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Introduction
 
Producing high quality content isn’t enough to earn you leads. 
You need an effective way to put it in front of the right people, at 
the right time. That’s where content syndication comes in.

What if you could tap into an audience that already uses complementary products and 
services? What if that audience is currently involved in researching various solutions for a 
specific challenge that your product or service can solve, but they haven’t found you yet?

Content syndication networks host your content on their platform and market it to their 
professional audience. When it works, it’s a win win. We’ll show you how to make it work for 
your marketing and sales efforts.

How Content Syndication Works: The Basics

If you’ve run B2B content syndication and CPL programs in the past, you can skip this section. 
If you have yet to engage in these types of campaigns, read below!

B2B content syndication works differently than in the B2C space. Here, you aren’t re-posting 
articles to Quora, Medium or the Huffington Post. Instead, you are using professional 
syndication networks to house content that’s designed to generate quality inbound leads.
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The conversion process is very similar to the opt-in forms you use on your own website. 
The content is gated and the visitor downloads it in exchange for their email and other 
pre-selected contact information. The syndication network gathers the leads and sends them 
on to you. In most situations, you’ll pay per lead, or you pay a flat rate to a publisher or 
media company.

The challenge?

If you pay per lead, isn’t it in the interest of the network to give you as many as possible, 
regardless of quality? How do you make sure you are getting the best possible ROI? And what 
happens after you get the lead? Will their customer lifetime value rate be worth the effort? 
Do you have a proper lead nurturing process in place?

If not planned and executed correctly, a content syndication campaign can set you back 
thousands of dollars without bringing in any real, qualified leads for your marketing and 
sales teams. But, when run well, content syndication can be an invaluable asset to an effective 
marketing strategy.

In this eBook, we’ll walk you through all the different steps you need to run a successful 
campaign from start to finish. We’ll walk you through the main challenges and show you how 
to overcome them.

By the end, you’ll be able to apply the knowledge and create a campaign that gets results.
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What are the key building blocks you need to put in place to make your marketing campaign a 
roaring success?

1. Set clear, trackable goals

Before you do anything else, define the purpose of your campaign. What are your end goals? 
What type of leads are you targeting? What stage of the funnel are they at?

Everything you do should be built around your goal. Your content and nurturing campaign 
will be designed to support it. The clearer you are at this stage, the higher the chance 
you’ll succeed.

2. Tap into the science (and art) of lead targeting

When you create a buyer persona, or leverage your buyer personas, you focus your efforts on 
attracting your ideal customer. At OpGen Media, our clients do this in many ways, such as 
taking data from their CRM and finding similarities within their largest (or best) accounts, 
or by using predictive analytics and speaking with their sales and customer success teams. 
Usually, a combination of tactics forms the best and most complete strategy.

Chapter One:
The Perfect Foundation
 
Preparation is the key to success. If your foundation is rocky, you 
are putting the entire process at risk.
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Be laser focused on your ideal customers. This will help you craft compelling copy that will 
attract quality leads while repelling the others that are a less perfect fit. It will also give you a 
greater insight into your prospective client’s key pain points and help you create an effective 
nurturing campaign.

You can create your campaign parameters by asking yourself questions about your best 
customers such as:

• What industry are they in?

• What size of company do they work for?

• What’s their company’s revenue?

• What’s their job title? 

• What type of technologies do they use?

In addition, you should think about both custom and qualifying questions.

A custom question simply ensures the prospect provides an answer for a question, regardless of 
how they answer it. For example... Let’s say your company sells marketing automation software. 
An example custom question for you to ask a prospect could be, “Are you happy with your 
current Marketing Automation Platform?” (Yes/No). Regardless of whether the prospect selects 
“Yes” or “No”, that prospect will be delivered to you, along with their respective selection.

A qualifying question, however, is different. With a qualifying question, you’re able to accept 
leads that only answer your question(s) a certain way. So, in the above example, “Are you 
happy with your current Marketing Automation Platform?” (Yes/No), you can choose to only 
accept those that are not happy with their current solution, giving you a direct way to engage 
that prospect, learn more about their challenges and to see if your marketing automation 
platform is better suited to their needs.

Creating an buyer persona based on qualitative and quantitative research, both from your 
team’s conversations with your clients as well as your CRM data, will help you target the right 
people and improve your lead to sales opportunity conversion rates.

How to Run a Successful B2B Content Syndication Campaign 5



This a costly mistake.

Think about it from the customer’s perspective.

Let’s say Sam, a marketing manager, is doing some research on a marketing workflow 
management when she comes across an eBook that can help marketing teams speed up project 
delivery and reduce approval time. She clicks the download button, fills in her information and 
hopes to find time to read it soon. Two days later she gets a call from a sales agent who wants 
to sell her sales specific software. There’s been no other contact. Sam hasn’t even had the 
chance to read the eBook!

The whole thing leaves a sour taste in her mouth. Was this content just a cheap way to get her 
contact details and push for a sale? In addition, that company missed a critical opportunity 
to engage in a conversation with Sam, and to provide further education about solving 
her challenge.

3. Leverage Marketing Automation

Having a robust marketing automation software is critical to the success of your campaign. 
It is a necessary partner in the B2B marketing process. Marketing automation lets you create 
effective nurturing campaigns that further qualify your leads after you’ve captured them.

While we won’t get into which specific marketing automation tools are best for your type of 
business, we can say that just about all of them will be able to help you nurture and score 
leads, leading to a more effective marketing & sales process.

Putting the right process in place

According to Marketing Sherpa, 61% of B2B marketing leads are sent directly to sales. 
Of those, only 27% are sales qualified.
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Now let’s look at an alternative way this scenario could have played out.

Sam downloads an eBook. A day later she receives a customized email thanking her for the 
download and welcoming her to the community. This email is a part of a custom sequence 
specifically designed for people who’ve downloaded this eBook. Over the next few weeks, 
Sam receives a series of emails that help her improve her team’s process to speed up project 
delivery and reduce approval times.

Every single email is full of rich, relevant, actionable content she can apply immediately.

Sam consumes the content voraciously! This is exactly what she needed. At the end of the 
sequence she is offered the chance to book a call with a sales agent or sign up for another 
sequence that further explores the problem. This time, when Sam picks up the call, she is 
ready to learn more about your product.

Most of the leads you’ll get through your top-funnel content syndication campaign will be 
marketing leads like Sam. Sending them to your sales team will just drive them away. Instead, 
you need to think like them.

For example, when Intronis walked a mile in their customer’s shoes, they saw a 35% 
increase in their conversion rate, the average spend went up by 66% and their ROI hit 650%.

This proves that understanding and nurturing your leads is worth it.

Show them that you are in this for more than just making a sale.

Do this, and your conversion rates will go up.
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Chapter Two:
Picking the Perfect Partner
 
Choosing the perfect content syndication partner is crucial for a 
successful campaign.

Before you commit, there are some things you need to ask yourself (and them!)

1. Is their audience made up of the kind of people who will buy 
my product?

Can their audience afford your products and services? Are their readers at the right stage 
in their career? Are they likely to be in a decision making role? Study the kind of people the 
network attracts. How closely do they align with your ideal buyer persona? Do they have 
enough of these people to make it worth your time?

You aren’t looking for a perfect match—you won’t find one! But there needs to be enough 
overlap for this to be worth it for both of you.

2. How will your content be displayed?

When you give a content syndication network permission to host your content, you need to be 
able to trust that they will display your brand properly. You should ensure each vendor allows 
you to review and approve the creatives. At OpGen Media, we never run a campaign without 
our clients reviewing and editing our creatives to ensure we’re on-brand.
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3. How will they deliver leads?

There isn’t a single standardized way of delivering leads. Find out how often they are going to 
send them to you and by what means. Can they integrate with your Marketing Automation? 
Can they send leads via a .csv file? Can they enter in the lead info right on your pages?

A quality vendor should be able to do all of the above, and more.

4. Do they deliver real results?

B2B businesses are incredibly diverse and so are our needs.

Before you start, check out some other brands they’ve worked in. What were the results? 
Did they deliver enough leads? Were they the right buyer personas, per each client’s’ 
standards? How do they qualify leads? What’s their process like?

Find somebody who runs campaigns on a performance basis. Make sure they track the 
cost-per-lead and aim to increase performance while decreasing costs.

5. Do they have a deep understanding of the whole 
conversion process?

Conversion is a multi-step, layered process that takes time, and involves multiple individuals 
and multiple parties. There are a lot of different moving pieces. A partner that understands 
the type of content suitable for each stage and the best practices for crafting a high conversion 
landing page is far more valuable than one that doesn’t.

Choose your partners carefully. Investing a little time now will save you a lot of time (and 
money) down the line.
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The entire campaign hinges on the quality of your content.

You need to:

• Select the perfect piece of content for your offering

• Craft a clear, specific and engaging title that speaks directly to your ideal customer for 
this campaign

• Write landing page copy with a strong call to action that repels unqualified leads while 
making your ideal lead hit that “sign me up!” button

• Create a nurturing campaign that expands on your original offering and provides relevant 
information without sounding like the digital version of a used car sales rep.

The type of content you chose will directly affect the type of lead you attract.

Chapter Three:
Selecting the Right Content
 
Without the right content to back it up, your syndication campaign 
will be an abject failure.
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The power of targeted content

Your content needs to solve specific problems that your leads experience. You need to get to 
know them, understand their pain points and speak directly in clear, actionable terms.

Vague generalities and industry platitudes don’t work here.

To produce targeted content, you need to understand what stage of the funnel your leads are 
currently in. If they are near the top, they are still looking for content that gives them general 
solutions. As they move down the funnel, the become more open toward content that shows 
them how your product offers the solution they are looking for.

When selecting the right content for syndication, choose a piece that speaks directly to your 
ideal lead.

Let’s say you’re selling social media software to small businesses (think mom and pop shops) 
that helps these businesses get more out of Twitter to drive new and repeat business. Which 
piece of content do you think would do better in attracting a lead that would more likely 
convert to a sales opportunity at some point?

A. Social Media Trends to Watch in 2017

B. 4 Ways Small Businesses Can Monitor Twitter to Drive Customer Loyalty

The answer is of course B. It’s not that A will not provide any value, or that it won’t attract 
potential customers, it’s that A is too vague. Anyone who has an interest in marketing or 
social media could download A. But with B, its market is much more narrow. You’re weeding 
out the folks who may have no need at all for your product, because they either are not a 
small business owner / do not work for a small business, and because they are not indicating 
that they have an issue they’d like to solve. With B, you can reasonably expect most people 
who read it either own or work for a small business, they have a Twitter account, and they 
understand the value of monitoring Twitter to not only drive new business but to increase 
customer loyalty as well, which is exactly what our example company’s product does.

Content selection is a crucial part of running a successful syndication campaign. Make sure 
the piece you pick aligns with your current goals and helps you meet your targets.
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Most leads will not pull out a credit card or sign a long contract on the spot. In enterprise 
sales, the nurturing process can take up to 18 months, or more. So, if you don’t have a solid 
lead nurturing process in place, you are throwing money away.

It’s time to do what most other marketers aren’t. It’s time to beat your competition and 
nurture your leads. The results will speak for themselves.

Chapter Four:
After the Conversion
 
Congratulations! You’ve got your leads.

Now, the real relationship building work begins!

It’s time for some hard stats.

79% of marketing leads will never convert to sales unless you have a solid lead nurturing 
process in place (source).

65% of B2B marketers don’t have a lead nurturing process in place! (source).
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Designing an email nurturing campaign

One of the simplest ways to nurture a lead is by creating a targeted email sequence that picks 
up shortly after they’ve downloaded your resource. The first email needs to welcome them to 
your community and set clear expectations about what’s going to happen next. Speak directly 
to your prospect. Thank them for downloading your content and express genuine desire to 
help solve their problem.

This should be human to human marketing at its best.

Some key points to remember when creating your email sequence:

• Personalize. According to research by the Aberdeen group, personalized emails get 
14% higher conversion rates.

• Craft clear, compelling subject lines. Use the same copywriting principles you would use 
to create a headline. Remember, this is the non Hollywood equivalent of the elevator 
pitch. Make it good or you’ll lose them.

• Don’t make your emails too long—you just met. Telling super complicated stories doesn’t 
work on first dates and it won’t work now. Get your point across clearly and concisely.

• Include an irresistible call to action!

• Remind your lead when they can expect the next email and what it will be about. This will 
keep you fresh in their mind and make it more likely they’ll open it.

Beyond email

While email is a fantastic tool for nurturing leads, it is far from the only way. You have a lot 
of tools at your disposal. You can tap into the power of relevant social media channels or 
even use Facebook tracking pixels to target leads with relevant sponsored content. We also 
encourage all of our clients to remarket via display ads, as it’s a cheap, effective way to ensure 
your brand stays top of mind during your prospects’ buyer journey. The more active leads, or 
leads with a higher “score”, should also be contacted via phone by your sales team as they 
travel further down the funnel.
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Establishing a lead scoring process

So, when do you stop marketing? When do you know a lead has reached the right point and is 
ready to be passed onto the sales team?

To assess a prospect’s level of preparedness, we use lead scoring. Lead scoring is a simple way 
to rank a lead based on where they are in funnel.

So how do we come up with the score? What factors does it take into account?

There isn’t a universally accepted way to score a lead. Every business uses a slightly different 
system. Some businesses use the cold, warm, hot scoring system. Others use rankings from 
A to D with A being ready to go, or from 1 to 100.

Take into account things such as site visits, what pages they view, how long they stay on your 
site, materials they download, emails read and a number of other engagement factors that are 
leading indicators of a qualified prospect.

Use a system that makes sense for you and your team.

The important thing here is that you have a lead scoring system in place. This will help 
you deliver the right piece of content at the right stage of the process. Because when a lead 
joins your marketing funnel, they are not ready to be sent to the sales team. If you prepare 
appropriate content based on their lead score and work on them at this stage, your sales 
conversion rates will increase.

Lead nurturing is a long process and you need a strategy to handle it every step of the way.

With every piece of content you are re-capturing your lead’s interest and attention and 
moving them a step further down your marketing funnel.

So does it ever end? Will they be stuck in your nurturing loop for ever!?

The good news is that everything must end sometimes.

How to Run a Successful B2B Content Syndication Campaign14



At the end your lead will either:

• Unsubscribe. 

• Take action based on one of your CTAs and schedule a call or demo with your sales team

• Pull out a credit card or sign an agreement and buy based on the quality of your content 
and your product!

If you have a solid nurturing strategy in place and build those relationships, a lead that 
unsubscribed at this time may either recommend you or circle back when the time is right.

So whatever their final action, developing a solid lead nurturing process is one of the best 
things you can do for your business.
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Conclusion
 
Running a content syndication campaign can be an incredibly 
effective way to gain qualified leads in the B2B space!

With the right marketing automation software, an expertly designed lead nurturing 
campaign, the perfect piece of content and the right partner you can see incredible ROI.

Focus on lead quality and measuring engagement throughout the funnel rather than just 
closed wins. Set specific targets and measure the results after every campaign. If you aren’t 
analyzing the numbers, you are throwing money away.

Remember, you will close leads at a much higher rate if you play the long game.

Be confident in your product and your process and let all the different stages do the work they 
are meant to. After all, you invested time and money building them so that the whole process 
can flow smoothly from one stage to the next.

By creating high quality, targeted, valuable content that appeals to your audience and aligns 
with your specific goals you are setting yourself, and your campaign, up for success.
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Interested in learning more, and developing a successful 

Top- or Mid-Funnel content syndication campaign?

Check out opgenmedia.com or send us a note directly to 

Brandon Pindulic, Founder of OpGen Media, 

at brandon@opgenmedia.com. 
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