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Greetings. I hope you had a very successful end to the year 2015. Annually, Fusion 
Marketing Partners publishes a report on the major trends we are seeing currently 
and for the upcoming year.  As always, I base what goes into this report not just on 
what is cool and timely, but more importantly, what is working for our clients and 
our own marketing and sales efforts.  

To put it another way, while these trends are interesting, you really want to pay 
attention because they are impactful. As I said in the introduction to the 2015 
Trends Report, our purpose is to provide information that is not only timely, but 
also actionable. You can take advantage of each trend to increase your competitive 
edge and improve marketing and sales performance in the coming year.
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Trend 1 - Importance of Digital Reputation

This is a trend that impacts the majority of B2B companies as well as their B2C 
cousins. I have seen estimates of how much time B2B prospects spend searching 
online before engaging with a potential vendor that range from 57-75 percent. In 
my experience it is almost always over 50 percent, and if the experience isn’t right, 
would-be buyers will leave without giving you the chance to sell them anything. This 
means that if you don’t effectively monitor and improve your online presence — not 
only in terms of your own website, but what the marketplace is saying about you
 — it will cost you revenue. 

On the internal website side, you should have a site that is clean, professional and 
easily navigable. On the external side, you need to find every site that a potential 
purchaser could use to learn about you or your business category, and make sure 
your presence there leaves a good impression. For example, in the B2B software 
industry there are product review sites like G2 Crowd, GetApp and CNET; having 
bad reviews on these sites will be costly. Buyers also scour online press, analyst 
sites and even employee review sites like Glassdoor.  

We’ve had clients who had either a poor online reputation or were barely visible in 
cyberspace prior to the start of our engagement. Fortunately, there are ways to deal 
with both of these issues fairly quickly. Usually, the best solution is to create good 
content and aggressively 
propagate it through pull marketing and social media techniques. 
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Trend 2 - Lead-to-Revenue Drives Marketing and Sales 
Alignment

The concept of lead-to-revenue (L2R) has been around for at least a decade, and 
truth be told, smart companies have been following its principles for a long time. 
However, outside forces are converging to make L2R a B2B priority.  

 

The L2R framework is supported by five steps and eight essential components that 
align your marketing and sales model, eliminate wasted motion and drive revenue 
and profits sooner by focusing you on the core structural and strategic activities 
needed to succeed. Diligently executed, these activities bring in more leads and 
create a marketing and sales juggernaut that is predictable, high-performing and 
constantly improving.  
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Trend 3 - Rise of Marketing Technology  

Earlier this year, I reported in my blog about an article by Ashu Garg, a VC with 
Foundation Capital, who is predicting a 10x growth in marketing technology 
solutions in the next 10 years. I’m usually skeptical about such wildly optimistic 
predictions, so I looked up Ashu’s background. He is the real deal, with an 
impressive career spanning technology, marketing and finance. Ashu backs up his 
claim with data and credible observations. And regardless of whether you agree 
with Ashu’s conclusions, the article and related eBook are worth reading. 
You can get both here.

There are hundreds of options available from many different vendors, including 
products that handle a very narrow range of functionality. But generally, you will 
need three major systems to have a great end-to-end B2B marketing and sales 
solution: website, customer resource management (CRM) and marketing 
automation (MA).

One key factor to remember about implementing your own technology 
infrastructure: Unless you get the processes right, even the best technology will just 
help you fail faster and more expensively. You need to start with whatever 
processes are necessary to meet the objectives – and only then make sure you have 
the appropriate technology and people to run the lead-to-revenue (L2R) machine. 
The fact is that almost every process can be completed on a manual basis. But the 
true value of technology is to help you scale and become more efficient without 
adding more people — while simultaneously aligning and optimizing the sales and 
marketing functions.  

How are B2B marketing and sales executives doing at learning and implementing 
technology? Not so well, according to a 2015 survey by Forrester Research and 
AdRoll. While 80 percent of B2B marketers consider marketing technology 
comprehension and use it as a core requirement of their job, just 17 percent of 
respondents self-identify as leading in marketing technology maturity. Only 10 
percent believe they can fully execute mature marketing automation strategies. 
That’s a big gap, but one that can be capitalized on by forward-thinking individuals 
and companies.
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Trend 4 - Customer Experience Goes Mainstream

Customer Experience (CX) is definitely a trending topic for 2016. In fact, a Google 
exact-match search for this term returns 9.3 million results. In addition to the many 
companies offering CX technology and services, there are countless conferences, 
industry groups, newsletters and blogs devoted to the subject. As defined by 
Wikipedia, “Customer Experience (CX) is the product of an interaction between an 
organization and a customer over the duration of their relationship. This interaction 
includes a customer’s attraction, awareness, discovery, cultivation, advocacy and 
purchase and use of a service. It is measured by the individual’s experience during 
all points of contact against the individual’s expectations.”

So what’s the big deal and how does CX relate to B2B marketing and sales? As we 
talked about in the trend regarding “digital reputation,” prospective purchasers 
will do everything they can to find out about you before reaching out and engaging 
with your sales team. If their online research indicates any red flags about the 
quality, usability or support of your products and services, they will move to the 
next company on their list and take you off. Good marketing and sales is not just 
about how you communicate to the prospect universe on an outbound basis, but 
also how easy you make it for prospects to find you and conduct business. 
Anything you can do to remove potential barriers to purchase (e.g. poor CX 
reputation) will have a positive impact on revenue. 
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Trend 5 - Video Everywhere

You have probably noticed more video ads popping up (invading) during your online 
experience. There are a lot of reasons for this, but chief among them is the focus 
the major players are placing in this area. While YouTube remains the dominant 
player in the video ad market, Facebook has launched a number of video features 
to challenge YouTube. Eight billion video views occur on the Facebook platform 
daily from more than 500 million people. Twitter is also seeking to take advantage 
of the growing video market with the launch of its video autoplay feature. These 
videos play automatically on a user’s timeline, but are muted as the user scrolls 
down the timeline.  And Google, not to be outdone, is promoting its video ads inside 
search engine results pages (SERP). 

Another reason for the proliferation of video is its use as a channel for content 
marketing. There are lots of interesting statistics about video growth floating 
around, but here are three particularly interesting ones from Syndacast.com: 

• 74% of all internet traffic in 2017 will be video
• 52% of marketing professionals worldwide name video as the type of content with 
best ROI
• 65% of video viewers watch more than 3/4 of a video
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Trend 6 – Growth of Predictive Analytics

Predictive intelligence/analytics has been a hot topic because of the number of 
new startups in the industry and increasing user adoption. As Vik Singh, CEO and 
founder of Infer, stated at Information-Age, “Traditionally, businesses have only 
had access to their own internal sales data, from which all strategic decisions were 
derived. Predictive intelligence startups are now able to continuously unlock hidden 
value from virtually unlimited external data that can help businesses make more 
informed sales decisions.”

This type of technology can benefit B2B companies in a number of ways: 

• Predict the likelihood of specific prospects/customers to behave in specific ways 
(e.g. respond to a targeted offer, download a whitepaper, upgrade their product)
• Provide recommendations to target specific market segments 
• Combine external and internal data to fill informational gaps
• Identify issues, discover new opportunities and measure KPIs

According to David Raab, principal at industry analyst firm Raab Associates, 2015 
has been the breakout year for predictive analytics in marketing, with at least $242 
million in new funding for startups that are pioneering this new technology — 
compared with $376 million in all prior years combined. 2016 is poised to be an 
even more disruptive year.

I hope this report helps you achieve a prosperous 2016. Please reach out if I 
(or someone on my team) can help you in any way. 

Best,
Christopher Ryan
CEO and Founder
Fusion Marketing Partners
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About Fusion Marketing Partners

Fusion Marketing Partners (FMP) is a B2B marketing agency that specializes in 
helping companies create powerful lead-to-revenue machines to turn around their 
stalled or underperforming marketing and sales operations and build value in their 
business. FMP’s strategic expertise and vigorous execution of proven tactics has 
quickly driven measurable improvements in awareness, leads and revenue for B2B 
clients across the U.S. and internationally. The company was founded by principals 
with deep experience in B2B marketing, sales, business development, web 
marketing, and public relations — from successful startups to Silicon Valley giants. 
To find out more, visit http://www.fusionmarketingpartners.com.

What We Do

Fusion Marketing Partners (FMP) provides outsourced B2B Marketing consulting 
services to help businesses generate more sales revenue from every dollar invested 
in people and programs. The result is a framework for generating awareness, quali-
fied leads and revenue that is repeatable and predictable.

How We Do This

Every business, including its market, offering, organization and capabilities is 
unique. We work within your organization, from the CEO to the stakeholders, as 
appropriate to create and optimize B2B marketing and sales processes. FMP 
operates as an outsourced extension of your business operation. We supplement 
your existing staff to build team performance or serve as your entire marketing 
organization, delivering a blended set of skills.

Fusion Marketing Partners – 3730 Sinton Road, Colorado Springs, CO 80907  
719-357-6280 – info@FusionMarketingPartners.com
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