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What we do

We provide a plug-in marketing
department for B2B businesses.
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What our

customers say

We have a proven track
record of delivering
excellent results for B2B
firms.

From construction
contractors to maintenance
firms, professional service
business to manufacturing
and everyone in-between.

Here's a selection of some
recent client testimonials.

—_

‘// Groub

Contr

Cani m; for our Environment

“The A&E team are a joy to work
with and have consistently
produced excellent work in

support of our brand
& performance initiatives.”

Sam Roberts,
Marketing Director
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“After deciding to outsource our

marketing to A&E, their delivery has
been truly excellent.”

Roland Archer, Sales Director

“I'm thrilled we found Attract &

Engage as early as we did in our

planning process. They skilfully
supported us with strategic
communications advice and
helped shape our thinking.”

Steffan Battle, Interim MD

Power E Controls

“A&E has made a huge difference to
our online presence. We now have
several new clients due to their work.”

Charlie Butler, Director
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What's in store?

1. What content do your buyers
need?

2. Case study framework

3. Top Tips

4. FAQs




96% of B2B buyers say vendor-focused content &
case studies are important when they’re
UL O ENE3 considering purchase. DeMAND=GEN

Smarter Growth Marketing
- REPORT

How-to-Guides / eBooks /
#1 FUNNEL Trend Reports / Thought
e———e Leadership / Survey

Reports
#1 AWARENESS Case studies /
Testimonials Technical
® ® One-Pagers/
Product Demos / Webinars
‘ - Live Demos / Bespoke

B2B Buyer Journey

The B2B sales process is
long and complex.

Proposal Documents/ Cost
#3 DECISION-MAKING e ® Analysis Sheets

Company & Product News

Your decision-making unit

often includes multiple #4 RETENTION / High-Level Educational /
buyers, users, gatekeepers Exclusive Content / Upsell
! ! Discounts

and influencers. #5 ADVOCACY
Surveys / Request

) Testimonials / Referral
Each person values different Rewards / Advocate ops

benefits and wants to be
served different content at
each stage of their sales
journey.

73% of B2B buyers say that case
studies are a key factor in their
purchasing decision \ S\ conrent
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B2B Case Study

V.

Executive Summary

Executive Summary

1-2 sentence summary of how the customer uses your product and the
results they’ve seen

Pull Quote

A concise, compelling quote from the selection below

Proof Points

3 metrics-focused bullet points highlighting ROl

VL.

The Problem

The Problem

A brief description of the space the customer is in, and their key concerns for
the area that you can help in. Focus on what the status quo was before and
how it was flawed.

Optional Quote

Quote what the breaking point was. (Bonus points for including something
about the business impact of the old status quo)

VIl. The Solution

The Solution Describe how your product uniquely solves the problem, how it fits into the
larger workflow of the team, and how it was implemented.

Quote The immediate impact on the team’s workflow/workload/etc

Quote The measurable benefits of the product

Vill. The Results

The Results How your product has impacted high-level business success for the
customer, including time saved, money saved, other projects the team can
work on, team happiness, efc.

Quote How the solution has impacted the team longer term

Quote How the future looks better because of your solution




#3 TOP TIPS
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Case Study
Blackrose Pubs

- [
,u;-y Zast tohelp with I
thelr desire for sustainabie recycling ond woste 40+ pubs

Our partnership resulted in cost savings of 22% within the first year
and increased recycling from 40% to 85%. We collectively won
 Green Apple Award for environmental best practice and were
highly commended at the waste2zero awards for best waste project
communication and stakeholder engagement award.
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casstuon
Milton Hill Business Park
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How did we do it?

Afull estate audit,visiting every pub enabled us to identify
opportunities to optiml
performance and rationalise services to reduce costs.

The cudit revealed areas for improvement which inchuded:

+ Improving the consistency and availability of recycling services
Intraducing containers for segragation of recyclables in bar
areas, storerooms, and kitchens
Consolidating collection schedules
Redesigning clear ond boid signage Lo aid better segregation
Implementing & communication campaign to lounch the new
system and educate stalf

66

Their approach and transparency in presenting the

10 furthee bukding on our SUCCess 10 ensure we are

Fona S, Procuremant Monager for Blockrosepubs 88y

“Blackrose were fully committed to improving.
the sustainability of their waste operations. Their
collaboration and transparency aflowed us to get
under the skin rosulting in fabulous outcomes *

Read t 1dy here:
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QUESTIONS }

a Home  Services About News OurWork Team OurProcess  Contact

PLEASE?

smaller firms can successfully compete and win projects

INDUSTRY FOCUS:
Construction & Built Environment
' ifficult to grow a construction business, and it's only getting e 4
a N
» N -
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tion Marketing Guide

More you'd like to understand?
Our 10-point marketing checklist

for built environment businesses MARKETING

is available to download.

Visit www.attractandengage.co.uk
for your copy.



http://www.attractandengage.co.uk/
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Thank you

k 01277 715646 / 07855 409970

VA4 jill@attractandengage.co.uk

9 Mayflower House, 128 High St,
Billericay, CM12 9XE

Cﬁ?}sr?(bers of Commerce I\‘ (.:-BRENTWDOD
bebo Building Better Business

Better for business
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