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Chapter 1: Why Follow-Up Fails

Expanded Introduction

Every leader believes their company is “good” at follow-up. After all, how hard can it be? A lead comes in, a rep responds, and the
process moves forward. But the reality inside most organizations is very different. When I’ve audited sales pipelines for clients—from
early-stage startups to Fortune 500 divisions—I’ve consistently found the same problem: leads quietly dying from neglect.

The surprising part is that these failures rarely happen because of malice or incompetence. Instead, they’re the natural byproduct of
how people work, how organizations assign responsibility, and how processes break down under pressure.

Let’s zoom out for a moment:

Harvard Business Review studied 2,241 U.S. companies
and found that 37% responded to leads within an hour,
16% took 1–24 hours, 24% took more than 24 hours, and
23% never responded at all.
That means almost half of companies are taking a full day
or longer to respond—or never following up at all.
Meanwhile, the prospect is likely engaging with a
competitor who has a faster trigger finger.

Follow-up fails not because leaders don’t care, but because
responsibility gets diluted, priorities conflict, and human nature
favors urgent tasks over important ones.

1.1 Executives and SMEs Are Not Natural Closers

When a lead looks high-value—say, a Fortune 100 enterprise
or a marquee logo—companies often assign it to an executive
or subject matter expert (SME). On paper, this makes sense:
who better to build credibility than the person with the most
expertise?

But here’s what really happens:

Executives are stretched thin across meetings, board prep,
and client delivery.
SMEs are deep in technical projects, focused on product or
service delivery.
Neither group is rewarded—or trained—for rapid,
disciplined follow-up.

The result? Leads sit in inboxes for days. By the time anyone
responds, the prospect has either moved on or formed an
impression: “This company doesn’t really care.”

1.2 Sales Reps and AMs Without BDR Support

Dedicated sales reps and account managers often face similar
challenges, especially in companies without a BDR or SDR
function. When the same individual is responsible for hunting,
nurturing, closing, and managing clients, something inevitably
suffers.

Without a clear follow-up process, reps triage leads based on
instinct rather than discipline. The big logo gets the callback,
while the mid-market lead gets ignored. Or they focus on
current client issues instead of chasing new revenue.

This isn’t laziness—it’s structural. Humans default to what’s
comfortable and urgent, and following up with a half-qualified
lead feels less urgent than addressing an angry client
escalation.

1.3 The Prejudging Problem

Perhaps the most dangerous mistake of all is prejudging leads
based on surface-level impressions. Reps scan the company
name, title, or industry and decide in seconds whether it’s
worth their time.

“That person’s only a manager, not a VP.”
“The company’s too small to afford us.”
“This industry isn’t in our ICP.”

But here’s the reality:

InsideSales.com reports that 45% of leads will buy
something within a year—and it won’t always be the lead
that looks best on paper.
A manager might be the research arm of a C-suite buyer.
A “small company” might be a subsidiary of a global
enterprise.
An out-of-ICP prospect might be expanding into new
markets where your product is a perfect fit.

I’ve personally seen clients land seven-figure deals from leads
their teams nearly ignored—only to discover hidden budgets,
parent company ties, or untapped divisions. The lesson: don’t
let first impressions kill opportunity.

Expanded Closing: Action to Take

If there’s one thing to take from this chapter, it’s this: follow-up
failures are not usually about individual negligence—they’re
about systemic gaps.

Here are the actions you can take today to plug those gaps:

1.Audit executive- and SME-assigned leads. Look back 90
days and track response times. If they’re slower than reps,
don’t assign leads directly—create a “dual touch” system
where a sales coordinator ensures immediate contact,
while the exec joins later.

2.Clarify rep expectations. If reps are responsible for both
new business and account management, explicitly
prioritize follow-up. Make it part of their compensation
structure or weekly KPIs.

3.Ban prejudgment. Institute a “no lead left behind” rule:
every lead gets at least one meaningful follow-up touch,
regardless of title or company size.

4.Measure response times. Start reporting on “speed-to-
lead” as a KPI in your sales meetings. What gets
measured gets improved.

The gap between leads generated and leads followed up on is
where millions in potential revenue quietly disappear. Close
that gap, and you’ll often find you don’t need more leads—you
just need to handle the ones you already have with discipline.
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Expanded Introduction

Most executives underestimate just how much revenue slips through their fingers due to weak follow-up. The problem isn’t visible on a
P&L—it shows up as “soft spots” in pipeline conversion, mysterious delays in deals, or marketing ROI that never materializes.

But when you dig deeper, the culprit is often simple: leads aren’t being followed up quickly, consistently, or at all.

Think about this: companies invest heavily in lead generation—digital ads, events, content syndication, SEO, partnerships. Industry
surveys suggest that B2B companies spend an average of $180–$300 per MQL (Marketing Qualified Lead). If 60–70% of those leads
never receive timely follow-up, you’re effectively burning through hundreds of thousands—or even millions—of dollars annually.

And it’s not just a budget problem. It’s a compounding growth problem. Because the pipeline lost today doesn’t just affect this quarter—it
reduces renewals, cross-sells, upsells, and referrals that would have compounded for years.

Let’s break down the impact across B2B and B2C contexts.

2.1 B2B Lead Conversion Benchmarks

B2B sales cycles are notoriously complex, with multiple
stakeholders and long decision timelines. That makes
disciplined follow-up even more critical.

Here’s what the data shows:

5–10% of qualified B2B leads typically convert to closed
deals (HubSpot).
Companies that follow up within five minutes are 100x
more likely to connect and 21x more likely to qualify than
those who respond after 30 minutes (InsideSales.com).
Gartner found that organizations with “best-in-class” lead
response practices saw an average 9% increase in
revenue growth year-over-year compared to peers.

That last statistic is critical: response discipline doesn’t just
improve efficiency—it directly correlates to faster, more
sustainable growth.

2.2 B2C Lead Conversion Benchmarks

In B2C, the stakes are even higher because buying decisions
often happen instantly.

Forrester reports that 53% of customers will abandon a
purchase if they don’t get quick answers to their questions.
According to Drift, 67% of B2C buyers expect to engage
with a company within 24 hours of inquiry—but 82% want
responses within five minutes.
E-commerce studies show that companies responding to
inbound B2C leads in under 10 minutes see an 80%
improvement in conversion rates.

This illustrates a painful truth: in both B2B and B2C, speed isn’t
optional—it’s the differentiator. The buyer will often choose the
vendor who shows up first, not necessarily the one with the
best solution.

2.3 The Marketing ROI Gap

Marketers often face unfair criticism for “lead quality.” But the
truth is, most marketing leads never even get the chance to
prove their quality.

MarketingSherpa reports that 79% of marketing leads
never convert into sales, primarily due to lack of follow-up.

 leads sitting untouched in CRMs for weeks—sometimes months
—while the marketing team is pressured to “drive more.”

The ROI gap emerges because leaders focus on top-of-funnel
volume without examining the follow-up gap in the middle of the
funnel.

2.4 The Compounding Effect of Neglect

The danger of weak follow-up is that its impact compounds. A lead
that isn’t followed up this quarter is not just a missed deal—it’s a
missed renewal, a missed upsell, a missed referral.

For example:

If your average contract value is $50,000 and your average
customer lifespan is 5 years, one missed follow-up isn’t just
$50,000 lost—it’s $250,000 in lifetime value gone.
Multiply that by 10, 20, or 50 missed leads, and you start to see
why even “minor” lapses in follow-up cripple growth over time.

Expanded Closing: Action to Take

If Chapter 1 explained why follow-up fails, this chapter shows what it
costs you. And the cost is not abstract—it’s measurable, immediate,
and compounding.

Here’s what you should do next:

1.Run a pipeline leakage audit. Pull the last 90 days of inbound
leads. Check how many received follow-up within 1 hour, 24
hours, and 48 hours. The results will be eye-opening.

2.Calculate your “follow-up ROI gap.” Multiply the number of leads
without timely follow-up by your average customer lifetime
value. This gives you a real dollar estimate of the revenue you’re
leaving on the table.

3.Make speed-to-lead a company-wide KPI. Track and publish
response times just like you track revenue or quota attainment.
Visibility drives accountability.

4.Align sales and marketing around accountability. Instead of
blaming lead quality, agree that every lead deserves a timely
follow-up. Only after that happens can quality truly be evaluated.

The business impact of weak follow-up is bigger than most leaders
ever imagine. It’s not a “sales ops” problem. It’s not a “marketing”
problem. It’s a growth problem. Fix it, and you may discover that you
already have enough leads to hit your goals—you just need to stop
wasting them.

Chapter 2: The Business Impact
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Expanded Introduction

By now, you’ve seen how weak follow-up creates massive leakage in your growth engine. The good news? This is a problem that can be
fixed. But it won’t be solved by “working harder” or sending another company-wide email reminding people to follow up.

The only way to close the gap is to build Standard Operating Procedures (SOPs) that make lead follow-up consistent, measurable, and
non-negotiable.

Here’s the truth: when leads don’t make it into your CRM, don’t get scored consistently, or don’t trigger a clear follow-up sequence, they
vanish into the abyss. And unlike marketing spend, you rarely see the waste until it’s too late.

I’ve walked into companies where marketing had delivered hundreds of MQLs, yet when I opened the CRM, 40% of them were nowhere
to be found. Sales swore “they weren’t qualified.” Executives assumed marketing failed. In reality, the problem was structural: no SOPs
ensured that leads were logged, scored, and tracked through follow-up.

Chapter 3: SOPs for Effective Lead Management

3.1 Step 1 – Capture Every Lead in CRM

This may sound obvious, but it’s the step most often skipped.
Leads get stuck in inboxes, lost on sticky notes, or trapped in
spreadsheets.

Rule #1: If it’s not in the CRM, it doesn’t exist.
Every lead, no matter the source—website form, LinkedIn DM,
trade show, referral, outsourced appointment setting partner—
must be captured in one system of record.

This is where many companies fail with outsourced lead gen
and appointment setting firms. They assume that once a
meeting is booked, the work is done. But unless those
appointments are logged, tracked, and followed up inside your
CRM, you’re flying blind.

3.2 Step 2 – Score Leads Consistently

Lead scoring is not about disqualifying leads—it’s about
prioritizing follow-up.

A simple model combines:

Firmographic fit: Industry, company size, geography.
Behavioral signals: Demo request, pricing page visit,
webinar attendance.

Too many companies confuse scoring with screening. Scoring
should never be a license to ignore. Even low-scoring leads
deserve at least one meaningful follow-up attempt.

Remember: your lowest-scoring lead on paper may still turn
into your best deal (as we saw in Chapter 1).

3.3 Step 3 – Define Follow-Up SLAs

Speed-to-lead is the ultimate driver of conversion. Without
service-level agreements (SLAs) for response times, every rep
and every exec defines “timely” on their own terms.

Best practice SLAs:

Inbound leads: Contact within 1 hour.
Outbound responses: Contact within 24 hours.
All leads: Minimum of 6 attempts before closure.

When outsourcing appointment setting, SLAs become even more
critical. I’ve seen companies partner with agencies that book
dozens of meetings, only to let half of them slip because no one
confirmed attendance, rescheduled no-shows, or nurtured the
contact afterward. Outsourced partners can generate activity, but
your internal SOPs must ensure follow-through.

3.4 Step 4 – Track and Measure

This is where the discipline either lives or dies. Tracking must go
beyond “closed won vs. lost.”

At minimum, your CRM dashboards should measure:

Speed-to-lead (time from lead entry to first contact).
Follow-up attempts per lead.
Conversion by lead source (internal marketing, inbound,
outsourced appointment setting).
No-contact rate (how many leads received zero touches).

When you expose these numbers, patterns appear. You’ll know
which reps are consistent, which channels deliver, and where
follow-up discipline breaks down.

3.5 Leveraging Frameworks: 
The SiriusDecisions Demand Waterfall

For companies struggling to define stages, the SiriusDecisions
Demand Waterfall remains a proven framework.

It breaks the funnel into distinct, trackable stages:

Inquiries → MQLs (Marketing Qualified Leads) → SALs (Sales
Accepted Leads) → SQLs (Sales Qualified Leads) →
Closed/Won.

The beauty of this model is accountability. Marketing owns
inquiries and MQLs. Sales owns SALs and beyond. With clear
definitions and SOPs, there’s no more finger-pointing about
whether leads are being followed up.



Expanded Closing: Action to Take

SOPs are not bureaucracy. They’re the guardrails that protect millions in revenue from slipping away unnoticed.

Here’s how to put them into practice immediately:

Codify “No Lead Left Behind.” Every lead goes into CRM, no exceptions. Make this a non-negotiable cultural rule.
Document lead scoring criteria. Even a simple two-tier system (high vs. low priority) helps enforce consistency. Publish the rules in
your playbook.
Implement SLAs with teeth. Define response time expectations and hold people accountable. Tie this to compensation if necessary.
Audit outsourced appointments. Don’t assume “meeting booked” equals “opportunity created.” Track attendance, reschedules, and
follow-up in CRM. Otherwise, your investment in outsourced lead gen won’t deliver real pipeline.
Use reporting as a mirror. Build dashboards that show response times, follow-up attempts, and leakage points. Review them weekly
in sales meetings.

SOPs take effort to implement. But once in place, they free your team from ambiguity, close the follow-up gap, and transform your CRM
from a database into a true revenue control system.

Expanded Introduction

When companies struggle with lead follow-up, the problem often isn’t intent—it’s clarity. Marketing insists they’re handing over qualified
leads. Sales insists the leads aren’t good enough. Executives get frustrated when pipeline projections don’t match reality.

At the heart of the problem is usually this: no one agrees on the definition of a lead, its stage, or who owns it.

This is where the SiriusDecisions Demand Generation Waterfall (now often referred to as the Forrester Demand Unit Waterfall) becomes
a game-changer. It’s not just a model—it’s a common language that aligns marketing and sales around what a lead is, where it is in the
buyer journey, and what should happen next.

Think of it as a GPS for your revenue engine. Without it, leads get lost between marketing and sales handoffs. With it, every lead has a
stage, every stage has an owner, and every owner has accountability.

Chapter 4: The SiriusDecisions Demand Waterfall
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4.1 The Stages of the Waterfall

The original SiriusDecisions model laid out the funnel in these
key stages:

1. Inquiry – Any lead that raises its hand: a form fill, a
webinar sign-up, an event scan, etc.

2.MQL (Marketing Qualified Lead) – Leads that meet pre-
set criteria (fit + interest) and are ready for sales review.

3.SAL (Sales Accepted Lead) – Leads sales formally
accepts after validating that they’re worth pursuing.

4.SQL (Sales Qualified Lead) – Leads that sales has
engaged with, qualified further, and identified as a true
opportunity.

5.Closed/Won (or Lost) – The final outcome.

Over time, the model has evolved to include Demand Units
and account-based structures, but the essence remains the
same: leads are tracked through a progression that creates
visibility and accountability.

Chapter 3.1: SOPs for Effective Lead Management

4.2 Why It Matters for Follow-Up

Without a framework like the Waterfall, leads fall into a gray
zone. Marketing says, “We gave you 500 leads this month.”
Sales replies, “They weren’t good.” No one checks whether
those leads were even contacted.

By contrast, with the Waterfall:

Marketing is accountable for inquiries and MQLs. They
must meet criteria before being passed on.
Sales is accountable for SALs and SQLs. Once accepted,
they must follow up within agreed SLAs.
Executives can see exactly where the bottleneck is: Is it
poor qualification? Or is it poor follow-up?

This alignment eliminates excuses. It makes it very clear
whether your growth problem is top-of-funnel lead flow or mid-
funnel follow-up discipline.

4.3 Common Mistakes in Applying the Model

1.Overcomplicating it. Some companies add so many sub-
stages that the model becomes unwieldy. The goal is
clarity, not complexity.

2.Using it as a “blame framework.” The Waterfall works when
it aligns teams, not when it’s weaponized for finger-
pointing.

3.Not enforcing SAL accountability. Many companies stop
tracking once a lead becomes an MQL. But the SAL stage
is where the follow-up gap is most visible—did sales
actually accept and engage, or did they let it die?



4.4 Bringing It to Life with CRM

The power of the Waterfall is magnified when integrated into your CRM. Imagine dashboards that show:

Number of leads at each stage.
Average response times at SAL stage.
Conversion rates from MQL → SAL → SQL → Close.
Leads stuck too long in any stage.

With this visibility, leaders can finally answer the question: “Do we need more leads, or do we need to follow up on the ones we have?”
In my experience, nine times out of ten, the answer is the latter.

Expanded Introduction

At this point, we’ve established why follow-up fails, what it costs, and how to create the right SOPs and frameworks. But theory alone
won’t solve the problem. What separates high-growth teams from average ones is their ability to operationalize best practices
consistently—day after day, lead after lead.

I’ve consulted with dozens of companies that generate plenty of leads—sometimes internally, sometimes through outsourced
appointment-setting firms or channel partners. The common denominator among those that scale quickly is not simply “more leads.” It’s
how they handle those leads once they arrive.

Think about it: any organization can run a campaign, sponsor a trade show, or buy a list. Some even outsource demand generation or
pipeline creation to specialists. But without disciplined follow-up and smart handling of Sales Qualified Leads (SQLs)—especially those
generated externally—the money and time spent acquiring them vanishes into thin air.

High-growth teams treat every SQL as if it were gold, regardless of its origin. Let’s break down their best practices.

Chapter 5: Best Practices from High-Growth Teams
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Chapter 4.1: The SiriusDecisions Demand Waterfall

Expanded Closing: Action to Take

The SiriusDecisions Waterfall is more than a diagram—it’s a discipline. Here’s how to put it to work:

1.Adopt the model as common language. Train both marketing and sales on what Inquiry, MQL, SAL, and SQL mean in your business
context.

2.Define handoff rules. Document exactly when a lead becomes an MQL, how sales must accept it as an SAL, and the SLA for first
contact.

3.Embed in CRM. Build the stages directly into your CRM so every lead is tagged and trackable. No more shadow pipelines in
spreadsheets.

4.Measure conversion by stage. Stop looking only at total pipeline or closed-won deals. Start managing the waterfall itself—where do
most leads leak out?

5.Review it regularly. Make the Waterfall a standing agenda item in sales and marketing alignment meetings. Use the data to drive
accountability and collaboration.

The power of this framework is not theoretical—it’s operational. Companies that apply it consistently close the follow-up gap, align their
teams, and build predictable growth engines.

Remember: you can’t fix what you can’t see. The Waterfall gives you the visibility to spot where follow-up breaks down—and the
accountability to ensure it gets fixed.

5.1 Relentless Follow-Up

The first hallmark of high-growth sales cultures is a mindset of persistence. Most reps give up far too early. Research from Velocify
shows that making six contact attempts boosts conversion rates by 70%, yet most reps stop after just two.

High-growth teams bake persistence into their process:

Multi-channel outreach (phone, email, LinkedIn, video).
Scheduled cadences enforced by CRM alerts.
Clear accountability to ensure no lead is abandoned prematurely.

And importantly, when SQLs are generated by outsourced providers, these teams don’t assume “one booked meeting equals one closed
opportunity.” They know external meetings often require extra touches, reschedules, and nurturing before they evolve into true deals.

They work the SQLs as rigorously as if they had sourced them internally.
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Chapter 5.1: Best Practices from High-Growth Teams

5.2 No Lead Left Behind

A best practice across top performers is what I call the “No Lead Left Behind Rule.” Every lead, regardless of initial quality, receives at
least one meaningful attempt at engagement.

Why? Because first impressions are often misleading. A junior title may be the gatekeeper to the actual decision-maker. A company that
looks too small on paper might be the subsidiary of a global enterprise.

High-growth teams create guardrails to prevent prejudgment. They don’t allow reps to dismiss leads based solely on face value—
especially SQLs handed over by external partners.

Instead, they:

Log every outsourced SQL into CRM.
Follow up quickly (within SLA).
Only disqualify after documented discovery, not assumption.

This practice uncovers hidden opportunities and ensures marketing dollars and outsourced partner spend aren’t wasted.

5.3 Response Time as a KPI

Speed-to-lead isn’t just important—it’s often the difference between winning and losing. Salesforce reports that 78% of buyers purchase
from the company that responds first.

High-growth teams treat response time as a competitive weapon. They measure it weekly, publish leaderboards, and sometimes even
gamify it. Some organizations offer bonuses for the fastest responders.

When working with outsourced appointment setters, response time becomes even more critical. Prospects who accepted a meeting from
a third-party provider may not have deep familiarity with your company yet. A fast, personalized follow-up reassures them that you are
real, credible, and committed. Slow response signals the opposite—and kills momentum.

5.4 Continuous Feedback Loops

The best companies don’t just execute—they learn. They use CRM data and analytics to identify:

Which lead sources convert at the highest rate.
Where bottlenecks exist in follow-up.
Which reps underperform in speed or persistence.

When using outsourced providers, feedback loops become a two-way street. High-growth teams share data back with their partners:
which SQLs converted, which didn’t, and why. This not only improves external lead quality over time but also strengthens accountability
on both sides.

5.5 Culture of Ownership

Perhaps the most powerful best practice is cultural. High-growth teams cultivate a mindset that every lead is everyone’s responsibility.
Marketing owns MQLs, sales owns SALs and SQLs, but ultimately the entire organization owns revenue.

This cultural alignment prevents the “not my lead” mentality that plagues so many companies. Whether a SQL comes from an expensive
ABM campaign or an outsourced teleprospecting firm, the team treats it with equal urgency and care.

Expanded Closing: Action to Take

Best practices aren’t secrets—they’re disciplines. Here’s how to apply them immediately:

1.Codify persistence. Implement a minimum of six outreach attempts across multiple channels before disqualifying a lead.
2.Enforce “No Lead Left Behind.” Create a policy that every lead, including outsourced SQLs, receives at least one meaningful follow-

up attempt.
3.Measure speed-to-lead. Track average response times. Celebrate fast responders. Coach or re-train laggards.
4.Close the loop with partners. If you use outsourced appointment setters, provide feedback on outcomes. Don’t let the relationship

stop at “meeting booked.”
5.Build a culture of ownership. Reinforce in meetings and compensation plans that revenue is everyone’s job, not just the sales team’s.

The difference between high-growth companies and average ones isn’t that they generate more leads—it’s that they protect and
maximize every single one. Follow these best practices, and you’ll turn SQLs—no matter how they’re sourced—into a predictable engine
of growth.



Chapter 6: Quotes to Remember

Expanded Introduction

Sometimes, a single line captures the essence of a problem more powerfully than pages of analysis. High-growth teams know the
value of anchoring their culture around memorable, repeatable truths—quotes that remind them of what really drives revenue.

In this chapter, I’ve collected quotes that frame the follow-up challenge in clear, memorable ways. Each quote is followed by context
and a practical takeaway you can apply in your own organization.

Quote 1:

“Leads don’t die because they were bad. They die
because no one followed up.” — David Balzen

This quote gets to the heart of the issue. Too many companies
blame marketing for “bad leads” when, in reality, the vast
majority of leads never even receive a proper follow-up
attempt.

📌 Takeaway: Before dismissing lead quality, audit follow-up
consistency. You may find the problem isn’t the lead—it’s the
process.

9

Quote 2:

“You can’t manage what you don’t measure. CRM is not a
database—it’s your growth control panel.” — David Balzen

Many companies treat their CRM as a glorified Rolodex. But in
high-growth teams, CRM is the engine room. It’s where SOPs
live, where accountability is tracked, and where follow-up
discipline is enforced.

📌 Takeaway: Shift your mindset from “CRM as storage” to
“CRM as command center.” Build dashboards that show
response times, follow-up attempts, and stage conversions.

Quote 3:

“The least expected leads often close the biggest deals.
Never prejudge.” — David Balzen

We’ve all heard the story: the junior analyst who requested a
demo ends up being the gatekeeper to the CIO. The small firm
you thought couldn’t afford you turns out to be owned by a
billion-dollar enterprise. The “bad” lead becomes the dream
client.

📌 Takeaway: Implement a “No Lead Left Behind” rule. Every
lead gets at least one follow-up. The cost of contacting a lead
is tiny compared to the lifetime value you might miss.

Quote 4:

“Speed wins. The first company to respond usually wins
the deal—even if they’re not the best option.” — Industry
adage (Salesforce research)

Data proves it: Salesforce found that 78% of buyers purchase
from the company that responds first. In competitive markets,
buyers reward responsiveness over perfection.

📌 Takeaway: Treat speed-to-lead as a competitive weapon.
Measure it weekly. Hold leaders accountable for improving it.

Quote 5:

“Follow-up is where pipeline is won or lost.” —
Anonymous Sales VP

This blunt truth often comes from battle-tested sales leaders.
Pipeline health doesn’t depend only on lead generation—it
depends on consistent, disciplined follow-up.

📌 Takeaway: Don’t just focus on top-of-funnel metrics.
Manage the middle. Audit the SAL-to-SQL conversion
regularly.

Quote 6:

“Revenue is everyone’s job.” — Common GTM mantra

Too often, companies silo responsibility: marketing blames
sales, sales blames marketing, executives blame both. In
reality, revenue requires cross-functional ownership. Marketing
must generate quality leads, sales must follow up, and
leadership must enforce alignment.

📌 Takeaway: Build a culture where everyone owns revenue.
Reinforce it in meetings, incentives, and performance reviews.

Expanded Closing: Action to Take

Use these quotes as more than inspirational slogans. Embed
them into the fabric of your company:

1.Post them visibly. Put them on dashboards, sales team
walls, or in internal newsletters.

2.Repeat them in meetings. Use them as shorthand for
larger issues (“Remember: leads don’t die because they
were bad…”).

3.Tie them to accountability. Make speed-to-lead and follow-
up consistency part of compensation plans and quarterly
reviews.

4.Use them in onboarding. Train every new hire—from
marketing to sales to client success—on these truths.

High-growth companies don’t just know these principles—they
live them. By anchoring your culture around a few simple,
powerful truths, you’ll keep the focus on what matters most:
protecting every lead, following up with discipline, and turning
opportunity into revenue.



Chapter 7: Conclusion

Expanded Introduction

We’ve covered a lot of ground in this eBook. We’ve seen how leads don’t just slip through the cracks—they fall into gaping holes when
companies fail to follow up quickly, consistently, and thoughtfully.

The irony is that most executives don’t even realize the scale of the problem. They believe they have a lead generation issue, when in
reality they have a lead follow-up issue. They chase more volume at the top of the funnel instead of fixing the leaks in the middle.

The truth is simple: you don’t need more leads—you need more discipline with the leads you already have.

The Growth Gap Defined

Let’s summarize the core insights from this journey:

Follow-up fails for structural reasons. Executives and SMEs aren’t wired for consistent lead handling. Sales reps juggle too many
responsibilities. Without SOPs, leads vanish.
The cost is compounding. Every ignored lead is not just a lost deal—it’s a lost lifetime value, referral, and upsell opportunity.
Prejudging kills pipeline. The least expected leads often turn into the biggest deals. Dismissing them upfront is a strategic error.
SOPs create accountability. A defined process for capturing, scoring, and following up on leads protects pipeline value.
Frameworks like SiriusDecisions provide clarity. Common language eliminates finger-pointing between sales and marketing.
Best practices separate winners from laggards. Persistence, speed-to-lead, no-lead-left-behind, and cultural ownership drive
predictable growth.

The Cost of Inaction

If you take nothing else away, take this: ignoring the follow-up gap will quietly cap your growth. You’ll never see the deals that could
have closed. You’ll never feel the renewals that could have compounded. Your competitors will quietly thank you as they scoop up
buyers who were ready—you just didn’t respond.

Remember the stat from MarketingSherpa: 79% of marketing leads never convert, primarily due to lack of follow-up. If your company is
anywhere near that number, you’re leaving millions on the table.

A Framework for Action

Here’s a simple four-part framework to close the follow-up gap immediately:

1.Audit.
Review the last 90 days of leads.
Measure speed-to-lead, number of touches, and % of leads never contacted.
Identify where breakdowns occur (exec handoffs, outsourced SQLs, inbound form fills).

2.Standardize.
Document SOPs for capturing leads in CRM, scoring them, and enforcing SLAs.
Adopt a framework like the SiriusDecisions Demand Waterfall to align sales and marketing.

3.Enforce.
Tie response times and follow-up consistency to compensation and KPIs.
Use dashboards to create visibility.
Institute a “No Lead Left Behind” rule.

4.Optimize.
Create feedback loops between sales, marketing, and outsourced providers.
Continuously review data to see where follow-up lags or prejudgment creeps in.

Refine cadences, messaging, and accountability over time.
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Chapter 7.1: Conclusion

A Final Word

Leads don’t die because they’re bad. They die because no one
followed up.

If you take that truth seriously and act on it, you will change the
trajectory of your business. You’ll stop wasting marketing dollars.
You’ll empower sales to succeed. You’ll build a culture where
revenue is owned by everyone, not just a department.

And you’ll discover something powerful: you already have enough
leads to hit your growth goals. You just need to respect them,
protect them, and follow up with relentless discipline.

This is the hidden lever of growth most leaders overlook. Now that
you’ve seen it, you can’t unsee it. The only question left is: what
will you do with the leads you already have?

By David Balzen
GTM Thought Leader, Fractional Chief Growth Officer
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