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B2B Marketing:
AV&Co has identified 
four best practices that 
differentiate successful 
marketing organizations 
from all others
1. Map the customer journey and 

reassess on a regular basis 

2. Develop an advanced lead scoring 
process with a feedback loop from 
sales to marketing

3. Standardize the lead handoff process 
by establishing formal service level 
agreements and handoff points

4. Involve both sales and marketing 
teams to pursue upsell and cross-sell 
opportunities

Background on Study
Our findings are based on the 2017 Altman 
Vilandrie & Company Digital Media Diagnostic 
Survey with 190 B2B marketing decision-
makers from US companies with over $100 
million in annual revenue; interviews with B2B 
marketers across the TMT space; and our 
industry experience. 

About the Firm

Altman Vilandrie & Company is a strategy 
consulting group that focuses on the telecom, 
media, technology and investor sectors. The 
company’s consultants are experienced in 
strategy, marketing, finance, M&A, technology, 
regulatory and operations disciplines. 

Founded:
2002

Offices: 
Boston, MA
New York, NY
San Francisco, CA

Specialization:
Telecom
Media
Technology

Size:
100+ employees
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Four Keys for B2B Lead Conversion 

While the primary objective of marketers may be 
simply defined -- cost effectively generate, nurture, 
and ultimately help to convert, high-quality leads 
-- execution towards that goal can be a complex 
undertaking. Unlike their counterparts in companies 
that sell to consumers, marketers that sell to 
businesses (B2B) are often faced with longer sales 
cycles, more circuitous customer buying journeys, 
and coordination with a field sales organization and/
or channel partners that are intimately involved in lead 
generation and sales. 

Unsurprisingly, B2B marketers experience many 
challenges in navigating this landscape.  In particular, 
it’s difficult to discern what works and what doesn’t 
along the complex and lengthy customer journey. In 
an extreme form, B2B marketers may be viewed as a 
sales support team, providing little or no quantifiable 
benefit to increasing the number of qualified leads or 
the conversion of those leads. The good news: there 
are tactical steps that B2B marketers can take to 
measurably increase sales.

In examining a broad swath of B2B marketers, Altman 
Vilandrie & Company has identified four best practices 
that differentiate successful marketing organizations 
from all others:  

1. Map the customer journey and reassess on a 
regular basis 

2. Develop an advanced lead scoring process with a 
feedback loop from sales to marketing

3. Standardize the lead handoff process by 
establishing formal service level agreements and 
handoff points

4. Involve both sales and marketing teams to pursue 
upsell and cross-sell opportunities

Only ~15% of firms employ all four of these best 
practices – detailed customer journey mapping, 
sophisticated lead scoring, standardized lead 
handoff, and collaborative pursuit of upsell and 
cross-sell opportunities. These top firms have 15 to 
25 percentage point higher conversion rates of 
marketing qualified leads (MQLs) to sales.

Our findings are based on the 2017 Altman Vilandrie 
& Company Digital Media Diagnostic Survey with 190 
B2B marketing decision-makers from US companies 
with over $100 million in annual revenue; interviews 
with B2B marketers across the TMT space; and our 
industry experience. 

This paper addresses the specific findings related 
to creating a detailed customer journey map.  The 
related papers on other best practices can be found 
here: 

http://www.altvil.com/our-ideas/avco-study-four-
business-marketing-strategies/

Only ~15% of firms employ all four 
of these best practices

Firms that do employ these tactics 
have 15 to 25 percentage point 

higher conversion rates



B2B Marketing White Paper - Part 4 of 4
June 2017

Page 4 of 6

 

Coordinated Sales & Marketing Efforts 
After the Initial Sale

While the role of the marketing organization after the 
initial sale can vary widely, it often involves taking a 
backseat (or providing a reactive support) role to the 
sales team in pursuing upsell opportunities. Only 
55% of B2B companies today employ both sales 
and marketing teams collaboratively to expand 
revenues associated with the existing customer base. 
For the remaining 45%, there’s an opportunity for 
marketing to play an expanded role in both supporting 
sales-led upsell efforts as well as generating 
incremental leads. 

Since promoting alignment between the two teams 
may involve redefining roles and adding or changing 
Key Performance Indicators (KPI), companies 
find it challenging to implement and sometimes 
require assistance from third-party experts.  For 
example, many marketing teams today have some 
responsibilities for net revenue growth of existing 
customers. That marketing objective of revenue 
growth is often shared with sales or “customer 
success” teams, which requires coordination and 
structure to work well together. Customer success 
teams are popular with software-as-a-service (SaaS) 
providers that experience increased subscription 
revenues and reduced churn when customers 
increase usage across their organization as a result of 
finding value in the SaaS product. 

New technology tools do help with the coordination. 
Increases in marketing automation offer all 
marketers the opportunity to cost-effectively manage, 
personalize, and track campaigns that are specifically 
targeted to the existing customer base. Now 
marketers can extend the reach of communication to 
the customer base at a scale that was economically 
infeasible when all personal communication was 
done by sales. Sales can capitalize on the marketing 
automation support or incremental leads through 
customer relationship management (CRM) and lead 
scoring systems that facilitate the prioritization and 
coordination of sales efforts.

Only 55% of B2B companies today 
employ both sales and marketing 
teams collaboratively to expand 

revenues associated with the 
existing customer base
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Coordinating sales & marketing efforts 
is one of four best practices that can 
drive increased lift for B2B marketers

Using both sales and marketing teams to pursue 
upsell opportunities works smoothly if the other 
pieces of the puzzle – journey mapping, lead 
scoring, and standardized handoff – are in place. 
Companies using both sales and marketing vs. 
just sales to pursue upsell opportunities have a 
6 to 7 percentage point higher conversion rate of 
MQLs to sales and 10 to 12 percentage point higher 
conversion rate of SQLs to sales. 

Only 15% of B2B companies are using all 4 of these 
best practices, meaning 85% of B2B companies 
may be able to increase conversions significantly 
by implementing the remaining best practices they 
haven’t covered.  However, B2B marketing is not 
one-size-fit-all and best practices should be adapted 
based on company characteristics. Company size, 
industry, geography, in-house marketing capabilities, 
product complexity, product lines, industry, target 
accounts, sales cycle, and sales channels are just 
some factors to consider when implementing these 
research findings.

Although optimal implementation of 
these practices may be challenging, 
the ROI can be sizeable. The figure 
to the right shows the incremental 
percentage point lifts (in terms of 
MQLs to sales conversion) that B2B 
marketers can obtain from each of 
the best practices. The conversion 
rate lifts above the bars are based 
on implementing best practices 
one after another (sequentially). 
The percentage point lifts stated 
in the previous sections are based 
on implementing individual best 
practices standalone; these lifts are 
also listed on the chart.

 

Conversion Rate Lifts From Implementing Best Practices
 Sequentially and Standalone

Companies using both sales and 
marketing vs. just sales to pursue 
upsell opportunities have a 6 to 7 

percentage point higher conversion 
rate of MQLs

~3-5% lift

~6-10% lift
~1-2% lift

~3-5% lift

Best-in-class
~30-39% 

conversion rate
(MQLs to Sales)

Baseline
~17%

conversion rate
(MQLs to Sales)

Rigorous 
Journey 
Mapping

Sophisticated 
Lead Scoring

Coordinated 
Upsell 
Efforts

Standardized 
Lead Handoff

Sequential
Conversion 

Lifts

Standalone
Conversion 

Lifts
~3-5% ~6-10% ~13-17% ~6-7%
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About Altman Vilandrie & Company

Altman Vilandrie & Company is a strategy consulting group that made a calculated decision to focus 
exclusively on just a few industries – Telecom, Media and Technology. Why? We’re passionate about these 
incredibly dynamic industries and love the challenge of constantly staying ahead of the ever-changing 
environment.

Not only does this industry-specific philosophy set us apart, but also it allows us to deliver better 
advice quickly. We rely on our deep industry knowledge and advanced analytics to develop tailored 
recommendations. We give honest, independent advice and our clients see us as trusted advisors and 
partners. Furthermore, all of our consultants are highly analytical, creative and strategically minded, with a 
passion and expertise in these industries. 

AV&Co. has helped clients with a wide range of B2B and B2C marketing needs from reorganizing entire 
marketing departments and rigorous attribution modeling to operational / tactical implementation. In past 
work, our recommendations have improved online sales, site visits, CTR, and conversions from single digits 
to 20%. 

Our clients are operating companies including service providers, equipment manufacturers, content creators/
aggregators, as well as private equity investors.

 

Contacts

Stefan Bewley - bewley@altvil.com 

Kate Rodriguez - krodriguez@altvil.com

© 2017 Altman Vilandrie & Company.  All rights reserved.


