
Break the 
Curse 

of the B2B Consideration Set



Hi, I’m 
Katie Martell.

“Unapologetic marketing truth-teller”

@KatieMartell
www.katie-martell.com



1999 - 2019

HAPPY BIRTHDAY, 
RXINSIDER!



TRUTH #1

1999 was a 
very different time



Phone apps in 1999:



Phone calls in 1999:



File storage in 1999:



Wikipedia in 1999:



Netflix in 1999:



Google was 1 year old



You got there via



Google Maps in 1999:



Instagram in 1999:



Y2K



1918 to 2004

Curse of 
the 
Bambino 
still 
unbroken.



TRUTH #2

2019
The year of

information-overload



The typical 
American hears or 
reads 100,000+ 
words every day.

McKinsey Global Institute via To Sell is Human 





We are exposed to as much data in 
a single day as someone in the 15th 
century would be in their entire 
lifetime.

WUT?

#TLDR

??



Statista



Statista



Check email or IM 
40 times every day
(Once every 7.5 minutes)

RescueTime



Switch between 
tasks 300X a day

RescueTime



Use 56 different 
apps / websites 
a day

RescueTime



Check phones 
150 times / day

(Once every 5 minutes)

NBC News, Feb 2018







28

NBC News
Feb 2018



TRUTH #3

This is also the age
of commoditization



COMMODITIZATION:
Goods or services becoming 
indistinguishable from competing offerings. 

Interchangeable. 
Generic. 
Standardized.



















Pharmacy Solutions Market





TRUTH #4

You are cursed.





OFFERINGS are more commoditzed

• NEW VALUE DIMENSIONS = subjective, reduce anxiety, inspirational 
and individual value 

The curse of the consideration set.



• Slow deal cycles
• Price wars
• Low marketing 

engagement

Symptoms 
include:



How do you break free from 
the pack when the pack looks 

the same to the buyer?



RXInsider’s
Pharmacy 
Platinum 

Pages





“In the midst 
of chaos, there is 
opportunity.”

Sun Tzu



3 Ways to Break the Curse

1st thinker
advantage

Get 
personal

Be radically 
transparent



3 most important factors in 
shortlisting and making a final 
decision on an enterprise sale: 

TOPO

Knowledge and 
understanding of 
unique business 

issues 

Knowledge and 
understanding of 

industry 

Fresh ideas to 
advance my 

business 

“Know my business.” “Help me win.”“Know the industry.”





Lead with ideas,
not brute force.
Why should I change?
Where are things going?
What do you know that I don’t?



Be first to provide value and insight in a deal.

First-thinker 
advantage.



What Matters Most to IT Infrastructure Buyers?

EXPERTISE

HOPE VISION



SALE

Explicit in the RFP

Implicit during buyer research / WoM

How do buyers evaluate their options?

1999

2019



TRUTH #5
We suck at 

thought leadership.



Edelman & LinkedIn

14%
say the “thought leadership” they 
read is “very good” or “excellent”

B2B firms fail at thought leadership:





“We want to be thought 
leaders at a level that 
goes well beyond what our 
company does. 

Instead, we commit to educate 
the world on a better way to 
make talent happen.”

- Rob Biederman
Catalant CEO/Co-Founder 



@KatieMartell



INFOGRAPHIC ON-STAGE AT INDUSTRY EVENTS

ONLINE ADS BLOG CONTENT SOCIAL CONTENT

PR RELEASE + BYLINES WEBINAR

MICROSITE

INTERACTIVE 
ASSESSMENT

ABM DIRECT MAIL

“Exec resource center” 

EMAIL / NURTURE
VIDEOS

Original research is a powerful asset:



https://www.scriptpro.com/blog/dealing-with-rising-workloads-and-data-needs-through-automation/

https://www.scriptpro.com/blog/dealing-with-rising-workloads-and-data-needs-through-automation/




https://www.omnicell.com/us/en_us/success-center/webinars-and-podcasts

https://www.omnicell.com/us/en_us/success-center/webinars-and-podcasts




Everything is content.
1. Social graphics
2. Infographic
3. Instructographics (how-to, steps)
4. Poster
5. Landing page
6. Blog posts
7. Byline
8. Checklist
9. Quick guide (3-5 page)
10. Case study
11. Worksheets or templates
12. Tear sheet (or quick reference guide)
13. Expert Q&A podcast
14. Video interview
15. Slideshare

16. Interactive quiz
17. eBook / guide
18. Whitepaper
19. Interactive quizzes or assessments
20. Email course / newsletter
21. 60 min live webinar event
22. Speaking session / deck
23. Podcast / interview series
24. Research report (original or third-party)
25. Microsite destination



Content answers these questions:
Why should I 
change?

How do I solve this?

Why should I 
choose you?

Did I make the right decision? 



Recognized as expert ☞ More inquiries, short lists

Philosophically aligned buyers ☞ Faster sales cycles

Differentiation ☞ Higher close rates & prices

Sharing, organic WOM ☞ Greater reach at lower cost

Emotional connection / trust ☞ Increased loyalty

More value to customers ☞ Higher LTV

Admiration ☞ Attract and retain top talent

Source: Forrester Research

Real, measurable impact of thought leadership:



3 Ways to Break the Curse

1st thinker
advantage

Get 
personal

Be radically 
transparent



TRUTH #6
Most companies
don’t understand
their customers.



60%
of B2B brands
admit they don’t 
understand
their buyers. 

SiriusDecisions



70%
of B2B buyers feel 
brands don’t 
understand their 
business.

B2BMarketing.net



“The aim of marketing
is to know and understand 
the customer so well the 
product or service fits him 
and sells itself.”

- Peter Drucker





B2B VALUE









[ Realm of differentiation + trust ]

[ Pre-requisites to being in business ]



Compliance

Security

Reduced effort



Meet requirements
Reduce operating costs

Productivity



B2B buyers are 50% more 
likely to buy a product 
when they see personal 
value for them, or a positive 
impact on their career. 

8x more likely to pay a 
premium for that product. 

Study from Google, Gartner, Motista

50%

8X















3 Ways to Break the Curse

1st thinker
advantage

Get 
personal

Be radically 
transparent










TRUTH #7

We are marketing in a 
time of pervasive 

mistrust.



Edelman Trust Barometer Report



42%
of buyers don't 
know which 
companies to trust.

Edelman Trust Barometer Report





Edelman

60%

64%

68%

69%

54% 56% 58% 60% 62% 64% 66% 68% 70%

Profits and stock price increase

Business decisions reflect 

company values

Their products and services are 

high quality

Their company is trusted

CEO agenda:



Transparency
builds trust.



“Default to transparency.”



Honesty and transparency in an 
industry of shady, secret tactics.

Rand Fishkin, Moz/Sparktoro



“We were called crazy and foolish for 
oversharing so much about the 
mechanics of the business. 

But we also became trusted, and, 
especially because the field of SEO 
and the broader world of tech 
startups are so often impenetrably 
secretive, it paid off.” 

- Rand Fishkin



Honesty
builds trust.



An “exceptional truth:”

What everybody is thinking, but nobody 
will say out loud.

Say it.   



An honest look at video conference calls:






OFFERINGS are more commoditzed

• NEW VALUE DIMENSIONS = subjective, reduce anxiety, inspirational 
and individual value 

Break the curse of the consideration set.

1st thinker
advantage

Get 
personal

Be radically 
transparent



Thank you!

@KatieMartell
Katie@Katie-Martell.com

The World’s Best Newsletter is at 
www.Katie-Martell.com
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