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Why Your Buyers Have Ghosted You

Executive Summary

B2B buyers rarely exit the buying process without a reason. This article explores 
the root causes behind prospect drop-off, or ghosting, which creates stalled deals. 
The guide also outlines practical strategies to re-engage buyers and strengthen B2B 
lead nurturing performance across the full buyer journey.

Identify where and why prospects disengage across the funnel

Reduce drop-off with personalized, multi-threaded lead nurturing

Re-engage cold leads using intent signals, timing, and feedback loops

Build buyer trust with relevant content, aligned teams, and consistent experiences

Learn how to turn stalled opportunities into recoverable pipeline and long-term revenue growth.

Prospect ghosting, or drop-off, is a major hidden cost in B2B demand generation. Buyers 
conduct more research independently and involve larger buying groups, leading to longer 
delays or abandoned buying processes. This makes it harder for sales and marketing teams 
to maintain momentum across the funnel. 

This article explores why buyers disengage, how to calculate and diagnose drop-off 
rates, and which B2B lead nurturing and re-engagement strategies help recover stalled 
opportunities.
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How to calculate the drop-off rate

You can calculate the conversion rate for each stage by dividing the number of pros-
pects who advance by the total who entered that stage. The drop-off rate is the 
inverse: prospects who left, divided by total entrants, multiplied by 100.

Drop-off rate = (Total prospects entering the stage − Total prospects moving forward) 
/ Total prospects entering the stage × 100

How a B2B lead nurturing strategy addresses the drop-off rate

A strong B2B lead nurturing strategy reduces drop-off by keeping prospects engaged 
with relevant, timely communication throughout the B2B buyer journey. Instead of 
losing interest after the first touchpoint, prospects receive useful content, follow-ups, 
and reminders that build trust and keep momentum moving toward conversion. This 
is critical in addressing prospect ghosting.

What is a lost lead in B2B?
A lost lead refers to any qualified prospect who showed initial interest in a solution but 
stopped progressing through the B2B buyer journey. In B2B specifically, a lost lead is often 
a deal that was validated after discovery but did not advance. This is often referred to as 
prospect drop-off.

What is drop-off rate?
Drop-off rate is the percentage of prospects who exit the funnel. Tracking it stage by stage 
exposes the exact friction points worth fixing, rather than averaging the entire funnel into 
one number that hides the problem.

https://infuse.com
https://infuse.com/
https://infuse.com/glossary/b2b-buyer-journey/
https://infuse.com/glossary/marketing-funnel/


INFUSE.com 4

Why Your Buyers Have Ghosted You

8 reasons why buyers might ghost you
There are various causes for sudden buyer drop-off, depending on factors both within and 
outside of your control.

Below are 8 of the most common causes a prospect drops out of the sales funnel.

Changing buyer behavior

B2B buyers now complete much of their research independently and outside the visibility 
of sales and marketing teams. This activity takes place in the dark funnel, where buyers 
explore solutions, evaluate vendors, and build preferences long before they submit a form 
or engage with a sales representative.

As a result, the signals brands receive may appear late in the buying journey, when buyers 
are already validating a shortlist or comparing final options. INFUSE Voice of the Buyer, 
2026 finds that case studies and product demonstrations are among the most influential 
content formats during the awareness stage, cited by 38% and 33% of buyers, respectively. 
These behaviors suggest that buyers are conducting deeper evaluation earlier than tradi-
tional funnel models may indicate.

Buyers also increasingly prefer to control when and how they engage with vendors. Gartner’s 
March 2026 sales survey of 646 B2B buyers found that 67% prefer a rep-free buying expe-
rience, while 45% used AI tools during their most recent purchase.

This shift can make independent research appear like prospect ghosting. A buyer may stop 
responding not because interest has disappeared, but because they have returned to pri-
vate research, are consulting other stakeholders, or are using self-service and AI tools to 
continue their evaluation. Teams that rely only on direct engagement signals may therefore 
mistake reduced visibility for lost buyer intent.

Lack of sales and marketing alignment

Sales and marketing alignment is essential to maintaining momentum throughout the B2B 
buying journey. When teams operate with different priorities, timelines, or definitions of 
buyer readiness, prospects can receive inconsistent messaging, premature sales outreach, 
or content that no longer reflects their needs.

For example, pressure to meet conversion targets may lead sales representatives to begin 
outreach while marketing is still nurturing the account. Conversely, when sales engages 
prospects without sharing insights with marketing, buyers may not receive the relevant 
content and support needed to prepare for a purchase conversation. These disconnected 
experiences create friction and can cause buyers to disengage or stop responding altogether.
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INFUSE Voice of the Buyer 2026 reports that 35% of buyers identify aligning internal stake-
holders with different priorities or goals as the leading source of buying-process complexity. 

Marketers face a parallel challenge. Although 46% are now accountable for revenue, 
many still lack visibility into dark funnel influence, according to INFUSE Voice of the 
Marketer, 2026.

To reduce the risk of buyer ghosting, sales and marketing teams should establish shared 
definitions of buyer readiness, align outreach with demonstrated intent and buying stage 
signals, and continuously exchange engagement insights. A coordinated approach helps 
ensure that every interaction builds on the previous one, rather than forcing buyers to repeat 
themselves or navigate conflicting messages.

Discover 7 sales and marketing alignment best practices

Failing to engage the full buying group

B2B buying decisions are rarely made by a single contact. Buying groups now average nine 
stakeholders, a 12% year-over-year increase, while 21% include 15 or more people. Enter-
prise organizations often involve even larger groups, with 31% reporting buying teams of 
seven to ten stakeholders and 24% managing groups of 15 or more (INFUSE Voice of the 
Buyer 2026).

Relying on one champion or primary contact creates unnecessary risk. Single-threading 
limits visibility into the broader buying group and leaves the opportunity vulnerable if that 
individual changes roles, loses internal influence, or disengages. 

When the relationship depends on one person, buyer ghosting can quickly appear to signal 
a lost opportunity, even when interest remains elsewhere in the account.

Multi-threading provides a more resilient approach. Sales and marketing teams should 
identify and engage stakeholders across relevant functions, seniority levels, and buying 
roles, then deliver content and outreach aligned with their distinct priorities. 

Building multiple relationships creates broader account visibility, strengthens internal 
consensus, and reduces the likelihood that momentum will disappear when one contact 
goes quiet.

See why demand generation generates better ROI than lead lists
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Irrelevant content and content overload

Drop-off can also occur when the experience a buyer receives does not match their needs, 
priorities, or stage in the buying journey.

Sometimes the issue is content that lacks value. More often, the issue lies upstream, where 
the discovery work that should have surfaced real pain points, decision criteria, and com-
petitive context was thin, so the content built on top of it is too generic to deliver real value.

Other times, the challenge is not how much content buyers consume, but whether that 
content delivers value and supports their decision making. INFUSE Voice of the Buyer 2026 
finds that although buyers engage with a high volume of content, only 26% report being 
very satisfied with their current vendors.

Spamming buyers with more content is unlikely to build trust or move decisions forward. 
Although B2B buyers consume a high volume of content, low trust remains a significant 
barrier. The priority should therefore be to deliver relevant, useful content that reflects the 
needs of each stakeholder, supports their evaluation process, and enables more confident 
decision making.

Explore how to build trust in an AI-enabled era through our 
discoverability-to-revenue framework

Increasingly complex buying processes

Complexity affects the buyer journey in two distinct ways. Internally, buyers must align 
multiple decision makers, navigate layered approval protocols, and account for complex 
implementation requirements. 

Externally, the experience can become more difficult when brands introduce excessive 
requirements, content gates, or unnecessary process steps. Together, these challenges can 
slow decision making, create friction, and increase the likelihood that buyers disengage.

Findings from INFUSE Voice of the Buyer 2026 quantify the friction, as 27% of buyers cite 
technical complexity or integration concerns as a top reason for purchases to stall. At the 
same time, 22% of them struggle to evaluate multiple solutions with overlapping features. 
While average buying cycles have become shorter, buying groups have expanded, meaning 
more parallel pressure on a shorter timeline.
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Poor timing

Buyers often stop engaging when changes within their business reduce the chances of clos-
ing a deal. This right moment passes, which is a factor that sits outside of the vendor’s control.

With large buying groups, decision making is rarely straightforward, and consensus can take 
several months. The delay may seem like ghosting, but it is often a combination of budget 
cycles, leadership transitions, or competing priorities.

Timing is a major reason why deals stall. The INFUSE Voice of the Buyer 2026 finds that 42% 
of B2B technology purchase initiatives stall due to budget constraints or timing misalign-
ment, while another 32% stall due to conflicting priorities across departments.

Brand building during the dormant window is what keeps organizations top of mind when 
timing becomes favorable again. This can include sharing thought leadership, publishing 
educational content, building a consistent presence across relevant channels, and demon-
strating expertise through research, customer stories, and industry insights. INFUSE Voice 
of the Buyer 2026 also finds that brand familiarity drives 33% of shortlisting decisions.

Ultimately, the vendors who show up consistently by providing value and support during 
the quiet period are the ones invited back into consideration when the budget is once again 
available.

Discover how to build early brand influence during day zero

Price (and the over-promise trap)

If the price of a product or service exceeds the client’s budget, or the value delivered does 
not meet expectations, the relationship may end in churn as the client looks to alterna-
tive providers.

INFUSE Voice of the Buyer 2026 found that 25% of buyers cite “lack of compelling business 
case or ROI justification” as a primary reason purchases stall, and 37% list “demonstrated 
ROI or business value for cost” as a top vendor shortlisting factor, tied closely with AI-native 
capabilities at 36%. 
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At the decision stage, pricing and comparison sheets surge to 28% of most-valuable content, 
up from 21% in consideration. Buyers want proof, transparency, and accurate expectations. 
Organizations that provide all three early make the price conversation far easier.

Explore how to establish a buyer-led GTM strategy 
that accelerates confidence

Missing follow-up opportunities

Many prospects remain unnurtured. Even when the systems are in place, a missed email 
or call in a busy inbox can be all it takes to lose a prospect to a competitor.

The INFUSE Voice of the Marketer 2026 research quantifies the cost, finding that only 15% 
of scored leads convert to booked meetings, which makes follow-up execution the single 
largest bottleneck in the modern B2B funnel. 

Following up during the optimal time window is also important. According to Surface 
Labs’ 2025 inbound benchmarks, responding within 60 seconds can increase conversions 
by 391%, while the odds of qualifying a lead drop by 80% after the first 5 minutes. Despite 
that, average B2B response times are still 42 to 47 hours, and many companies take 5 days 
or more to respond, if they respond at all.

Email marketing strategies with automated follow-up sequences, triggered on score thresh-
olds or specific behavioral signals, close the gap when human follow-through fails. Auto-
mation works best when it remains personal: a single relevant detail, a single specific CTA, 
and a tone that sounds like a human wrote it.

Discover 10 mistakes to stop making in your lead follow-up

STRENGTHEN ENGAGEMENT ACROSS THE BUYING JOURNEY

INFUSE demand programs are built to reach buyers earlier in the 
dark funnel, multi-thread complex buying groups, and recover 
stalled accounts with proof-led content. 

Explore INFUSE programs
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How to prevent ghosting in the B2B buyer journey
An effective strategy to prevent prospects from dropping out of the sales funnel empha-
sizes personalization, consistency, and disciplined measurement. 

The 4 steps that follow pair a strategic principle with one concrete tactic teams can use 
to reduce the drop-off rate.

Identify attrition points

Prospect drop-off in a leaking sales funnel can occur with buyers disengaging or going 
silent at the top, middle, or bottom of the funnel. By examining engagement and progres-
sion data, teams can identify where prospects lose momentum and uncover the factors 
contributing to disengagement.

Common causes include irrelevant content, unnecessary complexity, misaligned pricing, 
and confusion among buying group stakeholders. These issues should be identified through 
recurring patterns in buyer behavior rather than assumptions or guesswork.

Marketing operations teams can use CRM data to track prospect responses, establish 
lead scoring thresholds for each funnel stage, and analyze lead progression. This visibility 
helps teams identify where prospects stop engaging and investigate the factors contribut-
ing to buyer ghosting.

Other key metrics include conversion rate, drop-off rate, average time to conversion, and 
abandonment rate.

Explore the demand marketer's guide to intent activation

Get to know your prospects (and their buying groups)

A common reason prospects drop off at the top of the funnel is that they are not a good fit 
for the offer. Understanding your ICP thoroughly before launching a lead nurturing strategy 
is more important than ever. A “one-size-fits-all” approach makes prospects feel ignored, 
which undermines relationship-building as they move through the funnel.

INFUSE Voice of the Buyer 2026 finds that 58% of buyers cite “strong alignment with our use 
case, technical requirements, or existing technology stack” as the most important factor 
when shortlisting vendors. Technical fit is the leading shortlisting factor, ahead of demon-
strated ROI (37%), AI-native capabilities (36%), and case studies (36%).
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Once the ICP is defined, teams can replace single-threading with multi-threading. Then, 
after identifying every stakeholder in the buying group (including the economic buyer, the 
technical buyer, the end user, procurement, and the executive sponsor), it is time to person-
alize a message track for each. 

Learn the top challenges your B2B buying groups are facing 
(and how to overcome them)

Build a streamlined, client-centric journey

The goal of a B2B lead nurturing strategy is to guide your prospect down the sales funnel 
by providing everything they need for a smooth buying experience, while building the 
relationship as they progress. The same is true for the whole buying group, not just the indi-
vidual prospect.

This client-centric approach ensures that proposed client journeys address the distinct 
behaviors and pain points of each stakeholder, supported by nurturing content that 
keeps prospects moving through the funnel. Prioritizing client experience (CX) and user 
experience (UX) creates a smooth, engaging journey, with consistent messaging across 
every channel. 

Sales and marketing alignment is non-negotiable, so that SDRs begin outreach only after 
proper nurturing has taken place.

Mapping a B2B buying journey involves a few key steps:

Determine buyer needs at each stage: Pinpoint the information, challenges, and solu-
tions prospects seek in each phase

Map touchpoints and content: Align the right marketing channels with each stage 
to guide buyers forward

Audit your lead-capture forms: Aim for the minimum fields that allow real segmenta-
tion. If they are too short, sales cannot personalize the next conversation; If they are 
too long, buyers drop off without completing them.

Find more insights and practical applications in our definitive 
guide to B2B lead nurturing
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Create a loyalty campaign

An effective B2B lead nurturing strategy does not end after the prospect converts. 

With low levels of buyer satisfaction and a general readiness for switching vendors, estab-
lishing strong client loyalty should be a top priority. However, there is a structural problem 
on the marketing side that compounds the risk. 51% of marketers cite lack of clear reten-
tion ownership as their biggest retention and expansion challenge, while 48% lack visibility 
into client health, and expansion and retention remains marketing’s lowest responsibility 
area at 42% (INFUSE Voice of the Marketer 2026). 

Bain & Company research has also shown that a 5% increase in retention can drive a profit 
lift of up to 95%, depending on industry. Therefore, loyalty is arguably the highest-margin 
revenue growth available.

For high-ACV or strategically important accounts, teams can design an explicit VIP return 
path on top of the standard loyalty program. A dedicated account manager, priority support 
tier, early access to new capabilities, or executive-to-executive outreach all change the 
relationship. Generic re-engagement does not offer the same level of impact on enterprise 
accounts that a tailored return path does.

B2B lead nurturing re-engagement strategy
Preventing prospect ghosting is the first half of the playbook. The second half is what to do 
when a buyer has already gone cold. 

The steps below cover the basics of an effective re-engagement strategy, including when 
to reach out, which lost prospects to chase first, what to ask, what to send (and on which 
channel), what to avoid, and how to know whether the program is working.

As with prevention, start by identifying friction points and re-evaluating your previous nur-
turing strategy to optimize touchpoints in the highest-value areas.
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When to reach out to a cold lead

Timing changes the odds of any re-engagement strategy. Reach out too soon, and you seem 
pushy; wait too long, and the buyer forgets you. 

The four windows below are the most opportune moments to re-engage a cold lead:

•	 Immediately after a stalled deal or no-decision: Send a calm, non-pushy follow-up 
acknowledging the outcome and asking one diagnostic question

•	 After a 3 to 6 month cooling-off period: This is the sweet spot to re-engage without 
seeming desperate, especially for accounts that went cold over budget or timing

•	 When a new feature, integration, or capability addresses a past objection: If the origi-
nal blocker is resolved, that change is the reason to call

•	 When intent signals reappear: Return site visits, pricing-page activity, recent content 
downloads, or LinkedIn engagement all indicate warming interest

Which lost leads should you chase first?

Not every lost lead is recoverable, and knowing how to spot the difference is key to making 
the most out of your re-engagement efforts.

Scoring layers that work in combination, not in isolation, offer valuable insights on when 
to put in motion your outreach plan and when to let go of a lost lead:

•	 RFM scoring ranks by Recency, Frequency, and Monetary value, and surfaces the 
accounts most worth a personal touch

•	 Reason-specific cohorts group accounts by why they went cold (priced out, timing, 
missing fit, missing feature), so the recovery offer can be specific

•	 Lifecycle stage separates demo dropouts, post-trial silence, mid-cycle stalls, and 
post-renewal lapses; each of these calls for different content and channels

•	 Behavioral signals prioritize accounts that are already warming themselves with site 
returns, content opens, or LinkedIn activity

Combine all four layers, and a small target list of “high-probability returners” emerges. 
That is the list to target with a thoughtful, personal touch.
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Re-engagement tactics by funnel stage

The table below maps the most common friction points to nurturing tactics and content 
types by stage.

Stage 
in funnel Point of friction Nurturing tactic Content

TOFU Irrelevant 
messaging

Re-engage with personalized content 
relevant to the prospect’s interests 
and needs

Articles, videos, nurture 
emails

MOFU Complexity Emphasize the importance of CX to 
encourage clients to make the most 
use of their solution

Tutorials, consultations, 
case studies

Buyer scrutiny 
or risk

Re-engage with valuable assets to 
regain trust; utilize partnerships to 
offer unique value and perspectives

Objection-busters 
to address risk 
and scrutiny

BOFU Price Come back with an incentive, demo, 
trial, limited offer, or better price

Specifications 
and pricing options 
for alternative products

Long decision-
making time

Retargeting campaign aimed 
at decision makers in the buying 
group, addressing pain points 
and objections

Targeted ads, 
newsletters, 
whitepapers

"Prospects choose to ghost because you are asking the wrong questions. You need to pin-
point their pain points. If the prospect has a challenge, they will not forget that. Identify 
the challenge, go in with an intelligent question, and propose a solution. Strive to be seen 
as a thought leader, not just a salesperson looking to hit their target metrics.”

Michelle Churchill, 

VP of Global Client Strategy, INFUSE
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Key takeaways

Prospect ghosting is the visible result of budget and timing misalignment, internal 
stakeholder conflict, and the trust gap, where buyers consume more content than 
ever but trust less of it.

Buying groups have grown, and decision cycles have compressed. To address this, 
multi-thread every account that matters, or risk being ghosted when your single 
contact moves on.

Mild vendor satisfaction is a major churn risk, making loyalty programs and VIP 
return paths the highest-margin revenue lever available.

An effective re-engagement strategy should not be seen as a quick email campaign. 
The accounts that come back are the ones that are properly scored, segmented, 
surveyed, sequenced, and measured.

ATTRACT AND ENGAGE BUYERS AT EVERY STAGE OF THE FUNNEL

INFUSE demand experts deliver high-performance demand programs 
with proven engagement and ROI to empower your growth.

Launch your demand generation strategy
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FAQs

WHY DO B2B BUYERS STOP RESPONDING?

B2B buyers often stop responding because of budget changes, shifting priorities, internal stake-
holder misalignment, or irrelevant outreach during the B2B buyer journey. Prospect ghosting also 
increases when messaging fails to match buyer intent or ignores how buyers research independently 
in the dark funnel.

HOW DO YOU CALCULATE SALES FUNNEL DROP-OFF RATES?

To understand how to calculate the drop-off rate, divide the number of prospects who leave a funnel 
stage by the total number who entered that stage, then multiply by 100. Tracking the drop-off rate 
stage by stage helps teams identify where a lead nurturing strategy is failing and where buyer friction 
is highest.

HOW SHOULD YOU RESPOND WHEN A B2B PROSPECT GHOSTS YOU?

When a prospect goes quiet, avoid sending repeated sales-heavy messages, and instead focus 
on a thoughtful re-engagement strategy tied to timing, buyer needs, or new value. Effective responses 
to prospect ghosting often include relevant insights, low-pressure check-ins, or personalized re-en-
gagement emails.

HOW SHOULD YOU FOLLOW UP ON AN UNANSWERED EMAIL IN B2B MARKETING?

A strong follow-up email after no response should be short, specific, and focused on the buyer’s priori-
ties rather than your product. The best B2B lead nurturing follow-ups add value through useful content, 
a new perspective, or a simple question that encourages conversation.

HOW DO YOU RE-ENGAGE A PROSPECT WHO HAS GONE COLD?

To re-engage a cold lead, use behavioral signals such as website revisits, content downloads, or renewed 
engagement activity to time your outreach. A successful re-engagement strategy combines personal-
ized messaging, relevant content, and consistent B2B lead nurturing across multiple channels.

HOW DO YOU AUTOMATE B2B OUTREACH WITHOUT LOSING PERSONALIZATION?

Automation works best when it supports personalization instead of replacing it. Effective B2B lead 
nurturing uses triggered workflows, intent data, and segmented messaging to deliver timely outreach 
that still feels human and relevant to each stage of the B2B buyer journey.
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