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Summary 
In 2019, the way that Enterprise software companies being themselves to market has evolved. With a 

surge of attention being placed on all digital marketing outlets, companies in the Business-to-Business 

space continue the fight to reach the actual decision makers on the right channels to develop their sales 

funnel. The ability to connect with these decision makers about their needs, objectives and pain points 

will have a dramatic impact on the success of your enterprise technology company. 

 

That leaves us asking, so what can you do? To maximize your invest through marketing, you need 

strategies and tools that have the most potential to engage decision makers by proving that you 

understand the challenges their industry faces, that you’re a thought leader and have a solution that can 

provide a substantial ROI. 

 

With that in mind, we present some of the best ways you can do just that. 

 

Here are the marketing strategies that an enterprise software company like yours can use to transform 

how you market yourself. 
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Video 
 

Video content as a marketing tool is becoming extremely prevalent with technology companies to 

introduce their solutions. While someone might not have the time to go through a product or company 

datasheet, almost everyone has the time to watch an entertaining, engaging two or three-minute video 

about a solution that might be of value to them. 

 

Here are the main areas to focus on when producing video content to market your product or solution: 

 

Great Stories 
While your technology is probably complex, robust and overall impressive, when using video to 

marketing your solution you should focus on telling a compelling story. Walk the viewer through how 

your helped a specific customer get from “A to Z”, how your company started or how a team developed 

a specific feature. Hook people with a good, easy to understand story first, then dig into specifics with 

them later on sales calls. 

 

Fun Videos 
Just because you’re in the B2B enterprise space doesn’t mean that your videos should be dry and 

technical. In fact, the exact opposite is true. Creating videos that are particularly funny, humorous or 

entertaining will help you stand out from the crowd. Take New Relic, for instance. Their most popular 

video on the New Relic YouTube channel isn’t a webinar or tutorial, it’s a funny rap video about coding 

made by one of their employees. 

 

Useful Content 
Your video content strategy should also make room for useful, and educational, content. This can 

include things like tutorials of how to use your solution, product demos, webinars about industry trends 

and best practices, or “how-to” style videos. Webinars are particularly useful, because by requiring 

people to exchange their contact information to register, you’ll be able to build your contact database 

and engage in marketing or sales activities with those contacts in the future. 

 

Client Testimonials 
There are few things more powerful from a technology marketing standpoint than your target buyer 

saying to themselves, “That solution worked for another company just like ours, so maybe it will work 

for us to?” That’s the point behind client testimonial videos. And if your solution serves multiple 

verticals, you’ll want to collect testimonials for each individual sector, if possible. 

 



Create Animated Infographics 
Most enterprise B2B companies have been producing infographics for some time now. They’re an easy, 

colorful way to present facts and information about your company or industry to potential buyers. 

However, more marketing-savvy tech companies are taking things a step further by producing animated 

infographics. These short 1-2 minute clips contain all the information that you would typically present 

on a traditional infographic, but in more of a “slide by slide” format set to music. Animations are then 

added to help bring the statistics to life. 

 

Some Quick Tips: 
 

 Using the word ‘video’ in an email subject line boosts the open rates by 19%. 

 54% of senior executives share work related videos with colleagues weekly. 

 Including video in a landing page can increase conversion by 80%. 

 Four times as many customers would rather watch a video about a product than read about it. 

The point with video and animation is this: give prospects entertaining, bite-sized chunks they can 

consume to get to know your company, your technology and your customers. Once they begin to 

understand (and trust) all three, they’ll be more ready to engage in a sales cycle. 

  



Influencer Marketing 
Business leaders and enterprise decision makers often look to others who are experts in their field when 

evaluating new technologies to purchase and implement. Technology companies are increasingly 

partnering with influencers to up their credibility and social media reach. 

 

But companies today struggle just to be seen or heard amidst the constant noise of others trying market 

their product or service. Tech buyers are also becoming increasingly smarter and more desensitized to 

the marketing they see receive daily. 

 

As such, they are increasingly relying on others whom they trust or admire to share their experiences 

with an enterprise solution, platform, product or service, before they consider it within their own 

organizations. This leaves an incredible opportunity for companies to leverage influencers, who have 

built a loyal following and credibility within an industry, to market to enterprise decision makers. 

 

Here are four steps to begin developing your influencer marketing program (Personas): 

 

Identify Target Buyers. 
If you haven’t already, the first step is to develop several buyer personas for your solution. Likely you’ll 

have one for CEO, and other for IT, and maybe another for Sales & Marketing. Know what their goals 

and challenges are, what kinds of content they prefer, and who they’re likely to follow and engage with 

online. 

 

Determine Industry Influencers. 
Next, you’ll want to identify the peers, bloggers, publications and industry experts that your target 

buyers are following. The easiest way to start is by connecting with some of your target prospects (and 

existing customers) on LinkedIn to see who they’re following, and what groups they participate in. Also, 

follow some of your target buyers on Twitter, and see who they’re following and retweeting. 

 

Build Social Credibility. 
A critical part of influencer marketing in the enterprise technology space is establishing yourself as an 

independent thought leader. Influencers won’t be willing to engage with you if they sense all you’re 

looking for is some free social media visibility. That’s why developing high-quality content such as 

whitepapers, blog posts, and webinars is critical for laying the foundation to get influencers on board. 

 



Once you’ve developed this content, share it (along with other useful content you may come across), on 

social media and within the groups and message boards that influencers frequent. The important things 

are to be knowledgeable, add value, and have a perspective. 

 

Bridge the Gap to In-Person. 
The great thing about influencers is that they’re usually sought after in terms of live events, speaking 

engagements, and conference appearances. That puts them in a unique position to bridge the gap 

between your digital marketing efforts and live, physical interactions. 

 

If you can collaborate with an influencer on a presentation at a live event, for instance, you can allow 

people access to those slides after the presentation in exchange for their contact information (known as 

“gated content”). You can then leverage that info to place those prospects into a marketing automation 

system for ongoing nurture campaigns. 

  



High Value Content 
The amount of digital content being generated today is astounding. And it ranges from high-quality, 

unique content all the way down to content mills and “click bait” that people don’t necessarily get much 

out of. The same is true for content in the B2B technology marketing space. 

 

What smart enterprise tech companies of the future will do is stray away from this kind of short term 

thinking to simply generate click-throughs, but to develop a consistent program of high-value content 

that will foster long-term trust between your target buyers and your brand. 

 

It’s a struggle for companies to bite the bullet and invest in providing content that does not always 

mention their name or provide for “quick wins.” Content creation can be very expensive. But two things 

tech marketers need to realize apply when it comes to high-value content: The Rule of Reciprocity and 

the growing struggle for companies to be heard. 

 

“The Rule of Reciprocity is that when you provide something of value, the recipient feels the need to 

give something in return. This may not happen right away. But eventually, the more value you provide, 

the more prospects will rely on you for high-value content and give you their time in return.” 

 

And because so many other companies are striving for attention, getting past that initial point of entry 

makes high-value content even that much more necessary. But once get past that point, and earn trust 

with your target buyers, you’ll be in a better position to complete sales than competitors that have been 

taking the cheap, low-value approach. 

 

Whether you develop content in-house, or decide to outsource to an agency or content platform, here 

are five traits that all your high-value content should share: 

 

Tell Better Stories. 
Every article, blog, or piece of content tells a story (even clickbait). They key is to tell better stories than 

your competitors. Take the time to analyze what others in the space are doing, and work to develop 

more unique (and more useful) stories than what’s currently out there. Remember, helping your 

audience is more important than helping yourself. 

 

Some of today’s biggest brands tell great stories of how their solutions solve customer problems, impact 

customer lives or just provide an entertaining view on their business and culture. Think about how you 

would want to consume information. A B2B technology company can appeal to the humans they are 

selling to through powerful and even emotion-evoking content. 



 

Rethink how you are telling your current stories and if they could be redefined as a documentary of a 

customer’s journey, a powerful interview or a day-in-the-life of an employee helping customers solve 

challenges. 

 

Personalize for Each Stakeholder. 
Again, your high-quality content strategy should flow from your buyer personas. You might put out a 

few great stories to begin with, but they’ll probably resonate with some roles over others. Not all your 

content will be accepted by everyone, and that’s ok. What you’re trying to do is build credibility and 

thought leadership for each stakeholder individually, so in the end they’ll come together and agree upon 

your solution based on their own intrinsic motivations. 

 

It’s important that when you create strategies and editorial calendar that you develop an Audience 

Matrix that defines each person at a company who could be involved in researching or deciding to use 

your product. For each of those stakeholders, you can define their pains, goals and motivating factors – 

building a persona for each target customer is a must-do first step. 

 

Centralize Your Content Experience. 
While individual pieces of content should be personalized, they should all come together in one 

centralized digital experience that’s connected to your brand. Having a “Resources” page on your 

website, for example, will drive everyone into one experience yet people will be able to find the stories 

and information that’s most useful to them. This goes for your social media accounts, and video 

channels like YouTube as well. 

 

Building a platform for content delivery that is connected with increase prospect confidence with each 

new story they interact with and improve their knowledge during the sales process. Built properly, these 

platforms can funnel leads through to conversion and into your overall marketing ecosystem. 

 

Deliver Real Value 
Most important to any tactic is to deliver real value. First, if the audience doesn’t get value they will not 

convert to the next stage of your marketing process whether a signup, download or buy. Even if you can 

get a lot of people to find your content, a lack of value will repel them from moving further which is the 

ultimate goal. 

 

Second, when you deliver real value, it creates a positive brand impression. Your audience will lock in 

their minds that you are the expert subject matter and when they need help, you are the best resource 



to talk to. A positive brand impression can last for when you reach them through other marketing 

channels and increase the likelihood of conversion there. 

 

So, what is real value, well, it isn’t just the surface level info a visitor can get anywhere. The challenge 

here is to get over the fear of giving away too much – which many companies are afraid of. On the other 

hand, you would rather give away a couple secrets to gain new customers than hold onto them and not 

acquire new leads. 

 

The best place to look is within your own company. What tools do you use, what questions do your 

customers have and what secret tactics or methods do you covet. Giving away a lot can ballon you over 

the competition and significantly increase prospect confidence. 

 

Make Content Extremely Unique 
And lastly, make it unique in some way. Today, people are inundated with information and content 

because the tactic has significantly grown in popularity. Whether the information is unique or the 

delivery, it must stand out. 

 

Consider different media such as video, animation or apps – maybe even consider past tactics such as 

direct mail.  If you can make the information valuable and unique while delivering in an unexpected way, 

it will pay off in spades. 

  



Existing Customer Re-Marketing 
One of the best, and often most overlooked, ways that enterprise technology companies can increase 

revenue through marketing efforts is their current customers. By having systems, processes and 

programs in place to re-market to active customers, you’ll be able to build out an infrastructure that 

facilitates consistent retention, upsell and cross-sell of additional products, features and services. 

 

Efforts and investments here can pay off many times over. Not only can you increase the spend of 

existing customer, but by staying top of mind with them you create an army of advocates building 

referrals. Most companies miss the opportunity by not putting a serious and thorough plan specifically 

for customer re-marketing. 

 

Here are three of the main ways that you can re-market to increase the lifetime value of current 

customers: 

 

Customer Portals. 
If your customers are having great success with your solution, they’re probably logging in daily, if not 

more. How you design and maintain your customer portal can contribute to ongoing marketing efforts 

to your current customers. 

 

Once a user logs in, you can design the portal as an “information hub” that acts as a central location 

where you can do things like announce new products, alert them to live events, or ask for suggestions 

on how to improve your solution. These are all “top of the funnel” marketing activities that can 

eventually lead to up or cross sales. 

 

Nurturing Programs. 
The last thing you want to do after you onboard a new customer is to remove them from your marketing 

automation program. However, it’s a common mistake that many B2B enterprise tech organizations 

make. What you want is to design separate nurturing programs for existing customers. 

 

The amount of touches might be more infrequent, and the messaging will be much more consultative. 

Your existing customer nurturing program should include things like webinars, customer success 

workshops, and live events in their area. By seeing the topics of webinars customers attend, for 

example, you’ll gain some insight into what their ongoing needs are and if there are any additional 

features or services they might be interested in purchasing. 

 



Customer Communities. 
Building out customer forums and communities is another great way to keep current customers 

engaged with your brand on a consistent basis. In general, people engage on communities to 

disseminate new information about their industry, “talk shop” with their peers or to collaborate with 

other professionals. 

 

While customers will work with each other (and your employees) to maximize the value they receive 

from your solution, from a marketing standpoint you want to use communities to continually establish 

thought leadership through high-value content. 

 

If you have a new whitepaper or eBook coming out, customer communities are a great place to 

announce it to get the conversation going, and to see which customers are interested in that specific 

topic. 

 

Any customer marketing program should utilize multiple channels and tactics, be measured and 

adjusted over time to work best for your specific customer base.  Below are two graphs that show what 

existing marketers focused on customer retention and marketing do and what channels are found to be 

most effective. 

 

 

 

 




