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WALK WITH ME as we explore the absurd paradox

that is modern B2G marketing…



We have to be creative, but also professional.

.
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We have to be creative, but also tactical.

We have to be tactical, but also strategic.

We have to be strategic, but Glen in Finance has a better 
idea about Q1’s campaign.



We have to stay agile and pivot quickly, but also 

please adhere to the 3-to-6 month content 

calendar.

You have to respect the customer, but also 

***target*** them with ***blasts***.

You have to ungate your content, but also hit your 

MQL goals.
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We have to build short-term pipeline, but also long-term 
brand.

We have to do more, but with less budget.

We have less budget, but need more high-touch digital 
experiences, more buyer-specific content for every 

stage of the customer journey and where is our Threads 
strategy…?



Everyone tells you they’re not a marketer, but they tell 
you to make the logo bigger anyway.

Everyone tells you they’re not a marketer, but why 

aren’t we the first Google result for “SOLUTION”?

AND WHY DOESN’T OUR CONTENT TALK MORE ABOUT 

OUR PRODUCTS?



WE HAVE STAND OUT, BUT ALSO 
use all lowercase letters & no 
punctuation so gen z likes us



WE HAVE TO STAND OUT, BUT WHY AREN’T 
WE POSTING A MOO DENG MEME?????



IMPOSSIBLE STANDARDS



Marketers have always been at 
the forefront of change.









Marketing 

Automation



Marketing 

Automation



Marketing 
Automation





2011: 150



2018: 6,829



2024: 14,106















WTH

The sales cycle is long

Prospects are self-educating

We need MOAR CONTENT

Audiences are fractured 

ROI!!! ROI!!! ROI!!!



I lied. The path doesn’t actually look like this.



How do we actually know?

Content Creation Challenges 2024



Read blog post 

The E-ZPass Express Lane from prospect → buyer
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Read blog post Hit demo Cha-ching!
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Read blog post Hit demo Cha-ching!

The E-ZPass Express Lane from prospect → buyer





*Actual footage of my marketing VPs



How do we thrive?







95%
of buyers are not in the market 

for you at any time

[source: LinkedIn B2B Institute]



95% 90%
of buyers are not in the market 

for you at any time

[source: LinkedIn B2B Institute]

of buyers ultimately choose a 

vendor they had in mind 
before they began research

[source: Bain, Google]



Double-down on brand to create emotional 

connection.



Double-down on brand to create emotional 
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Take a broader view: Retention, expansion, referral.



Double-down on brand to create emotional 

connection.

Take a broader view: Retention, expansion, referral.

Prioritize first-party data.





We have never been 

more connected.



We have never been 

more connected.

Yet actual connection is 

increasingly scarce.



WHEEL OF SOCIAL CONTENTREINVENTING THE WHEEL

Start with
Brand

Speak the
Truth

Optimize 
with Data



WHEEL OF SOCIAL CONTENT

Start with
Brand

Speak the
Truth

Optimize 
with Data

REINVENTING THE WHEEL



Build relationships. 
Not audiences. 



“Trust is under siege.”

–Kirsty Graham, Edelman



Source: MarketingProfs/CMI Content Marketing Benchmark Study 2024

Top Content Goals



Truth builds trust.



















ROR = Return on Real



ROR = Return on Real



How do we highlight our people?

How is our point of view the best answer via 

search (either traditional or AI)? 

What’s a perspective only we might craft in a 

relatable way?

ROR = Return on Real



Real talk from Okta
(part of Carahsoft Service Providers

Series with FNN)



Real talk from Okta



GENERATIVE AI + UNCOVERING NARRATIVES

h/t Andy Crestodina



What questions are people in [industry] afraid to answer?

What untrue things do people in [industry] believe to be 

true?

What are the common assertions in [industry] that are least 
likely to be supported with data?

What counter-opinions do you hold that differ from thought 

leaders in [industry]?

h/t Andy Crestodina

GENERATIVE AI + UNCOVERING NARRATIVES



Brand storytelling everywhere
for a cohesive CX.



Double down on the Double Ds:
Distinctive & differentiated.



Scientific Instrumentation

Lab Group Partners Solutions LLC*

* A pretend company 



Our high-performance scientific instruments 
and high-value analytical and diagnostic 
solutions enable scientists to explore life 
and materials at molecular, cellular and 
microscopic levels. 

–Scientific Instruments Lab Group Partners Solutions LLC

ABOUT US



#mpb2b

UV-Visible/NIR Spectrophotometer UH5700
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Chromatograph Chromaster Ultra Rs



#mpb2b

UV-Visible/NIR Spectrophotometer UH5700

Fluorescence Spectrographiter

Ultra-High Performance Liquid 

Chromatograph Chromaster Ultra Rs

Expecto Patronum





Spectrum of Connection

distinct,
differentiated

indistinct,
undifferentiated

“Scientific Instruments

Lab Group Solutions LLC” 





“Here’s the deal. We’re all about 
helping biologics and gene 
therapy researchers break free 
from tools that just don’t cut it.”





“Load up to 10 samples into a Bun consumable, insert and hit 
go – nothing to it. … Gone are the days of filling syringes or 
cleaning expensive chips – these Buns are disposable.”





Not a single 

Harry Potter 
spell.



GAIN ‘24
Trivia Time:

What’s the 
naming 

convention? 



Make once.
Use again & again & 

again & again & again& 

again & again & again.



Demo: 
See how sweet it is… 



AAV titer, empty/full 
ratio & aggregation 
kickin’ it at the same 
party



“..crazy accurate 
protein quant with 
Lunatic”



Internal Influencer



Unexpected & memorable brand.

That fuels storytelling literally EVERYWHERE.



distinct,
differentiated

indistinct, 
undifferentiated

“Scientific Instruments

Lab Group Solutions LLC” 

Spectrum of Connection



Simple in B2G = unexpected & memorable.





“Simple, seamless, secure”



distinct,
differentiated

indistinct, 
undifferentiated

“Scientific Instruments

Lab Group Solutions LLC” 
Your company here

Spectrum of Connection



Show our humanity.



Your From Line matters more 
than your Subject Line.

The point of content is to educate AND connect.



Relationships > Audience.
Truth builds trust.

Double-down on Double-Ds.
Show our humanity.



Let’s put it all 

together!



The kings of Twitter.











Sewer marketing goals:

• Better understanding of municipal infrastructure.
• Visibility for people who work there

• Flushable wipes are lying to you.
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Sewer marketing goals:

• Better understanding of municipal infrastructure.
• Visibility for people who work there. (Recruitment!)

• Flushable wipes are lying to you.





Substack Newsletter



John Gonzalez











John Gonzalez









3,200 calls

4 hours of voicemail





We all have a choice.



WHEEL OF SOCIAL CONTENT

Start with
Brand

Speak the
Truth

Optimize 
with Data

REINVENTING THE WHEEL



We evolve 

We adapt. 

We thrive. 



We can’t do it alone.



Y’all are the best.
Please connect.

Ann Handley
Ann@AnnHandley.com

AnnHandley.com/newsletter p.s. This is my dog.
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