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AM I REACHING & ENGAGING WITH 
THE RIGHT PEOPLE IN THE DMU?

Have you designed a range of different 
content to address different stakeholder 

information needs?

Are you leveraging a 
multi-channel approach to 

optimize reach?

Are you utilizing intent data to enrich 
your campaigns and engage the right 
people, at the time, in the right way?

Is it easy to contact the 
budget holder only?

Can you identify and 
reach other stakeholders 

involved in the DMU?

ACTION POINT:

ACTION POINT:RECOMMENDED READ:

1. Uncover 
your target 

audience's pain points 
& information needs 

2. Translate this 
knowledge into a set 
of relevant content 

formats & 
amplify! ACTION POINT:

1. Research 
your audience’s 

pain points & design 
a range of content 

that helps your 
readers uncover the 

best solution

ACTION POINT:
1. Find 

out where your 
audiences go to 

consume information. 
Map these channels to 
your strategy to ensure 

you amplify the right 
content, in the 

right places

ACTION POINT:

1. Make 
sure your sales 

team are fully on-board 
2. Nurture your leads 

3. Support your 
pipeline with quality 

sales enablement 
resources 

& tools

1. Widen 
your target job titles

2. Tailor your
 message to resonate 

with your selected 
audiences

ACTION POINT:

5 types of 
intent data you 

should be investigating:
1. Searching Intent (keyword 

& queries)
2. Browsing Intent (cookies & 

categories)
3. Action Intent (interactions & 

downloads) 
4. Firmographic Intent (ABM)  

5. Predictive (lookalike 
modelling)

RECOMMENDED READ:

RECOMMENDED READ:

RECOMMENDED READ:

RECOMMENDED READ:

RECOMMENDED READ:

They are out there - are 

you aiming too high?

Excellent work! 

But don't fall at the last hurdle...

What trustworthy sources do they turn to?

  How can you affiliate your brand with

 the most credible platforms?

How can you turn insights into

actionable knowledge about

your target stakeholders?

The Modern 
Decision Making 
Unit (DMU)

The decision making unit 
is at the core of B2B 
selling. Also called a 
buying center, it consists 

As the DMU exists within 
all your target accounts, 
targeting more than one 
decision maker to build an 
army from within, could 
dramatically increase the 
probability 
of a sale.

Will more people than the budget

 product or service? holder benefit from using your  

An average of 

6.8 
people are involved in 
the decision making 

process (Harvard 
Business review)

Buyers tend 
to carry out 

67% 
of their buying

journey digitally
(SiriusDecisions)

62% 
of B2B buyers say a 
web search is one of 
the first 3 resources 

they use to learn about 
a solution (Demand 

Gen Report)68% 
of B2B customers
prefer to research

independently online
(Forrestor)

62% 
say they can now
develop selection 

criteria or finalize a 
vendor list - based 

solely on digital 
content (Forrester)

72% 
of B2B customers
expect vendors to 
offer personalized 

engagement
(Salesforce)

70% 
of survey respondents 

said timeliness of a 
vendor’s response was 
one of the reasons they 

selected a winning 
vendor (Demand

Gen Report)

90% 
of B2B decision
makers never 

respond to any form 
of cold outreach
(LinkedIn EMEA)

The Future of 
B2B Marketing; 

New Tactics for a 
New Generation

The B2B 
Decision Making 

Unit (DMU);
The Real Faces 
of Persuasion

B2B Demand 
Generation;

Picking the Right 
Channels for 
your Content

Ready or Not? 
5 Types of Buyer 

Intent Data to 
Gauge B2B 

Engagement

4 Principles for 
Nurturing Leads

B2B 
Marketing Plan; 

A Compelling Case 
for B2B Content 

Marketing

Businesses with
 aligned sales and 

marketing functions 
grow their revenues 

24% 
faster than their 
peers (LinkedIn)
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freshbusiness-

think-
ing.com/so-
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About Inbox Insight 
Inbox Insight amplify content globally to a community of 3.5M active IT, HR, Marketing and Business 

Professionals, for some of the world’s most successful brands.

www.inboxinsight.com


