
Prospecting on All Platforms
More marketers are trying more ways to find new customers. That’s 
the top-line finding of the Chief Marketer 2012 Prospecting Sur-
vey, fielded in November and December 2012 to 833 responding 
marketing professionals in all verticals of B2B and B2C marketing. 

The reason is increased reach. “Prospects don’t answer their 
phones very often,” said one B2B respondent. “So you have to hit 
them from 360 degrees.”

The profusion of new channels is a mixed blessing, however. “They 
make marketing harder, in that the speed and force of information 
make capture difficult,” said another respondent. “But the number 
and interactivity of new channels makes for more opportunities.”

10%

Big Picture As in past years, respondents told us their attention is split fairly evenly between 
prospecting for new customers for their goods and services (44%) and caring for current ones, but with 
an eye to building brand awareness that can also draw new business (43%). Those results skew a bit dif-
ferently when responses are broken out by business type. While consumer marketers preserve that even 
split between looking for new leads and focusing on past buyers (44% to 40%), B-to-B marketers showed 
a greater interest in reaching customers they have not transacted with before (51%) than in homing in on 
former clients (37%) and hoping for “spillover” benefits with new leads. 

That differential extended to budget allocation for lead generation. B-to-B respondents said they tar-
geted about 51% of their 2011 marketing budget toward finding new prospects, while B-to-C marketers put 
45% of their budget into acquisition.
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What prospecting channels did you use in 2011? 
what will you use in 2012?
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What opt-in incentives did you offer to prospects 
in 2011?

Entertainment 
content

OtherFree or
 reduced-cost 

shipping

Enhanced 
services

Contest or 
sweepstakes 

entries

Product samples 
or discounts

Webinars,
 podcasts,

 whitepapers, 
other 

informational 
content
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41% 
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Growing Focus on Social, Web Prospecting channels used in 2011 looked mostly the same as 
in past surveys, with email the dominant lead-gen medium (83%), followed by direct mail (57%) and a three-way tie 
(55%) among web opt-ins, social network sign-ups and trade-show/conference leads. But asked where they’ll pros-
pect in 2012, the response group kept email in the lead (87%) but moved social networks firmly into second place 
(69%). Web registrations came in third as a medium for 2012 (66%), while direct mail dropped to a fourth place 
choice at 61%. Comparatively speaking, online registrations gathered directly by the marketers are increasingly 
becoming the channels of choice for finding new customers.

B2B marketers in particular said they will step up their lead generation in social networks this year: 48% used it in 
2011, but 68% said they will prospect in the social media channel in 2012. 

Information, Offers 
Rule Almost two-fifths of respon-
dents said they used informational 
content to induce prospects to hand 
over their contact information in 2011 
and approximately the same number 
said they relied on discount offers or 
product samples to acquire that data. 
By contrast, only about a quarter of 
respondents said they had used con-
tests or other engaging events to get 
customers to opt into receiving market-
ing—about the same as the proportion 
who offered service enhancements in 
exchange for data. According to written 
responses, those enhanced service fea-
tures can include anything from no-cost 
consultations to a month of free use of 
the platform or solution. But a solid 15% 

Web sign-ups 
and social 
lead-gen should 
see the strongest 
growth rates in 
2012, according 
to marketers. 
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of respondents said they relied 
on the offer of free or almost-
free shipping to get leads. The 
same percentage who pointed 

to “other” listed everything from 
Starbucks or iTunes gift cards to 
free mobile apps or email alerts 
on new product introductions.



14% 

64% 

How do you calculate ROI for lead-gen?
 

Number of prospects who 
ultimately convert (cost per action)

Cost of amassing prospect data 
(cost per lead)

Number of prospects contacted by sales 
(cost per opportunity)

22% 

8% 

64% 

Do you use lead management software
to score and monitor leads?

 

No

Yes

Does not apply

22% 

6% 

Doesn’t know

16% 

39% 

26% 

How effectively do you  move leads through 
the sales funnel once acquired?

Much more effectively than most firms

Somewhat more effectively

Average compared to other firms

Somewhat more poorly than average

Much more poorly than most firms

16% 

3% 

The Bottom Line It’s still 
the conversion that matters most 
to prospectors. Almost two thirds 
of the response group (64%) said 
they ultimately figure return on 
investment (ROI) from lead genera-
tion efforts based on the cost per 
action. That compares to just over 
a fifth (22%) who measure lead-gen 
cost efficiency by looking primarily 
to the expense per lead acquired. 
Only 155 of respondents said they 
calculate ROI based on the number 
of leads that merit a contact from 
the sales department.

Keeping Score As in past years, the large majority of respondents (64%) say their companies do not 
currently use any kind of software solution to score, track or manage leads they acquire through prospecting. 
About the same proportion (66%) say their company is nonetheless able to attribute those leads by channel 
source, so the lack of an automated solution doesn’t seem to rule out at least some visibility into the lead fun-
nel—although allocating credit further back than that last click must be a challenge.

Still, about 42% of those polled say their company’s lead-management practices are much or somewhat better 
than average, and another 39% say they’re right in mid-pack. That leaves only about one fifth of respondents who 
says they handle leads, once acquired, less efficiently than their rivals. 
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What % of your prospect list did not come 
from traditional broker sources in 2011?

100%

15% 

7% 

62% 

Do you prospect via email?
 

We currently get leads via email

We have not propected by email 
but plan to do so in 2012

We have not prospected by email 
and have no plans to do so 

We have prospected by email 
but will not do so in 2012

16% 

Sourcing Names The last few years of the Chief Marketer Prospecting Survey have shown a slow 
but steady increase in the proportion of marketers who say they are getting at least half of their lead-gen 
names from sources other than traditional list brokers. This year that percentage is 55%, the same as last 
year’s finding but up from 50% in the 2010 survey. But almost 55% of those polled this year said they got 
three-quarters of their leads from a source beside rented or bought lists. 

Email Acquisition  
Attention A solid 62% of respon-
dents to this year’s survey say they have 
email acquisition programs in place, and 
a further 16% say that while they haven’t 
used the channel for leads in the past they 
will do so in 2012. That makes more than 
three-quarters of the marketers polled 
who expect to be trolling for new business 
via inboxes by the end of this year. 
By contrast, 7% of respondents say they 
will cease trying to prospect by email in 
2012. Add that to the 15% who have never 
used the channel for prospecting and don’t 
have plans to start, and the resulting one-
fifth of marketers opposed to acquisition 
emailing may seem surprisingly large. 
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About 65% of 
marketers don’t 
make use of lead 
management 
software. But 
42% say they still 
manage leads 
better than most 
competitors.



Where do you get addresses for 
email prospecting?

Addresses from
automated

harvester software

OtherLists provided 
by affiliates

Opt-ins to 
email sent by 
third parties

Purchased/
 rented lists 
from brokers
 or compilers

Via Web 
registrations/ 
other direct 

opt-ins
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if you use email for prospecting, why?
(Top three)

Ability to track and
measure response

Ability to personalize
content or tailor offers

Drives traffic to web sites
for more interaction

Mass reach

Ability to test
and optimize

content / offers
Target by region /

demographic /
daypart / other criteria

Shareable via 
social networks 

or "forward to friend"

0 80%

50% 

Relatively low cost 77% 

47% 

37% 

32% 

29% 

27% 

19% 

Triggered by specific
user behavior

(e.g. cart abandons)
12% 

10% 20% 30% 40% 50% 60% 70%

Do-It-Yourself Lists 
Asked where they get the names 
and addresses they use in their 
email prospecting—and permit-
ted to check off whatever meth-
ods they may use-- almost 75% of 
marketers say they go directly to 
the source and get their opt-ins 
over a web site, in-store sign-ups 
or some other direct action on 
the part of prospective custom-
ers. By comparison, almost 30% 
say they make at least some use 
of bought or rented lists and 
about one fifth get some of their 
leads from affiliate marketing. 
A similar percentage (19%) say 
a portion of their prospect lists 
come from deals that get their 
opt-in including in mail sent out 
by other marketers.

B2B marketers have other re-
sources at their command, and 

Price and  
Measurement  
Asked to name the top three 
reasons why they prospect via 
email, those who do pointed 
to email’s relatively low cost as 
its biggest lead-gen advantage 
(77%) by such a large margin 
that it’s hard not to see email 
prospecting as largely a price 
play. That was followed some-
what distantly by its trackability 
(50%) and the chance to cus-
tomize the marketing message 
or tailor offers to specific recipi-
ents (47%).  

Interestingly email’s mass reach 
and testability ranked lower 
than in previous surveys (32% 
and 29% respectively). This pos-
sibly reflects the rise of other, 
equally broad-based channels 
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these are largely represented in the 
“other’ category checked by 20% of 
respondents. “[Addresses] collected 
by sales reps—these are the best,” 
one respondent wrote, while another 

said email data was “compiled from 
memberships/ directories.”

“Contacts at trade shows and word 
of mouth—this is a small company,” 
said a third.

for testing offers, such as social 
networks. (Meanwhile, only 19% said 

they use email because it can be 
shared over those social networks.)



if you Do Not use Email for Prospecting,  
Why Not?

Other lead-gen options
more appealing

Too hard to cut through
mailbox clutter

Open rates on acquisition
email too low

Too expensive/
not enough ROI

Can't amass enough email
addresses to be effective

Other

Can't deliver effectively
to mobile devices

0 40%

31% 

Afraid of looking
like a spammer 32% 

26% 

22% 

22% 

19% 

16% 

7% 

10% 20% 30%

What is your brand's stance on prospecting 
in social networks?

We're not currently prospecting 
in social networks

We're using social media to 
drive traffic to our web sites

We're using social media to gather opt-ins
through incentives (coupons, contests, etc.)

We're getting buzz by urging fans to share
our content to theirsocial profiles

We're selling goods (real or virtual)
within social networks

0 40%

23% 

We're building relationships or awareness 
that may produce transactions over time 47% 

20% 

5% 

3% 

2% 

10% 20% 30% 50%

What’s Stopping You? 
As noted above, marketers who won’t 
prospecting via email are a minority 
(22%). But that subset’s reasons for 
avoiding the channel are instructive. 
Thirty-two percent say they are afraid 
of looking like a spammer to those 
prospects (or their ISPS, if enough 
acquisition emails go unopened—a dis-
tinct possibility, since 22% of the email 
avoiders say open rates are too low.) 

On the other hand, 265 of market-
ers who don’t currently prospect in 
email say they’re dissuaded by the 
difficulty of cutting through mailbox 
clutter (26%). In last year’s survey that 
inbox static ranked as the Number Two 
objection raised to email prospecting. 
But this year it’s been overtaken by 
a new reason to stay away from the 
prospecting email: namely the wide 
availability of “more appealing” lead-
gen options (31%). While that term is 
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purposely open-ended, it’s  
hard not to see the rise of social 

media in there. and low open 
rates (22%). 

Social’s Appeal  Social 
media prospecting is definitely one of 
those new attractors for most survey 
respondents. Only 23% of respondents 
say their company is not currently 
looking for new customers in social 
channels, down a bit from 26% who 
said the same last year. 

Among those who are using social me-
dia for lead-gen, a very large propor-
tion (47%) are simply building engage-
ment and awareness on their social 
pages in the hope that new customers 
will be drawn in by experiencing the 
brand socially. Another one-fifth says 
their primary strategy is simply to lead 
people from Twitter, Facebook, Linke-
dIn et al. to their web site. Only 55 are 
actually amassing opt-ins through in-
centives, and fewer are aiming first of 
all for viral spread (3%) of a message 
or for social commerce (2%).

For the first time, acquisition-email avoiders 
are less likely to blame inbox clutter for 
their avoidance than to point to more 
promising prospecting channels elsewhere.



What are the greatest obstacles to 
prospecting in social-channels?

Prospects wary of being marketed
in "commerce-free zone"

Unable to measure social campaign
impact or ROI effectively

Social produces too many unqualified leads

Social networks not relevant
to our core prospects

Too many possible channels to
investigate, understand

0 40%

40% 

Social too content-intensive
for a lead-gen campaign 45% 

37% 

29% 

25% 

23% 
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Which B-to-B prospecting channels Will produce the 
largest increases in qualifed leads for your company 
in 2012?
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The Social Metrics Dilemma More respondents than ever (45%) point to social media’s con-
stant need for fresh content as their biggest pain point generating leads in the channel, and almost as many (40%) 
cite the difficulty of prospecting in a medium where users go for very non-commercial purposes. But this year’s 
survey saw a sizeable jump in those complaining about difficulty measuring the impact of social prospecting (37%, 
up from 315 in last year’s survey) and a small increase in those complaining of unqualified leads (29%). Measuring 
social campaigns may not be getting harder, but it is probably getting more crucial as the channel fills.   

B2B Looks  
Further The mainstays 
of B2B prospecting—referrals, 
live visits (including confer-
ences), email and direct 
marketing—will remain so in 
2012, at least as sources for 
qualified leads. But fewer 
B2B marketers point to those 
channels as growth media for 
leads this year. Instead, slight 
increases are distributed 
among a range of secondary 
tactics, from white paper/ 
webinar content and partici-
pation in professional forums 
to social listening. 
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Measuring social 
lead-gen seems 
to be becoming 
more crucial as 
marketers move 
into the channel. 
Almost 30% 
complain about 
unqualified leads.

Methodology: An online poll of 346 B-to-B marketers was fielded by Chief Marketer 
from November 10 to December 19, 2011. Respondents came from a range of industry verticals, 
including manufacturing, retail, financial, health care, travel, entertainment, advertising, 
publishing and non-profit sectors.

Methodology: An online poll of 346 B-to-B marketers was fielded by Chief Marketer from November 10 to December 19, 2011. Respondents 
came from a range of industry verticals, including manufacturing, retail, financial, health care, travel, entertainment, advertising, publishing and  
non-profit sectors.


