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As an expert marketer, you’re at a point where you understand 
running a rebrand and subsequent brand campaign is exactly the 
right thing for your company to do. The problem is: your company 
isn’t on board yet.  

Introduction

After so much change around us and many, 
many cases of brands successfully pivoting to 
ride the waves, we’d like to think CEOs are 
adept at tipping their toe into choppy waters. 
And yet, when it comes to it, too often the fear 
of what could go wrong (or worse, indifference) 
scuppers big ideas and torpedoes the liferaft to 
staying relevant.  

In her final article as global editor-in-chief 
of Campaign magazine, Claire Beale1 wrote a 
paragraph that should ring in the ears of each 
and every marketing director across the world. 

“I don’t buy into the narrative that Covid 
will change everything forever. But 2020 
is a significant turning point. Coronavirus, 
Black Lives Matter, political upheaval, economic 
crisis, environmentalism: lines are drawn in 
the sand. It’s time to ask whether you want to 
anchor in the antediluvian world: belt pulled 
tighter, managing decline, wishing things were 
as they used to be. Or surge into the new world, 
using upheaval to fundamentally reframe your 
business and your career.” 

Put simply, when it comes to your brand: 
are you going to stick or twist?

Are you going to stick with the same ‘brand 
values’ that were written for a world that is 
increasingly being left in the dust? Or, twist 
and create a vision for your business that’s in 
keeping with the dramatic changes we see?

Do you stick with the same look for your 
brand or do you twist, giving yourself a visual 
identity that feels in keeping with a better, more 
diverse society?

What about your culture? Your ‘internal brand’? 
Are you going to keep the corporate feel or 
re-define yourself as an employer brand that’s 
fit for a totally different type of employee – one 
who’s asking more from the business they work 
for than ever.

And finally, what about when it comes to doing 
good? Are you going to stick with token CSR 
programs or, as Claire Beale described it, create 
a new type of business with a philanthropic 
thread woven into its core.

If the answer is ‘twist’ (which, spoiler alert, 
we think it should be) it’s time your brand had 
a Reboot – and an investment made in it for the 
long term. 

Since you’re reading this, we expect you agree 
with us. You just need the people at the top to 
agree with you. 

So, this is a guide to help you to sell a rebrand to 
your CEO (and anyone else who needs a nudge 
in the right direction) and keep the company you 
care about on course. 

Good luck.

1. https://www.campaignlive.co.uk/article/claire-beale-leaves-campaign-two-decades/1689722
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B2B marketers can be very focused on the short term, and 
who can blame them? Sales are putting on the pressure 
for a constant stream of leads, and business leaders have 
quarterly targets to hit to keep the shareholders at bay.

It’s this short-term thinking that means the majority of activity produced by B2B 
marketing teams is below the line, bottom of the funnel, sales ‘activation’ activity 
(call it the tactical stuff) rather than the bigger, fame and brand building advertising 
activity that the majority of B2C brands seem focused on (the glamorous stuff).

Now, couple this with the fact that the average tenure of a CMO is just 43 months2 
(and that new incumbent wants to shake things up and make their mark on the 
business), and it’ll come as no surprise that only 4% of B2B marketing teams measure 
impact beyond six months.

But a new report from the B2B Institute and LinkedIn, packed with research 
from Advertising Effectiveness stalwarts Les Binet and Peter Field, says this 
short-sightedness is damaging the growth potential of B2B brands.3

According to ‘The 5 principles of growth in B2B Marketing’, B2B marketers need 
to start shifting efforts (and budgets) towards a 50/50 split between short term 
activation activity and long term brand building (the stuff that makes you famous).4

It’s pretty clear businesses need to start thinking differently about longer-term 
brand building. But as with any shift, there has to be a strong reason to do so. 
This is especially true when arguments like “If it ain’t broke” and “But we’ve always 
done it this way” can be so hard to counter. 

That’s why we’ve come up with four big reasons why now is the time to invest in brand. 
With plenty of data to back them up, you can take them to your CEO with confidence.

The need to 
think long term

4%

Only

of B2B marketing teams measure 
impact beyond six months

2. https://www.wsj.com/articles/average-tenure-of-cmo-slips-to-43-months-11559767605 

3,4. https://business.linkedin.com/marketing-solutions/b2b-institute/marketing-as-growth
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4
big reasons 
to reboot 

(and the data to back them up)
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Let’s start with a fundamental rule: the share of voice rule. It’s a rule that has been known 
and stayed consistent for the last 50 years. The rule goes thus: brands that set their share 
of voice (share of all category advertising expenditure) above their share of market will 
tend to grow.

This has been well known in B2C, but Advertising Effectiveness’ Les Binet and Peter 
Field have shown the trend is true in B2B too. A 10% extra share of voice, for example, 
will lead to a rise in market share of 0.7% per year.5

Three key stats to 
convince your CEO

It pays to build ‘excess 

Share of Voice’ 
A 10 pt difference versus your share 
of market can drive 0.5% extra market 
share growth6

Brand building can pay dividends – 

especially in the long-term 
55% of marketers report very large 
improvements in Sales from fame-
building campaigns7

18% of the market capitaliza tion 

of the world’s largest organizations 

is their brand value
8 
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Put simply: shout louder than the competition in a way that gets you noticed and you 
will expand. That alone is worth the investment.

Reason #1

“ If we increase our share of 
voice, our business will grow.”

5. https://business.linkedin.com/marketing-solutions/b2b-institute/marketing-as-growth 

6. https://www.nielsen.com/us/en/insights/article/2009/budgeting-for-the-upturn-does-share-of-voice-matter/ 

7. https://business.linkedin.com/content/dam/me/business/en-us/amp/marketing-solutions/ima[…]b2b-institute/pdf/LIN_B2B-Marketing-Report-Digital-v02.pdf 

8. Brand Finance 2017
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Brands grow in one of two ways: by gaining more customers, or by selling more to 
current customers. In B2B, the focus is often put on the latter thanks to new customer 
acquisition costs being high. But this piece of research shows us that actually the best 
way to achieve real growth is to acquire new customers, meaning more has to be put 
into activity to attract them.

But shifting budgets to attract new customers doesn’t have to come at the cost of current 
customers – putting money into brand campaigns also helps reassure existing customers 
they have made the right choice (and means they can show off to their mates in the pub 
about working with a cool, well-known brand.)

Three key stats to 
convince your CEO

Consistent presentation of 

a brand has seen to increase 

revenue by 33%
9

43% of customers spend more 

money on brands they are loyal to. 

In other words, branding doesn’t 

just affect reputation; it also can 

positively impact sales
10

B2B brands that invest at least 

50% of their budget in long-term 

brand building deliver the best 

financial returns in terms of 

market share growth, profitability 

and revenue.
11

Reason #2

“ If we put more money into our 
brand campaigns, we’ll make 
more from our customers.”

9. Lucidpress, 2019 

10. https://www.superoffice.com/blog/customer-experience-statistics/ 

11. Marketing Week
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While everyone seems to think B2B buyers are purely rational beings, the truth is that 
most of the business/financial decisions they make are not made on purely rational 
thoughts or processes but on brands, products and services that are the most ‘mentally 
available’. As the economist Daniel Kahneman says, “the brain is largely a machine for 
jumping to conclusions”.12

This is due to the Availability Heuristic – a rule that says given the choice between 
several options, people prefer the one that comes to mind most easily. It’s the reason 
that when you are shopping you are most likely to pick up Fairy washing up liquid and 
Kelloggs cornflakes, rather than unknown brands. This works exactly the same in 
B2B. It may be that you’ve seen a brand online, or seen them in trade publications, 
or on WSJ.com or Forbes. com. The effect is exactly the same. 

Maximising mental availability, or being the easiest brand to choose to buy, is just 
as important in B2B as in B2C and the best way to do this is to build fame through 
brand-building campaigns.

Three key stats to 
convince your CEO

Buyer perception of risk 

has never been higher: 
Avg. buying group now comprises  
up to 18 members post-Covid13

They’re gravitating 

to brands they trust: 

7 out of 10 buyers say trusting a brand 
is more important than in the past14

And are more likely 

to engage with them: 
60 percent of people with high brand 
trust say they’re comfortable sharing 
personal information with the brand, 
and they pay attention to the brand’s 
communications15

Reason #3

“ Brand campaigns will raise 
our profile and make more 
prospects choose us.”

12. Thinking Fast and Slow 

13, 14, 15. https://earnest-agency.com/ideas-and-insight/vital-statistics-for-now/
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B2B brands tend to spend heavily on short-term lead generation tactics and sales teams. 
They tend to invest less in long-term brand building. 

Which costs more? Intuitively it feels like putting money behind sales and lead gen 
makes sense; shorter bursts, no spend on expensive media and so on. 

But, it not only results in short-term returns (i.e. one sales push needs to be followed up 
with the next one after the results start to slow down), it also has a very low cumulative 
effect on cost or revenue.

What all this means is, once you’ve finished a lead gen effort, you’re back to ground zero 
and need to invest the same again to achieve the same result. 

With brand building, the effects are cumulative. Everything you do you’re building on, 
so over time, it’s far more cost-effective. 

See the diagram below, which shows the short-terms busts, but then overlays a longer-
term brand-building effort.

Reason #4

Brand-building and sales activation work over different timescales

Time
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Short term effects dominate – 6 months

Source: Les Binet and Peter Field, Media in Focus: Marketing Efectiveness in the Digital Era, IPA.  (Figure 02)

Sales activation

Short-term sales uplifts

Brand building

Long-term sales growth

“ Longer-term brand building will 
save us money in the long run.”
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Where brand really starts to cost you less from a sales and marketing perspective 
is that it changes how you get new customers and more revenue. 

Lead gen and sales pushes are ‘outbound’ marketing efforts. You’re interrupting 
a prospect and saying ‘please buy stuff from us’. Whilst this isn’t ineffective per se, 
the cost per acquisition tends to be expensive and stay expensive. It relies on the 
contact you make being in the market for a new solution, and being at the right stage 
of their buying journey. 

What brand building does is change the nature of where you get new business from. 
Prospects will see your brand in the market and come to you and make enquiries. 
This is ‘inbound’ marketing. And, it costs less.

Source:  The 2012 State of Inbound Marketing, hubspot.com/SOIM
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As a marketer, one of your key aims should be to make people feel positively towards 
your brand, even if they can’t say why. That comes from creating emotions and feelings 
around your brand and positioning yourself in a way that becomes more firmly 
embedded in a buyer’s memory than functional product messages.

This will translate into real business results, thanks to the fact that if we like a brand 
(or feel a positive emotion towards it) we are more likely to hold positive beliefs about its 
benefits. It shows in the results. Emotion-based, fame-building campaigns outperform 
rational ones by a margin of 10x. Even the stingiest CFO can’t say no to that.

Business people are people too.  

They just happen to be at work.

So we need to use the power of emotion 

to ensure people engage with our brand.

And guess what? The best way to do that 

is long-term brand campaigns.

One last thing 
to consider
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B2B brands need to take off those short-term blinkers and start thinking about how 
to build brands that grow, become famous, and build the business over the long term. 
This is the sustainable, low risk and ultimately high return strategy that all of the world’s 
most successful companies have taken. And while the short-term activation activity 
is still important (we’re not suggesting switching it off by any means), we need to start 
readdressing the balance between long-term and short-term activity. And this needs 
to start today.

About Us 

Earnest is the award winning B2B marketing agency that is chasing out 
the humdrum in London and New York. 

Get in touch

To see how we can give your brand a rethink, 
get in touch at hello@earnest-agency.com

Conclusion

A rebalancing 
is needed.
Now.
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