
A GAME CHANGING &
SPEARING APPROACH 

TO CONVERT LONG 
LEADS INTO BIG GAINS

Unfolding the smartest ways out there to market 
smarter and convert faster!
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Most businesses reach a tipping point where investing at the top of the funnel is 
essential. Otherwise, maintaining market share is at stake.

Targeting keywords and audiences with the highest purchase intention will 
produce good results, assuming your before and after click experience is 
optimized. But what happens when you’ve exhausted all demand and maximized 
your share of the market, reaching the point of diminishing returns?

According to a McKinsey study, brands that targeted a set of initial considerations 
(TOF) were more than twice as likely to win business than brands which went
after a set of considerations in the later stage of the decision-making process.

For emerging brands, the top 
of the funnel (TOF) is even 
more critical. In LinkedIn’s 
Age of Agility survey of B2B 
technology buyers, two in 
three decision makers are 
reluctant to try a new supplier.

To gain market share with 
established players, brands 
must strengthen their culture, 
expertise, relevance and value 
from the start of the buying 
journey. When your prospect 
is finally in the market, you will 

be the first ones in their mind and have a distinct advantage.

Taking it from the Top of the Funnel Matters 
the Most: How to Win a Buy-in for It?

Why Top of Funnel Works
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Defining Top-of-funnel Success
Paving the way for the future, a business must start defining and optimizing the 
right TOF Key Performance Indicators (KPIs) related to funnel activity.

• Awareness
• Engagement
• Lead generation

In terms of awareness, your KPIs should mainly focus on the share of voice (SOV).

For example, in paid search, we recommend that you track things like impression 
rate, absolute top-of-page impression rate, and CTR.

Lastly, brands thrive when they ensure that their SOV exceeds their market share 
or share of the market (SOM). Likewise, brands whose SOV is lower than their SOM 
are declining.
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Identifying the decision makers is a key 
part of any consultative selling strategy!
When describing your marketing and sales process, one of the first things you 
need to do is figure out who you are actually going to sell to. Who do you need to 
talk to get these sales?

Understanding the buying process
The first step is to identify the 
businesses you are targeting and 
understand how they will buy the type 
of product you are offering. You need to 
understand where your offering fits in a 
cost and strategic value matrix.

To know who is who
A name and email are a must. The way 
decisions are made can vary widely, 
thus it’s of most importance you 
understand what their interest is and the data is accurate. Knowing the types 
of content they are engaging with and making certain you have the correct 
information goes a long way to increasing lead velocity and conversion.

Find Champions and Influencers
The more important the accounts you target, the more company culture, and 
politics will enter into the equation. So it is even more significant for you to find the 
champions and influencers within the target account. These are people who are 
not necessarily the decision-makers (often they are not) but whose status within 
the company can help you influence the decision-makers or advance your cause 
from within.

Keep Track of People on the Movers and Shakers
The key to success is realizing that people are on the move all the time. To stay on 
top of developments, it’s crucial that you connect with your biggest prospects at 
least once a month, even if they’re a bit cold.
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4 Tips for successful customers
It’s great when your leads close on the first contact, but even the best sales rep can’t close 

the first contact every time. You need a place where you can store, rate, and regularly 

review leads. Either pursue or disqualify.

Think of these prospects as seeds that need care and attention to grow and flourish in a 

future sale. How do you make sure that promising but inactive leads aren’t deleted before 

they can make a final sale? We give six tips for the maintenance of your “Sales garden”.

1. HAVE A HELPFUL TRACKING SYSTEM
You cannot properly track the progress of 

your prospects unless you have a proper 

system in place. Regular evaluation gives you 

the best chance of mutual success.

2. MAKING CONTACT EASY
Social media is an easy and relatively discrete 

way to keep in touch. Have an advertising 

presence that keeps you visible. Maintain a 

social media presence on multiple platforms 

to make it easier  for people to contact you. 

This is not a substitute for follow-up communication, just an additional channel to keep 

communication open.

3. STAY INTERESTED
You want people to remember you, but do so positively, not as someone to shower them 

with unwanted contacts or useless information. A great way to keep in touch without 

being intrusive.

4. “WEED THE GARDEN”
Sales leads that still show no signs of growth despite careful attention are draining 

nutrients (time and resources) from more promising leads. Take the time to weed the 

garden, purifying your system each time.

Identifying the decision makers is a key 
part of any consultative selling strategy!
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A sales sequence or cadence is a series of 

activities initiated by an SDR to convert 

prospects into customers. Taking into account 

the needs of the target audience and then 

identifying the best communication strategies 

to generate leads and ultimately make sales. 

There are four main factors that are key 

to building a healthy sales sequence that 

will increase the number of meetings you 

schedule each month. 

1. Goal: Identify your ideal customer profile 

(ICP) to find out who has a problem you can solve, and then understand what their 

weaknesses are. 

2. Message: Personalize your communication to address your prospect’s pain 

point or need directly. The way you express your communication, as well as the 

actual offer you are sending, should leave no doubt that you are offering value. 

3. Channel: A good sales sequence uses a variety of communication channels 

based on the prospect’s behavior. Discover your prospect’s preferred form of 

communication, prioritize them and use them to your advantage. 

4. Timing: Try to find out the best time to communicate with your prospect. But 

ultimately, there is no right or wrong time. 

Already Overwhelmed by the amount of 
advice available on how to set your SDR 
Sequences and Cadences!
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Here’s a look at a 3 Level SDR chain of 
sequences
Level 01: Marquee Account Sales Sequences 

Sequence Formula: 20 emails, 12 calls, 10 LinkedIn taps for 90 days 

This level applies For companies that: 

Use complementary products (Salesforce, Gmail, Outlook)  Stay competitive with 

some of our most successful customers and have an in-house sales development 

team  Operational industries: software, IT and services, Internet, marketing / 

advertising, financial services, Personal / Recruiting 

Titles: Vice President of Sales, Sales Development Manager, Sales Enablement, 

Sales Operations, Marketing Manager etc. 

Level 02: Call Heavy 

Success formula for sales figures: 10 e-mails, 6 calls, 5 LinkedIn contacts for 33 days 

This level applies to companies that: 

One of the criteria of level 1 may be missing, but we are still sure it’s a good account 

It may have employees for the entire cycle (no SARS) 

The company fits perfectly, but not sure about the decision makers 

Level 3: Automated emails 
Success formula for the sales sequence: 6 Emails, 1 call, return to marketing for 20 days 

This level applies to companies that: 

The company is in an industry that you explore but not established 

The prospect can be an influencer but not a decision maker 

Lastly, what is the most important thing? Your goal is to show that you understand 

the customer’s business, that you enjoy working together, and that you care about 

the relationship. Extensive customization is the secret to a successful sequence.
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The placebo phenomenon occurs when the brain waits for a material result based 

on a belief, and then physically manifests symptoms of that belief that do not 

actually exist. Now let’s see what this implies in terms of sales! 

Just because someone doesn’t currently meet your criteria for a qualified prospect 

doesn’t mean they never will. This is the Placebo notion or a preconceived notion 

about pre-qualifying leads. If your lead seems interested, but now isn’t a good time 

to buy, keep in touch with him to stay ahead until he’s ready to start working on 

a deal. 

They may need different messages to talk about their weaknesses, more education 

to understand the solution, or more help to overcome their objections. Work with 

them until they are ready to take the next step, but avoid falling for the Placebo 

effect and do not deem the lead as not qualified. 

Once it has been determined that a prospect is able and willing to buy, you need 

to make sure that your offer stays on top. Follow-up ! 

Be strategic and thoughtful in the way you go about following up with your 

prospects. Use the information you have from pre-qualification to follow up in a 

meaningful way. 

The Placebo effect - 
The Missing Piece To Qualifying Leads
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Marketing funnels are essential because they help you match your sales efforts to 
the exact position of each buyer as they move down your sales pipeline. This results 
in several key benefits for you: 

Organize and streamline marketing teams: With a clear understanding of your 
target demographic and well curated SDR sequences, your team can easily attract 
and convert buyers. Reduce friction, and create campaigns that are effective for 
each prospect. Sales teams can stay organized and create a better ROI. 

Improve the speed and volume of your each customer journey: With personalized 
and planned marketing strategies in place to attract and build awareness for 
potential prospects, both the number of customers you locate and the speed at 
which they move through your sales pipeline will increase. You can make tweaks 
and small changes to your marketing funnels that result in better value for both 
you and your customers. 

Create engagement that results in conversions: With the right Nurturing Plan 
used at the right time as outlined against the marketing funnel, you can address 
every client at every stage of their buying journey. Build strong brand confidence 
through such high levels of engagement. Thorough communication with all 
customers will result in a pleasant shopping experience, helping to increase sales.

For, Vereigen Media

Key takeaways : 
An Overview From The Top


