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How Opens and Clicks are Putting 
Form Completions in Perspective

In any marketing campaign, there is a spectrum of engagement.  Users will progress through your campaign 
differently, from not interacting at all to following the desired conversion path and taking the desired action.

Generally, the more substantial the engagement, the fewer users who complete it. The largest number of users 
will engage at the most basic level, a subset of them will move forward to the next level of engagement, a subset 
of that group will continue to move on, and so on through the campaign.

In an email campaign, for example, the conversion pathway might consist of an email that links to a landing page. 
There, users can download a piece of content.  Of course, with a campaign like this, a marketer would expect to 
get a large number of opens, a moderate number of clicks, and a comparatively small number of form 
completions.

At each step in a campaign, a portion of users will convert and a portion will drop off.  This pattern of 
progressively smaller groups of more active users has become accepted as the reality of modern marketing.

Rather than viewing drop-offs throughout the course of a campaign as missed opportunities, marketers have 
traditionally viewed them as a sort of distillation; users willing to move on are the users worth developing.

The idea is a user who is willing to go further – consume more information and take more complicated actions 
– is more interested in the offering at hand. There’s some truth to this idea, however, it’s not universally accurate
and it’s certainly not a linear relationship.
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Lead capture as a starting point

Historically, a lead entered the marketing funnel directly after their first form completion.  That was the point where the lead 
entered any follow-up or nurture programs.  Lead scores and behavioral records likewise developed from there.

Although a form completion was almost certainly not the first point of engagement in a buyer’s journey, it became the 
defacto gateway to the marketing funnel.  Lead capture reached this status due to both marketing attitudes about the 
relative value of engagement and technological limitations.  Both of these factors are now being challenged.

Changes in attitudes about Engagement

To put it simply, the form completion was seen as the first 
worthwhile piece of engagement.  Any research prior to 
the initial capture was written off.  Companies relied on 
their ability to guide a buyer through the entire buying 
process, from problem recognition all the way to the 
purchase decision.

Now that content marketing has become such a ubiqui-
tous approach, the playing field has changed significantly.  
Brands are compelled to produce high-quality, informative, 
and accessible content throughout the buying process.  
Buyers are now empowered to self-educate and enter the 
marketing funnel at whichever stage they choose.

Marketers must be able to identify a lead’s location in the 
buying process and then meaningfully engage based on the 
given location.  To achieve either of these goals, marketers 
need context – information on the activities that occurred 
prior to the initial form completion.

This phenomenon goes beyond the individual lead.  In B2B, 
it’s no secret that large purchase decisions rarely fall on 
one person.  Not only is group buying the standard, but the 
groups involved are also getting larger. 

According to a study by Demand Gen Survey Report, 
nearly half (45%) of the B2B buyers surveyed reported the 
number of team members involved in the B2B purchase 
process increased in the past year.

The relative value of a single internal advocate decreases 
as the size of the buying group increases.  As a result, a 
single form completion becomes less and less valuable as a 
method to drive sales.

Again, marketers need to look outside the form 
completion to effectively serve their buyers.  Through 
the sharing within a buying group, it’s possible for group 
members to have access to gated information without ever 
filling out a form themselves.  All of the engagement from 
users at a given domain becomes increasingly important to 
identify and understand the actions of the buying group as 
a whole.
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Changes in technology used to 
track engagement
The other component of the longtime dominance of the form completion was necessity.   The form completion was the first 
engagement activity that could be reliably attributed to a contact.  In some cases, it was the first time contact information 
had been captured at all.
 
Powerful marketing automation systems opened new doors for marketers by offering engagement information that didn’t 
depend on user-submitted information.
 
Tracking pixels in emails gave marketers insight into who opened an email. IP tracking and cookies provided a similar level of 
transparency to web browsing.  Marketing automation systems can store these anonymous records of engagement and then 
retroactively attribute them to a lead following a form completion.

The research supports campaign 
engagement data 

Shifts in the attitudes and availability of engagement information were identified by industry analysts as well.  Data about the 
activities prior to the form completion has begun to be formally labeled as a necessity rather than a nonstarter.

SiriusDecisions is a leading B2B research firm, known for their ability to map complex marketing and sales processes.  
In the middle of this year, Sirius Decisions overhauled their popular “Demand Waterfall” graphic to become the “Demand 
Unit Waterfall.” 
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Among a slew of important changes, the Demand Unit Waterfall 
formally announced a place for third-party engagement information in 
the B2B marketing and sales process.  This new model brings with it a 
couple of conceptual changes from its predecessor. 

The first can be seen directly in the title; the new model emphasizes 
buying groups (demand units) as opposed to individual buyers.  
In SiriusDecision’s terminology, a demand unit is every member of a 
buying group tasked with a specific organizational challenge.  The firm 
found best in class organizations succeeded in influencing multiple 
members of the demand unit, rather than relying on one member as 
an ambassador.  Engagement information plays a critical role in 
identifying and managing these relationships.

The other critical component of the new Demand Unit Waterfall is 
the idea of Targeted Demand and Active Demand.  Targeted Demand 
is the sum of the total possible market, measured in demand units.  
Active Demand is the portion of this total that currently involved in 
any stage of the buying process.  Understanding both numbers and 
their relationships to one another is essential to setting realistic and 
attainable goals for marketing and sales teams. 

The connection to engagement information is clear when you look at 
the two main changes in the Demand Unit Waterfall.  This data gives 
insight into the activity of the demand unit, regardless of the number 
of leads who choose to identify themselves through a form 
completion.  Additionally, the continued tracking of engagement allows 
the activities of the entire buying unit to be connected – at a domain 
or IP level – with the first member to reach out, allowing companies 
to focus on the most active units.

In the case of Active Demand vs. Targeted Demand, third-party 
engagement information is crucial to accurately sizing the demand 
available in a marketplace.  With exclusively first-party engagement 
information, numbers are subject to the brand’s limitations.  Issues in 
appealing to a given persona or personas can result in an 
underestimation of the Targeted Demand and particularly the Active 
Demand.  Third-party data mitigates brand preferences among buyer 
personas by opening campaigns to larger audiences and, possibly, 
marrying data from multiple brands.
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Introducing Campaign 
Engagement Data

With the technology and the data available – and certainly the need in the marketplace – HiP is excited to establish 
itself as a leader in activity data with its newly revitalized Campaign Engagement Data offering.  With access to more 
than 45 million B2B contacts and hundreds of thousands of points of engagement every month, HiP has the tools to 
provide comprehensive engagement information for demand units across a wide array of industries.

The process of a Campaign Engagement Data effort begins just like a traditional lead generation campaign.  The client 
provides HIP with an asset to be promoted and their unique targeting information.  HiP then queries its database to size 
the audience and provide a quoted cost per point of engagement.  Naturally, due to the much greater volume of 
engagement relative to leads, the price per point of engagement is only a fraction of the cost of an equivalent lead.

Once the pricing has been agreed upon, HiP designs an email, landing page, and thank you page to distribute the asset.  
Once approved, the email is sent to a target group consisting of members of the client’s specified audience. 

Following each broadcast, users that engaged – be it an open, click, or form completion – are pulled from the system 
and matched to records in the database.  Any additional information requested by the client, such as IP addresses and 
device/browser information is also added at this stage.

The final product is a comprehensive file of all the engagement points associated with a given broadcast.  Each user is 
checked to ensure adherence to all targeting criteria.  They are delivered with a record that includes full contact and 
company information from HiP’s continually updated database.  
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Applications of Campaign 
Engagement Data

Campaign Engagement Data can be applied to solve business challenges in a wide variety of industries.  
CED allows clients to reach above the traditional funnel and capture otherwise discarded opportunities.  
It has uses ranging from strategic planning to lead nurture.

Discovering new demand units

Whether a company is just launching their CRM system 
and/or marketing automation systems or they’re looking to 
build an audience for a new product or in a new geography, 
they required a significant amount of quality contacts to get 
efforts underway. 

Campaign Engagement Data (CED) is by far the most 
efficient and affordable way to do this.  Not only does CED 
contain all the valuable form completions of a traditional lead 
generation campaign, but it brings hundreds, if not thousands, 
of additional users who match targeting criteria and have 
demonstrated interest. As above-the-funnel contacts, these 
engaged users are available at a fraction of the cost of 
traditional leads.

Expanding insight on known demand units

For brands with a strong foothold in their industry, 
Campaign Engagement Data expands insight and connects 
with additional members of a demand unit. By pairing existing 
leads with engagement from the same IP address or domain, 
brands are able to prioritize and develop the most active 
buying groups rather than the most active individual contacts.

Similarly, Campaign Engagement Data can provide additional 
contacts within the same buying unit.  With access to a 
significant portion of a demand unit, marketers are able to 
run highly targeted micro-campaigns and promotions to 
specific groups of buyers.

Accurately sizing a market

A key step to forecasting revenue and 
determining investments in a given 
product is determining the level of 
Targeted Demand and Active Demand.  
With access to a large swath of your 
target audience, HiP is able to provide 
a snapshot of Active Demand through 
a single Campaign Engagement Data 
effort.  HiP also can draw from his-
toric engagement with your brand or 
engagement with similar offers, giving 
clients an advanced view into Targeted 
Demand and Active Demand over time.

Retargeting

For companies with a continued 
emphasis on lead capture through 
form completions, retargeting is a great 
option to convert a portion of missed 
opportunities.  HiP’s Campaign 
Engagement Data service delivers all 
the information needed to pursue en-
gaged contacts through other channels.  
Channels like display, social, and even 
further email touchpoints are effective 
in driving these contacts to move 
forward in the funnel. 

Streamlining user 

experience

Campaign Engagement Data provides 
the same complete and consistent data 
records for each contact.  This data can 
help to fill in the blanks for previously 
collected leads.  It allows brands to 
smooth the conversion process for new 
leads, using prefilled forms and one-click 
downloads.  With a data baseline in 
place, marketers can focus on expand-
ing the records through progressive 
profiling.

Campaign Engagement Data can be 
applied to solve business challenges in a 

wide variety of industries. 
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Conclusion
Not long ago, marketers would have scoffed at the idea of utilizing clicks and opens prior to the form completion.  Today, the 
technology has enabled meaningful use of these engagement points and changes in the business environment has made doing 
so a near necessity.

Campaign Engagement Data is an option that will only become more important for marketers in the coming years.  As users 
demand more accessible content and fewer gates, tracking outside of the form completion will become all but mandatory. 

Campaign Engagement Data provides an efficient and affordable method to gauge interest, find and develop demand units, 
cultivate interest, and improve user experience.  Now is the best time for marketers to act. The available pool of qualified 
buyers will only shrink as those in more and more industries are willing to reach above the traditional marketing funnel and 
welcome them.

To learN more about Campaign Engagement Data OR ANy Other 
demand gen solution from hip, 

contact us today.
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