Real Life Relentless Marketing
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91% of customers say
they’d give referrals
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Clockwork Home Service, a leading franchisor, knew that people buy its franchises for one
of four reasons:

1

MARKET DOMINANCE

To help them dominate their local market.

2

MARKETING

To gain marketing expertise and clout.

3

EXIT STRATEGY

To provide an exit strategy from their business.

4

BUSINESS OPERATIONS

To gain business expertise and improve their
business operations.

By implementing a Conversion Marketing, content-based system, they developed informational
content in each area and targed at prospects at different points in their marketing funnel.

11%
But, only 11% of salepeople ask
for referral. (Source: Biznology)

2

4.8%
The average voicemail
response rate is 4.8%.
(Source: InsideSales)

Real Life Relentless Marketing
This content library included entertaining
videos featuring businesspeople discussing how
owning a franchise has solved one of these basic
problems and improved their lives.
When a prospect watched a video discussing retirement
planning, Clockwork had more helpful content teed up and
ready to send in a weekly series of nurturing emails.

Whenever a prospect engaged with the company
by visiting their web site or blog, responding to
a social media post, clicking on an email link or
requesting further information, their actions were
automatically tracked and progressively scored.
Once their score reached a certain predetermined level, a
Franchise Advisor made a courtesy call and turned the remote
engagement into a personal selling relationship.

Using this Conversion Marketing System, lead
generation increased 11 fold.

11 x

more
leads

3.2 times more leads rated as “hot” were sent to the sales force
for closing. Clockwork greatly expanded their sales to new
franchisees.

They were RELENTLESS
and it paid off.

3.2 x
more
“HOT”
leads

Is your marketing relentless?

Learn how to move from meek to relentless with this four-part Relentless Marketing series.
Is your marketing relentless?

The 5 Keys to Relentless Marketing

A BUSINESS

In every market, there are a few people
actively looking for your products and
a few who just bought and won’t be
back in the market for awhile. This is a
typical Market Needs Analysis Curve.
The ability to reach the vast majority in
the middle is what separates relentless
marketers from others.

1. BE CONSISTENT
CONUNDRUM:

More B2B businesses fail due to poor marketing than any other
factor, yet marketing is the hardest expense for management to
measure in terms of ROI and the easiest to cut.

Most companies can’t prove direct ROI and are stuck in the timeless trap first enunciated by
famed merchant and marketing pioneer, John Wanamaker:

“HALF THE MONEY I SPEND ON
ADVERTISING IS WASTED; THE TROUBLE
IS I DON’T KNOW WHICH HALF.”
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Ready to Buy!
In the Market
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But, if you could know the half that works, doesn’t it make sense to ride it as hard and far as
possible? We call this kind of marketer “Relentless,” because they have the ability to keep doing
the things that work to move their business forward.

1

Perhaps we could learn something from Direct Marketers. Without distributors, dealers or
field sales forces, they only need to measure one critical metric: sales volume minus advertising
expense. Their sales models quickly become formulaic as they weed out the ineffectual from the
effective. They then become such relentless marketers that the Popeil Pocket Fisherman, Ginsu
Knives and Flex Seal Paint have become cultural touchstones. Of course, the reason they become
so well known is their advertising works, they know it and repeat it over and over again.

44%
44% of salespeople give up
after 1 follow-up.

Being first to
contact a prospect
gives marketers a
powerful leg up.
It is easy to see why sporadic marketers
tend to get little value for their money.
In the interests of keeping marketing
budgets low, they unknowingly shrink
their market reach to a small fraction of
their potential. They are using big sea
fishing gear in a puddle.

Zone of Influence: Where Relentless Marketers thrive

2
35% - 50% of sales go the the
vendor that responds first.
(Source: InsideSales.com)

Everybody wants to market as aggressively and relentlessly as possible. Few companies
have the confidence, budget, capabilities and know-how to relentlessly look for new prospects
and turn them into customers. However, like so much else in our lives, technology is changing
things. Today, it is far easier and less expensive to aggressively market B2B products than I’ve
ever seen before in four decades of B2B marketing experience.
Continued on Page 2

35%-50%
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18x

Relevant email drive 18
times more revenue than
broadcast emails.
(Source: Jupiter Research)

Over 98% is other-wise
occupied. Potential
customers enter and
leave markets every
day. In the meantime,
sales messages to the
overwhelming majority of
the market are falling on
deaf ears.

Good old-fashioned trade shows
remain the top source for B2B
lead generation, with 77% of
marketers saying they generate a
significant quantity of leads.

2

At the same time, we
know 50% of Business-toBusiness sales go to the
first company to contact
a prospect when they are
ready to buy.

77%

A consistent approach
to marketing not only
widens the potential
market, but also
builds awareness and
timely contact with
interested prospects.

82%
82% saying they generate
high quality leads.
(Source: MediaPost)

Real Life Relentless Marketing

1. BUDGET. 2. STAFFING. 3. TECHNOLOGY.

Budget determines how you handle the other two sides, but a
disruption in any of the three turns relentless intentions into
meek marketing programs.

Beyond budget, most B2B marketing programs fall apart because of staffing issues. Few
marketers, especially smaller companies, have even one person dedicated to developing the kind
of comprehensive content needed to keep the marketing fires stoked. Too often an inside team
decides to put together an enewsletter filled with information and then runs out of ideas and
steam after the first two issues.

To be successful a good content developer needs the following characteristics:

CURIOSITY
A constant desire to learn more fuels any good content developer.

Fewer than 2% of any
total market is actually in
a position to purchase at
any given time.

80%
But, 80% of sales require 5
follow-ups. (Source: Scripted)

There are three sides
to the Relentless
Marketing equation:
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more
revenue

Recently Purchased
Out of Market

How to Create Affordable
Relentless Marketing Programs
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80% of calls go to voicemail.

80%
90% of first time
voicemails are never returned.
(Source: RingLead)

90%

4
77% of Email ROI comes from
segmented, targeted, and
triggered campaigns. (Source:
Direct Marketing Association)

77%
5
93% of B2B marketers use some
form of Content Marketing.
(Source: Content Marketing
Institute 2014 Report)
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91%

91%

91% of customers say
they’d give referrals

91% of customers say
they’d give referrals

Those satisfied with their current level of knowledge soon run out of ideas.

STORYTELLING ABILITIES
There is an art to engaging attention, holding it and making it
memorable.

Every company is filled with good stories. Make sure you have someone who knows how to
tell them.

DESIGN CAPABILITIES
Bad design can sink a good story as fast as a badly told story can
sink a good design.

Be sure the designer you select knows that good design enhances a story and makes it more
memorable.

DIGITAL KNOWLEDGE
With costs in mind, most B2B stories today are told in digital
formats and distributed over the internet.

A good content developer should know how to tell stories using video, ebooks, infographics,
slide shows, interactive media and blogs. They should understand the growing relationship
between fresh content and organic search engine results.

11%
But, only 11% of salepeople ask
for referral. (Source: Biznology)
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4.8%
The average voicemail
response rate is 4.8%.
(Source: InsideSales)
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Clockwork Home Service, a leading franchisor knew; that people buy their franchises for
one of four reasons:

1

MARKET DOMINANCE

To help them dominate their local market.

2

MARKETING

To gain marketing expertise and clout.

3

EXIT STRATEGY

To provide an exit strategy from their business.

BUSINESS OPERATIONS

To gain business expertise and improve their
business operations.

4

By implementing a Conversion Marketing, content-based system, they developed informational
content in each area and targed at prospects at different points in their marketing funnel.
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But, only 11% of salepeople ask
for referral. (Source: Biznology)
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4.8%
The average voicemail
response rate is 4.8%.
(Source: InsideSales)
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