
Pain to Plan in One Quarter  
 

The Antidote to Marketing Attention Deficit Disorder 



B2B Marketing Faces Challenges 

B2B marketers are working harder and longer on more things… 

u  Managing an average of 13 B2B content initiatives now - and 

planning to add 8 more in the next year  

u  Spending 28% more on marketing technology 

u  Influencing a B2B purchase team that now includes up to 

seven executives 

u  And 70% are planning to drown their prospects in even more 

content this year!  

But generally not getting the results they work so hard for… 

u  46% admit their personas are not effective 

u  80% of their content is not used 

u  43% say the purchase cycle is getting longer 

u  And still 60% of B2B engagements end without a single vendor 

being selected! 

Sources:	  Conductor,	  Knowledge	  Tree,	  CMI,	  Marke8ng	  Profs,	  Curata,	  Bizo,	  B2P	  



Don’t Go MADD 

Most B2B marketers today are suffering from 
Marketing Attention Deficit Disorder. 
 
They need the prospect intelligence to know 
what their prospects really want so they can 
focus their time and energy on optimizing it. In 
other words… 

 
Do fewer things better.  

B2P identifies what you can do less of 

and makes the work you are already doing more effective  

by showing how you can get more impact from it.  



Translating Challenges Into Success 

Marketing Effectiveness: you're not 
generating the impact you seek despite 
investing in numerous tactical programs 

Purchase Cycle Acceleration: your sales 
team is languishing in a long, complex 
purchase path with low conversion 

Differentiation: you need to stand out in 
a commoditized industry    

Sales Engagement: your sales team seeks 
help getting to senior decision-makers 

Market Introduction: you're introducing 
a new product 

Market Expansion: you're expanding 
into a new industry or geography 

Market Evolution: you’re facing a new 
technology or a new competitor or a 
new buying pattern  

Vertical Marketing: you seek greater 
impact by targeting a high-value 
vertical   

You face two types of thorny marketing challenges we can help with.  

What’s your key challenge? 
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How B2P Agile Learning Improves B2B 

We do this by… 

¤  Uncovering the Key Prospect Insight™ that drives everything you do and 
unifies your team’s activity 

¤  Creating and identifying The Big Idea that differentiates you 

¤  Pre-testing and optimizing The Big Idea before you go to market 

¤  Equipping your team with the online, offline, and sales support marketing 
action plans to make it happen and… 

¤  Doing all this in one quarter (and in ¼ the usual time) 



Our Proven System 

§  Prospect Persona™ 

§  Prospect Journey 

§  Key Prospect Insight™ 

Uncover who your best 
prospects are and how 
they select you or your 
competitors 

§  Purpose Positioning 

§  Targeting Strategy 

§  Messaging Strategy 

Build a marketing strategy 
your prospects wish you 
would with targeting, 
messaging, and positioning 
that excites your prospects 
and your team 

§  The Big Idea  

§  Online Marketing 

§  Offline Marketing 

§  Sales Force Engagement 

Create integrated online 
and offline G2M marketing 
programs and engage your 
sales team around your 
prospects 

Get	  it	  all	  done	  in	  one	  quarter	  



Start Next Quarter Stronger 

B2P system will identify the… 

§  Most influential prospects in your 

buying centers 

§  Most fruitful touchpoints in the 

prospect journey 

§  Most engaging + differentiating pre-

tested messages 

So you can… 

§  Get to market sooner 

§  Get to market stronger 

§  Get more from your marketing 

(technology) investment 



§  Agile – Discover fast. Create 

fast. Test fast. G2M fast.  

§  Creative – B2B can be dull. But 

B2P never is.   

§  Action-oriented - Solve 

problems, don’t describe them.  

§  Integrated – One seamless 

process and team from 

problem to plan.  

§  Collaborative – The best results 

when people co-create. 

§  Experienced – Been there. 

Solved that. Around the world.  

§  Recommended – We love our 

clients. They love us. Ask for 

references.  

§  Fun – We can’t do good work if 

we’re not having a good time.  

How We Work 



Who We’ve Worked With 

Informa(on	  
Technology	  

	  
Medical	  

Technology	  

	  
Business	  
Services	  

	  
Financial	  
Services	  

	  
Manufacturing	  

From	  global	  leaders	  to	  the	  challenger	  start-‐ups	  looking	  to	  take	  them	  on,	  
wherever	  there	  is	  a	  high-‐value,	  mul8-‐stage	  complex	  	  purchase	  path…	  



What Clients Say about B2P 



Wayne Cerullo 

Founded B2P Partners 2001 

Citibank, IBM, Intel, Microsoft, 
Siemens, Visa.  

7 EFFIE awards for marketing 
effectiveness 

BA, Princeton; MBA, NYU.  

Tirelessly curious and creative 

Cyclist, runner, non-profit leader 

San Francisco, CA 

Who We Are 

Karen Barnes 

Passionate about sustainability, 
behavioral science, and change 
management.  

Boeing, Toshiba, Georgia-Pacific, 
EnergyStar, New Holland, Steelcase, 
J&J, MillerCoors 

EFFIE Award for marketing 
effectiveness; national awards for 
creative work 

BA, Hollins College; MA, American U.   

High energy thinker and idea girl 

North Carolina 

Scott Hornstein 

Author, Opt-In Marketing,  

Microsoft, IBM, HP, AT&T, Merrill Lynch. 
Applied Biosystems, Franklin Covey 

Articles in Brandweek, Adweek, Sales 
& Marketing Management, CRM, 
Catalog Age, BtoB, DMA Insider 

BA, New York University 

Prolific writer and pragmatic thinker 

Plays guitar in jazz ensemble  

Redding CT 



Let’s get started. 
The quarter is closing soon. 

www.B2Ppartners.com	  
925.270.9400	  

Write or call for more details about and 
examples of the B2P System in action. 

	  


