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Generate leads and 

sell more using 

content marketing 

Lead generation is an ongoing challenge for business-to-

business (B2B) brand marketers. The reason for 

existence for most B2B marketing teams is to feed their 

sales colleagues with high quality leads for new 

business. You are facing the double challenge of 

targeting complex supply chains with multiple decision 

makers, and your prospective leads are increasingly 

resistant to traditional sales approaches. This means 

taking a more subtle approach that creates a positive 

and consistent brand experience, therefore increasing 

the chances of generating leads. Here we explain how 

you can achieve this using content marketing. 
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1.0 Why use content marketing for lead generation? 
Content marketing is an invaluable strategy for lead generation, largely because the production and 

promotion of quality content presents various unique advantages that you will not find in most other 

forms of marketing. 

Publication of a well-researched marketing asset that provides the user with relevant, actionable 

insights is the perfect way to demonstrate the expertise and value that you could add to a prospective 

client if they used your solutions. Similarly, quality content can prove an effective means of objection 

handling, helping to dispel any concerns or negative preconceptions that your target audience may 

have had about your service offering, thus making them more receptive to your marketing efforts. 

 

 

It is important to remember that successful lead generation relies upon your lead, sharing their contact 

details, for which they will typically expect something of significance in return. High calibre content 

marketing promises your audience a transfer of valuable knowledge that traditional marketing fails to 

provide. 

Moreover, content marketing addresses your target audience in a manner that does not overtly sell. 

This is particularly important given the fact that, whether consciously or subconsciously, most of us 

are less inclined to engage with a brand that has an obvious agenda. And B2B buyers are generally 

highly knowledgeable about the solutions they need and may also be professional buyers in 

purchasing or procurement. So, while many traditional marketing approaches and content marketing 

can both prove effective in drawing attention to your brand, invariably the latter will prove more 

effective when it comes to engaging with your target audience and ultimately generating a lead. 

Content marketing also provides scope for further brand-recognition-based lead generation 

opportunities in the long-term. For example, by creating and promoting insightful content, brands can 

establish themselves as thought leaders within their specific industry. This alone can benefit a 

business in numerous ways. Effective thought leadership encourages the recipient to return to the 

source for further relevant information, increasing the number of brand interactions and thereby 

creating further opportunities to generate leads.   

Finally, providing your content remains accessible, it can continue to drive organic traffic to your 

website long after the content marketing campaign has been executed, generating further scope for 

lead generation. 

Figure 1 Marketing assets can include webpages, webinars, whitepapers and videos. These examples are from 

Profound and Ragus. 
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2.0 What is content marketing? 
Content marketing is a strategy that relies on the creation of valuable and relevant content and its 

distribution to a clearly defined audience designed to change how that audience feels and prompt an 

action. Rather than overtly promoting your brand’s product or service, the primary objective of a 

content marketing asset is to engage with the audience. The information provided will be of 

sufficiently high quality to establish a connection with your target and your brand, ultimately driving 

profitable customer action. 

Content marketing campaigns typically revolve around a valuable core marketing asset. This is the 

content you use to initiate and encourage engagement, a task which itself might entail the publication 

of multiple supporting assets. The content itself can come in a variety of formats, including, but not 

limited to: 

• Whitepapers, case studies and reports 

• Infographics, videos and podcasts 

• Blogs and articles  

The above tend to be the most common and effective approaches. However, you can present your 

content however you like, providing it is engaging and relevant. The latter goals are the key 

differentiator between content marketing and traditional marketing. Are you more likely to make a 

purchase from a company that indiscriminately targets you with promotional materials or an 

organisation that is producing quality content that informs and offers you and your business genuine 

value? 

Content marketing growth has surged in recent years as more businesses realise that it can deliver 

their objectives. Generally, this means both the volumes and quality of leads required to achieve the 

business and marketing strategies and targets.  

  

Figure 2 Content marketing can take many forms, such as these brochures, blogs and magazines. These examples 

are from UK Marine Industries Alliance, Copestone and Mammoet. 
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3.0 Components of an effective content marketing campaign 
 

3.1 Define campaign objectives 
All successful content marketing campaigns depend on a set of clearly defined objectives. For the 

purposes of this whitepaper, the primary objective is lead generation, although you may also identify 

any number of other objectives, such as demonstrating thought leadership, building brand awareness, 

or driving organic traffic to your site. 

These goals must be measurable for you to determine whether your campaign has been a success. This 

means identifying a specific target and a timeframe within which to reach this. For example, we might 

aim to increase leads by 20% over the course of three months. 

Measuring your campaign is no longer the challenge that it once was, thanks to the insights available 

via the various marketing tech solutions populating the market. For example, marketing automation 

platforms can be used to track leads and monitor and measure audience engagement with content. 

This enables you to react swiftly and focus on what clearly works well, at the same time as reducing or 

halting what works less well. Content marketing provides inescapable clarity when it comes to 

evaluating the success of your campaign.  

 

3.2 Develop a core content marketing asset 
 

The next step is to develop your core content marketing asset. Given that your primary objective is to 

generate leads, you need to develop an asset that best prepares you to do so. A simple blog can help 

generate leads. However, ideally, your asset will encourage the lead to part with their contact details 

and perhaps an indication of what interests them, thus converting them into an opportunity that you 

can hopefully turn into a client. 

 

 

 

  

Figure 3 These core assets from Copestone, Ragus and Profound range from brochure and 

whitepapers to videos and podcasts. 
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Generally, prospective leads will be reluctant to share their details unless they anticipate receiving 

something of substantial value in return. They – we all – fear that when we part with our email 

address we will be hounded by salespeople and spam. To justify your request for their contact details, 

it may be preferable to produce a high-quality asset that promises a significant amount of insight, such 

as a whitepaper, report, or video.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Your decision regarding subject matter should be underpinned by research. Google Analytics can 

provide insights into your best performing existing content. Solutions combining reverse IP 

technology with fixed IP databases, such as Lead Forensics, can identify specifically which companies 

are visiting your site and the content with which they are engaging. Combined, these two solutions 

can help inform a content plan that demonstrates value and provides the actionable insights that your 

audience is seeking. 

Depending on the potential for leads, you may wish to think beyond your current site visitors and 

plan actions to expand your audience. These insights can come from research into competitors, key 

word performance and your target market. Take these into consideration when planning your core 

asset and expanding outside of your typical content. 

 

3.3 Develop supporting marketing assets 
 

Your core marketing asset might promise a high conversion rate, but it will not yield the intended 

results unless you have a healthy flow of traffic leading to your landing page. Some of your 

supporting marketing assets will be produced with the intention of attracting leads to your core asset, 

while others will be used to nurture leads at a later stage once their contact details have been obtained. 

Examples of supporting marketing assets include blog posts, social media posts, media relations, and 

outbound emails. 

 

 

 

THE EMAIL IS DEAD! 

LONG LIVE THE EMAIL! 

Many marketing gurus, mainly social media champions, like to 

trumpet that emails are outdated, no one uses them anymore 

and that everyone uses social media. That is untrue. While 

many find themselves inundated with B2C email marketing, 

B2B outbound email marketing enjoys 47% higher click through 

rate.  In fact, Salesforce recently revealed that 73% of senior-

level marketers agree that email is vital to the customer journey 

and crucial to their business. 
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4.0 Designing and implementing a lead generation campaign  
Most marketing and sales strategies use the concept of the sales funnel. There are many variations of 

this classic framework and most are equally valid. Ignore claims that sales funnels are outdated. Yes, 

they have been around for many decades, but that is because they work. Remember, the sales funnel 

concept is a framework to help guide your thinking, planning and implementation, not the answer.   

 

4.1 Establish lead awareness and engagement 
The first step in a typical sales funnel is establishing awareness. This is a brand exercise and means 

making your target audience aware of your brand, its values and the very top-level solutions you 

provide. It is education about the topics relevant to your brand and solution and thought leadership. 

It is not selling and should not use salesy language or brochure-style assets – that will quickly alienate 

your audience. 

You could begin with effective circulation of the supporting marketing assets that you have prepared 

to guide leads to your core marketing asset, such as social media posts. For this task, we recommend 

use of a marketing automation platform, which can be used to optimise the delivery of content to 

increase exposure.  

 

 

Providing your supporting marketing assets are sufficiently persuasive, they should be generating a 

healthy flow of traffic towards your core marketing asset, laying the foundations for lead engagement, 

which is where you attempt to capture the details of your leads. The most common tactic employed to 

complete this stage involves the use of a registration form. 

Typically, your supporting marketing assets will direct your leads to a landing page where access to 

your core marketing asset is permitted upon the completion of a registration form requiring the 

recipient’s name and email address. Providing your core asset demonstrates value and your 

supporting assets have effectively conveyed this, you should be confident of securing a healthy 

number of conversions.  

 

Figure 4 Awareness and engagement is typically gained with supporting assets, such as blogs, webpages 

and social media posts. These examples are from Ragus, CASE and Profound. 
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4.2 Convert the lead into an opportunity 
Once you have captured their contact details, it is time to nurture your lead through the promotion of 

an ongoing stream of informative, relevant content. This is where you introduce your remaining 

supporting marketing assets, which you share directly with your lead via outbound emails. At the 

same time, you may also decide to promote this content via your social media channels.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

It is important to acknowledge that not every lead will be genuinely interested in your services and 

turn into an opportunity. However, continued monitoring of interactions with your content via your 

chosen marketing automation platform will help to identify the leads that have the potential to be 

converted into opportunities. 

If a lead has consistently engaged with your content, you can approach them directly by email, or via 

a call if they have shared their phone number and ask if you can help them with something specific. If 

the lead enquires about a specific solution, they become an opportunity. At this stage, the objective of 

your content marketing campaign has been achieved and it is the task of your company’s sales 

department to convert the opportunity into a paying client. 

 

  

What is an opportunity? 

Definitions vary, but most sales professionals say that a lead 

becomes an opportunity when you know they want something 

from you and this desire is backed with a budget. It is like 

transitioning from ‘Interested in learning about marketing and 

content creation, maybe finding out how it can be used to grow 

my business’ through several stages to ‘I’d like some blogging’ 

or ‘I need a copywriter to create web content’. Or ‘I need a 

content marketing campaign’. 
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4.3 Measure, review and adjust 
The successful conversion of leads does not necessarily mean the end of your campaign, as there will 

no doubt be room for improvement for the next time you decide to use content marketing for lead 

generation.  

Throughout the campaign you will have accumulated a significant amount of data which will provide 

some insight into which aspects of your campaign performed better than others and where there is 

room for improvement. For example, you may find that one of your supporting assets failed to 

generate as much traffic as its counterparts, or that your core marketing asset did not resonate with 

your leads as well as expected.  

In any case, reviewing your results will flag up any weaknesses, providing you with an opportunity to 

consider why certain elements of your campaign did not yield the intended results, before refining 

your formula to help your next content marketing campaign generate even more leads. 

 

 

 

 

  

The Lead generation cycle 

Figure 5 Copestone's lead generation cycle, demonstration the continual process. 



 How to use content marketing to generate leads 

 

© Copestone 2021 10 

  

mail@copestone.uk.com | copestone.uk.com 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Want more sales leads? 

Contact us for a free, no obligation initial consultation with our 

creative director Mike Doggwiler to discuss how we can help you meet 

your marketing and brand objectives, and sell more, by using content 

marketing.   
 

 

Mike Doggwiler 

Managing and Creative director 

Mike leads a team providing strategic 

marketing, digital transformation, 

copywriting and consultancy services 

for some of the world’s biggest and 

most successful brands. Contact us to 

have a discussion to evaluate your 

marketing needs and explore how 

Copestone can support you. 

Email: 

mail@copestone.uk.com 

Call: +44 (0) 20 7100 4460 

Visit: copestone.uk.com 
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Also available 

We publish a range of whitepapers 

and guides for B2B marketers, 

including: 

• How PR works 

• How to create a content style guide 

for your brand 

• How much does copywriting costs? 

• How to write and publish a 

whitepaper  

To download your copy visit: 

copestone.uk.com/resource-centre 

 

Copestone – the content agency 

 

Copestone is a global strategic and content 

marketing agency headquartered in London, UK. 

We create and implement marketing and 

communications strategies and campaigns for 

clients across the commercial and public sectors. 

Our aim is to help you achieve your organisational 

and communications objectives by applying our 

unique skills and methodologies alongside our 

expert knowledge of your stakeholders and 

audiences. 

 


