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Why do people buy?

REASONS BUYERS GIVE FOR VENDOR RELATIONSHIPS GETTING STRONGER

Trust

Personal
Relationships

45%

Responsiveness

Quality

43%
Improvements

Value For

The Money Sk

How can the internet help?
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Think about the last sale
that you closed

 How did the prospect first find you?

 How many sales calls did you
make”?

« How much did a sales call cost?

« \What did it take to close the sale?
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Understanding the Customer Journey

 Awareness - Finding out about your solution
 Education - How can you solve the problem
« Consideration — Overcoming objections

* Decision to Purchase — Closing the Sale

 Deliver and Service — Create a repeat
purchase

March, 2017 What behaviors make a good sales person?




How is your Customer Journey Different?

Which best describes the type of SALES CYCLE your organization most
often encounters?

How do

Complex sale
yO U use and Direct sale

Il

the el
internet at i
va rl Oous inflT:nn:ers)
steps in
th e few
. influencers)
journey? 31%
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Develop Content for your Message

 What are the questions your prospect/customers
are asking?

* What kind of answers do you present?

« Can that answer be easily found?
— In the internet tool preferred by the searcher

* Once the answer is found, how does it help move
the prospect down the purchase process
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The company with the best
answer experience is the
one the buyer will work with

If you are not there, and
your competitor is....
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What Are 2 Questions that your
customers and prospects ask?

* What is an obvious question?

* What is a question that you would like some one
to ask that they don't?

Now spend 1 minute and write 2 questions
 Go home and write the answers!
« Are they on your website?

 How can you use them during the customer
journey?
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What is working!

Jm based on a survey of 179 US B2B marketers across industries

February 2017

' Which of the following channels drive leads for you?
Which of the following channels drive revenue for you?

Channels Driving Leads and Revenue for US B2B Marketers

o
73% 70%
63% 63%
55% 549
44%
37% 37%
27%
13%
3%
[
Email Organic Search Social Media Paid Search Display Advertising Not Sure
MarketingCharts.com | Data Source: DemandWave
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Targeting to new or existing customers

NMC Retail SMBs' Top Customer Acquisition and Retention Channels

based on a survey of 254 retail professionals at companies with less than $100 million in annual revenues

July 2016
I © 1%

Email marketing

Organic search

Paid search

Social media

Retargeting

Affiliates

Referral marketing

Mobile marketing
Marketplaces

Comparison shopping engines

Other

MarketingCharts.com | Data Source:

— 62%
I 59 %
!— 51%
— 49%
— 31%

— 21%
— 16%
I 15%
:— 8%

|lz%

"Which online activities primarily drive customer
acquisition & retention for your organization?"

E Acquisition

Retention

WEBR Digital / Emarsys
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What Social Media to Use?

Social Channels Used to Learn About New Products

,M based on a survey of 1,174 US consumers who had made an online purchase in the prior 3 months

November 2016

70%
"Which channels do you check to learn about new products?"
60%
® Qverall Gen Z ® Millennials Gen X H Baby Boomers
50%
40%

30%

20%

Facebook YouTube Instagram Pinterest Twitter Snapchat
® Overall 23% 14% 10% 8% 6% 3%
Gen Z 23% 18% 20% 9% 6% 7%
® Millennials 25% 15% 6% 9% 9% 2%
Gen X 25% 12% 49 8% 6% 2%
B Baby Boomers 20% 10% 2% 7% 3% 0%

MarketingCharts.com | Data Source: Bluecore

I don't turn to any
social channels

36%
15%
33%
43%
59%
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What Content to Use?

MC Effectiveness of B2B Content Types Across Social Platforms

i based on a global survey of 342 B2B marketers (46% North America; 41% from companies with at least $100m in revenues

November 2016

"Which of the following content types, in your opinion, worked well across different social media platforms?"

B Facebook Twitter ® [ inkedIn

100%
90%
80%
70%
60%
50%
40%
30%
20%

10% I
0%

Videos Gaming Infographics Interactive Blog posts Lists GIFs How-to Research Articles Whitepapers
content posts reports & case

studies

MarketingCharts.com | Data Source: Regalix
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What is working!

N\C Top-Performing Social Content Type, per Enterprise Marketers
based on a survey of 304 social media marketers from companies with at least 100 employees
August 2016
23%
22%
18%
16%
129%
l l )
Videos Images Offers and Articles Reviews Infographics
promotions
MarketingCharts.com | Data Source: Clutch

March, 2017
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Where would you use this content
during the customer journey?

| MC Most Effective - and Difficult - Video Content Types

based on a survey of 280 marketing, sales and business professionals from around the world (80% B2B)
% indicating the most effective types of video content used and the most difficult to create

September 2015

o T, 5 1%/
Customer testimonials 42%
; — T 50%
Explainer/tutorial videos 200/
S N 499%0
Demonstration videos 26%
oy N 359%
Thought leader interviews 299/,
_ . . I, 26%
Project reviews/case studies 41%
o [
Webinar videos 7o 23%
m Most Effective
T — N 15% :
g 95 1304 Most Difficult
; N 13%
Event videos 219%

MarketingCharts.com | Data Source: Ascend2 and Research Partners
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Do you need to go mobile?

Device Preferences Throughout the Day

Know your Most Weekday Tablet Usage Occurs Between 8pm and 9pm
numbers - most

websites still
receive the
majority of traffic
froma PC

Know your
prospects and
customers — are
they searching as
they walk down
the street

Or reading in the S of 4
evening

Tablets popular
at night

PCs dominats
working hours

f Mobiles brighten  }
i the commute D

.. Share of Device Page Traffic on a Typical Workday

(- cﬂlﬂ S[- {..-}RE (T O T T Eoutan oesEasir Devion Evaer=tale. Masulip &1 Jaseary 2073, U
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Understand your numbers

208 — Mobile vs. Desktop Data
Opened =
18
Acquisition Behavior
DAvIES Sugey : % New Bounce Rate Pages | Avg. Session
Seesions V! Sessioms New Users Session Duration
13,788 80.43% 11,080 48.95% 2.76 00:02:07
1. desktop 9,877 (71.83% 81.02% 8002 (72.1¢ 51.00% 2492 00:02:18
2. mobile 3,548 (25.73 79.26% 2812 : 42 78% 2.27 00:01:38
3. tablet 363 (z2.63% 75.76% 275 (24 53.44% Kl 00:02:02

March, 2017 17



But even if
the numbers
don't require
a mobile site..

There is a
sense of style
and being up ot b
to date
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Thinking about a mobile site?

* A picture is worth 1000 words
« Each page stands alone

* Look at it on multiple devices and check it
out with your browser open differently

* See how pictures & videos are presented

* Think about separate websites/links for
different topics

* Create something you like
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How will your website look?

27 in.
MacBook MacBook Air MacBook Pro iMac

How will the
user
experience
be different?

0 O O Qe

iPad Pro iPad Air 2 iPad mini 4 iPad mini 2

o (00 00

iPhone 65 iPhone 6 iPhE:_tne SE
March, 2017 o
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Designed for Desktop

Cubus EV Query & Analysis

Benefits

Testimonial

INTERESTED IN CUBUS OUTPERFORM EV DASHBOARD QUERY &
ANALYSIS? SPECIAL PRICE!

cubus outperform EV analytics enables you to take an entire

new approach to enterprise performance management that on the route to YOUr SUCCESS:

outperform

cubus

seamiesshy links the financial, project, and strategy worlds.

Busi bli i cubus outperform
ciness processes become transparent i
usiness processes become transparent, enabling you to EV Mobile Client

minimize risks, to reduce costs and to fully utilize your

innovation and development potential.

cubus AG is the developer of cubus EV a browser-based cube
viewer and dashboard solution for IBM TWM1, Microsaoft Analysis To see cubus in a mobile environment, Click Here.

Services and Oracie Hyperion Essbase. Cubus AG has 20 years of Learn M Ore For more information about this discounted

experience in enterprise planning and performance management. offer, Click Here,

Discover more about cubus EV and performance management,

Decision Systems Inc. is a Value-Added Reseller and Business Partner.

Said Robert Mayette, Business Leader Business Intelligence for Mastercard, "EV Analytics really lets OLAP reporting live up to its promises, Furthermore, I'm always

e asking

mpressed about how much attention the cubus team puts into enhancing EV Analytics. They slways canvas their customers and layer in the features that people

for. Thatshould be the norm for software companies, but it

Call to Action

cubus recognized in the Bl Survey 16: the worid's largest and most comprehensive survey of business inteliigence end users.

n't, and cubus continues to delight with each release of EV An

cubus achieves a great set of results in this year's Bl Survey, getting top rankings in many important KPls including "Business value', ‘Customer satisfaction’, '‘Competitiveness’

xperience’ and improving on many of its results from recent years. As 3 comparatively small German vendor, cubus' results are even more remarkable,

comfortably beating many local and global rivals. 63 percent of cubus users daim to have no significant problems at all with the product, which is why many are happy to

&

recommend cubus 1o others, a strong indicator of satisfaction with the product.” To access the entire survey results, click here.,

March, 2017
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Benefits

Mobile
Experience -~

Ses what CUBLS EV eanda 1o Learn about CLALS BV
IPTHpTOWE YT business ANYVWHERE

Learn More

L A ¥ ilay

i e R R S Testimonial

Learn how Decslons Systems
cam hielp vour malementation

Call to Action
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Integrate your social media with email

Eric, Thought you might be interested in a couple of videos.

The challenge many small business have, is getting noticed when prospects and customers are looking for a major supplier. Check out how
we handled the problem in this video.

Competing with a big brand, here is a video that attracts search traffic from the big players and offers up your solution.
Why Multistack as opposed to Trane, York, McQuay or Carrier? Mark Platt - CEO
hitp:/iyoutu be/zZECITBGVRA

Also, wondering about the success of your internet efforts?

Measuring the success of websites & social media campaigns: Mark E Goodman
http://iwww youtube com/watch?v=bz¥YrlyOMr 0

Thanks,
Mark
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How do you spend your time?

Evaluate where the prospect is in
the purchase process. What do
they need to go to the next step?
How does the prospect make
decisions?

What questions remain
unanswered?

What internet content do you have
to move they buying process along?
What makes this opportunity
different?

Will a personal call help or hurt?
March, 2017 24




It will take time:

Help make the Snowball Effect work

B 3

something small...

gets no going back

oint

The
Snowball
Effect
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How will you measure success?

Which of the following METRICS ATTRIBUTED TO SOCIAL MEDIA does your
company track?

‘

Click-through rate 589

=
(=1
il
-

Engagement

Referral traffic 46

Lead generation

I

a7

Reach

w
V= ]
,
&

Conversion rate
Search engine rankings
Return on investment

Sales revenue

Ascend2

Social Media Marketing Research Benchmarks, Ascend2 and Research Partners, November 2013, N=523

[

=i

3
kbl
i
b
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Tips for Success

Look at the internet as part of your Total Marketing
Plan

Get Started

— Follow on Twitter or Subscribe on YouTube
— Comment

Make some notes on what works for you

Make a list of the questions your prospects /
customers are asking

Create Content that offers value
Respond immediately when queried
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