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Stuck in the Past?
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Today

Getting on the same page with 
brands in general

Humanity and B2B brands

3 success stories

 



Brand

Getting on the same page



Product 
or 

service

Reputation

Brand
=



Brand
=

Marketing 



Marketing
= 

The activities that lead 
the customer to buy or 

use the product or 
service



Brand
=

Advertising

(but is often a very good 
manifestation of it)



Product 
or 

service

Reputation

Brand
=



Reputation impacted at scale and pace





Product 
or 

service

Reputation

Brand
=

Lots of 
Emotion 

Good 
brands 

build it in



The locus of our brain’s emotions has been 
there  for  150 million years



Product 
or 

service

Reputation

B2B Brands are no different!  
=



Peter Field and Les Binet



Wunderman Thompson 



LinkedIn



Salesforce



Some things are harder ….

• Customer needs can be very specific … the deeper thee 
emotions, the more commonly held. Find insights that have 
some potential for variation in marketing implementation. 

• You’ll need deeper research techniques to get to the truth!

• Internal stakeholder management more challenging! (heads 
and hearts actually works)



Success stories



Listening harder to find the insight



Great Research and Strategy 

There are no brands in commercial 
vehicles. But people will still pay £30 a 

month more to lease a Mercedes.
 (Ogilvy colleague.)



Great Research and Strategy 

If you’ve got a mixed fleet, you’ll give 
the Transit to the Jack-the-lads. 

They’re gonna thrash it, but it can 
take the beating. 

(Fleet manager in focus group.)



Using the insight flexibly



Strength.
Strong network,  

products, 
history, ethics. 

 

In a sea of 
superficiality, 

we are a brand 
of substance

Supports 
your 

bolder life

Weary and 
wary of big 

corporations

I cannot live, 
love or work 
without my 

phone. 
I depend on it 
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Stakeholder management











1987-2001: a formula
 Double digit growth YoY

Advertising: testimonials and objective proof. 
 70 countries, five categories. 

2001: No more white space markets 
Growth would have to come from existing markets.

By increasing loyalty and driving cross category use.

BUT
The ads all looked the same and the consumer was bored.



DIVERSITY
Dove believes that beauty comes in 

different 

shapes, sizes, ages and that real beauty 

can be genuinely stunning

Dove - Big Brand Idea



To make more women feel beautiful everyday. 

By widening today’s stereotypical view of 
beauty 

and inspiring women to take great care of 
themselves.

Mission



We discovered we had a problem….with men



The stakeholder management plan

Stakeholder Role Current
POV/Position

How to approach Who Material

Niall 
Fitzgerald

UL Chairman. Getting on board will 
encourage 
compliance. 

Personal meeting 
1:1. 

Silvia 
and Mel 
White

Presentation 
with video

Global 
Category 
and 
Regional 
Leaders

Budget 
holders.

Awaiting strategy. 
Mostly male. 

Group 
presentation

Core 
team.

Presentation 
with video

Agency 
teams

Influencers. “Not invented here” Roadshows with 
key local brand 
teams.

Core 
team.

Presentation 
and 
workshop

Local brand 
teams.

Amplifiers “Not invented here” Roadshows with 
key local brand 
teams. 

Core 
team.

Presentation 
and 
workshop



Emotion not only for communication…..
But also in the product and service





Product 
or 

service

Reputation

B2B Brand
=



Emotion is just as big a 
success factor in B2B



B2C                                             B2B



B2H



Business 2 Human



As long as humanity 
remains involved





What You Need to Do to 
Get Your B2B Brand 
Noticed in 2025

NIALL RATCLIFFE
FOUNDER AND CEO

noticed.



n.

How to get noticed.

no
tic

ed
.

(By Not Talking About Yourself)



we exist to help 
companies get  noticed.  
by the prospects that 
matter most.

noticed. 2025



client portfolio

PA U L  M CV EI G H

noticed.
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Visibility ≠ Pipeline
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So if virality and visibility doesn’t drive 
pipeline and growth...

What does?
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Visibility ≠ Pipeline

Relevance does.
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Approach 1: 
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Approach 2: 
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Companies with robust ICPs had 68% higher account win 

rates than companies without them according to research by 

TOPO.

Account-based marketing delivers 208% higher revenue 

than traditional broad marketing

68%
win rate

208%
more rev.
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So how can we make this 

happen as a business?
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The 3-Step Relevance Framework:

1.Mirror your ICP

2.Hang out where they hang out

3.Offer them things they want
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This is not good enough:

“Our ICP is B2B SaaS companies.”
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“We need more international candidates for senior 

roles into the NHS and recruitment isn’t working.”
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ed
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ed
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3 steps to relevance:

1.Mirror your ICP

2.Hang out where they hang out

3.Offer them things they want



noticed.from all of us at 

thank you!

n

nn
n

contact@noticed.co



Social Media in 2025: 
Consumer Insights 
Behind the Trends

SHAUNA MORAN
DATA JOURNALIST

GWI



20 social media 
insights for B2B 
marketers



50+ markets

50K+ profiling points

3B internet users 
represented

GWI is modernised consumer research – global, on-demand, and accessible to
everyone, not just data experts.

GWI Core

19 markets

5K+ profiling points

940M

Who are we?

GWI Work

professionals 
represented



B2B buyers are trend-driven and techy

Source: GWI Core Q1 2025 | *In Core, B2B buyers are those who say they’re responsible for purchasing products/services at work. Our C hatGPT stat excludes China.

% who fall into each group

Insight 1

B2B buyers* All consumers





26% of business leaders 
say cost optimisation is a 
key growth initiative

…vs 18% who say it’s 
refining marketing

Insight 2



The prime directive of a 
marketer […] is to represent 
the consumer in the place 
that decisions are made
Mark Ritson
Brand Consultant & Marketing Professor



The growing dependence on social and video for sector news
Ranked order of industry news sources, based on the % of B2B buyers* who use the following to keep up with developments, products, 
or services in their sector 

Source: GWI Work Q1 2019 & Q3 2024 (10 markets) | *In GWI Work, B2B buyers are those who say they have influence when purchasing products or services.

2019

Websites

Social media

TV

Email/newsletters

Videos

Events/conferences

Ads

Webinars

Blogs

Podcasts

Radio

Websites

Emails/newsletters

Social media

TV

Events/conferences

Videos

Blogs

Webinars

Ads

Radio 

Podcasts

10

9

8

7

6

5

4

3

2

1

2024

10

9

8

7

6

5

4

3

2

1

11 11

Insight 3



Social media is used throughout the B2B buying journey
% of B2B buyers who say social media is an influential source of product information and typically use it for the following

Source: GWI Work Q3 2024

19%28%36%

Discover new 
products or
services

Compare prices 
and features

Decide which 
product to buy

Insight 4

Research 
general info

31%



Source: GWI Work Q3 2024

More like reaching out on social than filling out a form
Insight 5

% of B2B buyers who say they typically prefer to make contact with a supplier they’re interested in buying from in the following ways



Some major apps are under-utilized by marketers
Ranked order of apps that professionals say their companies use, that consumers use daily, and that B2B buyers use for research

Source: GWI Work Q3 2024 & GWI Core Q3 2024 | Please note, this social media data excludes China.

Insight 6

B2B buyers



Wants inspire - needs convert
% in each group who say the following best explain why they researched or purchased a product/service after seeing it on social media

Source: GWI Zeitgeist September 2024

Insight 7



Over 1 in 5 B2B buyers say a 
lack of alignment between 
their needs and available 
solutions is a top challenge

Insight 8



18%

26%

27%

29%

39%

Lack of strategy

Understanding our audience

Alignment between teams

Building a good culture

Competition in the market

Smart messaging references buyers’ challenges
% of B2B buyers who say the following are among the biggest challenges their company/team is currently facing

Source: GWI Work Q3 2024

Insight 9



Nothing sells like social proof
% of B2B buyers who…

Source: GWI Work Q3 2024

Say the following are very influential when researching products Find the following most useful when using social media to 
research products

Insight 10





Seeing is believing
% of those who use the following for product research and trust what online reviews say about products/services

Source: GWI Core Q4 2024

Insight 11



Visual apps inspire the most ad clicks
% of B2B buyers in the US/UK who use each app and say they’ve clicked on a sponsored post/ad on it in the last month

Source: GWI Core Q1 2025  

Insight 12

25%
23%

19%
16%

14% 13%

Instagram TikTok Facebook X LinkedIn Reddit 



Insta’s algorithm loves Reels - and so do B2B buyers
% of B2B buyers who use Instagram and say they’ve watched or uploaded Reels in the last month

Source: GWI Core 2020-2025 | Please note, this social media data excludes China.

35%
39%

46%
50%

53% 54%

2020 2021 2022 2023 2024 2025

Insight 13



While 26% of 
consumers watch a 
brand’s video each 
month, 12% have 
unfollowed one

Insight 14



Influencers are taking up more of consumers’ follow lists
Ranked order of accounts followed, based on the % of consumers who say they follow them

Source: GWI Core Q4 2020 & Q4 2024

Insight 15





A common thread  
Year-on-year percentage growth in daily usage of the following platforms

Source: GWI Core Q4 2023 & Q4 2024 | Please note, this social media data excludes China.

Insight 16



More are chatting and sharing in less public corners
% growth since Q4 2021 in the share of each platform’s users who say they log onto it for these reasons

Source: GWI Core Q4 2021 & Q4 2024 | Please note, this social media data excludes China.

Insight 17



As AI tech develops, we’re losing interest in its output
% change in the share of UK consumers who were interested in the following AI-generated media in May 2023 vs 2025

Source: GWI Zeitgeist May 2023 & May 2025

Insight 18

Ads

Art/photography

Books

Music

Podcasts

TV/film

Video games



There’s a time and a place
Average reaction score, based on the % of each platform’s users who say they’d like content more or less if they discovered it was 
made using AI tools 

Source: GWI Zeitgeist June 2024

Insight 19

-25%

-16%

-13%

-11%

-8%





AI chatbots should enhance, not become, customer service
% of AI tool users who feel the following way about interacting with AI chatbots vs humans

Source: GWI Zeitgeist January 2025

Insight 20



Data Journalist
Shauna Moran

smoran@gwi.com

Got questions?



TIM BOND
FOUNDER

NETWORK SUNDAY

Practical Uses of AI in 
Marketing and Sales



The AI transformation 
you need to know about

From Go-Kart AI to Formula AI

Tim Bond, CEO Network Sunday
B2B Marketing Live
Manchester  |   1.30pm  |  16th July 2025



In 20 mins...

Journey to AI transformation

The accelerating industry shift

SimCorp - Fintech case study 

From Go-Kart AI to Formula AI



Journey to AI transformation

Challenges
 Copywriter quality
 Rewrites
 Long lead times
 Inconsistent style
 Varying C-Sat levels
 EXPENSIVE

LinkedIn lead 
generation

2010

Interviews
One Pagers
Reports

2017

2020/21



Content outcomes
 Executive assistant 

managed
 Consistent style                 

while customised                               
to interviewee

 Content director - 
review

 Zero rewrites
 4X process acceleration
 75% cost reduction

Very Happy 
Stakeholders

2022

ChatGPT 3.5
Arrives!
Intrigue, 
excitement, 
experimentation, 
time for education.

2023

Vastly improved 
writing outputs – 
‘Ah-Ha’ moment
Uploading transcripts 
to the chat, substantial 
rewriting needed.

Step change in 
quality - birth of 
‘AI agent’
Uploading best 
practice examples, 
writing style guides 
etc.. deeper context.

2024

‘Ah Ha’ moment and building first ‘AI agent’





In 2024 we built more AI agents to 
support the TechPros.io business...

Personalising LinkedIn connection invitations

1st drafts for responding to inbound LinkedIn leads

Drafting thought leadership topics & questions

Blogs, podcast episodes, LinkedIn post drafts

KPI reporting for clients

Each AI agent its own Claude project

http://techpros.io/


AI agent library, hundreds of AI agents supporting the team



"...eventually we can each 
have a personal AI team, 
full of virtual experts in 
different areas, working 
together to create almost 
anything we can imagine."

Mustafa Suleyman (CEO, Microsoft 
AI) "These tools are creative, they're 
empathetic, and they actually act 
much more like humans than a 
traditional relational database where 
you only get out what you put in."

AI is evolving from 
‘tools’ to ‘teammates’

Sam Altman 
Co-Founder and CEO OpenAI

“82% of business leaders plan 
to have AI ‘digital colleagues’ 
within the next 18 months—
talent is about to get 
algorithmic.”

April 2025 Microsoft Work Trend Index – 
2025 The year the frontier firm is born



Challenge
Marketing and Rev Ops struggling to meet 
the demands of the growing business

Solution
AI-first content generation and marketing 
workflow optimisation upskilling for 
commercial teams. Plan Build Scale 
workshops & assignments

Industry: 
Financial Services

Location: 
Copenhagen, Denmark

Employees: 2,000+

AI upskilling case study

SimCorp, provides investment management 
software. Its platform, SimCorp Dimension, 
streamlines operations for asset managers, pension 
funds, and insurers. Acquired by Deutch Borse in 
2023 for $4.3 billion



Enabling teams to build and scale their
AI workforce

Start every task by engaging AI first

Cognitive ergonomics



First step - survey & AI 
acceleration report 

Contact 
tim.bond@networksunday.com
+44(0)7968871667

 15 min survey (leader and team members)

 Current workflows & time allocation

 Existing AI usage & adoption mindset

 Example demo agents for workshops

For more information please visit
CogniScale.info or 
Networksunday.com

http://cogniscale.info/
http://networksunday.com/


Example demo agents



Cohorts of max 8 people, workshops & assignments over 6 weeks

Workshop 1
PLAN

Workshop 2
BUILD

Workshop 3
SCALE SUCCESS

AI-first team

Assignment 1
Plan your first AI agent

Assignment 2
Build & test your AI agent

Assignment 3
Scale your AI agents







Started with (1) global content team and them (2) regional marketing (3) sales enablement 

and progressing to (4) BDRs. In discussion with other departments.

“Early technology adopter SimCorp leads the Fintech 
market with scaling on brand content”



McKinsey’s 2025 
“State of AI” survey 

March 2025

78% of companies use AI in at least 
one business function, but only 17% 
of them (13% of all firms) say it 
delivers at least a 5% boost to EBIT.



Ready to join 
Formula AI?



Why join Formula AI?
▪ Reach and engage more buyers

▪ More personalised and timely 

▪ Quality of AI output increases 

▪ Meet deadlines and hit targets 

▪ Accelerate campaign execution

▪ Thrive in a higher value ‘orchestration’ role 

▪ Build skills for the future of work

▪ Better knowledge sharing

▪ Happier less stressed teams

▪ Free up more time for creativity and thinking





1. Large Language Model (LLM) selection 

Free / low tier personal licenses

▪ Data privacy concerns, no 
contractual obligations not to train 
(whilst option to toggle off)

▪ No client / sensitive work
▪ No Claude projects / custom GPTs 

in free tiers = no agents
▪ No / limited sharing
▪ Low usage

Team / enterprise licenses
▪ Legal protection against training on data

▪ GDPR-ready DPAs
▪ Bank-grade encryption, SOC 2 audits
▪ Similar commitments to Salesforce / CRM
▪ Satisfies a German Fintech legal team
▪ Build unlimited AI agents
▪ Share AI agents with other teammates
▪ Higher usage



2. Mindset

AI is a ‘tool’ AI is a ‘teammate’

The future of work is directing teams of AI agents
..or more on point - ‘AI interns’



3. Writing prompts & outputs

Talks about ‘prompt engineering’

Writes own prompts

Works with just the chat screen

Generic outputs - robotic  - ‘Slop’

Lots of editing which takes time

ChatGPT - Context lost in chat

Outputs diluted by internet

Talks about ‘context engineering’

Creates project, uploads style guides etc

1. Briefs AI like an intern

2. Gets AI to ask questions for more context

3. Instructs AI to write its own prompts

Minimal editing afterwards

Reuse the AI agent in future and shared



‘Deep Research’

We all have a PHD 
level researcher in 
our pocket 24/7 and 
can receive a report 
on anything we want 
in c.5 to 10 mins.

ChatGPT o3, Claude Opus 4 models

Build ‘Fact checker’ agents to mitigate 
hallucinations



4. Organisation and data

Find data on the fly you 
think you need it

BEFORE STARTING ask AI what data is 
required for the agent you wish to build

Take time to access, develop or research 
necessary content that will be added to 
the knowledge base

Create team drives for sharing content

Create AI agent library with links



5. Experimentation

Largely sticks to 
ChatGPT

Experimental and curious..

Podcast editing, 
video snippets

Agentic workflows

Vibecoding microsites

Perplexity’s agentic 
browser



AI acceleration report for 
revenue teams of 6 or more

To request an AI acceleration report please

contact tim.bond@networksunday.com
+44(0)7968871667

 15 min surveys (leader plus team 
members marketing & sales if required)

 Current workflow tasks & time allocation

 Existing AI usage & adoption mindset

 Priority workflows for AI augmentation

 Productivity gains & ROI from a 
customised CogniScale AI upskilling 
programme

* No charge for first 10 B2B Live marketing 
leaders 

For more information please visit
CogniScale.info

http://cogniscale.info/


Thank You

Please contact Tim Bond:

tim.bond@networksunday.com
+44(0)7968871667
CogniScale.info



SARAH AIRD-MASH
CMO

FUTURE GROUP

Practical Uses of AI in 
Marketing and Sales

JOHN KELLEHER
CHIEF EXECUTIVE

SPOTDEV

NIALL SULLIVAN
HEAD OF MARKETING

SIEMENS

TIM BOND
FOUNDER

NETWORK SUNDAY



• Why is AI transformation now mission-critical for 
marketing leaders?

• What is being / can be transformed?
• How can marketing teams adopt AI successfully, 

safely and at scale?
• The future state: how will marketing change and 

which skills will define success?



Everything is Dead: A 
Funeral for MQLs

FREYA WARD
GLOBAL GROWTH DIRECTOR

HEADLEY MEDIA



Everything Is Dead:
a Funeral for MQLs?

J u l y  2 0 2 5



0 0



I N  L O V I N G  M E M O R Y  O F . . .  

➢ Poorly defined leads

➢ Zero internal feedback

➢ Misaligned goals

➢ Waiting for Sales to follow up

MQLs: 
Order of 
Service



Unalive MQLs: A 
Clickbait Story



0 5

Whether we like it or not, 'something' is dead is a classic 
story telling tactic used to drive engagement and it usually 
looks something like this:

1. Things have changed.
2. The way you do X is broken/ wrong. 
3. If you keep doing that, bad things will happen. 
4. You should do this instead.

Often, there isn’t substance behind the claim and instead it is 

used to drive engagement, but what damage does that 
do to our credibility and reputation as marketing 
professionals who drive and measure success based 
on MQLs/MRLs/MALs?

Th e  I nc on v e ni e n t  T r u th  of  th e  M QL I s  De ad  De b a te



0 6

Wh at  A r e  B 2 B  M ar ke t i n g  Pr ofe s si o na ls  Say i n g ?

‘Sales often don't want to have to do any nurturing. They want a conversion to hit their quarterly or 
monthly target. They want the perfect, hot lead that is ready to buy now.’ 

‘Often, salespeople don't consider the impact that they can have by engaging with as many contacts 
as possible.’

‘The other major problem I see is not fit for purpose CRMs, so nobody is truly aligned if they are not 
using a CRM properly and so many opportunities are missed for automating many touch points and 

lead nurturing.’

‘One of my current clients is huge and they don't have a proper CRM.’

Kate Denham, Marketing Consultant 

https://www.linkedin.com/in/katespaven/overlay/about-this-profile/


0 7

Let ’s  D ig  a  L i t t l e  Deeper…



Sales & Marketing Alignment: 
Marketing Are Taking Back Control.



0 9



0 0
1 0

Marketing
&
Sales:
Unified Lead 
Definition 

H o w  C a n  W e  M a k e  S u r e  S a l e s  &  M a r k e t i n g  
A r e  S p e a k i n g  t h e  S a m e  L a n g u a g e ?

✓ Run a 1-hour alignment workshop with marketing, sales, and SDRs to 
define what makes a lead ‘qualified.’ Use real examples from CRM.

✓ Write a one-page Lead Definition Doc: Include MQL/SQL criteria, ICP 
firmographics, behavior signals. Review regularly.

✓ Audit your lead scoring model: Remove outdated signals, add intent or 
engagement metrics that sales value.

➢ Add lead qualification checkboxes in CRM so Sales can mark if a lead 
met expectations - helps feed back into scoring refinement.



0 0
1 1

✓ Schedule a 15-minute fortnightly ‘lead review huddle’ between 
marketing and SDRs/sales — focused on what’s working/not.

✓ Use a simple pre-populated CRM field for sales to give feedback 
on lead quality (e.g., ‘Qualified – Contact too junior’). Make it 
consistent and easy.

✓ Create a lead source-to-opportunity conversion dashboard in your 
CRM.

✓ Assign someone (RevOps/Marketing Ops) to review disqualified 
leads monthly and tag reasons.

Marketing
&
Sales:
Tight Feedback 
Loops

H o w  C a n  M a r k e t i n g  G e t  F e e d b a c k  F r o m  S a l e s ?  



0 0
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✓ Replace standalone MQL targets with shared ‘Sales Accepted Leads’ 
(SALs) or pipeline contribution goals.

✓ Add marketing attribution fields to opportunity reports (e.g., 
campaign source, first-touch/last-touch).

✓ Rename MQLs – ‘Qualified Outbound’

✓ In quarterly OKRs, include one shared KPI that Marketing and Sales 
both influence (e.g. 30 SQLs from ABM accounts) to maintain 
alignment.

✓ Have a monthly pipeline review where both teams inspect what 
converted, and Marketing shows ROI by channel.

✓ Align on micro-goals.

Lead 
Generation
Align Goals & 
Incentives

H o w  C a n  W e  C h a n g e  t h e  N a r r a t i v e ?



0 0
1 3

✓ Create a visual lead flow diagram showing stages and owners from 
MQL to SQL.

✓ Build one persona-based nurture email sequence (e.g., 5 emails over 
4 weeks) and test it with a segment.

✓ Tag leads in your CRM as “Nurture” or “Recycle” so you can clearly 
report on funnel health.

✓ Assign a nurture manager to own content, sequencing, and 
performance tracking.

✓ Host a quarterly RevOps health check meeting with stakeholders 
from marketing, sales, and ops.

Lead 
Generation
Clear Nurture 
Ownership

H o w  C a n  M a r k e t i n g  T a k e  B a c k  C o n t r o l ?



Ask Yourself:

✓Who is your Nurture Manager?

✓When did you last run an alignment workshop?

✓What is the internal reputation of an MQL at your 
company?



0 0



Beyond Google: 
Adapting to the New Era 
of Organic Search

BEN WOOD
DIRECTOR OF PERFORMANCE MARKETING 

& MANAGING PARTNER 

HALLAM



Beyond Google
Adapting to the New Era of Organic Search



Hello!

179



For nearly two 

decades, the way we 

search has been 

defined by the idea 

of ten blue links.





Google’s Market Share is the lowest since 2014

Source: Statista



Which is why 

they’re leaning 

into AI.



‘AI mode’ 

adoption is 

still small.



Zero click 

share is 

increasing…



And it’s going to grow in B2B…



Prospects are using 

these tools today…







Social platforms are 

becoming Gen Z’s search 

engines

➔ Nearly 40% of Gen Z users now prefer 

TikTok or Instagram over Google for search.

➔ Gen Z relies on Google 25% less than Gen X 

for search.

➔ Influencers are the main way Gen Z 

discovers products, signalling that brands 

must rethink their search and media 

strategies to stay relevant.



The Monopoly is cracking



Life is getting easier for users, 

but more complex for B2B 

marketers.



What can I do about it?



Where to focus

Total search Digital PR Humanise

194



Search engine optimisation

Total search optimisation
Boost visibility beyond Google, wherever people are searching online.



Think 

beyond Google.



197 

It’s critical for businesses to glean insights from & maximise visibility everywhere their audience spends time.

ChatGPT

Total search in practice

TikTok Amazon Pinterest YouTube Apps

➔ Keyword research & 

meta optimisation

➔ Screenshot analysis & 

full creative production

➔ Custom product pages 

+ Google Experiments

➔ ASA synergy 

consulting

➔ Title, description & 

transcript optimisation

➔ Video gap 

identification

➔ Channel audit & 

recommendations

➔ Storyboarding & video 

production

➔ Keyword research, title 

& description 

optimisation

➔ Board audit & 

recommendations

➔ About page 

optimisation

➔ Image best practises

➔ Product title, detail & 

description 

optimisation

➔ Image display best 

practises

➔ Video creation & best 

practices

➔ A+ content creation 

➔ Keyword research & 

trend identification

➔ Speech, test, caption & 

hashtag optimisation

➔ Influencer marketing & 

creator content 

planning

➔ Video production & 

channel growth

➔ ChatGPT weekly rank 

tracking

➔ Share of LLM reporting

➔ LLM optimisation best 

practises

➔ Wikipedia page writing

➔ Digital PR & brand 

mention campaigns



Begin 

with 

research.









Unified search

Paid Search 

Activation 

Ongoing SEO

The power of unified search



Measuring LLM visibility



Digital PR

Why being cited matters more than ever.



Citations are now more 

important due to AI 

search

➔ Gen AI platforms such as ChatGPT prioritise high-

authority citations, meaning digital PR will become even 

more important than it is today. 

➔ LLMs train on information across the entire web, including 

social platforms like Reddit and Facebook. 

➔ Brands should target inclusion in high-visibility content 

sources used by ChatGPT to increase the likelihood of 

brand mentions in its responses. 





Brand mentions 

correlate with AI 

visibility more on 

Google.



➔ Brand perception research: Evaluate 

how AI platforms like ChatGPT and 

Perplexity perceive your brand, using this 

understanding to influence your brand’s 

reputation. 

➔ Content research: Analyse preferred 

content types and formats prioritized by AI-

driven search engines. Focus on structures 

and formats that resonate with AI 

algorithms. 

➔ Cited sources: Target high-visibility 

content sources used by ChatGPT to 

enhance brand inclusion in its responses. 

Getting started



Human perspectives



Humans will never stop 

being interested in other 

humans.



Trusted, authentic content becomes essential.

Buyers learn to tune out generic content.

The quantity of content grows exponentially.

AI can create content faster, and cheaper than ever before.

Human perspectives are more important than ever.



This 

began in 

2012 



Human perspectives are becoming more visible in 

search









➔ Identify SMEs - identify your subject matter 

experts, or the faces of your brand. Work with them 

to build a content strategy they can contribute to 

and train them on best practice.

➔ EGC incentives - incentivise and encourage your 

employees to contribute to your marketing efforts, 

which will greatly extend your reach.

➔ Brand partnerships - extend your reach and 

authority by building relationships with ancillary 

businesses to grow your reach via collaborative 

content, events and marketing efforts.

Getting started





1. Optimise for Total Search, Not Just Google

2. Build Visibility Where Your Audience Are

3. Prioritise Brand Authority and Mentions

4. Unify Paid and Organic Strategies

5. Humanise Your Content

To recap…



Thank you!

@iambenwood                             

ben.wood@hallam.co.uk

mailto:ben.wood@hallam.co.uk
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Email’s 
Last Laugh

Mitch Richards, Managing Director - Future Perform

Why the “Dead Channel” Is 
the Backbone of B2B Revenue



“Email Is Dead” – And Other 
Lies We Tell Ourselves
“Marketers love shiny things. But while 
everyone’s chasing virality, revenue is 
quietly being driven by… email.” Fu

tu
re

 P
er

fo
rm

Email is not 
sexy, but it 
is effective.

It’s only dead if 
you treat your 
email strategy 
like it’s still 2003.

Email drives 40x more 
conversions than social. 
But hey, keep dancing 
on TikTok.



The Funnel Fix: 
Email as the Pipeline Engine 
Let’s rewire the funnel thinking:

Fu
tu

re
 P

er
fo

rmTop of Funnel (TOFU)
Cold email is shit if you’re sending the same blanket 
message to everyone. It’s never been easier to 
Micro-segment and personalise heavily. Custom relevance.

Middle (MOFU)
Lead nurture = relationship-building at scale.

Bottom (BOFU)
Decision-stage nudges + stakeholder alignment.

“Social sells dreams. 
Email closes deals.”
Email isn’t just a channel. It’s a revenue driver.
And in modern demand generation, if email 
isn’t orchestrated – your pipeline is leaking.



Email in 2025 
Operationalising 
Trust at Scale 
Your email strategy should: Fu

tu
re

 P
er

fo
rm

Unite sales + marketing 
+ customer success

Bring data, targeting, 
and timing into alignment

Scale 1:1 relationships 
without burning headcount

Email lets you sell like 
a human, operate like 
a machine. But only if 
you treat your CRM 
like an operating 
system: 

Bowtie funnel.



03
Buyer's 
journey 
mapping in 
email form

Playbook: 5 High-Impact 
Email Moves That Actually Convert 

Fu
tu
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rm

Narrative-led 
nurture (build 
tension, resolve 
pain, insert CTA)

02 04
Triggered ops 
workflows 
(opened X > 
hit them with Y)

05
Multi-threading 
via email: CC the 
buying committee 
like a boss

These aren’t fluffy "newsletter best practices” 
– these are tactics that move pipeline.

Email delivers $42 for every $1 spent (DMA, 2024).

01
“Oh sh*t, 
this was 
made for me” 
segmentation



Kill Your Darlings: What to Stop 
Doing Immediately (1.5 mins)
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Death-by-
newsletter

Over-design & 
corporate waffle

One-size-fits-none 
nurture streams

Emailing leads 
without lifecycle logic

Email without strategy is 
karaoke without a backing 
track. Just noise.



Email’s Not Dead
It’s Just Smarter Than You (0.5 min)

Fu
tu

re
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rm

“In 2025, the winners aren’t 
louder – they’re more 
relevant. And relevance 
lives in the inbox.”

But you need to get into the inbox. Top final tips:

Use an email sending sub-domain to protect 
your brand domain

Use a tool like MXToolbox to verify that your 
SPF, DMARC and DKIM are set up compliantly

Set up blacklist alerts so that you know if 
you’ve been blacklisted.

Practice decent list hygiene – if people aren’t 
opening your emails, stop sending to them!



Fu
tu

re
 P
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fo

rmThank 
You.



Thank you to our sponsors

HEADLINE SPONSOR:

PLATINUM SPONSOR:

GOLD SPONSOR:



THANK YOU FOR JOINING US

We’ve got  more  coming this  year,  
jo in  us  at  the Excel in  London on  

the  19th & 20th  of November

Registrat ion  wil l  be  l ive soon,  
keep an eye  out  for ema ils and  on 

socials!
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