B2B Market Research:

How to become the most valued
member of the Product Team
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How to become the most valued
member of the Product Team

1. Think like é product strategist: think differentiation

2. Understand the 3 Cs — strategic insight

3. Bring differentiation ideas to the table

I IYYTYYTTTTTTTTTTVITYY




DIFFERENT  §
RULES | Your presenter...

Chris Wirthfwein, Sr. Director, 5MetaCom
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For technical and scientific products
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Two questions
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1. Which pencil is “best”?
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u 2. Which oneis....different?
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How to become the most valued member of the Product Team

1. Think like a product strategist:
think differentiation

i
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How to become the most valued member of the Product Team

1. Think like a product strategist:
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A. Who knows?
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“Being different is better
than being better or best”
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"

. . . humans are wired to detect irregular things.”

John Hallward, Sector3Insights, author:
Gimme! The Human Nature of Successful Marketing

“We don’t pay attention to boring things.”
Dr. John Medina, neuroscientist, author: Brain Rules

“Compete to be unique.” (Stop competing to be the best.)
Dr. Michael Porter, Harvard, Creator: 5 Forces Model

"

.. the way to think about differentiation is not as an offspring of

competition, but as an escape from competition altogether.”

Youngme Moon, Harvard, author:
Different— Escaping the Competitive Herd
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“To cope with this assault on his or her mind, the average
consumer has run out of brain power and mental ability.

“ .. (the consumer)is less and less interested in making the
. ‘best’ choice. |

“ ..a ‘satisfactory’ brand is good enough.”

Jack Trout and Al Ries,
“Positioning cuts through chaos in the marketplace.” Advertising Age,
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“ ..Iif we want to get attention and be
recognized, we have to be irreqular
(stand out from the crowd).”

\

John Hallward, Sector3lInsights, author:
Gimme! The Human Nature of Successful Marketing
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| iPhone Introduction —Jan. 9, 2007

“Three revolutionary products: an iPod, a phone, and an internet communicator.”




“We” care about better or best...B2B buyers don’t

They buy products and services to...
get a job done

, Qb
ARAAAAAAAAAAAAAAAAAAALD




Because things have changed...

Unlimited time Limited time

Limited choices Unlimited choices |

I IVYYYTTTTTTTTTRYIYYY



B2B Marketing evolution

ion |2. Persuasion 3. Utilit
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To become the most valued member of the Product Team...

1. Think like a product strategist: think differentiation
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To become the most valued member of the Product Team...

1. Think like a product strategist: think differentiation

Understand differentiation and utility
and why they’re so important and
necessary...
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To become the most valued member of the Product Team...

1. Think like a product strategist: think differentiation

Understand differentiation and utility
and why they’re so important and

necessary... i nd obprace Uit
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How to become the most valued member of the Product Team

2. Understand the 3 Cs — strategic insight
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The 3 Cs

Tosights
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The 3 Cs

1. Company ;

\ .
2. Customer

¢ 3. Compet itor s
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1. Company

* The “product” (service)

* And how the company discovers, makes, sells and supports it to
users and sellers

* The corporation

* Your “brand” — what you’re about; how you do what you do
* What'’s different?

* To customers (and sellers)
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2. Customer

Figure out...

What they care about: relevance & utility
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2. Customer

Figure out...

\

What they care about: relevance & utility
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Different? Yes.

Relevance? Utility?
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Relevance

* Relevance = appealing to self interest

* Learn the self-interest of your audience and teach these
insights to Product Teams -

* Different Rules — Chapter 3: How we “do” this

* Appendix: “32 Idea Starter Questions”
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Relevance

* Hallward asked users and non-users of various products to
rank them for:
familiarity, uniqueness, relevance, popularity and quality.

* Participants ranked goods they used higher on all five
factors compared to products they did not use. And...

* “Relevance s the blggest difference between
users and non-users.”
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3. Competitor(s)

* What customers and non-customers think of them
* Where they’re strong (different)

* Where they’re vulnerable to your difference and utility

* View from the field

* How your sales organization views competitors
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How to become the most valued member of the Product Team

3. Bring differentiation ideas to the table

i
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Differentiation Ideas:
Some (not all) Key B2B Concepts

* “Because” — the reason to believe

» Category as a strategic differentiator

\

* Creative work — use insights to ensure relevance &
utility
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“Because” — the reason to believe

The problem with benefits and the surprising benefit of features

* Feature: tangible, observable, measurable characteristic
* Latin “tangere”—to touch, or, able to be touched or felt
* Length, specific gravity, density, color, etc.

* Benefit: a positive result

* Two types: direct and derived. Examples
* Direct: durability

* Derived: ROI, peace of mind, job satisfaction, pride
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“Because” — the reason to believe

The problem with benefits and the surprising benefit of features

Key points:

* Derived benefits often don’t differentiate

* Don’t add skepticism-producing adjectives like best, better, etc.
* Don’t say (boast): “best formulation”

\

* Do provide a reason to believe: “.001% volatility in ASTM,
standard...” (a feature)
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“Because” — the reason to believe

The problem with benefits and the surprising benefit of features

* B2B purchases revolve around risk

* Who will buyers more readily believe?
* The seller? Others?
 Get insights on who is believable/credible to your audience

\

* For B2B buyers, you must provide a “because”
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“Because” — the reason to believe

The problem with benefits and the surprising benefit of features

» Researchers approached people in line at library copy machine.
Asked one of three very specifically worded questions:
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“Because” — the reason to believe
The Copy Machine study: Harvard

» Researchers approached people in line at library copy machine.
Asked one of three very specifically worded questions:

1. “Excuse me, | have five pages. May | use the Xerox machine?”
A request only; no reason

2. “Excuse me, | have five pages. May | use the Xerox machine, because I’'m
in a rush.”

A request with a real reason

'
'

3. “Excuse me, | have five pages. May | use the Xerox machine, because |
have to make copies.”

A request with an immaterial reason
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Copy Machine Study: Results

1. “Excuse me, | have five pages. May | use the Xerox machine?”
A request only; no reason

60% yes

i
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Copy Machine Study: Results

1. “Excuse me, | have five pages. May | use the Xerox machine?”
A request only; no reason

60% yes

2. “Excuse me, | have five pages. May | use the Xerox machine, because
I’'min arush.”

A request with a real reason
94% yes
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Copy Machine Study: Results

1. “Excuse me, | have five pages. May | use the Xerox machine?”
A request only; no reason

60% yes

2. “Excuse me, | have five pages. May | use the Xerox machine, because
'mina rush a
A request with a real reason

94% yes

|
'

3. “Excuse me, | have five pages. May | use the Xerox machine, because |
have to make copies.”

93% yes
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Copy Machine Study: Results

1. “Excuse me, | have five pages. May | use the Xerox machine?”
A request only; no reason

60% yes

2. “Excuse me,| have five pages. May | use the Xerox machine, because mina
rush.”

A request with a real reason

94% yes

!
!

3. “Excuse me, | have five pages. May | use the Xerox machine, because | have to

make copies.” p MM
°" w

93% yes
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“Because” — the reason to believe can be...

* How it was developed (R&D)
* How it’s made

! * Users’ point of view: #1 with their peers, 650+ 5-star
ratings

* Industry experts' point of view

* And many more...that can be researched/tested
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“Because” — Key Points

* In mature categories, features — not benefits —
usually make the difference

* With B2B considered purchase buyers, features can
provide a credible reason to believe
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Category as a strategic differentiator

“First...”
“the Only...”

“Leader”

!
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Category as a strategic differentiator

‘lFirst. 2 .”
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Category as a strategic differentiator

‘lFirst. 2 .”

e one
W"” Here’s how...
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Category — definition

An organizational containerin the mind into
which we place similar things (file folder)

Examples: Energy drink
Hydroxy trace minerals
superoxalloy industrial abrasive
EV — Electric vehicle
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Category — definition

An organizational containerin the mind into
which we place similar things

Examples: Red Bull® Energy drink
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Category — definition

An organizational containerin the mind into
which we place similar things

Examples: Red Bull® Energy drink

/

Brand name / trademark
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Category — definition

An organizational containerin the mind into
which we place similar things

Examples: Red Bull® Energy drink

/ \

Brand name / trademark Category
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Category — the differentiation idea

Create a category in which you can be...

“First...”

“the Only...”

“Leader”
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Category — the differentiation idea

Create a category in which you can be...

“First...” goir e
“the Only...” =2 Jﬁﬁ@* Wees
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| Category — Example: fire suppression
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Category — Example: fire suppression
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Category — Example: fire suppression







Category — Example: fire suppression

| Fire suppression =
A sprinklers = water
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Category — Example: fire suppression
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Category — Example: fire suppression




Category — Example: fire suppression
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Category — Example: fire suppression

How to differentiate?
What's the category?
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Category — Example: fire suppression

\

waterless fire protection
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Category — Example: fire suppression

\

waterl/ess fire protection
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Water can destroy critical business
systems and irreplaceable assets.
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Category as a strategic differentiator
Key Points:

* Not a trademark or brand name: Red Bull® energy drink

* Can define things other than products:
* Example: a category/field of science: Endomicrobial Ecology

* Tell the story: relevance and utility

\

* Credibility is key: no marketing spin

» waterless fire protection
* superoxalloy abrasive
* hydroxy trace mineral
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Creative work —
use insights to ensure relevance & utility
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Creative work —
use insights to ensure relevance & utility

You’re prepared to fight a fire. ; , "

WHO'D BE CRAZY ENOUGH

But are you prepared to finance the truek?
TO GUARANTEE
mB wvm ﬂmb? Hexe’s a quick, easy way to find out.
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Creative work —

use insights to ensure relevance & utility

Insight:

Farmers want

‘ to plant early

WHO'D BE CRAZY ENOUGH
TO GUARANTEE
THIS SOYBEAN STAND?

You’re prepared to fight a fire.
But are you prepared to finance the truek?

.,-’
I

Insight:

Fire Chiefs
want more
information
than just the
interest rate




Creative work —
use insights to ensure relevance & utility

* Be the customer advocate: get involved directing and
evaluating the creative work

e Supply an insights brief

* Encourage use your insights as the measuring standard by which
creative work is evaluated

\

* Concept and Copy Testing
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Creative work —
use insights to ensure relevance & utility

 Rational vs. emotional: which works best?
 Researched the literature
e I|dentified 5 papers with greatest application to B2B

* Several studied complex, expensive, considered- '
purchase consumer goods: laptop computers, a sport
utility vehicle, an Apple iPhone
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Creative work —
use insights to ensure relevance & utility

 Rational vs. emotional: which works best?
* It depends...
On the product...

On the marketing objective...

On the audience...
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Creative work —
use insights to ensure relevance & utility

To maximize results with B2B products, use a combination appeal

1. In specific situations, a 2. Emotional appeals 3. Rational appeals—

rational or emotional to the senses grab especially for “thinking

appeal—one or the attention, boost products“—move a

other—can be effective. awareness and improve prospect closer to a
recall. purchase.

Details: pages 69-75 in Different Rules

Y




| DIFFERENT

| RULES

Chapter 7: (pages 102-116)

15 Differentiation
Idea Starters...

and 6 to avoid

| uuuu“u .

The B2B Mar
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ffer entiation
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Differentiation:
How do people get off track?

Too much internal focus
Leaving important people out of the process

Thinking “best” or “better” instead of different
Leaving out the because

Complex, boring, irrelevant messaging

SRR L e s

Lack of (internal) enrollment
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How to become the most valued
member of the Product Team

1. Think like a product strategist: think differentiation

2. Understand the 3 Cs — strategic insight
3. Bring differentiation ideas to the table
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Thank You!

Chris Wirthwein, Sr. Director, 5MetaCom
N8 SMetaCom

For technical and scientific products

Author:

DIFFERENT RULES
The B2B Marketer’s Guidebook to Product Differentiation

Booth 301
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