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Abstract 
B2B lead generation is increasingly shaped by 

digitalization, with Software-as-a-Service (SaaS) 

customer acquisition in particular relying on digital 

marketing (DM) touchpoints to create awareness, 

capture intent, and drive pipeline generation. Using 24 

months of marketing and sales analytics from a dataset 

of 17,548 companies, this study evaluates firm and 

market-initiated touchpoints in a B2B SaaS firm 

through a first click attribution model to assess short 

and long-term effectiveness. We do not find a 

statistically significant difference in the actual sales 

value (short-term) of leads generated through firm-

initiated versus market-initiated DM touchpoints. We 

find a statistically significant difference in the 

forecasted sales value (long-term) of leads, with firm-

initiated DM touchpoints outperforming market-

initiated ones. Firm-initiated DM touchpoints have a 

higher first click to customer ratio than market-

initiated. We frame the analysis through absorptive 

capacity theory to underscore how firms can leverage 

marketing analytics to enhance lead generation and 

create data-driven marketing strategies. 
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B2B customer acquisition, first click attribution, B2B 
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1. Introduction  

Digitization in the B2B sector has changed the 

traditional practice of acquiring leads where personal 

selling was the primary driver. Digital sources provide 

powerful touchpoints for B2B firms to identify and 

liaise with potential customers throughout the customer 

acquisition process (Long et al., 2007; Wiersema, 2013; 

Järvinen and Taiminen, 2016; Patterson, 2007; Pandey 

et al., 2020). Industrial marketers hope to gain strategic-

level benefits from digital marketing (DM) activities, 

including cost-effectiveness and competitive advantage 

(Karjaluoto et al., 2015).   

B2B marketers can leverage web and marketing 

analytics to assess the effectiveness of DM initiatives in 

attracting potential customers, the volume of generated 

sales leads, and the rate at which these leads convert into 

actual transactions (Järvinen and Karjaluoto, 2015). One 

way to group these DM touchpoints is to classify them 

based on who initiates the contact. Firm-initiated DM 

touchpoints are initiated and promoted by the firm, 

while market-initiated DM touchpoints are sought by 

the customer (i.e., the market) without active promotion 

from the firm (Vieira et al., 2019). The software industry 

is shifting from product-based to service-oriented 

models, most notably through Software-as-a-Service 

(SaaS) (Lassila, 2005). Compared to traditional firms, 

SaaS companies differ in customer engagement, 

extended sales cycles, content marketing, and the central 

role of technology (Lassila, 2005), emphasizing long-

term relationships through personalization and 

continuous support consistent with the subscription-

based model (Çalli & Kasim, 2022). The capacity for 

advanced segmentation and highly targeted advertising 

further enhances SaaS marketing effectiveness 

(Hawaldar et al., 2022). Identifying the most effective 

customer acquisition channels is therefore critical for 

resource allocation and maximizing returns on 

investment. 

We identify the first DM touchpoint through first 

click attribution data, and we measure its effectiveness 

using actual and forecasted sales value derived from that 

click. This model enables us to identify the DM 

activities that affect the customer at the beginning of the 

buyer's journey (Li and Kannan, 2014). The model is 

particularly important in the digital customer acquisition 

funnel (Kim et al., 2021) because it captures the initial 

point of contact that introduces a prospect to the firm. In 

long and complex B2B SaaS sales cycles, the first 

interaction often shapes awareness, sets the tone for 

subsequent engagement, and significantly influences the 

customer’s decision-making journey. By assigning 

credit to the first touchpoint, this model allows firms to 

identify which digital marketing channels are most 

effective in generating quality leads at the top of the 

funnel.  

The data consists of online click tracking of 17,548 

companies worldwide, collected over 24 months. These 
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are potential customers of a large-scale global B2B SaaS 

firm. The firm collects this data using marketing 

automation tools. These tools aim to bridge the gap 

between digital marketing and sales activities by 

integrating lead management tactics and sales 

functionalities. 

We employ marketing analytics to examine the 

impact of firm-initiated and market-initiated digital 

touchpoints in B2B SaaS firms. Our study investigates 

which DM touchpoints are most effective in the initial 

stage of customer acquisition, emphasizing their 

importance for SaaS companies through the lens of 

absorptive capacity (ACAP) theory. ACAP is pivotal for 

understanding the significance of digital marketing 

analytics in B2B firms, as it emphasizes the firms' 

ability to recognize, assimilate, and apply external 

information to enhance their competitive advantage and 

operational efficiency (Rakthin et al., 2016; Cohen & 

Levinthal, 1990; Cao & Tian, 2020). DM analytics 

enable B2B firms to leverage online interaction data for 

informed decisions and strategic adjustments.    

Firms currently possess limited theoretical and 

empirical understanding of how marketing analytics can 

be effectively leveraged to strengthen marketing 

capabilities (Cao et al., 2019). Drawing ACAP theory, 

this study demonstrates how B2B SaaS firms can utilize 

insights from DM touchpoints in customer acquisition 

to enhance business efficiency. Consequently, this study 

makes three key contributions to the B2B Saas industry 

DM and customer acquisition literature. First, we 

convey the significance of marketing analytics in 

identifying effective firm-initiated and market-initiated 

DM touchpoints. Second, we analyze which categories 

of DM are most effective in initiating the first contact in 

the customer acquisition process, both in the short and 

long term. Third, employing the principles of ACAP 

theory (Cohen & Levinthal, 1990; Zahra & George, 

2002), we recommend paths to improve B2B Saas 

marketing decision-making and marketing resource 

allocation. 

2. Digitalization of marketing touchpoints 

and analytics 

In an era where digital transformation is vital, the 

use of digital technologies to enhance operational 

processes underscores the need for B2B firms to employ 

analytics for strengthening customer acquisition and 

retention (Strong & Bolat, 2016). The interplay between 

technology and sales performance further confirms that 

data-driven approaches optimize customer interactions 

and improve outcomes (Smith, 2024). The integration of 

ACAP theory and DM analytics highlights their 

transformative potential, as firms that effectively 

recognize, assimilate, and apply external knowledge are 

better equipped to navigate uncertainty, engage 

customers, and sustain competitiveness (Rakthin et al., 

2016; Cohen & Levinthal, 1990; Cao & Tian, 2020).  
ACAP has evolved from its foundational definition 

as the ability to identify, assimilate, and exploit 

knowledge (Cohen & Levinthal, 1990) to a broader view 

of organizational routines enabling acquisition, 

transformation, and application for competitive 

advantage (Zahra & George, 2002). Exploratory 

learning through competitor and customer intelligence 

fosters adaptability, creativity, and opportunity 

recognition (Levinthal & March, 1993), while market-

sensing capabilities reinforce this edge (Cao & Tian, 

2020). In dynamic, technology-driven markets, ACAP 

allows firms to leverage analytics to enhance 

relationships, brand management, and performance 

(Proença et al., 2024). Marketing analytics, as a subset 

of business analytics (Holsapple et al., 2014), provides 

firms with insights into marketing performance and 

decision-making (Cao et al., 2019; Germann et al., 

2013). Converting analytics into knowledge requires 

firms to sense, acquire, process, and analyze data 

(Côrte-Real, 2017), strengthening dynamic capabilities 

and overall performance (Ambrosini & Bowman, 2009). 

Ultimately, improved marketing performance depends 

on leveraging analytics to enhance customer-linking 

capabilities and identify opportunities (Cao & Tian, 

2020), making them particularly valuable for SaaS firms 

seeking to optimize strategies and acquisition. 

2.1 First click attribution model 

DM relies on adaptive digital touchpoints, defined 

as interactions between customers and firms 

encompassing marketing activities, processes, and 

institutions. These interactions generate valuable 

behavioral data from customers’ digital footprints 

(Järvinen & Karjaluoto, 2015; Pandey et al., 2020). 

Acquiring new B2B customers is a multistage 

process (D’Haen et al., 2013), beginning with target 

market identification (first click) and culminating in a 

sale (Dalrymple et al., 2004). Touchpoints represent the 

individual interactions between a firm and its potential 

customers, and each stage of the journey emphasizes 

different mechanisms of influence. Attribution models 

are analytical frameworks that assign credit for 

conversions to different customer touchpoints along the 

decision journey, allowing firms to evaluate the 

effectiveness of their digital marketing activities (Li & 

Kannan, 2014). Different attribution models yield 

different insights by emphasizing distinct stages of the 

customer journey, the choice of model shapes how the 

effectiveness of DM touchpoints is interpreted. The first 

click attribution model credits the initial touchpoint that 

leads to conversion, offering a simplified yet useful 
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perspective for evaluating marketing effectiveness and 

resource allocation. Prior research demonstrates that 

attribution models, including first click, are pivotal in 

informing marketing decisions and optimizing 

strategies (Kim et al., 2021). For B2B firms, where sales 

processes are lengthy and complex, first click attribution 

is particularly relevant as it emphasizes net-new lead 

generation by highlighting the touchpoints that draw 

prospects into the funnel (Li and Kannan, 2014). While 

it does not capture the full complexity of customer 

journeys, its simplicity, growth-oriented focus, and role 

as a foundational analysis tool make it valuable for 

identifying effective touchpoints (Kim et al., 2021), 

refining targeting, and enhancing systematic customer 

acquisition.  

To fully assess the impact of the first click and to 

inform strategic marketing decision-making, it is crucial 

for B2B firms to determine who enables the initial 

interaction, the firm through deliberate outreach or the 

market through autonomous customer action. 

Distinguishing between firm-initiated and market-

initiated touchpoints provides critical insight into the 

dynamics of contact initiation and the mechanisms 

driving lead generation (Wiesel et al., 2011; Vieira et 

al., 2019; Gijsenberg & Verhoef, 2019). 

2.2 Firm-initiated digital marketing 

touchpoints 

Firm-initiated DM touchpoints are communications 

initiated and promoted by the firm, with or without paid 

promotion (Wiesel et al., 2011; Vieira et al., 2019). 

These touchpoints are designed to stimulate customer 

engagement and influence purchase behavior, 

contributing positively to marketing performance, 

market share (Pansari & Kumar, 2016), and sales 

revenue growth (Kumar & Pansari, 2016). Examples 

include business listings, paid promotions, and affiliate 

marketing, which encourage actions such as website 

visits, product inquiries, and online form submissions 

(Vieira et al., 2019). By actively promoting such 

touchpoints, firms not only increase interaction with 

their content but also generate valuable customer data 

that can inform and refine subsequent DM campaigns. 

2.3 Market-initiated digital marketing 

touchpoints 

Market-initiated DM touchpoints are those initiated 

voluntarily by customers rather than driven by paid 

promotions or firm-directed advertising (Vieira et al., 

2019). Such interactions often result from strong brand 

presence, effective content marketing, and robust search 

engine optimization. Examples include earned social 

media followers, where organic content stimulates 

customer interest and engagement (Vieira et al., 2019), 

as well as direct website traffic, clicks on organic search 

results, or consumption of unpaid digital content such as 

blogs and videos. As these interactions rely on the 

customer’s initiative and brand recall, market-initiated 

DM is closely aligned with “pull marketing” strategies 

(Sen, 2005). 

2.4 B2B customer acquisition and digital 

marketing touchpoints 

Digital touchpoints allow businesses to observe and 

estimate potential buyers' stages in the purchasing 

process, enabling more targeted marketing efforts 

(Marvasti et al., 2021). Various DM methods, such as 

contextual advertising, retargeting, and social media 

marketing, are employed for customer acquisition. B2B 

marketers must focus on creating unique customer 

experiences through effective touchpoint management 

(Halb & Seebacher, 2021) and utilize digital channels to 

identify and reach potential customers. Figure 1 

illustrates this notion via a conceptual model diagram. 

Due to the difference between the push and pull 

characteristics of firm-initiated and market-initiated 

DM touchpoints, clicks generated through these two 

categories may also perform differently when 

converting to customers. As the customer acquisition 

process requires the nurturing of a 'first click' through 

the different phases of the customer acquisition process, 

enrolling the right type of user into the process can have 

a significant impact on the chances of converting them 

to a customer.  

Firm-initiated digital communications have a 

positive influence on sales (Vieira et al., 2019) and 

customer behavior (Gijsenberg and Verhoef, 2019). As 

the firm has more control over firm-initiated DM 

touchpoints, it can actively promote content to entice a 

sale. While market-initiated DM touchpoints are more 

reliant on the potential customer identifying their own 

needs, firms have less control over the marketing 

content to entice a sale. Due to this, first clicks generated 

by firm-initiated DM touchpoints may have a higher 

conversation rate to customers compared to market-

initiated DM touchpoints. If firm-initiated DM 

touchpoints indeed produce more customers, then just 

by the power of numbers, this category should produce 

more sales value. Therefore, we hypothesize that: 

 

H1: Firm-initiated DM touchpoints have a higher 

first click to customer conversion ratio than market-

initiated DM touchpoints. 
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H2: Customers derived from firm-initiated DM 

touchpoints generate more sales value than market-

initiated DM touchpoints. 

 

As managers have greater control over the type of 

information potential customers are clicking on, in firm-

initiated DM touchpoints, these clicks may generate 

better quality leads who are more likely to make a 

purchase. Whereas the click garnered via market-

initiated DM touchpoints may be on digital content 

which is too far from the type of content that propagates 

a sale. Therefore, we hypothesize that: 

 

H3: Leads derived from firm-initiated DM 

touchpoints will generate more forecasted sales value 

than market-initiated DM touchpoints.

 

Figure: 1 Analyzing the effectiveness of firm-initiated and market-initiated digital marketing touchpoints 
using marketing analytics and sales data.

3. Data 

The dataset comprises marketing and sales 

analytics from 17,548 B2B SaaS customers of a global 

firm engaged in enterprise-level deals exceeding EUR 

50,000 in annual contract value. On average, click-to-

purchase cycles range from six to twelve or more 

months, aligning with market research indicating that 

enterprise SaaS deals of this scale typically require 

similar timelines, with highly complex agreements 

sometimes extending beyond a year (Centrago, 2025). 

These medium-to-large companies, based across the 

Nordics, Western Europe, DACH, Middle East, Africa, 

Australia, and the USA, seek a SaaS product that 

automates document management. Digital marketing is 

the primary channel for initial contact. Due to the 

significant investment and business process changes 

required, the buying process is lengthy and involves 

multiple decision-makers. Industrial firms with complex 

sales cycles benefit from web analytics to enhance 

digital marketing measurement, with advantages 

extending beyond online transactions (Järvinen & 

Karjaluoto, 2015). As a key performance measurement 

tool (Pandey et al., 2020), marketing automation tracks 

first clicks from users across 17,548 unique companies 

globally, enabling evaluation of both actual and 

forecasted sales at the company level. We assess DM 

touchpoint effectiveness by analyzing leads that have 

converted or are forecasted to convert, drawing on CRM 

data integrated with marketing analytics, which 

segments sales by acquisition stage and allows precise 

tracking of lead generation and conversion. Consistent 

with prior research (Järvinen & Karjaluoto, 2015), both 

actual and forecasted sales values are employed to 

capture short- and long-term lead value. The importance 

of marketing analytics data in informing decision-

making is well established (Cao et al., 2019). In this 

study, we use quantitative marketing analytics and sales 
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data collected over 24 months, categorizing first clicks 

into firm-generated and market-generated DM 

touchpoints following Vieira et al. (2019).. 

3.1 Marketing analytics data for firm-initiated 

DM touchpoints 

Affiliate marketing traffic comes from paid 

partnerships or unpaid business networks that benefit 

both the firm and referrers (Duffy, 2005). Marketing 

analytics track user clicks from these sources to the 

firm’s website. 

Paid search engine ads such as text, banner, or 

videos promote the firm’s services and drive business 

growth (Stone & Woodcock, 2014; Bucklin & Sismeiro, 

2009). Analytics data records user clicks on these ads. 

Online business directories list companies by 

location or niche (Pitman, 2023). Firms promote 

products there, and user interactions like clicks, reviews, 

or downloads are tracked as marketing analytics data. 

3.2 Marketing analytics data for market-

initiated DM touchpoints 

A firm’s website is its brand’s home 

(Christodoulides, 2009). Direct website traffic occurs 

when visitors access the site without third-party 

referrals, reflecting strong brand awareness as users 

recall the website from memory (Ash, 2012; Kakalejčík 

et al., 2020). 

Organic search traffic results from users clicking 

unpaid search engine results. Firms optimize their 

websites for search engines through site structure and 

content strategies, relying on customer queries to drive 

traffic (Cui and Hu, 2011). 

Earned social media traffic involves users engaging 

organically with the firm’s social media pages. SaaS 

firms create targeted content to attract and retain 

customers, leveraging social media’s influence on 

purchasing decisions (Atanassova and Clark, 2015). 

3.3 Variables 

This study evaluates the long and short-term 

effectiveness of DM touchpoints using sales and 

forecasted sales value. Sales value reflects contracts 

signed within 12 months of a lead’s first click, while 

forecasted sales value accounts for contracts are still in 

progress, a common occurrence in B2B SaaS given long 

and variable sales cycles influenced by deal size, 

product complexity, pricing, and stakeholder 

involvement. Both these metrics are consistent with 

prior B2B marketing research (Wang et al., 2017).  

4. Analysis and results 

By analyzing first click data, we determine the 

percentage of leads and customers generated through 

firm-initiated and market-initiated DM touchpoints. We 

assess both actual and forecasted sales values tied to 

these first clicks, testing whether sales from firm-

initiated sources differ from those from market-initiated 

sources. Using first click attribution, we link leads and 

customers to their originating DM touchpoint and 

compare their effectiveness in the B2B customer 

acquisition process. Our goal is to understand the 

relative influence of firm versus market-initiated 

touchpoints on the initial contact with potential 

customers. 

4.1 First click to customer 

This metric measures the first clicks generated via 

DM touchpoints which go through the customer 

acquisition process and are converted to customers. 

When we compare the performance of individual DM 

touchpoints, it is evident that an organic search has the 

largest number of first clicks and the largest number of 

customers. However, when we compared the results of 

DM touchpoint categories, firm-initiated DM 

touchpoints generated 8,482 first clicks, while market-

initiated DM touchpoints generated 9,066 first clicks. 

We also see that firm-initiated DM touchpoints 

generated 30 customers, and market-initiated DM 

touchpoints generated 25 customers (Figure 2). 

Additionally, we compare the first click to customer 

ratio. We find that first clicks from firm-initiated digital 

touchpoints convert to customers 28.3 percent more 

effectively than market-initiated digital 

communications. 

{(Firm-initiated customers ÷ Firm-initiated first 

clicks) – (Market-initiated customer ÷ Market-initiated 

first clicks)} ÷ (Market-initiated customers ÷ Market-

initiated first clicks) 

Firm-initiated DM touchpoints have a higher first 

click to customer ratio than market-initiated DM 

touchpoints. Thus, H1 is confirmed.  

4.2 Sales value contribution 

We find that among all the DM touchpoints; an 

organic search generated the highest total sales value of 

EUR 691,241.08 (Figure 3). When we examine the sales 

value per first click, search engine advertising has the 

highest value of EUR 138.41 per first click among all 

the DM touchpoints. Meanwhile, only earned social 

media marketing did not generate any sales value. 

Additionally, we find that firm-initiated DM
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touchpoints generate EUR 87.41 sales value per first 

click while market-initiated DM touchpoints generate 

EUR 96.37 sales value per first click. 

We test if the actual sales value (EUR) of first clicks 

generated by firm-initiated DM touchpoints (N = 8,482, 

M = 87.41) differs from the actual sales value of first 

clicks generated by the market-initiated DM touchpoints 

(N = 9,066, M = 96.37). We use the nonparametric 

Mann-Whitney U test because the distribution of the 

sales value deviated from normal distribution. The 

results show that first clicks from firm-initiated DM 

touchpoints do not differ from market-initiated DM 

touchpoints in generating the sales value (U = 

38,419,002.50, Z = -0.921, p = 0.357). Next, we test if 

the actual sales value of customers (EUR) generated by 

firm-initiated DM touchpoints (N = 30, M = 24,713.57) 

differs from the actual sales value of customers 

generated by market-initiated DM touchpoints (N = 25, 

M = 34,946.44). We used the nonparametric Mann-

Whitney U test, and the results show that customers 

from firm-initiated DM touchpoints do not differ from 

market-initiated DM touchpoints in generating sales 

value (U = 313.50, Z = -1.040, p = 0.299). Moreover, 

the r2 value of 0.020 indicates that DM touchpoints 

(firm-initiated vs. market-initiated) explain only 

approximately 2 percent of the variance of the actual 

sales value. We do not find a statistically significant 

difference between the sales value generated by firm-

initiated and market-initiated DM touchpoints. Thus, H2 

is rejected.  

4.3 Forecasted sales value contribution  

From the perspective of individual DM 

touchpoints, we find that affiliate marketing has a 

forecasted sales value of EUR 4,600,140.59, which is 

the highest among all the sources (Figure 4). When we 

calculate the forecasted sales value per first click, it is 

evident that search engine advertising has EUR 1,567.99 

per first click, which is the highest among all DM 

touchpoints. When we compare the two DM touchpoint 

categories, we note that firm-initiated DM touchpoints 

are forecasted to generate EUR 1,312.43 forecasted 

sales value per first click, and market-initiated DM 

touchpoints are forecasted to generate EUR 337.70 

forecasted sales value per first click. 

We tested if the forecasted sales value (EUR) of 

first clicks generated by firm-initiated DM touchpoints 

(N = 8,482, M = 1,312.43) differed from the forecasted 

sales value of first clicks generated by market-initiated 

DM touchpoints (N = 9,066, M = 337.70). The results 

of the Mann-Whitney U test (non-normally distributed 

forecasted sales value) show that first clicks from firm-

initiated DM touchpoints provide significantly greater 

forecasted sales value in contrast with market-initiated 

DM touchpoints (U = 36,891,056.00, Z = -13.11, p < 

0.001). Finally, we test if the forecasted sales value 

(EUR) of leads generated by firm-initiated DM 

touchpoints (N = 557, M = 19,985.69) differ from the 

forecasted sales value of leads generated by the market-

initiated DM touchpoints (N = 503, M = 6,086.59). The 

results of the Mann-Whitney U test show that leads from 

firm-initiated DM touchpoints provide significantly 

greater forecasted sales value in comparison to market-

initiated DM touchpoints (U = 56,747.50, Z = -16.92, p 

< 0.001). The r2 value of 0.270 indicates that DM 

touchpoints (firm-initiated vs. market-initiated) explain 

approximately 27 percent of the variance of the 

forecasted sales value. There is a statistically significant 

difference in the forecasted sales value generated by 

firm-initiated DM touchpoints compared with market-

initiated DM touchpoints. Thus, H3 is confirmed. 

 

 
Figure 2. First click to customer conversion 
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Figure 3. Sales value generated by DM touchpoints 

 

  
Figure 4. Forecasted sales value of DM touchpoints  

 

5. Discussion and conclusions 

This study examines whether firm- or market-

initiated DM touchpoints are more effective in 

generating quality B2B SaaS leads. Using marketing 

analytics, we assess effectiveness through first click-to-

customer conversion ratios, sales value, and forecasted 

sales value, where the former captures short-term 

outcomes and the latter reflect long-term impact. These 

findings are especially important for SaaS firms because 

their subscription-based model and extended sales 

cycles make early engagement critical for long-term 

success. ACAP theory is central to this analysis, as it 

underscores the significance of marketing analytics in 

enabling a firm’s ability to identify, assimilate, and 

apply external knowledge, thereby transforming raw 

data into the following valuable insights.  
Prior to initial engagement, potential customers are 

often unaware of a firm or its offerings, and firm-

initiated DM proactively targets these prospects. Our 

results show that firm-initiated touchpoints achieve 

higher first click-to-customer conversion rates, 

indicating greater influence on early B2B engagement, 

as controlled messaging allows firms to tailor content 

more effectively. While short-term sales values do not 

differ significantly between touchpoint types, firm-

initiated DM yields higher long-term forecasted sales. 

In the SaaS sector, where lengthy lead nurturing results 

from complex evaluations, prototype testing, and 

strategic purchase considerations (Wybo, 2007), this 

superior long-term performance likely reflects closer 
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alignment with B2B customer personas and more 

effective nurturing. Consistent with prior research 

showing varied impacts of firm- versus market-initiated 

touchpoints on B2B customer acquisition and sales 

(Vieira et al., 2019), our findings affirm this variation 

and establish firm-initiated touchpoints as the more 

effective mechanism for generating first clicks. 

Second, this study provides important insights into 

the short and long-term effectiveness of DM activities 

in generating first clicks that convert into customers and 

leads. Our analysis reveals that earned social media 

generates the fewest first clicks, with no sales and only 

minimal forecasted sales value, a result that contrasts 

with prior research highlighting social media’s role in 

early buyer/seller relationship-building, awareness 

creation, lead generation, and prospect engagement 

(Andzulis et al., 2012; Schultz et al., 2012). Similarly, 

Lacoste (2016) finds that salespeople often perceive 

social media as effective for identifying potential 

customers and initiating relationships. However, in B2B 

Saas contexts, social media may not function effectively 

as a generator of first clicks. Instead, its value may lie in 

customer communication and relationship building 

rather than direct sales (Nunan et al., 2018). 

Effectiveness also varies by transaction type and sales 

relationship phase, such as first-time versus repeat 

purchases (Nunan et al., 2018). For B2B SaaS firms, 

social media may be better suited for nurturing ongoing 

customer relationships given the complexity of the 

product and continuous investment required. 

Consequently, traditional metrics used to evaluate other 

DM touchpoints may be inappropriate for social media, 

as they emphasize short-term benefits and overlook its 

potential for long-term value creation (Jussila et al., 

2011). Consistent with prior studies, our findings 

reinforce that firms should define KPIs that align social 

media evaluation with broader strategic objectives 

(Pandey et al., 2020). 

Third, the findings indicate that search marketing 

(i.e., search engine advertising and organic search) and 

direct website traffic represent the most effective DM 

touchpoints, contributing to the literature on pull 

marketing (Sen, 2005). Website ranking significantly 

influences click-through and conversion rates (Ghose et 

al., 2014), with customers typically trusting and 

engaging more with the editorial section of search 

results (Sen, 2005). Online search is an integral activity 

for most customers, and search engines are widely 

perceived as non-invasive “pull marketing” tools (Sen, 

2005). Pull strategies are particularly effective when 

brand loyalty is high, customers recognize brand 

differentiation, and they hold favorable brand 

perceptions prior to purchase (Kotler, 2003). These 

conditions align with search marketing and direct 

website traffic, where brand recognition plays a central 

role in initiating customer interaction. 

We conducted 5 post-hoc interviews with 

marketing managers at the target firm to triangulate the 

numerical data and get more insights of the 

phenomenon. The interviews revealed that the quality of 

leads do differ between firm-initiated and market-

initiated touchpoints. The marketing managers noted 

that when brand visibility is high, market-initiated 

channels generate more leads. However, short-term 

lead-to-sales conversion rates tend to remain consistent 

across both types. We state a couple of responses from 

the interviews. The global campaign manager said, 

"Generally, there isn’t a significant difference in 

conversation, but I think the difference can come 

depending on how mature the market is." A digital 

marketing manager stated, "I would say that they 

complement each other, like organic traffic is maybe 

difficult to get but better quality and high number of 

leads come from paid campaigns." These insights align 

with the findings of this study. 

Our study introduces an important perspective to 

academic research by highlighting the value of 

marketing analytics data in enhancing decision making 

for customer acquisition in the B2B SaaS industry. 

Technological and market knowledge are among the 

most valuable resources that a firm can utilize for 

competitive advantage (Rakthin et al., 2016) and by 

learning how to measure DM touchpoints using 

marketing analytics data, it will give B2B firms the 

ability to strengthen their strategic marketing 

capabilities. Applying this principle of the ACAP theory 

is particularly important. B2B SaaS companies operate 

in highly dynamic and competitive markets where this 

perspective is critical for their ability to absorb and act 

upon market signals and determine how effectively they 

can engage prospects, shorten sales cycles, and scale 

acquisition efforts. Additionally, this provides new 

avenues for future research to continue in the B2B and 

the B2C sectors.  

5.1 Implications for management 

Managers seeking long-term sales should prioritize 

firm-initiated DM touchpoints, which are more effective 

at generating initial engagement. Investing in marketing 

automation and analytics enables better targeting, lead 

scoring, and strategic resource allocation. Rather than 

focusing solely on digital advertising, firms should 

invest in data infrastructure and customer experience to 

support informed, evidence-based decisions. 

This study also shows that DM touchpoints serve 

different purposes, some drive leads, others support 

long-term relationships. Social media, for example, may 

be more effective for relationship building than sales. 
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Therefore, performance metrics should align with each 

touchpoint’s role, not be applied uniformly. 

5.2 Limitations and future research 

While this study uses a first-click attribution model 

to emphasize initial interactions, alternative models 

could yield different results. For instance, last-click 

attribution highlights closing channels, linear attribution 

spreads credit evenly, and multi-touch approaches 

capture cumulative effects across the journey. B2B sales 

cycles are long and non-linear, with buyers revisiting 

multiple touchpoints before deciding. First-click 

attribution may overlook the cumulative influence of 

subsequent touchpoints such as nurturing campaigns, 

retargeting, or incentives that maybe be critical for 

conversion. Acknowledging these alternatives 

demonstrates methodological consciousness, as the 

choice of model shapes how touchpoint effectiveness is 

interpreted in B2B marketing. Future research could 

apply full-funnel attribution models (Li & Kannan, 

2014) to assess resource allocation across phases. 

We do not account for cultural differences in how 

DM touchpoints are perceived. Since trust strongly 

influences digital purchase decisions, future research 

should examine how trust dynamics shape customer 

acquisition across different cultural contexts. 
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