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Bridging the sales
- and marketing gap

From silos to synergy




For too long = has stood
in the shadow of B2C marketing

posi Ive

32B is now at the forefront of marketing innovation, both In ter
of understanding, and its use. As that innovation turns into best
practices, what lessons can tech marketing professionals learn?

How do we build hybrid, virtual marketing teams agile enough t
respond to the new deal between B2B tech buyers and sellers?

Let's break down our thinking, based on real-world experiences, t
show how a change of approach can yield extraordinary results.
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What marketing learnt from B2C

B2C used to be the place to be and
boasted the largest budgets. Many
marketing pros still believe innovation
happens mostly outside the B2B space.

Not any more.

Today tech powers the services we rely

on every day - from smartphones and
streaming to transportation and our
nealth. B2B tech firms are now the most
Nighly valued companies on the planet, no
onger losing out on top Mmarketing talent
to B2C.
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B2C campalgns once looked cooler,
reached further and involved a wider
range of skills, from creative to planning,

execution to evaluation.

B32B anad

B2C targeted starkly different

audiences with distinctive strategies and
tactics.

B2C marketing captures consumers’
Imaginations with emotional content,

triggering purchases based on

psychologica
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onal dimension of B2C,
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Ng INn terms of return on

Investment, efficiency, and productivity.
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How expectations

took over tech buying POSI Ive

Ultra short . Remote workers attend fewer events - Accelerated buying.decisions.mean mark
needs to add value in the buying process

earlier than ever

buying cycles - Quick and easy purchasing via explainers in chat

Greater focus on . Exp.ect attention-grabbing B2C-level content . Messages need to be short, hard-hitting a
first impressions - Easier to understand products are easier to buy different, delivering the maximum value e

Sky-high - B2B buyers want their specific issues solved completely
experience - Generic materials don't cut it
expectations - Want to look like ‘first to use’ heroes

- Buyers want their needs met throughout
sales process, no matter how brief

Bi t d - Peer endorsements and early price discovery favoured
IasS towaras - Analyst reports are TDLR

free - Prefer to pay for results, not advice

- Buyers hold the cards in the sales negotiat
- Trust other buyers’ opinions

Reduced brand - Low cost, no cost trials = zero-guilt ‘walk away’ . Buyers want to make quick informed decis

loyalty - Buyers favour asynchronous 24x7x365 online marketing . The same comms month after month wo
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Today, buyers are
consumers and vice versa

Outside B2C's transient fads, there Is

a world of marketing possibilities and
Mmore opportunity than ever for fresh

Ideas to shine.

Tired old tactics no longer work on
today’s sophisticated tech buyers.
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Tech is no longer just for nerds
by nerds

Non-techies expect great tech
at work as well as at home

B2B marketing has to be just
as buyer-centric as B2C
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B2B tech marketing is now cool POSITIVEe

Those who choose tech marketing in their
career realise early on that deep technology

knowledge is hecessary, but not sufficient, I l CI 100S€ al l
f : - P,
M other JOb .

The real B2B marketing challenge comes
from communicating clearly the core
differentiation of new technologies, and
creating compelling messages about the new
possibilities they create.

Be proud to be

INn our view, there's never been a better time
to market B2B tech. Just as the future Is
shaped by technology, tomorrow’s B2B tech
marketing teams are destined to lead the
marketing profession.
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B2B tech’s Big Bang POSITIVE

I Positive has pioneered three concepts
for the new world of B2B Tech

e hew ' The Buyer ’ 3 Virtualized
uyer cycle e Lifecycle e marketing
Engagement teams
(BLE) journey
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1. The new buyer cycle

“Am | interested?”
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2. The Buyer Lifecycle Engagement (BLE) journey POSITIVE

€

Evangelise

B2B

B2C

User Groups /
Customer Advisory

Trade PR Events User Groups / Gated Content
(earned and paid) Sponsorships Customer Advisory (inbound)

Boards
News | Reviews | Attend | Exhibit | eBooks, whitepapers,

Proof of Concept Customer reference
(Paid or unpaid) call(s)

Recommendations

Customer stories Speak Recommendations online courses and reports

and reports

Industry Analyst Prospecting F2F Pre-sales
reports and events
(pay to play) Review | News | Free consultancy
Customer stories | Competitive
Recommendations benchmarking
and reports

F2F sales Perpetual License Saa$S Subscription Customer
presentation Reference Program

Plus maintenance Case studies /
c 20% customer quotes

Recommendations
Recommendations and reports
and reports

Recommendations
and reports

Sy S M RN 5 S S g g S g g g S

Brand Advertising Brand Sponsorship Performance “Short-term Online consumer i Price promotions Buy Now Pay Later Subscription /
Marketing paid trial” reviews i Renewal
TV | Radio | Web | Sports | Music | Arts | i Point of sale /
OOH Celebrities SEM | PPC | 1 online offers
Retargeting i
Social Media / Consumer PR Test Drive / : Positive online
Influencers Free Trial review

- o o e i S e e
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3. Virtualized marketing teams POSITIVE

B2B Tech Marketing (Traditional silos) B2B Tech Marketing (In-house hybrid)

Internal
team

suppliers e.g. social, PR, AR team suppliers

External AGarketing discipline? Internal - External

B2B Tech Marketing (Integrated agencies) Virtual marketing team

Internal External Budget Single
team . suppliers holder external
supplier
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The virtualized marketing team POSITIvE

Recruiting for multiple marketing skill sets In-house marketers are starting to lean on

is hard. Often no longer worth the effort. agencies to fill the gaps in their own marketing
The alternative is to create a hot-shot virtual capability. World-class Virtual Marketing Teams
marketing team, where external help backfills can gain press coverage in the morning and

multiple internal marketing skills gaps. deliver an SEO audit for a client in the afternoon.

Aided by modern collaboration platforms,

campaigns can be built and deployed fast Virtual marketing teams understand how their
enough to catch buyers’ attention in the early particular tasks affect other client work. Gone
stages of a sale, a key criteria for success in is the traditional siloed agency model, replaced
today’s marketplace. Fast decisions mean there with agile processes which nurture information-

may be no second chance. sharing across workstreams as client needs and
results dictate.
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posiTive

In-house, external or virtual,
‘full stack’ marketing teams

add new skills

- Knowing what a key result is

- Appreciating how brand, product and viewpoint interact
- Up-to-date marketing and strategic skillsets

. Scaling activity up/down effectively

- Default is ‘creative by design’

- Agility to pivot fast between ideas and activities
- Deploy digital tools to automate low-level tasks
- Focus on data-driven insights
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What you should ask of your agency

Vendors ask...

)

‘Has your agency done a project
exactly like this one before?”

(0 o)

‘Can | save money by doing
this inhouse?”

(e )

)

‘Will an external agency cost less?”

team like the least?”

()

‘Which part of this project does my

But should ask...

“How do | build a roster of brilliant,
hard working and results driven
agencies?”

“How do | build a team who can
get the best out of this external
resource?”

“How do | coordinate internal and
external resources to create 1+1=3?"

“What gaps do | have in my internal
processes and how can | fill them
with the best people?”

Agencies ask...

=

“Which of our services do you need?”

.

=

“Can my team win this client?”

.

=

“Will | make money on this project?”

.

=

“Is this what we're famous for?”

.

posi Ive

But should ask...

“What is the best-fit for this specific
client?”

“Is this a project my team will love
and learn from?”

“Will we be able to show value now
and gain more work over time?"

“What new skills are clients going

to need in the coming years?”
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New buyers, new formats POSITIvVe

B2B buyers hold the power
To reach thes

he abundance of B2B tech vendors offering fast and buyers requir
efficient trials, extended free demos and the ability more freque
to change their minds every 30 days has de-risked
purchasing decisions. snad(able, CS
than conside

In addition, the merging of worklife and personal life
means buyers want to solve problems on the move,
online and offline, 24/7. Acting more like B2C buyers,
they're making decisions faster but changing their

MiNnds more often.
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posiTive

Is here to help you
syhergise your B2B tech marketing

To find out what we can specifically offer
your business, reach out to us:

hello@positivemarketing.com
Positivemarketing.com


mailto:Hello%40positivemarketing.com?subject=
http://Positivemarketing.com

