h What are the four categories of content that drive
O n e n a the buying process for complex B2B solutions?

Connects

Key Points

e What contributes most to the
buying experience?

® How can vendors uncover unknown
customer needs with confidence?

—

o What types of content are needed
for personalized one-to-one ;
engagement channels?
_ e
action -
Solution Framew :
—— —

Criteria: Solvable business problem and overview of
1ow (aligned but not explicitly referenced with your
luct or service)

MSrandMaker

ENGAGEMENT CHANNELS

Paid Omni-channel : Intr
Traditional: Ads, direct mail, events, PR, sponsor- —_— Let’s
ships, trade shows ; Ydent

Digital: Blogs, content syndication, display, text &

retargeted ads, email marketing, SEO, social media,
videos, white papers

Cost: Two to five touches @ $35 each = $70 to $140

Personalized 1:1 Engagement Channel ‘_;
Branded: Mobile app and Website '

_ —» Whe
Proactive: Personalized recommendations ' A feu
and notifications

Proaressive: User-driven disclosures of identity optior




Drivers of Customer Loyalty
What contributes most to the

. - Rep offers unique valuable perspectives Rep educates me on new issues & outcomes
buying experience?
ying p on the market Supplier is easy to buy from
Based on primary research of more than 7000 R I 25 10 HENAE L83 BT Supplier has wid_esp!-ead ERBRCL
organizations, the data revealed that interaction : Rep helps me avoid potential land mines across the organization

with Sales creates over half of the buyer’s
experience of value and basis of loyalty - why
customers will buy again.

The data also calls attention to what Marketing
brings to the customer’s experience.

These data also emphasize the value of supporting
the decision influence team: “widespread support
across the organization.”

This suggests an opportunity for using person-
alized 1:1 engagement channels to provide
unique, valuable perspectives and catalysts for
conversation with Sales.

Conduct decision-influence forensics on 10
or more customer accounts, identifying the
common roles and their decision-support
information needs.
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Conduct five or more deal postmortems
with account teams, mapping the flow of
marketing and sales content to key
decision influencers.

19%

Company and Product and Value-to-Price Sales
Brand Impact Service Delivery Ratio Experience
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Proposed
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INVESTMENT
RETURNS

Higher Share Price

Balance Sheet
Improvement

Compliance /
Lower Risk

Increased Revenues

Lower Costs

Process
Improvement

Intangible

RELATIVE
VALUES

$10-$100

BUSINESS
BENEFITS

Marketshare gains, M&A, blockbuster
products, medga deals, business model
innovation

Lower debt, better operating ratios,
higher asset valuations, new asset
classes.

Ranges from training certification to
consent decrees and malfeasance

From existing accounts and products
OR from new accounts, new products,
and new markets

Measure reduction of fixed and
variable expenses OR higher asset
utilization rates

Qualitative, rarely quantified; tactical,
small scale improvements such as less
hassle, stress, etc.

Minor or inconsequential “localized”
effects or too new for baseline
comparisons

How can vendors uncover unknown
customer needs with confidence?

Marketing brings an attractive, differentiated
value proposition to the potential customers
who are most likely to buy.

The figure to the left depicts the often obscure
value calculus of buyers.

Most CFOs and economic buyers will pigeonhole
an offered solution into one of seven value cate-
gories. Too many vendors allow customers to do
this, thus deprecating a good value proposition
and setting up the buyer to demand discounts.

Effective marketing today starts with insights
about how their solution drives value into a
customer’s business.

The development of these insights—how your
solution drives value into a customer’s
business—remains one of the more difficult
jobs for Marketing. This is followed by transform-
ing an insight into a hypothesis-driven pitch—
for Sales to use in developing an account.

Through market forensics, categorize the
weaknesses and breakdowns in your

customer’s business models

Segment your customers by their shared
weakness and breakdowns.

Develop a value hypothesis that emphasizes
the most strategic and credible effect of your
product or solution.
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Content Categories More Positive
What types of content are A

needed for personalized 1:1 Following the boot camp theory of shocking 4 e ~
engagement channels? the customer with the “unknown"... o : Your Solution and
‘ ...then building back the customer’s Implementation Map
The content that fuels personalized 2 0 confidence in a new solution N | Serices or oitions
one-to-one engagements moves a Reframe linked back to key
buyer through their journey. T e— teaching points and
unrecognized problem, _ highlighted path to
The figure to the right depicts the four need, or assumption ...breaking down the problem i iR
categories of content: warmers, pain- : behind the “unknown” :
points, solution frameworks, and a L s Compelling story
, . S insights about the customer
vendor’s solution. - : o
= ~ e Hypothesis- e New positive effects
Aut fi . lized _to- ] W driven pitch 2 3 7\ in customer’s
utomation of personalized one-to-one c SEEES « Industry thought Rational Solution Framework business or individual’s
engagement, using these four categories IE = Build credibility by leadership support|  Drowning New Way Forward workflow
of content, enables Buyers to .access rele- — *3 Ziﬁgnniggi:;méﬁséth Gradually intensifies the A new framework for ad- | e Satisfaction
vant content from a curated directory and - EE g empathy problem, both in degree dressing the problem assurance: Closing
subsequently read, tag, and share with = and closeness to the - implicitly tied to your with the supplier’s
others Q e Industry customer superior value proposition unique capabilities
) e benchmarks
= » Forensic research Lol e Pi '
Action Points for Realignment = rationale _ FECiE Rl
of Marketing and Sales reflecting similar il e : problem to address
Psychological features
problems ¢ ROI calculator for of the problem, or pres- now and how
e Search the W,eb and t_he s a featured class ence in the individual’s e Detailed narrative
competition’s website for ER of solutions workflow, humanizing case study with
examples of warmers, pain v the problem prescriptive
points, solution frameworks, “ _ lessons learned
and implementation maps. 2 * Train wrecks from |« Custom diagnostic
)® S|m||ar S|tuat|0ns assessment &
Develop or commission your . Ei‘f_%f:i'gﬁgs'%?om EENEMAEA
own content for all four categories. other victime of
bad choices
More Negative
Intrigued Drowning v Involved v Relieved

Emotional State of the Buyer

BrandMaker | Content that Connects: What are the four categories of content that drive the buying process for complex B2B solutions? Visit BrandMaker.com 4
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Marketing and sales work together in
creating the buyer’s experience

Getting widespread support across the
organization’s decision influence team
consitutes a key accomplishment of the
winning vendor

Personalized 1:1 engagement channels
can perform much of the work that Sales
now does:

Providing unique, valuable perspectives
Educating buyers in the general
solution and selection criteria
Pointing out “lessons learned”
through narrative case studies

Development of content for personalized

1:1 engagement channels starts with
unique insights—How your solution drives
value into a customer’s business

It’s Marketing job to transform these insights
into hypothesis-driven pitches & provide
“air cover” as Sales develops their accounts:

Warmers

Painpoints

Solution frameworks

Solution with implementation map

Personalized 1:1 engagement channels
automate the delivery of this content

How well do we connect with the business
drivers of customers?

What were the actual business drivers for
our last 15 sales?

What technology is required to administer
personalized one-to-one engagement
at scale?

In their own words, why did customers buy
from us, and not the other guys?
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