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The “95-5 Rule” Explains Why Marketing
To Future Buyers Is So Important.

“In Market” Buyers “Out Market” Buyers
Current Cash Flows Future Cash Flows
5% 95%

Time . .
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Yet 84% Of B2B Marketers Solely Invest In The 5%,

Prioritizing Short-Term Gains Over Long-Term Growth.
Converting = 9% Priming = 95%

of CEOs agree that

our bubbly brown

beverage solves +
their thirst problem!!

CLICK HERE AND ACT NOW

And fill out an incredibly long form
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In BYB, BEveryone Falls For The Product Delusion:
That Companies Compete On Product Superiority.

“Advertising is the price you pay
for having an unremarkable

oroduct or service.”

Jeff Bezos
Former Product Delusionist
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As A Result, Marketing’s Influence Has Declined
Over The Past Decade, And It's Especially Limited In Tech...
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...At The Same Time, Interest In Product-Led Growth (PLG) Has Soared.
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50, Do PLG Strategies Outpertorm Traditional GTM Strategies
In The B2B Tech Category?

Traditional GTM Strategy Product-Led Growth Strategy

Product Marketing And Sales We Compete On
Sell The Product Product Superiority
Brand Ads Prime Customers While  Product-Centric Demand Gen Ads
Marketing Demand Ads Generate Leads Generate A Lead

For Sales To Close Deals Or Acquire A New User
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Let’s Look At The Data.



PLG Can Drive Short-Term Gains In Early-Stages But Its
Less Profitable And More Expensive Long-Term.

PLG Companies Are Less Profitable PLG Companies Are More Expensive To Run
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t's Never Too Early To Start Thinking About Your Future.

Scaling
and bridging

Exploring
and building

'4

<$25 million $25 million-$500 million $501 million-$5 billion

Sustained
growth

>$5 billion ———

Approximate revenue range

— T Lt

Software companies must invest in

' building key capabilities at the right
: time to sustain growth
]

Negative EBITDA

B Cost

B Revenue

—>»>

Optimal revenue curve

Positive
EBITDA

Bend the cost curve earlier

Optimal cost curve

Time
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Growth Is A Factor Of A Brand's Mental And Physical Availability.

Mental Availability Physical Availability

EASY TO MIND EASY TO FIND & BUY

* Wide, consistent reach * Presence
» Situational messaging * Prominence
* Distinctive branding * Portfolio
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The Biggest Brands Are The Most Mentally Available.
They Come To Mind For More Buyers In More Buying Situations.

Brands Recalled In Top CRM Buying Situations
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PLG Is For Today, Mental Availability Is For A Lifetime.
Follow The Marketing Laws Of Growth In B2B Tech.

The Double Jeopardy Law: Loyalty And Retention Are Functions Of Market Share.

1 Prime & Reach Future Customers To Grow.

5 The Duplicate Purchase Law: All Brands Share Customers \Within A Category.
Acquire Customers From Bigger Brands To Grow.

3 The Law Of Buying Frequencies: Growth Comes From More Buyers That Spend Less.
Acquire All Types Of Customers And Only Upsell To The Top 107.
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The Marketing
Laws Of Growth In
B2B Tech



The Double Jeopardy Law:
Penetration Determines Both Growth And Loyalty

Cloud Infrastructure Pene’;n::hon R;::: .
Google (GCP) 41 79
Amazon (AWS) 40 88
Microsoft Azure 38 84
IBM cloud 34 84
Oracle 20 64
Cloudflare 11 06
Alibaba Cloud 10 6/
Digital Ocean 10 61
HPE o 64
Rackspace 3 56
Category Average 18 61
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The Duplication of Purchase Law:
All Brands Compete Against Category Leaders For Customers

Subscribers of ... % Who also subscribed to ...

Google AWS Microsoft IBM Oracle Cloudfiare Alibaba Digital Ocean
Google (GCP) 41 41 38 39 20 18 18 12
Amazon (AWS) 40 42 46 39 22 14 16 10
Microsoft Azure 38 41 48 42 25 10 17 10
IBM Cloud 34 48 47 48 32 16 17 15
Oracle 20 41 44 48 54 19 13 11
Cloudflare 11 67 50 33 47 33 22 42
Alibaba 10 77 65 68 58 26 26 26
Digital Ocean 10 48 42 39 52 23 48 26
Average 51 46 45 47 25 22 18 18

Source: Ehrenberg-Bass Institute, “Investigation into Marketing Laws of Growth: Cloud Infrastructure As A Service”, n=318 IT decision makers
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% of Category Subscribers

The Law Of Buying Frequencies:
Brands Will Always Have More Light Than Heavy Buyers

B Actual B Predicted
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Monthly Spend
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Build Mental
Availability




Mental Availability Is About Being Memorable, Not Clickable.
Follow The “RMB” Approach To Stay Top Of Mind.

~»

ot =W

*'*

Reach Message Brand
the whole category entry with distinctive
category points assets
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Step 1: Develop Ads Positioned Against Customer Needs.
Link Your Brand To The Biggest Buying Situations.

. BRING
e BRIN GOVE MANUFACTURERS

COMPANI

salesforce
salesforce A
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Simplicity Sells.
Fven With Complex B2B Purchases.

monday.com + Follow
e 105,518 followers
6mo - Edited - @
Stop juggling between tabs. Boost your productivity with a platform that
E Brex centralizes all your team's marketing projects and improve the way you work.
Promated - Financial Servic

Expenszes don't hawe to be so hard. With Brex, expenses are done automatically.
All powerad by Al

Nobody likes

doing expenses.

[ TEn——

o

i o em

&

Switch to Brex. Mo receipts needed.

Strategic planning

’ End-of-season storles ad
I Carousel for FB campaign

From chasing tabs to driving business growth

monday.com - 1 min read

ServiceNow + Follow ===
Sl 540 051 followers
1yr - Edited « ®

Need all your tech to connect? #LetsWorkflowIt. "
Boost your productivity with modern IT experiences that can help you
automatically identify and resolve issues as soon as they happen, and align

initiatives across business strategy and operations departments.
http://spr.ly/6042HzSqY

servicenow.

) A

Y . Outdated IT

causing meltdowns?

(P Kkad all aver f
Ho st melted all over the f

Streamline your IT to avoid meltdowns
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Step 2: Brand Everything \/Vith Distinctive Assets.

. BRING
COMPANIES .

~ N salesforce
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Once Buyers See An Ad, They Must Know It's Yours.
Use Brand Assets Early And Often.

Asset Recognition Drives Brand Attribution In Cloud

Brand Assets Recis;?itﬁon AttE:irSS’Son Misattribution Assi?;g?%n]y
AWS ~~ 93% 74% 3% 03%
Google Cloud a 91% 68% 5% 27%
MSFT A 65% 14% 11% 74%
Cloudflare 22 63% 6% 18% 76%
Dell 61% 1% 18% 81%
Digital Ocean D 59% 13% 13% 75%
IBM TES 57% 38% 6% 57%
MSFT | 56% 10% 17% 74%
Oracle O | 54% 20% 7% 73%
Linode v 52% 9% 10% 81%

Source: Distinctive BAT Cloud Research in partnership with the B2B Institute, 2022 Lmkedm The B2B Institute



Step 3: Reach All Current And Future Category Buyers.
Prime The Market To \Win More In-Market Buyers.

“In Market” Buyers “Out Market” Buyers
Current Cash Flows Future Cash Flows
5% 95%

Time : .
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Are You Reaching Enough Category Buyers To Meet Growth Goals?

Reach
4,891,030
3,393,709
1971,053 I 1971053
25th Percentile 50th Percentile /5th Percentile Your Brand
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Step 4: Track Your Mental Availability Across Priority Buying Situations.
Mental Availability Is More Predictive Of Consideration & Purchase.

Total Aided Awareness Mental Availability

CEP1 CEP2 CEP3 CEP4

83% 83%
80% 80%
60%
49%

47% 9

44% =
37%
30%
] l

Purchase Conversion

B Consideration M Purchase/Usage [ The B2B Institute




1 hank you
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