B2B LEAD
NURTURE
IN 2022
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Lead nurture - the art of developing a
relationship with prospective buyers
- is hardly a new concept. But in 2022,

the importance of nurture has surged.

The impact it can have is well
documented, with some studies
showing that effective nurture results
in a 20% increase in your chances

of closing a deal. Yet an increasing
number of sales teams are struggling

to mount effective nurture campaigns.

There are several reasons for this:
buyer journeys are getting longer;
market competition is increasing; and
customers are increasingly expecting
highly personalised content from
vendors. Without effective nurture
campaigns, competitors will swoop

in and prospects will assume you do

not value their business - the very
definition of “funnel leakage”.

This creates a huge challenge for
sales teams. Because as nurture
has become more important, it has
also become more complex. There
are so many sales touchpoints and
technologies that buyers may now
use, and each one of them must

be optimised to ensure the buyer
experience is seamlessly positive.

In this eBook, we explore the key
challenges of B2B lead nurture in
2022 - and three key factors that will
help sales leaders overcome them.
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FIVE REASONS
LEAD NURTURE IS
TOUGHER IN 2022

BUYERS WANT
MORE FROM
ORGANISATIONS

B2B buyers have become used to a certain level of service
and convenience as everyday consumers, and expect that
to be replicated in their dealing with B2B vendors. This
means many traditional means of lead nurture will be
largely ineffective, as they don’t meet buyers’ expectations
for personalisation or value.

Simply put, buyers no longer ever have to interact with
a salesperson. And that means each interaction must
provide substantial value.

73% of B2B buyers say they want a personalised,
B2C-like experience.
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SALESPEOPLE HAVE
FEWER CHANCES TO
INTERACT

As buyers have been empowered by digital platforms, the
amount of time they spend talking directly to salespeople
has plummeted. This means that there are far larger gaps
between interactions - and therefore far more nurture is
required to plug those gaps and keep leads warm.

This means nurture campaigns must cover a wider range
of the traditional sales funnel. Rather than simply filling
space, nurture often now constitutes the largest single
activity within the selling process.

When buyers are comparing multiple suppliers, the
amount of time spent with any one sales rep may be only
5% or 6%.

THERE ARE
MORE BUYERS TO
IMPRESS

Simultaneously, B2B buying teams have increased in size
in recent years, with a wider team of experts brought in to
scrutinise suppliers and make more informed decisions.
Each individual buyer will have different concerns, and
sales teams need to understand how the dynamics of buyer
teams impact their collective decision making.

The upshot is that nurture campaigns must also factor in
far more “personas” and keep a wider variety of buyers

happy.

The typical buying group for a complex B2B solution
involves six to 10 decision makers.
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The rise of omnichannel buying has only made B2B buyer
journeys more complex. Buyers will frequently use six
distinctive interaction channels throughout their customer
buying journey, and nearly 65% of buyers will walk away
from it being frustrated by inconsistent experiences before
they reach out to a company for more details.

Lead nurturing is vital to ease these tensions and make the
process more connected and simple. But the sheer number
of channels - and the inability for sales teams to control
when and where buyers interact with them - makes that
nurture far more difficult.

77% of B2B buyers say their last purchase was very
complex or difficult.

TRUST 1IN
SALESPEOPLE IS
WANING

Along with the empowerment of buyers has come greater
scepticism towards salespeople. Buyers now have the
ability to scrutinise information far more effectively, and
can rely more on things like reviews and recommendations
to gauge the quality of a given vendor.

This means the entire sales process is looked at with a
certain degree of wariness - so nurture campaigns are held
to a far higher standard. Factors like information quality,
reliability to statistics and how engaging nurture materials
are is far more important today than ever before.

Research suggests between 3-32% of B2B buyers
believe salespeople are trustworthy.
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THREE PRINCIPLES
FOR BETTER LEAD

NURTURE

CONSTANT
MEASUREMENT

Quantifying the impact of nurture is notoriously difficult,
but it is still important for a few reasons. First, businesses
need to have a simple benchmark to understand how
effective their efforts are. Second, measurement will help
you quickly determine what level of investment in nurture
campaigns is optimal.

There is really no limit to the amount a business could
spend on nurture - from generating content to increasing
the amount of inside of field salespeople undertaking
outreach. But there is always a tipping point where the
investment stops yielding a strong return.

Companies with a standardised sales process see up to a
28% increase in revenue.
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USE TECHNOLOGY
STRATEGICALLY

From Al and automation to video and voice, there are

a huge range of advanced technologies which can be
implemented to create more effective nurture campaigns -
the question is which will best suit your particular market
and brand.

Leaders should consider how technology will enable them
to scale their nurture efforts, and try to balance this with
the dangers of dehumanising the process. While robust
data can make efforts far more efficient, it should not be
the only factor at play in nurture campaigns.

B2B sales teams that are willing to shake up their sales
models and embrace next-generation capabilities see
revenue growth 2x larger than GDP.

PEOPLE-FIRST
CAMPAIGNS

Nurture efforts are far more effective when they are
personal. While automation technologies may be efficient,
sales leaders should never overlook the power of human
beings to deliver their messages and connect with
prospects.

This is not just about having salespeople ready to take a
Zoom call with a prospect: it is about interjecting every bit
of content with human values and qualities - even if it is
ultimately going to be automated or delivered through a
sophisticated tech pipeline.

79% of business buyers say it’s absolutely critical or
very important to interact with a salesperson who is a
trusted advisor.



