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STRATEGIES

THE CHALLENGES AND SOLUTIONS

The average CMOs will be in their job for only 40 months, half as long as the
average CEO. In fact,

"CMOs have the shortest C-Suite tenure of all C-suite roles."

This can be attributed to a number of factors that we outline in this article, in
addition to solutions where CMOs need to dive deep.

The role of the CMO in a B2B SaaS company is crucial, as it is responsible for
driving revenue growth by developing cutting-edge marketing strategies
that support sales. Yet a CMO's uniqgue challenges shouldn't lead to shorter
tenures and, thus, greater pressures from the start.

In this article, we will address the top challenges, along with solutions that
align directly with the recommendations of Gartner about evolving the role
of CMO to “Chief Customer Officer” as pivotal to the success of the company
and B2B SaaS CMOs

Gartner also states that B2B buying involves more emotions than most
mMaketers assume.

“Customers are making complex
decisions that may put their job
at risk, negatively impact their
organization, or cause distrust
with other stakeholders when it
comes to allocating budgets in

the future.” - Gartner



https://www.gartner.com/en/marketing/research/cmo-time-to-be-more-customer-centric
https://blogs.gartner.com/halle-feuerman/what-are-marketers-missing-from-their-b2b-persona-strategies/
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The need for a much deeper understanding of the

customer may be a major contributor as to why

38% of B2B organizations list “Differentiating our 389%
products/services from the competition’s” as a

challenge to their marketing efforts.

Below are nine fundamental reasons why B2B SaaS CMOs struggle, all of which
can be largely addressed with a deeper understanding of the B2B buyer, along
with suggestions for solutions as the acting Chief Customer Officer.

1. THE RAPID PACE OF INNOVATION

The SaaS industry is known for its rapid pace of
change, with new technologies and products being
developed and released at a breakneck speed. This
creates high expectations for CMOs to constantly
adapt to new trends, technologies, and customer
needs. SaaS companies often expect their CMOs to
deliver results quickly and efficiently, which can put
immense pressure on them to perform at a high
level. The only way to thrive in this environment is to
keep pace on an ongoing basis through the lens of
the customer, understanding how this rapid pace of
innovation impacts how they think and respond.

2. DELIVERING RESULTS QUICKLY

Another challenge faced by B2B SaaS CMOs is the pressure to deliver
results quickly. These companies are often venture-backed or publicly
traded, with high expectations for growth. CMOs are tasked with generating
leads, driving conversions, and ultimately increasing revenue, all while
navigating a complex and rapidly evolving market landscape. This can be a
daunting task, and those who are unable to deliver results may quickly find
themselves replaced by someone who can.

Transformative CMOs are leading the discussion internally at or ahead of the
pace of change from a customer-centric point of view, putting a deep
understanding of the buyer at the forefront of keeping pace with delivering
results.


https://contentmarketinginstitute.com/wp-content/uploads/2022/10/b2b-2023-research-final.pdf
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3.C+ CONTENT GRADE

Let's start by saying that a C+ grade for content across the B2B SaaS industry
might be too generous. Why?

® 96% of B2B buyers review thought leadership content before making a
purchase.

71% of B2B decision-makers say “half or less than half of the

71 % thought-leadership content they read or watch gives them
any sort of valuable insights.”

e 57 percent of sellers say they don't pay much attention to content
produced by their marketing teams, feeling it is generic and unresponsive.

-McKinsey

e Sales reps don't use 60 to 70% of marketing content. That means that about
two-thirds of the investment in content development — often as much as
12% of the entire marketing budget — might simply be wasted.

According to Forrester, an estimated 65% of content marketing assets that
are produced go unused because they are irrelevant.

Poor content quality may be a leading factor for why 31% of salesperson's time
Is spent searching for or creating their own content.

B2B SaaS companies cannot afford to provide C+ quality content or have
their reps’ time spent creating it. If you want to garner the attention of your
B2B buyers and improve alignment with sales, start by creating higher
quality content.

There is an opportunity for companies to level up their content and
outpace the competition. - Forbes


https://www.forbes.com/sites/forbesagencycouncil/2022/04/04/five-factors-of-effective-content-marketing/?sh=3c8fee4b588d
https://www.forbes.com/sites/forbesagencycouncil/2022/04/04/five-factors-of-effective-content-marketing/?sh=3c8fee4b588d
https://www.forbes.com/sites/forbesagencycouncil/2022/04/04/five-factors-of-effective-content-marketing/?sh=3c8fee4b588d
https://www.edelman.com/expertise/business-marketing/2021-b2b-thought-leadership-impact-study
https://www.mckinsey.com/~/media/mckinsey/business%20functions/marketing%20and%20sales/our%20insights/future%20of%20b2b%20sales%20the%20big%20reframe/Future-of-B2B-sales-The-big-reframe.pdf
https://blog.hubspot.com/sales/salespeople-only-spent-one-third-of-their-time-selling-last-year#:~:text=According%20to%20the%20study%2C%2031,day%20is%20actually%20spent%20selling.
https://blog.hubspot.com/sales/salespeople-only-spent-one-third-of-their-time-selling-last-year#:~:text=According%20to%20the%20study%2C%2031,day%20is%20actually%20spent%20selling.
https://www.forbes.com/sites/forbesagencycouncil/2022/04/04/five-factors-of-effective-content-marketing/?sh=30a55484588d
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The pandemic forever changed the B2B buying process, creating more
reliance on digital content. This means that B2B SaaS companies must
reconsider marketing and sales approaches in an environment much
more reliant on digital information.

4. EMOTIONALLY CHARGED THOUGHT
LEADERSHIP CONTENT

56% of final B2B purchasing

decisions are based on emotional
factors.

56%

B2B buying involves more emotional factors than most marketers are
aware of, which is why most B2B SaaS companies don't do what it takes to
address these emotional purchase accelerators.

e According to Gartner, “Customers are making complex decisions that
may put their job at risk, negatively impact their organization, or cause
distrust with other stakeholders when it comes to allocating budgets in
the future.”

95% of decision-makers state that, even before contacting a supplier,
feeling a sense of connection to a supplier's brand is as important
as feeling confident about what they do.



https://cdn.b2binternational.com/wp-content/uploads/2019/07/01074204/Winning-With-Emotion_english.pdf
https://blogs.gartner.com/halle-feuerman/what-are-marketers-missing-from-their-b2b-persona-strategies/
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Brand affinity is most important at the very beginning and at the very end
of the buyer journey. It is critical for suppliers to have a strong brand in
which customers feel emotionally invested.

Sure, companies need to satisfy customers’ rational needs and wants

having the right product at the right price — in order to enter the
consideration set but in the race between silver and gold, emotion prevails.

The State of B2B Survey: Winning with Emotions

Four key emotions dominate when influencing purchase behavior:

Addressing these four emotions alone increases the chances of the supplier
winning the business by 50%.

The supplier which establishes a thought leadership position is the supplier
which carries favor with potential buyers. Business decision-makers reported
that a demonstration of expertise via content marketing was the third-most
important factor in evaluating suppliers under consideration. For enterprise
decision-makers, thought leadership was even more influential (ranking as
the second-most important factor).

To get ahead of the competition early on, CMOs need to fully embrace
the need for thought-leadership expertise represented through content
marketing. Thought leadership paves the way to communicating a
differentiated value proposition that allows your brand to stand out from
the crowd.



https://cdn.b2binternational.com/wp-content/uploads/2019/07/01074204/Winning-With-Emotion_english.pdf
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Forbes adds one more dimension to the importance of thought
leadership content, saying, “Content Marketing solves problems
while thought leadership sparks conversations.”

5. THE SAAS ADVANTAGES THAT FUEL
DIGITAL TRANSFORMATION

It's time to project at a whole
new level how important your
SaaS company is to your clients
and prospects.

e The Harvard Business Review is
touting Saa$S as the acceleration
for digital transformation.

e Deloitte states, ‘Digital transformation js the essential bridge between
the business of today and the business of tomorrow.”

e Deloitte also mentions that “Moving to Saa$S allows for continuous
updates with less complexity-all in a secure environment that fuels
agility, insight, and innovation.”

Here is the main question to ask yourself as a SaaS executive:

If the world’s largest consulting firms think this highly of Saas, do
you? And do your sales and marketing strategies reflect it?


https://www.forbes.com/sites/forbesbusinesscouncil/2022/08/29/content-marketing-vs-thought-leadership-seven-things-you-need-to-know/?sh=573383852a58
https://hbr.org/sponsored/2022/10/how-software-as-a-service-is-accelerating-digital-transformation
https://www2.deloitte.com/us/en/insights/topics/digital-transformation.html
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In a recent strategic insights interview that | conducted with a partner at
one of the world’s top 5 consulting firms on behalf of client, the partner
characterized a recent working relationship with a SaaS company this way:
“It would have made it very difficult for our team to deliver without
them. There would have been a lot more pain, a lot more blood, sweat,
and tears.”

A major media publisher said this about the relationship with their ad
mManagement Saa$S partner, “From my perspective, we really couldn’t grow
the company without them.”

In our role as SaaS executives, we need to strive to seriously enhance the
role that the industries, companies, departments, or individuals whom we
represent play. The digital transformation you make needs to be positioned
in a way that matches the impact that you create.

B2B SaaS companies should be positioning
themselves in terms of being revenue acceleration
enablers. When it comes down to it, SaaS companies
provide the visibility to get eyes on elusive, siloed data
that maximizes automation, insights, and profits.
From identifying key metrics for growth to discovering
gaps and new opportunities, real-time, accessible
data allows teams to skip the guesswork, collaborate
across functions, and focus on the few things that will
have the most impact on the business overall.

What can you do to add value from the vast amount of data that runs
through your SaaS company? Your clients only have access to their own
data, but you have the ability to add valuable insights on a much broader
basis.
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A recent survey showed that 39% of B2B Marketers said using unique data
and insights was particularly powerful in attracting new audiences. Just
think if all B2B marketers had the treasure chest of data that we have as
B2B SaaS companies.

The more that B2B SaaS companies can connect the dots beyond the
more generic promises of growth, efficiencies, collaboration, or automation
and focus on their core business model of a buyer organization’s processes,
problems, and decision points, the better.

Start elevating your importance to
B2B buyers by framing your Saas at
the heart of the digital transformation
that will take them into the business
of tomrrow. Use your content
marketing strategy as the full-funnel
face of your company, from thought
leadership to core solution offerings.

6. INABILITY TO DIFFERENTIATE THE
PRODUCT

Another common reason why B2B SaaS CMOs fail is that they need to
differentiate their product from the competition. With so many SaaS
solutions available on the market, it can be challenging to stand out from
the crowd. CMOs must find ways to highlight the unique benefits of their
product and demonstrate why it is better than the alternatives.

Bain & Company sums it up well: “The SaaS model allows companies to
focus on new ways to create value.” As the CMO, the job is to differentiate
at a higher level than product features and benefits. The true competitive
advantage is positioning your company as a partner versus a data vendor,
impacting the overall performance internally and financially of your clients.


https://communications.on24.com/rs/848-AHN-047/images/ON24_FastFWD%20B2B%20Marketing%20Trends%20Report-%20Attracting%20New%20Audiences%20with%20Digital%20Honeypots_ON24_20201119.pdf
https://www.bain.com/insights/saas-spurring-next-cycle-of-software-superperformance-tech-report-2021/
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This takes a well-researched understanding
of the problems, risks, and opportunities
within your B2B buying audience that
integrates with the digital transformation
your Saas creates, directly enabling sales
with a digitally enhanced, customer centric
advisory sales approach.

7. INTERNAL ALIGNMENT

B2B SaaS CMOs also face challenges related to internal alignment and
stakeholder management. These companies often have multiple
stakeholders, including sales, product, and executive leadership, each with
their own priorities and agendas. CMOs must be able to navigate these
competing interests and build consensus around marketing strategies and
priorities. This requires strong communication skills, political savvy, and
building relationships across the organization. Those unable to build
consensus or manage stakeholders effectively may find themselves on the
outs with key decsion-makers.

In an environment with multiple stakeholders who all have their own
opinions, there is only one voice that will win out consistently—the voice of
the customer. If you want to be the marketing leader that truly leads the
internal conversations, you need to represent the most up-to-date voice of
the customer.

8. THE CHIEF CUSTOMER OFFICER
SOLUTION

CMOs need to have an evergreen, relentless strategy of understanding the
changing needs of the customers, new technologies, and overall industry

trends. But unless this translates into overall content marketing strategies,
promotions, events, and sales enablement, the opportunity will be wasted.


https://22458525.fs1.hubspotusercontent-na1.net/hubfs/22458525/How-Digital-Transformation-Changes-the-Game-for-Selling-B2B-SaaS.pdf?hsCtaTracking=29b8b70c-bf69-4b18-817d-40fb2fea10d7%7Cde1d97ab-ee12-4e4e-ade1-01621af42664
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CMOs need to think about how a “Chief
Customer Officer” focus not only empowers
traditional marketing strategies but enables

sales to become the leading voice to buyers as
consultants or trusted advisors, achieving a .
major competitive advantage over the Customer Officer
competition.

Think like a Chief

e Forbes: A LinkedIn survey found that B2B buyers are five times more
likely to engage with a sales professional who offers new insights into
their business.

e Harvard Business Review: B2B buyers don't trust or respect salespeople.
Just 18% of the salespeople buyers met over the past year would be
classified as trusted advisors they respect.

® SalesForce: 78% of business buyers seek salespeople that act as trusted
advisors with knowledge of their needs and industry.

e LinkedIn: Roughly one-third of B2B customers don't trust salespeople and
are reluctant to buy from them. 88% buy only when they see a salesperson
as a “trusted advisor.”

Hank Barnes of Gartner explains, “Buyers have access to all this stuff from
vendors, but making sense of it, interpreting it, understanding that they
have the right stuff is where they're really struggling.”

9. THE SOLUTION FOR SALES ENABLEMENT

Create TRaaSs (Trusted Advisors as a Service) within your B2B SaaS company.
What would sales need in order to be perceived as trusted advisors on a
regular basis? Right now, salespeople are spending a third of their time in
research and content development in order to be perceived as that trusted
advisor. But that's not what any salesperson has ever been hired to do.

There needs to be a plan and process that is responsible for continually
collecting and distilling deep industry/buyer insights and trends that are
coupled with your own SaaS data and continually delivered for sales to use.


https://www.forbes.com/sites/falonfatemi/2018/08/27/insight-selling-is-the-new-solution-selling/?sh=164b37e77646
https://hbr.org/2017/08/7-reasons-salespeople-dont-close-the-deal
https://www.salesforce.com/blog/digital-customers-research-blog/
https://www.linkedin.com/business/sales/blog/b2b-sales/these-7-stats-shed-light-on-the-future-of-sales
https://contentstrategies.io/the-number-one-b2b-saas-sales-strategy/
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CONCLUSION

B2B SaaS CMOs have the shortest C-suite tenure for various reasons,
including the rapid pace of innovation and disruption, pressure to deliver
results quickly, challenges related to internal alignment and stakeholder
management, the inability to consistently deliver high quality thought
leadership content and differentiating their products. Those who are able
to navigate these challenges successfully can thrive in this exciting and
dynamic industry. At the same time, those who are unable to keep up
may find themselves out of a job sooner rather than later.

First, as the CMO, you need to take on the role of the voice of the highest
authority within the company, the voice of the buyer.

Second, you heed to change the game on how you
are being judged—not by the volume of MQLs, as less
than 1% of leads in B2B ever become customers.
B2B Sales is a long game, and expectations need to
be created internally that setting up the company,
the CEQ, a'nd the sales staff as trusted industry ever become
experts is job one. With that will come leads that trust customers
the company and the people—and will convert at
higher levels.
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Third, the ascent of thought leadership content should tower above most
all priorities as an innovative approach to distinguish the company from
competitors, spark high-level conversations, and drive an increase in sales
closures.

Finally, 70 percent of marketing's time and efforts are spent on tactical
work and only about 30 percent is spent on strategic activities. This model
needs to be flipped upside down.

Your company was founded with a mission to make it simple to grow
faster using data. What exactly does that mean? How can you help your
customers to solve their problems by using data to grow faster? You need
to be intimate with customers, for starters, to achieve a true partnership
(versus data vendors) with all the benefits.


https://www.forrester.com/blogs/the-revenue-process-alignment-series-part-1-the-end-of-mqls/
https://www.strategyand.pwc.com/gx/en/insights/2019/evolving-role-b2b-cmo/evolving-role-b2b-cmo.pdf
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& & content Marketing Is Complicated

For B2B SaaSs, we simplify your path to being recognized as industry experts
with the highest sales closing rates. As B2B SaaS founders ourselves, we know
exactly how to create content that positions your B2B Saa$S business as an
authority, makes the case for your technology, confronts rational/emotional
hurdles, and elevates your salespeople to trusted advisors—your competitive
advantage. OUR PROMISE is to make your Saa$s reputation a powerful and
effective addition to your company’s core competencies. ' '

Steven MacDonald

Founder of Content Strategies, CEO of a MarTech SaaS company, fractional
CMO consulting with B2B SaaS companies, and former Director of Strategy
and Client Service at Top 10 digital marketing agencies.
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