
Creating memorable 
marketing



Why do we need to be 
memorable?



§ B2B buyer behaviour has changed:

• Buyers want to research independently before getting 
in touch with a salesperson.

• Buyers start research with a small set of businesses 
they can recognise and recall.

§ Marketing can go a long way in driving the growth of a 
product or brand - but this whole process only works 
if the marketing activity is memorable.

§ This shift has made marketing vital to getting onto 
that list of initial vendors.

Why is memory and recall 
important for B2B marketers?



§ But not only do you have to be recognised, you have 
to be remembered for the right things.

§ Salesforce did some research and discovered that 
while lots of people knew who they were and 
recognised the brand, they didn’t have a good 
understanding of what they offered. 

• They had to put together this brand campaign that built 
memories - attached to associations that they wanted 
people to have about their brand.

Awareness alone isn’t 
enough to be remembered



How do you make people think 
of you when you go in-market?



§ These are the triggers that happen in any B2B buyer’s 
life that cause them to go in-market for a product.

§ The idea here is that you associate yourself with as 
many of these CEPs as possible, so that when they 
happen in buyers’ lives, your company pops into their 
mind and they add it to the list of vendors they’re 
looking at.

1. Associating your brand with 
category entry points



How are we doing this at Cognism?

We know that one of our core use cases is salespeople cold calling. 

So, we create content around cold calling and increasing cold calling 
success.
§ Always on content ads on LinkedIn where we serve cold calling 

scripts, guides and trends.
§ A cold calling live webinar series which serves as a training 

resource for reps.
§ We work with cold-calling SMEs like Morgan J Ingram to distribute 

our content.
§ Our internal sales leaders provide cold calling content to own 

personal LinkedIn profiles.



§ You don’t need to move buyers to tears. There are a lot of 
you can spark emotion through your marketing. Such as 
joy through humour, sympathy, or nostalgia.

§ Emotion build memories faster than logic – by building 
emotional ties between your brand and your buyer you 
increase the chance of you being recalled later.

§ This works because emotional triggers activate the 
Amygdala (emotional processing) and the Hippocampus 
(episodic memory) in your brain – this is why emotion is 
closely tied to memory.

2. Bake emotion into your 
marketing



How are we doing this at Cognism?

Using humour

§ The easiest and most commonly used is humour in B2B 
marketing - it’s a great way to add levity to a situation 
and make people feel positive emotions.

§ We try to add some humour or entertainment value into 
as much of our content as possible.

§ Struggling to think of how your can leverage humour in 
your marketing? We’ll give some specific examples 
shortly.



How are we doing this at Cognism?

Using a strong point of view

§ If someone has a worldview, a way they understand their 
industry or how they do their job, they generally feel pretty 
strongly about it.

§ If you can confront that worldview with something that 
challenges it, backed up with evidence - you’re now tapping 
into emotional logic.

§ A great example of this is Chris Walker. He was able to 
confront a lot of lead generation fanatics with a very rational 
and logical argument for demand generation.



§ This doesn’t start and end with having a recognisable logo. We’re talking about creating an 
unmistakable brand. 

§ Aim to look, feel and sound like nobody else. So you are easily identified by customers and easily 
recalled in buying situations. 

“Distinctiveness is all about making your brand easily identified by customers. 
Brand names, logos, jingles, slogans and house styles all contribute to this. 
Just think of the yellow M from McDonalds. When you see it, you immediately 
think of McDonalds”

- Ehrenberg Bass Institutute for Marketing Science 

Create a distinctive brand



Ad styles 
& tone

How are we doing this at Cognism?

Tone of voice ‘Shapes’ artwork Long term partnerships 
w/ SMEs



Tactical brand plays that have 
worked for us



Investing in entertaining 
content

§ We often try to inject some form of entertainment or 
comedy into our communications and campaigns; this 
sets us apart from others in the B2B space.

§ Buyers are humans - just like us - so let’s talk to them 
that way.

But how do you get started?



Examples

‘Concept’ email nurtures Creator inspired Content series Meme style ads



Building in public

§ We have always tried to be very open and upfront 
about what we are doing and what we are learning - as 
it happens in real time.

§ For example, when we switched from lead gen to 
demand gen, we shared our experiences and 
learnings as we went along.

§ Not only talking about this on company channels but 
also utilising internal subject matter experts to share 
experiences on their own channels.



Giving more than we take
§ It’s much easier to get people to engage with your 

brand repeatedly when you are giving away more than 
you expect back. 

§ This taps into Robert Cialdini’s ‘reciprocity’ principle, 
that states are hardwired to return favours.

§ For example, giving away a free course ungated, 
sharing a playbook we have developed over multiple 
years, delivered by industry experts - expecting 
nothing but engagement back. 



POV-led content

§ We want to be a trusted brand that 
our audience knows and goes to 
when they need to solve a problem or 
want to learn something. 

§ Our content isn’t just about 
optimizing for search - we want to 
produce content that people want 
and have an interest in reading (or 
listening to or watching!)

§ We want to have a stance, a point of 
view that makes us stand out. And 
produce content that can help to 
change or open people’s minds.



Measurement



How do you measure success?

Measuring brand activity is hard. It’s always been hard and likely always will be. But 
here’s what we’d recommend!

Surveys

§ If you have, say, five associations you want people to hold with your brand, and you 
want to find out how you measure up to them right now. Go out and find a baseline.

§ Ask your customers and your prospective buyers’ questions about:

§ What they think you sell.

• What words they’d use to describe your business.
• What reasons they think someone might buy from you.
• What content or adverts they’ve seen from you that they recall.

Use this to help you build a brand campaign to improve any areas that are lacking. And then 
ask them again in 6, 9 or 12 months to see if you discover any improvements.



How do you measure success?

Baseline sales growth

§ There should be a growth in sales and revenue that comes to you organically 
because the process is working. They needed your product and they came in-
market, remembered you and came directly to you.

§ Now, this might sound easy to measure, but it isn’t that simple. Because there are 
many reasons that people might come inbound to you. For example, your SEO team 
is working effectively

§ But if, over time, you see that baseline revenue growing steadily, it’s a good 
indication that the brand activity you did last year and the year before is paying off.



How do you measure success?

Branded search

§ Another way to get an indication of whether your brand efforts are working is 
through tracking your branded search.

• How many people are searching for your company name on search engines?

§ Because realistically, they only Google your name if they remember your brand 
exists and are trying to visit your website.

§ To take this a step further, you could look at your share of search - comparing how 
many branded searches you have compared to your competitors. And whether 
that baseline share of search is growing over time.



How do you measure success?

Engagement

§ Engagement is no longer a vanity metric - instead, engagement is a super-
important way to tell if your audience knows and likes your brand.  

• Have you got growth in your follower count?
• A growth in engagement rates?
• Are people following you in multiple places?

Self-reported attribution

§ You know those ‘how did you hear about us?’ questions? They can be incredibly 
insightful when it comes to finding out what content or ads prospects remember.

§ They might have discovered you through your podcast, LinkedIn channel or 
somewhere else. Meaning you can double down on the memorable channels that 
work best.



Questions?


