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1. State of Marketing Today
2. But First… Emotional Engagement
3. Generate Demand to Generate Pipeline
4. Nurture to Convert

5. BONUS: Gain More Insights & Productivity 
with Tech
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15 Years of Working with Dynamics Partners

Specialize in Customer 
Acquisition & SaaS 

Transformation Strategy 
Development

Experts in Neuroscience
No onboarding.

99% of our Clients = 
Microsoft Partners

Modern Digital Marketing 

Accelerated Remote Selling

Cloud/SaaS Transformation



State of Marketing 
& Challenges 



Marketing Is the New Sales 



“88% of business research is done online 
before purchasing offline.”



Source: Gartner “5 Ways the Future of B2B Buying Will Rewrite the Rules of Effective 
Selling”, 2020.

https://www.gartner.com/en/sales/insights/b2b-buying-journey
https://www.gartner.com/en/sales/insights/b2b-buying-journey


Business
Problem DecisionBuyer 2.0

Changing Buyer = Change Your Marketing & Sales



Big Responsibility = Tough Job 



Emotional 
Engagement





Capture with Primal. THEN Convince with Rational.

Rational
Brain:

Cognitive, Thinking

Primal Brain:
Emotional, Instinctive

Appeal to the Emotions. Back it up with Logical Information.
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Primacy & Recency Effect

    Primacy Anchoring
Premature
Cognitive

Commitment
Confirmation

Bias
Consistency

Principle Recency



Shortcut 4: WIIFM
“What’s In It For Me?”

1. Emotions (Negative, Positive)

2. Industry Micro Vertical

3. Persona 

4. Imagery (still & video)

This Photo by Unknown Author is licensed under CC BY-SA

https://www.flickr.com/photos/sgerner/13919810553
https://creativecommons.org/licenses/by-sa/3.0/


Fear, Risk
5x Impact on Behavior

Than Positive Emotions







Why: Fears or 
Desires

- Parts price 
fluctuations

- Wasting 
money/inventory

- Changing building 
codes

- Strict safety 
regulations

- Differing payroll laws 
by country

- Employee churn
- Increased online 

competition
- Tech savvy 

customers’ 
expectations

How: Solution 
Resolves or 
Achieves

- Benefit A
- Benefit B
- Benefit C
- Benefit D
- Benefit E

What: Feature 
Enables

- Feature A
- Feature B
- Feature C
- Feature D
- Feature E

Emotions before Features (Why before What)

For Each Industry, 
For Each Persona



Microsoft Dynamics for Construction - m-hance

https://m-hance.com/sectors/construction/


Food & Beverage | Fellowmind (fellowmindcompany.com)

https://www.fellowmindcompany.com/sv-se/branscher/food-och-beverage/


Next Generation of Law Practice Management Software - Curo365

Industry

Roles/Persona within 
Industry

https://www.curo365.com/


Generate Demand to 
Generate Pipeline



This Photo by Unknown Author is licensed under CC BY

http://tynerblain.com/blog/2017/06/11/the-potential-of-agile/
https://creativecommons.org/licenses/by/3.0/


Inbound vs. Outbound Marketing



Lead Generation Machine

Sales

Content to Convert: eBooks, 
Calculators, Interactive Tools, Video

Lead Follow-Up: Persistence (6-10 touch), Multi-Medium

Request a Demo, Free Trial, 
Contact Us: Sales Ready

Landing Page(s)

Re-Marketing, Nurturing

SEO (Organic)
- Content
- Content
- Content

SEM ($)
- Google PPC
- Google Display

Digital/Social
- LinkedIn
- YouTube
- Insta, TikTok, etc
- Vertical/

Industry

Data-
Informed 
Lead Gen

- Intent
- Unconverted

Web visitors

Ongoing 
Campaigns

- Webinars
- Events
- Email/Call 

Campaigns (BDR 
Collab)



The Power of Content Marketing for Inbound

Hubspot.com 

http://www.hubspot.com/








Improve Conversions: Web Traffic to Leads

ROI calculators 

Whitepapers 
Webinar 

Videos

Book Consultation Book a Callback

Contact Us
Request a Demo

Top of 
Funnel CTAs 

Bottom of
Funnel CTAs 



Gate: High value
educational assets:

Whitepapers | eBooks — Betach Solutions

11 restaurant metrics you must track in 2023 (ebook) (lsretail.com)

https://www.betach.com/ebooks-whitepapers
https://www.lsretail.com/restaurant-metrics-you-must-track


Form Best Practices

How eCommerce is Transforming the B2B Buying Experience - commercebuild

https://commercebuild.com/resources/how-ecommerce-is-transforming-the-b2b-buying-experience/


Contact us vs. Request a Demo

Enroll D365 For Continuing Education – Betach Solutions —
Betach Solutions

Microsoft Dynamics for Construction - m-hance

https://www.betach.com/enrolld365
https://m-hance.com/sectors/construction/


Demand 
Generation Videos

Sales Acceleration 
& Website 

Conversion Videos
Proof & Credibility 

Videos
Acceleration of 
Onboarding & 

Delivery 

Driving Value & 
Consumption 

Videos
Upsell & Renewal 

Automation Videos
Co-Sell Channel 

Sales Enablement 
Videos

Thought 
leadership

Educational –
Why migrate 

to cloud

Business 
insights

How it helps 
with business 

problems

Industry 
credentialing

Video Blog

On demand 
webinars

“Why Us” 
differentiation

Sales rep 
credentialing 

“Why Buy The 
Product” 

differentiation

Packaging & 
pricing 

differentiation

Assessment & 
free tools intro & 

guide

Why and how 
migration process

Product demos

Customer case 
studies 

Meet the 
company and 

team

Corporate 
credentialing and 

overview

Conference & 
industry speaking 

sessions

Self serve training

Self serve 
questions and 

answers

Instructional 

In app tips

How to

Use case 
scenarios

ROI customer 
stories 

New tech: AI, 
Power Platform

90 day touch

60 day touch

30 day touch

Desire possibility 
videos 

New workload 
explainer

Why this 
technology 

How it works

Pricing 

Competitive 
positioning & 
differentiation

Services 
differentiation 

explainer

Partner case 
studies

FAQs

Accelerate Pipeline Generation with Video



• > 1 billion users
• # of hours people watching/month 

up 50% YoY
• Average consumption: 15 minutes
• 60% of a creator’s views come from 

outside their home country



WebSan Solutions Inc. - YouTube

Results with 
Video:

30 day sales cycle
65-85 customer 
adds/year

https://www.youtube.com/@WebSanSolutionsInc


Value: Podcast

Business value

Consistent, fresh 
content





Map & Plan your Content (by Persona by Stage)



This Photo by Unknown Author is licensed under CC BY-SA-NC

https://www.eoi.es/blogs/mastertourspain/2016/08/22/inbound-marketing-construir-la-personalidad-de-tu-empresa/
https://creativecommons.org/licenses/by-nc-sa/3.0/


Inbound + Outbound Ex: Attract, Engage, Convert

Content Marketing

SEO-optimized blog: Drive traffic Gated eBook: Engage, Teach BDR Outreach: Convert



Inbound + Outbound Ex: Attract, Engage, Convert

Account-Based Marketing

BDR Outreach: ConvertLanding Page + Gated eBookDM or EDM campaign to target list



Nurture to Convert
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LEADS 
LEADS 

LEADS 



Optimize Your Lead Follow-Up to Convert More

1. Define responsibility and sequence per lead type
2. Hyper-Personalized: to the individual person, company
3. Persistence (6-10)
4. Short: 1 fear or pain per message
5. Multi Mediums: Email, Phone, LinkedIn
6. Automate with Technology
7. 1:Many Nurture



Sample Follow-Up 
Sequence

• Persistence: 6-10 touches
• KISS: 1 fear or pain per 

message
• Email, Phone, LinkedIn ….



Day 1: 
Educational 

Thought 
Leadership

Day 7: 
Customer 

Story

Day 14: 
Trust &  

Credential-
ing

Day 21: 
Register for

Webinar

Day 30:
Make Offer

Research 
Prospect Engage Contact Qualify

Automated Marketing Nurture Cycle

Active Opportunity: Sales Engagement

Define Lead Follow-Up & Nurture

Sales Lead Follow-Up



Revenue Pipeline

Q1 Q2 Q3 Q4

The Unrealistic Expectation Placed on Salespeople



Cross the Bridge 
from Marketing 
(Leads) to Sales 
(Opps): BDR/SDR

Outbound Prospecting 

Inbound Lead Follow-up

Always working the top of the 
funnel



Structu re ,  Role  
Cla rity a nd Focus  

Ince n t ive  Mode l 
Ma t te rs

Hire  the  righ t  ta le n t ,  
cle a r ca re e r pa th  

Ma na ge  Tigh t lyUse  Em otiona l 
Me ssa ging

Buy- in  from  the  Org 

        

Tips for Successful BDR Results



Gain More Insights 
& Productivity with 
Technology



1:1 Sales Engagement Automation 

 Automation + manual 
personalization
 NOT 1:Many Marketing
 NOT Outlook/Gmail

 Use Sequence Feature in 
CRM OR
 Sales Engagement 

Platform

Sequences in sales accelerator | Microsoft Learn

Apollo.io 

https://learn.microsoft.com/en-us/dynamics365/sales/create-manage-sequences


Data is the New Oil: WHAT

WHAT are Visitors 
Doing on your Site:

• Reading
• Scrolls
• Clicks



Data is the New Oil: WHO
WHO are the Visitors 
on your Site:

• Company
• Location
• Pages
• Keyword



Intent DataTechnologies to 
Accelerate & 
Automate

CRM

Marketing 
Automation 

(1:Many)

Sales Engagement (1:1)

Call Analytics

List Data

Social Selling

Visitor Data



Closing 
Thoughts

1. Up-level your marketing team and spend.
2. Max impact with Emotional Engagement.
3. Content. Content. Content.
4. Consider a BDR.



Directions Attendee Limited Exclusive Offer

High Volume 
Acceleration Program

50% off
https://forms.office.com/r/cK1HdPBKwg

 Limited to first 5 partners only
 Must register April 16 -19
 Applicable to April 2023 Cohort Only

https://forms.office.com/r/cK1HdPBKwg


Come & See Us at 
Directions!  

Speakers Time Location

8 Steps to Double Your Customer 
Ads Sharka Chobot Sunday, April 16

3:30 to 4:15 Windsong 1-2

Secrets to Driving and Converting 
More Leads From Appsource Angie Hirata Monday, April 17 

2:15 to 3:00 Magnolia ABC

Marketing Best Practices to 
Generate Pipeline Angie Hirata Monday April 17 

6:00 to 6:45 Magnolia ABC

High Volume Acceleration Round 
Table Discussion

Sharka Chobot + Fredrik 
Heitala Tuesday, April 18

11:15 to 12:00 Regency 5

8 Go-to-Market Steps to Launch a 
Proactive Migration Strategy That 
Accelerates Moving Your On-Prem 

Customers to Cloud 

Sharka Chobot
Dr. Christian Lehmann

Tuesday, April 18
5:00 to 5:45 Regency 6-7

Best Practices for Building a High 
Volume Dynamics Practice

Sharka Chobot +
Andrew King

Wednesday April 19
9:15 to 10:00 La Coquina & Alcove 

Getting Started on Leveraging Power 
Platform to Build Low Code Industry 
Specific Solutions and Drive More 

Customer Value

Dr. Christian Lehmann
Wednesday April 19

10:15 to 11:00 Magnolia ABC

Build a low code partner practice -
Opportunities & Guidance

Sharka Chobot, Dr. 
Christian Lehman , 

Christian Baek, Fredrik 
Hietala

Wednesday April 19 
11:15 to 12:00 Palm A-F

Sharka 
Chobot

Dr. Christian 
Lehmann

Angie Hirata



https://neuralimpact.ca/directions-orlando-2023
Orlando - l 

Download Session Slides and Resources:

https://neuralimpact.ca/directions-orlando-2023


Please Take 1 Min to
Rate this Session 
Now



Thank you!



Marketing Goals to Fill the 
Funnel

 Start with the end in mind (# and $ of deals)
 To figure out how many opps & leads you need
 Know your numbers:
 Conversion ratio (lead to opp)
 Win ratio 
 Sales cycle length
 How much of your pipeline will come from 

marketing? From sales?
 Marketing target = $ or # Pipeline 

contribution
This Photo by Unknown Author is licensed under CC BY-SA-NC

https://www.flickr.com/photos/eric-delcroix/8101239611
https://creativecommons.org/licenses/by-nc-sa/3.0/


What Gets Measured Gets 
Done

 Set your Targets (template 
resource)

 Monitor your Progress 
(Dashboard in CRM)
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