
Drive Revenue
What to expect and how to be 

successful with digital marketing 



Overview
• Understanding the market and your buyers  
• Targeting and learning from your prospects 

with your website structure  
• Calls to action  
• ROI calculations, measuring benchmarks 
• Understanding campaigns and how they 

work together (your various crab nets)



Understanding the buyer
Your buyers are aware of their need to buy before they find you.

Wether you are selling business solutions or consumer goods, your buyers are typically 
aware of their problem or consumer desire before they find you. The likelihood of a 
prospect becoming a customer increases over time as they gain greater insight regarding 
their problem or collect more information regard a solution. Early on, prospects are more 
likely to convert for information or content (like this eBook for example) but when their 
intent to buy nears 100 percent, they will reach out directly to sales regarding a 
consultation, demo, or other engagement to discuss pricing and options available.
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As prospects get closer to the buying point, their 
engagement gradually shifts from a reactive 
engagement (clicking on ads and engaging with 
targeted messages) to a more proactive engagement 
(searching with intent to either educate themselves or 
gear purchase).

Likelihood to 
buy graph



Targeting your prospects

Website traffic is useless unless 
it’s the right targeted prospects 
that are interested in buying 
something from you.
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Targeting and assessing who your prospects are, and when they are 
interested in buying is done in various ways. Interests and personas 
are targeted by ad platform. Prospects that are inbound can be sorted 
(this is an additional level of data collection) based on their 
engagement with the site and its specialized landing pages. For 
example, a prospect that visits the pricing page or specific product 
information page will be closer to “ready to buy” status.



Call to action:
Noun; an exhortation or stimulus to do something in 

order to achieve an aim or deal with a problem.

Roughly 2-3 percent of your web traffic is ready to “convert” (or give you 
their contact information in exchange for a piece of collateral that will help 

educate them in some way) at any given time.  

In the context of demand generation, a call to action is a message that 
inspires a prospect to take an action that results in them giving you their 

contact information. This allows the prospect to engage with more 
educational content as well as open a dialogue between sales and the 

prospect. Various calls to action can include:

• Download content 
• Request a demo 
• Request a consultation  
• Subscribe to blog 
• Webchat



Understanding return on investment  
with various benchmarks

There are various measurements to assess with demand generation marketing campaigns. A great form 
of measurement here is a waterfall or funnel measurement. This tracks the following: Traffic or web 
visitors, conversions of the visitors, MQLs (a subset of conversions that have hit a benchmark of 
engagement) an opportunity (sales has assessed a potential dollar amount affiliated with the prospect) 
opportunity pipeline, and closed revenue from a purchase. 

Below is an example of a campaign with traffic and measurement conversions over two quarters.

Although all data is tracked, the most important benchmarks to pay attention to are the cost per lead, 
cost per opportunity, and ROI or revenue generated for every marketing dollar spent. Generally, around 
15% to 20% is a great closing rate of pipeline revenue (don’t expect to close 100 percent of all potential 
revenue that comes through the door).

Visitors Leads % MQLs % Opps % Pipeline Revenue %

6,036 317 5.25% 265 83.6% 183 69% $713,700 $157,014 22%



How campaigns work together
Back to those crab nets…

One mistake that business owners and even some marketers make, is adjusting to a higher budget the wrong 
way. Imagine that there are a few successful campaigns running bringing in 15x ROI. You might want to double 
the ad budget to increase leads and revenue… The problem is that if you take an individual campaign and 
increase the budget say, 2x for example, but the reality is that the results will not be 2x the revenue.  

Each campaign has a finite amount of prospects that will convert. When you aggressively increase the budget 
with a campaign, you are expanding the reach and the targeting beyond what is available and ready to convert. 
Leads will become more expensive once you pass the point of diminishing return, and closed revenue will 
occur at a lower percentage.  

Think of each campaign like a crab net. If you increase the size of the net, you may be increasing it beyond the 
stream of available crabs and thus will not see additional yield. Instead, you would want to find a new location 
with crabs and create an additional net that you can optimize. This is essentially what you are doing with 
multiple campaigns in marketing. 



Questions? Feel free to contact us: 
rg@brandwagonco.com 

(415) 870 7650 
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