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Introduction





Welcome to 150+ Best Practices for B2B Marketing Success: Next-Level Strategies, your comprehensive guide to navigating the intricate world of B2B marketing in today’s dynamic landscape. Leveraging my experience in B2B marketing, I’ve witnessed the ebb and flow of trends, strategies, and challenges. The goal of this book is to encapsulate the wisdom I’ve received over those years into actionable insights and best practices that are both time-tested and well-adapted to the current market environment.


This book is a follow-up to 250+ Best Practices for B2B Marketing Success. I’ve designed it with experienced marketers in mind, including seasoned veterans who are facing new challenges in an era of economic uncertainty and persistent budget cuts. In this edition, you’ll find counsel on everything from leveraging intent-based marketing to measuring success and continuous optimization.


To make this guide as accessible as possible, I’ve divided it into four parts that loosely align with the order of the sales funnel from awareness to brand advocacy:




	
In part 1, we’ll lay the foundations for a robust B2B marketing strategy by exploring the nuances of defining ideal client profiles (ICPs) and leveraging data for precision targeting.


	
In part 2, we’ll focus on building out a comprehensive marketing strategy encompassing demand generation, account-based marketing, and content marketing, as well as channel and partner marketing.


	
In part 3, we’ll work our way through the buying journey to explore nurturing, conversion rate optimization, and revenue operations (RevOps) alignment.


	
viiiIn part 4, we’ll dive into best practices for evaluating success, driving continuous optimization, and staying one step ahead in the constantly evolving world of B2B marketing.





Finally, remember I’m not just the author, but also a practitioner who has faced many of the same challenges as you, and I’m dedicated to seeking solutions that will stand the test of time. If you ever wish to discuss any of the concepts in this book or need help with your B2B marketing strategy, feel free to get in touch with me at kesler@kesler.net.


I hope this book will serve as a valuable resource to help you grow a resilient business. Here’s to mastering B2B marketing together!


– Alexander Kesler
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Part One Understanding Your Target Audience






The world of B2B marketing is in a state of flux due to the ongoing effects of a global economic slowdown, budget cuts, ongoing layoffs, and constantly changing market conditions. Especially impacted are those in the technology and finance sectors, where many businesses have been forced to reevaluate and adapt their marketing strategies.


[image: A horizontal timeline labeled The State of B2B stretches from twenty twenty-two to twenty twenty-five, with distinct trend markers for each year: growth focus, tech right-sizing, evolving GTM, and AI-driven growth.]


In the face of these ever-shifting circumstances, one fundamental truth persists: it is imperative to truly understand your target audience. While the buyer journey has evolved, so too have expectations, amplified by an increasingly competitive market landscape. It’s not merely about the often-cited dwindling attention spans; it’s the stark 2decline in patience for vague, irrelevant, untargeted, and non-personalized marketing messages. That impatience is further exacerbated during times of economic uncertainty, leading to a growing trust deficit between businesses and their clients.


In-house research by Infuse shows that about two thirds of marketers prioritize lead quality, while 60 percent are honing their full-funnel demand strategies. However, challenges persist. Nearly a third of marketers cite a lack of resources as their primary hurdle. Furthermore, the emphasis on personalization, though vital, is still far from becoming a universal practice, with only 40 percent of marketers actively working on improving it.


In part 1, we’ll explore the foundational elements of a robust marketing strategy, including how to define your buyer personas and leverage quality data for precision targeting. Once you’ve taken those steps, you’ll be ready to start a future-proof marketing strategy.
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Chapter 1 Defining Your Ideal Client Profiles






In the highly competitive world of B2B, casting a wide net often yields poor results. Success depends on precise targeting, and that begins with defining and understanding your ideal client. To make a real and lasting impact and ensure every message resonates, you need to know the needs, pain points, and desires of your target audience. Only then will you be able to build a strategy that aligns with genuine client needs. 





#1 Understand the Role of Personas and Ideal Client Profiles


Relevance is key for succeeding in B2B marketing. This is all the more important now that the average number of touchpoints in the buyer’s journey has increased to twenty-seven. Target audiences, buyer personas, and ideal client profiles (ICPs) serve as your guiding stars in ensuring you’re sending the right message to the right people at the right time. Successful marketers typically use them in combination, but it’s also important to understand how they differ.


The logical way to start is by defining your target audience. This encompasses the broader group of businesses you aim to reach, based on demographics and behavioral attributes. Marketers can leverage their target audiences to develop relevant content for the ever-evolving buying groups.
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However, as buyers move through their buying journey, your messaging must become even more targeted. This requires a deeper understanding of the particular businesses and decision-makers you’re working with. An ICP represents the business most likely to benefit from the purchase of your product or service, while your buyer personas are fictional representations of the decision-makers within those organizations that you’ll be targeting.


By paying close attention to these factors when laying the foundations of your marketing strategy, you can ensure your messages resonate with buyers at each stage of their journey.








#2 Gain a Granular View of The Qualities of Your Buyer Personas


To connect meaningfully with your target audience, surface-level insights won’t suffice. The more granular your understanding of buyer personas, the better equipped your sales and marketing teams will be to build accurate strategies that align with buyer needs on an individual level and encourage decision-making in your favor.


Focusing on specific triggers, such as pain points and current business objectives, allows you to craft a targeted and relevant message. These triggers can then be leveraged to reveal the underlying motivations and challenges that drive your target audience’s purchase decisions.


Approaches like social listening are also particularly effective. By monitoring and analyzing online conversations, you can garner a deeper understanding into the psychology of your audience. Moreover, these strategies can help you identify emerging trends, challenges, and topics of interest that can further inform your messaging. Equipped with this steady stream of real-time feedback, you can ensure your marketing strategies remain agile and responsive.


Surveys are another way to garner insight into your target audience and fine-tune your buyer personas accordingly. They offer a more structured approach to feedback by allowing you to present 5specific questions. When thoughtfully crafted and motivated, surveys can uncover hidden insights and reveal nuances that might not surface via more passive data-collection methods.


By combining these approaches and keeping a finger on the pulse of your target audience, you can ensure that every marketing initiative isn’t only targeted, but is also deeply engaging and rigidly focused on building genuine connections.








#3 Know the Types of Buyer Personas


A common oversight in marketing teams is to only leverage one type of buyer persona, usually the one most closely representing specific ICPs. The problem with this approach is that it leaves out occasional buyers and prospects who, while perhaps not an ideal match, may still benefit from your solutions or have an influence on purchase decisions.


There are three main types of buyer personas. Your primary one represents the key decision-makers in target accounts. They’ll be the ones responsible for initiating, supporting, and even making the final purchase decision. Naturally, they should match your ICP.


A secondary buyer persona represents multiple individuals, so you’ll ideally want a separate client profile for each one. Broadly speaking, these are people who might not have a direct and final say in purchase decisions, but are likely in a position to influence your primary buyer persona. For example, let’s say you offer a SaaS (software as a service) solution for cybersecurity experts. While your primary buyer persona might be chief information security officers, your secondary buyer personas might encompass leaders in related departments like legal or compliance.


Finally, we have the often-overlooked negative buyer personas. Defining these can still be helpful, especially if you’re having trouble with your targeting. As the term suggests, a negative buyer persona effectively defines the “red flags” that disqualify prospective buyers.
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 #4 Study Your Audience’s Preferred Communication Channels


There is no point in trying to reach buyers through channels they’re unlikely to use, no matter how targeted your message. For example, if your target audience mostly frequents and engages with content on LinkedIn, that’s where you’ll want to focus the majority of your efforts, while ensuring that some budget is still dedicated to omnichannel outreach.


Given the plethora of social networks and other media channels available, it’s vital to determine where your audience is most active. You also need to look beyond mainstream social media channels to include popular B2B databases like Crunchbase. Start by analyzing your current communications metrics, including engagement on social media and email response rates. Determine where conversion rates are currently highest, since this will provide valuable initial insight into where your audience is most active.


Also, remember that market preferences shift, especially in the constantly changing world of social media. Because of this, you shouldn’t rely purely on historical data. By regularly surveying your audience with social listening tools, you can find where the important conversations related to your industry are happening.


Finally, consider the nature of each specific message when determining which channel to utilize. For example, a detailed product update might be better suited for a press release, blog post, or a guest post in a leading industry journal. By contrast, a quick, shorter announcement will likely gain more traction on LinkedIn or X, formerly known as Twitter.








#5 Launch Surveys to Capture Relevant Client Data


Surveys offer a proven way to acquire relevant data. By developing online surveys and distributing them to your existing clients and 7prospects, you can learn more about their pain points, business goals, and preferences. Be sure to ask questions that help you understand how your audience finds and uses your solutions or those of competitors. This will further help you target your ideal client.


The power of surveys is their ability to provide actionable data. For example, they can reveal the specific trends and topics that resonate most with your target audience, thus guiding your content creation efforts. Moreover, surveys offer a great way to collect data in accordance with permission-based marketing, which is all the more important in the era of the General Data Protection Regulation (GDPR) and similar laws. This transparent approach not only adheres to regulatory standards but also builds trust and emphasizes your focus on client experience. After all, most people want their voices heard and are more than happy to share their opinions.


Other forms of user-generated content (UGC) that can provide helpful feedback are reviews, such as those on Trustpilot and G2 or collected via social listening platforms like Sprout Social. When used in combination with targeted surveys, you can collect valuable first- and third-party data to augment your targeting efforts.








#6 Segment Your Audience by Individual and Company Attributes


Understanding your target audience goes beyond just knowing their job titles and industries. You need to take a holistic view of their firmographic, demographic, psychographic, and behavioral attributes to ensure your messaging is relevant.


For example, let’s consider a SaaS company that sells an employee training and onboarding platform. Broadly speaking, the target audience will likely be HR leaders. However, there’s a big difference in terms of needs, preferences, and pain points between HR leaders working in a company with upward of a thousand employees and those working for small startups with just a few dozen. A more detailed ICP might, for instance, be HR leaders in US companies 8with two-hundred-plus employees spread across a hybrid work environment and an annual revenue of $200 million or more.


But why stop at firmographics? You also need to remember that the recipient of your message isn’t really a business, but an individual representing that business. That’s why you also need to think about specific triggers, such as existing pain points, inefficiencies, and business goals. Understanding these influences helps greatly in crafting an effective engagement strategy that speaks to the individual, and not just to the business or department at large. 








#7 Identify Your Clients’ Key Pain Points


Pain points are among the most common triggers of purchase decisions in the B2B world. They generally fall into four major categories: productivity, process, support, and finance. For example, productivity pain points may include inefficiencies in a competing product or service. A process pain point could be a stumbling point in a mission-critical business process, while a support pain point might be a lack of support during a particular stage of the buyer journey. Finally, a financial pain point might involve confusion around pricing structures or simply a fear of going over budget. Remember, any of these pain points could also be a factor in an existing client’s use of your product, so it’s important for client success and support teams to consider them too.


To identify client pain points, you can use surveys, focus groups, and interactive webinars. Sales, marketing, and client support teams, all of whom have firsthand knowledge of specific segments of the buyer journey, are also important sources of information on the various challenges that existing clients and buying groups face.


When identifying pain points for those closer to the top of the funnel, be sure to use social listening and competitive research. Not only will this help inform your messaging strategy, but it will also help you find an optimal market fit for your product or service. 
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 #8 Devise Different Personas for Each Audience Segment


Many B2B products and services appeal to multiple industries and even different departments and stakeholders within each business. For example, every organization needs cybersecurity solutions, but precisely which solutions they need will depend on firmographic factors like sector and company size. To maximize your reach, you need to target every audience segment that matters most to you.


But, while it might sound counterintuitive, it’s also possible to end up with too many buyer personas. This can dilute your messaging and become a burden on resources. It’s important to start small, especially for startups and smaller companies. That said, most businesses should establish at least two distinct audience personas. Each of these should encompass industry-specific pain points, such as current market conditions and competitiveness, as well as regulatory requirements and industry standards.


By crafting these personas and gradually expanding your reach, you’re iterating on a solid foundation for personalized marketing strategies. To that end, each persona becomes a guide, helping you tailor your content, product offerings, and communications so they resonate most with each audience.








#9 Review and Update Your Buyer Personas Regularly


The business landscape is ever-changing, especially if you’re in the tech sector. Market shifts, evolving buyer behaviors, ever more advancing technology, and new pain points are inevitable. You must regularly review and edit your buyer personas to accommodate these updates. If you don’t, it won’t be long before your message becomes stale and outdated, losing its relevance in the process.


Consider, for example, some of the big changes we’ve seen in recent years. With the onset of the pandemic, remote work became the norm almost overnight. Since then, businesses have either 10remained fully remote, adopted a hybrid work model, or gone back to the old ways. Either scenario comes with its own set of challenges and opportunities, and it’s essential that you stay up to date with their impact on your target audience.


While there’s no hard-and-fast rule, it’s generally best to review and update your buyer personas at least once per year. Moreover, you should always conduct a review whenever your company or the industry you serve undergoes a major change. For instance, if your company receives a major funding round or goes through M&A, it’s a good time to review your buyer personas and broader marketing strategy. Similarly, new product or service launches are also ideal times to review and update your target personas.
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Chapter 2 Leveraging Data for Precision Targeting






It’s no secret that data is the lifeblood of any effective marketing strategy. However, with the immense amount of data at our fingertips, it’s not just about collecting data, but also about using it effectively.


Precision targeting is the art of using data to pinpoint and engage your ideal clients with laser-focused accuracy. It’s about predicting and understanding their needs to deliver a tailored message that makes a real and meaningful impact.


In chapter 2, we’ll explore the collection and segmentation of firmographic, technographic, and behavioral data, as well as how to use it to gain a better understanding of buyer intent.





#10 Refine Your Firmographic Segmentation with Data Analytics


One of the fundamental differences between B2C and B2B marketing is that the latter requires a deep understanding of your prospect’s business and their unique challenges. That’s where firmographic segmentation comes in, and it’s arguably the most important tactic of all when identifying and qualifying your prospects.


This foundational step should typically come before you start delving into the psychology and demographics of the individuals you want to target within a given organization. Firmographics 12encompass industry, company size, annual revenue, location, sales cycle stages, company status, performance over time, and company structure. You can easily find firmographic data on popular B2B databases like Clutch.io and Crunchbase.


Knowledge of your prospect’s industry is especially important, as it helps define their primary activities and gives you a starting point for understanding their key challenges. Annual revenue in combination with company size and status will help you determine a prospect’s purchasing power. For example, a sole proprietor will have completely different needs from those of a large privately or publicly held company. Finally, understanding the company’s structure will help you focus on the specific individuals to target within that company. In a smaller company or startup, for instance, one person may assume multiple roles.








#11 Categorize Prospects by Geographic Segmentation Where Relevant


Be sure to segment your audience by geography before you start building out your individual client profiles. After all, the location of a prospect’s company has a significant impact on purchasing power, local market conditions, industry standards, and regulations. For example, a small local business will have very different needs than a major international firm, even if they are in the same industry.


Geographic data should include country, region, city, and postal code (if applicable), all of which you should be able to find easily on the company’s web page, social media, or a third-party B2B database. This will give you a starting point in researching key factors such as location-based industry and legal standards, cultural identity, and geopolitical landscape.


Depending on the industries you serve, geography also factors in changing seasons. For instance, two thirds of B2B companies experience a slump in sales during summer months. If you’re targeting global companies in both hemispheres, you’ll certainly want to take that into consideration. 
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 #12 Study Target Audience Demographics as a Starting Point


Demographic segmentation is a foundational step to fine-tuning your audience personas. This involves collecting data from both existing and prospective clients based on variables such as age, annual income, education level, occupation, and job title. Each of these variables offers valuable insights into your audience’s preferences and decision-making processes.


It’s important to remember that some demographic attributes aren’t as important as they once were, especially in the world of B2B. For example, factors like gender and marital status are largely irrelevant in most B2B sectors. Age, however, can still help inform the most appropriate messaging for specific target groups, especially when it comes to selecting marketing channels, voice, and style.


Annual income can also help qualify prospects in terms of buyer intent, while informing product teams about optimal pricing tiers and structures at the same time. However, since B2B purchases are usually made by businesses rather than individuals, this isn’t as relevant as other metrics. For instance, knowledge of a prospect’s education level and their professional experience is far more important. After all, there’s no point in crafting highly technical content if your target audience isn’t going to understand it.


Perhaps what is most important for B2B marketers is understanding a prospect’s occupation and job title. For example, a CMO will likely have different needs, priorities, and pain points than those of a CFO or COO. Targeting the right job titles will help you evaluate people’s decision-making power and processes. However, given the ever-evolving nature of B2B roles (especially in startups), it’s important to take a nuanced view, as there may be inconsistencies regarding the specific responsibilities of team members in relation to their job titles.
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 #13 Identify Key Influencers of Purchase Behavior with Psychographics


While demographic segmentation offers surface-level insights into your audience, psychographic segmentation delves into the behavioral and emotional triggers that influence buying decisions. This approach is rooted in AIO variables (Activities, Interests, and Opinions), all of which are vital to understand when connecting with prospects on a cognitive level.


There’s no better approach to precision targeting than getting a view into the minds of your potential clients. Psychographics help you better comprehend past behaviors and predict how future prospects with similar behavioral and emotional traits might act. This paves a path to predictive marketing strategies that enhance both lead acquisition and personalization. To that end, it’s not just about knowing who your clients are (per demographics), but about understanding why they make the choices they make.


Psychographic attributes include personality traits, opinions, interests, hobbies, values, and lifestyle choices. You don’t necessarily need to account for them all but be sure to include the ones that matter most in your industry in all your buyer personas.


As for collecting psychographic data, proven methods include conducting client interviews, analyzing social media, and tracking website analytics. Advanced solutions include sentiment analysis, which leverages modern technologies like natural language processing (NLP) to determine the emotional tone in large volumes of content like emails, client support chats, and social media comments.








#14 Segment Existing Clients by Usage Rate and Account Status


One of the most powerful ways to leverage data for precision targeting is by understanding how existing clients engage with your 15products and services. Also known as technographic segmentation, this strategy divides clients into groups based on how they use technology. Unsurprisingly, this is especially relevant if you’re a SaaS company or any other tech vendor.


Start by breaking down your existing client base into heavy users, regular users, and occasional users: 




	
Heavy users are those who frequently engage with your products or services and have become dependent on them. They’re also likely to be among your most satisfied clients.


	
Occasional users only engage when a specific need arises, which might be due to the nature of your product. However, it might also point to difficulties they encounter when using your product.


	
Regular users lie somewhere in between the two, but since they most likely account for the majority of your client base, they can serve as a baseline for setting your sales and marketing goals.





For service-based businesses, account status is another vital metric. For example, this may include active users, those who have paused or canceled their subscriptions, and those who are at risk of churning. Knowing the account status of your clients will help you tailor your marketing communication strategies, both for upselling and cross-selling, or when targeting prospective clients who might need more convincing.








#15 Track Online Behavior to Understand Buyer Intent


Intent data is behavioral information on a prospect’s activity that indicates brand interest and their likelihood of buying your product or service. One of the most effective ways to track this is through your website analytics, which helps you determine what people are searching for to reach your website, as well as on your website.
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Intent signals can come from multiple sources:




	
First-party intent data originates from your own websites or other proprietary sources. In other words, it is data from prospects who have already interacted with your business in some way.


	
Second-party intent data comes from sources like demand generation platforms and co-marketing campaigns.


	
Third-party intent data typically includes cold prospects and originates from cookie and pixel systems, as well as industry research.





By overlaying multiple sources of first-, second-, and third-party data, you can gain a thorough understanding of what your target audience wants. However, make certain to label, tag, and manage your intent data in such a way as to preserve its quality and relevance. Also, be careful when collecting third-party intent data, since you can end up with misleading insights (as well as encounter privacy compliance issues). Once you’ve gathered the right data, you can use it to craft highly targeted marketing content.








#16 Measure Behavioral Patterns Over Extended Purchase Periods


If there’s one constant in the world of marketing, it’s change. Behavioral patterns change all the time, in line with economic realities, technical innovation, and other factors. That’s why it’s vital to measure behavioral patterns over time to better understand how people engage with your marketing content and products. In B2B, this is especially important because purchase periods tend to last months or multiple quarters, going through several stakeholders and approval rounds in the process.


Moreover, each of these stakeholders has a different set of purchase triggers, priorities, and processes. For example, a CFO might 17primarily be interested in pricing, while end users will likely be more concerned with productivity and efficiency.


Tracking prospects’ interactions over time includes initial research, competitive research, and interactions with sales representatives. By understanding the unique behaviors of each target group, you can gain valuable insight into a prospect’s intent and potential objections. This will also help you identify any barriers in the buyer journey, such as prospects running into issues during trial periods or finance teams questioning the viability of your pricing tiers.








#17 Use Credible First-Party Data Sources for Effective Lead and Account Scoring


The more first-party sources of intent data marketers use, the better. If you’re only relying on one source of data to qualify intent, you may end up misunderstanding your prospects and segmenting them incorrectly.


You can retrieve quality data by measuring interactions and interests, such as internet searches, webinar attendance, and white paper downloads. For SaaS companies, in-app/platform usage metrics can also help track intent.


The key to success is to diversify your first-party data sources, as doing so will give you a big-picture view of what your prospects want. For instance, website analytics provide insights into how prospects reach specific web pages, how long they stay, and which actions they take. By contrast, webinar attendance and white paper downloads (when gated behind a lead capture page) indicate a deeper interest and a willingness to engage further.


Direct interactions, such as live chats, surveys, and client service inquiries, are important too, since they build on the aforementioned data sources to give you a more holistic view of your prospects. Remember, acquiring quality first-party data is even more important now that third-party cookies are gradually being phased out 18in accordance with global privacy legislation such as the GDPR and CCPA, as well as efforts by brands like Google and Apple.








#18 Augment First-Party Data with Social Proofing and Third-Party Insights


First-party data might be the most valuable, but it takes time to collect, especially if you’re in a relatively young business. That’s why you need to augment it with second- and third-party insights and overlay these various sources of data.


For second-party data, the growing partner ecosystem is your most valuable resource. Examples include partner websites, cohosted webinars and other events, affiliate marketing programs, co-branded content, and demand generation platforms. Also, look out for industry consortia and groups that share data among their members.


For third-party data, be sure to select trusted providers, such as Infuse, Aberdeen, G2, and Cyance. These are among the most widely known providers. However, you’ll need to check their compatibility with your existing tech stack, since the process involves handling massive amounts of data and integrating it with existing systems. You’ll also need to cross-reference the data with other sources, so it’s useful to have a data integration platform to enable more efficient processes.








#19 Optimize Your Product Positioning with Niche Marketing


Standing out in the vast B2B market has never been harder. A common mistake is trying to be everything to everyone. While that might get you website visits, at least for a time, it’s not going to generate a qualified pipeline. Instead, you need niche marketing to appeal to 19those who are most likely to respond, as well as have the necessary purchasing power.


Product positioning is all about making your product or service as attractive as possible to your target audience. It’s not a tangible goal with a specific finish line, but a steady brand-building process to ensure people perceive your brand positively. Clearly, that’s not going to happen if your message ends up lost in all the white noise of social media and online content.


The data-driven segmentation strategies discussed earlier in this chapter can be powerful tools to inform your product positioning. This will also help you determine key details about competing products, thereby helping you establish a unique value proposition (UVP) and a distinct brand voice, tone, and style. Competitive research is vital, since you need to find a gap in the market where you can position your product in a viable way, without doing exactly the same thing as your competitors.


For example, while a deep analysis of psychographic data might not inform product research and development itself, it can help you tailor your messaging toward specific needs and pain points that your competitors are missing out on. In other words, it’s not all about the product itself, but about communicating its unique value in a way that resonates with your target audience.








#20 Deploy Artificial Intelligence to Scale Data Segmentation 


Effective client segmentation relies on enormous amounts of data, so it’s impractical for humans alone to analyze it. While your team will need to spend time extensively researching target audiences and building out their client profiles, machine learning and artificial intelligence can give you far deeper insight.


Some benefits of AI-augmented segmentation include the ability to identify hidden patterns in data and rapidly adapt client segments in a constantly changing market. Of course, the benefits of speed and scale shouldn’t be understated either. A machine, after all, can 20scan through multiple gigabytes of data to detect patterns and trends in hours rather than weeks and months.


There are several methods for using machine learning and AI in client segmentation. For instance, clustering algorithms can segment clients into groups based on their behavioral, firmographic, and psychographic attributes. Decision trees can identify the key influences in prospect behavior during the buyer journey. Natural language processing (NLP) and neural networks offer even more powerful ways to identify recurring patterns in client behavior, as well as carry out sentiment analysis.


Popular SaaS solutions for AI-powered market segmentation include Bloomreach, Emarsys by SAP, and Klaviyo. Larger companies with data science teams and developers of their own may alternatively build proprietary solutions.








#21 Promote Data Cleansing to Eliminate Low-Quality Data


An abundance of data isn’t always a good thing. The reality is that a lot of data is poor quality, outdated, or irrelevant. Without regular data cleansing and matching, you can end up with a severely polluted database.


Proven ways to combat data quality issues include ridding your databases of duplicate entries, incomplete records, and mismatched metadata. Once again, this is something that you can really only do with the help of AI and machine learning, simply due to the massive scale of today’s datasets making manual analysis and optimization impossible.


Schedule regular audits to ensure your data remains current and accurate. Exactly how often you do this depends on factors like database size and growth, but it should typically tie in with the regular reviews of your buyer personas as mentioned in chapter 1, item 9.


Naturally, prevention is the best cure, so it’s also a good idea to implement measures that help you maintain data quality whenever new data is added into the system. For example, you can standardize 21formats and use data validation tools to verify things like email addresses or social media profiles. Finally, be sure to establish an effective feedback mechanism with your sales and client support teams and train them on the importance of data quality to prevent issues from arising further down the line. 








#22 Go Beyond MQLs with Buyer-Centric Qualification Models


B2B buyers have increasingly adopted an independent, defensive stance, relying on self-conducted research and often connecting with sales reps only after having completed 70–80 percent of their buyer’s journey.


During this research stage, prospects often fill out lead capture forms in their search for content to support their decision-making process. This behavior, irrespective of its intent or the prospect’s readiness to engage, contributes to their lead score, resulting in prospects being forwarded to sales teams for follow-up ahead of time.


Thus, the arbitrary relation between lead score and activity results in MQL-based qualification models often mistaking engagement for purchase intent. This also contributes to teams failing to identify truly in-market buyers and accounts and mistiming their sales outreach, a frustrating process for both sides.


Combined with the emphasis on marketing to support sales goals, this has led to 47 percent of B2B demand marketers affirming that generating sales-ready leads represents one of their biggest challenges, according to Infuse’s Voice of the Marketer research. Buyer-centric qualification models are therefore key to understanding the true behavior of today’s B2B buyers, contributing to an advantageous positioning.
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