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Do you ind the more things change, the more they
feel the same? To me, it feels like vintage B2B
marketing is making a comeback. Over-automation
and digitalisation has left us longing for more human
interaction and concrete engagement. Trends like
‘conversational marketing’ and ‘tangible marketing’
are being discussed as an antidote to digital fatigue
and tactics that we would have snifed at a couple of
years ago, take DM as an example, are having their
moment in the sun again.

The beauty of this B2B marketing renaissance is
leveraging the old, but in the digital era. It’s a return
to old-school customer-service fundamentals:
personalisation; a human touch; emotional
connection, all delivered in exciting new ways.
The trick is to infuse all marketing initiatives – old or
new – with fresh ideas and thinking that leverage
today’s data-fuelled insight and advanced targeting.
I hope you enjoy this version of B2 magazine and
ind a few fresh ideas inside.
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WHAT’SINSIDEB2?
At DirectionGroup Unlimited, we live and breathe B2B. So it shouldn’t
come as a surprise that we like to write about it too. In our latest issue
of B2, we’ve racked our collective brain to bring you our take on the
most topical issues and challenges. Read on to discover the beneits
of account-based marketing, how to put the balls back into B2B,
and why we’ve gone global. We hope you enjoy the read.
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Integration, integration, integration
Unfortunately, when you’re working with lots of
agencies, they can add to the complexity. So, the case
for a simple agency ecosystem is strong. Marketers
want greater strategic integration across the marketing
mix. In particular, when it comes to creative, data and
technology. Agency partners who work well together
to meet your needs are key. You need an agile team
who can develop strategies and adapt them as your
needs change.

From limited to Unlimited
Writer and philosopher Henry David Thoreau
said: “Our life is frittered away by detail.
Simplify, simplify.” It’s a quote that probably rings
a few bells for marketers. The industry’s more
complex than ever. The need to balance technology
and creativity. The need to drive demand and
increase sales. The need for eiciency and agility.
If that’s your world, you’re probably looking for your
agency partners to help relieve the pressure.

With all this in mind, we’re delighted to become part of
Unlimited Group, an independent marketing services
group with oices in London, Bristol, Winchester and
New York. The group has seven agency pillars, each
with a clear focus and area of expertise.
You’ll ind us in the B2B & Technology pillar. You’ll
also ind esteemed PR and comms agency Nelson
Bostock Unlimited and lead-generation specialists
First Base Unlimited.
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SIMPLICITY
This means you’ll ind an integrated approach from
brand through to demand. It answers the needs
of clients for connected specialists that deliver distinct,
but integrated services. Agile. Eicient. B2B.

Unlimited Possibilities
Unlimited Group is an award-winning digital agency
group. Its HQ is in Soho, London. And it’s home to
over 800 specialists who provide clients with
Unlimited Possibilities to succeed.

Our mantra? Steal hearts, change minds and win
business for our clients. From branding, creative
and PR to lead generation and sales support,
we now cover all of B2B marketing needs.

Global footprint
The group is part of a strategic alliance. It works with
Europe’s largest independent network Serviceplan and
Hakuhodo Group (based in Japan). The result is global
reach backed with local insight.

What does it all mean?
A new era. Growth. Development. We now have the
reach and resources of an established communications
group behind us.

Agencies from the UK, Germany and Japan build joint
teams. And these teams provide data driven, customer
centric, integrated solutions that transform businesses
around the world.

For our clients, it means one agency with all the
marketing skills and expertise they need. It means truly
connected programmes. It also means conidence that
they can more easily reach their goals.

For more details, please contact Trish Harriss at
patriciah@directiongroup.com

For our team, it means new career opportunities.
And easy access to new thinking, analytics and research
when cracking our clients’ briefs. Above all, it’s the
simplicity modern marketers are looking for.
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Not all vendors give their partners marketing development funds (MDF). And not all
partners receive MDF. But, when it is available, many partners just don’t use it. In fact,
as much as 60% of MDF is left on the table. It’s usually only the larger partners who
spend their MDF. And that’s because they know how to navigate the approval process
and have a decent pot waiting for them at the end of it.
A missed opportunity

So, why aren’t partners spending
the money? Here are ive reasons:

Partners are missing an opportunity.
But, so are vendors. If your partners are
leaving MDF on the table, you’re missing
out on an opportunity to build your
business and grow.

1. Partners don’t just sell your products
Running a campaign for just one thing they
sell can seem narrow and out of sync with
their audience. And they might have funds
from some of your competitors.

What’s the answer?
2. Partners tend to focus on the
short term
Your ‘always-on’ campaign probably jars
with their plans and budgeting cycles,
which are typically run on a quarterly basis.

We call it the partner-marketing blueprint.
It’s a process to engage partners. It includes
consultancy – to ensure the plans of vendors
and partners work together. It includes
training – to help get vendors and partners
on a level playing ield. And it provides a
framework for running the programmes
with the right level of support – a
marketing-concierge programme.

3. Partners don’t do marketing the
same way
They might not have the expertise to
tackle things like marketing automation,
customer journeys, and personas.

So, if you want to get more out of
your MDF and your partner channel,
think about what you could do
diferently. We’re happy to give
you a little inspiration. Using
the blueprint above, we’ve just
helped Microsoft succeed with
19 campaigns and 100 partners.

4. Partners don’t have the resources
Marketing might not be a big focus for
them. They might be more of a sales-driven
organisation, for example. Whatever
the reason, they just might not have
the people.

Get in touch to ind out
how we did it.

5. Vendors aren’t doing enough
Ask yourself – how easy is it for your
partners to use your marketing materials,
work with your teams and spend their
MDF on the right things?

EOIN RODGERS
Strategy and planning
director at DirectionGroup
Unlimited
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CHANGE THE CHANNEL
HOW TO GET YOUR MDF WORKING HARDER
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THE ANALYST BEHIND
THE CURTAIN
There’s something kind of mysterious about analysts. They dream in visions of tomorrow’s
technology. They know what customers are going to say before they say it. And they can
commune with the other side (your competitors, I mean). How do they do it?
Wonder no longer. We caught up with analyst Dale Vile to peek behind the curtain at
how analysts work – and how they can help marketers like us see the future, too.
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What would you say is the biggest thing missing
from B2B marketing content at the moment?

What’s taking up most of your time at
Freeform Dynamics right now?

Role-speciic propositions. Too often, content and
messages from vendors revolve around generic, highlevel business drivers. Big technology decisions today
involve multiple stakeholders, and they each have their
own view of what’s important and why.

We have a big focus on IT infrastructure modernisation,
how this goes hand-in-hand with trends in cloud
computing, and the implications and opportunities
from a transformation, risk and eiciency perspective.
Overarching this, however, is our ongoing work to track
and advise around the way so many barriers are coming
down in businesses as a result of digital transformation.
Like I said, technology decisions today involve many more
people with many diferent perspectives. We’re keeping
a close eye on how technology is changing the way these
people do their jobs.

What excites them? What furthers their careers? What
drives their bonus? That’s what they want to hear about.

How can an analyst help with that?
An analyst can help ind a place for your proposition in
the big picture. Competing priorities exist in every
business. A CFO might be asked to approve funding for an
IT system one minute and spend on plant and machinery
or someone’s hiring plan the next. Buyers will want to
see how your ofer its in. The right analyst will help you
articulate how your proposition connects with other
front-of-mind priorities.

If you had to pick one part of the buying
journey, where would you say analysts can add
the most value?
Well, at Freeform Dynamics, we provide guidance in the
early part of the buying cycle – what we call upstream
inluence. Helping buyers spot where emerging ideas
and technologies are likely to have most impact on their
strategic plans and activities.

So how does an analyst irm stay up to date with
these priorities and the latest technology?

Some analysts tend to play more downstream. So once
you’ve decided you need to procure a product in a
particular category, they’ll provide you with supplier
and product comparisons.

The irst and most obvious way is to stay in touch with
the big players – the technology vendors and service
providers. We also take a steady stream of brieings from
smaller companies and start-ups. This helps us to see all
the innovative ideas coming down the line.

Analysts vary incredibly in terms of their approach,
communication and engagement style – so when
selecting a irm to work with, it’s always important
to make sure there’s a good cultural it with your
organisation.

However, success with technology depends on matching
it with the right kind of requirements and implementing
it efectively. So we constantly research customer
experiences through surveys and face-to-face
discussions. Then we can see where and how diferent
types of technology will have the most impact.

Dale Vile is co-founder and CEO of Freeform Dynamics,
an IT industry analyst irm. Freeform Dynamics helps
busy IT and business professionals get up to speed
on the latest technology developments, understand
what vendors have to ofer, and ultimately make
better-informed investment decisions. Together, we’ve
been working with the likes of Fujitsu and Microsoft to
develop content, shape messaging, and better
understand the buying landscape.

How does an analyst it into the expertise a brand
might already have?
Analysts are big-picture people. Through brieings and
research, they’ll have a good knowledge of your
competitors’ oferings as well as your own. Obviously,
never ask them to help you directly undermine your
competition. But they can still help you identify gaps
and angles so you’ll be able say something diferent
and original.

Find out more at
freeformdynamics.com
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TOP 5 FAILS IN B2B MARKETING
There are plenty of reasons your B2B message might not be getting through.
Tony Temple, our very own Executive Creative Director, has seen them all.
Having spent 20 years in advertising and a further 10 within the marketing
departments of the corporate body, he’s also found ways to avoid them.
Here are the ive biggest B2B marketing fails – and how you can ix them.

#1

Too many propositions
The list of stakeholders is long and
everyone wants to have their say. The
product team wants to say everything.
Legal won’t say anything without
covering their assets. Marketing wants
to simplify. And sales is screaming
for leads.
It’s easy to see why things get messy –
and nobody ends up getting what
they want.

The ix:
Find your single-minded proposition
(SMP). Throw ive tennis balls at
someone and see how many they
catch. Probably none. Then throw just
one. They’ll get it every time. Think of
that as your single-minded proposition.
Then run it through your so-what ilter
– get into the shoes of your customers
and see just why they should care
about your thing right now.
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#2

Too tactical

The ix:

Week 1: You sell the sizzle.

Stick to a consistent message. If you
use your SMP as a guiding light, you’ll
be able to deliver all the aspects above
coherently and consistently. They’ll
all relate to a central idea. You’ll get a
compound efect on your spend that
builds awareness of your brand and
your product. And, because you remain
constant throughout, you’ll always be
addressing what the customer cares
about, making you relevant.

Week 2: You discount the sausage.
Week 3: You compare your sausage
to your competitors’ sausages.
Week 4: You talk about the contents
of your sausage.
It all adds up to a lack of consistency –
and a fabulously forgettable campaign.

#3

The ix:

Too formulaic
If your checklist has worked before, for
other clients, with diferent products,
why shouldn’t it work again?
A white paper – check!
An email – check!
A banner ad – check!
Budget spent, job done – check!

#4

Too unrecognisable
When you get down to it, you only have
two things that make you diferent.
Your thing and whatever that is:
a product or service. Your brand.
Everything else comes and goes, and
can be bought or borrowed. So one
of the biggest B2B marketing fails
is not making your brand known in
everything you do – always.

#5

Remember what you are and who you’re
talking to. You’re a human being. You
relate to human things. So does your
audience. Engage them. Think sideways.
Be disruptive, don’t just do what your
competitors do. Digital reality means
you can be on every desktop, laptop
and mobile in an instant, and so can
everyone else. This doesn’t mean you’re
seen. You’re just one of the 2,000 plus
marketing messages everyone sees
every day. How can you connect? With
creative that brings your SMP to life.

The ix:
Observe your brand guidelines
religiously. This doesn’t mean slapping
a big logo everywhere. It does mean
remembering the spirit of your brand
and breathing it into everything you do.

Too many words
The surest way to lose your audience
is to invite them to lose their minds as
they try to unravel tortured, droning,
passive, dry text. It’s one of the biggest
fails because it leaves the indelible
mark of invisibility on the mind of the
reader. You don’t get your message
across. They don’t understand you.
They never want to see or hear from
you again.

The ix:
Keep it short. Keep it lively. Make it
plain, understandable and relevant,
every day. How can you connect?
With creative that brings your
SMP to life.
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ARE YOU
A FILLING
SHORT OF A
SANDWICH?
The
missing piece
in content
marketing

EOIN RODGERS
Strategy and planning
director at DirectionGroup
Unlimited
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WHAT’S A SANDWICH?

LET’S MAKE A SANDWICH

Well, not to put too ine a point on it, it’s a couple of
slices of bread with some stuf in between.

We’ll assume there’s already a plate, a bag of crisps
and a can of coke.

But without the stuf in between it’s just a very small
loaf of bread. Or, two pieces of uncooked toast. Either
way – not a good lunch. Hence the stuf in between.
Perhaps you’re wondering why we’ve taken time out of
your day to explain the fundamentals of the common
sandwich. Well, in the interest of openness, the
humble sarnie makes the perfect metaphor (as it so
often does) for our approach to content marketing.

Fig. 1
Let’s extend the metaphor by labelling
our sarnie ingredients:

Step one: Grab a slice of solution content.
Talking about what you’re selling will always be a good
idea. Especially if you want your buyers to know what
they’re buying. But it’s a dated marketing form that
needs support…

Step two: Butter a slice of thought leadership.
Thought leadership’s the big, powerful new kid on the
block. It identiies trends and makes sense of markets
to snif out insights that help drive change. But it’s not
perfect. It doesn’t show prospects what to do next,
leaving them with questions on how to act…
Serve…?

Thought leadership

And that’s enough for most. But, like a sandwich, even
if your bread is multi-grain, tarragon infused, artisan
sourdough, with nothing in between, it’s still just two
slices of bread. You need the stuf in the middle.
You need practice leadership.

Step three: A thick slice of practice leadership!
The stuf in
the middle

Our metaphorical sandwich iller. It’s a fresh approach
to content marketing. It means giving potential buyers
practical guidance in the form of content. This guidance
should address the challenges they’ve identiied and
guide them through how to act on them. It should be stuf
that gets them closer to an informed purchase. Without
practice leadership, you’re simply asking buyers to work
it out for themselves – you’re serving sandwiches with
no illing.

Solution content

BEFORE YOU GO FOR LUNCH…
The standard sandwich model I’m sure
you agree. But far too many marketers
are working with only two slices of bread.
Or, put another way, they’re a illing
short of a sandwich.

Here are some inishing touches to the perfect
content marketing sandwich:
BLT – By leading them (to the right product)
Explainonnaise – Explain why they need your product.
Expertcheese – Get some expertise involved.
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TURN YOUR MARKETING OFF;
SEE IF ANYONE NOTICES.
Months of work. Tens of people. Key narratives
worked up. Value propositions written. Tactics
built. Assets created. All ready for a big bang.
But all you get is a whimper.
We’re doing a lot of marketing. But it’s spread
too thin and lacking impact. Rather than
shouting at the masses, more and more of us
are recognising that to actually stand out we
need to market one-to-one.
Which is why we’re all turning to account-based
marketing (ABM). Or are we?

MATT LAYBOURN
Head of performance
marketing at DirectionGroup
Unlimited

ABM? Or something that looks like ABM?
63% of marketers surveyed by B2B Marketing rate ABM
as important or very important to their marketing eforts.
As if by magic, every digital marketing tool, advertising or
marketing automation platform now says it’s doing ABM.
It’s not.
A personalised landing page or e-mail with my name on it
isn’t ABM, far from it. Real ABM solves real problems for
real people based on real insights. This arms both sales
and marketing, so they can earn long-term relationships
with clients. This and only this is strategic ABM. And 92%
of ABM practitioners say strategic ABM gets the highest
ROI (Bev Burgess, ‘The Practitioner’s Guide to Account
Based Marketing’).
The challenge is to achieve strategic ABM. And then
to do it at scale – without diluting it.
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Intelligence irst, marketing later

Real ABM, in the wild

The answer is account-based intelligence (ABI). This is the
data and information that helps you focus your eforts on
the accounts that will respond best to your marketing.

We’re keeping ABM pure for one of our tech-giant-clients
right now. To see how, take a look at the diagram below.
Using the intel from the three sources I’ve listed above,
we were able to ind some deep-level insight on our target
account. It’s a living example of how intelligence leads
to a strategic approach and relevant messages for the
right people.

To generate it, you need to go through three steps:
1. Identify intent among your prospects (like
predictive analytics and intent data partners like
Cyance, Bombora, etc)

This approach is a novel format for fostering impactful
sales conversations. But it involves very little new
information.

2. Factor in insights from your marketing and sales
(like your marketing automation platform or CRM system)
3. Factor in insights from external sources (like RSS
feeds, social listening, publisher partners)

And that’s the stupid thing. Most of the intelligence
we need is already in our possession. It’s in our CRM
systems, our automation programs, and our sales and
marketing teams. We just need to bring it together.

You can then build a go-to account plan that cuts waste
and generates genuine cut through.

Account-based
Intelligence

Strategic priorities
of target account

Account-based
Marketing

Identiied 10 core
customer journeys

Account-based
Engagement

Established the
executive sponsors

Introduced contact
– speciic strategic
approach

Invited to
participate in RFP

What’s their
motivation?

Outlined how
business strategies
aligned

Bid-team and
sales follow-up
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WHERE ARE THE
* IN B2B?
BALLS
If you found a better
way to do something,
you’d do it. Right?

There’s a great podcast by Malcolm Gladwell called
Revisionist History. You need to listen to it.
One of my favourite episodes is The Big Man Can’t
Shoot. It’s about basketball legend Wilt Chamberlain.
It’s also about why, sometimes, good ideas
don’t spread.

Sure?

Wilt was almost the complete player.
But, he had one law.
Free throws.
At the start of his career, he had a 40% success
rate with free throws.
And, then, one season, his free throws picked
up dramatically.
They increased to over 60%. He even made
28 in one game – the most in NBA history.
So, what did he do diferently?
He threw underarm.
Apparently, from a physics point of view, it’s a better
way to shoot. What’s more, probably the greatest
free thrower in history, Rick Barry, shot underarm.
Barry would miss about nine or 10 shots a season.
To put that into context, Lebron James, widely
considered one of the greatest players of all time,
misses around 150 a season.
But, after one season of underarm, Wilt stopped.
And his free throw percentage plummeted.
*these are metaphorical, gender-neutral balls.
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Why did he stop? And why don’t more people
throw underarm?

So, here’s an idea. If you’re up for doing something
brave, we’ll join you.

In short, because they’re scared of being diferent.

We’ll put our money (the company’s money) where
our mouths are (it’s just my mouth at the moment).

Even though it’s been proven to be a more efective
way of shooting, next to nobody in college basketball
or the NBA shoots underarm.
The fear of doing something diferent is greater than
the promise of scoring more points and winning
more matches.
It’s behaviour we see in marketing (particularly B2B)
all the time.
Everyone knows that half the battle is standing out.
Getting noticed. Doing something diferent.
And yet we don’t do it.
We do what we’ve done before.

A marketing campaign with an equal investment.
You cover half the time spent on it. And we’ll cover
the other half.
Just email markw@directiongroup.com with the subject
line: Looking for balls and, assuming it gets through my
spam ilter, let’s work it out.
We’ll need some Ts and Cs, obviously. And I’ll probably
need to run it past the MDs at DirectionGroup…
Maybe I should have done that irst (sorry, Debbie
and Trish).
But, then again, this is an article about bravery
in B2B marketing.

We do what other people are doing.
We talk about the same things. In the same way.
What’s the result of all this sameness?
Dave Trott’s fond of quoting the £20 billion spent on
advertising and marketing a year in the UK. Of this,
£18 billion is ignored.
But, it’s easy to point out problems. It’s much harder
to propose solutions.
Maurice Saatchi said:

“If you stand for something, you will
have people for you and people
against you. But if you stand for
nothing, you will have nobody for
you and nobody against you.”

MARK WILLIS
Creative director
at DirectionGroup
Unlimited
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Sales enablement was fashionable once. But it was never a rock star of B2B
marketing. And, now, there are sexier, data-driven approaches and perennial
favourite ABM hogging the limelight. However, sales enablement’s been of
quietly doing its thing and is now seeing a resurgence.

EOIN RODGERS
Strategy and planning
director at DirectionGroup
Unlimited
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A recent CSO Insights survey shows that the number of B2B organisations with
active sales-enablement agendas has doubled in the last two years. So, what’s
making something so seemingly dull such hot property for B2B organisations?

01

Sales leaders are
asking for it

Sales leaders want marketing to help
drive demand and enable their sales
teams. In fact, recent SiriusDecisions
research shows enablement just
pipping demand at the top of their
wish list from marketing. It also
shows that:
of sales leaders are
71% concerned
about their
reps’ ability to connect their
oferings with business issues.

of sales people

53% don’t make their
quotas because of an “inability
to demonstrate value or a lack
of customer knowledge”.

Content marketing
has made a gap

02

With product-marketing, sales
people have a clear narrative to pick
up. Sales and marketing are joined
up, which means a more consistent
experience for buyers. Enter content
marketing. We started talking about
challenges and market-centric
topics to pique the interest of our
audience. But that can leave a gap
– the marketing stories don’t easily
lead to sales conversations.
In an ideal world, content, product
marketing and sales enablement
align to give a consistent buyer
experience. That means marketing
and sales sharing a common
language, message and focus
on customers.

While it’s not marketing’s
job to teach sellers
how to sell, it can help
sales focus on what
customers want.

We’re not getting
to the inish line

03

We all know the statistics about
self-educating B2B buyers who don’t
need to interact with sales until
much later in their buying journeys.
The problem is, they’re going it
alone and marketing hasn’t kept up.
We’re not getting to the inish line
and supporting these info-hungry
buyers with content at the end of
their journeys.
What can we do to help get them
over the inish line? We need to
create content that would have
been called sales materials in the
past. How easy is it for a buyer to
compare us to the competition? Is it
possible to see example ROI igures
or understand the real time-to-value
for solutions? What help is on hand
to build a business case? Far from
doing our sales colleagues out of
a job, this kind of content serves
to meet the demands of today’s
B2B buyers. And it supports their
interactions with our sales people
when they need to talk.

So, sales enablement is back on the agenda. Here are three
steps for getting it right:

01
02
03

Get to know your sellers (your account managers and customer services too!).
They talk to customers and know what buyers are looking for.
Engage sales in your content planning and creation. Harvest their insights,
involve them in workshops and ask lots of questions.
Keep sales in the loop on campaigns. Share plans as they emerge and get
their feedback on what’s working and what’s not.
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THIS IS TOTALLY
MY YEAR

In 2016, everyone was writing their memoir. In
2017, everyone was starting a podcast. In 2018,
everyone was becoming an inluencer. In a world
where everyone’s trying to get their personal
brand out there, how can you make your brand
stand out in 2019?
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DICKIE STAGG
Planner at DirectionGroup
Unlimited

Of course everyone wants to be an inluencer. It
looks awesome. A media-savvy individual with their
personal brand. A global audience. And the world’s
biggest businesses at their beck and call. Because that
independence, authority, and efectiveness make them
an attractive way for brands to reach their customers.
The social media inluencer market has become an
industry in and of itself. And research varies, but if you
believe one report from mediakix.com, the inluencer
market will be worth $5bn - 10bn in just two years’ time.
Which is why so many consumer-facing businesses are
already working with inluencers to promote their brand
and products.
Now, B2B marketers are getting curious, too. But as with
all next big things, lots of us are asking: Is this really right
for B2B? And really, that just opens up a whole bunch of
other questions.
Are you doing it for the right reasons?

What’s in it for the inluencer?

It’s easy to get carried away. But before you partner with
an inluencer, make sure they can actually help you solve
a speciic business challenge. Boost your presence among
a certain demographic, for example.

Agree this up front. Incentives, expectations, and outputs
need to be outlined before anybody posts anything.
Because, as well as everything else, you still want this
inluencer to like your brand when you’re done.

Have you found your perfect inluencer?

Are you ready to relinquish some control?

Really, this starts with the audience. Then work
backwards. Find the people you’re marketing to,
someone that inluences them, and how those two
things it together.

Inluencers are their own brands. They don’t want to be
controlled or restricted. So by all means, brief them and
brief them well. But remember that the great thing about
inluencers is their independence.

What’s their reach?

Want to make this totally your year? Team up with an
inluencer. Because all across B2B marketing, we already
do it. It’s just called something diferent. Thought leaders
are a staple of B2B marketing, and corporate brands
have been aligning themselves with experts, innovators,
and brand ambassadors since way before the dawn of
the hashtag.

This isn’t just their follower count. Anybody can buy
followers. Look closely at how well those followers
engage with the content your inluencer shares. Then
you’ll have a real indication of your success with them.
Is one inluencer enough?
Inluencers with lots of followers typically generate quite
broad but shallow engagement. Inluencers with fewer
followers typically build a close-knit community around
them. You need both to get your message out there – and
make sure it’s heard.

And if you need some help answering the important
questions before you start, we can help with that.
Just get in touch.

21
DIRECTIONGROUP.COM

B2 ISSUE THREE

Marketing Best
Practice Events

Marketing
without the suits
No buzzwords. No bull. And, blessedly, no need for trousers.
We’re taking EDGE online. So you can get the tips, insights,
and inspiration to sharpen your marketing. Without any
dressy distractions.
Discover a new series of EDGE sessions at
directiongroup.com/edge

DOES JARGON
GIVE YOU THE
JITTERS? TRY…
Nourishes your knowledge
of today’s tech
Breaks buzzwords down
into plain English
Clears up confusing concepts
Get your free sample with a four-word deinition of
blockchain at directiongroup.com/blog
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We’re DirectionGroup Unlimited.
Full stack. Global. Problem solvers.
Just three ways you could describe us.
You could also say we’re a top 10 global
B2B marketing agency that specialises
in IT and tech.
We’re a crack team of planners, martech gurus,
digital ninjas, production experts, data and
creative geniuses at your disposal.
So, you’ll get great creative and strategic work.
But you’ll also get lots of lovely numbers.
Numbers that prove marketing’s not just pulling
its weight; it’s driving revenue.
We’re an agency that specialises in Beautiful
Results – whatever they look like to you.
If you have a business problem, we can help.

Let’s talk. Call Trish on 0118 977 2677
email patriciah@directiongroup.com
or visit directiongroup.com

DIRECTIONGROUP 401-403 Reading Road, Winnersh, Berkshire RG41 5HU, United Kingdom

