
 Lead-Gen Gears Up
Businesses are suiting up for a return to pre-recession marketing, 
and that means interest in finding new sales leads. This year’s  
prospecting survey shows strong interest in the widest range of 
tools for refilling the prospect pool. But some of the trends  
detected in 2010 have picked up real momentum, including a 
move away from third-party lists and a growing reliance on  
online methods for recruiting new customers.
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We will focus primarily on retaining customers
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We will focus primarily on current customers
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What are your 
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Double Vision Poll respondents showed a strong interest in finding new custom-
ers, as they did last year. But a majority of respondents this year, and especially mid-size 
marketers, said their focus would be to tend to current customers while secondarily lift-
ing awareness among non-users. Large brands showed much more interest than small or 
mid-size in retention and reactivation of lapsed users. 
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Which channels did you use for prospecting in 2010? 
what will you use in 2011?
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what did you offer in exchange for prospects’ 
opt-ins/contact info in 2010?

Contest/ 
sweepstakes 
entries for 
registration

OtherEntertainment 
content 

(e.g. music, 
game 

downloads)

Webinars, 
podcasts or 
other online 

content

Reduced rate/ 
free shipping

Enhanced 
services

Product discounts 
or samples
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rising tide  Every lead-gen channel will seem increased use over last year, according 
to the 2011 survey response. But the largest growth will come among the online tactics that 
marketers can deploy for themselves, including prospecting through social networks, online 
registrations, Web ads, and online directories. Smallest increases anticipated by respondents 
include use of third-party lists, telemarketing and direct mail.

Value exchange
The most important tool for ac-
quiring prospect contact data is 
direct experience with a prod-
uct or service through sampling 
or a rebate trial. But almost 
one third of respondents said 
they built their house lists with 
offers of online informational 
content, including Webinars 
and podcasts. Next most popu-
lar incentive was the offer of 
enhanced services, followed by 
entry to a sweepstakes or con-
test in exchange for opt-in. 

EvEry channEl  
will sEE  
growth, but  
rEspondEnts  
ExpEct onlinE  
lEad-gEn to  
outpacE offlinE 
tactics in 2011.
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how do you measure the roi from 
lead generation?

We look mainly at the
cost of each prospect
who finally converts
(cost per sale)

We look mainly at how
many prospects are
contacted by our sales
team (cost per 
opportunity)

We look mainly at the 
cost of amassing/
acquiring prospect data 
(cost per lead)
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do you use automated lead 
management software to score,
monitor and handle leads?

Don’t know

No

Yes

Does not apply
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how effectively does your company 
move leads through the sales 
funnel once acquired?

Much more effectively 
than most firms

Somewhat more effectively
than most firms

Average compared to
other firms

Somewhat less effectively
than most firms

Much less effectively
than most firms
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tracking return
When it comes to choosing a met-
ric by which to evaluate lead-gen 
success, respondents overwhelm-
ingly said they take a holistic view 
of the prospecting funnel, focusing 
on the actual cost of sales from 
new leads rather than the costs 
of the leads themselves or costs 
per contact opportunity by sales 
departments, a common metric 
among B-to-B brands.

Little Automation, Little Perceived need Respondents who don’t 
use sales-lead automation outnumber those who do by almost three to one, according to this 
year’s survey. But they don’t think their companies are suffering from that lack of lead-man-
agement software: 44% of those polled say they move leads through the sales funnel more 
efficiently than average, and another 40% say they’re on par in handling prospects.
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what % of your prospect list did not come from 
traditional list brokers in 2009 and 2010?
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do you use email as an 
acquistion tool?

We have prospected
with email but will 
stop/cut back in 2011

We have not 
prospected with email 
but will do so in 2011

We currently use
email for lead-gen

We don’t prospect 
via email and have no 
plans to do so in 2011

17% 

Prospecting shifts in-house Marketers continue to trend away from rented or 
purchased lists. This year’s survey finds that 55.9% of respondents say they got half or fewer of their 
leads from traditional brokers in 2010, compared to 50.4% of those polled last year who said the 
same for 2009. At the other end, only one fifth of this year’s response got almost all their 2010 leads 
from brokers, against nearly one-third who made the same claim for their 2009 prospecting.

emailing Prospects
A large majority of brands already 
use email for prospecting, and 
among those who don’t, a plurality 
say they will try it in 2011. Results 
differ slightly from those in the 
2010 survey, when 65.5% polled 
said they used email for customer 
acquisition, and only 10% said 
they would not consider prospect-
ing via email. (It’s too early in the 
survey life to determine if that 
variation is significant.)
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if you don’t prospect via email, 
why not?

Other lead-gen options 
more appealing

Too hard to cut through 
mailbox clutter

Too expensive/not 
enough ROI

Can’t acquire enough email
opt-ins to be effective

Open rates too low to be
effective prospecting tool

Other

Can’t deliver effectively to 
mobile devices
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Afraid of looking like 
a spammer 37.4% 
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how are you using social media to 
generate leads?

We’re building relationships and awareness,
hoping those translate to transactions in time

We’re not currently taking part in 
social networks

We’re using social media to point prospects 
to our website

We’re asking customers to post our
messages to their profiles to draw prospects

We’re using social media to gather registrations
via offers such as coupons, contests, etc.

We’re selling directly within social networks
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spam Worries, other 
opportunities
Respondents not using email to 
uncover leads point mainly to a 
fear of the spammer label. But 
more than one fourth of those 
not using email for lead gen also 
noted more preferable options 
and the difficulty of break-
ing through mailbox clutter as 
obstacles to using email to reach 
non-customers. Open rates, opt-
ins and ROI concerns were rated 
relatively low as problem points.

Making Friends Most brands using social networks to drum up pros-
pects are doing so aspirationally, trusting that increased awareness from either 
content or sharing will draw new customers eventually; only 22% are using so-
cial pages to drive traffic to their websites. But a large segment of those polled 
say their companies are not using social media for lead generation at all. 
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what are the biggest obstacles to lead-gen 
within social networks?

Social presence requires more content 
and resources than a plain lead-gen offer

Prospects wary of being marketed in
“commerce-free zone” of social nets

Inability to measure campaign impact 
or ROI effectively

Social media not relevant to our core 
customers or likely prospects

Social marketing doesn’t provide leads 
that are sufficiently qualified

Too many potential channels to 
understand and master
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What lead-gen topics produced the greatest number of 
qualified b-to-b leads in 2010? In 2011? (choose three)

Refe
rra

ls
Live

 sa
les

 ca
lls

Email
Dire

ct 
mark

eti
ng

Tra
de s

ho
ws,

co
nfe

re
nc

es
Se

arc
h m

ark
eti

ng
Te

lem
ark

eti
ng

So
cia

l n
et

wor
ks

 an
d

on
lin

e c
om

mun
itie

s

Onli
ne

 co
nte

nt 
off

er
s 

(e.
g. 

web
ina

rs,
 pod

ca
sts

,

whit
e p

ap
er

s)
Onli

ne
 dire

cto
rie

s
Ta

rge
te

d disp
lay

 ad
s

(w
eb

 or
 m

ob
ile

)
Cus

to
m pub

lish
ing

Othe
r

58
.3

%

42
.5

%

49
.8

%

36
.6

%

13
.3

% 16
.1%

12
.8

% 14
%

4.
3%

3.
2%

12
.3

% 6.
4%

6.
5%

6%5.
5%

4.
6%

41
.3

%

29
.7

% 34
.4

%

24
%

24
.6

%

16
.5

%

18
.6

%

14
.1% 16

.6
%

13
%

0

20%

30%

40%

50%

60%

20112010

10%

resources, users 
Barriers to social 
Media Lead-gen  
Biggest obstacles for those 
not prospecting via social nets 
include continual demands for 
new content in the channel 
and users’ overall resistance 
to being explicitly marketed 
in a space dedicated to social 
connections. But insufficient 
metrics, poor qualification and 
lack of channel understanding 
are also factors in shying away 
from social media prospecting.

B-to-B Looks to Web tactics B-to-B marketing continues its traditional preferences 
for direct referrals from use, live sales calls, email prospecting and direct mail as lead-gen tools. But 
respondents expect those channels to produce a smaller portion of leads in 2011; only prospecting via 
social networks and online content offers are expected to increase this year.  
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