B2B Marketing
We love ROI
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Introduction

In a report produced by B2B Marketing and Circle Research,
there were 2 headlines that perfectly illustrate the state of
B2B marketing at present:

3/4 of B2B leaders feel their
budgets aren’t big enough. A
3rd would like to see their

budget at least double.

Only 6% of B2B
leaders can calculate
ROI all of the time

Is there a direct relationship between these two
pieces of information? Of course there is!

The economy is only now starting to see the green
shoots of recovery, and businesses are still
understandably cautious about company spending
and budget allocation. This means that only the
parts of the business that can prove their worth with
concrete results are likely to see any serious
Investment from the board.
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So what does this mean for the 94% of
marketers who are unable to calculate ROI all
of the time?

Unable to
measure ROI

Restricted No proof of
testing & "Welgig

budgets for to the board
new technology

Little or no
iInvestment
from the board
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Modern Marketing Channels

There was a time when measuring marketing ROl was easy.
The ROI of a direct mail piece could be calculated by simply
subtracting the total production costs from the revenue directly
generated by the response to the mail. When emails arrived
on the scene, ROl was equally as easy to calculate. Things
have now changed and so our attribution should change too.

In the past few years, the number of communication channels
used to reach B2B prospects and leads has grown at a
lightening pace. With social media channels like Twitter,

LinkedIn and Facebook plus blogging and content now being

used frequently, marketers have their hands full.

To make ROI even more difficult to measure, some of today’s
marketing technigues may not actually include a marketing
message or a call to action (such as social updates on sites like
LinkedIn). This is a hurdle which has arisen since the advent of

inbound marketing and the prevalence of lead nurturing.

We know that inbound marketing is a combination of online
content and driving brand awareness that strive to show thought
leadership and build a relationship of trust with a prospect. In the
end, your prospect will likely hit a number of different touch-
points before being sales ready, so identifying an attribution
model to reflect this is increasingly difficult.
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Moving the goalposts

"As the B2B sales cycle has
lengthened, the marketing professional
must now track and analyse more
steps in the buyer’s journey"

-Mediafly

"47% of B2B organisations
don’t measure the ROI of
their content marketing
efforts, with the top two
reasons being no formal
justification required and
the need for an easier way
to measure ROI"

-ZoomlInfo

Likes and shares might look good on a social media
v profile, but they don’t pay the bills!




The sales funnel and
marketing automation

In 2011 there were 150
software vendors in the
marketing-tech space.
There are now over 5,000

-Selecthub

What have they downloaded?

What pages of the website
have they visited?

What social media channels and posts
have they interacted with?




The Sales Funnel
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Channels, Forecasting and
Improvements

Engagement rate: the number of prospects that engaged with your
business/marketing channels
sLead rate: the number of prospects that converted to a lead
eConversion rate: the number of leads that converted to a sale
*Closed business: the total revenue generated
*Pipeline: the number of leads that end up on the forecast
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What does this mean...

When the time comes to
provide the marketing reports
to the board; the marketers
who can show concrete
results, cost-cutting measures
and increased ROI are the ones

who are most likely to see their
budgets increase over the
proceeding 12 months.
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Looking to increase
vour ROI and sales
conversion?

We would love to speak with you about your new
business strategy for 2020!

02392 314 129

firstdate@marketmakers.co.uk
marketmakersuk
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