Emotions matter! Also in B2B markets.

Here is how to measure them.
Munich, 24th October 2019
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THE BUSINESS
FEELING INDEX:

THE FEELINGS THAT MOVE BUSINESS FORWARD

Wie Emotionen die
Kundenbindung verbessern
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B2B Buyers Are More Emotionally Connected To Brands
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With longer B2B buying cycles and
large, diverse buying committees, the
ability to produce the right emotional
response at scale becomes significant.
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Rational factors ... ... emotional factors

* Product features * Trust

* Price * Confidence
* People * Optimism
* Word and actions * Pride
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Rational factors ... ... emotional factors
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Brand & Message Value Proposition Customer Experience
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The Path To Purchase -
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What Can B2B Businesses Do
At Each Stage?

Qualifying for |:> Jostling for
the race position




Make The Brand Visible And Memorable

Top marketing channels used when forming the consideration set

Get tlﬁrand

359% 319 .bu1[d1ng bas.lcs
23% 21% right and achieve
= 1o omnichannel
visibility

Supplier  Conferences Emails POS Social Direct Brand Online
Website /Seminars Advertising Media Mail Sponsorship  Banner
Ads
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Reasons for initial contact

48%

Previously
worked
together

Base: 1,191

35%
33%
31% 0
30% 28%
24%

Website Thought Conferences Recommendations Recommendations Recommendations
from friends

Leadership /Seminars  from colleagues  from distributors
etc.

Q31. Before speaking with [supplier], thinking specifically about their brand, which of the following influenced your decision to look at
them as a supplier?

International
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Enterprises

Thought leadership

40,

of enterprise decision-makers
report that they considered a
supplier based on its thought
leadership content

Number of decision-makers

More than
4 poeple

50%
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Number Of Decision-Makers

Number of people comprising the decision-making unit

SMEs Enterprises

6%

[ Justme [ Just me

Il 2to3 I 2to3

B ito6 B ito6
T+ T+

Nate: figures in the chart may not add up to 100% due to rounding
Base: 1,191
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The Rising Importance Of Digital In B2B

Customers are choosing to delay
commercial conversations with suppliers

57%

Complete

Complete Due Customer’s First Serious Purchase
Diligence Begins Engagement with Sales
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What is the most important?

_ 2. Consideration Set

Digital Thought
Omnichannel Leadership
Content

3. Formal Enquiry

Activation:
Network,
Influencers

Excellent CX =

Positive Word-
of-Mouth
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What Can B2B Businesses Do
At Each Stage?

Becoming
first choice
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Which Emotions Drive Supplier Choice?

Negative Emotional
Responses

,, Create An
Emotional Response

To Your Offer!

What Drives
Supplier
Choice?

Rational
Factors @

Positive Emotional
Responses

Base: 1,191

actually experience? Q39. Please rate the level of association of each of the following statements aligned to this brand. a gyro: company

Q34. Thinking about the selection of your most recent supplier, during the pre-contact/supplier research stage, what feelings did you International



There Are Four Key Emotions That Dominate Within The
Final Choice Of Provider

Trust in the Confidence in the Optimism about Pride in the
supplier’s supplier’s ability to what they could do prospect of
credibility deliver for the buyer’s partnering with the

organisation supplier
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1. Trust
Driven By Reliability, Expertise & Ease Of Business

o —(O—(%

Reliability Ease-of-doing Expertise
business
Reliable eeeessssssssssssss———— 9%
Easy to do business with T —————— 1Y%

Experts in their industry S ——————— 1Y%,
Able to support all my locations e E———————— 2 3%

Q39. Please rate the level of association of each of the following statements aligned to this brand?
Q40. And thinking about one of the other supplier brands you didn’t choose please rate the level of association of each of the following statements aligned to this brand? S
Base: varies Q41. To what extent do the following statements apply to [supplier]? International
Q42. How would you rate [supplier] on the following 4 levels of emotional engagement? a gyro: company



Uncertainty, Scepticism & Confusion;
These Result In You Losing Business

O° Avoid instilling a feeling of uncertainty about core
___________________ A 3 i OE. Clearly and consistently communicate the benefits of
*u | J vyour offer
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Be transparent with the offer and the
pricing structure




3. Optimism
Built On Thought Leadership & P1 )blem-Solving Abilities

o o o
Reliability Reputation Industry expertise

Able to support all my locations e ) 5%
Reliable LA
Is a reputable brand —————t L]
Good value for money e ] 6%
Really understands the problems our business faces E—— 4%

Transparent-7% —
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Base: varies Q41. To what extent do the following statements apply to [supplier]?

Q39. Please rate the level of association of each of the following statements aligned to this brand?
Q40. And thinking about one of the other supplier brands you didn’t choose please rate the level of association of each of the following statements aligned to this brand? BZG
2 1 Q42. How would you rate [supplier] on the following 4 levels of emotional engagement?



Summary
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Communications along the Path-to-Purchase

Q = " -4

1. Research 2. Consideration Set 3. Formal Enquiry 4. Purchase Decision
Emotional factors
e Brand 40% of enterprise decision- account for 56% of
 Reputation makers prefer a supplier due to the final purchase
* Omnichannel their good quality thought decision. 44% are
visibility leadership content rational.
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What to communicate ... ... HOW to communicate

* Product features * Trust

* Price * Confidence
* People * Optimism
* Word and actions * Pride

Thought leadership content Social responsibility



1. Emotional Brand

Your employees!

Live your values and talk
about them

2. Considering the
whole DMU

Emotional Marketing Communication in B2B

Activate your personal
network and reach out to
influencers and multipliers.

3. Winning with
emotion along the
buyer journey

\

J

Consider the elefant. ©



B2B International GmbH
Johannstrafie 37
40476 Dusseldorf
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