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What 
Consumer Buyers Do

• Marketing to provide guidance & education before purchasing
• Acquire new products or services to increase profitability
• Sta� to be trained to use the new products or services properly 
• Assurance products can deliver and achieve maximum benefit
• Group buy-in to ensure product or service is fit-for-purpose 
• Anonymity - not to release contact details or be cold-called
• A technology or services team to ensure correct implementation
• CEO buys new product or service to increase profit
• Employee buys new product or service to impress CEO! 
• Happy to see favourite brands in social media news feed
• Happy to spend £50k - £500k without meeting seller face-to-face
• Happy to buy and engage digitally if support is satisfactory

• Impartial advice
• Pre-sale & post-sale support and guidance 
• Learn new strategies and techniques 
• Learn how to use new products 
• Demonstration of products or services

On Demand/Self-Service Martech Dependency

• Marketing to deliver KPIs for sales & investors
• Marketing to open the door for sales
• Use repetitive tactics to engage buyers
• Believe cold calling is a viable activity
• Use ABM to reach everyone possible
• Knowledge of the Dark Funnel 
• Pursue appointments, demonstrations and presentations
• Pursue face-to-face to get deals signed up
• Pursue webinars and events to stimulate engagement
• Maintain one-to-one engagement to sell 
• Maintain a sales & marketing structure they all understand
• Achieve growth by increasing sta�

• To obtain contact details via PPC & forms etc.
• To automate prospecting
• To automate lead generation
• To automate appointment making
• To integrate with CRM & ABM etc.

• Buy products to increase profitability
• Remain anonymous to avoid others knowing their plans
• Do not want to exchange contact details in exchange for content
• Refuse to engage with cold callers
• No brand loyalty 
• Commitment to brand based upon performance
• Buy based upon "what's best for my business"

• Buy products for personal and emotional reasons
• Happy for others to know which brands they like/endorse
• Happy to provide their brands with contact details
• Are rarely or never contacted by cold call by their brands
• Long term brand loyalty
• Commitment to brand based upon experience & influences
• Buy based upon "what's best for me? Do I look good? Feel good? 

91%

50%

30%

20%

50% of businesses fail within the third year

91% of businesses fail within ten years

30% of businesses fail within the second year

20% of businesses fail within the first year

Source: Financial Times

B2B purchases 
classified as 

‘complex’ 
- Forrester

80%

95%

66%

71%

27%

B2B purchases 
involve three or 
more people in 
the buying pro-
cess - Forrester

businesses 
opted for 

remote human 
or digital 

self-service 
- McKinsey

businesses 
would buy up to 

$50,000 in a 
single purchase - 

self-service
 - McKinsey

businesses 
would buy up to 
$500,000 in a 

single purchase - 
self-service 
- McKinsey

Fail completely

Businesses Receiving Investment

Business Failure Rates

The Drive to go Digital First

Fail to Achieve 
Their Own Targets

Fail to Deliver ROI 
for Investors

Of all reasons for 
business failures are 
marketing related

40% 75% 95% 50%

Source: Harvard Business Review Source: CB In sights

89%
believe in sustainable, digital 
first, go-to-market strategies 
- Gartner

79% prefer video to phone 
- Gartner

want more video 
conferencing 
- McKinsey

41%

want more online CHAT 
- McKinsey23%

Surveyed businesses state 
that remote first solutions 
are the only way for 
increased growth 
- McKinsey

2500

In less than 4 years 3m+ podcasts 
launched on Spotify, 43x more than 
Netflix, Disney+ and Apple TV combined

83% buyers research digitally 
before engaging with a 

salesman - Gartner

Less than 1% of buyers traverse the 
'funnel' and create revenue 

- Forrester

1 in 400 
cold call success 

rates - University of 
Life

Average turnover per 
person per annum in 

the UK is £100k 
- BIS

Time to 
Change

Average 
tenure of CMOs 
in UK & USA is 

18 months
- Online

Start Up 0 - 10 Employees
5,725,000 Businesses

11 - 49
212,000

50-250
36,000

250+
8,000

75%

20%

1%
£135k

£1m

£5m

£7.5m

£50m+

£168k

Seed
£50k

Angel Investment
£500k

Venture Capital-A £2m

Venture Capital-B £10m

Private Equity
£25m

IPO
£100m

Average
Turnover

For Investment

£80k Per Person
Per Annum

Per Person
Per Annum

Per Person
Per Annum

UK Business Financial Analysis
From Start-up to IPO
Source: BIS, Business Population Estimates

When marketing automation arrived in 2008, few business understood it was 
originally designed for business-to-consumer (B2C).  

Big Tech and MarTech providers persuaded business to business (B2B’s) to embrace 
the new technology.  Since then, it has become ubiquitous and most believe MarTech 
based strategies are the only option available.  Now, if the marketing leader can’t 
make it work, they leave before they’re fired!

It’s important to consider that marketing automation only works a�ectively 
when pay-per-click is used > landing pages > forms to be filled.  All this costs 
money and yet hides all content from the search engines, not to mention that 
businesses are reluctant to give up their contact details!

Below illustrates there is clearly a mismatch between what buyers and sellers 
want.  And yes, we have the solution.

Most businesses find it di�cult to achieve a higher turnover 
per person per annum than approx. £100k. This is primarily 
because typical sales and marketing infrastructures are geared 
around 1-2-1 engagement strategies and not one-to-many.

Business Engagement

Take a look at ‘The Ultimate New Business Strategy for Technology, SaaS & Services’ 
infographic.  A complete illustration to change your sales and marketing infrastructure to 
scale up and increase profitability.

Use email & PPC 
Banners on 
LinkedIn to connect 
with your (TAM)

Invite your TAM to 
anonymously attend 
your weekly live 
shows.  Include 
interviews, new tech, 
training etc.

Ungate all existing 
content, 83% of 
prospects want to 
self-educate and 
don’t want to release 
contact details in 
exchange for content 

Create multi-format 
content, Podcasts, 
Video, Live Stream, 
and written for the 
different people who 
buy from you

Re categorise content 
as Primary, Secondary, 
General, Product & 
How to Buy.  Use 
Google Tag Manager & 
Analytics to monitor 
engagement

Promote content on 
social media using an 
automated posting 
platform and also 
some pay per click for 
banners

Create 120 Adverts; 
graphics, memes, 
video, motion 
graphics in advance 
to promote your 
content

Review your website 
and processes to 
enable prospects to 
self-serve and place 
orders with the 
minimum of human 
intervention

Review the customer 
experience journey 
and ensure the most 
qualified personnel 
are available to 
answer online CHAT 
or email enquiries 

1% of your Total 
Addressable Market 
(TAM) are looking to 
buy your product 
each week

Create audio and 
video motion graphic 
adverts to use on 
podcasts and live 
streams

Post 4 adverts, 4 
times per day over 4 
weeks = 120 Adverts 
and repeat every  
month, auto-post on 
social media 

Start

Finish

Market Connect

Advertise Automate Self Serve Scale up

Stream Access
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