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Executive Summary
B2B markets are crowded and hypercompetitive. Every day, your prospects are assailed
by marketing messages that arrive via a bewildering array of communications channels.
Standing out amidst all that clutter is a technology marketer’s first challenge.
Decision makers have their own businesses to operate. They have very limited time to
research technology alternatives. Being relevant to a prospect’s real business needs is
the second challenge for the technology marketer.
Further, decision-making executives need help
in discerning the key differences between
competing solutions.
They are experts in their own businesses, not in
the software and services marketplaces in
which technology companies operate.
For technology marketers, becoming a trusted
voice to these executives is the third challenge.
Today B2B buyers do their research before they
engage a salesperson.

70%
of buying information
is obtained before the
point of first sales
contact.

The quality of your publicly available
information is a big factor in determining
whether prospects contact you.
As much as 70% of buying information has already been obtained prior to first sales
contact. Companies with excellent messaging are better positioned to own the ideas
that drive decisions.
It takes a determined effort fueled by a motivating company vision to win.
The payoff is huge. When your company is noticed, and your message resonates, and
you are trusted, then buyers become predisposed to buy from you.
There are proven principles that enable technology companies to stand out from the
crowd, capture genuine buyer interest, and progress beyond the typical suppliercustomer relationship.
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Thought Leadership
Small companies as well as large industry leaders can employ the principles we will
discuss. When applied correctly, they always produce positive results.
Executives want to buy solutions from strategic thinkers who help them further their
business objectives.
Thought leaders have the gift of making their
technology and services more relevant to
prospects’ business needs than their
competitors.
Buying from thought leaders doesn’t imply
pioneering an experimental technology.
While some companies have pioneer DNA,
investing in bleeding edge technologies in
order to get early adopter advantage, they
often bet on technologies that never become
mainstream.

While individual thought
leaders are in plentiful
supply, organizations
continue to struggle to
establish their thought
leadership.

- Craig Badings & Liz Alexander
Sparksheet

Thought leadership is not the same thing as
evangelizing for an unproven technology.
Thought leadership is more about articulation and messaging that provokes decision
makers to look differently at key issues.
A thought leader’s message resonates because it shows how your solution can take an
organization to a higher level by uniquely addressing urgent business problems.
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Deceptively Simple Yet Hard to Do
How do you become a thought leader?
Certainly, a good understanding of your target market is needed. In addition, you need
a way to translate the unique capabilities of your solution into a message that impacts
your prospects.
By “impact,” we are not referring to marketing
pizzazz or spin.
Your message must be so good that it
influences the way your prospects think.
Done correctly, it sets standards that become
the buying criteria every potential solution
must have.

Your objective is to
influence prospect
thinking and set the
criteria every potential
solution must meet

How can you achieve that?
There are three simple keys to developing a killer thought leadership message. In fact,
these keys seem obvious when you read them – except that few technology companies
actually employ them. A successful marketing message must be:
1. Clear
2. Concise
3. Compelling
“That’s it?” – you might be thinking.
Yes, that’s it – but incorporating these three qualities into your standard message, and
ensuring that your entire team conveys this message consistently, is not as simple as it
seems.
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Is It Clear?
Advanced technology solutions can be complicated. The marketer’s messaging
challenge is to convey the essence of a solution’s power in an engaging yet accessible
manner.
The message must be clear, so anyone who hears will understand it the same way,
without confusion.
Thought leadership does not involve overly
complex or esoteric arguments.
It begins with a message that can be clearly
understood, one that leads quickly to “aha”
moments.
How many people in your company can
clearly explain your value proposition?

Writing is thinking. To
write well is to think
clearly. That’s why it’s
so hard.

- David McCullough

Too often, technology companies rely on one or two people who “really excite prospects
and tell our story better than anyone else.”
This situation is common in technology companies with leading edge solutions.
But what seems like a strength (a home run story when told by the right person) is
actually a deadly trap. If this is your company, you’ve got three problems:
•

This model does not scale. Your guru can’t be on every sales call – so how does
the rest of the team cope?

•

Your company will have low message consistency, with different people telling
your story differently. This confuses prospects and makes it seem as if your
team isn’t all on the same page.

•

Your message is just too complicated to communicate thought leadership.

When your message is clear, then communication both inside and outside your company
is easy. Energy is not wasted. Prospects will want to learn more.
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Is It Concise?
Great messaging is crisp and to the point. The challenge for technology marketers is
that they often have very complex solutions.
Conveying the power of advanced software and services in a clear and concise manner is
a non-trivial task, but it is necessary to thought leadership. Why?
Prospects – especially decision-making executives – are busy people with many
responsibilities. They have limited time to research technology alternatives.
They naturally gravitate toward solution providers who have a clear messages that can
be quickly grasped.
If the effort to really “get” your value proposition
is too daunting, many prospects will simply drop
out.
Executives prefer a solution provider who makes
their evaluation process easy. If your message
isn’t concise, you will be left with “professional
evaluators” who genuinely enjoy digging into
complex technology topics (but rarely buy).

I have only made this
letter longer because I
have not had the time to
make it shorter.

- Blaise Pascal, 1657

This is hardly a good recipe for increasing market
share.
While there may be a time for a solution deep-dive, such a session should be used to
reinforce your core message, not to convey it.
A deep-dive can wall-off the competition and strengthen your lead in a deal, but it
should not be a prerequisite to getting your message across. Most prospects just won’t
give you that kind of time.
Great messaging enables you to set the buying agenda. Done well, your message
moves into the everyday language of your prospects.
When prospects begin to repeat your message, they are signaling that you have set the
bar – you are the thought leader.
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Is It Compelling?
Great marketing messages are more than interesting – they are compelling. They
convey a sense of urgency that motivates prospects to act.
But, “Compelling to whom?” What is compelling to you may not be compelling to your
prospect.
We can become enamored by a nifty feature nobody else has – but if that feature is not
connected to the prospect in a meaningful way, it will not be compelling.
Compelling messages strike a nerve. They
speak to a prospect’s urgent business needs.
It is important to matrix your solution’s
features by prospect needs.
Every capability you promote should have
some value to the prospect. But there are
differing levels of need:

“I’ll make him an offer
he can’t refuse.”
- Don Corleone, 1972

1. Useful Needs
These needs influence what prospects consider. Handy features – “nice to have”
items – fall into this category.
2. Important Needs
These needs influence what a prospect seriously evaluates. Capabilities in this
area fill gaps and improve the prospect’s business operation.
3. Urgent Needs
These needs determine what the prospect buys. Your marketing message must
tie your most sustainable differentiators to urgent needs.
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Putting It All Together
Decision makers need solutions that tackle urgent business problems. They buy from
thought leaders who help them advance their own strategic business vision.
You don’t have to be the largest company in your space, but you do need the best
marketing message. That message must be clear, concise, and compelling.

Our Marketing Acceleration Framework provides a blueprint for developing and
leveraging thought leadership messages.
Thought leaders sell their products more easily and grow market share faster than
competitors. We can help you accelerate your marketing with a great vision-based
message.
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