
THE NEW ERA OF SALES 
& MARKETING

THE BLURRED LINE BETWEEN B2B AND B2C 
A recent survey by Econsultancy identified “a  
traditional mindset” as the main obstacle affecting 
mainstream companies in their pursuit of  
innovation.  

This is a particularly interesting observation when 
taken in the context of B2B consumerisation, an 
area that continues to be missed (or perhaps  
ignored) by an alarming number of companies.

The distinctions between B2B and B2C began to 
erode some time ago, as millennial buyers came 
more into the equation and the number of online 
channels and communication mechanisms  
expanded significantly.  
 
Traditional marketing and sales teams often  
struggle with the notion of B2B buyers seeking 
out peer reviews, sharing their own experiences 
on social media/forums and researching in their 
own time, because it contrasts so starkly with 
long-standing “truths” about such buyers; in favour 
of golf over Google and happy to follow a formal, 
linear sales process. 
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B2B DEMAND GENERATION

79% of top performing 
companies have been 
using MA for more than 
two years. (Gleanster)

Earlier this decade, B2B marketing was in an uncomfortable place. 
Affected unfavourably by the proliferation of online channels and the  
restructuring of buyer journeys, departments globally found their 
techniques called into serious question.

Indeed, in 2011, 72 percent of CEOs agreed with 
the assertion that “marketers are always asking for 
money but can rarely explain how much  
incremental business this money will generate” 
(Fournaise). The fact that this was one of the most 
quoted stats of the time tells its own story.

Yet, the current situation paints a much rosier  
outlook. As opposed to diminished  
responsibility, the most forward-thinking  
organisations have increased marketing’s role,  
recognising the need for a strong and agile  
department at a time when 50 percent of all B2B 
purchases are expected to be made on digital  
platforms by the end of the year (McKinsey).

Indeed, a recent Economist report entitled “The 
Rise of the Marketer” showed that over 80 percent 
of CMOs plan to pour resources into engaging 
customers with technology over the next three to 
five years. This points to a growing realisation that 
demand generation is now an end-to-end process 
that takes account of customer-directed paths as 
opposed to the long-eroded, linear sales funnel of 
old. 
 
The truth is marketing’s potential was never in 
doubt but how it operated was. That’s why the  
dynamic shifts of the past five years have  
heralded the dawn of a new era for marketing; one 
that’s already enabled innovators to pull away from 
the pack - and is now beginning to send those 
already limping out of the race completely.
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In reality, we now live in a world in which the  
number of global Android activations is four times 
the number of children born daily; where  
hyperconnectivity has ensured the number of 
decision-makers in a company has expanded and 
complicated the route to a sale even more; and 
where nine out of ten B2B buyers now conduct their 
own research in their own time and engage with a 
salesperson only once they are ready. According to 
SiriusDecisions, sales cycles are 22 percent longer 
than they were ten years ago - and involve three 
more people on average. So how do you respond 
to this switch?  The alignment of people, processes 
and technology is key.

78 percent of successful marketers say that  
marketing automation (MA) is responsible for 
improving revenue contribution (Lenskold Group) 
because it enables engagements with today’s al-
ways-on, empowered buyer to be consistently  
contextual. As opposed to placing “prospects” at 
the start of paths they are unlikely to follow, MA 
allows marketers to become followers of  
customer-navigated journeys, ensuring the right 
messages are reaching the right people at the right 
time, and prospects are handed over to Sales only 
once they are ready.

Digital innovation has required B2B businesses to 
prioritise customer-centricity over all else.  Only 
once businesses recognise the inefficiency of their 
traditional pipeline does it becomes clear why 79 
percent of top performing companies have  
actually been using automation for more than two 
years (Gleanster). 
 

FROM SALES-FOCUSED TO MARKETING-LED 
In the recent McKinsey article, “Do you really 
understand your customers?”, three best-practice 
approaches were identified to help businesses look 
beyond the traditional sales funnel and create a 
demand generation system that aligns more closely 
with modern B2B buyer behaviour. In each case, 
we’ve taken McKinsey’s title and related it to our 
own experience of working with category-leading 
B2B businesses: 
 
Map journeys and influencers by customer segment

Segmenting buyers based solely on demographic 
factors is counter-productive. These days,  
marketers must combine information from  
multiple sources - data, customer interviews,  
internal insights from other departments - to  
uncover situational and behavioural dimensions. 
This process often reveals surprising patterns and 
gives scope for better prioritisation of resources. 
For example, one of our clients ascertained that a 
segment of small accountancy firms were too 

time-pressed to digest the level of content they 
were producing. This prompted a new content drive 
of bite-size pieces and eventually a product offering 
that was simplified to offer more obvious short-term 
benefits. Through strong analytical skills, a char-
acteristic of marketing’s new era, marketers in this 
instance were able to provide insights that actually 
influenced future operational decisions.

Reallocate Sales & Marketing resources

Internal resistance to change can stifle  
Marketing’s progress even when the mapping of 
buyer’s journeys reveals the inefficiency of  
traditional approaches. After all, try telling the 
salesperson who has built relationships through 
golf outings for decades that budget is better used 
for top of the funnel automation or investment in an 
SEO specialist.  
 
However, an effective demand generation strategy 
demands executive sponsorship and a  
disintegration of the myopic outlooks of both Sales 
and Marketing. Reshaping company culture is 
tough, unquestionably, but the proliferation of big 
data gives scope for  data-driven and transparent 
arguments for change. If MA is the catalyst for such 
restructuring then we advise all our clients to fully 
involve Sales andMarketing teams at all stages of 
onboarding to foster healthy debate and prioritise 
resources accordingly.  
 
We have seen amazing things happen at these 
meetings - and remember, until all relevant  
departments are on the same page, the dawn of 
Marketing’s new era will never fully rise.

of companies outperforming competitors 
are using marketing automation  
software. (Position2)
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Forge a partnership between Sales and Marketing 
at each stage of the customer decision journey

Speed and agility are key components of market-
ing’s new role. While technology is an enabler, ef-
fective adaptation is only possible if marketing and 
sales teams work together to develop approaches 
for each stage of a buyer’s journey. Where are 
buyers looking? What information do they require 
at each stage? When would a specific segment 
benefit from a sales call? What automated alerts 
should be set up? These points cannot be effec-
tively addressed without data and frontline input. 
We encourage clients to organise weekly Sales and 
Marketing meetings to establish the areas that are 
working and those that aren’t. For instance, market-
ing analytics for a recent client showed that a high 
proportion of people who’d downloaded a white pa-
per, initially deemed as low-level top-of-the-funnel 
(TOFU) content, had gone onto become customers. 
When this information was relayed to Sales, it was 
agreed that an automated alert should be set up 
for each download - advising Sales to make email 
contact as soon as possible. The results were as-
tonishing. In summary, the shift from campaign-led 
to customer-led marketing means marketers have 
the power to change things - but only if silos are 
eradicated.

While traditional marketers may wistfully recall the 
days of raising awareness and collecting respons-
es, the new era of marketing is characterised by 
creativity, science and speed.

Through the use of big data and automated analy-
sis, marketers have scope to drive business growth 
and provide the insights needed to make strategic 
business decisions that may previously have been 
guided by intuition and guesswork. Therefore, the 
strongest marketers will become company lead-
ers. In stark contrast to the attitudes of 2011, CEOs 
will view marketers as their most reliable source of 
industry insight and proactively seek their input for 
more than just campaign ideas.

The ball is in Marketing’s court; it’s either adapt 
with the aim of becoming an invaluable asset or 
repeat the same practices over and over, hoping 
for a different result. 

No prizes for guessing which type of marketer is 
more in demand. 

How good is your demand generation strategy?

The New Era Of Sales & Marketing
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Located in the heart of Glasgow, 
McRae&Co have specialised in generating 
demand since 2004. We are a leading au-
thority on marketing automation and B2B 
demand generation for mid-market and 
emerging growth companies.  
 
>> Find out more 
>> Customer testimonials

http://www.mcraeandcompany.co.uk/ask-an-expert.html
http://www.mcraeandcompany.co.uk/free-demand-generation-audit.html
http://www.mcraeandcompany.co.uk
http://http://www.mcraeandcompany.co.uk/our-products/testimonials.html

