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The growth of the Internet has increased friction between
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call them anymore. They get most of their education on the
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downloading white papers.

As buyers increasingly use these online channels, marketing meets prospects earlier than
ever in the buying processoften long before they are ready to engagéh sales.

This is one reason that, on averagaly 25% of new leads are sales ready you need a

way to find the hot ones and pass them to sales before a competitor contacts them or they
go cold.

With lead nurturing, marketers deepen the relationshvith each prospect over time,
interacting in a variety of settings, learning more about each other's needs and capabilities
while progressing seamlessly from one interaction to the next. And you know when to
commit more resources to the relationshipasll as when to pull back and give the prospect
some space.

A 10% increase in lead quality = 40% increase in sales _ _
productivity. Scoring means passing fewer, but higher A 10% increase In
qualitydleatljs, to salss. This m;]ea.ns. win ratgs eltndhrevenue lead quality =

up, and sales reps dtimwaste their time on deals that o/ .
result in no action. By not wasting their time on low qualit 40% increase _I n_
leads, reps can focus their time on the high quality leads| Sales productivity.
and get more wins.

Lead Scoring
Lead scorings an integral part of lead nurturing, so you candetgv  C}HUE % E}*% 3S[* 0o A

of interest in your solution (engagement), as well as your interest in your prospect
(demographics targeting).

In this paper, we will quickly give you detailed tips about how you can use lead scoring as a

way to align sales anaarketing. Working with your sales team, you must determine the

SE ]85 SZ S ul Y% CIUE "] 0_ %E}*% 3SU ] 8Z o A o }( VF
top qualified lead, and then review your scoring methodology.
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