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Nu sker der noget særligt
Et konsulenthus introducerer sig selv på under 60 sekunder?



B2B Salg + Marketing



Salg er under forandring



Marketing er under forandring



...hvad med om vi gør det sammen?
Kommerciel transformation der ikke ender i skilsmisser



Vi er ret firkantede
Vi tror på at kommerciel transformation kræver viden & erfaring

Partnere

Konsulenter

Juniorer

Klassisk konsulenthus Kvadrant Consulting





I dag skal vi snakke om den rejse alle 
B2B marketing afdelinger er på



...og om hvordan vi kommer helskindet frem







Vi skal også snakke om formål
(Den del der ikke omhandler at vi skal redde verden)



...tilbage til rejsen
Hvor kommer vi fra?





”Vi skal have et koncept!”
-fasen af B2B marketing



Fast forward til i dag 
og nogle af de bedste 
B2B marketing 
afdelinger har...

 Resourcer på niveau med salg

 Specialister in-house

 Ansvar for vækstmål

 Globale mediebudgetter

 Komplekse matrix organisationer

 Dyre techstacks

 Værktøjer til at styre værktøjer 

 Budgetter på 100-vis af millioner kroner

 Ejerskab på kundedata

 Direkte eCommerce salgansvar

 ...og meget mere





6 skridt på vejen fra brochurefabrik til vækstmaskine

Marketings stigende rolle i købsrejsen

Marketing som en ligeværdig del af topledelsen

En krystalklar definition af marketings formål, strategi og rolle

Fra marketing generalist til specialist

Det produktive samarbejde med salg

Ejerskab på den digitale transformation og undgå tech-mani



Marketings stigende rolle i købsrejse
Et salgsarbejde på marketings vegne



Kunderne bruger digitale kanaler ligeså meget som sælgere

B2B Buyers use the supplier’s website to complete the most common buying jobs just as much as they use sales reps:

2019 Gartner: What information channel did you use to complete the activity? 

Sales Rep for Info Website for Info
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92%

85%
90%

87% 85%

79%

88%
82%
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79% 80%

Problem 
identification

Solution 
exploration

Requirements 
building

Supplier 
selection

Validation Consensus 
creation

0%

50%

100%



Det er blevet sværere at købe kompleks B2B

Buyers are overwhelmed by the amount 

of information out there

Q: “The amount of trustworthy information we 

encountered as part of this purchase was 

overwhelming.”

50%
Agree

19%
Neutral

31%
Disagree

2019 Gartner: 5 Ways the Future of B2B Buying Will Rewrite the Rules of Effective Selling 

B2B buyers are 

overwhelmed by  

the overload of 

information and 

complexity of 

their purchase

And they also struggle to navigate complex 

organizational implications of their purchase



Det giver en ny kommerciel virkelighed

1

Marketing assumes more funnel 
responsibility, driving pipeline value & 
direct sales through “self-service”, as 
buyers go digital

2

Virtual Sales grows in importance as 
B2B buyers become more digital and 
demand new ways of engaging (digital & 
virtual)

3

Consultative Sales increasing 
expectations to domain expertise and 
ability to manage account & deal 
complexity

Awareness Lead Generation Opportunity mgmt. Account mgmt.

1
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Consultative 
selling

Inside

Sales

Digital 
Marketing

Complex buys becoming 
more difficult 

Simple buys 
becoming easier



Industriel B2B
Key account market,  sales-lead, high cost per unit

<2% of sales spent on marketing

Consumer markets
Mass market, Marketing-lead, low cost per unit

>20% of sales spent on marketing

Er vi mere Snickers end atomkraftværk?
Pas på med at overdrive hvor “tung” B2B indkøbsadfærd er i de fleste kategorier

Langt de fleste B2B kategorier er et sted i midten...
Langt de fleste sælger ikke atomkrafværker



Marketing som en ligeværdig del af topledelsen



Strategiske funktioner har plads i topledelsen

Det kan helt sikkert lade sig gøre 
at gennemgribende transformere 

marketing uden adgang til 
topledelsen – jeg har bare aldrig 

set det ske.



En krystalklar definition af marketings formål, strategi og rolle



Marketing er mange ting – sæt klare rammer for formål baseret 
på den forretningsmæssige rolle i strategien

CORPORATE STRATEGY

MARKETING PURPOSE, 
CAPABILITIES AND STRATEGY

TARGET
STRUCTURE AND OPERATING 

MODEL 

ROLES AND 
RESPONSIBILITIES 

Hvor skal vi hen, I hvilke markeder og med hvilke offerings?

Hvad er marketing for os? Formål, strategi og vigtigste indsatser.

Struktur og proces der skal få det til at ske.

Organisation og ansvarsfordeling.

PEOPLE & NEEDED
CAPABILITIES Roller og kombination af interne+eksterne resourcer.



Marketing er mange ting – sæt klare rammer for formål baseret 
på den forretningsmæssige rolle i strategien

VALUE DRIVERS FOR MARKETING

NEW CORPORATE STRATEGY PROVIDES AN UNIQUE 
OPPORTUNITIES FOR MARKETING TO ADD VALUE
• Strengthen “open” value proposition

• Move beyond VMS into “video technology 
software” (larger market)

• Position Milestone beyond security with both 
customers and partners

• Move closer to the (end) customer – from selling 
products to selling business outcomes

• Customer data, US expansion, verticalization and  
Channel Partner Program are high priority 
programs where marketing should play a role

NEW CEO RECOGNIZES THE VALUE OF MARKETING 

• C-level representation (CMO)

• Dotted lines from CMO to regional marketing 
managers

• Product marketing moved into marketing to build 
strategic muscle

THE RUNWAY IS CLEAR FOR MARKETING

Revenue from 
partners

Partner portal 
utilization

Partner 
marketing

Support partner 
strategy and drive a 

strategic and 
structured channel 

and partner 
marketing agenda 
(through, with, to) 

Success rate of 
launches

Revenue from 
existing portfolio 

Portfolio 
marketing

Help make and 
market the 

solutions that 
customers truly 

need and desire in 
the future

Satisfaction with 
quality and 
quantity of 

insights among 
internal  

stakeholders 

Customer 
insights

Generate, gather 
and activate 

insights about 
customers: Their 

business priorities, 
customer journey 

and decision 
trickers 

Brand awareness 
and image

Brand 
associations

Brand equity  

Build, protect and 
maintain a strong 

brand that 
differentiates and 
generates long-
term value for 

Milestone

Marketing 
sourced sales 
pipeline value

Lead generation

Drive profitable 
growth at scale by 
investing time and 

money to bring 
measurable new 
business into the 

sales pipeline



Fra marketing generalist til specialist



Initiativer der kræver specialister og in-housing...

Brand
Brand messaging framework and narrative that reflect our ambition to go beyond security and become recognized as a video technology 
software provider - framed around business outcomes 

Website

Reboot website to improve user experience, boost conversion and simplify maintenance (non-technical project)

Paid media strategy

Reboot paid media strategy to improve outcomes (channels, tactics, budget, execution setup and governance). 

Lead engine

Reboot and accelerate lead management capabilities

Marketing 
automation Develop new ambition and execution model to see better returns from marketing automation.

Event strategy and 
execution model Define event strategy (ambition, audiences, KPI tracking) and create a strong execution model for global events

INITIATIVES



Funktionel marketing organisation – specialist-drevet men med 
vertikal ejerskab på tværs

CMO

Regional Marketing

• N/A

Portfolio & Vertical
Marketing

Digital platforms & 
end-customer demand

generation

Partner Marketing Marketing operations 
and events

• Snr. product marketing manager: 
Xprotect

• Product marketing manager: Rapid 
Review 

• Product marketing manager: Care
• Snr. Product marketing manager: Cloud
• 2 Community Marketing Managers
• Program Manager

• City lead
• Education lead
• Health Care lead
• Hospitality lead

• Manager, events
• Event Coordinator

• Senior Air Director
• Graphical Designer Trainee
• Manager, Content
• Video & Animation Artist
• Digital Designer Trainee
• Senior UX/UI designer
• Multimedia & graphical designer
• Digital content creator
• Copywriter

• Head of Platforms & 
Analytics

• 3 Content Editors
• Website student worker
• Optimization Specialist
• UX Designer 
• Analytic Specialist 

• Manager, Paid Media
• Media planner

• 3-4 Channel Marketing 
Managers

• Manager, project planning 
• 2 Project Managers

Brand & Marketing 
Creation

• Manager, Brand storytelling
• Brand Compliance Manager
• Brand project manager
• Case story specialist

Marketing Program 
Management 

• 3 Marketing managers (+1-2)

NEW

Director Director Director VP VP Director Manager / Director

NEW

PORTFOLIO MARKETING

VERTICAL MARKETING

MARKETING STUDIO

BRAND & IDENTITY MANAGEMENT

DIGITAL PLATFORMS & ANALYTICS

DEMAND GENERATION

CHANNEL MARKETING MARKETING OPERATIONS

EVENT MARKETING

Sub-teams depend on region 

• Manager, marketing 
automation

• Marketing Automation Specialist

PROGRAMS AND SPECIAL PROJECTS 

MARKETING AUTOMATION



Det produktive samarbejde med salg



Vi tror ikke på tvangsægteskaber



Salg
(Skal!) være kortsigtet

Bottom-up forståelse af marked
Relationel forbindelse til køber

1-1

Marketing
(Skal!) være langsigtet
Top-down forståelse af marked
Data-drevet forbindelse til køber
1-mange

&



Ejerskab på den digitale transformation og undgå tech-mani



Marketing er den naturlige ejer og driver af den digitale 
transformation...



...men kun hvis vi kan parkere vores fascination af teknologi og 
frygten for at være bagud
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