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Why
Demand Gen?

Lesson 2




What will we cover
IN thislesson?

e Theimpact changing B2B buyer behaviour
has on marketing strategy.

e How demandgenwas the key to unlocking
afasterroutetoscale.

e Howdemandgencanbetheanswerto
better aligning sales and marketing.

e Improvedresultsand performance.
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B2B buying behaviour has changed

Seller-centric X Buyer-centric 4

BE2B marketers need to evolve '
Marketers need new ways to influence buyer -
decision making, earlier in the process - before

or during the buyer research phase.

B2B marketers nead to adapt
e to this change. They can no
longer win by just carrying out

Assumed intent = declaredintent - declared a sales support role.
intent always trumps assumed intent.

Instead, marketers nead to be
updating thair tactics,
L. experimenting with new e
Marketers need to focus on giving buyers the activity that better serves

the new buyer.

information they need to make decisions on
their own - friction-free!

Brands that are top of mind when buyers move ‘
in-market will succeed.
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Scaling

A
Lead gen was less efficient versus our model ‘ Inbound vs Content MQL to SQO Conversion Rate
fordemand gen —

25.00%

20000%

+  25inbounds versus 500 content MQLs to get one —

closed won N
« Inbounds made up 85% of our closed-won revenue '
versus content atonly 15% e —
« 31,562 content leads in 2021, the number of closed- 0.00%
' . " S S " 5 * 5 “ o
won deals was 46. That's a conversion rate of 0.14%. {Q‘ & 'f«"* & @ﬁ{* & ﬁ_ﬁ‘“ o & +¢-=-‘“ Qé,-"“

Inbound Content

Why are we focusing onincreasing content
MQLs when they only contribute 15% of
revenue?

Wouldn’titbebetter to switch our focus
tothe 85%?
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Sales and marketing alignment

- Lessfrictionover leads passed from
marketing to sales - high quality, high
intent.

+  Salesand marketing are both pushing for
the same outcomes.

+  Salescanadopt the demand generation
mindset

*  Buildstrong relationships with clients
*  Sharevalue-led, educational content
*  Betop of mind when buyers want to speak
to sales , .




Results and performance

Ultimately, any marketing decisionis going tocome downto “is it going to
improve our performance?”

At Cognism, we saw our community grow, and with that, so too did “
engagement - and most importantly, inbound requests.

Podcast listeners: Live show attendees:
e 421% increasein 2022 e 2xattendance rate to 46%
Sales Digest Newsletter Subscribers: Inbound demo requests:
e 295%increase in2022 e Afteronly 3-4 months of running our new DG

tactics, we saw a 30% lift in the number of
inbound demo requests
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Next lesson:

What's the goal? .
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