
Insights from the 2012 B2B Marketing Benchmark 
Report and how to get the most from the Summit 



2011 B2B Marketing Research 

B2B Marketing Benchmark Report 

• 1,745 surveyed marketers  

• 157 charts and analytical commentary  

• Key marketing insights on:  

• Automation  

• Personas 

• Propositions 

• Content 

• Key success stories 



Key Finding: Challenges are still growing 

• B2B marketers rated the 
pertinence of several 
challenges including: 
• Lead quality 
• Lead volume 
• Lengthening sales 

cycles 
• Growing committees 

 
 

• YEAR-OVER-YEAR, 
average indications of 
challenges continue to 
grow 
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Source: ©2011 MarketingSherpa B2B Marketing Benchmark Survey  
Methodology: Fielded June 2011, N=1,745 



Key Finding: All tactics are losing effectiveness  

• Perceptions on the 
effectiveness of ALL 
TACTICS experienced 
dramatic declines in 2011 
 

• External and internal 
factors influence 
challenges and 
perceptions  



But what is really at the root of all 
these challenges? 



B2B marketers are resisting change 

Our research indicates the 
industry is resistant to the 
changes happening in the 
marketplace, and the resulting 
new best practices that are vital 
to success. 

 
 

So, are you resistant to 
change? Let me ask you 
a few questions… 



Q1: Do you send all of your leads directly to Sales? 

Yes 
61% 

No 
39% 

Source: ©2011 MarketingSherpa B2B Marketing Benchmark Survey  
Methodology: Fielded June 2011, N=1,745 

 
• 61% send all leads 

directly to Sales … but 
 

• Only 27% of leads 
generated are actually 
qualified 



Q2: Have you identified a marketing-sales funnel? 

 
• 68% have not identified 

their funnels 
 

• Before you can optimize 
lead progression through 
the buying cycle, you first 
need a map 

No 
68% 

Yes 
32% 

Source: ©2011 MarketingSherpa B2B Marketing Benchmark Survey  
Methodology: Fielded June 2011, N=1,745 



Q3: Do you score and/or nurture leads? 

• 79% of B2B marketers are not 
scoring their leads 

• 65% of B2B marketers have no 
nurturing campaigns in place 

No 
79% 

Yes 
21% 

No 
65% 

Yes 
35% 

Source: ©2011 MarketingSherpa B2B Marketing Benchmark Survey  
Methodology: Fielded June 2011, N=1,745 



Summary: Key research findings 

1. The challenges are only growing in B2B marketing ... 
 

2. And yet B2B marketers have exhibited significant resistance to the 
change they must adopt in order to over come these challenges. 
 

3. In particular, there are three key areas in which B2B marketers have 
are falling behind. 

 
• The premature sales handoff 
• The misunderstood leads funnel 
• The absence of scoring and nurturing processes 

 
 
 



Where does all this research come 
from? 



Test your marketing intuition 
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Test your marketing intuition 

Version A Version B 



Test your marketing intuition 

Version A Version B 



Test your marketing intuition 

Version A Version B 



#webclinic 

Case Study: Background 

Background:  A technology and media company specializing in online registration and 
event management software. 
 
Goal:  To increase the amount of leads generated online. 
 
Primary research question:  Which online capture process will generation the most 
leads? 
 
Approach: A/B multifactor split test 

Experiment ID: Active Network 
Location: MarketingExperiments Research Library 
Test Protocol Number: TP3055 

Research Notes: 

 



#webclinic 

Case Study: Control 
Original Capture Landing Page 



#webclinic 

Case Study: Control 

Original Capture 
Process 



#webclinic 

Case Study: Control 

Landing Page 

Step 1 



#webclinic 

Case Study: Background 

Note: Utilizing the knowledge they had gained from MarketingSherpa 
B2B Summit 2010, and working closely with the MECLABS research 
team, this company developed the following marketing campaign: 



#webclinic 

Case Study: Treatment 

New Lead Capture Landing Page  



#webclinic 

Case Study: Treatment 

New Lead Capture Process – Step 1  



#webclinic 

Case Study: Treatment 

New Lead Capture Process – Step 2  



#webclinic 

Landing Page 

Step 1 

Step 2 

Case Study: Treatment 



#webclinic 

Case Study: Treatment 

 Design 
Conversion Rate 

(%)  
Relative 

Difference 
Statistical Level 
of Confidence 

Original Page 0.7% - - 

Treatment 4.8% 548% 

           548% increase in total leads 
              The new page’s conversion rate increased by 548.46% 

99% 

  What You Need to Understand: By applying key optimization 
methodologies to the lead capture process, the treatment was able to 
improve step-level clickthrough rates by 1,312%, and total leads 
captured by 548%. 



MarketingSherpa’s annual research cycle 

• MarketingSherpa’s annual 
research cycle provides 
knowledge for continuous 
marketing improvement  



We optimize the financial performance 
of the sales and marketing funnel 

MECLABS Sciences Group 

Conversion 
Group 

Leads  
Group 

Technology 
Group 

Training 
Group 

Strategy 
Group 

Applied Research Primary Research 

Agency 
Group 

About MECLABS 
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About MECLABS 



MECLABS is a science lab that conducts R&D in sales and marketing. 
 

We conduct rigorous scientific experiments with research partners from all 
industries to help leaders optimize the financial performance of their sales 
and marketing funnels. 

MECLABS was the first Internet-based research lab to conduct 
experiments in optimizing the conversion rate of sales and marketing 
processes. 
 

1990     Preliminary Research Begins 
1997     Research Program Established 
2001     First Research Report Published  
2002     Testing of Research Partnership Model Begins 
2003     Offer Response Optimization Theory Validated 
2006     Patent Filings for Research Findings (10 Heuristics) 

About MECLABS 



About MECLABS 



About MECLABS 



About MECLABS 



How do you get the most out of this 
event? 



About the Summit 

This Summit is laser-like in it’s focus to help B2B marketers overcome 
the most common challenges in lead generation: 
 

• How can I generate more high-quality leads? 

• How can I do more with less resources? 

• How should I qualify, score, and nurture my leads? 

• What are some tactics to improve my capture forms and emails? 

• How can I get along with Sales? 



Five tactics to benefit from this Summit 

1. CONNECT TO A PERSONAL CHALLENGE – Connect the concepts to a specific 

optimization challenge in mind 

2. MAKE KEY FRIENDS – Consider connecting with colleagues to build an 

optimization/learning  group (to share comps, etc.) 

3. CHAMPION THE CONCEPTS – Develop a strategy to communicate the findings 

from this event to your team back at the office 

4. USE THE TOOLS – Take advantage of tools provided throughout this conference 

(books, test protocols, worksheets, notes) 

5. BUILD A MENTAL FRAMEWORK – Organize the insights from this event into a 

mental framework so that you get the maximum actionable value 



A mental framework 



Agenda: Day 1 

DESCRIPTION: In this session, Dr. Flint McGlaughlin 
will walk through a proven methodology for 
improving the lead response generated from an 
email campaign. He will also spend time optimizing 
real-world, audience-submitted B2B email 
campaigns. 

CAPTURE 

NURTURE 

CONVERT 

http://www.marketingsherpa.com/b2bsummit/sanfran/agenda
http://www.marketingsherpa.com/b2bsummit/sanfran/agenda
http://www.marketingsherpa.com/b2bsummit/sanfran/agenda
http://www.marketingsherpa.com/b2bsummit/misc/speakers/jen.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/flint.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/flint-day2.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/flint.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/dan-day1.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/joan.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/dan.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/jeff-day1.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/jeff.html?width=475
http://www.marketingsherpa.com/b2bsummit/misc/speakers/adam.html?width=475


Agenda: Day 1 

DESCRIPTION: We're dragging a few marketing 
experts on the stage, giving them a few real-life 
scenarios, and shining the harsh light of reality 
marketing fame in their eyes. For three different 
scenarios, they'll each have three minutes to pitch 
the CEO why their quick hit lead gen plan is the one 
to choose. You, the audience, will play the role of the 
harsh CEO, and decide for yourself which plan of 
action to take. 

CAPTURE 

NURTURE 

CONVERT 



Agenda: Day 1 
CAPTURE 

NURTURE 

CONVERT 

DESCRIPTION: In this session, you’ll learn three 
simple steps to improving your data quality and 
list to drive results. We’ll review a case study 
about how one marketer was able to optimize 
her list quality and reduced cost-per-lead by 
more than 60% in one month 



Agenda: Day 1 

DESCRIPTION: In this dynamic, provocative, and funny 
presentation, social strategist and author Jay Baer will 
dispel the 7 big myths surrounding social media and 
B2B. You'll furiously scribble notes, and leave with a 
new mindset about the convergence of social and 
B2B.  

CAPTURE 

NURTURE 

CONVERT 



Agenda: Day 2 

DESCRIPTION: In this practical “how-to” 
presentation, you learn: 

• Which automation tool is right for specific situations 

• How to develop quick, localized campaigns that 
escalate to live sales 

• How to measure and adjust your efforts to 
compensate for sales, marketing budgets and CPA 
flux 

CAPTURE 

NURTURE 

CONVERT 



Agenda: Day 2 

DESCRIPTION: In this session, Dr. Flint 
McGlaughlin will not only provide a systematic 
approach for identifying and testing your value 
proposition, but also give you practical tactics for 
how to powerfully express your value proposition 
in a B2B market. 

CAPTURE 

NURTURE 

CONVERT 
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