INCREASES SALES
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What's Missing?

Trends & Buying Behaviors

What it means for 2017 B-B sales & marketing strategy

Ian Levine ra|innovation




Business Positioning Marketing

Plan Plan

Market Market Pricin Buying Customer
Problems Definition 9 Process Acquisition

Win/Loss Distribution Buy, Build Buyer Customer
Analysis Strategy or Partner Personas Retention

Distinctive Product Product User Program
Competencies Portfolio Profitability Personas Effectiveness
w
prs BUSINESS PLANNING PROGRAMS READINESS SUPPORT g
= 5
w0 i 4
Asset Use Thought “Special”
Assessment Scenarios Leadership Collateral Calls
Stakeholder Lead
Communications Generation
Referrals & Channel Channel
References Training Support
Experts in technology Specialize in Trained hundreds of thousands
product management and training of people at thousands of

product marketing companies since 1993



Experience Building World-Class Programs

MERRILL £yp sgles
MY CORPORATION

A [RON MOUNTAIN® SVP sales strategy and operations

n Gordon

4' Brothers head of sales and marketing

I"#I#l | N novation CSO and board member

m board member

SALES MANAGEMENT

———ASSOCIATION —

25+ years running

sales and marketing
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“It is the obvious which is so
difficult to see most of the time.”
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-Isaac Asimov
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Think of Your Last Major Purchase

How important were
the references and

peer reviews versus
the sales pitch?

ASK
YOURSELF

PRAGMATIC
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Trust Works Differently Now

L] L]
® omn ® omn
.
* o ABack to Safari 141 3 reccs O2-UK F 11:40 o
o000 Q2-UK ¥ n41 im

-0 amazon
OpenTable- N1

Google's Project Ara modular phone
lives and will go on sale In 2017

6P and 57 probably
won't get Android N's

O

X

O O
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02002 02-UK 1143 3m
noltentomatoes com

MOVIES OPENING THIS WEEK Get Ticke
#51% X-Men: Apacalypse MAY 2
#g50%  Alice Through the Locking Glass MAY 2
@ 74%  The Ones Below MAY 2
& 100% Australia's Lost Gold (Lasseter's... MAY2

@ 75% Chevalier MAY 2
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Trust

entered the era
of Peer-2-Peer

Selling!
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Evolution of Buying and Selling

& €

1990’s 2000's 2010 TODAY !
Features Questions PowerPoint-centric Consensus
and benefits and value: “challenger decisions: peer
build or buy? movement” to peer
validation 'J
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MAJOR

dynamic shifts in
business today
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STRATEGIC
ALIGNMENT




The Increase of Complexity Continueso

> 5.4

>

2000 2014 2016
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How Group Dynamics Affect Decisions o

Risk aversion increases

Polarization effect Group members seek like-
OCCUurs minded individuals (peers)

PRAGMATIC
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™
Content Overload

./ =
BE588
B~"EE58
webinar
L series |

300 6,000
Hours of video uploaded to YouTube

Tweets per second
per minute

2,000,000

New blog posts per day




4 Million



When Our Brain is Overloaded, it Shuts Downlil=}
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SiriusDecisions » =DGC [ Canad
Intelligent Growth™ RESEARCH Review é
%—a.
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P2P Selling!

Findings:

Referrals and references rank high for
leads and closing business.

SiriusDecisions »

eid
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P2P selling!

Findings:

eid

-

fIDG Peer-to-peer interactions were heavily

RESEARCH

weighted in the vendor selection.
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What

Salespeople
Need to Findings:
Know About _ ,

Peer influence ranks higher than:
th e N ew B 2 B e Company websites
Landscape TN

188} 0 128 Haryard e Sales presentations
Business
Review

-
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Organize,
enable and
optimize
peer influence

to accelerate
sales

OOOOO

3AIJwod Bunaxtewonewbeid
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P2P Selling Is the Effective Solution to
Buying Committees & Content Overload-

sales enabled

©

3

=]

2

Customer Engages buyers Improves 5
advocacy with your happy customers velocity 3
. . . S

becomes in a process-driven manner and win rates 5
=]

g
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Will Committing to a P2P Sales Strategy Work?

“Customers that have invested in a robust
customer reference program appear to sell value
and differentiation 3 to 5 times better than
others. This is one of the strongest sales and
marketing effectiveness correlations

we saw in our study.”

Jim Dickie
Founder | CSO Insights

3AIJwod Bunaxtewonewbeid

2015 CSO Insights Sales Performance Optimization Study of 1200 companies
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Where Should Sales & Marketing Invest
Time and Energy to Drive Revenue?

HubSpit 5 8 %

INBOUND CONFERENCE

November 2016 Wo rd—Of—mOUth
referrals
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What Are the Best Revenue-Driving Strategie

for 20177

Performance

Opportunities management/
coaching

Proposals/Quotes

PRAGMATIC

Iive)))

Data, predictive
analytics and
artificial
intelligence

Quote to ash
systems
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New Revenue = New Thinking

Customer Customer

«P

IDC customer experience loop
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Enable Peer Influence
#P2PSelling
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Embrace
&

Enable

Invest in
strategies and

technologies

3AIJwod Bunaxtewonewbeid
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Reference Requests [9]

O Reference Requests
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Provide
a 3602 view
of content impact
on purchases

111111
Yy/ia il
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N =N

h Infographic
=

94

Sell Sheet 1

Support B
Account-based ‘ f&) % i i

marketing N

support 3 Rationalize N
content strategy
.to customer-story focus g,

Corporate
brochure

White paper ' ﬁ | | -":fff \ = \Website
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Committo a
best-practice
reference
program

3AIJwod Bunaxtewonewbeid
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Develop
customer-story launch
process through sales win
data capture mapping back

to buyer’s

= journey

webinar
series

3AIJwod Bunaxtewonewbeid
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Maximize
referrals through
social selling,
data, process
and tools
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Establish Peer-Review Site
Advocacy Campaigns

(5/crRowD LSS M SAAS GENIUS

Reviews

Buyers Guide Based On Client Reviews




Still need more ammunition to fund, resource and get
buy-in to enable P2P selling?

B2B buyers are becoming risk adverse...
they want evidence that your product
or service does what you claim,

and not from you—from another customer.
-Hub Spot
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Still need more ammunition to fund, resource and get
buy-in to enable P2P selling?

CXOs make purchasing decisions
25% faster with a good reference.
The #1 thing that buyers said influence

their preference to purchase is references...

-Gartner

PRAGMATIC ‘ live)))
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Still need more ammunition to fund, resource and get
buy-in to enable P2P selling?

Customers are the new market-makers, reshaping
industries and changing how businesses compete

and win.
-Forrester Research
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Still need more ammunition to fund, resource and get
buy-in to enable P2P selling?

Smart companies manage their
customer references, and even
smarter ones manage them well to

ensure every reference is maximized.

-Casey Hibbard
Author of Stories that Sell
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REVENUE HIGH IMPACT

A * Sales Call R
/'\\ w/Demo * Reference Call
"otk * Outcome Based
bl Customer Stories X :
: ® Executive * Site Visit Benchmarking
* ML Briefing
Z * Video Testimonial
Ll
E * SME Influencer ®* Analyst Review E
o * 3% Party %
* Company Content
Website * White Papers =8
/\ ® Marketing :
* ad Collateral * Review Sites S
A L
* Cold Call g
A ®* Testimonial Quotes a
(@]
® Tweet 3
/\ 3
g.

SPP> TRUST ST




Find Your Missing R

and Win the Race!




&

contact

Rebecca Kalogeris

rkalogeris@pragmaticmarketing.com
@pragmaticmktg

lan Levine

WWW.roinnovation.com
@ROInnovation
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Thank You
for attending!

Join us for next month’s webinar:

Innovation

JAN

Product
Portfolio

APR

Requirements

JULY

Product
Profitability

OCT

Customer
Acquisition

FEB

Win/Loss

MAY

Distinctive
Competencies

AUG

Referrals &
References

NOV

Customer
Retention

MAR

Stakeholder
Communications

JUN

Collateral

SEP

Innovation

DEC

Market
Problems
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