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Why is lead nurturing 
important?
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LEAD 
NURTURING

The process of building 

relationships with prospects 

with the goal of earning their 

business when they are ready.



of your leads will not 

be sales-ready when 

first generated73%



Nurturing is exactly 
what it sounds like — 
helping someone 
grow.
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Lead nurturing is like 

dating. You have to 

spend time establishing 

a relationship by 

building trust.



Types of lead nurturing 
campaigns
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Buyer Journey Stages
Awareness Consideration Decision

Buyers seek to 

understand a 
challenge they’re 

experiencing or an 

opportunity they want 

to pursue.  

Their effort is on 

learning as much as 
possible about 

potential solutions.

Buyers have clearly 
defined the goal or 

challenge and have 

committed to 

addressing it.  

At this stage they’re 

evaluating 
alternative 
solutions. 

Buyers have decided 
on a solution 
category and one that 

best meets their needs.  

Their focus is on 

selecting the best 
partner. 
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TYPES OF LEAD 
NURTURING 
CAMPAIGNS

Engage

Educate

Close

Retain4

3

2
1



Engage 
•Welcome 
•Top of mind 
•Re-engagement

1
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•New leads — any source 

•Remind them why they converted 

•Brief, straightforward messaging 

•Goals are awareness and engagement 

•3–4 emails over 4–6 weeks

Engage — Welcome 
Campaigns1
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•Early stage leads 

•Engage on regular intervals 

•Newsletters, blog in review 

•Consistent schedule

Engage — Top of Mind 
Campaigns1
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•Example

Engage — Top of Mind 
Campaigns1

https://preview.hs-sites.com/_hcms/preview/content/5730396929?portalId=3038564&_preview=true&cacheBust=0&preview_key=XtonFiXf&from_buffer=false
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•Leads that have stopped engaging 

•Segment by persona, last content 

engaged with 

•Include CTAs 

•3–5 emails over 60 days

Engage — Re-Engagement 
Campaigns1
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Educate 
•Product or service 
•Competitive drip

2
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•Leads in consideration phase of buyer’s journey 

•Focus on prospect’s pain points and how your 

product/service can help 

•Case studies, testimonials, in-depth white papers 

•3–4 emails over 60 days

Educate — Product or 
Service Campaigns2
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•Leads in consideration phase of buyer’s journey 

•Highlight advantages of using your product/

service 

•Identify disadvantages of not using 

•Refrain from competitor bashing 

• Customer testimonials work well

Educate — Competitive 
Drip Campaigns2



Close 
•Thought leadership 
•Promotional drip

3
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•Leads in late consideration or decision phase of 

buyer’s journey 

•Reinforce your organization is the right choice 

•Press releases, industry reports, trade journal 

articles 

•Collaboration with sales team

Close — Thought 
Leadership Campaigns3
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•Leads in decision phase of buyer’s journey 

•More widely used in B2C 

•Special pricing, additional features, coupons 

•Collaboration with sales team

Close — Promotional Drip 
Campaigns3



Retain 
•Customer onboarding 
•Upsell drip 
•Renewal

4
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•Begin delighting 

•Training resources, timelines for kickoffs, FAQs 

•Supplement with human touch

Retain — Customer 
Onboarding Campaigns4
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•Best prospects are current customers 

•Introduce to new products or services 

•Focus on why or how new offering helps 

customer 

• Segment carefully

Retain — Upsell or Cross-
sell Drip Campaigns4
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•Best for SaaS or licensed products 

•Gentle reminders that contract needs to be 

renewed 

•Begin 4–6 weeks before end of contract 

• Supplement with human touch

Retain — Renewal 
Campaigns4



Building an effective 
campaign
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BEFORE 
YOU BEGIN

• Define personas 

• Map their buyer’s journeys 

• Create content



Define your goal. Choose appropriate campaign type.STEP 1



Define your goal. Choose appropriate campaign type.

Segment, segment, segment.

STEP 1

STEP 2



Define your goal. Choose appropriate campaign type.

Segment, segment, segment.

Map out lead nurture.

STEP 1

STEP 2

STEP 3



Define your goal. Choose appropriate campaign type.

Segment, segment, segment.

Map out lead nurture.

Execute.

STEP 1

STEP 2

STEP 3

STEP 4



Define your goal. Choose appropriate campaign type.

Segment, segment, segment.

Map out lead nurture.

Execute.

STEP 1

STEP 2

STEP 3

STEP 5

STEP 4

Test and optimize.



Best practices
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BEST  
PRACTICES

• Start small 

• Create content to support lead nurturing 

• Use calls-to-action 

• Create targeted messaging — nurturing is 

not blasting 

• Use personalization 

• Use progressive profiling



WANT TO LEARN 
MORE ABOUT 
LEAD NURTURING 
& WORKFLOWS?



Questions???



THANK YOU
very much.


