
Raising the Bottom Line with

NEXT-LEVEL 
MARKETING



2Raising Your Bottom Line with Next-Level Marketing

Contents
This executive-level eBook provides strategic tips and foundational insight to craft 
a forward-thinking marketing plan with an emphasis on bottom-line results.

Benchmark Your Current Efforts

Explore Foundational Practices for Strategic Planning

Substantiate Your Messaging

Centralize CX in Your Website Design 

Close the Sales and Marketing Loop

Personalize with Marketing Technology

Reap Your Rewards

© 2020 Launch Marketing, LLC



3Raising Your Bottom Line with Next-Level Marketing

Benchmark Your Current Efforts
Buyer developments are always a wise place to start when it comes to 
benchmarking your current marketing strategy and understanding where 
you want to take it moving forward. B2B buyer behavior has experienced 
some drastic shifts in recent years that will inevitably shape how you 
engage them with your marketing. Consider the following:

•	 B2B buyers go through 70% of the sales process before speaking with a 
	 representative (Forbes)

•	 61% of B2B transactions start online (Accenture)

•	 58% of B2B buyers use social media as a research channel (Accenture)

In an era of self-educating buyers, widespread digital adoption and expectations 
for marketing that are higher than ever, integrating best practices throughout 
your efforts is critical. However, transforming your bottom-line impact requires a 
deliberate elevation from best practices to “next” practices.

B2B buyers have switched 
vendors for a more consumer-like 
experience. (Salesforce)67%
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Explore Foundational Practices for 
Strategic Planning
Developing the plan to support your B2B marketing strategy can feel 
overwhelming, but it doesn’t have to be. Today, marketing plans are a 
team effort, inviting collaboration across individuals and stakeholder 
groups. Let’s explore some foundational practices to ensure you have 
the perspective, insight and expertise needed to successfully develop 
an integrated marketing approach.

© 2020 Launch Marketing, LLC

Start at the top

Today’s leading marketers are taking an 
integrated approach not just with their 
marketing, but with their organization. In 
working across the C-suite to fuse your 
marketing strategy with company goals, 
you can accelerate growth and unify the 
customer experience across physical and 
digital touchpoints.
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Reach team consensus on priorities, 
goals and objectives

In practice, it can be difficult to reach complete 
agreement on every priority, goal and objective across 
different groups and individuals. Instead, aim for a 
consensus among key stakeholders such as Sales, 
the C-Suite and your Marketing Team for a holistic 
perspective that incorporates valuable insights across 
the board, from Sales’ customer-facing acuity to the 
Executive Team’s long-term company vision.

Understand your personas

Personas are composite sketches of your respective prospect and 
customer segments, complete with descriptions of their demographic 
and behavioral attributes, the challenges they face and what they want to 
achieve. While personas are invaluable for understanding buyer behavior 
in the prospecting stages, customer personas are essential for fostering 
long-term relationships with your client base and transforming them into 
authentic brand advocates. Accurate customer personas will also provide 
better insights for upsell and cross-sell opportunities. 
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Develop and iterate your plan

Armed with your company objectives, buyer and customer personas and input 
from key stakeholders, you can begin to map out and execute the individual 
components of your plan. While there are tons of variables to be considered in 
any marketing plan, we recommend following these three foundational steps to 
ensure your strategy is poised and ready for execution. 

PLAN
Map out the individual marketing activities within your plan against a 
customer-centric lens, as well as the realistic capabilities of your internal 
team.

INTEGRATE
Look for ways to intertwine individual activities for heightened impact, and 
don’t forget to factor in company milestones to your strategy.

MEASURE
Identify the key performance indicators (KPIs) you will use to gauge the 
success of your plan on both a marketing and organization-wide scale.

© 2020 Launch Marketing, LLC

While there are tons of variables to be considered in any marketing plan, we 
recommend following these three foundational steps to ensure your strategy is 
poised and ready for execution. 
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In B2B marketing, messaging means much more than just the features and 
functionalities of your offering. Instead, your messaging should evoke the 
value and benefits prospects and customers can expect from your solution. 
Nonetheless, it’s very common for companies to approach messaging 
without a cohesive lens. This fragmented approach may suffice in the short 
term, but without a clear, methodical approach to messaging, leaders create 
space for long-term messaging mistakes to creep in.

Substantiate Your Messaging

50% of B2B buyers cited a higher 
likelihood to buy when they feel an 

emotional tie to a brand. 
(Google, CEB Marketing Leadership Council)

If you’re unsure of the state of your current marketing 
messaging, take our 3-minute marketing assessment take our 3-minute marketing assessment 
to evaluate your messaging, buyer personas, lead 
generation efforts and more.

Raising Your Bottom Line with Next-Level Marketing © 2020 Launch Marketing, LLC

https://www.launch-marketing.com/assessment/
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In order to substantiate your messaging in a way that resonates with and engages 
your audience, consider taking a next-level, BOLD approach:

Build an aligned stakeholder team that amplifies the voices of team 
members involved in the entire customer experience.

Obtain target audience viewpoints to validate stakeholder knowledge. 

Leverage benefits as a key-value proposition to cultivate solution-driven 
messaging.

Develop and test for maximum impact and create the opportunity for pivots, 
refreshes and tweaks as needed.

Recall the finding that B2B customers are doing an increasing amount of pre-
purchase research on their own. With that trend in mind, it’s more important than 
ever to prioritize cohesive messaging that meets their discovery head-on. With a 
BOLD approach, you can create straightforward, authentic messaging that is aligned 
across channels and addresses your customers’ pain points in a value-driven way.
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Looking for a deeper dive on BOLD messaging strategies? 
Check out our article, B2B Messaging Best Practices: B2B Messaging Best Practices: 
Why Execs Should Get Outside the Jelly Jar Why Execs Should Get Outside the Jelly Jar 

1

2

3

4

https://www.launch-marketing.com/articles/b2b-messaging-best-practices-executives/
https://www.launch-marketing.com/articles/b2b-messaging-best-practices-executives/
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UX + UI = CX

Raising Your Bottom Line with Next-Level Marketing © 2020 Launch Marketing, LLC

Centralize CX in Your Website Design
For every company, your website serves as the hub of all your digital 
efforts and should be optimized to provide the best user experience. Since 
your website is 100% yours, unlike social media platforms or syndicated 
content channels, you have complete control and agency over how your 
brand and content are experienced by customers. For next-level impact, 
we recommend centering site design around your customer to foster a truly 
distinct and memorable experience.

9

When putting this notion 
into practice, think of the 
digital customer experience 
as the convergence of User 
Experience (UX) and User 
Interface (UI)
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1

UX principles advocate for simplicity and an intuitive experience, which are 
most heavily influenced by site navigation. The aesthetics of your website are 
important, but you should ultimately consider functionality first. Here are some 
helpful tips to consider when developing your website design:

Keep user navigation and behavior top of mind when 
designing a site layout 

Favor page loading speed and mobile responsiveness over 
fancy layouts or image-heavy designs

Treat your website as a mobile hub for all other aspects of 
digital marketing

Raising Your Bottom Line with Next-Level Marketing © 2020 Launch Marketing, LLC 10

Customers today expect page loads of 2 seconds or less. (Kissmetrics)

11 
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Close the Sales and Marketing 
Alignment Loop
From startups to enterprise-level organizations, we’ve seen firsthand how 
prevalent of a struggle sales and marketing alignment can be. Nonetheless, 
attaining alignment is a foundational component for any business – a cohesive 
internal team creates an equally seamless brand experience for prospects and 
customers.

© 2020 Launch Marketing, LLC

The focus of Marketing and Sales will 
always have innate differences, but a 
unified set of goals for both departments 
to work towards can serve to unite the 
two teams and propel revenue growth 
initiatives simultaneously. In order to 
close the loop on alignment for long-
term synergy, you must create a sales 
and marketing LINK.

“The new reality is that marketing 

needs to know more about sales, 

sales needs to know more about 

marketing, and we all need to know 

more about our customers.”

- Jill Rowley

Chief Growth Officer, Marketo
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Lock down definitions and qualification criteria
Come to an agreement on MQLs, funnel stages as well as key 
scoring attributes and weighting (as applicable with your current 
tech stack).

Identify standard processes
Formalize processes, training and technology that will align sales and  
marketing goals such as lead movement criteria, lead notification 
processes and CRM usage and protocol.

Normalize regular communications
Establish key marketing communications and frequencies and create 
regular meetings with a standard agenda that solicits feedback.

Keep track of progress
Stay nimble and be ready to assess and make changes where 
needed.

While creating an initial loop of transparency 
is important, having a plan in place for durable 
communication and shared collaboration is key for 
next-level marketing and revenue results.
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Personalize with Marketing 
Technology
Investing in marketing technology can be a powerful difference-maker for 
marketing (and even your organization’s) operations. Beyond smoothing out 
daily processes, however, consider leveraging your solution to create true 
customization of your marketing efforts – which will ultimately support an 
enhanced, next-level customer experience.

Think about martech from a CX lens

When assessing a martech investment – be it an upgrade 
to your current stack or a new solution entirely – consider 
how the technology will elevate long-term lead gen efforts 
like nurture emails, gated website content and customized 
offerings for prospects and customers across the buyer 
stages. When you assess your integration from a user 
perspective, you’ll establish a long-term solution that offers 
true value to your customers, instead of just a quick fix for 
internal operations.  

Raising Your Bottom Line with Next-Level Marketing 13© 2020 Launch Marketing, LLC
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Reap Your Rewards
Placing your customers and prospects at the heart of your strategic marketing 
efforts is essential for providing more seamless, consumer-like journeys. 
Following specific, methodical best practices for creating an integrated 
marketing plan lays the foundation for being able to successfully create an 
impressionable brand experience that resonates across all areas of marketing.

© 2020 Launch Marketing, LLC

While there are countless components 
of a solid integrated marketing plan, 
some of them can affect the quality of 
your customer and prospect experience 
more than others. By pinpointing ways 
that you can improve and evolve your 
messaging, website design, sales and 
marketing alignment and marketing 
technology stacks, your bottom line will 

reap exponential improvement.



About Launch Marketing
Launch Marketing is a boutique business-to-business (B2B) marketing firm in Austin, Texas that provides turn-key services 
focused on generating leads and driving revenue. The team brings a breadth of senior-level expertise with a full-service 
approach to help clients maximize the impact of marketing for their business. Since 2001, they have helped countless 
clients successfully launch their company, dive into new markets, introduce new products, and generate more qualified 
leads. 

For more information, visit www.launch-marketing.com.
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Ready to raise your marketing to the 
next level?
Looking for more guidance or strategic practices to move the needle on your 
marketing efforts?
 
Schedule a free 1:1 consultation with a Launch Marketing strategy expert today.
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SCHEDULE A FREE CONSULTATION
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