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Demandism Episode 8

How to build a demand gen machine from the ground up
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Structure and
Key Hires




Demand Generation
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Where To Begin: work to be
done framework

Content Capture demand Create demand Product <
marketing/messagin
g/positioning

Must haves: Must haves: Must haves:
- Subject matter - AGoogle Ads philosophy - Understanding of how to
expertise or ability to thatis tied to revenue, not build a media machine and Must haves:
frequently engage with |n—pl,atform metrics or power an ‘always on'’
one eI create demand engine This is your link to the

Understanding of
contentin all it's formats
Ability to think beyond a
blog post and create a
content curation and
production process that
scales for multiple
channels

Journalistic

A great writer and
storyteller

A clear understanding of
the difference between
create & capture

Can apply paid approach
to organic -
understanding how to
capitalise on BOFU
organic SEO opportunities
Budget
management/pacing
Optimisation and
experimentation
frameworks

Action biased, thisis the
person who gets a lot of
things done, out inthe
world, adding value
Curation, ideation and
process superstar. Can
take something from
concept to live and build
scalable processes
around this

Ability to run create
demand activities on paid
social/key channels

product, they can take the
product and articulate it
into key assets, messages
and positioning that can
be rolled out in multiple
formats: video, web copy,
person docs, demo tours
They power the website
and your product and
social proof buckets, as
well as providing content
for BOFU pages run on
capture demand
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How to hire

The Role:

As we embark on an exciting new phase of our growth journey, this is a great opportunity for
an exceptional candidate with experience in B2B marketing, who enjoys the challenge of a
fast-paced environment, to join our incredible marketing team. At Cognism we run a demand
generation first approach to marketing, we own a revenue number, and we are looking for
people to join our team who live and breathe this philosophy as well. This means the dark

funnel and dark social will all be a part of your vocabulary and you understand the difference
between creating and converting demand.

In this role you will be responsible for owning and accelerating content in the demand

Demand Generation Manager Task generation pod, specifically focused on our marketing persona.

Please create a campaign plan for Q3 2022 that aims at driving demand from sales leaders B2B Marketing doesn’t have to be boring is a spotlight campaign that the marketing pod
. . are currently running.

across UK&I in the commercial segment (up to 500 employees).

Please present a plan on how you would approach top-of-the-funnel content for this
The campaign plan should identify the channels, tactics, resources and content that will be campaign:

required to execute the campaign.

e Key topics you would speak to

As a target this campaign will need to help contribute a significant proportion of the 156 e Content formats you would use - A key part of the role will be to provide value to our

SQO* target for this segment in Q3 2022. audience where they actually hang out. For this it is really important we are using the
most engaging formats that will resonate with them.

Please work on the basis of having $160K in budget to spend. % HOW WO TRRS S iass

The goal of this content should be to educate marketers on better ways to do B2B

*Cognism define a SQO as a qualified opportunity in pipeline that has a 25%+ chance of marketing in 2022. As well as the pitfalls of outdated tactics/strategy.

closing

In addition to this plan please take one of your chosen topics and write a 500 word blog
piece that can be used as part of the campaign.
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What KPIs you
should track
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KPI's: start with inputs, transition to

outputs
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Spend
Reach
Scale Impressions
Clicks
Top level core
. Frequency
metrics = - - -
Ad Split Funnel reporting: MQL vs High Intent
Marketing revenue Encagement Clicks/User
generated ($) gag Net Engagement Rate Low intent High intent Blended
Number of deals Video In-Feed Thumbstop Ratio
Consumption 75% Views/User avg acv $1,509.00 avg acv $1,678.38 avg acv $1,637.92
SQO’s
Distribution CPC lead:mb 7% lead:mb 39% lead:mb 13%
igh i CPM
ALE)) T Ieads. (demo Cost lead:ma 4% lead:ma 34% lead:ma 10%
request on website) CPR
: Pages/Session mb:ma 63% mb:ma 86% mb:ma 76%
Total Paid spend to Website
acquire these Engagement Bounce Rate ma:sqo 46% ma:sqo 59% ma:sqo 54%
Paid CAC Avg. Session Duration sqo:cw 12% sqoicw 20% SQOiCW 17%
Conversions (Analytics) lead:cw 0.2% lead:cw 4% lead:cw 0.9%
ACV Cost/Conversion
. 0, . o, . o,
. . Conversions | Conversions (Platform) lead:sqo 0.8% 2891590 s CERhE S
Paid cost payback period
View Thru Conversions leads for 1
Assisted Conversions deal 25

Pipeline
(Salesforce)

Salesforce Leads

Cost/ Lead

SQOs
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Demand Generation

KPl !S Sta r.t Wlt h I n p uts, Website traffic growth: new users - is this growing?

A view of which pages are driving the most conversions on your website - do you have

t ra n S It I O n to O ut p ut S website pages that are driving conversions and very high intent, both on main website and from

an SEO perspective

Conversions rates of key pages - how are they performing?

Paid Platform Top Level Analysis

Blog/or equivalent unique page views growth - are writing content your audience is interested
Platform spend in?

Leads - in CRM from this source .
Time on page on your blog - are people reading the content

Opps created - in CRM from this source

o e GETTEe] G e (7S Saures Bounce rate on your blog - are people reading the content

Deals won (from this source) Page Load Time - is it under 4S on both desktop and mobile

AIRIR Jireim S SeNise) Organic traffic value - how valuable is the traffic that you are bringing in, has it got comercial

MRR (from this source) value

CAC (from this source) Organic traffic value vs competition - how valuable is the traffic that you are bringing in, has it

CAC Payback Period (from this source) got comercial value and how does this rate against competition

Organic keywords that are ranking - how well are you doing at your SEO strategy, if you have
one

Branded traffic volumes - how much awareness is there for your brand, is it growing?
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Long term
efforts vs short
term focus
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Long term vs short term

Long term,

Short term, low hanging fruit .
compounding impact

to prioritise
- SEO: competitor + high commercial intent - SEO: add higher difficulty keywords with larger
words volumes, defend and maintain existing rankings
- Capture demand: competitor, brand and - Capture demand: Optimisations and testing - build
high intent phrases around core offerings a process and framework and continue to execute it
- Create demand: Product and Social - Create demand: add Content and Thought
Proof buckets live Leadership buckets to Product and Social Proof
- Media Machine: Get a regular live event - Organic Linkedin Company page value-led
up and running - like Demandism approach
- Message testing high intent/high volume - SME activation
website pages - Journalistic content creation
- Message testing ‘'second wave’ website pages
- Campaign activation - 6 weekly cycles
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Philosophies/mind-set

- MVP Marketing: create the demand first and then scale it
- ldea execution and prioritisation

- Build repeatable, curatable content: live event or long form pillar page content
from multiple blogs etc etc

L Tre“o Featuresv  Solutionsv  Plans¥  Pricing  Resources™

Demand-Gen Master Swipe File © Public

facebook 2 °
START HERE! Content Ads Thought Leadership Ads Product Ads Social Proof Ads Retargeting Ads
Discussion ~ Featured  Topics ~ Members  Media  Files  Videos
i i d i b di il il
Thought- Social-Proof i 1
‘ Start Here . Content Ads 8 Product Ads Retargeting o ° T — About
v Leadership Ads Ads Ads
\V4 Need more Demandism? This group is for you...
v o ) Here, you'll find our slides, resources and
Reel Photoyvid: R h V! 4
& O Ree (&gl Photofvideo 2 Room bonus content all in one place.... See more
Start HERE! Content Ads Thought Leadership Ads Product Ads Social-Proof Ads Retargeting Ads
e = @1 = @1 = @1 = @1 = ¢ @  Demandism & Private .
& Brivan S meniBers Featured (D Add Only members can see who's in the group
9 =) nivate group ember: and what they post.
How to handle cold calling
objections in 2022 B2B Marketers, your o ﬁ.i‘@ ﬁ Naim Ahmed @ Naim Ahmed @ X'S'b'e i
Cognism questions answered. September 29 at 3:33 PM - @ tember 29 nyone can find this group.
#Demandism becoming a member! Leamimore;
¢ Browse Manage Before our next episo
NG . fr?i(sclri]nlli? with N;wou Popular topics in this group @
ommunity home .
hit / #demandism ..
S://www.cognism.
G Overview "vep 4 9 1 post
GETTING STARTED VIDEO!
= ¢ Linkedin Ad: 9 Steps to Revive Your Linkedin Video Ad - How to handle Linkedin Ads - Leads That Convert Linkedin Ads - Ultima . We've also added all
Cold Calling Strategy objections = @i —_—— Admin tools & previous episodes, i Recent files
& 91 = 61 Aciiisist you find them all in or
gy AdminAssis place.... & Demandism-ep7-slides.pdf
A Climb th I Uploaded on Thu - PDF
im| e sales
B2B experiences don't Lead Gen vs strategy with Quick
include gated content Demand Marketing Cognism
maths
Your pipeline with Cc
Cogrism
. Domand  tam s e
{ == Ml e e
S emmm— Linkedin Ad - Product ad
Linkedin Ad - Be Less Boring Ad Linkedin Ad - Lead Gen VS Demand = @1 = 61 Linkedin Ad - Quick Maths RTG Ad
= @1 Marketing B
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Content engine
overview
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Our Main Goal:

"To provide the most value for our audience in
places where they actually hang out’




Building a content engine

Planning:

Content Engine

Closed Won
Analysis

Where do my
audience hang
out

1. Understand

your audience

Customer
research & key
trends

2. Choose one 3. Choose one
key persona to content theme
target to run with

H

Theme should
resonate with key
painpoints

Stress test your
messaging

Choose one
channel where
your audience

hang out

4. Distribute

content

Focus on content
formats that work
best on your
chosen channel

Be value led - use
subject matter
experts!

€ cognism




The 3C Content Method:

Cornerstone Content

Larger thought leadership
pieces.

- Original research
- Digital Events
- Ultimate Guides

Core Content
Actionale value led pieces.

- Blogs

- Podcasts

- Live webinars
- Videos

Cut Content

- Social posts
- Emails
- Video snippets
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How to get
started




How to get started (based on a team of 3)

Team members:

e Demand Gen Manager
e Demand Gen Executive
e Content and SEO Exec

Step 1: Understanding you ICP

- Closed won analysis. Identify trends in regards to job
title, industry. Also interesting to look at churn rate -
what do your more “sticky customers”have in
common?

- Sync with sales and listen to prospect calls. What are
the common pain points that are coming up? Also
take note when prospects are engaged with a
particular feat. The "wow” moment.

- Based on the above results define your most
valuable ICP

*Note all three members should have an input on this




How to get started (based on a team of 3)

Team members:

e Demand Gen Manager
e Demand Gen Executive
e Contentand SEO Exec

Step 2: Test, test, test!

Map out 3-4 core messages and see if these resonate. For
message testing there are a number of ways:

1. Speak with existing customers

2. Reach out to prospects

3. Engage with subject matter expertsin your space

4. Use a tool such as Wynter

5. Adapt high intent website pages and measure results.
E.g homepage / pricing page

Content: Start to map out high intent SEO wins, map out
your content plan using the 3 C’s approach. Here content
can be anything from a blog post to a short video clip.

DG: Identify where your ICP hang out, what is the focus
channel that works the best for you? Start to run small paid
ads experiments and see what resonates. Here |'d start
with your product focused ads.




Step 3: It’s all about the value

By now you have identified your ICP, started to message test and have chosen your focus channel.

What now?

Create Demand Focus:

DG: Set social proof and product buckets live.
Quick wins:

Social Proof:

- Case studies with quotes
- Create ads based on G2 reviews
- Wow moments videos

Product:

- Ungated product tour. Record on zoom, reach
out to a freelancer on upwork to edit. Create
snippets for social.

-Lead with value, optimise for in-feed
consumption and really educate your audience
on what your product can do.

Capture Demand Focus:
Quick wins:

Brand keywords: start here, if no one is searching for you
you won't pay here anyway.

Competitor Keywords: not only you can capture the
demand they are creating, but even if you cant close the
deal your sales team will get insights during the sales
process

High intent phrases: be laser focused. And pay attention to
negative keywords.

SEO:

- Work with content on high intent competitor pages




Create Demand Focus Cont...

Content: secure interview with subject matter expert in your space, maybe you already have
one internally? Based on your plan record an interview on one of your core topics. Write up an
interview but also snippet up the video for content that the DG team can distribute. .

DG: Start to work on a regular live event, podcast, series of lives where you can start to build up
a following. Ensure this content is value led. The objective here is not to collect leads or
necessarily start a full blown community. Here we look to resonate, educate and provide
memorable experiences.

Top tips:

- Live events are all about consistency, don't over promise from the get go

- Whenrunning live events take the most commonly asked questions and create content
around this

- Content from live events can be repurposed - blog write ups, video content, feed into
longer form pieces of content

- Create ahub / place where all your live event content can be easily consumed
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BOFU content s
key!




Over index on bottom of funnel

© cognism Pltform  Dota  Customers  ContentHub  Pridng  Company | Login Cognism
32,457 followers
Promoted

Generate revenue and save time all at once? B2B Marketers, you're going to
want to hear this

How QA generated 81k in
pipeline in just 2 weeks

Scenario

“| want to find and connect with
my ideal buyer in assigned verticals faster.”

You are a Sales/Bu sment Rep who:
Prospects within a given vertical
Needs an easy way to find accounts that match the criteria you're given
Needs actionable contact data for decision-makers in ideal-fit accounts.

Doesn't use Sales Navigator

The Solution

®  Cognism Prospector [ICP-criteria search]

Get quick access to thousands of companies and millions of prospects that match your P builder
Prospector.

Use Cognit ., fir hic and filters to find the right decision maker in the right market and region.

data (mobile, direct dial, email) so you can start a conversation straight away.

Once happy with your lead list, you' of a button.

The lists export immediately, saving you time and speeding up your prospecting.

Workflow
® Use the Cognism Web App to generate lead and account lists in target verticals
®  Push data to your CRM or Sales Engagement Platform

® Work through contacts to start a conversation

e
©

@  Frompoctor

Q Search
B ne of our fantastic

Job Title & Senlority

Generatealist of prospects.
Find entrie ts

81k pipeline in just two weeks! Case study right here -

Learn more

Phones

Emails
Voursaved sesrches

Genersl Information Jobjoin

Location

Industries
NAM 201-1000 software sales]

Technologies

@ cognism Patfom  Data

Lusha vs. Zoominfo vs.
Cognism

mobiles 50 your sales team can generate MORE pipeline

rage s you expand into a new vertical, region ot re
Contextusl data points that help you focus your sales and marketing

_ then youe i the right place. Read on to ses how Zoomino, Lusha and
Cogrism compare,

O, if you'd ke to skip all the reading and sea a talored demo of
Cogrism, filin the form and our team willbe n touch

Zoominfo

Why do brands like these choose Cognism?

bombora @freshworks

Kelly Gorsconr

Customers  ContentHub  Pricing  Company BookaDemo

Youd like to see Cognism first hand? No

do Courey
sicedecourcy@rahoocouic
<44 7765 64887
Cognism

Cri Markoting Offcer

Urited Kinodom

6 e to roceve emas whgre contentand e,

Three's a crowd... pleaser

Info, Lusha

and data enrichment tooks.
Things we havo in common:

* Wo offer 828 contact and account nformation,

* Wove helped a ton of companies grom ther revence.

Butwe'e not identical The detalls are further down the poge, but the
biggest difference between us?

Cogrismis in this with you - f you win, we win.

Ps.
more to make a decision.

so

RBVANTacE  SEISMIC

[T FORENSICS mazars




Over index on bottom of funnel

€@ cognism Platform

4 Diamond Data®

More results from
fewer calls

Break performance records with Cognism's phone-verified

data for 7x connect rates and complete GDPR compliance.

Diamond Data® ensures your team connect with the right
people, in their current role, at the correct company.

See it in action >

Cognism
32,457 followers
Promoted

Goodbye e-book campaigns, hello marketing that matters
See how Cognism takes outdated lead gen off your to-do list.

Cognism for marketers

to power up,

Marketers: Take an ungated product tour to see how it
Works Learn more

Customers Content Hub Pricing Company

hT WipUTo

Cognism LA
32,457 followers
Promoted

Can you put a price on smooth lead hand-off?
Make it a breeze by giving sales 98% accurate mobile numbers

@ cognism

Precious as diamonds

PRICELESS FOR MARKETERS

o

Diamond Data®: Mobile numbers sales will crave -

More results from fewer calls Learn more

info.cognism.com

o cognism Platform Data Customers Content Hub Pricing Company -

ROICalouator

Calculate your ROI with Cognism'’s

Diamond Data - and see what

opportunities you‘re missing The Diamonc ata | Calculator®

Whatye = 0 know

Diamond Data® ROI
Calculator

Find out how much additional revenue you could make using Cognism's
Diamond Data
What is your av deal size?

$100 "]

How many sales reps do you have?

How many calls do you make per day, per rep?

Calculate
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How to measure
SUCCess




How to measure success?

What we track: Key Learnings:
Reach & Engagement: - Conversions won't happen overnight - it
is important to look at reach and
- Impressions, reach,video views, engagement as leading indicators when
frequency starting out.
- CTR, engagement rate, likes,
comments - Include engagement metrics in your
- Qualitative feedback/shares weekly reporting. Getting continued buy
- Traffic, time on page, bounce rate in from leadership is more effective if you
are reporting engagement alongside
Conversion: conversion metrics.
- Leads, anonymous conversions, - It’'s important to measure campaigns
goal completions, pipeline against the right metrics. It may be
- Firstand last touch attribution tempting to measure all ads against a
model - we value first touch the CTR. However, if your objective is reach
same as last or video views, you'll be measuring
against the wrong objective.
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Questions?




