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Executive summary:

This guide outlines the top 10 mistakes B2B marketers make in lead 
follow-up and provides actionable strategies to improve conversion 
outcomes and accelerate sales pipeline velocity. Focused on 
aligning sales and marketing teams, enhancing personalisation, 
and applying buyer insights, this article serves as a roadmap for 
creating high performing outreach strategies. It covers how:

•	Aligning lead follow-up with buyer personas and funnel stage is key. Assets like case studies, product 
comparisons, and webinars are most effective near conversion

•	Data-driven segmentation and regularly updated demand intelligence (ICP, behaviour, preferences) 
improve targeting precision and campaign ROI

•	Omnichannel lead follow-up, such as email, social, calls, and content repurposing tailored  
to the platform, help drive sustained engagement

Explore the full article to optimise your lead follow-up processes with personalisation, repurposed 
content, and alignment best practices for faster, higher-quality conversions.

Effective lead follow-up is a vital element of maintaining and growing revenue streams, given its focus  
on motivating conversions and maximising client lifetime value (CLTV).

According to the 6sense Buyer Experience report 2025, B2B buying groups average 10 members, with sales 
cycles lasting up to 10 months. This places a greater emphasis on detailed lead follow-up strategies that 
accompany prospective buyers throughout their buying journey.

The most effective way to frictionlessly nudge buyers onward is to evaluate buyer and demand intelligence 
to ensure the right buyers are followed up with the right message at the right time. The goal is to build  
a relationship of trust without needlessly adding to your prospect’s inbox.

‘Effective lead follow-up requires integrating demand intelligence 

across buyer personas, intent signals, and behavioural data. This enables 

organisations to identify precise engagement opportunities within 

buying groups rather than treating prospects as isolated contacts.

Intelligence-driven follow-up aligns messaging with each stakeholder’s 

unique challenges and timing, building trust through relevance and 

guiding buying groups toward conversion with greater clarity’.

— Victoria Albert

CMO, INFUSE
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WHAT IS LEAD FOLLOW UP?
Lead follow-up refers to the systematic process of contacting prospective buyers who have demonstrated  
an interest in a brand and its solutions but are not yet ready to complete a purchase. Measuring this interest 
is achieved with lead qualification and lead scoring based on specific actions completed by B2B prospects.

Lead follow-up strategies intend to build trust and strengthen relationships with prospects to motivate them 
to progress through the sales funnel toward a conversion. Successful lead follow-up results in higher CLTV 
and supports other initiatives for improving retention, such as brand evangelism.

While both lead nurturing and lead follow-up strategies are designed to encourage 
prospective buyers to progress through the sales funnel, the two approaches differ 
in terms of timeline and the stage they are activated in the buying journey.

What is the difference between 
lead follow-up and lead nurturing?
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The increase in buyer scrutiny has, in turn, complicated the buying journey, making it more demanding  
for key stakeholders facing pressure to drive value for their business priorities. For this reason, modern 
buyers now hold greater control over the purchasing process.

According to the INFUSE Voice of the Buyer 2025 report, 75% of buyers prefer a sales representative-free 
experience, and 70% conduct their own research independently. In fact, 80% of seller conversations are 
still buyer-initiated (6sense).

Considering this complexity, lead follow-up strategies must be carefully developed utilising precision 
demand intelligence to drive the best results.

With that in mind, this article explores the ten most common pitfalls to avoid when developing  
and implementing your lead follow-up strategy:
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The top 10 lead follow-up mistakes 
to avoid

While these segments can be helpful, it is important to avoid cherry-picking prospects as this can result in cold  
or even warm prospects becoming neglected and opportunities lost.

Utilise demand intelligence to ensure the right prospects are targeted, based on their role in the buying group, 
place in the buying journey, and readiness to buy.

Combining data insights can help to inform detailed strategies that address key pain points and priorities  
for prospective buyers. This, in turn, will support driving engagement throughout the entire buying group  
at target accounts. 

When prioritising B2B prospects to pursue with follow-up initiatives, dividing them into the following  
three categories based on lead scoring can be valuable for informing your approach:

1. Picking and choosing leads
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Key sources of demand intelligence include: 

•	 Website and marketing engagement: Includes page visits, form completions, content downloads, emails, 
and webinar activity 

•	 CRM and lead scoring systems: Tracks historical engagement, lead scores, and sales pipeline movement 

•	 Sales team insights: Frontline feedback on buyer pain points, objections, and deal dynamics 

•	 Third-party intent signals: External platforms (e.g., Bombora, G2) showing research activity  
and topic interest 

•	 ABM/ABX platform analytics: Account-level engagement and behaviour across buying group members

•	 Buyer personas and ICP data: Regularly updated firmographic and technographic profiles  
of target accounts

Based on your findings, develop content that appeals to your target prospect’s interests, needs,  
and challenges. These can be in the form of:

Long-form content pieces hosted on your website that branch into other relevant 
content pieces to encourage prospects to spend more time on your website.

Pillar 
pages

Content 
hubs

Podcasts

Tools

Videos

Visual  
content

A collection of content on your website, often in the form of educational  
content that assists buyers in their research

An opportunity to promote brand awareness and target content according  
to your prospect’s needs and challenges

Tools such as ROI calculators and free demos help prospects with decision 
making and reaching consensus

A top-performing medium for displaying information in an interesting  
or engaging way, and to break up large bodies of text for easy digestion

Infographics can be used to break down processes or complex ideas  
into simple, accessible views
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Webinars

White 
papers

Consider on-demand webcasts that enable prospects to view educational  
or thought leadership content in their own time and at their own pace

Provides more in-depth detail on topics of interest, supported by statistics, 
research, and best practices

Develop ICP and data-driven buyer personas that boost conversions

Drive engagement with your buying groups in just 6 steps

Below are two examples of how lead scoring and demand intelligence can be combined to create accurate 
strategies for engaging high-value accounts:
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Harnessing the latest demand and buyer intelligence at your disposal is essential. Ensuring data efficiency will 
enable you to segment prospects as needed to inform the customisation and performance of your lead follow-up 
campaigns.
 
However, be sure to regularly update your lead database. Your solutions are likely to evolve as you navigate market 
trends and fluctuations in buyer behaviour. As a result, assessing and revising how B2B marketing prospects are 
reviewed will help you adapt strategies with greater accuracy to combat any challenges and developments that 
present themselves.
 
Below are some examples of how your database should be updated in order of specificity:

2. Neglecting your database as it changes and evolves

Discover how to develop and leverage lead intelligence to drive your ROI
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Be mindful of your prospect’s time and ensure all follow-up is guided by their signals. This process is crucial, 
especially given the emphasis buyers place on high-quality, personalised buying experiences.
 
Creating a sense of urgency is no longer effective in the face of today’s scrutinous buyers who are navigating 
complex buying journeys. Rushing a prospect toward a sale before they are prepared, or able to do so, will not only 
result in churn but also damage any trust established through demand generation efforts.
 
Instead, prioritise building a stronger relationship with prospects to lay the foundation for relevant lead follow-up 
and other outreach strategies.

To ensure that prospects are handed over to sales teams for follow-up at the right moment, lead scoring processes 
can be bolstered with triggers. These can be specific actions you have identified through successful campaigns  
to indicate strong buyer intent.
 
For example, prospects generated via different channels cannot be considered to have the same levels of intent.  
A prospect completing a contact form on a gated whitepaper is unlikely to have the same interest as one who  
has completed similar fields on a product demo page.

Aside from lead nurturing, here are two other approaches to consider: 

•	 Client centricity: A meaningful cultural shift, anchoring your programs around client centricity is an effective way 
to support higher CLTV, ROI, and positive brand perception. In practice, this involves identifying areas of friction 
in the client experience, and onboarding processes, as well as sales training that empowers teams to act with 
accuracy and flexibility to meet client needs. 

•	 Enable your buyers: Capitalise on your buyer’s preference for self-discovery by creating resources that effectively 
communicate your brand’s business value to prospects and support their research process. This way you can 
encourage prospects to progress through their buyer’s journey and prime them for sales conversations when 
they are ready.

3. Pushing too quickly for a conversion

Reach your target buyers with high-performance demand generation programs, 
informed by INFUSE Insights and crafted to drive quality engagement
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Timing is everything. Understanding the optimal frequency and time of day to reach out to prospects is crucial 
for yielding the best results from campaigns. However, this is also likely to fluctuate according to the factors 
influencing engagement with outreach (outside of messaging, etc).

For lead follow-up to be effective and resonate with prospective buyers, it is crucial to personalise demand 
programs as much as possible.
 
Any messaging that can be interpreted as derivative is unlikely to perform well. After all, relevance is key as buyers 
expect to have their needs understood and met.
 
Therefore, messaging is another core area of lead follow-up that should be informed by demand intelligence. 
Feedback from your sales teams can be particularly valuable for helping you shape messaging that tackles 
objections and highlights solutions to pain points in a way that resonates with B2B buyers. 
Combine findings with the performance of marketing campaigns at the top of the funnel to identify the messaging 
that is best suited to each stage.
 
Consider implementing Account Based Marketing and Experience (ABM, ABX) strategies for accounts that represent 
high-value opportunities and match your buyer personas and ICPs. While a resource-intensive approach,  
hyper-personalised campaigns have a greater potential to yield better results.

Orchestrating the best timing, both in terms of day of the week and time of day, and lead score will naturally evolve 
as you gather more data insights on prospect behaviour.

Here are some best practices to keep in mind when scheduling lead follow-up cadences:

•	 Ensure that the first touch is within 24 hours of the follow-up being triggered (by specific lead scoring behaviour)

•	 Space out follow-up touches and diversify your channel mix to avoid fatigue and consequent churn 

•	 Adjust both of these practices as necessary, based on the performance achieved with specific prospect segments 
and buyer personas, etc

4. Bad timing

5. Generic messaging

Explore key strategies for driving personalization at scale with ABX
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Channel diversification is not only a powerful strategy for tackling channel fatigue, but also an effective way  
to demonstrate your understanding of your prospect’s unique preferences and needs.
 
For example, when implementing follow-up strategies, consider activating outreach across a blend of marketing 
channels, such as email, social media, and mobile. Like all other elements of your follow-up efforts, inform your 
channel mix based on the data insights you have available to you.
 
Although follow-up is a shorter process than nurturing, you can adopt nurturing best practices to capitalise  
on your channel mix. This involves alternating between channels and allowing for breaks between outreach 
cadences on each. For example, email follow-up can be enriched with touchpoints on LinkedIn, assuming that  
a connection has already been established with the prospect on this platform.
 
Depending on the engagement generated, you will be able to identify priority channels to invest more in and others 
to remove from your channel mix to ensure optimal results.

As defensive buyers are required to navigate an increasingly complex buying journey, content can be an effective 
tool for demonstrating the business value your brand provides and for providing the information required for 
buying group members to reach consensus.
 
As an extension of your brand voice, expertise, and therefore image, content needs to be of high quality and 
accurate to its audience’s needs. In this case, the varying interests, challenges, and pain points of the various 
stakeholders that make up the buying group at your target account.
 
Content performance can also be supported by matching the type of content shared with the right buyer persona 
and across the right channel. When it comes to follow-up, consider sharing content best suited for prospects  
in the lower stages of the funnel, and in the format that matches their preferences.

6. Single channel communication

7. Not sharing content

Read the Definitive Lead Nurturing Guide for a playbook to engage buyers
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Here are some examples: 

•	 Webinars

•	 Free tools

•	 Case studies

•	 Product comparisons

•	 Targeted discount pages

•	 Unique research findings (proprietary, if possible)

Consider repurposing your content to match the strength of the channel you are distributing it on to support its 
performance. For example, case studies can be repurposed into one-pagers that highlight the principal features  
or data points that are most likely to be of interest to the recipient in question. Similarly, webinars represent a great 
opportunity for repurposed content, as they can be cut into short clips of key moments (especially suited to social 
platforms such as LinkedIn).

Align this strategy with your content marketing roadmaps to ensure that your sales teams have a consistent stream 
of up-to-date sales enablement materials for outreach and follow-up strategies.

 
In essence, providing B2B marketing prospects with valuable content in your follow-up can be an effective way  
to establish and strengthen relationships that will support conversions.

Read the Content Repurposing Guide for best practices  
to adapt assets for different funnel stages

Given the importance of delivering seamless, highly personalised experiences for buyers, achieving alignment  
(a common challenge for many) is necessary for yielding the best outcomes.
 
Communication is key. Lead scoring, nurturing, and follow-up are all processes that require constant adjustment 
to ensure their accuracy. Therefore, establishing a single framework for sales and marketing teams and sharing 
feedback from both sides of the process can help to inform optimisation and encourage teamwork.

8. Failing to align sales and marketing teams

10 Mistakes to Stop Making in Your Lead Follow Up

12INFUSE.com

 https://infuse.co.uk/insight/demand-marketers-guide-to-repurposing-content-for-each-funnel-stage/
https://infuse.co.uk/insight/definitive-guide-to-b2b-content-marketing/
https://infuse.co.uk/insight/demand-marketers-guide-to-repurposing-content-for-each-funnel-stage/
 https://infuse.co.uk/insight/6-ways-to-revolutionise-your-b2b-digital-experience/
https://infuse.co.uk/insight/10-sales-and-marketing-alignment-best-practices/
https://infuse.com/
https://infuse.com/
http://INFUSE.com


These team syncs can also address joint KPIs and strategise tweaks to workflows (such as lead handover between 
sales and marketing), as well as new campaigns based on the latest data insights available.
 
Simple efforts allow teams to work off a strong foundation, enabling more innovation, a higher-quality buyer 
experience, and a greater likelihood of achieving performance goals as a result.

Investing more time with prospects on a more personal level can help to drive lead follow-up performance.
 
In the pursuit of high-value target accounts, it is easy to lose sight of the more personal, human element of sales; 
however, prioritising this is often key to securing higher CLTV by setting up a stronger basis for repeat business.
 
As explored in other aspects of this guide, providing prospects with value and demonstrating a keen understanding 
of their challenges and ambitions is crucial for successful lead follow-up. This act of “making deposits” by sharing 
valuable information or resources accurate to buyer needs can be made more effective with a more “human” 
approach in the language you employ.
 
Avoid industry jargon that dilutes your message and detracts from the value proposition in your follow-up. Engaging 
prospects with honest, humble, and humorous messaging (as appropriate) can enable prospects to build trust with 
you and your brand as an extension. Straightforward outreach supports demand generation by humanising your 
brand and bringing the value of your solutions to the forefront.

Finally, a critical element of your lead follow-up strategy is identifying when to stop contacting B2B prospects. 
After all, while it is important not to disregard prospects that have the potential to drive significant value for your 
business, misplaced persistence has the potential to waste opportunities to engage those who are currently not  
in the market.

In the case of no engagement with a series of touchpoints, consider pausing follow-up altogether or re-routing 
prospects into personalised nurturing streams to maintain interest. This helps to avoid churn and accounts for  
the influencing factors that may explain an apparent “loss of interest” from the prospect’s side.
 
Another strategy to consider is addressing this drop in engagement with the prospect directly with a closed-loop 
process. This can be a straightforward yes/no question or a light-hearted email with options for indicating their 
level of interest, a short video message, or a unique offer.

9. Forgetting to be human

10. Chasing lost causes
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This can not only help to inform your next steps, but it also differentiates your brand from a more generic action,  
or lack thereof.
 
Remember, a high percentage of B2B marketing prospects with low engagement may be symptomatic  
of errors in your targeting.

Recommended resources

Definitive Guide to B2B 
Lead Nurturing

Lead Nurturing Playbook: 
How to Align B2B Content 
with the Buyer’s Journey

10 Top of Funnel Lead 
Nurturing Best Practices 
to Boost Your Sales

•	 Optimise lead follow-up continuously through close sales and marketing alignment to maximise performance

•	 Leverage data management and demand intelligence to power innovative follow-up strategies

•	 Deliver value to B2B prospects by creating an accurate and seamless buyer experience  
that enhances follow-up success

•	 Develop and implement follow-up strategies that support the buying journey and drive engagement  
through highly personalised approaches like ABM and ABX

Key takeaways

DRIVE QUALITY ENGAGEMENT WITH YOUR TARGET BUYERS
INFUSE demand experts craft high-performance demand generation programs 
designed to connect you with your audience and generate opportunities.

Talk to a demand expert
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