
A sales conversation was appealing to a B2B buyer because it was the gateway to 
info that he/she would otherwise struggle to obtain. Ideally, Marketing simply 
raised awareness and then it was down to Sales to work its magic and skilfully 
take leads through the phases of education, consideration and ultimately deci-
sion.

And then it all changed. Along came the internet. And mobile. And tablets. And 
review websites. And product comparison websites. And social media. And a 
list of things as long as the unsubscribes from a spray-and-pray email campaign 
that eventually Sales magic had been diluted so dramatically that all that was left 
was thousands of unreturned phone messages, unopened emails and unfulfilled 
quotas. 

These days, nine out of ten business buyers say that when they’re ready to buy, 
they’ll find you, while 70% of buying decisions are made by the time buyers are 
ready for sales conversations. In other words, the shoe is now firmly on the other 
foot – and it’s a foot that continues to kick Sales teams that have yet to change 
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their approach to fit with the new trends in B2B buyer behaviour.

Understanding the changes
Consider any major purchase you plan to make or have made recently – be it a 
car, camera, computer or anything else in-between.

Now consider how you evaluated these options in the build up to making your 
final decision and whose advice you sought en route.

If the process involved receiving mail about a product you hadn’t thought about 
before, visiting the shop and allowing the salesperson to guide you from aware-
ness through to purchase, then it’s fair to say you’re one of the few remaining 
people capable of being influenced by the inefficient ‘spray and pray’ marketing 
techniques of old.

If, on the other hand, you conducted your own research online in your time and 
sought advice from trusted, independent sources ahead of involving a salesper-
son, then this is a far more accurate representation of the modern buyer’s jour-
ney.

The same is true of B2B buying. Today’s customers are entrenched in an age of 
‘information abundance’ that has transformed the roles of marketing and sales 
departments beyond recognition.
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Relevant email drives 
18 times more revenue 
than broadcast emails.

(Jupiter Research)

As buyers conduct more of their own research, it’s now down to marketing departments to nurture and 
educate to ‘sales ready’.
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What does the modern buyer want?
To understand what buyers want, it’s best to start with what they don’t want.

First off, they don’t want information that is too technical for their level of un-
derstanding. Equally, they don’t want materials that are blatantly promotional, 
non-substantive or lacking in credibility. 

In order to engage the modern buyer therefore, Sales and Marketing teams must 
unite to draw up laser-focused buyer personas that identify the pain points that 
are causing their target markets’ sleepless nights.

They must also establish the various stages a buyer goes through in their buying 
journey. Once this information is in hand, marketers are empowered to produce 
sparkling customer-centric content that, using a marketing automation platform, 
can be distributed to the right people at the right time.

An unbelievable 82% of senior executives surveyed in DemandGen’s 2014 B2B 
buyer report identified content as a significant driver of their buying decision – 
however, it’s important to remember that this works both ways. 

At a time when more businesses than ever before are attempting to engage B2B 
buyers with content that is relevant to their predicament, those businesses that 
continue to distribute generic, mass messages will certainly succeed in driving 
buying decisions – away from their organisation, that is.

Buyers are looking in more places than ever before
In the aforementioned B2B buyer report from DemandGen, it was also shown 
that more than two thirds of respondents are using more sources than ever before 
to research and evaluate purchases.

This trend overwhelmingly emphasises the need for businesses to produce engag-
ing educational content for every touch point a prospect has with them.

By uniting disparate social engagement technologies in one platform, market-
ing automation enables marketers to keep tabs on multi-channel campaigns and 
quickly identify the areas that are working and those that aren’t.

This need for ‘everything in one place’ is borne out of the increasingly complex 
way buyers navigate their buying journeys. Gone are the days of a linear path 
from education to decision, now it’s about ensuring you have a measurable pres-
ence in all areas your prospects are seeking information.



Furthermore, the increasing range of devices B2B buyers are using to access your 
content means that developing responsive content has, as expected, moved past 
the ‘nice to have’ stage and is now firmly established as a ‘must have’. 

Other businesses are getting better at it – don’t be left behind
The critical thing to remember is that we are now approaching the tail end of the 
most dramatic transition the B2B world has ever seen. 

B2B buying and selling will always be fast moving disciplines but the changes 
brought by the digital era of information abundance have fundamentally trans-
formed things in a way that has rendered traditional Marketing and Selling ap-
proaches completely inefficient.

These trends will not reverse. Compared with 2012, the latest DemandGen report 
revealed a huge spike in satisfaction levels of B2B buyers, with 79% rating their 
experiences with a positive ‘4’ or ‘5’. This indicates contentment with the way 
businesses are responding to the shift in power and the need to actually nurture 
prospect relationships over time with truly relevant content as opposed to simply 
collecting responses and attempting to engage cold leads.

It all means that if you haven’t changed your approach to fit with these new 
expectations then you are already behind many of your competitors.
‘Spray and pray’ is no longer simply ineffective, it’s also detrimental to your 
reputation and, by distributing largely irrelevant content to prospects, capable 
of actually driving customers to your competitors.
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McRae&Co focuses on helping companies inte-
grate Sales and Marketing into one smarter unified 
approach to drive growth and maximise return 
on investment. Specialising in marketing automa-
tion software, we help our clients capitalise on the 
changes in the B2B buyer journey and build more 
predictable sales pipelines by:

- Advising on the most suitable marketing automa-
tion platform based on your organisation’s size, 
budget and needs
- Guiding you through best practice implementation 
and on-going management of your new platform;
- Advising on key areas such as integrating Sales and 
Marketing, demand generation, lead nurturing, lead 
management and ROI reporting;
- Helping to drive engagement and nurture prospects 
to ‘sales ready’ with sparkling content via our content 
marketing experts.

Product agnostic, we work with all major market-
ing automation vendors to ensure our advice is 
completely impartial and based solely on factors 
relevant to your goals.

.

0141 339 1653
www.mcraeandcompany.co.uk

contact@mcraeandcompany.co.uk

We have also produced 
a solution guide to 

engaging hard to reach 
buyers. You can down-
load the by visiting our 

resources page at:

http://www.mcraeand
company.co.uk/
/resources.html


