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The Problem with
B2B Marketing

What
Business Want

» 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 staff

What
Business Want

» Marketing to provide guidance & education before purchasing

« Acquire new products or services to increase profitability

 Staff 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 CEQO!

* 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

On Demand/Self-Service Martech Dependency

» To obtain contact details via PPC & forms etc.
* TO automate prospecting

* TOo automate lead generation

* To automate appointment making

* To Integrate with CRM & ABM etc.

* Impartial advice

* Pre-sale & post-sale support and guidance
* Learn new strategies and technigues

* Learn how to use new products

« Demonstration of products or services

What
Buyers Do

What
Buyers Do

» 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 | look good? Feel good?

* 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”

IPO
£100m

The Business Statistics

£1 68 Per Person @

Per Anhnum

Venture Capital-B £10m

£1 35 k Per Person
Per Ahnum

£ 8 o Per Person
Per Annum

Angel Investment
£500k

20%

businesses

B2B purchases . ‘
' : would buy up to

involve three or

more people in
the buying pro-

$50,000 in a
single purchase -
self-service

% cess - Forrester .
‘ ' . -McKinsey

£ B2Bpurchases =
classified as

‘complex’ AT
- Forrester ' ~~ businesses .

opted for
remote human
or digital
self-service
- McKinsey

The Drive to go Digital First

7 83% buyers research digitally
' before engaging with a
salesman - Gartner

Less than 1% of buyers traverse the ;
'funnel’ and create revenue '
- Forrester

want more video
conferencing
- McKinsey

1in 400
cold call success
rates - University of
Life
Average turnover per

Derson per annum in
the UK is £100k

want more online CHAT
- McKinsey

4 Average
{ tenure of CMOs
. iNUK&USAis |

18 months

Surveyed businesses state
that remote first solutions
are the only way for
Increased growth

- McKinsey

The Solution
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