
Is Your Marketing Ready for 

the New Buying Process? 

 

Barbara Pfeiffer, The Partner 

Marketing Group 
June 2015 Babara@ThePartnerMarketingGroup.Com 

 

  



  
 

� The Partner Marketing Group 

www.ThePartnerMarketingGroup.com 

Barbara@ThePartnerMarketingGroup.com  

 

Innovate Or Perish: Is your marketing in need of an innovation and are you 

ready?  

 

This questionnaire designed to start a discussion within your organization and help you begin to 

address the gaps your marketing programs may be facing. This is not a report card and it 

doesn’t look at everything you may be doing (or need to do.) We have focused on those things 

that are most critical adapting to your marketing to today’s buyer.  

 

As you look through these items consider how 

you can best address the gaps you find. You 

may find you need to outsource some of the 

critical items (such as content development and 

SEO) or you may decide to invest in training or 

support for your in-house resources.  

 

A good marketing agency can help you figure 

out the right mix of in-house and outsourced 

functions based on your goals and budget. If 

you are ready for a full assessment of all your 

marketing assets and tactics, contact The 

Partner Marketing Group at 

info@thepartnermarketinggroup.com .  
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Section 1: Your Online Persona  

Your Website  

• Was your website updated (full design & 

content update) within the last 3 years?  

Your website has become your pre-sales 

department. You should be investing in site 

updates (including design) every year.  

• Is it clear immediately when visiting your 

site what you do?  

• Is your website easy to navigate?   

• Have you received feedback on this from a 

customer or prospect?  

• Do you have landing pages for offers and 

campaigns you are running?  

 

People have ever shortening attention 

spans. According to various studies the 

time a person gives to determining if your 

site is appropriate for their needs varies 

from 3-5 seconds.  

 

Similarly – people who do stay want to find 

what they need quickly.   

 

You are most likely not the best judge of 

this however. If there is any doubt about 

how effective your website is, consider 

getting a professional assessment.  

 

• Do you know how much time people spend 

on your site?  

• Do you have Google Analytics installed?  

• Are you running lead tracking software 

(reverse IP look-up)?  

• Do you know what your bounce rate is?  

 

You need a solid set of measurements for 

your site, a regular review and the 

resources to address what the metrics are 

telling you to do.  

 

For example, many people think a high 

bounce rate is an issue with conversions. 

Other issues can effect bounce rates 

however.  Understanding all the metrics, 

what they mean and how you can adjust 

your site to address them is critical to the 

success of your lead generation programs.  
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The most important measures are those 

that show how people who find you are 

interacting.  

• How often do you update your content?  

• Who is writing the content for your 

website? Do they know how to write for 

the web (short and bulleted)?  

• Do they know what your keywords and 

phrases are (and have they been updated 

recently?)  

Website content (separate from the 

resources you added) should be reviewed 

and updated quarterly. This includes your 

home page.  

 

Web copy is different than any other 

content. It needs to be short, easy to scan 

and as visual as possible.  

 

At the same time, it’s critical that you bring 

your keywords into your copy (in a 

NATURAL way).  

 

 

Deficiencies in this area are usually driven by a few factors:   

• Lack of time. Keeping a website up-to-date and creating landing pages for your 

campaigns takes a significant amount of time. If you’re not spending at least a day each 

week dedicated to your site, you are most likely not investing enough time.  

• Lack of ability. Writing for a website is not the same as writing copy for anything else. A 

common challenge for marketers is having too much content on every page making the 

pages dense and difficult to read.  

• Incorrect tools. If you do not have an easy to use Content Management System it will be 

difficult (or costly) to keep your site updated. 
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SEO  

How did you develop your initial list of 

keywords and phrases?  

It is surprising the number of people who 

don’t know or who just built a list without 

any testing or research. If this is you – or 

you don’t know how (or when) you built 

your keyword list, it’s probably time for an 

update. 

Ultimately, this is a task for an expert and is 

not a one-time task. It will take time to see 

how keywords are performing and whether 

you need to make adjustments. If you 

absolutely must do this in-house, 

WordTracker is a good tool for learning 

about and building keyword lists.  

Have you optimized your website using these 

keywords?  

This includes not just your on-site content 

but all of your tags – including your title 

tags, page descriptions and images.  

Are you able to measure visits, conversions and 

other web analytics and are you reviewing 

these monthly and adapting your strategy as 

needed? 

You MUST measure and adapt regularly 

and what you measure is probably different 

than what you think.  

 

SEO is one of the most outsourced marketing tactics for software resellers – with good reason. 

It’s constantly changing and complex and takes a significant amount of resources to do it 

correctly in-house. Done incorrectly, you will see low traffic, low conversion and no leads.  

Although we highly recommend an outsource investment here, some VAR’s have been 

successful with a “hybrid” model – an initial site optimization and then quarterly consults with 

an SEO expert to address changes. This type of model does require an internal person with both 

the passion and time to stay on top of changing rules. Don’t underestimate the amount of time 

implementing these tactics will take each week. For a good overview of what SEO should do for 

you (and why it’s such an investment check out this article on Search Engine Land.)  
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Content  

Which of the following do you have on your 

website? How often are these updated?  

• Blogs 

• Videos and demos  

• eBooks, whitepapers, infographics 

• Case studies and testimonials 

• Polls 

 

 

A website that successfully converts 

customers has a rich library of resources in 

all categories. Resources should be created 

for the different stages of the sales cycle 

(top, middle, bottom) and be thought 

leadership pieces (i.e, not about you) and 

offers to help address risk aversion (such as 

case studies to show other’s success with 

you and your solution.  

 

Content is the key driver for inbound marketing. It brings people to your site – but more 

importantly – it gives them a reason to stay and engage (conversions). Content also builds your 

credibility (case studies) and shows your expertise (through thought leadership pieces).   

Keeping a steady stream of content can be a real challenge however. Many VAR’s will outsource 

the larger pieces (such as eBooks, infographics and other thought leadership pieces) while 

keeping blogs in-house, although some do outsource blogs as well.  

Social Media  

Which social media networks are you active 

on?  How often do you post?  

You should be posting fresh content at 

least once a week. If you can’t do that – 

consider focusing on one or two social 

media sites and keep current content on 

those.   

 

The most important social media channel for B2B marketers is LinkedIn. If you can do nothing 

else, you need a strong presence on LinkedIn including content unique for this vehicle.  

Companies that find success on LinkedIn typically have a companywide strategy for using this 

network – including specific tactics for sales, marketing and technical roles. A good read that 

covers all aspects of LinkedIn for B2B marketers is: The Ultimate Guide to LinkedIn for Business.   
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Section 2: Your Organizational Structure  

Do you have an SLA (Service Level Agreement) 

between sales and marketing? 

Even if sales and marketing are only two 

people – there needs to be a very specific 

agreement around key items such as 

what is a sales ready lead? What happens 

to a lead that is passed to sales and those 

that are not yet ready to buy?   

 

Deficiencies in this area can lead to lost leads, wasted dollars, and ineffective marketing. If you 

don’t have a marketing automation system in place you need to invest in one. If you do – dig 

into the comfort level of your marketing department in utilizing the tool at maximum capacity 

and invest in training if needed.  

For more information on SLA’s visit Hubspot and ActOn 

Section 3: Marketing Skillsets  

Below is a short list of the most critical areas your marketing department needs to be 

responsible for. We recommend reviewing this list and rating your “confidence level” that you 

are executing or implementing this tactic at (5 being best – 1 being worst.) If you’re outsourcing 

some of these items – rate your confidence with the work your vendor is doing.   

Skillset 
Ranking (5 being best 

– 1 being worst) 

Search Engine Optimization – on page and off page  

Measurement and tracking (of all marketing activities)   

Content Development: website    

Content development: whitepapers, eBooks, infographics, 

videos, etc.  

 

Content development: case studies, testimonials and other 

customer driven materials  

 

Website design & updates   

Social media content, publishing and engagement – including 

blogging  

 

Email campaigns   

Nurture marketing (prospects & customers)   
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Automated marketing campaigns. Setting up “drip” campaigns 

within your marketing automation system.  

 

 

Again, this is a “short” list and focuses on the items most critical when marketing to today’s 

buyer. If any of these items are below a 3 for you, you have a gap you need to fill. You can do 

this with training, additional resources or outsourcing resources.  

For additional questions or information, please contact The Partner Marketing Group at 

Barbara@ThePartnerMarketingGroup.com.  


