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Like most things in business, planning 
is the key to delivering results from 
your content syndication and broader 
demand-generation efforts.

Why is this? It’s not because demand marketers and revenue 
teams fail to plan. On the contrary—demand marketers are, as 
a rule, highly diligent at defining targets, designing campaigns, 
scheduling, lining up content, and preparing program metrics.

Nevertheless, we at Integrate get to work with thousands of 
demand generation teams and see so many programs struggle 
to meet their goals because of critical elements that did not 
get enough attention and/or there are big and small silos 
in the effort. These include: setting expectations across all 
stakeholders, especially sales; defining roles across the whole 
process; architecting precision lead routing; aligning follow-
up conversations and processes; optimizing, continuously, 
the components; and developing goals and KPIs for content 
syndication that are distinct from those for inbound programs.

We wrote this with you, the demand marketer, and your 
marketing partners and stakeholders in mind. Most of it will 
be familiar to you. But our hope is that, by organizing this 
knowledge and presenting it as a toolkit, we will help you 
continue to improve your demand-generation efforts and 
reach greater levels of success.

Third-Party Demand Generation and Content 
Syndication in Your Mix
 
The pace of change and the amount of information coming 
at business-to-business (B2B) buyers is overwhelming. In 
reaction, they have become finicky about the sources they 
use, what they expect from content, and how willing they 
are to share information. This reality has put them more 
in control than ever. Plus, there are many more buyers 
now involved in each purchase and they are protective 
of marketers’ and sellers’ ability to communicate directly 
with them. Meanwhile, every B2B brand seems to be using 
similarly conceived, relatively good content and programs 
to reach buyers. This means you have to be extra diligent 
on all aspects of your Content Syndication effort.
 
This is where third-party suppliers can help the demand 
marketer break out from the noise to meet or break 
through pipeline or revenue goals. While digital marketing, 
SEO, SEM, and other inbound programs are important 
components for most B2B teams’ efforts, these channels 
can rarely get the volume or precision required to find 
enough of the right buyers—those with personas that 
most closely match your ideal customer profile (ICP).

Third-party content syndication is an essential tool for 
tapping the “white space” in your market, enabling you 
to build contacts and responses using your brand that fit 
demographic, situational, behavioral, account, or other 
attributes that make them good prospects.

Demand Marketers and Their Stakeholders— 
It Takes an Integrated Team!

 F Marketing Operations
 F Sales development 
representatives (SDRs)

 F Field marketers
 F Event marketers
 F Marketing executives

 F Sales executives
 F Digital marketers
 F Brand marketers
 F Content marketers
 F Product marketers

Introduction

Where Business Starts
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Introduction

Content syndication (“CS” throughout this guide) is the big 
gun in third-party demand generation. CS operates at the top 
of the revenue funnel, but with impact that reverberates down 
through later stages by exposing unengaged, high-potential 
buyers to your message and brand for further nurturing and 
engagement until they are ready to buy. Used in concert with 
inbound programs as well as digital, brand, product, event, 
and other outbound activities, CS can add to an integrated 
marketing effort that pulls the greatest amount of your 
addressable market into your orbit.

How to Use This Guide

The chapters you will find here discuss third-party CS in a 
relative program, process and planning order, from knowing 
when to use it to measuring its results. But it’s not required 
to read the e-book in this order to derive value. There 
are discussions, check lists, and explanatory illustrations 
throughout, and you may find one or more of them useful to 
you first.

Chapter 1 explains use cases for third-party CS.

Chapter 2 covers targeting and the ICP.

Chapter 3 discusses optimal content and messages to use.

Chapter 4 addresses third-party CS partnerships 
and sourcing.

Chapter 5 explains the critical topic of data governance.

Chapter 6 describes the use of intent data and signals.

Chapter 7 covers the integration of third-party CS into 
marketing as a whole.

Chapter 8 discusses the all-important follow-up effort.

Chapter 9 reviews the monitoring and measurement 
of CS programs.

Chapter 10 is about Integrate, the creator of this guide.

And finally, a Reference Section at the back of the guide 
provides a short glossary of demand marketing terms.

 

Use of the Term “Source” in This E-Book

Currently there is no standard term to refer to an information 
resource, medium, or marketing service that makes 
connections with customers and provides settings from which 
leads can be obtained. Numerous other terms such as “lead 
provider,” “publisher,” “media partner,” “database provider,” 
and “tele-outreach provider” are used in the industry today 
(see Chapter 4). Throughout this guide, we have chosen to 
simply use “source”.

 
A Final Note Before We Begin

In today’s world, it’s the demand marketer who’s 
most in control of revenue programs—not the media 
property, not the supplier, not the source, and not 
the account sales teams. We hope this guide will help 
you leverage today’s extraordinary capabilities and 
tools to lead your organization’s revenue efforts.

“Content syndication can 
complete a virtuous circle 
that pulls the greatest 
amount of your addressable 
market into your orbit.”

About the Authors

Candace Farina is Senior Product Marketing 
Manager of Integrated Media at Integrate. 
Her passion for stepping into the space 
of what marketers must master drives 
her effort to create compelling, smart 
strategies that make a difference.

Sean Weglage is Vice President of Integrated 
Media at Integrate. His experience in 
demand and brand helps marketers deliver a 
high-impact, always-on marketing approach.

Sean Weglage VP Integrated Media at Integrate

Where Business Starts

https://www.linkedin.com/in/sean-weglage-5505ab1/
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Chapter 1 — The Role of Third-Party Demand Generation and Content Syndication

Third-party content syndication is 
uniquely able to identify, brand, and 
deliver quality names to your revenue 
program—solely within your target 
accounts, if needed—that you and 
your team can turn into qualified leads 
and opportunities.

• Here, “quality” means:

 ‒ Meet the criteria for your ideal customer profile 
(Chapter 2, next); and 

 ‒ Validated, agreed/opted-in, and compliant for 
each name (Chapter 5 ).

• And a “name” means one of:

 ‒ A contact—an individual who has opted in* to your 
communications; or 

 ‒ A lead—a contact that has been exposed to your message 
and accessed your content; or 

 ‒ A response—a lead that has shown intent (Chapter 6 ).

The simple answer to the question, “Do we need third-party 
demand generation?” is:

If our inbound programs can’t deliver a sufficient number 
of quality names to meet our revenue targets, we need 
third-party demand generation.

Note that, while your stakeholders will generally only talk 
about “leads,” in fact it could very well be a mix of contacts, 
leads, and responses that will be the right path to hit your 
revenue targets. This is because most revenue teams 
can, and more importantly should, handle each kind of 
name in its own way. See Chapter 8  on how to ensure 
good follow-up to leads delivered by your program.

Names Deliver Insightful Data Too

We’re sure you already know this, but third-party demand 
generation doesn’t boost your revenue prospects solely by 
generating new names. You also benefit from additional data 
that a third party can get you for names you already have. 
For example, names that your team of sales development 
representatives has returned to nurture might match from 
a third-party source as active in a new area of interest.

With this additional data, you can continue to mine your 
contacts database by filtering those contacts at key 
accounts by interest signals and readiness to buy. This 
uncovers fresh opportunities that can then be routed 
for development and sales (see Chapter 6 ).

“Content syndication is 
useful for awareness, thought 
leadership, supporting brand 
marketing, and other goals 
for the early and middle 
stages of the buying process 
beyond just generating 
leads and responses.”
Candace Farina Sr. Product Marketing Mgr. at Integrate

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.linkedin.com/in/candace-boyette-farina-a709783/
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Third-party CS is the essential marketing tool to fill our pipeline 
with compliant, targeted, qualified and net-new leads, especially 
as data privacy and compliance have become increasingly 
business critical.

— 
Adam W. Barney, Senior Manager of Global Marketing & Demand 
at Akamai Technologies

Chapter 1 — The Role of Third-Party Demand Generation and Content Syndication

Where Business Starts

https://www.linkedin.com/in/adamwbarney/
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Chapter 1 — The Role of Third-Party Demand Generation and Content Syndication

When to Use Third-Party CS

CS programs distribute your marketing assets—white papers, 
research reports, guides, recorded webinars, videos (see 
Chapter 3)—to target customers. With CS, a third-party 
supplier embeds your assets in the information sources 
customers use, where they can discover and consume 
them. Usually these are multiple sources used to generate 
responses —email, online, and tele-outreach are the most 
popular. But it’s critical to understand that as it defines what a 
CS program can deliver.

And what can CS deliver? Primarily, leads and responses. 
But not exclusively these.

CS also amplifies and provides depth to top-of-funnel 
marketing. Because it uses almost every kind of asset, CS is 
the richest and most varied of programs, capable of providing 
B2B demand and revenue teams with very deep information in 
a kaleidoscope of formats. It’s useful for awareness, thought 
leadership, supporting brand marketing, and other goals for 
the early and middle stages of the buying process beyond just 
generating leads and responses.

High relevance to the top of the funnel naturally makes CS an 
outstanding engine that sets the stage for late-funnel activities. 
But it’s important to remember that CS is not a late-funnel 
program itself. For example, CS is not BANT. (This is the delivery 
of leads that have Budget, buying Authority, a Need for your 
product, and good Timing to make a purchase.) Instead, CS 
“feeds” BANT programs or can be an integral component of one.

This takes us to a final point about CS. Conversion rates 
throughout the funnel are an important set of metrics for 
the health of a revenue program. But be cautious about 
comparing conversion rates from CS-originated leads 
to those originating from inbound programs. As a third-
party tool, CS generally delivers leads and responses 
with lower conversion rates than inbound. Its power is 
different: CS closes gaps between revenue goals and what 
your inbound programs can’t achieve—scale, precision 
of targeting, and guaranteed names/contacts/leads.

Where Business Starts

“With the marketing landscape 
changing Content Syndication 
is becoming a more important 
lead gen tactic.  Buyers are 
becoming more educated prior 
to engaging with a potential 
vendor.  While Content 
Syndication leads may not 
be as bottom of funnel as a 
phone call or website outreach, 
they are an effective and cost 
efficient way to fill the pipeline.”
Shelly B. Demand Gen Leader
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Chapter 1 — The Role of Third-Party Demand Generation and Content Syndication

Third-Party Demand Generation Is Always On

Marketing usually organizes its activities into campaigns, and 
demand marketing is no exception. Marketing campaigns have 
a beginning, middle, and end, defined moments of impact, and 
beneficial alignment with internal and external events such as 
launches, conferences, or what’s happening in the market.

Third-party demand generation programs can be similarly 
aligned and should always coordinate with campaigns 
(see Chapter 7 ). Just remember, customers have their 
own timeline and buying journey. The fact that you have 
something to say because of a launch or conference 
does not mean that any particular customer is going 
to be ready to engage with your brand or content.

Plus, you always need pipeline—not only when a campaign is 
running. You can deliver pipeline regardless of your marketing 
schedule if third-party demand generation and CS are a 
consistent, always active part of your revenue program. Any 
buyer anywhere who happens to be in the early to middle 
stages of purchasing can be exposed to your content and 
message at the moment when they’re ready to absorb it.

For any of the following, we probably do.

 F Add more names to those we get inbound 

 F Get names that are closer to our target profile 
than we get inbound 

 F Support pipeline independently of our 
campaign schedule 

Do We Need Third-Party Demand Generation?

 F Close gaps between revenue goals and 
what we achieve inbound 

 F Get more data on the names we have 

 F Find hidden leads among the names we have 

 F Amplify or provide depth to top-of-funnel marketing

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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The fundamental issue with inbound is that it’s rarely 
scalable in B2B. Outbound demand gen, driven by push 
channels like email marketing and powered by channels 
as diverse as events, social and targeted display ads, can 
produce predictable lead outcomes. It’s this predictability 
that makes it the logical choice to start the customer’s 
journey with the customer before everyone else.

— 
Bret Smith, CEO
at HIPB2B

Chapter 1 — The Role of Third-Party Demand Generation and Content Syndication

Where Business Starts

https://www.linkedin.com/in/bretsmithhip/
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Chapter 2 — Targeting: Identifying the Right Audience

In the previous chapter, we said that a 
quality name is one that aligns well with 
the ideal customer (as well as being 
validated, opted in, and compliant). To 
get quality names from any demand-
generation program, you naturally need 
to define the right profile of buyer and 
of accounts. A frequently unappreciated 
additional task, however, is to define 
“aligns well.” In this chapter, we are 
going to discuss both.

The ICP 

Who is the right audience for your brand? Your solution? 
Your product? Your program? The ideal customer profile, 
or ICP, is your instrument for determining this. The 
operative word in “ideal customer profile” is ideal. You’re 
looking for the B2B professionals who closely match 
a profile by a set of criteria (see list to the right) and/
or, if you are working off a named account list for an 
account-based program, works at an organization with 
the right role. Fortunately for demand marketers, all 
that’s important are outcomes. More on this later.

How to define the ICP? There are two strategies for this, 
both of which can apply to your product, portfolio, or brand.

1)	 The criteria-based strategy for defining the ICP 
You describe the persona of the ideal customer—i.e., 
who that individual is, using varying criteria. 

• Role (job function)
• Department
• Job title, seniority
• Type of influence on purchasing
• Scope of influence on purchasing
• Degree of involvement in your product’s category 

or categories
• Industry
• Segment, organization size
• Geography
• Degree of influence on others
• Amount of social engagement
• Engagement in activities related to your product
• Engagement in activities showing receptivity 

to your product
• Consumption of content relevant to buying your product
• Actions taken with regard to your product
• Actions taken with regard to related products
• Requests to be contacted by your brand
• Requests to be contacted by related brands

Many of these criteria can be used, or only a few. Assuming 
the description is well-founded (see below), the more criteria 
you use, the higher the quality of the leads—but the lower 
the quantity. This is neither good nor bad. Demand marketers 
can and should tune quality vs. quantity based on what their 
nurture, development teams and sales teams can consume, 
as well as on how close they are to revenue goals as a 
program progresses. There’s more on this in Chapter 8 .

The more criteria you use, 
the higher the quality of 
the leads—but the lower 
the quantity.

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
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Chapter 2 — Targeting: Identifying the Right Audience

test segments of the contacts, leads, and responses 
from your program by examining how their conversion 
rates compare. This gives you guidance to continuously 
hone the ICP and improve program results in flight.

This guide can’t be a treatise on analytical methods. What we 
will say, however, is that any analytics, however basic, are 
better than none at all. If you can also do testing, you are very 
much ahead of the game.

We encourage you to start with something and build as 
you go. For example, you can interview customers, sales, 
and your customer success team to understand the typical 
profile of the accounts and influencers at the last dozen 
or so successful sales. This can give you enough objective 
intelligence to get started.

ICP

LEADS

Initial Analysis

Analysis

ICP
Tuning Conversion

Rates

Pipeline
Data

Buyer
Research

Creating an Account-Based ICP and CS Program

For this guide, we are going to assume if you are using a target 
or named account list, you have figured out the best way to 
generate leads within your business (this could a major topic 
for its own guide!). Target account lists can be generated and 
be developed as a static list jointly developed with sales, and/
or a dynamic list updated from your data or intent providers 
(see Chapter 7 ) or even your demand gen providers.

There are a few, core best practices when developing and 
executing account-based lead gen programs. A frequent 
question is how big can or should my list be? This will vary 
based on your business strategy, industry and company 
and products’ total addressable market (TAM). For your CS 
program, the size of your list should be a minimum of 300-500 
accounts. An important variable to consider is the size of the 
accounts themselves (how many employees). If the target list 
is made of small-to-medium businesses (SMBs) than you will 
need a larger list, simply because these companies don’t have 
a large base of employees that would fit your persona/profile.

It is also important to understand and be realistic around 
delivery for your account-based CS program. A simple way to 
calculate for approximate lead delivery is to take the size of 
your target account list and divide it by one-third. For example, 
if your target list is around 1000 accounts, you should expect to 
set a target of about 300 account-based leads that meet your 
ICP/persona. Another factor to consider is how many partners/
sources you are distributing your target account list to as part 
of your CS program. If your list is too small and you’re going 
across multiple partners, you are going to saturate your target 
prospects and create a very negative experience that will likely 

2)	 The account-based strategy and CS approach 
CS is a powerful method for precision targeting. For those 
executing account-based sales and marketing programs, 
it is an efficient and effective way to identify, engage and 
generate key roles on your named account list. You compile 
the organizations your sales teams are targeting, or that 
are generated from intent or signals (Chapter 6 ) you 
get from your data providers or from sources in your paid 
media programs.

In fact, coverage is the chief aim of the account-based 
strategy. The problem you are solving is the increasingly 
collaborative buying process we see today, especially in large 
organizations. This is the so-called “buying committee,” where 
individual relationships and trust built up by your sellers, 
sometimes over years, are less effective simply because 
of other purchase influencers the sellers can’t reach. In 
such an environment, maximizing sales’ footprint inside an 
account is the most critical factor in demand generation.
 

The Well-Founded ICP 

The absolute best way to determine a criteria-based 
ICP for your brand, solution, product, or program is with 
research, analytics, and/or testing. A model method for 
this would start by analyzing complete pipeline customer 
profile data broken down by conversion rates throughout 
the funnel, plus market research on customers as they 
move through the buying process (Figure 1). This would 
reveal which contact and account criteria are most 
likely to propel customers from awareness through to 
purchase, and define your initial ICP. Then you would Figure 1. Model method for defining the ICP.

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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Chapter 2 — Targeting: Identifying the Right Audience

hurt your ability to engage specific account decision makers. 
The final piece of guidance, depending on the size of your 
named account list, is to split the list up if you are going to use 
multiple partners/sources.

It is important here to work with your sources and providers 
(see Chapter 3) to determine their coverage of your personas 
within your target account list. The number of accounts in 
your list is connected to what is achievable in quantity of 
overall leads produced, based on typical account penetration 
for a source. This is helpful for setting your own and your 
stakeholders’ expectations.

Assessing Your Leads Against the ICP

Matching criteria-based ICPs needs to adapt to context in 
order to work. (Also, your matching strategy needs to be 
communicated clearly and continuously to your stakeholders, 
see Chapter 8 .) Before we explore what that means, 
though, let’s get one basic point out of the way:
 
The ideal customer profile, as its name implies, is 
aspirational, not literal. It plants the flag for finding prospects 
but does not describe each and every one of them.

As obvious as this may be, we at Integrate regularly 
see marketers, or more often their demand-generation 
stakeholders, lose sight of the core goal––finding the right 
prospects within the right type of companies, industries and 
market segment(s).

To assess how close a match any individual lead is to the 
ICP, you can compare both the number of criteria that are in 
range as well as the distance of each out-of-range criterion. 
For example, if you have six criteria defined in the ICP, a lead 
may have two criteria in range (e.g., company size and title) 
and one that is only similar (e.g., division-wide instead of 
company-wide influence). You can use these factors as part 
of the calculation of a lead score—a number representing 
how closely a lead matches the ideal customer profile. 
Diverse leads can get roughly equivalent scores: a lead, say, 
with only one criterion in range but four that are similar.

Once a lead is scored, however, you need to have a 
defined process in place that determines what happens 
to it—its routing. There are a few options to consider:

• send it to a nurture program to further qualify 
readiness or interest?

• send it to your SDR team (your sales development 
representatives) to warm the lead

• send it directly to sales because it is a contact 
within named accounts?

These are the main choices you have for each lead generated 
via your CS campaigns. Lead scoring is a tool that can be 
used to create a workflow based on the lead and account 
activity. Lead scoring is closely tied to routing and follow-up, 
so we discuss it in Chapter 8 .

It’s important to note that you can and should return leads 
that do not match your agreed-upon lead criteria ICP or if 
the data is invalid, incomplete or inaccurate (missing any 
information or contains bad phone, email or physical address). 
Today, instead of manual inspection and return of leads from 
your CS providers, there are tools you can use and platforms 
you can invest in (such as our own Integrate Demand Cloud 
and Data Accelerator software) to ensure that your CS and 
third-party demand programs deliver 100% marketable, 
matched lead data.

Where Business Starts

“Creating account lists based off 
of our ICPs enables us to be more 
deliberate in our marketing efforts. 
We can create messaging, targeting, 
and follow-up all geared to a 
specific profile. We then establish a 
feedback loop of how effective our 
marketing is based off our success 
rates with that account list.”

Zach Diamond 
Demand Generation Manager
at Social Solutions

https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.linkedin.com/in/diamondzach/
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Chapter 2 — Targeting: Identifying the Right Audience

But there’s a less obvious, and unfortunately harder 
to pin down, context as well: How the various 
components of your revenue program handle the 
leads they get, including what metrics and KPIs are 
available to see the outcomes of those leads.

Chapter 8  covers the impact of follow-up efforts on your 
demand-generation programs, and Chapter 9  covers 
metrics. The reality is that, at least when you start, you will 
get the metrics you get. The point on context that applies 
here is that any outcomes you can measure for each part of 
your revenue program are extremely helpful to matching and 
routing. For each component of your revenue program, the 
better your metrics and the more capable or adaptive it is, the 
wider a range of scores it can handle; and vice versa. A highly 
capable, well measured nurturing system can widen your 
definition of a close match, lowering your lead-scoring 
threshold to increase pipeline and accelerate goal attainment.

Where Business Starts

“Lead-scoring can help you prioritize team efforts to achieve Sales 
Qualified Opportunity (SQO) growth using the same resources.

It’s important to recognize that not all leads are the same from CS or 
any channel. That’s why we design priority follow-up through email, 
direct mail, or SDR/BDR call-outs with ICP accounts showing greater 
engagement or greater intent for our solutions.”

Marina Lemas Sr. Manager, Integrated Demand Marketing 
at Gigamon, Inc.

Providing Your ICP and Audience to Your Sources

One of the important things to get right is to clearly 
communicate both the literal attributes of your ICP and/or 
your target account list to the sources you partner with on 
our CS effort. Start with the criteria as you have defined it, 
and then work to match with each source’s audience. Clarity 
upfront gets you off on the right foot and sets the program up 
for success.

https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.linkedin.com/in/marinalemas/
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Provocative, Compelling, 
Relevant, Contextual Content



Your third-party content syndication 
programs benefit greatly from special 
attention to content. Your assets 
are not usually presented to buyers 
within your brand environment, and 
are likely to be exposed to a quite 
diverse set of influencers (remember, 
this is the particular strength of 
third-party CS—see Chapter 1).

P  —  18Integrate.comWhere Business Starts

Nobody ever said, “I want CONTENT!” “Please send me more 
CONTENT!” The fundamental questions you want to ask for 
CS (or most demand and activation content) are, “Does your 
content answer a specific need? Does it show how to avoid/
navigate/solve a problem?” or “Does is it answer questions or 
needs your B2B audience/personas are looking for?”

This means that the content you use will typically be 
educational, how-to guides, research reports, and similar 
assets covering topics or subjects that are important in the 
markets and for the personas you are trying to reach. With CS, 
you can introduce and educate prospective buyers on issues 
and trends to show and add value, attract buyers to your 
brand, and set up compelling reasons for discussion as part of 
your follow up.

Chapter 3 — Provocative, Compelling, Relevant, Contextual Content

Ensuring the Best Content: Essential Principles

What types of assets to use.
The wider variety of formats you use, the more likely you will 
meet the buyer’s information needs. It’s also worth noting 
that different buyers engage with the same information in 
different formats; this could be due to job function or just 
personal preferences. One thing is clear. You want to avoid 
using product information and assets for CS, as this is your 
introduction to the prospect. Content should focus on trends, 
shifts, or how-to type content around important topics you 
and your ICP and personas are aligned with (Figure 2).

Awareness

Interest

Consideration

Preference

• Videos (short-form) • Infographics • GIFs/memes • Sponsored articles

• Blogs
• Infographics

• E-Books
• Slide shows

• Sponsored articles
• Recorded webinars

• Case studies
• White papers

• Recorded webinars
• E-Books

• Checklists
• Guides

• Blogs

• Videos (long-form)

• Case studies

• Research reports

• Recorded webinars

• E-Books

• Slide shows

• Guides

• Sponsored articles

Goal Good asset formats

Figure 2. Asset types and their impact.



P  —  19Integrate.com

Chapter 3 — Provocative, Compelling, Relevant, Contextual Content

Having a strong ICP to target can help reverse engineer the 
necessary content for a program. Which product are you selling 
to the ICP? Have a case study for that product. What is a specific 
problem that product solves? Write a guide based on solving 
that problem. What would you like the prospect to see before 
that guide? Make an infographic or video. One of our goals is to 
establish clear content trajectories from awareness through to 
decision relative to our ICPs. 

— 
Zach Diamond, Demand Generation Manager 
at Social Solutions

Where Business Starts

https://www.linkedin.com/in/diamondzach/
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Personalization and verticalization.
Content and your message are most relevant and contextual 
when they pertain to a buyer’s scenario, lifestyle, industry, 
segment, geography, and so forth. You can accomplish this, 
first by using multiple assets with each provider as discussed 
above; also, a single deep asset that organizes many 
industries and other important contexts so a buyer can easily 
find the most relevant ones.

Testing rules all.
Much as with the ICP (Chapter 2), your absolutely best 
program is one that you measure and adjust as you go along, 
working with your third-party providers. In fact, ask your 
providers what generally has worked best for their audience 
and efforts. Then test. A good instrument for this is the split 
test: vary asset type, quantity, topical focus, even tone if 
you can, with tagged placements to the same audience. 
Differences in outcome point the way to a better content mix. 
Just remember: Only vary one aspect at a time! Otherwise 
you may not be able to determine which aspect improved your 
success rates.
 

Orchestrating with Awareness and 
Communications Campaigns

We noted in Chapter 1 the power of CS in particular to amplify 
and provide depth to top-of-funnel marketing programs. How 
does this work? Chapter 7  discusses this from a process 
and management standpoint. Here, from the standpoint of 
your content, we examine the customer experience and how 
orchestration with your early-stage messaging efforts impacts 
the buying process.

Initially, your customers don’t recognize a need for your 
product. This can be for a variety of reasons, many having 
to do with specific situations such as their organizations’ 
strategies, plans, budgets, organizational capabilities, etc. 
But that doesn’t mean that they will ignore your message or 
content. On the contrary, buyers are always gathering insights 
and information and looking for new solutions that may be of 
use—especially the most influential buyers.

“Third-party providers have a 
wider window into what other 
very talented marketing teams 
are doing and are a valuable 
resource to leverage in a 
trusted environment.” 

Adam W. Barney 
Senior Manager of Global Marketing 
& Demand at Akamai Technologies

Where Business Starts

How many assets to use.
Do you need more than one of each type? This depends on 
three things: The breadth of your message, its applicability 
across industries or segments, and the scale of your 
syndication goals. Larger scales or shorter timelines may 
require more assets to attain goals. For CS, it is recommended 
that you use a minimum of three to five assets that the third-
party provider can choose from to engage with their audience. 
Selecting and aligning your persona(s) to the asset is critical, 
and good providers know their audience personas best.

Tone.
No matter the type of asset, prospective buyers want to 
trust the information they’re consuming—and are more eager 
than you might realize to connect with your brand. You’ll 
especially need their trust if it’s important to your marketing 
effort to move them from typical thinking or the status quo. 
Being human and authentic are the keys to compelling and 
provocative content.
 

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.linkedin.com/in/adamwbarney/
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ACTIO
N

SALESUnaware Customer Identifies
NeedAware Customer

Report Ad Video

Guide AdArticle

SDRs

Nurturing

Figure 4. Content syndication accelerating 
buyer awareness.

ACTIO
N

SALESUnaware Customer Identifies
NeedAware Customer

Article Event Ad

Video Ad White
PaperReport

SDRs

Nurturing

Figure 3. Content syndication initiating and accelerating 
buyer awareness.

Where Business Starts

So, what could this exposure look like?
 
Customers browsing articles could discover and use 
a relevant and compelling asset your CS partner has 
strategically placed (Figure 3). Relevance, depth, 
and the neutral context adds impact to this first 
impression. At some point later, they read the article that 
mentions your product and brand and their awareness 
levels rise more durably, for similar acceleration in 
your direction during their buying process.

What’s fascinating is how well the inverse experience 
also works. It could start with an article, driven by a 
communications campaign, that mentions the product and 
your brand (Figure 4). A link in the article leads to a research 
report you’ve sponsored that has a call to action for the 
customer to learn more. Some B2B professionals will click 
on the link in the article, but this is an initial impression 
among the unaware, so most will not. At some point later, 
while reading articles unrelated to any of your awareness 
or communications campaigns, they could see a relevant 
and compelling syndicated asset of yours. Accessing it, 
they receive a further impression—now with greater impact 
because of its relevance and greater depth. At the time they 
identify a need and start their research, you have already 
started pulling them towards your brand and product.



—
Chapter 4

Selecting the Right 
Provider and Sources
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The primary task of a content 
syndication partner is to provide the 
right number of quality contacts, leads, 
and responses at the right pace.

It’s worth noting that you may not always want a fast pace—it 
depends on what your follow-up can handle (see Chapter 8 ) 
—but you do always want to be able to control the pace of lead 
delivery. Regarding quality names, see Chapter 1; all we will say 
here is that these are contacts, leads, and responses that are 
validated potential buyers of your product.

The three overlapping methods a CS provider can use to 
provide quantity, quality, and pace are: how big and aligned 
of an audience the partner has available; how many routes 
the partner uses to acquire new names or data; and how 
much depth and analysis of the data the partner can provide. 
A potential provider may use only one or two of these, so it 
helps to know how each works.

In this chapter, we’d like to identify and sort through all the 
capabilities to look for and evaluate in a potential CS provider.

 
The Different Types of CS Providers

Today, there are not just many CS providers, but many 
kinds of them. You will hear labels such as “lead provider,” 
“publisher,” “media partner,” “database provider,” and “tele-
outreach provider.” In our view, these don’t reveal much about 
the provider. All of them can make connections with B2B 
professionals that fit your criteria and create environments 
where they see your message, access your content, and opt 
in to be contacted by your brand.

It’s important to understand how, where and what channels 
the providers use to identify, engage and generate the 
names/contacts/responses/leads for your program. 

Three important questions to ask, understand and work on 
with your providers are:

• What channels does the CS provider use and recommend 
for your program (email, online, tele-outreach, etc.), based 
on your goals, audience and brand? 

• How will you present my brand and content assets to your 
audience or database? 

• What is the primary source of your audience or database 
you use to identify and engage my audience?

Evaluate CS Provider Software Capabilities
Whether you’re using a single stream source, a 
marketplace, or both, one capability you’ll be glad 
you ensured is a secure, compliant connection 
to your core marketing and/or sales systems. 
This means more than just providing reporting. It 
means integrated validation and data governance 
automation (see Chapter 5 ); lead data enrichment 
from multiple data sources, including external ones 
(such as intent data, Chapter 6 ); deduplication and 
standardization of data; and real-time injection of 
names to your marketing automation and customer-
relationship management systems. You can learn 
more on what’s available in Where Business Starts, 
which is about Integrate.

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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Database Size vs. Number of Channels 
vs. Signals Surfaced 

A large audience and database of contacts naturally makes 
it more likely that your provider can meet a wide range of 
quantity requirements. What’s less obvious is that it also 
enables dynamic and responsive pacing: with a large pool, you 
don’t have to worry if you need (or want) to open the spigot 
more than originally anticipated. This gives the provider, and 
you, a wide range of control of the pace of lead delivery. If, 
like Integrate, the partner can “close the loop” on performance 
KPIs, then sources can be adjusted directly within the 
program’s reporting and toolset. (See the section Closing the 
Loop on Metrics in Chapter 9 .)

The more channels a CS provider can use to acquire leads, 
usually the better control you can have over pace, especially if 
the provider is adept at adding or subtracting these resources 
as you go. But the bigger benefit is in lead quality, as channels 
that are underperforming from a quality standpoint can have 
multiple alternatives readily available to you.

And lastly, the deeper the data and the better the analytics 
a CS provider has, the more buyer interest and readiness 
signals you can acquire to inform intelligent follow-up. These 
can be quite powerful for identifying quality leads (see 
Chapter 6 .)

Single-Stream Publisher vs. Marketplace 
Approaches

Finally, a word on the two kinds of lead-source engagement 
you can get from a CS partner. Providers that offer a single 
stream give you one ongoing feed of names that meet your 
requirements, generally sourced from a single media brand 
or set of brands integrated at the source. This provides 
simplicity and can also work more easily with integrated 
marketing programs that use the same media, but they are 
usually limited in range and responsiveness.

The other popular type is the “marketplace.” A marketplace 
is a provider that organizes a network of diverse providers 
or online resources to generate and source leads. With a 
sourcing marketplace, all three of the methods discussed 
above for driving quantity, quality, and pace are available to 
you. You can access multiple sources with broad reach or 
niche audience capabilities or a mix, activate new sources 
quickly in response to ongoing results, diversify or narrow 
sources to tune those results, and scale up or down in 
response to the performance of your revenue program as a 
whole. (see Where Business Starts to learn how Integrate’s 
Lead Gen Marketplace works.)

Your CS Partner and Your Brand 

Each time prospective buyers engage with a source and 
encounter your content, how much they trust what they see 
is based on the quality of the content and their confidence in 
the source. Impressions that build trust don’t just accelerate 
your leads through the funnel, they support your overall 
branding efforts.

Support for Quality of Content

A CS partner may not create or maintain your content, but 
should be able to:

 √ Guide you to optimal content selection at all of 
the sources used.

 ‒ Best type, quantity, tone, personalization/verticalization for 
each source (see Chapter 3’s section on Personalization 
and verticalization) 

 ‒ Greatest relevance to each audience 

 ‒ Differentiation and impact—greatest chance of being 
noticed and accessed 

 ‒ Alignment to your program goals

Doing this well can take considerable management of and 
familiarity with the sources, and a good CS partner will 
remove much of that burden from your team.

 √ Handle multiple assets from you for each source to choose 
from for best results. 

 √ Facilitate testing and in-flight adjustments. 

 √ Provide ongoing expert guidance and 
program management.

Where Business Starts

https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase3/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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A CS Partner Evaluation Checklist
Support for Trusted Sources

Buyers attribute trustworthiness both to sources and to the 
brand behind the content they are engaging with, so it’s 
important to understand a CS provider’s practices. Buyers’ 
confidence in a source can diminish with self-serving 
messaging, too many requests to register, or requiring too 
much information, for example. Your CS partner should:

 √ Have good data collection practices that maintain 
customer trust. 

 √ Comply with data-protection regulations and standards. 
(For	details,	see	Chapter 5 .) 

 √ Provide you with attestations or audit reports 
as required for your compliance needs.

There are many potential elements to a good CS partner for 
your program. Based on its needs, some may be more critical to 
success than others. The check list provided here summarizes 
all the elements we’ve covered to ensure you find them.

 F Unified orchestration of 
diverse, numerous sources

 F Lead-quality validation

 F Database size

 F Number of channels available

 F Depth of data and analysis

 F Closed-loop KPIs for adjusting sources

 F Dashboards / analytics panels

 F Data enrichment capabilities

 F Automated data governance

 F Real-time injection to MA and CRM

 F Integrated validation

 F Good data collection practices

 F Customer information security

 F Data-protection compliance

 F Guidance for optimizing 
content at multiple sources

 F Multiple assets per source

 F Asset testing

 F Ongoing expert CS guidance

 F Attestations and audit reports

Where Business Starts

Identify your priorities and requirements and use these to evaluate your CS providers.

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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Selecting the right vendor is becoming more and more 
critical. As more companies enter into the Content 
Syndication lead gen space, it is imperative to understand 
the vendors outreach tactic, overall QA (quality assurance) 
process, as well as having complete transparency to 
include the ability to perform periodic audits.

— 
Shelly B., Demand Gen Leader

Chapter 4 — Selecting the Right Provider and Sources

Where Business Starts
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As we learned throughout this 
guide, when done right, content 
syndication can be an invaluable 
method for generating B2B targeted 
names, contacts and responses that 
meet your ideal customer profile 
and/or named account lists which 
fuel your revenue programs.

The team at Integrate is privileged to help thousands 
of B2B marketers across the world earn greater value 
from their demand and revenue generation efforts that 
span critical demand channels––content syndication 
(CS), social, events, webinars and digital advertising.

Based on deep market expertise that started with content 
syndication, experienced B2B teams consistently rely on 
Integrate’s Data Acceleration Platform to validate and process 
CS-generated leads (over 100 million to date) before they are 
routed into their sales systems. Likewise, demand gen pros 
leverage our Lead Gen Marketplace and global partners to 
identify, engage and generate CS leads that match specified 
criteria to help meet their demand marketing goals.

This unique view and prominent role in demand provides 
a front seat into what’s working and what not, in the world 
of third-party demand gen. This guide is a compilation 
of years of knowledge and of working closely with 
B2B demand teams who make Integrate a part of their 
demand efforts. You’ll note advice and commentary from 
many Integrate customers throughout this guide.

Integrate’s Demand Cloud to Scale 
Your Demand Engine
 
Integrate’s Demand Cloud is a scalable solution B2B 
marketing organizations rely on to unify disconnected, 
disparate demand gen channels, processes, data, 
programs and marketing technologies. Streamlining 
with the Integrate Demand Cloud helps marketers get 
more out of their demand budgets, increase efficiency, 
and improves lead-to-pipeline conversions.

Inside the Integrate Demand Cloud is our Data 
Acceleration Platform that provides data governance, 
integrity and global compliance to ensure all leads 
generated through paid media––CS, social, webinars––
and events are validated and standardized, before 
being routed, within seconds, to your desired marketing 
and sales systems for rapid, informed follow-up.

Where Business Starts

In 2019, we helped our top 
20 customers generate 
over $1 trillion in pipeline 
using Integrate’s Demand 
Cloud and solutions set.
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There are multiple ways to tap into the Integrate Demand 
Cloud for your third-party demand and CS efforts. 
Here are a few highly effective, quick-win options 
that include advice contained within this guide:

Integrate Lead Gen Marketplace to generate 
quality leads
As discussed in Chapter 3, there are two models of CS 
providers––single publisher/source (the providers you choose 
and are working with) and Lead Gen Marketplace. Flexibility 
is key and Integrate’s solution set supports both. To help 
scale demand efforts and free up your resources, Integrate 
offers a Lead Gen Marketplace. This global marketplace is 
comprised of approximately 150 diversified lead providers—all 
vetted and certified by our Integrate Lead Gen Marketplace 
team - who use a spectrum of ways to identify, engage 
and generate leads that match your criteria and target 
audience. Each lead generated is validated through our Data 
Acceleration Platform, ensuring the leads delivered across 
the Lead Gen Marketplace are clean, intelligent, compliant 
and ready to be fed into your revenue generation programs. 
Because the Lead Gen Marketplace has such tremendous 
collective reach, B2B demand teams can achieve both the 
quantity and quality needed from their CS programs.

In addition to quality demand gen, many of our Lead Gen 
Marketplace customers tout the ability to work with one 
provider team to manage and execute their collective 
CS programs. This means you have an accountable team 
focused on your campaigns, thus reducing your need 
to find individual, quality providers. Replace the time-
consuming process and administration with renewed spunk 
for your demand gen strategy, creative and content.
 

Integrate Data Acceleration software for 
100% marketable prospect data
Bad leads damage more than just revenue. They diminish 
organizational trust and weaken demand and revenue 
programs before they even begin. The secret sauce 
behind the Integrate Demand Cloud and the Integrate 
Lead Gen Marketplace is our Data Acceleration Platform. 
All leads generated via your paid media programs are 
sent through the platform in real time to ensure clean, 
intelligent and marketable leads for your sales and 
marketing programs. The governance includes:

• Lead validation—phone number, email and physical address 
details are complete and working 
 

• Lead compliance—all leads adhere to your data privacy 
guidelines, global and local regulations  

• Lead standardization—all leads are standardized to map to 
your field requirements and formatting  

• Lead delivery—all leads are sent to your core marketing and 
sales systems in a matter of minutes 

• Lead Insights—all leads are tracked and managed; reporting 
and analytics are available before, during, and after 
programs to help you see what’s working, what’s not, and to 
help optimize your investment.

 

Third-party demand generation can be tricky because 
you’re using multiple sources to generate leads that 
are being captured outside your domain. Data can be 
hit or miss, and these types of programs can be time-
consuming, eating up precious hours and resources. The 
Integrate Data Acceleration Platform is your “bouncer 
at the door” to protect your data and investment.
 
Integrate’s Integrated Media solution
As we reviewed in Chapter 7 , CS is more impactful 
when it is 1) in rhythm with how B2B professionals and 
accounts research and buy solutions like yours and 2) is 
integrated with other channels and efforts. For example, 
industry research shows a 35% increase in engagement 
and 10% to 30% increase in conversion when CS programs 
are combined with digital advertising and they work 
together to identify, engage and generate demand.

With Integrate, you can generate targeted account-based 
leads via the Lead Gen Marketplace and, in tandem, put 
those accounts into a targeted display program via Integrate’s 
ABM Advertising solution. A single Integrate campaign 
team manages, executes and reports on your unified 
demand program, providing one accountable team and 
holistic reporting for effective tracking and optimization.   

Where Business Starts

Achieve your demand goals 
with Content Syndication LEARN MORE

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/solutions/content-syndication-demo 
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A
API: A technological protocol for one software system to 
communicate directly with another. (The letters stand for 
“application programming interface,” but are no longer 
completely accurate as a description of how most APIs function 
today.)

asset: See marketing asset.

attestation: Legal statement from an entity asserting 
compliance (q.v.) with a law, regulation, or standard.

 B
BANT: Budget, Authority, Need and Timing. A set of buyer 
characteristics showing readiness and ability to make purchase 
decisions; BANT programs connect sales teams with individuals 
who can enter directly into sales conversations.

BDR: See sales development representative.

behavioral: Related to actions taken, particularly actions 
related to awareness of, interest in, research about, and 
consideration of your product.

business development representative: See sales development 
representative.  

C
channel: See source.

compliance: Conformation to a law, regulation, or standard. 
In marketing, usually referring to privacy-related laws and 
regulations.

contact: An individual you can market to. It is usually implied 
that this individual also conforms to profile requirements. 
See Chapter 1.

content: Information that has been packaged in some way (cf. 
marketing asset), whether as text, diagrams, media, or anything 
else, including a mix.

content syndication (CS): The distribution of content (q.v.) 
via information channels; such as web sites, newsletters, 
streaming, or broadcast; used by target customers or buyers.

conversion rate: The share of individuals passing from one 
stage of your funnel (q.v.) to the next—for example, passing 
from being aware of your brand to putting your product on their 
consideration list.

CS: Content syndication (q.v.). 

D
data enhancement: See progressive profiling.

data field: See field.

database provider: See source.

digital marketing: Programs that use internet or other online 
media (such as mobile devices) to promote products and 
brands. Examples include website advertising, SEO (q.v.), online 
events, emailers, and in-app messaging.

DPA: A data-protection agreement providing that two parties 
agree to mutually cooperate to ensure the protection of 
customer data.

F
field: With respect to data, a variable applying to the records 
(names) in a database. Examples of fields would be first name, 
email address, purchased in the past 12 months, level of 
purchasing influence, clicked on an advertisement, etc.

funnel: The number of customers at each buying stage. 
“Top of funnel” or “early funnel” refers to the earliest buying 
stages such as initial awareness of your brand or determining 
a potential need for your product. “Bottom of funnel” or “late 
funnel” refers to engagement with sales. Cf. pipeline, which 
measures the funnel.

 

Demand-Generation Terms

Where Business Starts
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G
governance: Supervision, control, and adjustment, particularly 
over time or a lifespan.

I
ideal customer profile (ICP): A model for the type of individual 
most likely to buy, or have the greatest influence on a decision 
to buy, your product. See Chapter 2.

inbound: Generating leads (q.v.) via core marketing and sales 
programs such as advertising, search-engine optimization, 
events, or cold calling.

intent: Some stage of readiness to buy, influence buying, or 
take some other action that leads towards buying your product.

interest signal: See signal.

K
KPI: Key performance indicator. A program’s KPIs are the 
measurements that most closely indicate its progress 
towards goals.

L
lead: An individual who has been exposed to your message 
(q.v.), accessed your content (q.v.), and consented to be 
contacted by you or your sales team. Also used in place 
of “name” to refer to any individual supplied to a demand-
generation program, even if not strictly considered a 
“lead”—a contact (q.v.) or response (q.v.), for example.

lead provider: See source.

lead score: A number representing how closely a lead matches 
the ideal customer profile (q.v.).

M
marketing asset: Discretely produced information package, 
such as an article, podcast, research paper, infographic, or 
video, containing your content and message (qq.v.).

marketplace: Collection of sources (q.v.) available for 
assessment, comparison, and use.

media partner: A firm that creates independent content to 
attract audiences for potential use in marketing programs; 
also see source.

message: An explanation of the value of your product, 
portfolio, or brand. Not a text, illustration, or other specific 
marketing execution (cf. content) but rather the meaning 
behind it.

N
nurturing, also lead nurturing or simply nurture: Consistent 
recontact with contacts and leads (qq.v.) to maintain their 
awareness and interest in your product, portfolio, or brand. 
Both automated (email and digital) and live-person (sales) 
nurturing systems are used.

O
opt-in: Agreement to an explicit request to be included in 
something; in marketing, usually referring specifically to 
agreement to be contacted by a marketing system, marketer, or 
seller. The consent must almost always be auditable in order to 
be compliant (q.v.), and is often limited in some way—consent 
only to be contacted via email, for example.

P
persona: Type or class of customer or buyer; usually profiled 
as a set of characteristics (company size, company industry, 
influence on purchases at company, information needs, recent 
online actions, etc.).

personalization: Adaptation of content (q.v.) to one or more 
of a customer’s personal characteristics such as job function, 
seniority, buying style, or even recent activity. See also 
verticalization.

Where Business Starts



T
tele-outreach: Demand generation centered on live-
person telephone-based contact but normally using other 
communications such as email, social networking, texting, and 
web conferencing as well.

tele-outreach provider: See source (and cf. tele-outreach).

V
validated: Attested to be correct, usually using an auditable or 
certified process.

verticalization: Development of content (q.v.) to pertain to a 
particular industry or market segment. See also personalization.
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pipeline: The total of all leads and responses (qq.v.) that are 
considered to be possible eventual buyers of your product. 
Most often measured as some amount of potential revenue.

progressive profiling: Encoding new fields (q.v.) based on 
analyzing the values of existing fields as opposed to collecting 
new data. The new field may be, but does not have to be, a 
signal (q.v.).

publisher: A type of media partner (q.v.) that makes 
independently created or curated content available to the 
public; also see source.

R 
response: A lead (q.v.) that has also demonstrated intent (q.v.).

revenue program: Demand generation, development of leads 
(q.v.) into sales opportunities, and sales, taken as a complete 
system.

routing: Which system, team, or function receives a lead (q.v.) 
based on the characteristics of that lead.

S
sales development representative (SDR), also business 
development representative (BDR): Within the context of 
revenue programs (q.v.), the role that interacts personally with 
leads and responses (qq.v.) to build interest in, preference for, 
and often also readiness to buy your product.

SDR: Sales development representative (q.v.).

SEM: Search-engine marketing. Any use of search engines 
to promote your product or brand, including advertising on 
search-engine sites, advertising on other sites via search 
engines, search-engine optimization (q.v.), and keyword-based 
targeting. SEM is one type of program in digital marketing (q.v.).

SEO: Search-engine optimization. The structural design of 
content (q.v.) posted online to increase its visibility in web 
searches performed by your target customers or buyers. SEO is 
one type of program in digital marketing (q.v.).

signal, also interest signal: Characteristic or combination 
of characteristics that indicate a buyer’s lkely interest or 
readiness. Signals are usually determined through analysis of 
multiple data points to find patterns.

source and sourcing: Also lead provider, publisher, media 
partner, database provider, and (where applicable) tele-
outreach provider (q.v.). Information resource(s), media, 
channel, or marketing service or services that make 
connections with customers and provide settings from which 
contacts, leads, or responses (qq.v.) can be obtained. Many 
alternatives for this term are currently in use; source and 
sourcing are the standard followed in this e-book.
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Orchestrate your 
marketing on the world’s 
first demand cloud.

At Integrate, we understand the challenges B2B marketers 
face. Advertising technology hasn’t risen to the challenge. 
That’s why we’re transforming B2B marketing with a global 
demand-marketing engine that brings fully customizable 
marketing solutions together. 

The Integrate Demand Cloud is the powerful, practical software 
marketers need to accelerate demand generation. After all 
lead and engagement data enters across all channels, the 
Data Acceleration Platform ensures every lead processed is 
compliant, validated and standardized to quickly turn marketing 
efforts into ROI. As a result, we are able to generate more than 
$1 trillion in pipeline for our customers every year.
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