAVVY BUNCH 

The first step to becoming a lead management 
pro is understanding how modern consumers 
and businesses buy products and services.
The customer decision making process today is very different to what it was five years ago. 

This is largely because in between all the cat memes and epic fail compilations, there’s a huge 

amount of valuable information freely available online. This unlimited access to information 

makes independent product research possible, essentially putting the consumer in control of 

the buying process.

TRADITIONAL ADVERTISING DOESN’T WORK ANYMORE.

Modern consumers have become wise to traditional advertising tactics. Because they’re now 

able to research products extensively before making a buying decision, there’s just no pulling 

the wool over their eyes.

In both the B2C and B2B spheres, independent online research is the driving factor behind the 

modern decision making process.

Only once a consumer has decided which product they want to buy do they actually get in 

touch with their chosen supplier to speak to a salesperson and place an order.
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UNDERSTANDING HOW PEOPLE AND BUSINESSES BUY

 
Here’s what the buying process looks like today:
Interest in a solution	 You realise that you have a challenge or a need, so you begin 		

			   researching possible solutions online.

Vendor research	 Next, you look at the different vendors offering solutions to your  

			   challenge.

Product evaluation	 Now you zone in on a particular product or service, evaluating its  

			   benefits and drawbacks to make sure that it’s the right solution for you.

Field narrowing		 You’ve decided on a product. You now work on narrowing the field by 		

			   using case studies and testimonials to help you pick the right vendor.

Negotiation		  You’ve selected your preferred product and vendor. Now all you  

			   need to do is make sure that you can afford it. You research pricing,  

			   contract options and financing plans.

The final push		  You’ve found a product and vendor at a price that fits your needs.  

			   This is the point where you get in touch with the supplier directly  

			   to place an order. If you hesitate at this stage, it’s usually because 		

			   you’re hoping for a discounted deal or special offer.  

With all of this in mind, the question remains: 
how can you maximise lead conversion? 
 
YOU NEED TO CAPTURE LEADS AS EARLY AS POSSIBLE.

Your marketing strategies, campaigns and programmes need to be geared towards influencing 

each successive decision along the consumer decision making process, from first contact to the 

point of purchase.

 

YOU NEED TO BUILD LEAD NURTURING PROGRAMMES.
 

Lead nurturing programmes are intelligent, responsive programmes that are designed to guide 

leads down unique buyer journeys, influencing their decisions every step of the way.

61% OF GLOBAL INTERNET USERS RESEARCH  
PRODUCTS ONLINE – INTERCONNECTED WORLD: 
SHOPPING AND PERSONAL FINANCE

x
+
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HOW TO CAPTURE LEADS AS EARLY AS POSSIBLE

IT’S NOT ABOUT THE  
PRODUCT... YET

Leads conduct product and service research 
online, so that’s where you need to focus on 
capturing them.
Remember that in the beginning, consumers research challenges and potential solutions – not 

products. 

For instance, if someone suffers from back pain after a few hours of sitting at their desk, they’ll 

most likely Google something like ‘lower back pain’, ‘correct sitting posture’ or ‘how to alleviate 

back pain’. 

If you’re an orthopaedic office furniture supplier, you need to capture leads when they’re still 

researching their challenge in general. At this early stage, they might not even be aware that 

orthopaedic office furniture exists. That’s why you need to capture them now and educate them 

about how your product can solve their problem.

In order to capture leads in the early stages of the consumer decision making process, you 

need a conversion-driven website. 

Conversion-driven websites convert anonymous website visitors who are at the beginning  

stages of the buying process into known leads. People who are still at the very top of the sales 

funnel aren’t going to click on a ‘Contact Us’ or ‘Enquire Now’ button. Remember, they’re not 

ready to talk to anyone just yet; they’re still doing research.
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So, how do you capture these elusive, information-hungry prospects? Easy: be genuinely helpful.

The best way to convert anonymous website visitors into known leads is to give them exactly 

what they’re after: high-quality, useful information in the form of eBooks, guides, calculators and 

handbooks. This useful content is available for download on your website and it’s absolutely 

free. Well, almost: in order to download this valuable content, users are required to submit their 

contact details.

Voilà! You’ve just converted an unknown web visitor into a known lead.

To convert people at the beginning stages of the consumer decision making process, your 

website first needs to attract those people.

This requires having content – in the form of webpages and strategically written blogs –  

addressing the challenges faced by your potential customers. Blogging regularly and  

strategically around specific keywords relating to potential customers’ challenges will improve 

your search rankings, ensuring that they find you when they need you.

Ranking highly for keywords relating to the buying process is the best way to  

ensure that potential customers find your website early on in the buying process. 

To optimise your website for lead conversion, every element – from UX, to design, to content – 

needs to be properly integrated. Getting this right requires professional expertise, so it might 

be a good idea to hire a specialist agency to do this for you.

HOW TO CAPTURE LEADS AS EARLY AS POSSIBLE

60% OF ALL ORGANIC CLICKS GO TO THE TOP THREE 
ORGANIC SEARCH RESULTS – MARKETINGSHERPA

x
+
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WHY YOU NEED TO BUILD LEAD NURTURING PROGRAMMES

FIX THE SYSTEM

Brands spend millions on marketing  
campaigns designed to attract leads. 
 
ALL TOO OFTEN, HOWEVER, MARKETING’S RESPONSIBILITY ENDS THERE.

This doesn’t make sense; why spend so much money on generating a lead and then do nothing 

to convert that lead into a customer? 

Traditionally, lead conversion was the sole responsibility of the sales team.

Marketing teams run campaigns and then dump a load of unqualified, mixed-quality leads on 

the sales team’s desk. This results in countless potentially hot leads being overlooked as sales 

teams sift through mountains of poor quality leads. Talk about a broken system.

ONLY 25% OF LEADS 
ARE IMMEDIATELY 
QUALIFIED

50% NEED NURTURING 25% WILL NEVER BUY – 
MARKETINGSHERPA  

x
+ x

+
x
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We believe marketing should play a bigger 
role in lead conversion.
When you implement lead conversion and lead management strategies, marketing becomes 

accountable for a much larger portion of the buying process. Even better, implementing a lead 

nurturing programme removes the element of human error from your lead conversion strategy.

WAIT – WHAT’S A LEAD NURTURING PROGRAMME?

A lead nurturing programme plots a series of communications against a tailored buyer journey.

Using marketing automation software to monitor leads’ online behaviour, lead nurturing  

programmes send leads relevant messages at just the right moments, influencing leads’  

decisions as they progress through the consumer decision making process.

Lead nurturing programmes are fundamentally linked to the sales funnel.

Sales teams use the sales funnel model to predict sales numbers and revenue. By looking at 

past data, they work out the percentage of leads that typically drop off as they move through 

the different stages of the sales gauntlet – I mean funnel.

These percentages are known as conversion ratios. Once you know your conversion ratios, 

you’re able to stipulate how many leads you need to generate in order to meet your sales 

targets.

WHY YOU NEED TO BUILD LEAD NURTURING PROGRAMMES 

COMPANIES THAT EXCEL AT LEAD NURTURING  
GENERATE 50% MORE SALES-READY LEADS AT 33% 
LOWER COST - FORRESTERx

+

TOUCHPOINTS

AWARENESS

INTEREST

CONSIDERATION

INTENT

EVALUATION

PURCHASE

MARKETING AUTOMATION
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WHY YOU NEED TO BUILD LEAD NURTURING PROGRAMMES

IMPLEMENTING A LEAD NURTURING PROGRAMME WILL AFFECT YOUR 
SALES FUNNEL IN TWO WAYS:

•	 It will increase conversion ratios every step of the way.

•	 It will make revenue generation a shared responsibility between the marketing and sales teams.

The result: increased sales and revenue. 

No matter how a lead is generated, it will benefit from being included in a lead nurturing 

programme.

While most of your leads will be generated from your website, you may also capture leads as 

a result of other marketing activities, like tradeshows or events. These additional leads should 

be inputted into a tailored lead nurturing programme in order to increase the chances of  

converting them into customers.

79% OF MARKETING LEADS NEVER CONVERT INTO SALES. 
LACK OF LEAD NURTURING IS THE COMMON CAUSE OF 
THIS POOR PERFORMANCE – MARKETINGSHERPA x

+

THEN... ...NOW
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HOW TO BUILD LEAD NURTURING PROGRAMMES THATINFLUENCE CONSUMER DECISIONS

THINK LIKE A  
CUSTOMER

The key to building killer lead nurturing 
programmes is mapping out buyer journeys.
 
While each product or service will have its own unique buyer journey, all buyer journeys more 

or less mirror the stages of the consumer decision making process. 

Creating a buyer journey may seem a bit like staring into a crystal ball, but by using best  

practice methodology and mentally putting yourself in the consumer’s shoes, you can more or 

less identify what’s going through a lead’s mind at each particular point in the decision making 

process. Once you’ve mapped out the buyer journey, you can create content and messages that 

are relevant to each decision along the way.

When a lead is about to progress to the next stage of the buyer journey, you can send them 

relevant content designed to influence their decision.

This is how lead nurturing programmes use content to influence customers’ decisions and guide 

them down the sales funnel.

While lead nurturing programmes primarily communicate with leads through automated emails, 

messages can also be sent via text message or through any other direct communication channel. 

47% OF B2B MARKETERS SAY THEY EITHER CLOSE FEWER 
THAN 4% OF ALL MARKETING-GENERATED LEADS, OR 
THEY DON’T EVEN KNOW THIS METRIC – FORRESTERx
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THE ROLE OF TECHNOLOGY IS LEAD NURTURING PROGRAMMES

HIT THE AUTOPILOT 
SWITCH

Kick back and enjoy the flight.
 
In theory, lead nurturing programmes could be run manually by plotting buyer journeys in Excel 

spreadsheets and setting email reminders in Outlook. However, most brands need to generate 

a huge amount of leads in order to meet their sales targets. Because of the large quantity of 

leads in play, running lead nurturing programmes manually is simply not possible. Because 

different leads will be at different stages of the consumer decision making process, it becomes 

too complex to track each lead as they move through the sales funnel. 

Marketing automation technology is necessary to make lead nurturing programmes scalable. 

Marketing automation technology is different to CRM (customer relationship management) 

technology. Your CRM system is a platform for managing sales leads, and as such it should only 

contain qualified leads and should focus on managing customer relationships.

Marketing automation technology is software that monitors and tracks leads’ online behaviour 

and sends automated emails to individual leads based on where they are in the buyer journey.

Although CRM systems do give you the ability to communicate with customers, they don’t allow 

you to create buyer journeys or send automated emails based on behavioural triggers. For this 

reason, you cannot run a complex lead nurturing programme through your CRM system – you 

need special marketing automation software.

CONSUMERS HAVE A MIND OF THEIR OWN.
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THE ROLE OF TECHNOLOGY IS LEAD NURTURING PROGRAMMES

Another reason why marketing automation software is necessary for lead nurturing programmes 

is that leads seldom progress through the consumer decision making process in a strictly linear 

fashion.

We’ve explained how you can map out the consumer decision making process as the series of 

decisions that leads make leading up to the point of purchase. In reality, however, consumers 

often skip stages or drop out of the buyer journey for a few months before reappearing in a 

different stage later on.

The reasons why consumers don’t stick to the linear buyer journey are varied. In the B2B sphere, 

there are often approval processes in place that need to be adhered to, which can delay the 

process. In B2C, consumers might need approval from their spouses or need to save up to 

make a purchase. 

On the other hand, urgent circumstances may arise that cause consumers to skip a few steps 

or jump forward to the point of purchase.

Integrating your marketing automation system with your website, buyer journey and CRM system 

allows you to track leads’ online behaviour and respond accordingly.

Integrated marketing automation software allows you to monitor each lead’s online behaviour 

– whether they open and read your emails, whether they click through from social media, which 

pages of your website they view and so on – and flag certain behavioural triggers that indicate 

that a lead is approaching a particular stage of the buyer journey. When a lead sets off a 

behavioural trigger, your marketing automation software will automatically send them an email 

containing content relevant to the particular decision they are making at that time.

In this way, marketing automation software ensures that leads are sent the right content at the 

right time, even when the buyer journey isn’t linear.

As soon as a lead becomes qualified, it is automatically inputted into your CRM system and a 

salesperson is notified. The salesperson can then contact the lead directly to close the deal.

What you end up with is a CRM system filled exclusively with high quality, qualified leads.

Your sales team will now be able to focus their energy on qualified leads, instead of wasting 

their time on dead end leads that are never going to convert into customers. The result? More 

sales and more revenue. That means happy salespeople, happy customers and a very happy 

boss.

COMPANIES THAT AUTOMATE LEAD MANAGEMENT 
SEE A 10% OR GREATER INCREASE IN REVENUE IN 6-9 
MONTHS – GARTNER

x
+
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THE ROLE OF TECHNOLOGY IS LEAD NURTURING PROGRAMMES

WHICH IS THE RIGHT MARKETING AUTOMATION  
SOFTWARE FOR YOUR BUSINESS?

There are a number of different companies offering marketing automation software to choose 

from. Each software package has different features and benefits and subscription costs vary. 

Which marketing automation software package is right for you depends on the unique needs 

of your business.

As it can be difficult to pick the right marketing automation software provider, it’s advisable to 

consult a marketing company or agency that specialises in this field to help you find the right 

match.

HERE ARE SOME OF THE MARKETING AUTOMATION 
SOFTWARE SOLUTIONS AVAILABLE:

	

		  HubSpot - http://www.hubspot.com/

		  HubSpot is the biggest provider of marketing automation software  

		  worldwide.

		

		  Eloqua - http://www.eloqua.com/

		  Eloqua is an enterprise-level marketing automation suite owned by Oracle.

		

		  SharpSpring - http://sharpspring.com/

		  An affordable marketing automation platform that is relatively new on the  

		  scene.

		

		  Silverpop - http://www.silverpop.com/

		  Silverpop originally focused on email marketing and has progressed to  

		  include marketing automation.

		  Marketo - http://mea.marketo.com/

		  A corporate marketing automation platform that also allows you to manage  

		  other parts of your marketing strategy, such as event management.

		  Pardot - http://www.pardot.com/

		  Pardot is owned by ExactTarget, who is in turn owned by SalesForce.com. 	  

		  Pardot is the leading marketing automation provider in Europe.
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HOW QUALIFYING LEADS INCREASES REVENUE 

SHOW ME THE MONEY,  
HONEY.

Traditionally, sales teams are handed a mixed 
bag of leads. 
Old school marketing strategies don’t include lead management, so a large percentage of the 

leads handed to sales are unqualified and still at the very beginning stages of the buyer journey.

The problem with this scenario is that these leads, who are nowhere near ready to buy yet, receive 

an unwelcome phone call from a commission-driven salesperson who tries to convince them to buy. 

THIS RESULTS IN TWO UNFORTUNATE EFFECTS:

•	 Potential customers are left with a negative brand experience. Remember, modern  

	 consumers don’t respond well to a premature hard sell. In fact, they’re often repelled by them.

•	 Your sales team sees leads generated by marketing as a waste of time and stop  

	 responding to them, resulting in missed sales opportunities and a loss of revenue.

The aim of lead management is to convert and qualify leads – that is, work out which leads are 

almost ready to buy – and only then hand these qualified leads over to the sales team. Making 

sure that your sales team is given qualified leads exclusively ensures that they won’t waste their 

time chasing leads that aren’t yet ready to buy or are never going to buy.

Because lead nurturing programmes are automated and able to track leads’ online behaviour, 

there’s no risk of human error coming into play. This means that no lead will ever be forgotten 

about or confused with someone else. When your sales team can focus their energy on high 

quality, qualified leads only, they are much more likely to close deals and sell more. Cha-ching!
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HOW QUALIFYING LEADS INCREASES REVENUE

So, how do lead nurturing programmes  
qualify leads?
Using marketing automation software, you are able to monitor leads’ online behaviour. This 

allows you to qualify leads in two ways:

LEAD SCORING
Lead scoring is a method of lead qualification that assigns a certain number of points to each 

action. For example, opening an email = 10 points, visiting a product page on your website = 

20 points, and so on. When a lead accumulates a certain score, they are considered qualified 

and handed over to the sales team.

BEHAVIOUR FLAGGING
Behaviour flagging is a method of lead qualification that specifies which behaviours signal that 

a lead is either a marketing qualified lead or a sales qualified lead. When a lead displays 

these specific behaviours, they are considered qualified.

PSST!
A marketing qualified lead (MQL) is a lead that shows buying intent, but is not necessarily 

ready to be contacted by a salesperson yet. For instance, you might consider someone a  

marketing qualified lead if they use your price calculator tool on your website. 

A sales qualified lead (SQL) is a lead who actively seeks engagement. For instance, leads 

become sales qualified leads when they click on ‘Contact Us’ or ‘Enquire Now’ buttons. Sales 

qualified leads are ready to buy and ready to speak to a salesperson.

Research shows that leads that have been nurtured buy more than those that haven’t. Lead 

nurturing programmes can also get existing customers to buy more. 

 

The reason that nurtured leads buy more is because they know more.

An intelligently structured lead nurturing programme ensures that all leads are sent information 

and communications based on their unique online behaviour. This ensures that leads are prop-

erly educated about your products and services.

Lead nurturing programmes also help you to upsell to existing customers.

With marketing automation technology, you’re able to track your existing customers’ online 

behaviour too. So, if you launch a new product and you notice that some of your existing cus-

tomers are looking at that webpage, you can build a tailored buyer journey aimed at existing 

customers for that product and add them to that lead nurturing programme.

NURTURED LEADS MAKE 47% LARGER PURCHASES 
THAN NON-NURTURED LEADS – THE ANNUITAS GROUP

x
+
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HOT TO SPEED UP THE SALES FUNNEL

WE’VE FOUND THE FAST  
FORWARD BUTTON.

If you aren’t implementing lead nurturing 
programmes, your sales funnel is probably 
slower than it needs to be. 
Salespeople are typically very busy, usually because they have hundreds of unqualified leads 

to deal with. When they’re swamped, they sometimes take too long to get back to hot-to-buy 

leads. When this happens, the buying process drags on longer than it should.

Your buyer journey maps out the successive decisions and actions consumers go through leading 

up to a purchase against a predicted timeframe. For example, you predict that one week after 

behaviour X, a lead will then engage in behaviour Y. Accordingly, you schedule an email at the 

time of behaviour X, and another email one week later, at the time of behaviour Y.

To speed the buying process up, you can shorten the intervals between your  

planned communications.

Sending the email linked with behaviour Y a few days earlier will prompt the lead to progress 

to the next stage of the buyer journey sooner.

Another way to speed up the sales funnel is to link time-limited special offers to certain  

behavioural triggers. 

For instance, if you notice that a lead is looking at a pricing calculator page, sending them a 

time-sensitive special offer could drive them to make a purchase sooner.

A faster sales funnel means more sales and increased revenue.
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BBD BOOM - HELPING YOU

AND WE’RE HERE TO  
HELP YOU

We set up BBD Boom to help businesses, like 
yours, grow faster.
The sales and marketing playbook has changed and businesses need help to adapt.

We believe passionately in the power of inbound marketing and marketing automation to  

attract and nurture better quality prospects for your business.

Inbound marketing makes so much sense. Why waste time chasing and harassing your  

prospects with outbound marketing. It’s expensive, exhausting and when you switch it off - your sales 

dry up. Inbound marketing brings lead to your door, it’s always on and closing deals is often quicker

Automation isn’t scary. It provides an opportunity for a more personalised experience for  

prospects. That’s good for them and good for you. It also provides a more efficient and  

measurable way to nurture prospects - saving you time and resource.

WHAT MAKES US DIFFERENT?
•	 We’re built from the ground up to focus only on inbound marketing and marketing automation.  

	 We haven’t just bolted it on.

•	 We aren’t an agency. We are a managed service that blends the best technology with  

	 brilliant people to develop the strategy, content and creative to make it work.

•	 We provide fixed pricing - based on deliverables not hours.
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BBD BOOM - HELPING YOU

WHO WE WORK WITH.

IF YOUR BUSINESS HAS THE FOLLOWING CHARACTERISTICS, THEN WE 
WOULD BE A GOOD MATCH TO HELP YOU: 

•	 Your product is a considered purchase - so you understand the need to nurture leads

•	 Your website is an important (possibly underutilised) source of leads 

•	 You have a sales team

That said, please get in contact and if we can’t help, we know lots of other people that can.

Recent projects include:consult a marketing company or agency that specialises in this field 

to help you find the right 

HELPING A FASHION INCREASE 
SALES BY 75% USING CONTENT 
AND SOCIAL CHANNELS

x
+

INCREASING LEADS FOR A B2B 
BUSINESS BY 300%

USING CONTENT TO DRIVE LEADS 
UP BY 180% FOR A GLOBAL TECH 
BUSINESS

BOOSTING WEBSITE VISITORS BY 
80% USING SOCIAL MEDIA

x
+ x

+x
+
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CONTACT US

LET’S DO THIS  
TOGETHER

Has this wet your appetite to find out more? 
We would love to take you through how we can help you and your organisation increase good 

quality sales leads by analysing your current inbound and top of the funnel activity. 

We offer 4 different pricing packages that have been expertly sculpted to make sure there is a 

package for every size of organisation budget. Each package delivers various levels of content 

and engagement, allowing a full nurturing journey to take place. All activity is recorded and 

monitored along the way, always ensuring the very best results and ROI.

INTERESTED? WE’D REALLY LOVE TO HEAR FROM YOU.

EMMA LYNCH
Founder & Head of Client Success

emma@bbdboom.com

01202 900910

07548 095346

ADAM LEWIS
Founder & Head of Ideas and Engineering

adam@bbdboom.com

01202 900910 

07969 129203
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