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WHY?

> SELLING TO
OPAQUE GROUPS

TRACKING AGAINS
QUANTITATIVE METRICS

RISKAVERSTON
(RED TAPE)
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“What is the biggest
problem marketers
face?”

"How to keep up with
trends to drive higher
quality leads.’

Source: http://
www.slideshare.net/
MathewSweezey/the-future-of-
marketing-2016-new-roles-
tools-and-trends/




YOU END. UP
DOING WHAT
“WORKS"”
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YU NI U
DOING THE
SAME AS
EVERYONE
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Magnitude of Driver Impact

B2B MARKETING NEEDS TO

GROW INTO ITS OWN
CREATIVE POTENTIAL

Representing a Smart/

\ 4

'

Expert Perspective
Being Containing P P
Accessible/ Interesting
Quick to Facts or Being Easy to 0.013
Find Anecdotes Understand
Providing the Teaching Customer
(0.132) (0.096) (0.047) Customer with  Something New
Compelling about Their
Reasons. to Take Business Needs/ Source: http://trackmaven.com/
Action Challenges blog/2016/05/b2c-b2b-

Non-Statistically Significant Drivers

marketing-research/

Statistically Significant Drivers @CLIFFSEAL



"High performers are 19x more
lIkely to be able to create a
single customer view.’

B2B MARKETING NEEDS TO

PUT DATA IN
ITS PLACE

Sources: http://
www.pardot.com/blog/
marketing-metrics-matter-
vanity-metrics-trap/,
http://www.slideshare.net/
MathewSweezey/why-your-
content-is-failing-you-and-how-
to-fix-it
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B2B MARKETING NEEDS TO

COMPETE ON RELEVANCE
(NOT VOLUME)

“We need to step back to our
roots and become digital
anthropologists, and digital

* ))
psychologists.
‘Matt LGV\/SOH Spurce: http://
Director of Performance Marketing, Google MathewSwemsonthe Atora.ch

marketing-2016-new-roles-
tools-and-trends/
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B2B MARKETING NEEDS
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WHAT'S DESIGN THINKING LOOK LIKE?

) t's solution-oriented and ) 't means embracing constraints
creative instead of analytical. 5 |
|[t's trusted, exercised t values divergent thinking as
intuition at work. much as convergent thinking.
't means being human- 't means being non-judgmental
centered and trusting the about possibilities inside of
rest will follow. constraints.

A |t meanswe let our best ideas rise to the top.
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DESIGN THINKING PROVIDES A

FRAMEWORK
FOR INNOVATION
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Source: Designing for Growth,
Jeanne Liedtka and Tim Oglivie
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Visualization

? 06@@ s

Source: Designing for Growth,
Jeanne Liedtka and Tim Oglivie
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Source: Solving Problems with
Design Thinking: Ten Stories of
What Works, A. R. King, Jeanne
Liedtka, and Kevin B. Bennett
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Source: http:/
www.bloomberg.com/news/
articles/2012-04-12/wring-

the-most-out-of-a-trade-show,
https://www.coursera.org/
learn/design-thinking-
innovation/lecture/igOkE/the-

ibm-story
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WHAT IS?
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KNOW WHAT IS THROUGH

SHARING KNOWLEDGE

» DISCUSSION
IMMERSION

SHARED LANGUAGE

@CLIFFSEAL




KNOW WHAT IS THROUGH

BETTER QUESTIONS

» 5 WHYS

FIND INTERNAL
ASSUMPTIONS

DISCOVER NEW
POSSIBILITIES

@CLIFFSEAL



KNOW WHAT IS THROUGH

TALKING TO
ACTUAL PEOPLE

» INSIGHT
OBSERVATION
-t MPATHY




MAKE- it

Source: http:/
www.bloomberg.com/news/
articles/2012-04-12/wring-

the-most-out-of-a-trade-show,
https://www.coursera.org/
learn/design-thinking-
innovation/lecture/igOkE/the-

ibm-story
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WHAT IF?
WHAT WOWS?
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EXPLORE WHAT IF THROUGH

DEMOCRATIZING CREATIVITY

» DECENTRALIZE
DIVERSIFY

FACILITATE

@CLIFFSEAL



Understand Define Decide Prototype Validate




Understand Define Jecide Prototype
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RY SPRINTING ABOU

GENERATING MORE
CUSTOMER REFERRALS

What do customers need to
become loyal?

ldeate around how to provide
that information to them and
when.

Build a prototype.

Put it in front of people and test
the concept. Iterate as needed.

@CLIFFSEAL




MAKE- it

Source: http:/
www.bloomberg.com/news/
articles/2012-04-12/wring-

the-most-out-of-a-trade-show,
https://www.coursera.org/
learn/design-thinking-
innovation/lecture/igOkE/the-

ibm-story
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WHAT WORKS?




A culture that believes that it Is
petter to ask forgiveness
afterward rather than permission
before, that rewards people for
success but gives them
permission to fail. has removed
one of the main obstacles to the
formation of new ideas.”

- [''m Brown

@CLIFFSEAL
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Press to exit full screen
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Source: http:/
www.bloomberg.com/news/

articles/2012-04-12/wring-

the-most-out-of-a-trade-

innovation/lecture/igOkE/the-



http://www.bloomberg.com/news/articles/2012-04-12/wring-the-most-out-of-a-trade-show
http://www.bloomberg.com/news/articles/2012-04-12/wring-the-most-out-of-a-trade-show
http://www.bloomberg.com/news/articles/2012-04-12/wring-the-most-out-of-a-trade-show
http://www.bloomberg.com/news/articles/2012-04-12/wring-the-most-out-of-a-trade-show
http://www.bloomberg.com/news/articles/2012-04-12/wring-the-most-out-of-a-trade-show
https://www.coursera.org/learn/design-thinking-innovation/lecture/iq0kE/the-ibm-story
https://www.coursera.org/learn/design-thinking-innovation/lecture/iq0kE/the-ibm-story
https://www.coursera.org/learn/design-thinking-innovation/lecture/iq0kE/the-ibm-story
https://www.coursera.org/learn/design-thinking-innovation/lecture/iq0kE/the-ibm-story

: /\v Source: Solving Problems with
\\( Design Thinking: Ten Stories of

, C What Works, A. R. King, Jeanne
: Liedtka, and Kevin B. Bennett




WHAT NEXT?
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START BY

REORIENTING AROUND
GOALS TO BETTER
TRACK SUCCESS

LLLLLLLLL



START BY

SINDING AREAS RIPE
FOR YOUR CREATIVITY
& AUTOMATE THE REST

@CLIFFSEAL



TRY SPRINTING ABOUT

ACCOUNT-BASED MARKETING
SIRATEGY

) What defines your ideal (but
realistic) account?

ldeate around how to ensure
relevance is infused.

Build a prototype.

Put it in front of people and test
the concept. Iterate as needed.

Experiment with 1-3 accounts.

@CLIFFSEAL



RY SPRINTING ABOU

BULLSEYE FRAMEWORK

»

~OR LEAD GENERATION

Brainstorm potential acquisition
channels

Prioritize the channels most
likely to give a solid return

Test your guesses using very
small, inexpensive experiments

“Double down” on what worked

Source: Traction: A Startup Guide
to Getting Customers, Gabriel
Weinberg and Justin Mares

@CLIFFSEAL




EVERYTHING
SHOULD

PP PO RL ISy
CREATIVE
CONNECTION
WITH YOUR
CUSTOMERS
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