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Get in on the Design Conversation 
or Miss Opportunities

GRAHAM KILSHAW
CEO

LECTRIX  | Positioning Ambitious B2B Electronics Companies for Aggressive Growth

Learn how to use the right content to build your brand and your sales



The Problem



Poll: 
5 - 3 - 1



Poll: 
SQLs



Poll: 
Revenue Stability



Why?



Google



“Educate Me. Don’t Sell Me”





Poll:



Only of your customers are ready to purchase right now3%



Product-First Problem-First

• Marketing plans driven the NPI schedule

• Emails more about products

• Marketing plans driven by customer problems

• Emails more about educational content

• Social posts liking supplier launches • Social posts sharing whitepapers

Value Proposition Spectrum
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Example:



(Re)Build Your Brand:

#1 : Make it Personal

#2 : Content, Content & Content



Make it Personal

Credit: Gary Vaynerchuk

https://www.linkedin.com/feed/update/urn:li:activity:6510621521747148800/
https://www.linkedin.com/feed/update/urn:li:activity:6510621521747148800/
https://www.linkedin.com/feed/update/urn:li:activity:6510621521747148800/


Meetup Example:

Chicago Product &

Design Engineering Group

140 Members

6 Events in last 12 Months

Make it Personal



Make it Personal

1. Increases lead engagement

2. Improves reputation and relationships

3. Increases engagement with C-levels

Account Based Marketing (ABM) Top 3 Stats:

Credit: Rollworks 2018 Study



The Human Search Engines

Make it Personal



Hey, Jenn!

Jenn Eby
MarcTech2 | Seattle, WA



Content, Content & Content



Personal Content Library 

Content, Content & Content



of your customers are not ready to purchase right now97%



Problem First - Product Second



Sent  |

Opened  |

Clicked  |

Forms Completed  |

Indicated Testing Plans + Timeline  |

Active Sales Conversations  |

Content, Content & Content

November 2019

10,788

3,437

348

79

51

51



If 1 Manufacturer

X 10 rep firm

X 5 reps

= 25,000 Prospects

If 1% click through to  a content offer form = 250 prospects

If 50% complete the form = 125 prospects

X 500 LinkedIn Contacts

Content, Content & Content

✓ Littelfuse Sales Force = 30 rep firms (USA)

✓ Assume 5 reps average per firm = 150 salespeople  

✓ Assume 500 LinkedIn contacts each = 75,000 contacts

✓ If 1% click through to the registration page = 750 

✓ If only one quarter of those complete the form = 187

✓ If only 10% of those are in the market for product = 18 opportunities

✓ QUESTION: What’s your close rate on  18 SQLs?

✓ Up to 75,000 people see the registration page

✓ 150 salespeople share the registration page



What about content for Purchasing Managers?

Content, Content & Content



Tools







Tools



Tools





Tips



The 2x1 Rule



Test These 

Subject Line: 

Solving their problem

Visible Body: 

1. There is a new way to…

2. How to….



Clean out the Dead Wood



Stay on Top 



The Panel

Maryellen Stack
Director of Marketing 

Communications

Sager Electronics

David Foster
Director of Sales

Ohmite

Steve Karr
President

ArkCo Sales

Chris Beeson
Chief Development Officer

Master Electronics



GRAHAM KILSHAW  | CEO

FREE 15 MINUTE CONSULTATION

graham@lectrixgroup.com


