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The Great Shift:  
Why B2B Lead Generation is Changing and What You Need to Do About It 
 

This article is a summary of the points presented in our first-ever public webinar “The Great Shift: Why 
B2B Lead Generation is Changing and What You Need to Do About It.”  We put together this 
presentation because of the significant changes we have observed over the last few years in B2B sales 
in general and in the hospitality and meetings industry in particular.  Traditional marketing approaches 
are not working as well as they used to.  Channels are fragmented.  New business relationships are 
more difficult to develop.  Prospects’ attention spans are short.  And salespeople are frustrated with the 
quality and quantity of the leads they receive.   
 
Six game-changing forces seem to be affecting sales and marketing professionals in the hospitality and 
meetings industry.  These largely mirror what has been going on in B2B sales in general, with a few 
nuances: 
 
Force #1: Complexity – More People & More Information 

The first force is the increasing complexity of the sales process.  With the growth of the online world, 
complexity has been increasing since the late 90s, but it began to be a significant factor with the 
recession in 2008, said sales training giant Miller Heiman in their 2008 Sales Best Practices Study.   

With uncertainty in the marketplace, the increased need for fiscal transparency has meant that more 
buying decisions are being made “by committee.”  Decision-makers are seeking more input from co-
workers and other departments because they are afraid to make the wrong decision.  Buying decisions 
are being escalated from one level to the next, e.g. from directors to VP level and from VP level to CEO 
level. 

In the same study two years later Miller Heiman reported that, “While most respondents said they must 
persuade four to five people in the typical sale, more than a third report that they need to persuade six 
or more people for each opportunity they pursue. The number of decision makers involved with each 
sale shifted up by 16 percent compared to last year’s study (from 2009 to 2010).”  
 
In the meetings industry we also had been seeing an increase in the influence of third-party planners, 
site selection companies and other “consolidators” of business, along with an explosion of information 
available online.  Third-parties have put up sites.  Consumer sites such as Expedia, Travelocity and 
other sites have “muddied the waters” as planners and end-users consult these for rates, availability 
and even reviews. 

Force #2:  A Longer, More Expensive Sales Cycle 

With more people involved and more information to process, it’s no surprise that B2B sales cycles are 
getting longer and more expensive.  Salespeople need to work harder to close business.  When they 
are chasing these opportunities, they are not uncovering new ones.  

 

http://www.millerheiman.com/research_center/sales_best_practices_study/index.html
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In 2011 Marketing Sherpa interviewed 935 marketers for their B2B Marketing Benchmark Report and 
found that a lengthening sales cycle was a growing concern, and the third-most-pressing challenge for 
B2B marketers today (trailing only quality and quantity of lead generation). 

Force #3: Buyers are “Crazy-Busy” 

To echo a description coined by Jill Konrath, author of several best-selling sales books, B2B buyers 
today are “crazy-busy”.  In her 2010 book SNAP Selling, Konrath talks about today’s frazzled 
customers and that they are expected to do more, with fewer resources.  So they have less time and 
shorter attention spans.  It means that some of them will stick with their “tried-but-not-so-true” suppliers, 
rather than face the pain of switching to someone new, even though they could be a better fit. 

This is especially true of meeting planners telling us that their clients (be they internal or external) are 
expecting them to increasingly “turn on a dime”: find space in the short-term, at rates that used to be 
available during the recession, but likely are not, any longer.  Many planners are working longer and 
harder, so suppliers need to as well. 
 
Force #4: Buyers Research Online First 
 
A Nielsen 2009 study proved it first, and many other researchers have found the same thing: buyers, 
whether consumers or B2B, now research purchasing decisions online first.  It’s the self-serve 
mentality.  And if you’re not online in a compelling way, you’re out of the game.  
 
To quote information from marketing automation vendor Manticore, “Modern B2B buyers are using 
online sources to conduct independent research before ever speaking to a sales rep, and turning to the 
Internet to confirm or verify information throughout the buying process. The result – your online 
presence and interaction has become increasingly important.” 

Force #5: The TripAdvisor Effect 

The latest study on online behavior is the Fleishman-Hillard and Harris Interactive Annual Global Study 
which revealed online opinions now surpass friends and family’s recommendations, at least in Canada.  
With B2B buyers researching options on the Internet and continuing to reference online sources 
throughout their buying cycle, the “louder” you are (i.e. the more results you produce), the better. 
Search engines now are posting results from social media sources - such as blogs, community forums, 
user reviews, Twitter feeds, mentions or links on other websites, published articles, etc. Just having a 
website does not measure up anymore. 

In addition, when a buyer searches online, he/she is looking at reviews and how organizations respond. 
They are looking at how you responded to that negative review; was the answer genuine or did it sound 
glib and canned?  They are looking for useful, educational content.  This means your online presence 
needs to be top-notch and diversified, with your own site, other influential sites, and social media 
sources. 
 
 
 

http://www.sherpastore.com/2011B2BMarketingBMR1.html
http://www.jillkonrath.com/snap-selling/
http://www.manticoretechnology.com/
http://fleishmanhillard.com/2012/01/31/2012-digital-influence-index-shows-internet-as-leading-influence-in-consumer-purchasing-choices/
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Force #6: Privacy Concerns 
 
Buyers want to be in control of the information flow.  They are checking out suppliers online because 
the information is there, but also because so much is being pushed at them that they want to control the 
volume and the quality of the information.  Some buyers also are becoming more concerned about their 
online privacy, and new spam laws are making it difficult to go the “broadcast” route.  There’s been a 
tightening of laws around email marketing, most recently in Canada and Europe.  This means you must 
be looking at ways to gather self-identified online data. 
 
So what do the above six force mean to you and your organization?  What measures do you need to 
implement now to stay ahead of the curve?  We’ve identified SEVEN strategies to help you: 
 
Strategy # 1: Aligning Marketing and Sales Activities 
 
When I started out in the hospitality industry, marketing handled all the advertising and consumer 
promotions.  Occasionally our Director of Marketing would step into the sales department to discuss our 
group pace.  That was usually when we were behind… Otherwise “sales” – the B2B arm of the hotel’s 
revenue generation team – was on their own. 
 
Fast-forward to today where sales & marketing need to be much more aligned.  Sales typically has little 
control over an organization’s website, yet this is becoming the single most important generator of new 
meetings business. 
 
Salespeople now need to juggle MORE opportunities, and continually “chase” more customers in order 
to generate the same level of business.  They need marketing to help them with tools to keep in touch. 
 
Strategy # 2: Auditing & Augmenting Your Online Presence 

Because B2B buyers research everything onsite, your website is the first sales-call. Your website 
should guide prospects through their buying cycles and present a clear problem-to-solution content 
path. When prospects get on the phone with a sales rep, they’ve most likely already gone through their 
website thoroughly. A sales rep should be able to add value beyond what’s on the website. 

So how is your website?  Are you stuck within a corporate model where you can’t showcase your 
facilities and services except through this rigid mould?  How could you step out of that, perhaps with a 
blog or an enhanced social media presence? 
 
Strategy # 3: Capturing & Nurturing until Sales-Ready 
 
If you’re driving people to your website or to a social media page, are you asking about their needs and 
interest?  Are you asking who they are and do you have a way to gather their contact information?  
From there, what are you doing to continue the conversation? 
 
Strategy # 4: Crafting Content to Build Trust 
 
B2B buyers don’t want to be sold.  They are tired of promotions.  They tune those out.  Nowadays 
content is KING.  Create content that builds trust around the fact you aren’t just selling, and you have 
better chances to engage an audience. 
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The only problem in the hospitality industry is that marketing is focusing on content for leisure and 
individual guests, at the expense of the B2B/meeting and event buyer.  We see lots of CVBs and hotels 
who make great PR efforts to get consumer press, yet they do NOTHING to attract B2B attention. 
 
Trust-building content educates and provides value upfront, regardless of the outcome in business.  
Sales expert and Greenfield sales coach Colleen Francis says, “When you create and share 
thoughtfully developed content, you help your readers gain knowledge faster...and that positions you as 
a trusted resource.” 
 
Strategy # 5: Engaging Social Media to Generate Awareness 
 
With trust-building, educational content, now your social media efforts won’t look so self-serving.  
Instead of looking like a huckster with iPad giveaways and Air Miles promotions, you’ll gain the position 
of subject-matter expert when you post a resource on LinkedIn or announce it on Twitter.  
 
Strategy # 6: Salespeople Must Shift to a Value-Based Sales Approach 
 
According to Shawna Suckow, CMP in her book Planner Pet Peeves, senior meeting planners’ biggest 
pet peeve is getting solicited by salespeople who just focus on the sales and not on the relationship.  
They call only when there is a need period.  They only ask about upcoming business.   
 
With the forces of change we’ve discussed, salespeople need to think and act with a value-based sales 
approach.  If you give them tools to communicate regularly with their audience to provide valuable 
information, their prospects won’t mind speaking with them about transactions. 
 
And they can be your social media engagement army without you worrying that they are wasting their 
time “playing” on Facebook. 

Strategy # 7: Implementing Technology to Keep it All Together 
 
With a need to engage more prospects in a more consistent and meaningful way, regular salespeople 
can’t do it alone.  Technology is the answer to keep it all together. 
 
The problem is, some segments of our industry are saddled with old legacy CRMs that don’t integrate 
with the latest nurturing and social media monitoring tools.  Until Delphi, Opera, CVBreeze and other 
systems catch up, we may have to do with tools that don’t talk to one another.  But as we move to a 
more cloud-based economy, hospitality and meetings industry organizations will inevitably start 
discarding old systems in favour of more flexible, scalable solutions.  In the meantime there are various 
marketing automation solutions, such as Eloqua, Pardot, Hubspot, that are looking to fill the gap.   
 
 
On behalf of the entire team here at Greenfield, I wish to thank you for taking time out of your busy 
schedules to read this discussion paper.  We hope we provided you with useful information to help you 
and your organization grow and prosper. 
 
To learn more about the trends we have mentioned, and the strategies we recommend, please consult 
our Webinar Page. 
 

http://www.engageselling.com/
http://www.amazon.com/Planner-Pet-Peeves-ebook/dp/B007GELF0M
http://www.eloqua.com/
http://www.pardot.com/
http://www.hubspot.com/
http://www.greenfield-services.ca/hospitality-and-meetings/webinars.html

