


This is a summary of the key themes that
have emerged from The Challengers,
our VCCP Business podcast series, in
which each week we challenged a B2B
sector bear and a podcast ensued.

While each podcaster had their own ‘bear’, there were several consistent
challenges being faced, and behaviours shown, by each of these highly
experienced and respected B2B leaders.

Pete Markey, CMO Boots

Antonia Wade, Global CMO, PwC

James Harris, Director, Head of Marketing, Fidelity International
Lucy Carver, ESG and Sustainability Adviser

Rachel Kerrone, Head of Brand, Starling Bank

Ali Crossley, Managing Director, Distribution, L&G

Our thanks again to the podcasters for their insight and candour. If you'd
like to listen to the individual podcasts, they can be found

In the meantime, find a quiet corner and ten minutes to read the highlights
from those setting the agenda for effective B2B marketing in 2022.
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https://www.vccp.com/news/2022/jan/b2b-podcast-series

1. Embedding Purpose

With stakeholder capitalism an increasingly dominant macro direction, the
most prominent and unifying theme across all six podcasts, was how to make
purpose meaningful.

Pete Markey, CMO Boots, chose ‘brand purpose, and those who don’t make it

real and embed it in the business’ as his bear to slay. His watch-out was that if

a business’ products, services and experiences don't ladder up to the
company'’s purpose, then it will fall flat and not realise full growth potential. It
requires the alignment of values, ethics and principles. It's about how the
business shows up, rather than just what it communicates.

For James Harris, Director, Head of Marketing, Fidelity International, the key
role of the CMO is to lead the narrative, and substantiate and deliver on the
corporate purpose. This means a focus on better connecting with employees
and the role that they play in corporate purpose; particularly important when
hybrid working means less presence in the building. Most pressing, however,
is living up to the ESG challenge, in a world where we are still looking for
answers. There’s a shift away from the simplified ‘carbon culprit’ or ‘carbon
saviour’, to a debate about whether to exclude or engage, as wholesale
divesting is unaffordable and some of the solutions are not yet ready.

Antonia Wade, Global CMO PwC, guarded against seeing purpose as a
proposition. In her experience, purpose should be the lens through which to
make decisions and provide a strong steer. It should remain static. Blurring
only raises the risk of greenwashing accusations.
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4. Digital Buying Behaviour

The podcasts surfaced the revolution going on in digital buying
behaviour, across all sectors.

Ali Crossley talked about the changes to distribution channels, with the
increase in number of digital transactions and interventions at every
stage of the customer journey, as customer want faster access,
convenient access and personalisation. Which means siloe free cross-
product consideration, focusing on the customer needs.

Echoing this, James Harris explored the change to traditional
relationship-driven routes in asset management. With data and tech
redefining the customer journey, thinking about the whole customer
experience is a prerequisite to be on any shortlist.

For Pete Markey, there’s now an exciting sophistication in B2B, that
comes from being able to use data to build better relationships. He
views B2B as requiring greater discipline, in order to know your
audience, the role they play, and finding the right way to engage with
the gatekeepers. Using key martech platforms - the likes of Adobe and
Salesforce — allows the building of more sophisticated relationships
over time. B2B is able to get in to meet those influencers, and to shape
relationships in a more scientific way than ever before — which for
Pete, makes B2B one of the most exciting fields to work in.
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7. Courage

At the heart of effective B2B marketing is, of course, the person setting
the agenda. One of the questions we explored with each podcaster was
the changing role and expectations of the CMO. What we heard, and
arguably is the key point to success of these B2B experts, is the courage
required.

For Antonia Wade getting B2B better understood, comes down to getting
objective results, being continually curious, and then training teams to
have the moral courage, data authority and commercial acumen to drive
home the reason 'why'.

It takes a different kind of leadership according to Ali Crossley, who
included the wider c-suite leadership. Setting a clear vision for employees
is vital, and she opines the world now needs leaders who are not only
technical, but also empathetic communicators.

As natural change-makers, Lucy Carver's view on the CMO is to use the
powerful position. Marketeers are unique in having their fingers on the
pulse of what society needs and the role of the brand, and they should be
a big influence on the role to be played by the business in meeting societal
needs.

For Pete Markey, the CMO role has indeed changed, to become more
about delivering a connected experience into people’s lives. He views
marketeers as change agents, able to influence culture, products and
experiences. Accordingly, he urges B2B to be braver and more confident.

PETE MARKEY
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If you'd like to discuss how
to challenge any of these
bears — or your very own
bear — please contact us at

At VCCP Business, we exist to make the B2B
experience as powerful as consumer
experiences. As the challenger agency for
challenger brands, we transform the fortunes of
our clients, by challenging and disrupting the
categories they operate in. All driven by one
measure: effectiveness. For more about us visit
our

THE CHALLENGERS
82B PODSESINSERIES

“THE BEAR I'D"LIKE 10

CHALLENGE
IS THE LACK OF

COURAGE

IN B2B MARKETING

ANTONIA WADE
GLOBAL CMO PWC

IS WHEN B2B MARKET

IS TREATED A
SALES SUPPORT,

JAMES HARRIS

THE CHALLENGERS
828 PODSASINSERIES

“THE BEAR I'D LIKE T0

CHALLENGE

IS SOCIETAL CHANGE
BEING TOO HARD

OR SCARY TO TACKLE

LUCY CARVER

'VCCPBUSINESS

THE CHALLENGERS
828 PODSASINSERIES

“I'D LIKE TO CHALLENGE

THE BEAR OF BOILING
THE OCEAN TO ENTER

A NEW MARKET'

ALI CROSSLEY

VCCPBUSINESS

THE CHALLENGERS
82B PODSASINSERIES

“THE BEAR I'D LIKE TO.

CHALLENGE

IS THE SEXIST, MISOGYNISTIC
LANGUAGE AND IMAGERY:

IN B2B MARKETING

RACHEL KERRONE

“THE BEAR I'D

CHALLENG

IS THOSE WHO FAIL TO MA

BRAND PURPOS
REAL AND EMBEDDED

PETE MARKEY



mailto:hello@vccpbusiness.com
https://www.vccp.com/capabilities/business

CNALLINOIll

eununonl

THE CMI.I.INOW 1HL CHALLENGERS
#28P0 B28 PODCAST SERIES

THE
828 P SERIES

THE
828 P

DCAST SERIES

Homn | om

IS THE LACK |

IN BZB MARKETING

1L CHALLENGERS

|
” ) [—
Y 1 4 ” \
ADE DIR \
VCCPBUSINESS BUSINESS 3 : VCCPBUSINESS - VCCP BUSINESS -
\ .
X A 3 ¢ \ e

B28 PODCAST SERIES

BEAF R “THEBEARID L b - . :
: _ CHALLENG EC = CHALLENC
) . ANG - IS THE SEXIST, MISOGYNI L : IS THOSE WHO FAIL TO MA
R A > LANGUAGE AND IMAGER L %
OR SCARY T0 TA ‘ IN B2B MARKETING, )| REAL AND EMBEDDED

PETE MARKEY
CMO BOOTS

11L CHALLENGERS
B28 PODCAST SERIES

eununonl THL CHALLE

1HL CHALLENGERS NGERS
S S SERIES B2B POD, #2728 PODCAST SERIES

#2728 PODCAST SERIF

IS THE LACK |
IN B2B MARKETING : SALES SUPPORT,

JAMES HARRIS
DIRE TING,

ANTONIA WADE
GLOBAL CMO PWC

IHE cﬂllllu”.‘
B28 PODCAST SERIES

“THE BEAR I'D [

IS THE SEXIST, MISOGYNI

CHALLEN®
LANGUAGE AND IMAGER :

IN'B2B MARKETING S REAL AND EMBEDDED,

EL KERRONE

IN B2B MARKETING

ANTONIA WADE
GLOBAL CMO PWC

PETE MARKEY
CMO BOOTS

VCCPBUSINESS VCCPBUSINESS






