
4 Data-Driven Steps 
To Drive Successful B2B 
Demand Generation.
Harness the power of data to target the right prospects 
at the right time — and report excellent results.



Introduction
Fact: Good data lives at the core of every 
successful B2B demand generation strategy. 
Without quality data, it’s nearly impossible to 
identify and segment your target audience and 
create messaging that speaks to their values and 
interests.

According to Invesp, 54% of B2B businesses say 
their biggest challenge to achieving success is the 
absence of data quality. 

Whether you’re stepping into a new position or 
you’re new to demand generation, learning the 
tricks of the trade can be, well, tricky. 

In this eBook, you’ll discover how to improve your 
demand generation program — and your bottom 
line — in four data-driven steps:

	• Nail down your ideal customer profile (ICP)

	• Leverage intent data 

	• Personalize messages to your priority accounts 

	• Review, report, and iterate 

https://www.invespcro.com/blog/data-driven-marketing/
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STEP 1

Nail down your 
ideal customer 

profile (ICP)
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Your ideal customer profile (ICP) is 
a detailed description of a company 
that you deem a perfect fit for your 
product or solution. 

As opposed to a buyer persona — 
which focuses on the characteristics 
of an individual buyer — an ICP 
considers the account’s firmographic 
data (such as employee headcount, 
location, and revenue), and 
psychographic data (such as values 
and priorities). 

“The ICP is the intersection between 
high value, good fit, and good timing,” 
says Hussam AlMukhtar, senior 
director of strategic growth and 

partnerships at ZoomInfo.

To build an ICP from the ground up, 
you first need to put a segmentation 
strategy in place. 

“This is where demand gen and 
product marketing work together,” 
explains Mitchell Hanson, senior 
director of demand generation at 
ZoomInfo. “Product marketing will 
always come up with who you need 
to sell the product to. They can say 
this product is made for salespeople 
in an enterprise-sized company, but 
what they don’t specify is the actual 
buyers of the product. That’s where 
we come in.”

STEP 1
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High Value

Good 
Timing

Good 
Fit

ICP accounts = 
highest priority 
targets

Accounts with high 
potential lifetime value or 

strategic value

Accounts indicating 
they are interested 
or “in market” now

Accounts that 
are a good fit 

for your solution

https://blog.zoominfo.com/ideal-customer-profile/
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Once you know product marketing’s 
ideal customer, run reports on your 
existing customer base to determine 
who is actually purchasing the 
product or service. 

Even if the product is still in beta 
testing or was recently released and 
only has a small pool of customers, 
study those accounts. Look for 
patterns in characteristics such 
as company revenue, employee 
headcount, industry, and location. 

Verify if product marketing’s theory 
aligns with your “deals-won” buying 
segment. 

Once you gain a larger pool of 
customers, run reports on your 
customer segments to determine 
where the highest amount of revenue 
exists. For instance, which industries, 
job functions, and company sizes have 
the greatest revenue potential across 
your accounts?

Work with your product marketing team to understand how 
they define an ideal customer for a particular product or 
service. Use these questions to guide you:

	• How would you describe our ideal customer account?

	• Which attributes indicate higher value or spend potential?

	• Which attributes indicate stronger fit? Where do we win more often?

	• What is the tech infrastructure or operating environment of our ideal 
customers?

	• What are the key buying triggers that drive these accounts to take action?

	• What are the main reasons accounts don’t buy from us?

STEP 1
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You can use the sales velocity formula 
to validate this:

V = # of opportunities x deal value x 
win rate / length of sales cycle 

The formula tells you the speed at 
which your team is making money. For 
example, if you sell your product to 
industries such as financial services, 
retail, and IT/tech, you can run the 
sales velocity formula three times — 
once for each industry. Whichever has 
the highest output determines your 
product’s best-performing industry. 

To validate your ICP during this 
process, it’s important to have 
accurate, up-to-date data. Otherwise, 
you may target the wrong prospects, 
wasting time, resources, and dollars. 
Work with a B2B data intelligence 
solution to ensure you have access to 
the cleanest data.

Once you have your ideal customer 
profile set and you know the types of 
companies to target, use intent data 
to identify and prioritize accounts. 

When you target the right people, 
you spend your ad money much more 
efficiently and your conversion rates are 
much better.”
Hussam AlMukhtar, Senior Director of 
Strategic Growth & Partnerships, ZoomInfo
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STEP 1

https://www.zoominfo.com/solutions/marketing#Demand-Platform
https://www.zoominfo.com/solutions/marketing#Demand-Platform
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STEP 2

Leverage 
intent data
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“Demographic and firmographic data are important, 
but standard — knowing an account’s contact 
information, industry, and location. What’s difficult, 
and where most marketers fall off, is psychographics. 
That’s where intent is,” Hanson says.

Intent data is a demand gen marketer’s best friend. 
This powerful data uncovers buying signals based on 
prospects’ online consumption patterns. 

As potential buyers research solutions, categories, 
topics, and vendors, they leave digital footprints. 
Intent data tracks and identifies who is leaving 
these footprints and how likely they are to make a 
purchase.

For example, if a prospect account searches “what 
is B2B marketing software,” you can infer that they 
have relatively little intent to make a purchase. 
However, if they search “best B2B marketing 
software vendors,” you can infer the company has 
medium to high intent to make a purchase. Being 
notified in real time when prospects are engaging 
with content relevant to your business improves your 
targeted nurture outreach and lead scoring, and 
allows you to get your foot in the door ahead of the 
competition. 

According to Statista, 70% of surveyed B2B 
technology vendors use intent data for prospecting, 
53% use it to support sales enablement, and 52% use 
it for targeting accounts.

According to 
Statista, surveyed 
B2B technology 
vendors use intent 
data for

70%
use it for prospecting

53%
use it to support sales 
enablement

52%
use it for targeting 
accounts

STEP 2

https://www.statista.com/statistics/1191608/b2b-tech-vendors-intent-data-usage/
https://www.statista.com/statistics/1191608/b2b-tech-vendors-intent-data-usage/
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Tracking intent signals also helps demand generation marketers identify early 
brand interest and prioritize accounts that are close to purchase or have the most 
promising annual contract value (ACV).

So, how do you track intent? 

The first step is to identify your intent categories, such as an industry or topic. 
Then using your B2B data intelligence platform, you can apply filters to show only 
accounts that fit your ICP criteria. 

Let’s say you sell a solution for account-based marketing (ABM). You can identify 
which accounts are searching for topics related to ABM, then organize the 
accounts into three buckets: no intent, little intent, and high intent. 

By adjusting the signal score, you can filter the accounts that have “little intent” or 
“high intent” to purchase an ABM solution. 

Additionally, you can adjust the audience strength to show how many individuals 
at a company are searching for that topic and are possibly interested in making 
a purchase. The more people are searching, the more likely they are to make a 
future purchase. 

STEP 2

https://www.zoominfo.com/solutions/marketing
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If you come across accounts that 
fit your ICP, but currently have no 
intent, that doesn’t mean you should 
ignore them. 

“When targeting accounts with no 
intent, my goal is to run an awareness 
campaign,” AlMukhtar says. “Through 
digital advertising, content syndication 
and email marketing, I target these 
accounts by providing them with 
upper-funnel educational content like 
blogs and infographics. This brings 
awareness to a problem they may not 
even know they have.” 

Using similar marketing campaigns, 
AlMukhtar targets accounts showing 
little intent with in-depth mid-funnel 
content like eBooks and whitepapers.

For those with high intent, he provides 
direct response ads that encourage 
potential customers to get a demo or 
talk to a salesperson.

In terms of frequency, AlMukhtar 
reaches out to accounts with high 
intent bi-weekly, compared to monthly 
for those with little to no intent. He 
finds that this cadence works best 
given how quickly intent data expires.
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No Intent Little Intent High Intent

Audience 
1

Audience 
1

Audience 
1

Audience 
2

Audience 
2

Audience 
2

Audience 
3

Audience 
3

Audience 
3

Primary Objective 

Secondary ObjectiveAudience Objective Matrix

Objective Awareness Website visits Conversions

Stage Top of Funnel Middle of Funnel Bottom of Funnel

Content Educational Problem Solving Value Realization

STEP 2
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STEP 3

Personalize 
messages to 
your priority 

accounts
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One size does not fit all when it comes to targeting accounts — particularly high-
priority accounts. “You want to provide personalized, relevant, customer-first 
solutions and messaging,” AlMukhtar says.

For example, this is a direct response ad ZoomInfo ran on LinkedIn to target an 
ideal customer with high intent.

AlMukhtar’s team segmented the persuasive ad by vertical (retail industry) and 
account size (enterprise). While priority accounts like the example below might 
be worth the money it takes to customize a direct-response message, this effort 
is not realistic at scale. 

That’s not to say personalization at scale isn’t possible — just not at the account 
level. To personalize large-scale campaigns, you must craft messages at the 
segment level. This means segmenting by attributes such as annual revenue, 
employee headcount, or location and crafting copy for each group. 

STEP 3

https://www.zoominfo.com/resources/7-ways-to-supercharge-your-abm-strategy-with-real-time-intent
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You can also get more granular in your personalization with multiple segment 
layers. For example, let’s say you identify a group of enterprise-level software 
accounts in Boston. You can craft a group-wide personalized message (minus 
any company names) that will feel tailored to each account. When crafting your 
copy, consider what each segment values most and how your messaging can 
best speak to it. 

“If you’re defining your segment by the number of employees for an ad 
campaign,” AlMukhtar says, “then you want to know if the account is enterprise or 
mid-market. For example, if you’re selling software to enterprises, they probably 
care more about security and privacy, so you should speak to that. Whereas if 
you’re selling to mid-markets, you may want to speak more to your product’s 
ease of use.” 

Because messaging also differs based on intent level, your call-to-action should 
provide prospects with the most logical next step in their buyer’s journey.

Above all, to personalize your marketing at scale, you must have reliable, 
standardized data. Otherwise, you might deliver the wrong message to 
the wrong audience at the wrong time. In this situation, you not only look 
unprofessional, but you risk losing valuable opportunities. 

STEP 3
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STEP 4

Review, report, 
and iterate 
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When entering a new demand gen job, it’s important to know how your 
company’s marketing metrics compare to industry standards. Work with your 
internal marketing team to define what qualifies as a “good” open rate, click-
through rate, and cost per lead. 

“Demand gen looks at metrics in two buckets,” Hanson explains. “Campaign 
performance metrics and funnel metrics.” Campaign metrics can refer to any 
campaign results — from email marketing and display advertising to webinars. 

Here are examples of different demand generation metrics you may want to 
report on: 

Email marketing metrics include:

	• Open rate

	• Click-through rate (CTR)

	• Conversion rate

	• Bounce rate

	• ROI 

Display advertising metrics 
include:

	• Impressions

	• Viewable rate

	• Unique reach

	• Clicks

	• Cost-per-click (CPC)  

Webinar metrics include:

	• Number of registrations

	• Landing page to registration 
conversion rate

	• Registrant to attendee conversion 
rate 

	• Time spent in the webinar 

	• Webinar costs  

15

STEP 4

https://pipeline.zoominfo.com/marketing/marketing-kpis
https://blog.zoominfo.com/webinar-metrics/
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Funnel metrics, on the other hand, 
refer to how your efforts drive leads 
down the funnel. According to 
AlMukhtar, a B2B demand generation 
funnel report should look like this: 

When reporting on demand 
generation metrics, to solidify (or 
reveal gaps in) your ICP, look for 
common factors among leads. 
This might include the number of 
employees, business vertical, and tech 
stack.

On a daily basis, you should track: 

	• Number of leads generated 

	• Number of MQLs generated 

	• Number of meetings generated 

	• Number of meetings completed

	• Conversion rate from MQLs to 
demos

	• Number of complete meetings that 
entered the pipeline

	• How much of that pipeline closed

	• How many existing contacts you 
re-engaged with

	• How many responses you received 

Additionally, be sure to track how 
many net-new contacts you sourced 
each week, month, and quarter. 

Close alignment with your sales team 
is essential during this stage, as they 
can’t bring in new business alone. 
Having an open line of communication 
will ensure you know what numbers 
they expect from you, and the results 
you can realistically achieve. 

Remember, it’s the quality of your 
pipeline that matters, not just the 
quantity. If nothing is closing, that 
will reflect poorly on you. Track 
performance over time to ensure 
you’re seeing incremental growth. If 
you’re not getting the desired results, 
work with your team to identify gaps 
in your processes and determine 
opportunities for improvements. 

Average sales price, average sell cycle

Opportunities Closed-won opportunities→ →

Meetings booked Meetings completed→ →

Engaged accountsMQLsLeads → →

→

STEP 4

https://pipeline.zoominfo.com/marketing/marketing-sourced-pipeline-trending-down
https://pipeline.zoominfo.com/marketing/marketing-sourced-pipeline-trending-down


Conclusion
With this knowledge under your belt, you’re ready 
to take demand generation by storm. 

Don’t forget to:

	• Nail down your ideal customer profile. Work with 
your product marketing team to understand who 
the product best serves. Make sure you audit your 
existing customer base and verify hypotheses 
with the sales velocity formula. 

	• Leverage intent data. Bucket ideal accounts by 
“no intent,” “little intent,” and “high intent” and 
provide each group with the most helpful next 
step in their buyer’s journey.

	• Personalize messages to your priority accounts. 
Segment accounts by attributes and craft 
messages that speak to what your prospects 
value most. 

	• Review, report, and iterate. Set benchmarks and 
track performance over time to pinpoint gaps 
and ensure steady growth. 
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Skyrocket 
Demand 

Want to drive your demand generation program with 
confidence and on-the-mark accuracy? Find the right leads 

— at scale. Generate pipeline across your demand generation 
strategy with advanced B2B intelligence. Launch targeted 

display and social advertising campaigns to prospects 
based on their job title, management level and department 

at companies showing buying intent, all from the single 
MarketingOS platform.
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https://www.zoominfo.com/solutions/marketing

