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Right 
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Always On 

Insightful

Content

Your

USP Demand

How To Generate Demand



What’s In It For You

1 More Engagement 

Higher Quality Leads2

Increased Win Rates3

Happier Boss 4



What B2B CEOs Want

1 Buyer Expertise

Drive Revenue Thru Demand Gen Engine2

Digital First3



B2B Technology Company



Industrial Equipment



What’s In It For Vende

1 Looking to Help Mid-Market B2Bs

Launching Community/Live Event Series2





Writing “Fluff” Pieces Creating Remarkable Content

Buying Lists Building an Audience

Trying to Convert Everyone Now
Driving for Maximum Content 

Consumption

Gating Everything Only Gate When There is Intent

Website = Content
Deliver More Value In Channels 

Where Buyers Learn

Stop StartGenerating 
Demand



B2B Marketing Is 

Harder Than Ever…



Buying 

is Hard!

1 Too Many Cooks

Competing Priorities2

Constant Fire Drills3



77%

Last Purchase Was 

Extremely DifficultSource: Gartner



Buyers are Selling to 

Themselves…



80%

Through the buyer journey before 

they engage with salesSource: Gartner



Buyer 

Recognizes 

a Need

1

Prioritize 

Against 

Other Needs

2 Explore & 

Evaluate 

Options

3

Sales /

Negotiation

4
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Messy Middle



Buyer 

Recognizes 

a Need

1

Prioritize 

Against 

Other Needs

2 Explore & 

Evaluate 

Options

3

Sales /

Negotiation

4

Demand Gen: Establish yourself 
as the preferred vendor here

Lead Gen 
focuses here



5%

Buyers are “in-market” at a 

given timeSource: LinkedIn



DEMAND GEN

LEAD GEN



Buyers 

Will:

1 Remember the problem you solve 

Value your POV2

Believe your brand is the best option3



Vende 

Digital
Framework

1 Activating the Right Audience

Establishing Authority & Empathy2

Nurturing Relationships3
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Right 

Audience
Activated 

Audience
Influencers

Organic 

& Paid 

Distribution

How To Activate Your Audience



57%

Struggle to Engage the Right 

Buyer in the Right ChannelSource: Marketing Charts 
2021 B2B Study



You Must Invest the 

Time To Identify Your 

Ideal Customer Profile



What You’re Looking For

1 Common Pain

Similar Buying Journey2

Purchasing Influence3

Targetability4



RIGHT 

NICHE

(ICP)

Happiest & 

Profitable 

Customers

Closed

Won/Lost

LinkedIn

Identify:
• Firmographic

• Role/Function

• Physiographic

• Source

• Buying Process

• Competitive Gap

• >10K in LinkedIn



PRO TIP:

Get Friendly With 

Customers!



KEY POINT:

What Are 2-3 Things 

Your Customers 

Know…



KEY POINT:

Similar Companies 

Knew They Would 

Consider You…



DISTRIBUTION

PaidOrganic
Now Buyer

Goal: Down Funnel

Future Buyer
Goal: Consumption

Now Buyer
Goal: Down Funnel



Create a Spark

• Unique Insights

• High Pain + Low Burden of Proof

• Highlight Common Symptoms

• Explain Why They’re Struggling

• Steps to Take to Relieve Issue

• Lead to Your Superpower (USP)



Pro Tip:

Deliver 

More Value 

In Channel

Users clink 
on links <1% 
of the time



KEY POINT:

Leverage Sales, SMEs, 
& C-Suite to Engage in 
Social as Part of Your 
Demand Gen Strategy



Only 1% of users share 
content on LinkedIn. This is 
a HUGE OPPORTUNITY for 

your business.



5X More Reach
Source: IBM



24X More Engagement
Source: Hootsuite



Paid:

1 Guaranteed Delivery

Awareness Your POV/USP2

Moves Prospects Down 3



PAID DISTRIBUTION

Future Buyer
Goal: Consumption

60-70% 
of your 
Budget

30-40% 
of your 
Budget

Now Buyer
Goal: Down Funnel

Big miss by 
most B2Bs



0

2

4

6

8

Conversions

Lead Gen

Awareness

Awarenss + Lead Gen

6X

Source: LinkedIn



Amplify with 
Paid

Take What’s 
Working 

Organically



Funnel Stage Offer Channel Tactic Outcome
Budget 

Allocation

Awareness

Ungated Content 
(blogs, 

infographs, case 
studies)

ABM Display, 
LinkedIn Ads, 

Content 
Syndication, 

Search, Social 
Selling

Organic Social, 
Display, Video 

Impressions, 
Engagement, 
Traffic to Site

~40%

Evaluation

Gated Content 
(guides, 

playbooks, white 
papers, reports), 

Events, 
Assessments, 

Calculators

ABM Retargeting, 
LinkedIn Ads, 

Asset Syndication 
Nurture Emails, 

SEM, Social 
Selling, SDR Calls

Display, Video, 
Carousel, InMail, 

Conversation, 
LeadGen

Opt-in, 
Registrations ~40%

Decision
Consultation, 

Analysis, Demo, 
Trial

Intent 
Retargeting, 
LinkedIn Ads, 

Marketing 
Automation, 
SEM, Social 
Selling, Calls

Display, Video, 
InMail, 

Conversation, 
LeadGen, 

Opt-ins, 
Appointments ~20%

Drive 
Prospects 
Down



INFLUENCERS

Who Has Their Ear?



Pro Tip:
Find 
Influencers 
on 
LinkedIn

Search for 
hashtag/key 

word
Filter by posts 
over last week



Catch the 
Podcast Wave!



1 Activating the Right Audience

Establishing Authority & Empathy2

Nurturing Relationships3

Vende 

Digital
Framework



Problems 

& Solutions

Desired 

Outcomes

POV,

Insights & 

Proof
Authority

How To Establish Authority



63%

Struggle to Understand Buyers’ 

Needs & RequirementsSource: Marketing Charts 
2021 B2B Study



Authority 

is the Goal 

of Content 

Marketing



Help Me

• See what’s wrong

• Understand why it’s 
happening

• Know what to do



Give Me

• Information

• Tools, Resources, 
Guides

• Easy access to more 
help when I need it



Do It

• In a way a like

• In channels I prefer



More Sales/  

Revenue

Outcome

Qualified 

Leads

Influencer 

1

Work Backwards

More
Opportunities

Better Sales 

follow up

Drivers

More Traffic

More ways 

for prospects

to engage

Influencer 

2

Better 

Content

Better Ads

Influencer 

3
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•What Do They Need?
•How To Accomplish?

•Stories/Examples



Content 
Checklist



Before You Publish

1 Me vs. You Test?

Is This Going To Help?2

Will it Create Momentum?3

Is it Good?4



1 Activating the Right Audience

Establishing Authority & Empathy2

Nurturing Relationships3

Vende 

Digital
Framework



Frictionless 

Journey

Sales 

Alignment

POV,

Marketing 

Automation
Nurtured 

Relationships

How To Nurture Relationships



The Company Who 

Makes Buying 

Easier…WINS!



There is a prospect



They have a problem



They are unsure how 

to solve the problem



They need 

transformation….



Not Spam….



Your job…



Build a system that 

helps...



Every step of the way 



Goal:

1 Make Next Step Easy & Logical

Deliver a World-Class Experience2

Offer Moments of Delight3

Stay Top-of-Mind4





•Marketing - Chumming the water
•Sales – Reel in the big fish

Marketing Does All The 
Dirty Work …

Sales Gets All The 
Credit …

Sales and 
Marketing 
Alignment



Have You Defined:

1 Roles/Goals of Marketing vs. Sales

MQL, SQL, SAL, ICP2

What Marketing Needs to Win3

What Sales Needs to Win4



New Role of 
Sales

Become an 

Information 
Concierge



30%

Improved Conversion Rates 

When Reps Use Call, 

Email, & Social
Source:  Ziff Davis



Where Does This 

Leave Email?



Email = Content 

Distribution Channel 

1st



Email = Direct 

Response 2nd



Around The 
World Nurture 

Campaign
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USP Demand
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What’s In It For You

1 More Engagement 

Higher Quality Leads2

Increased Win Rates3

Happier Boss 4



First Session 11/10 @12CT

Sign up: VendeDigital.com/GO




