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Chapter 8 — Follow-Up Is Everything

What is a lead?

It seems late to ask this in Chapter 8 
(especially since we already defined 
“lead” in Chapter 1! ), but we pose the 
question here because what you think is 
a lead, and what your stakeholders do, 
may be two different things. And that 
makes all the difference in the world to 
the effectiveness of your follow-up to 
third-party content syndication.

In Chapter 1 , we defined contacts, names, and 
responses as the three kinds of names your demand 
program generates. Your stakeholders may treat all of 
them as individuals that are ready to buy or talk to a 
salesperson. This is an important contrast from most 
inbound programs, where buyers usually have checked the 
“contact me” box or entered live chat on your web site.

Being ready to buy is rarely the case, so having a follow-up 
plan is essential. 

Third-party CS generates contacts, leads, and responses 
who have (1) engaged with your content and (2) meet your 
profile criteria (Chapter 2 ). If the criteria don’t include 
“asked to be contacted by a representative,” most of these 
individuals won’t be ready to talk to a salesperson.
 

Follow-Up with the Buyer’s Viewpoint in Mind

We have seen time and again that the most 
effective, productive, and profitable third-party 
demand programs include follow-up processes that 
respect the buyer’s point of view, are planned in 
advance, and are understood by stakeholders.

Your first objective in follow-up is to turn each contact, 
lead, and response into a qualified lead—a “hand-raiser.” 
Think of it this way. Third-party CS puts your message 
and content in front of potential leads. The program 
admits only those who meet your criteria, where your 
follow-up begins. You and your team must persuade and 
inspire them to raise a hand for a representative to follow 

up one on one. Those who haven’t yet raised a hand are 
contacts, and those who have are qualified leads.

Qualified leads are frequently called “marketing qualified 
leads” because they are ready for marketing to pass to 
sales or a sales development representative to provide 
outreach. Should your sellers contact your buyers to ask 
them to raise their hands? Probably not. From the buyer’s 
viewpoint, this can easily be intrusive and feel like a loss 
of control over the information and buying journey, which 
is personal. That’s inefficient selling. Worse, it’s a negative 
impression for your brand that could cost you in the mid- 
to long-term with those future prospects. And, be careful 
not to confuse marketing-qualified or sales-qualified leads 
with sales-accepted leads. Sales must further confirm 
interest through their outreach and discovery process. 

The most effective, 
productive, and profitable 
third-party demand 
programs include follow-up 
processes that respect the 
buyer’s point of view, are 
planned in advance, and are 
understood by stakeholders.

Where Business Starts
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Planning Follow-up to Stimulate, Recognize, 
and Respond to Further Interest 

There are four components to a high-performing third-party 
CS follow-up program:

1)	 A structured framework and process. 

2)	 Agreed-upon lead scoring model and methodology. 

3)	 Efficient lead routing. 

4)	 Personal, contextual messaging.

 
Structured Framework of Third-Party CS 
Follow-Up

This framework should complement your inbound process, 
but most likely not be exactly the same. Your goal is to work 
with your existing systems and processes, and from this 
perspective all follow-up can be unified. As noted above, 
however, buyers’ experiences and expectations differ between 
third-party and inbound and the most effective follow-up 
adapts to and respects that distinction.

There are several attributes to a good follow-up framework. 

Speed.
As we discussed in Chapter 6  on intent and signals, 
when your data for a lead indicates readiness it is 
important to communicate immediately with that lead. 
(Probably	not	with	a	sales	pitch,	however—see	below	
under Lead Routing.) Where the data doesn’t indicate 
readiness but does fit other receptiveness criteria, you 
can take a more measured approach. You can, in fact, 
usefully define as few or as many buyer receptiveness 
stages as you like and vary your follow-up speed and 
pace for the best buyer impressions and experience.

Efficiency.
This has to do with how you help your follow-up resources, 
from nurturing systems to SDR team to sales, to be productive 
and maintain excellence in the buyer experience. Balancing 
activity and applicability can take some finesse. For example, 
you want to keep SDRs active with enough leads, but the 
type of personal communications SDRs provide should be 
applicable to type of lead and align with the general themes of 
your content. You can close gaps in their pipeline with leads 
that normally would go into automated nurturing, but then 
the SDRs need follow-up processes that are less aggressive.

Tracking and measurement.
We discuss this in detail in Chapter 9. For follow-up 
specifically, we’ll just say that a tracking system of some kind 
is essential to manage, optimize, scale and show results. 
Just make sure you are categorizing and organizing your lead 
metrics, their provenance, and their outcomes in a plausible 
and open way.

Stakeholder understanding.
“Open” means clearly and proactively and applies not just 
to tracking but to everything that affects how you and your 
stakeholders carry out their roles. Giving the individuals who 
will be interacting personally with the contacts, leads, and 
responses full visibility into the program, its goals, and how it 
works will make them more focused and more effective.

Scoring methodology.
Work to discover, discuss with stakeholders, and catalog the 
core attributes of buyers in your market and for your brand. 
Then use those attributes, along with signals (Chapter 6  ), 
where possible, for scoring. Scoring can be done and managed 
within your marketing automation tool set and there are 
marketing agencies that can help you build the right scoring 
framework and models.  Ensure agreement with your sellers as 
to what defines qualified so that you avoid the pitfall of sales 
“acceptance” we mentioned above.

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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A so-called “bad lead” may not actually be due to the 
source or program, even if it often appears that way. 
It could be poorly tailored or insufficient nurturing, 
whether by marketing or by SDRs. Only interaction, 
communication, and collaboration between marketers 
and SDRs can distinguish leads that are not properly 
qualified from those that just aren’t ready for a 
particular kind of contact.

Alignment of Follow-Up to Lead Scoring

This is the second component of a high-performing follow-up 
program. The most important thing to remember about a lead 
score is that it’s not high score = good, low score = bad. The 
lead score indicates what kind of follow-up will be the most 
productive, not automatically whether follow-up is or is not 
warranted at all. Low lead scores, handled well, can and should 
produce good long-term pipeline growth and accelerate revenue.

Lead scoring is usually based largely on activity, which comes 
in three categories. A buyer can show activity in one, two, or 
all three.

Individual activity.
The buyer downloaded a certain kind of asset, attended a 
certain event, opted in to a certain kind of communication, 
finished a streaming asset, requested to be contacted, etc.—
once or several times. The more times or the more involved 
the action that also fits your ICP, the higher the score.

Account activity.
For account-based marketing and named accounts, 
multiple individuals are active in the buying group for 
an account. The more individuals that have engaged 
with your content and brand, the higher the score.

Intent and signals.
See Chapter 6 ; what’s important to the current discussion 
is that this data can be similarly analyzed across accounts. 
This allows scoring based on what intent data marketer 
Bombora calls Company Surge®, identifying accounts 
rather than just individuals intending to buy. A contact’s 
lead score can go up, for example, even if the contact 
alone has not shown intent but the account has.

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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Where Business Starts

“In order to cultivate and 
maintain trust between sales 
and demand generation, a robust 
lead management workflow is 
necessary. It must include clear 
stage requirements all the way 
from the initial touchpoint to 
sending to an SDR to creating an 
opportunity and so on. Without 
that process, demand generation 
program leads aren’t used to their 
fullest extent, which in turn wastes 
precious marketing dollars.”

Sydney Abrams 
Paid Acquisition Specialist 
at Outreach

Lead Routing 

This third component of your follow-up program is intimately linked to lead scoring 
and the most appropriate follow-up. In most cases, third-party CS leads are not 
inquiries, so even though expedient outreach is usually best, it should not also 
usually be the start of a sales pitch (e.g., “Let’s talk about what you’re looking for” 
or “I see you downloaded x paper and are looking for y solution.” Use scoring to 
route leads to the different response channels based on a combination of the best 
buyer experience for that score and the ability to drive the buyer to, and then 
respond to, readiness:

S TA R T

Intro / Context

2 weeks

Accelerated
Stream

Sales
Squads

Target Account?
SDRs

2 weeks 2 weeks 2 weeks

Teaser Content Questions Seeking
Email Reply Insights / Research Compelling Offer

Email #1 Email #2 Email #3 Email #4 Email #5

YES NO

Email #1A
Email #1A

Email #1A

Email #1A
Email #1A

Email #2A

Email #1A
Email #1A

Email #3A

Email #1A
Email #1A

Email #4A

Email #1A
Email #1A

Email #5A

https://www.linkedin.com/in/sydney-abrams/
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Routing to SDRs.
Intent or signals (Chapter 6 ) are good indicators for follow-
up from an SDR , but don’t take this for granted. Stay mindful of 
your scoring system, where possibly a “light hit” from intent or 
signals	is	better	handled	by	an	SDR-directed	nurturing	program	
as described in the previous paragraph. Another good indicator 
for SDR follow-up is a lead from a named account, but again, 
mind your scoring to ensure the best experience. In all cases, 
human outreach should be part of the effort (see the paragraph 
on Communications in Nurturing below).

Where Business Starts

Routing to nurturing.
“Nurturing” is an overused term, perhaps even an abused 
term, with multiple meanings. The traditional method is 
email nurturing: sending a set cadence of follow-up emails 
to contacts based on each one’s activity, persona, or named 
account status. There’s also digital nurturing, which primarily 
involves using digital advertising, including social platforms, 
as part of the overall integrated marketing effort to keep your 
message and value offers in front of the buyer. And there’s 
sales nurturing, which is often characterized as the realm 
of the SDR but can also include automated communications 
such as email that help qualify and lead to one-on-one SDR 
contact. Define this channel and its elements precisely for 
your revenue program to align lead scores appropriately.

Routing directly to sales.
This should be the exception and not the norm for third-
party CS leads. A great tactic here is to provide the account 
team with activity alerts rather than leads per se, especially 
activity by key roles within the named account. On the one 
hand, buyers accessing third-party–provided content may 
not associate it at all with their sales representative, whose 
outreach could be unintentionally intrusive. On the other, 
account managers’ own cadence and strategy with an account 
could be disrupted by some kind of lead response requirement. 
 

“We find it absolutely critical for the demand generation team 
to partner tightly with the BDR/SDR team. Lead scoring of 
marketing campaigns can greatly impact the queue for BDR/
SDR follow up. Mutual success needs to be the goal. We conduct 
weekly meetings to gain feedback on our demand campaigns, 
promotional offers, call scripts and lead-scoring practices.”

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

https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.linkedin.com/in/marinalemas/
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Communications in nurturing.
Your goal in follow-up is to turn leads into qualified 
leads, and nurturing has this goal as well. But nurturing 
also is the system you use to wait for the buyer to be 
ready, and ensure that the buyer sticks around in the 
meantime; it’s the process for keeping the buyer “warm.” 
Let’s use email as our model for this, though as we 
noted above, there is also digital and sales nurturing:

 ‒ Give the buyer more information on a topic, or the 
opportunity to get more information of the buyer’s 
choosing. Offer additional details such as a case study, a 
how-to guide, a reference, or a long-form demonstration; 
anything that provides depth. See Chapter 3 . 

 ‒ Even if automated, communicate as a human being, as an 
employee at your company. Use an actual picture of that 
person and reasonable personal details rather than generic 
ones. This improves response. 

 ‒ Include your brand voice while maintaining the human 
touch; this is authentic and makes a powerful impression. 
Not including brand is not authentic because it pretends 
the marketing and sales context doesn’t exist, while not 
including the human touch makes the communication 
appear transactional. 

 ‒ Offer a clear opt-out at each outreach. Not only is this 
a respectful position to take with the buyer, it is a service 
to your revenue program. You don’t want to spend time 
collecting names and building big databases that aren’t 
productive.

Messaging: What to Say

Now that you have an agreed, structured framework to 
your follow-up, have aligned your lead scoring for maximum 
effectiveness, and determined lead routing, you need to 
ensure that all buyers get the information that’s most valuable 
to them and to you.

Where Business Starts

Talking points for sellers.
This applies to both SDRs and sales proper:

 ‒ Regularly train and work with your sellers, especially your 
SDRs. Give them insight into the content and messaging 
you’re using, and how you are turning them into leads. 

 ‒ Don’t over-script. Shape talking points and conversation 
tracks, but don’t dictate more than key words and 
discovery questions. The more human and less robotic the 
interactions, the better. 

 ‒ Guide sellers to avoid talking to leads about their activity. 
Sellers shouldn’t say things like, “I see you downloaded 
our paper….” Even if buyers remembered what content 
they accessed from where—they don’t—it could come off 
poorly, as if you are watching them. 

 ‒ Do ask discovery questions from the point of view of not 
necessarily knowing what the buyer’s interests or recent 
activities are. “Are you doing research on X?” “Many 
companies like yours are looking at Y; is yours?” “Is your 
organization evaluating a change or a Z initiative?” These are 
all questions that could be following up on specific signals 
(Chapter 6 ) without referring specifically to a buyer’s 
activity. 

 ‒ Get	feedback.	(See	the	section	that	follows	directly	below)

https://www.integrate.com/resource/guide-content-syndication-phase1/
https://www.integrate.com/resource/guide-content-syndication-phase1/
https://www.integrate.com/resource/guide-content-syndication-phase2/
https://www.integrate.com/resource/guide-content-syndication-phase2/
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“Always track metrics on email open 
rates, reply rates, positive or negative 
replies, and so on. By arming your team 
with appropriate messaging and a 
variety of Sequences for testing, you’re 
setting them up to better engage 
with prospects that came in from 
your demand generation programs.”

Pro Tips for Continuous Improvement

To conclude, follow-up makes or breaks third-party demand 
generation and is mostly a question of lining up your intake 
and response to the buyer’s experience and viewpoint. 
To ensure this, set expectations among stakeholders and 
coordinate the alignment of their processes and messaging 
to your program.

This coordination becomes a truly powerful tool when you can 
take a few simple steps to gain experience and perspective on 
how follow-up works in the field:

• Listen in on follow-up calls by SDRs. See how “leads”—
which are people, after all—react in real time to being 
contacted. Can you detect the influence of your content? 
What is the SDR trying to accomplish on any given call? 
What makes the experience satisfying and productive on 
both sides? 

• Work with SDRs on qualification scripts; make some 
qualification calls yourself with SDRs. What is it like to say 
the words? When do buyers react as you would wish, and 
when not? What is reasonable to ask of the buyer? 

• Do personal outreach to SDRs and sales to get feedback. 
Also find ways to talk about leads and follow-up with those 
“in the trenches” and in supporting roles. Be consistent 
over time with this, because field perspectives tend to be 
based upon the most recent customer interactions and can 
vary widely. A single isolated feedback session may not be 
representative.

The first two of these tips may be difficult for some 
marketers, especially those without any sales background 
or training. But the last, in our view, is essential and rarely 
carried out enough. A revenue program is a complete 
system that includes demand generation marketing 
and sales, with equal partnership and ownership. 
The more the two understand each other, the more 
seamless, efficient, and productive that system will be 
in delivering on your pipeline and revenue goals.

Sydney Abrams 
Paid Acquisition Specialist 
at Outreach

Where Business Starts

https://www.linkedin.com/in/sydney-abrams/
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The most important foundation for 
the success of a content syndication 
program is setting expectations 
with measurable goals and ensuring 
a common understanding of 
them across your business.

CS is for building top-of-funnel leads, be it new contacts, building out the buying committee within your target accounts, 
or re-engaging essential leads at key accounts or in specific market segments. This is the principle that guides the metrics and 
key	performance	indicators	(KPIs)	to	use	for	CS.

And of course, integral to using the right CS metrics is an overall comprehension that its effectiveness depends on your and your 
stakeholders’ follow-up, and on maintaining an ongoing consensus and open dialog around the results (Chapter 8). This puts 
your metrics into practice, improving your program comprehensively and helping you reach your goals.
 

Demand-Generation Metrics for Content Syndication Programs 
 

Metric Measuring
CS Source or Provider 

responsible for leads 
that align to the ICP

Marketing and SDR Team 
responsible for message, 

content, and nurturing

Sales 
responsible for 

conversion to close

Lead Fit How well do the names match the ICP? How many target accounts are represented? 
How deep is the reach within the accounts? √

Lead Intent What is the quality of the behavioral targeting? 
Are the names at or beyond the target stage of the buying process? √

Engagement Level How branded are the names? √ √

Raw Pipeline Are the names staying opted in till ready? How much total potential revenue is there? √

Warm Pipeline How much pipeline has become ready for contact by an SDR? √

Consideration How many opportunities, for how much potential revenue, resulted? √ √

Close Rate How much actual revenue resulted? √

Remarketing How much ongoing engagement from closed/won and closed/lost opportunities? √ √

Retention How many renewals and new opportunities? √

WHOSE SUCCESS IS PRIMARILY MEASURED?

Where Business Starts
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Setting KPI Expectations

What constitutes a good value for a metric vs. a bad 
value? External factors, such as industry, type of 
information, and market conditions, can affect the metrics, 
and they will vary greatly. For example, sometimes 8% 
conversion to a qualified lead is fantastic, and sometimes 
it’s disappointing, depending on these factors.

Within the guidelines above, you should build your analysis 
with two things in mind. First, you should use different 
KPI	standards	across	segments	and	cohorts.	If	you	are	
collecting general contacts and leads, where quantity 
matters most, late-pipeline and long-term metrics become 
more important. But if you are collecting in multiple 
segments or cohorts, your expectations should vary. 
Buyers from different industries or organizational sizes 
may behave differently, as will buyers in different cohorts 
such as the Fortune 1000 or your named account lists, 
and should not be gauged against the same standards.

The challenge to rightly assess the results of a CS 
program—and, critically, to be able to refine and improve 
it as you go—is to be able to take the appropriate metrics, 
attribute them to the right source or sources, and be able 
to discern the contribution of each marketing element. 
The table on the previous page shows the primary 
contribution to demand that each metric measures, but 
each, of course, has a downstream effect as well.

 

Closing the Loop on Metrics

One of the greatest strengths a CS provider can bring to 
bear is to ingest and integrate results metrics from nurturing, 
sales, etc. into program metrics. This supports dramatically 
better responsiveness and ongoing improvements. With a 
closed loop between your CS program and your marketing 
and sales systems, your dashboard can tell you the current, 
ever-changing status of the demand generated. Without it, 
you only have lead status within spreadsheet trackers or 
your demand-generation dashboard—which can only show 
the original, fixed provenance of the contacts and leads 
you	have	collected.	(See	About Integrate to learn about the 
systems Integrate provides to help B2B marketing teams.)

With a closed loop on metrics, you understand which sources, 
programs, content and efforts are working in your CS 
effort. You can easily optimize and finetune third-party CS, 
including providing performance feedback to your chosen 
CS providers. And there are other benefits as well. A closed 
loop makes testing messages, content types, and sources 
exponentially easier, and extends your data governance 
and compliance capabilities all the way to the source.

Where Business Starts
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Closed-loop metrics to show the holistic value of CS from Lead to Closed Won 
is a labor of love and resilience. It requires a tight partnership across teams 
and a willingness to continually question the data to ensure tracking accuracy 
and campaign attribution.

We conduct twice-weekly meetings with the Brand team, Web team, Demand 
Gen team and Marketing Ops team to discuss metrics priorities, lead-scoring, 
lead-routing, and inconsistencies in the data. We make incremental 
improvements each week. We grew marketing-sourced pipeline from 4% 
to 20% in one year with this practice.

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

Chapter 7 — Integrating Third-Party Content Syndication with Other Marketing Programs

Where Business Starts

https://www.linkedin.com/in/marinalemas/
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3)	Bring to life what a contact is, what a lead is, and 
what a response is. This is especially helpful as a 
collaboration with SDRs, and becomes easiest and most 
effective when you can spend time with SDRs on the 
phone and working on email follow-up and outreach 
to see what they are facing every day (see previous, 
Chapter 8). This can be done by visualizing and showing 
where CS and the follow-up touches contributed to 
landing a discovery meeting and generating a qualified 
opportunity. Then their scripts, playbooks, and other 
business-development tools take their proper place 
in the whole program and help you characterize 
the demand you are bringing into their pipeline.

Measurement and metrics are as valuable as your use of 
them. As detailed above, that value will be high if you: ensure 
each metric is put into practice in the right part of your 
program;	know	how	to	interpret	each	KPI	comparatively;	
close gaps between measurement and program adjustments 
with a closed metrics loop; and can use reporting to rally 
your stakeholders. This is the final essential piece to the 
success puzzle of third-party content syndication.

And Now, Keep the Team on Track

CS programs will not excel unless you have a proper plan, 
continuously improve and optimize, set roles and expectations 
clearly, and ensure your follow-up and tracking are in place 
when you start. Everyone in demand generation has had to 
face the disappointed sales leader or executive concerned 
about lead quality. Measurement, combined with setting 
expectations cooperatively and openly, is the obvious 
foundation to keeping everyone on the same page and moving 
towards the same goal: generating demand-to-revenue.

To make this cooperation effective, compelling, and useful 
to all stakeholders, you can include three elements in your 
ongoing reporting:

1)	 Document the expectations you have commonly set. 
(See	the	Setting KPI Expectations section above.) Then 
communicate them with an active feedback loop, making 
adjustments and revisions both to the programs and their 
metrics as you go. 

2)	 “Market” your reporting internally. Tell stories! Paint 
the full picture with anecdotes. Data is an essential 
component of reporting. Just as importantly, examples and 
anecdotes help bring to life the role CS and other programs 
play in the buyer and account journey across all touches 
and stakeholders. For example, during your Quarterly 
Business	Review	(QBR)	or	sit	down	with	stakeholders,	
visualize a specific journey and the role CS played in that 
new customer effort.

“Content Syndication provides an 
efficient and effective way to fill the 
lead funnel with prospects that have 
engaged with your content. While 
these leads can take a bit longer to 
convert, the data that is identified 
can be very effective in determining 
the correct outreach approach.”

Shelly B. Demand Gen Leader

Where Business Starts
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Where Business Starts — About Integrate and the Demand Cloud

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-phase1/
https://www.integrate.com/resource/guide-content-syndication-phase1/
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
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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.

Requests@Integrate.com
866.478.0326

Integrate.com
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