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Content marketing & the stepping stones on the path to
purchase

RESEARCH DEMAND DRIVERS EFEECTIVE DATA

DRIVEN CONTENT
BY HARNESSING THE CONCERNS OF YOUR PROSPECTIVE
BUYERS THROUGH EMPIRICAL SURVEYS, WE DEMONSTRATE

THE BUSINESS VALUES IN CONCRETE TERMS

CONTENT CREATION & CREDIBILITY

NUMERICAL DATA PRODUCED BY 3RP PARTY RESEARCH
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COMBINED WITH AUTHORATIVE SECONDARY RESEARCH s

ENHANCES CREDIBILITY & ENGAGEMENT

MULTICHANNEL CONTENT DISTRIBUTION Email
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S‘gg:"f:::d Whitepaper

DISTRIBUTE THE CONTENT THROUGH MULTIPLE
MEDIA CHANNELS TO THE CORRECT AUDIENCE
COORDINATED TO MAXIMIZE IMPACT

Press

Tele contact Releases

Voicemail

SALES TRAINING

LTM PROVIDES SALES ENABLEMENT ASSETS
& SALES TRAINING TO CREATE A SUPERIOR “FIRST”
CALL CUSTOMER EXPERIENCE
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The opinion of the buyers that make up your target market is
the most important element in capturing digitally empowered
B2B buyers

PATH TO PROFIT

Egga.‘utgr_l_t

Multichanne‘ 'Iessaging

Sales Enablement & Empowerment

Constant Ca “It Never Stops”

Capturing the voice of the people we wish to sell to creates
explosive growth in revenue
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Getting started with LTM in 5 easy steps

1. Identify your target market and build a
list of companies with executive titles that
match the target list criterion.

2. Identify the business problems you solve
for customers and numerically justify the
seriousness of the business impact via
survey.
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5. Convert 33% more of initial leads to
sales qualified opportunities.
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Retaining customers by confirming the
decision to buy

SHOW
SHOW

COMPETITIVE
RESEARCH

SHOWING
YOUR OFFER

IS #1

CONFIRM
THE
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LTM provides you a strong partnership for content marketing success

The “Content Marketing” Checklist x‘
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About Lead to Market and our core process

Lead to Market was formed in 2007 as an inside sales organization which
coincided with Steve Jobs launching of the iPhone 1 and a revolution in marketing.
As firms invested in marketing automation, adopted data-driven lead scoring
models, and flooded every channel with messaging, it became clear that
successful “campaigns” were driven by great content delivered over multiple
channels.

By using survey techniques that quantified what is important to customers now
and by presenting content as peer-based research, LTM breaks through the
marketing clutter. Empirical data-driven content transmitted through multiple
marketing channels increases our response rate by over 30% on average. This is
critically important in B2B markets with limited numbers of possible buyers and

even fewer “in-market buyers.”

LTM is pleased to say that we have learned a lot along our journey and have
grown to over 125 people, with offices in USA, Israel, and India. Our method has
been widely adopted by numerous clients; we are known by the company we
keep:
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HAVE TIME TO LEARN MORE?
CONTACT:

BYRON HAYS

(323) 963-5314
Bhays@leadtomarket.com




