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Your Top Priority Is
Growing the SMB
Revenue Base:

Now What?
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Aswe continue to come out of the deep freeze
over the last few years,we are beginningto see
encouraging signs of an economic recovery
However,the purse strings are still drawn tight
and new patterns of buying has created an
atmosphere of even more exacting pricing
pressuresfrom enterprisewide level buyersand
accounts This means less room for revenue
growth to come directly from the fabled 20-30
percent of large customerswho typically have
made up 70-80 percentof total revenues Thisis
how a VPof Salesn the software industry put it
to me recentlyin my research
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G | Sisldhat it looks likeXwe are actually
selling more of our product into our larger
accountsthan everbeforeX.butXoverthe last
three years g S Qfaced stiffer competition
that hasdrivenour pricing down. Sothe net-
net has beenthat we are just holding on as
bestwe canto theselargeraccounts Another
words, we are not getting significant real
revenuegrowth from them.g

It is highly likely that this refrain is beingrepeated
across many Fortune 1000 and Global 2000
companiesacrossthe globe With revenuegrowth
opportunities shrinking among their large
accounts, leaders are turning a focused eye
towards the sought after small and mid-size
businesssegment Forinstance,in the competitive
world of IT Productsand Services,both HP and
IBM made substantial investments in 2011 to
target the SMBsegment ChallengingDell and A i
low cost entry strategy for small to mid-size
businesses
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A New Challenge And A New Frontier

Thereis goodreasonfor Fortune 1000 or Global
2000 companiesto target revenue growth from
the SMBsegment It is one of the fastestgrowing
segmentsand traditionally has been comingout
of a recession It alsohasprovento be lucrative
when you consider that actual contribution
margin percentagesare much richer per sale
whencomparedto largeaccounts

It is little surprise that senior executiveshave
shifted at leastone eye towards expandingtheir
SMBcustomerbaseandtappinginto the revenue
growth potential that canexists

Copyright 2012 Buyerology and Goal Centric Management, Inc. 8



While targeting or at least accountingfor the
SMB segment is not a new idea to larger
enterprises this time aroundthey are wakingup
to new buyer realities Buyerbehaviorscontinue
to changerapidly and these new behaviorsare
associated with largely buyerdriven changes
What is confronting those wanting to achieve
revenuegrowth from SMBbuyersand companies
Is that they may know very little about these
buyersand companies

How to market to SMB buyers and companies
becomingone of the hot priority items showing
up on the agenda of many large enterprise
managementmeetingsbeing held daily, weekly,
or monthly. As one Senior VP of Sales and
Marketingin IT pointed out to me recently.
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& lBam almost afraid to admit that we
may have taken the SME(my notation:
someexecutivesefer to SMBas SMEC
small and mid-size enterprises)
businessedor granted all these years
We never really moved beyond
segmenting by employee size and
revenueso we really R 2 ykfoiv a lot
about{ a 9a3we should L (e®sysay
you want to target them but planning
how to target them is basicallya whole
newball gamefor usé

Becauselittle knowledge may exist about
SMB businessesand buyers, there are
perhaps more assumptions being made
about SMBthan for largeraccounts
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Generalizedperceptions and preconceived
notions run rampant in the halls and
meeting rooms of larger enterprises
attempting to figure out how to market to
SMBsegments

Thereiswhat | callad R S T AQK\ dzbhd &y
can happen when knowledge is found
wanting ¢ new definitions, classifications,
segmentations,and etc. begin to appear
every3, 6, 9, or 12 months Moving around
1,000Q af accountsand prospectsin virtual
databases to new buckets created for
employee size, revenue size, product
targets,andverticals
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Unprecedented Transformation Occurring

In the past, working with these definitions may
have been sufficient Looking ahead into the
future - and the near future at that ¢ these
definitions alone will no doubt prove to be
limiting andevendetrimentalto growth.

We are experiencing an unprecedented
transformationin the world of businesswith new
buyerdriven economiesemerging constantly ¢

making current understanding of SMB buyers
nearly obsolete For many large enterprise
organizationghat show up on the Fortune 1000
or Global2000 lists, growing the SMBcustomer
basemay be their numberone priority. Totackle

this challenge, gaining deeper layers of

understandingabout SMBbuyersand companies
will needto get on thesesamepriority lists.
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How To Get To Know
The
New SMB Buyer
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In the sectionof this eBook,we visited two new
realities One, that many Fortune 1000 and
Global 2000 organizationsare turning a focused
eye towards growing their SMB customer and
revenue base With revenue growth potential
shrinking in larger strategic accounts due to
budget and pricing pressures, many are
dedicating attention and resourceswith more
determinationthanin the past

|
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| Thesecondreality is that they are finding a very
il different buyerthis time aroundthanin the past
e | Simply put, SMB buyers are more social, more
i sophisticated, more connected, and are
Iy transforming their buying behaviors at an
accelerated pace New technologies opening
their world to advantagesonly once afforded to
largeenterprises
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Wakingup to thesenew realitieshasset up
another challenge for executive leaders
Thatis of how to get to know the new SMB
buyer | S NBo® ®ne salesexecutive put
thisto merecently.

& h \6fShe thingswe realizedis that we
have got to get to know our SMB
customers If you keepin mind that we
K I @ Sealy dedicatedmuch resource
to this area, then we are lacking in
knowledgepera S5 Q@So find out
what is important to them versusjust
givingthem somegenericsalespitch.
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Getting ToKnow TheNew SMBBuyer

The first tough challengeis realizing that
viewingthe SMBasa singlemarketand that
rudimentary means of segmenting by
employeesize and revenuefigures are not
goingto resultin the understandingheeded

While vertical segmentationis of significant
help, what is paramount is knowledge of

how these sub-markets and buyers within

behave What are stepsthat executivescan
taketo understandthe new SMBbuyer?
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Buyer Research This has to be a clear
mission Getting to know the new SMB
buyer is going to take some level of buyer
research It is going to take the integrated
approachof committingto both gquantitative
and qualitative approachesto understand
the full 360degreesof the new SMBbuyert

Buyer Modeling: Dependingon the degree
of fragmentationin sub-markets, powerful
buyer modeling can be an extensive
exercise However, one worth the upfront
Investment to get to know the new SMB
buyer in ways that results in competitive
advantage There are several areas of
modeling that by understanding them
deeply,can make your organizationrelevant
to buyersandcoreto their problemsolving
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Buyer Persona Modeling What is
Important here is not to model the
single archetypal buyer but to model
the levels of Interactions buyers are
having with  new ecosystems and
networks They may be SMB but they
are growingorganicallyby creatingnew
ecosystems Buyer persona modeling
representscompositearchetypesbased
on behavioral researchthat identifies
criticalgoalsthat drive buyerbehaviors

Buyer Scenario Modeling To get a
handle on the problems SMB buyers
face, modeling buying scenarios can
give your marketing and sales teams
Insightinto how to identify sulbbmarket
segmentsthat have the best optimal
scenariodor success
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Buyer Decision Modeling How SMB
buyers are making purchasedecisions
today is changing so fast that not
monitoring this aspect of a SMB
strategycanput an organizationbehind
the curve While looking at the buyer
decisionjourney can be fruitful, in my
qualitative researchL Qrdted how the
new SMBbuyersare adept at more ad-
hocdecisionmaking

Furthermore, with the rise of
ecosystemsand networks, collaborative
efforts in purchasedecisionsare not so
neatly streamlined Newertechnologies
are making purchase decisions more
decentralized¢ making fragmentation
on thisissueevenmore complex



