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& FOREWORD

A few honest words before we start

I've spent a long time sitting across the table from B2B marketing leaders who are frustrated,
genuinely frustrated, and I've noticed something. The frustration almost never comes from a lack of

effort. It comes from effort that isn't producing what it should.

Pipeline numbers look fine on paper. Campaigns are running. Leads are coming in. But revenue
momentum feels like wading through sand. Sales cycles stretch. Win rates slip. And someone in the

boardroom starts asking questions that nobody in marketing has a clean answer to.

This playbook came out of those conversations. It's an attempt to articulate what | think is actually

happening, and, more importantly, what to do about it.

The core idea is this: most B2B demand generation is optimised for visibility when it should be
optimised for memory. Those are not the same thing. Visibility is what happens when someone sees
your ad. Memory is what happens when a prospect is sitting in a budget meeting six months later and

your company's hame surfaces, unprompted, as the obvious solution.

Visibility is rented.
Memory is owned.

And every quarter that you optimise for the former instead of the latter, you're paying a tax you can't

see on your spreadsheet.

| want this to be practical. Read it with a pen. Argue with it. Mark the bits that feel true and ignore the
bits that don't apply to your situation. The frameworks and case studies in here are drawn from real
companies, some famous, some not, and I've tried to be specific rather than vague, because vague

advice is what fills every other marketing guide you'll ever read.

Start with the diagnostic section. Most people skip it. Don't.

Rt o

Founder & CEO, Leadque

rahul.jain@leadque.com

Connect with me on LinkedIn m


https://www.linkedin.com/in/rahul-jain-99969b7b/
https://www.linkedin.com/in/rahul-jain-99969b7b/

The companies that
win aren't the loudest.
They're the most
retrievable. That shift,
from visibility to recall, is
what this entire
playbook is about.
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CHAPTER ONE

Who This Is For, and Who It Isn't

Let me be direct about this, because nothing is more frustrating than reading a guide that's written for

someone else.

This playbook is for marketing and demand generation leaders in B2B organisations responsible for
pipeline quality as much as volume.

More specifically, it's for you if any of the following feel uncomfortably familiar:

0 Your pipeline is full but your close rates are declining

The volume metrics look good. The downstream reality doesn't. You can't put your finger on why, but deals
keep stalling at the same stage.

9 Your sales team is re-educating prospects on every single call

The first 15 minutes of every discovery call is 'let me tell you what we do and why it matters.' That time is
wasted. It's also demoralising for good salespeople.

e You're producing a lot of content but can't tell if anyone remembers it

Downloads look fine. But you genuinely don't know whether your market thinks of you when the problem your
product solves actually surfaces in their organisation.

0 Your messaging is different depending on who in your company is talking

Your brand team says one thing, your SDRs say something else, and your product page says something
different again. Buyers encounter fragments instead of a story.

From Invisible Pipeline to Revenue Momentum 05



{ CHAPTER ONE

e You know the space - but buyers don't think of you first

You have real expertise. You have a genuine point of view. But somehow the market doesn't think of you first
when the problem appears.

If you recognise yourself in three or more of those,
this playbook will help you.

It won't help if you're looking for a quick channel fix, a new campaign format, or a magic framework
that makes bad positioning irrelevant. It will require some thinking, some honesty about your current

state, and probably a few uncomfortable conversations with your sales team.

That's fine. The uncomfortable conversations are usually where the useful insight lives.

The uncomfortable conversations are usually where
the useful insight lives.

From Invisible Pipeline to Revenue Momentum 06



& CHAPTER TWO

The Invisible Pipeline Problem

Why your demand engine creates activity instead of momentum

Let's start with what | see most often. Strong pipeline numbers. Healthy lead volume. Campaigns
running. Dashboards green. And then a sales leader who pulls me aside and says: '‘Our prospects keep

asking what we actually do.'

That sentence, 'remind me what your company does again’, is the clearest symptom of what | call the
Invisible Pipeline Problem. The pipeline exists. The activity is real. But something essential is missing:

conviction.

67 o/ of B2B buyers can't recall a brand unaided at purchase moment.
0

more touches needed when brand recall is absent.
5-7%

38 0/ longer average sales cycles without prior buyer conviction.

Visibility happens when a buyer encounters your brand. Conviction happens when a buyer arrives at a sales
conversation already persuaded that the problem is real, that your category is the right response, and that

your company belongs in the conversation. Visibility is the precondition. Conviction is the outcome. Most

demand generation programs nail the first and ignore the second.

From Invisible Pipeline to Revenue Momentum 07



Four structural problems

CHAPTER TWO

The Invisible Pipeline Problem isn't anyone's fault specifically. It's the product of four structural shifts that

have changed B2B buying over the last decade.

89 Content Saturation

Every company now publishes content. Most of it is
interchangeable. Buyers scroll through enormous
amounts of information and form almost no lasting
brand associations.

K Fragmented Brand Narratives

Brand messaging, campaigns, sales conversations
and product marketing often run independently.
Buyers encounter disconnected messages instead
of one consistent story.

From Invisible Pipeline to Revenue Momentum

5 Performance Marketing Pressure

Demand teams are measured on clicks, MQLs, and
campaign ROI. These metrics capture activity. They
don't capture whether a buyer will remember you
when a budget unlocks six months later.

S Extended Buying Cycles

B2B purchase decisions now average 6 to 18
months. A brand seen in month one has to still be
retrievable in month fourteen. Single-touch
demand generation was never built for that.
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The conviction deficit

CHAPTER TWO

The real issue isn't volume. It's what happens, or doesn't happen, between exposure and engagement.

Buyers encounter your brand weeks or months before a sales interaction. They see a LinkedIn post.

They skim a webinar invitation. They get an email sequence. And then, when the actual buying moment

arrives inside their organisation, your brand is just... not there. Not because they didn't see it. They did.

Because they didn't remember it.

This creates what | think of as a conviction deficit inside the pipeline. The prospect recognises you

once you remind them. But they didn't arrive at the conversation already confident in your relevance.

X Without conviction

Without conviction, every sales conversation
starts from scratch. Sales teams re-establish who
you are, re-explain the problem category, and
rebuild credibility before any real selling can
happen.

Cycles stretch. Win rates decline.

v With conviction

With conviction, buyers arrive already oriented.
They understand the problem framing. They
believe the category matters. Sales conversations

start from relevance rather than introduction.

Cycles shorten. Win rates improve.

Demand generation becomes a continuous effort to recreate interest that should already exist. That's not

inefficiency. That's structural, and it compounds every quarter.

From Invisible Pipeline to Revenue Momentum
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& CHAPTER THREE

The Recall Gap Framework

The operational model for fixing what's broken

The Recall Gap is the distance between two specific moments. Moment one: a buyer encounters your brand
for the first time. Moment two: that same buyer can retrieve your brand, unaided, at the exact moment a real

need surfaces in their organisation.

There are four things that close the Recall Gap. They're not tactics. They're structural. Think of them as the
four pillars that hold a memory architecture together.

PILLAR ONE

Narrative Anchor

The single, stable story that defines the problem,
your perspective on why it exists, and the category
of solution.

PILLAR THREE
Contextual Engagement

Your perspective appears in the conversations
your buyers are already having, in their trusted

spaces.

PILLAR TWO
Repetition Architecture

Repeated exposure to the same core message,
across multiple channels, over an extended period.

PILLAR FOUR
Retrieval Triggers

Elements that make your brand surface in a buyer's
mind at the exact moment the problem appears.

Get one wrong and the others underperform. Get all four right and they compound.

From Invisible Pipeline to Revenue Momentum
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{ CHAPTER THREE - PILLAR ONE

The Narrative Anchor

Everything starts here. A Narrative Anchor is the single, stable story that defines three things: the
problem your buyers are experiencing (specifically), your distinctive perspective on why it exists (not

generically), and the category of solution that addresses it (in terms you own).

The anchor has to be consistent across every channel and every team member. Not because consistency is a
virtue in the abstract, but because buyers remember ideas, not campaigns. The idea has to appear the same

way, in the same framing, over and over, before it lodges.

Most B2B companies have the raw material for a strong narrative anchor. They just haven't assembled it into a

single, stable, repeatable form.

What a Narrative Anchor must define:

® The Problem: name it specifically. 'We help companies grow faster' is not a problem. 'B2B pipeline that
looks healthy but won't convert' is a problem.

® The Perspective: why does this problem exist? What's the structural reason conventional approaches
fail? This is your differentiated point of view.

® The Category Position: what type of solution actually addresses this? Name the category in your
terms and then own that framing consistently.

=

From Invisible Pipeline to Revenue Momentum 12



CASE STUDY

From $0 to $100M ARR: Owning a Category Before
Anyone Else Could

HubSpHt

THE SITUATION

When HubSpot launched in 2006, CRM and marketing automation already existed. They
weren't entering an empty market. They were entering a crowded one dominated by

companies with far bigger budgets.

Their challenge wasn't product. It was recall. How do you make buyers think of you firstin a

market where Salesforce and Oracle already had the brand recognition?

WHAT THEY CHANGED

They didn't compete on features. They named a category: 'inbound marketing.' That phrase
became their narrative anchor, defining the problem (outbound marketing is dying), their
perspective (buyers want to be helped, not interrupted), and their category position (content

+ SEO + permission-based engagement is the future).

That anchor appeared in every blog post, every sales conversation, every conference, every
certification programme. By 2010, ‘inbound marketing' was generating over 100,000 monthly

searches, most leading directly to HubSpot.

THE RESULT

HubSpot's customer acquisition cost fell year over year as their recall advantage
compounded. By the time competitors tried to adopt similar language, HubSpot already

owned it in the market's memory.

They didn't win on product superiority alone. They won because buyers thought of them first,

automatically, reflexively, without being prompted.

Category creators don't compete. They define
the conversation others join.



{ CHAPTER THREE - PILLAR TWO

Repetition Architecture

Recall isn't created by a single brilliant piece of content. It's created by repeated exposure to the same
core message, across multiple channels, over an extended period.

The word | want to emphasise is ‘'same.' Not the same format, that gets boring and stops working. But the
same framing of the problem. The same perspective on why it exists. The same category language. Variation

in how you say it is fine. Variation in what you say is fatal to recall.

In practice, this means your narrative anchor should appear, in different formats, from different angles, at
least three times a week across your active channels.

Channels that matter most for repetition:

Linkedln The primary professional context for most B2B buyers. Consistent, perspective-
driven posting from founders outperforms company page content.

Outbound Sequences The highest-frequency touchpoint. Rewriting to open with problem framing
rather than product features is the fastest win available.

Webinars & Events An underused repetition channel. A webinar exploring your anchor from a new
angle does double duty: value and recall.

Sales Conversations The most important, and most expensive, channel. Consistent problem framing
compresses sales cycles.

From Invisible Pipeline to Revenue Momentum 14



CASE STUDY

$2M to $200M ARR in five years: Revenue
Intelligence and Consistent Framing

3 x GONG

THE SITUATION

Gong entered the sales analytics space in 2015 when call recording and conversation

analytics tools already existed. The technical category was established.

Gong's founders believed they were solving something the market hadn't properly hamed
yet: that sales teams were making decisions based on gut feeling rather than data, a

structural problem, not a discipline problem.

WHAT THEY CHANGED

They named their category '‘Revenue Intelligence' and built their entire content, sales, and
marketing engine around it. Every post on LinkedIn came back to the same framing: sales
teams are flying blind, and data-driven revenue decisions are the only sustainable

competitive advantage.

That message appeared in their blog, webinars, SDR sequences, sales decks, and customer

success stories, consistently, relentlessly, for years.

THE RESULT

By the time a prospect reached a Gong demo, they already understood and agreed with the

category framing. They arrived convinced that Revenue Intelligence mattered.

The result was a compressed sales cycle, a higher close rate, and a demand engine that

compounded in efficiency year over year. They reached a $7.2B valuation in 2021.

Name the category. Own the framing. Let
competitors play catch-up.



© CHAPTER THREE - PILLAR THREE

Contextual Engagement

Here's something most demand generation teams miss: the most powerful place to reinforce your
narrative isn't in your own channels. It's in the places your buyers already trust.

Contextual engagement means your brand and your perspective appear in the conversations your buyers are
already having: in the publications they read, the communities they participate in, the events they attend. Not

as advertising, but as contribution.

When a buyer encounters your narrative in their own trusted context, the association forms differently than it
does when they see your sponsored content. They experience your perspective as relevant to conversations

they were already having. That's a fundamentally more powerful memory formation.

What contextual engagement looks like in practice:

® Contributing perspective pieces to publications your buyers actually read, with a genuine point of view,
not a product announcement disguised as an article

® Your founders or senior leadership engaging substantively with influential voices in your ICP's industry
® ABM content that mirrors the specific language and concerns of individual target accounts

® Targeted thought leadership distributed through partners, analysts, or respected voices who already
have the trust of your buyers

From Invisible Pipeline to Revenue Momentum 16



CASE STUDY

0 to 50,000 customers in under 18 months:
Becoming the Voice of a Category They
Invented

DRfFT

THE SITUATION

Drift launched into a market full of chatbot tools. They needed recall, but they had a small
budget and an almost unknown brand.

They couldn't buy the attention they needed. They had to earn it in context.

WHAT THEY CHANGED

Their CEO David Cancel and co-founder Dave Gerhardt built their contextual engagement
strategy around a single observation: B2B buyers were frustrated, and nobody was saying it

loudly enough.

They wrote for publications their buyers read. Cancel went on podcasts his buyers listened
to. Gerhardt wrote a book.

They named a new category, 'conversational marketing', and argued for it in every context
where the buyer experience conversation was happening. When Drift appeared, it appeared

as a participant in a conversation buyers were already having.

THE RESULT

The result was extraordinary recall efficiency. Drift's buyers arrived at demos already familiar
with the category argument, already sympathetic to the problem framing, and already
associating Drift with the solution.

Sales cycles were short. Close rates were high. The brand built recall that far outpaced what
their media spend alone could have produced.

Earn the buyer's trusted context. Recall
follows.



{ CHAPTER THREE - PILLAR FOUR

Retrieval Triggers

A retrieval trigger is any element of your marketing that makes your brand surface in a buyer's mind at

the exact moment the problem you solve appears in their organisation.

This is the most subtle of the four pillars, and the most powerful. Because the moment that matters isn't the
demo. It isn't the cold call. It's the internal budget meeting at your prospect's company, three months before

anyone contacts you, when the CMO says 'we need to fix our pipeline quality' and someone around the table
says your company's name.

The human memory system is associative: we retrieve information through cues, not through catalogues.
When you give buyers a distinctive cue to associate with the problem, you increase the probability that your

brand is retrieved when that problem becomes salient.

How to build retrieval triggers that work:

TRIGGER TRIGGER

Name your frameworks Use distinctive language

‘The Recall Gap' is retrievable. 'Our approach to Coin a term your category doesn't yet use and
demand generation' is not. Named frameworks repeat it consistently. Gong's 'Revenue

stick. Intelligence.' HubSpot's 'Inbound Marketing.'
TRIGGER TRIGGER

Own a memorable statistic Create the definitive asset

Buyers forget arguments; they remember A research report, detailed guide, or framework
numbers. '67% of B2B buyers can't recall a brand document genuinely useful enough that buyers
at purchase' is a retrieval trigger. share it internally.

From Invisible Pipeline to Revenue Momentum 18



CASE STUDY

£0 in paid media spend to $10M ARR:
Building Recall Without Paid Media

\¥} LAVENDER

THE SITUATION

Lavender, the Al email coaching tool for salespeople, had almost no marketing budget. They
couldn't compete on paid reach.

Their challenge was to build recall among a very specific ICP, B2B SDRs and account

executives, without spending their way to top of mind.

WHAT THEY CHANGED

Their entire recall architecture ran on retrieval triggers. Co-founder Will Allred posted daily
on LinkedIn, not about Lavender's features, but about the specific, granular problems their
ICP faced every day: why emails don't get replies, what makes a subject line work, how to

structure a cold email for a busy executive.

Every post planted the same trigger: Lavender = email coaching for salespeople. They
created a free tool. They built a weekly newsletter that became essential reading in their ICP.

Every touchpoint reinforced the same association.

THE RESULT

Lavender reached $10M ARR with minimal paid media. Their buyers arrived at demos already
familiar with the problem framing, already trusting the brand's expertise, and already oriented

to the solution.

The demand engine ran almost entirely on recall architecture: retrieval triggers planted so
consistently that buyers thought of Lavender automatically when email performance became

a topic in their organisation.

Retrieval triggers planted daily outperform
million-dollar media budgets.



{ CHAPTER FOUR

The Pipeline Memory Loop

How recall turns into revenue

When all four pillars are in place, something interesting happens. Rather than each piece of marketing being a
standalone event, they start to compound. Buyers encounter your narrative in one context, then again in

another, and because the framing is consistent, each exposure builds on the last.

STAGE STAGE

Recognition Recall

Buyer encounters your brand in relevant context, When a real problem surfaces internally, your
enough times for the name to register. brand comes to mind without prompting.
STAGE STAGE

Conversation Pipeline

Buyer arrives at the sales call already oriented. No Deals move faster. Close rates improve. Demand
cold re-introduction needed. spend compounds year on year.

From Invisible Pipeline to Revenue Momentum 21



CHAPTER FOUR

Most marketing programs stop at Recognition. The organisations that consistently outperform their
competitors focus on the transition from Recognition to Recall. That transition is not accidental. It is

the direct result of the four pillars working together over time.

Visibility is what happens when someone sees
your ad. Recall is what happens when they name
you, unprompted, in a budget meeting six months

later.

Only one of those drives compounding returns.

From Invisible Pipeline to Revenue Momentum 22



& CHAPTER FIVE

Diagnosing Your Recall Gap

Five exercises to find where the problem actually lives

I'm going to give you five diagnostic exercises before we get to any actions. Do these with an honest
collaborator, ideally someone from sales. Block half a day. The output is the foundation for everything that

follows.

c The Narrative Consistency Audit

Pull five recent assets: one blog post, one outbound sequence, one webinar deck, one sales deck, and one

customer case study. Read them in sequence as if you're a buyer.

Does a single consistent narrative thread run through all five? Could you state it in one sentence?

Does a buyer who read your blog and then received your outbound feel they're in the same
conversation?

Is the language describing the problem the same across all five, or does it shift?

Could any of these assets have been written by your main competitor without changing the
argument?

If you can't state the thread in one sentence, that's the finding. Write it down.

From Invisible Pipeline to Revenue Momentum
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& CHAPTER FIVE

a The Sales Conversation Debrief

Have your most experienced SDR or sales director answer these five questions about their last 20
qualified meetings. This takes 30 minutes and is usually more revealing than six months of campaign

reports.

What percentage of prospects used our specific problem language before we did?

How often did prospects reference specific content or frameworks they'd encountered?

What percentage of first meetings required re-establishing what the company does?

When you asked 'how did you decide to take this meeting?', what were the most common answers?

Were there any prospects who arrived visibly already convinced? What was different about them?

e The Competitor Recall Test

Ask five people who fit your target ICP, outside your customer base, one question:

'‘When you think about [your problem category],
which companies come to mind first?"

Don't mention your company. Just listen. If your company is named unprompted by fewer than two of the

five, you have a recall deficit.

From Invisible Pipeline to Revenue Momentum 24



{;a, CHAPTER FIVE

° The Content Classification Audit

Take your last 30 days of published content across all channels. For each piece, put it into one of three

buckets:

Narrative-building content

Directly reinforces your problem framing, perspective, and category position. Uses your named
frameworks. A buyer who reads enough of this develops a clear association between your brand and the
problem you solve.

Product-led content

Features, use cases, product announcements. Important for conversion. Not useful for recall.

Generic thought leadership

Industry trends, broad best practices, curated statistics. Generates impressions. Builds no memorable
brand association.

Target ratio for a recall-building demand program:

50-60% 30% 10-20%

Narrative Product Generic

Most teams are the inverse of that. That's the finding.

From Invisible Pipeline to Revenue Momentum 25



& Leanaue CHAPTER FIVE

e The Recall Baseline

Before you do anything else, establish your current numbers on the five metrics that measure recall rather
than activity. You'll use these to track progress monthly.

Record your baseline humbers today:

D Meeting acceptance rate on cold outbound sequences

Percentage of inbound conversations where prospects reference specific content or frameworks
Average sales cycle length from first contact to qualified opportunity

Percentage of pipeline opportunities where prospect had prior marketing exposure before first sales
contact

O 0O 00

Close rate: marketing-sourced opportunities vs. cold outbound. Compare these two numbers

From Invisible Pipeline to Revenue Momentum 26



&) CHAPTER SIX

CHAPTER SIX

The 30-Day Recall Architecture

A practical action plan, week by week

The diagnosis is done. Now we build. Each week's output feeds directly into the next, so don't skip ahead, and
don't try to run all four weeks simultaneously. Sequence matters.

Build the Narrative Anchor

1 Write a single paragraph, 150 words or fewer, that defines the problem specifically, offers a distinctive
perspective, and names your category position. Most teams take 3 or 4 drafts.

2  Test it against your top three competitors. Read their homepage messaging side by side with yours. If

your anchor sounds like theirs, sharpen it.

3 Send the draft to your sales director, head of demand gen, and best content writer. Ask each to restate

it in their own words. The gap between versions is your narrative leakage.

4  Rewrite your most recent outbound email sequence using the anchor as the spine. Every email opens
with the problem framing before it mentions your product.

5 Create a one-page 'narrative consistency document' that anyone creating content can use to check
alignment. It should take two minutes to read.

From Invisible Pipeline to Revenue Momentum 27



CASE STUDY

How 'No Software' Changed a Category: from startup to
category owner in under five years

salesforce

THE SITUATION

When Salesforce launched in 1999, enterprise CRM was dominated by Siebel Systems with

over 45% market share.

Salesforce had a fraction of Siebel's budget and was selling to buyers who had never heard

of them.

WHAT THEY CHANGED

Marc Benioff built a single, devastating narrative anchor: 'No Software.' That phrase defined
the problem (enterprise software is too expensive), offered a perspective (the installed
model serves vendors, not buyers), and named a category position (applications delivered via

the internet).

He repeated that anchor everywhere, including hiring a plane to fly a banner reading '‘No

Software' over Siebel's annual conference.

THE RESULT

By 2004, Salesforce had IPO'd at a valuation that shocked the market. Siebel, which had the

superior product by most objective measures, was eventually acquired by Oracle.

The winner wasn't the company with the best software. It was the company whose narrative

arrived first and clearest.

The winner wasn't the best product. It was the
company whose narrative arrived first.



{;a, CHAPTER SIX

Design Your Repetition Architecture

1 Map where your buyers spend professional attention. Not just LinkedIn. Industry publications, analyst

reports, communities, podcasts, events. List at least seven channels.

2  For each channel: what format works? What frequency is realistic? Who owns it? Build a responsibility
matrix, not a wishlist.

3 Build a 30-day content calendar ensuring your narrative anchor appears at least three times per week

across active channels.

4 Create a 'message map' showing how the anchor translates into LinkedIn, outbound email, webinar
framing, and sales deck openings.

5 Brief your SDR team on the top five 'problem questions': opening questions that name the problem your
anchor describes.

Activate Contextual Engagement

—

Identify your top three external channels: specific publications, newsletters, or communities where your
ICP discusses the problem your product solves.

2  Pitch one contributed piece to the most credible publication on that list. A genuine point of view, not a

product story.

3 lIdentify five LinkedIn voices with significant reach in your ICP. Engage substantively for three

consecutive weeks.

4  Design ABM content for your top ten target accounts that mirrors the specific language of their industry.

5 Get executive commitment to one external contextual engagement in the next 60 days: a speaking slot,
contributed article, or podcast.

From Invisible Pipeline to Revenue Momentum 29
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Winning on Recall Without Winning on Budget

THE SITUATION

Wistia, the B2B video hosting platform, was competing against companies with significantly

larger marketing budgets.

They couldn't out-spend their way to recall.

WHAT THEY CHANGED

Their approach was almost entirely contextual. They produced the highest-quality, most
genuinely useful video marketing content for their ICP.

Their podcast '‘Brandwagon' placed Wistia inside conversations their buyers were already

having. Their State of Video Marketing report became an industry reference.

THE RESULT

Wistia's brand recall metrics consistently outperformed competitors spending three to five
times more on paid media.

The contextual strategy built a recall advantage that money couldn't replicate.

You don't need a bigger budget. You need a
better recall strategy.



@ Leapaue CHAPTER SIX

Plant Retrieval Triggers and Measure

1 Name your frameworks. If you have a proprietary approach, give it a title and use it consistently

everywhere.

2  Create your anchor asset: the one definitive piece of content that best articulates your narrative. Good
enough for buyers' 'sent to my team' folder.

3  Write a brief for your sales team: when a prospect mentions [trigger phrase], here is the framing and the

asset to reference.

4  Establish your recall metrics dashboard and share it with sales leadership. This belongs in joint pipeline

reviews.

5 Schedule a monthly recall debrief: 30 minutes with marketing and sales comparing notes on how buyers

are arriving at conversations.

From Invisible Pipeline to Revenue Momentum
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& CHAPTER SEVEN

Measuring Recall

The five metrics that tell you if it's actually working

Most of the metrics that actually matter are qualitative, lagging, and inconvenient. That's why most marketing
teams don't track them. Here are five that give you a genuinely accurate picture of whether your marketing is

building memory or just renting attention.

01 Meeting acceptance rate on cold outbound

WHAT IT TELLS YOU
Whether your narrative is landing before the call even happens. If buyers accept meetings from people
they don't recognise, they usually encountered your story somewhere first.

WHAT TO WATCH FOR
An improving acceptance rate without increasing outreach volume is a strong early recall signal.

02 Inbound conversations referencing prior content

WHAT IT TELLS YOU
The most direct measure of recall. When a buyer says 'l read your piece on X,' they're confirming your
content lodged.

WHAT TO WATCH FOR
Track weekly. A rising number usually precedes improvements in close rate by 60-90 days.

03 Sales cycle length: marketing-sourced vs. cold
WHAT IT TELLS YOU
The commercial consequence of recall, expressed in time. Buyers who arrive oriented close faster.

WHAT TO WATCH FOR
If there's no difference between the two, your marketing is creating exposure but not conviction.

04 Close rate: marketing-exposed vs. cold outbound

WHAT IT TELLS YOU
Your recall dividend: the financial return on narrative consistency. This number should be meaningfully

higher for marketing-sourced opportunities.

WHAT TO WATCH FOR

From Invisible Pipeline to Revenue Momentum 33



</ CHAPTER SEVEN

05 Time from first contact to qualified pipeline

WHAT IT TELLS YOU
How quickly sales conversations reach a productive state. Recall shortens this because buyers don't
need to be educated from scratch.

WHAT TO WATCH FOR
Track quarterly. A shortening trend over 6 months is a reliable indicator that your recall architecture is
working.

PRESENTING TO YOUR BOARD OR CFO

‘We're measuring whether our marketing investment is building an owned
asset, buyer memory, or renting attention that disappears the moment we stop
spending.

Every board understands the difference between owning and renting. Recall is the owned asset.
Impressions are the rented one. Organisations that build recall lower their cost per pipeline dollar

year over year. Present the data in those terms.
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& CHAPTER EIGHT

The Accountability Checklists

Use these. Don't skip them.

Use them at the end of each phase to check your work, not as a box-ticking exercise, but as a genuine audit. If

you can't tick an item honestly, go back.

PHASE 1 Narrative Foundation

Complete before moving to repetition architecture

Narrative Anchor written: problem, perspective, category position, 150 words or fewer
Anchor tested against competitor messaging and meaningfully distinct

Anchor shared with sales, demand gen, and content teams

Sales team can restate the anchor accurately in their own words

One-page narrative consistency document created and distributed

Recall metric baseline recorded for all five measures

Content audit complete: narrative vs. product vs. generic ratio documented

PHASE2  Repetition Architecture

Complete before activating contextual engagement

Buyer attention landscape mapped across at least seven channels

30-day content calendar built with narrative anchor appearing minimum 3x per week
Message map created: anchor language adapted for LinkedIn, email, webinar, and sales deck
SDR team briefed on five '‘problem questions' for opening conversations

At least one owned channel producing narrative-anchor content weekly

Outbound sequences rewritten to open with problem framing, not product features
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© CHAPTER EIGHT

Contextual Engagement & Retrieval Triggers

Review monthly after implementation

Top three contextual channels identified and active

One contributed perspective piece placed in a publication your buyers read

Anchor asset created: the definitive articulation of your narrative, genuinely shareable

Named frameworks or terminology introduced and consistent across all channels

ABM sequences for top ten accounts using their industry's specific language

Executive contextual engagement commitment secured (article, podcast, event) within 60 days
Monthly recall debrief installed: marketing and sales jointly reviewing how buyers are arriving

Month-one recall metrics reviewed and compared to baseline
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<& FINAL THOUGHT

The Shift That Changes Everything

The companies that win in B2B markets over the long run are not the ones with the largest ad budgets,
the most impressive campaign calendars, or the most sophisticated martech stacks. They're the
companies that, through consistent and deliberate effort, become the most retrievable option in their

category.

Retrievable means this: when a real need surfaces in your target buyer's organisation, in a budget
meeting, in a hallway conversation, in a Slack message at 10pm when something is broken, your
company name comes up. Not because someone googled it. Because it was already there, already

associated with the problem, already trusted.

The market doesn't reward the loudest company. It
rewards the most retrievable one.

The Recall Gap is not a creative problem. It is not a budget problem. It is a structural inefficiency in how most
B2B demand generation programs are designed, and it can be engineered down, deliberately and

systematically, with the tools in this playbook.

Start this week. Start small if you have to. But start.
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Work with Leadque

If this playbook identified a real problem in your demand generation
program, and you'd rather fix it with experienced support than work

through it alone, that's what Leadque is built for.

www.leadque.com rahul.jain@leadque.com
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