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Part 1: The true cost of demand creation

However, too often, there's a disconnect between marketing efforts and sales action.
While marketing works to attract potential customers, sales teams need to effectively

engage and convert them.

Savvy business leaders understand that marketing

iIs more than an expense on a balance sheet and
that it's an investment requiring close alignment with
sales.

By measuring the return on investment (ROI) of every
activity, from ongoing campaigns to first touch
qualification and beyond, businesses will bridge the
gap and ensure both marketing and sales are
working toward the same goals.

A good general rule when setting aside an annual
budget is that almost everything should have an
expected sales number associated with it.
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Some activities can be trickier than others to translate
directly into sales activity — PR and brand building to
name a couple.

But when looking at what's directly required to fill an
actionable sales pipeline, ask yourself if it's possible to
assign a number to the things you're doing otherwise,
what's the point?

As you read through the notional list of
activities marketing has in its toolkit
calculate an ROI figure in your mind
ready to apply at the end - there is

a point to this.
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Now let’s delve deeper into the components that
determine the real expense of marketing.

Every marketing plan starts with a strategy.
Determining the right strategy means really
understanding the target audience, your

sales plays, your point of difference,

identifying the best channels to reach them and
how you stack up against your competitors.

All these elements have associated costs whether
you take in advice from external consultants or
your internal team do it for you.

Whether it's a blog post, a video ad, or a social

media update, content is at the heart of marketing.

Here are the factors influencing cost in this area.

Buyer-First approach:

The better you are at putting their needs

first by creating content that has a purpose in
the sales process, the better you'll do.
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Multi-channel delivery:
Making sure it's everywhere your buyers
are, rather than hiding on your website.

Professional services:

Hiring writers, videographers, graphic designers, or
any other professionals to create volumes of
content.

Software and tools:

Licenses for tools like Adobe Creative Suite, video
editing software, or even premium versions of
blogging platforms.

Promotion:

Ads, sponsored content, and other promotional
strategies to make your content reach a broader
audience.

Understanding your audience often requires data—
sometimes, more data than you can gather organically.

Data purchase:

Buying customer lists, demographic
information, or other relevant
datasets.
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Data management:

Anyone can access data on license, but it's only
becomes a truly valuable asset once it relates to
engagement with your brand.

Investing in data purchase is only the start of a
complex journey through CRMs, analysis tools,
maintenance, hygiene and compliance as well as
having the available skills to interpret it.

Unless sales understand what is being shown to
them, they aren't working to their full potential
identifying the best channels to reach them and
how you stack up against your competitors.

All these elements have associated costs whether
you take in advice from external consultants or
your internal team do it for you.

Automating marketing tasks usually necessitates
the implementation of various systems:

Marketing automation tools:

Platforms like HubSpot, Marketo, or Mailchimp,
which help in automating email campaigns,
lead nurturing, etc. Free versions only have
limited capabilities.
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Analytics:

Tools that provide insight into website traffic, user
behaviour, conversion rates. Again, free versions
only have limited capabilities.

Integration:

Costs associated with integrating different
marketing and sales tools to create a seamless
workflow.

Website:

Keeping the site current, inline with
marketing and sales activity and rich in
content to keep visitors returning.

Often some of the biggest investments businesses
make, and yet many lose sight

of the value of this effort if long sales

cycles prevail.

Whether a large-scale tradeshow, or in a smaller
venue costs include:

Location:
Hire of space/venue hire
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Onsite:
Branding/stand build/equipment hire/catering

Selling yourself:
Promotions and swag

Expenses:
Hotels, subsistence, travel

Events shouldn't be viewed in isolation and should
be just part of a wider demand creation strategy. If
not they have a tendency to distract resource from
other, more guaranteed activities.

Beyond software and tools, human resources are a
significant part of marketing expenses:

In-house team:

Salaries, benefits, and training for marketing
employees.

External resources:

Hiring agencies, consultants, or freelancers to fill
in expertise gaps or take on specialised tasks.
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Measuring ROI

After getting a feel for the true cost, the next logical
step is measuring the return on these investments.
Here's a simplified approach:

1. Determine the total cost:
Take your estimated (or actual) costs associated
with a particular marketing campaign or strategy.

2. Calculate the return:
Track sales, leads, or other relevant KPIs that
resulted directly from your marketing efforts.

3. Compute the ROI.

Use this formula:

Sales Growth — Marketing Cost
x 100 = ROI

Marketing Cost

*a good ROl is 500%+



Go back to the number I mentioned at the beginning and use it to roughly
calculate whether you've been getting a big enough bang for your bucks.

Are your numbers a surprise, or as you'd expect? More importantly, do you
think you could be greater value from your marketing investment and get
guaranteed results?

Whilst it may be scary breaking away from things that are no longer working,
as our old friend Albert Einstein famously said:
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SEO

Emalil marketing

Soclal Ads

Linkedin Ads

Weblnars

Content marketing

PPC

PR/Earned

In person events
and trade shows

Telemarketing

Linkedin connections

One of the cheapest and most popular online marketing channels, there's a continuing
debate about lead quality and true ROI

GDPR brought a tot of insecurity to email marketing and mary marketers are stll feeling
ther way arcund. but & remalins one of the most used channels

This has become a mainstream channel for B2C, but stitl has a way to goin B2B A big
draw |5 you can measure results more effectively and In real-time. paying onty where
there is audence engagement

Wa've kept Linkedin separate from othar scdal charnels, as it's more B28 focused In
our experence, it's great for swareness bul les likely Lo convert audiences without
additional marketing

Again quite broad and complex. display advertising targets largar audiencas and. in ouwr
view, favours brand awareness over lead generation

So popular n lockdown, were all those webinars we sat through value for money? Not
o rruch as you might have thought, 2 seems. There's usually a 50-80% drop out rate

This channel offers markelers a broad scope if communication is well censidered and
engaging Otherwise. soroll through and move en.

I you think you're not getling the mast from SEO, youlll mast likely boost results with
mora ivestment. The cost can sky-rocket depending on your search termes,

PR and content markeling bave tended to merge somewhat, bul shoutd we refocus on
what PR is all about?

The opportunity to get faca-time with real people and easier than getting hold of them
on tha phone  According to our resaarch. they re not cheap. dalivering the most
expersive leads of all chamels researched.

This & because the ‘warmest” comversations are followed up, the remainder get added
1o a contact list and included in generic campaigre, rather than being buill inlo a

post-event sequence of activity. Givan the holy grall Is getting to speak to prospects
this has to be the most under-performing method

I's a big ask - pure cold calling - made even more difficult now prospects are working
from hame. It's not cost-effective to gel a message across request a meetingin a
couple of conversations. Yes. we know telemarkaters are very skilled at what thay do.
but give therm a hand by giving them high intent leads to convert rather than cold-call,

A popular chokce, but 5 bacoming another form of spamming If sales teams don't do
this themselves, you can pay agencies to do it for you. Beware LI's algorithen limits -
they Ul suspend your account!!
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Higher Performing Demand Creation

from The Point Company and Amigos Network

A Win for buyers - a win for you

Our team of experienced marketing and sales
professionals offers a comprehensive, plug-and-play
demand creation service based on proven community
marketing strategies.

Building relationships and trust

By leveraging our buyer community engagement to
generate high-intent leads for individual brands, this
programme adds real value and certainty to your
marketing and sales initiatives.

Smart marketing

We recognise the challenges faced by today's tech
buyers and the increasing costs businesses incur to
attract them.

That's why we've developed services that support buyers

throughout their decision-making journey, while
delivering qualified appointments to your sales team.

© amigos network 2024

First-call in the ‘Last Mile’

With our Market Activation™ approach, we provide a
transparent, results-driven process that ensures better sales
outcomes and a clear path to growth. Because we create
the initial digital touchpoint to the first call in the last mile
in the sales cycle, we're able to be ourselves accountable for
measurable success.

Economies of scale

Our services are flexible—designed to integrate with
established teams, serve as a complete go-to-market
solution for businesses lacking resources or leveraging
greater value from channel partner relationships. Scalable
across multiple markets, our plug-and-play model offers
significant economies of scale.

Organise a Demo

Discover how our solution can enhance your demand
creation efforts, letting you focus on building meaningful
relationships with your customers.

Visit us at www.theamigosnetwork.com to learn more, or book a
meeting today to see the difference firsthand.



http://www.theamigosnetwork.com/

