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About Proposo -
Our Mission is Your Brand Position

We know the C-Suite well. Our team 
includes tech entrepreneurs, ex-
Financial Times tech journalists and 
FTSE Chief Marketing Officers.

Driving growth stories in Fintech, 
cybersecurity, deep tech and other 
B2B industries has enabled us to 
devise a selection of products able to 
push your sales to new heights. Our 
focus is on optimising your brand 
message, strategy, leadership, sales 
funnels and campaigns. Proposo’s
passion is your brand position as a 
tech firm.

We're a global growth consultancy for 
tech companies that need to grow with 
great market strategy, brand story and 
sales performance.

We're CMOs who love to see things 
grow.

Over the years, we've helped some of 
the biggest brands in tech to own their 
market category message and attract 
more than $1bn in revenue, gain 
millions of users and 10x their 
results.



Build a brand position and 
tell your customers a great 
story that engages for every 
segment

Your Market Story

Scale up to predictable 
growth in brand, lead gen 
and team performance with 
your exoskeleton team

Venture Marketeer

Build a Go-To-Market 
strategy to priorities, scale 
and reach your target 
markets

Your 10X Plan

Improve your sales journeys 
and understand your data 
through analysis and 
optimization

Funnel Marketeer

Get investor ready, get 
funded and grow the next 
milestone with our cohort-
lead coaching groups

Growth Runway

Increase your win rates by 
writing great executive 
summaries, bids submission 
and give brilliant 
presentations

Bid Builder

Grow through your 
community by building a 
partner program to help your 
best customers work with 
your

Partner Works

Don’t have a marketing 
leader? Use one of our CMOs 
to get impact and great 
results with your team

Your CMO

OUR PRODUCTS
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Demand for cloud computing solutions has 
skyrocketed in recent years. Spending in the public 
cloud space is estimated to grow from $229 billion 
in 2019 to nearly $500 billion in 2023 and cloud 
technology now accounts for 15 percent of the 
$1.56tn spent on IT each year.

https://www.idc.com/getdoc.jsp?containerId=prUS45340719
https://www.ft.com/content/a4042676-44d1-4836-9476-9f0aed62114b


Context

There are a whole host of reasons 
organisations have made the jump -
from cost benefits and scalability, to 
increased collaboration and remote 
working. In fact, 94 percent of 
organisations are now using some form 
of cloud technology.

It perhaps comes as no surprise that 
the cloud security software has also 
become a buoyant growth market. 
Gartner believes the cloud security 
market will increase by 33 percent to 
$585m this year. That’s despite 
spending in the overall cyber security 
space only set to go up by 2.4 percent.

firm, estimates that 300 cyber security
start-ups enter the market each year.

While a bustling market has its benefits 
for cloud security vendors, there are 
also challenges. As more competitors 
enter the frame, it becomes more 
difficult to stand out from the pack and, 
as a consequence, sell and grow.

To thrive in this crowded space, cloud 
security vendors must understand the 
priorities, pressures and needs of their 
audience. It’s no longer enough to 
simply have the best product. Your go-
to-market strategy now needs to sit 
head and shoulders above the rest.

It’s clear to see why. When data and 
services move from the premises of an 
organisation to the cloud there is less 
control and, as a consequence, weaker 
security. On top of this is the 
introduction of GDPR and rising 
penalties for failure to protect data, 
meaning the c-suite is more security-
conscious than ever.

This boom market has attracted a lot of 
attention - and money. By the end of 
2019, almost $10bn was invested in 
security and privacy companies and 
that is drawing new companies to the 
space. Momentum Cyber, an advisory

https://resources.flexera.com/web/media/documents/rightscale-2019-state-of-the-cloud-report-from-flexera.pdf
https://www.channelweb.co.uk/news/4016697/cloud-security-spending-rocket-2020-gartner
https://www.reuters.com/article/us-cybersecurity-startups-analysis/under-threat-cyber-security-startups-fall-on-harder-times-idUSKBN1F62RW
https://www.reuters.com/article/us-cybersecurity-startups-analysis/under-threat-cyber-security-startups-fall-on-harder-times-idUSKBN1F62RW
https://news.crunchbase.com/news/almost-10b-invested-in-privacy-and-security-companies-in-2019/


The Buyer
Agenda
As the Harvard 
Business Review
puts it,

“if you’re selling a 
product, you’re 
now selling trust”.

The threats to cloud security are ever-evolving 
and the software intended to combat them 
requires constant investment and 
modernisation. This means that consumer 
trust is always up for review and can be lost 
and gained instantly.

Achieving trust in a cloud security company 
depends on how it engages with its audience. 
Where small businesses are the target 
market, selling can prove difficult when many 
are struck with the sentiment of “who would 
attack me?”.

Yet nearly half of cyber attacks target SMEs, 
and doubtful directors need to understand that 
cloud security is a necessary preventative 
measure.

Given the average cost of a cyberattack is 
£20,000, and it's thought that 60 percent of 
SMEs hit with a cyberattack are forced to close 
down within six months, it needs to be

conveyed that the right cloud security product 
could save a business.

Cloud security is often compared as the same 
insurance that protects the office a client 
operates in. You might not ever make a claim, 
but you still wouldn’t be without it.

As well as the immediate financial impact of a 
security incident on a business, the 
consequences can have a lasting effect. The 
loss of customer trust and damage to the 
brand can, arguably, be a more challenging 
consequence for a business to weather in the 
long term than in the immediate aftermath.

Research shows that 85 percent of consumers 
will not do business with a company they do 
not trust to keep their data safe. Cloud 
security therefore needs to be a core concern 
for every organisation. 

https://hbr.org/2019/03/cybersecurity-is-putting-customer-trust-at-the-center-of-competition
https://smallbiztrends.com/2019/05/2019-small-business-cyber-attack-statistics.html
https://www.telegraph.co.uk/business/risk-insights/cyberattack-risks-too-costly-to-ignore/
https://falanxcyber.com/sme-cyber-attack/
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/cybersecurity-protect-me.html


The Buyer
Agenda
(cont.)

Many businesses may also need to understand 
that there are a number of potential security 
breaches they could fall victim to. Many of 
which are caused by human error, rather than 
being the highly sophisticated and targeted 
attacks you read about in the news.

In fact, almost 20 percent of breaches are 
caused by errors, while 37 percent are the 
result of lost or stolen credentials.

The complexity of the cyber security landscape 
can often be overwhelming for buyers. There 
are now as many as 70 cyber security product 
categories, with many CXOs unsure of how they 
prioritise their requirement for security tools.

It is more important than ever for cloud security 
vendors to educate buyers on why their 
products are a necessity.

As cyber security has become an increasing 
priority for organisations, so too the role of

the CIO and CISO has pivoted away from 
management of infrastructure and towards 
more executive responsibilities.

A survey found that 43 percent of CIOs are now 
being measured on their contribution to 
revenue growth, compared to 35 percent in 
2018.

For software vendors, this means their buyers 
are further removed from the complete picture 
of the market and may well require more effort 
to get products in front of.

In summary, the cloud security market is 
becoming increasingly crowded, while CIOs and 
CISOs are taking on greater responsibilities 
outside of IT. Software vendors need to up their 
market visibility and ensure they are taking 
proactive steps to offer their potential 
customers what they need.

https://enterprise.verizon.com/resources/reports/2020-data-breach-investigations-report.pdf
https://www.linkedin.com/pulse/70-cyber-security-product-categories-what-means-joe-howard/
https://cxounplugged.com/2020/01/cio-survey-2019-2020-cios-are-becoming-architects-of-business-change/


Overcoming Barriers to 
Growth in Cloud Security
With product market fit and a solution that is solving genuine problems present 
in today’s security market, cloud security vendors will expect to see growth. 
However, with exploding competition and new entrants to the market 
appearing all the time, a great product will not equate to growth alone.

Aside from the capabilities of your products, it will 
be your approach to the market, visibility and 
customer service that will have an impact on your 
potential for success.

Despite this the cloud security market is a growth area and, according to the SANS 
Institute "... rapid movement of corporate services and business applications to 
cloud-based technology is the biggest factor causing breakage in existing security 
architectures as well as driving most new security spending." And with Gartner 
predicting spending in the space to reach $585m by the end of the year, there are 
wins to be had.

Here we outline 
11 barriers to 
growth in cloud 
security, and 
how you can 
tackle them.

https://www.intelligentciso.com/2020/02/11/cloud-usage-drives-cybersecurity-spending-in-sans-2020-survey-2/
https://www.channelweb.co.uk/news/4016697/cloud-security-spending-rocket-2020-gartner


1
The C-Suite are 
Disengaged



The ultimate responsibility for protecting 
a business from cloud security threats is 
with its leaders - the c-suite. While the 
day-to-day management of security 
software is often carried out by less 
senior members of staff, the decision-
making responsibility is held at the top. 
As well as the potential personal 
repercussions of being held accountable 
for any security breaches, 41 percent of 
investors and analysts say they are now 
extremely concerned about cyber 
threats. The consequences could 
therefore be wide reaching and long 
lasting.

In the majority of enterprises, the 
responsibility for security sits with the 
CIO or CISO. These executives are in 
charge of building out a security strategy 
and technology stack to support it. This 
may differ for smaller organisations who 
place the responsibility on a CTO, or 
perhaps even the CEO in some 
circumstances. 

In either case, these professionals do not 
have the capacity to be up-to-speed with

every software vendor on the market.
You may have the best product on the 
market, but if those holding the purse 
strings don’t know you exist you will be 
entirely overlooked.

To sell effectively and with authority, you 
need to have mastered a position before 
you walk in the door. It’s likely you’ll be 
referred either through a relationship or 
someone in the company who has been 
told to find ‘someone like you’ - so having 
all the positioning and validation points 
readily accessible means you don’t have 
to justify why you’re there.

You will need to build a proper 
stakeholder relations plan mapped to 
engagement and touchpoints to get this 
right.

Going in direct and cold is almost 
impossible with the c-level, but can work 
if you’re talking about problems on their 
agenda - not just your agenda. 

It’s worth spending the time researching 
and recruiting some allies who work for

the C-suite and can get you the all 
important meeting. But more 
importantly, having someone to sell you 
in internally will take you much further.

The worst mistake any IT vendor can 
make is to ask permission to speak to the 
C-Suite. They are busy and generally 
respond to things that remove specific 
areas of business pain. To understand 
that mindset, it’s crucial to build a strong 
position and understand what that 
agenda is - so building some influencers 
and friends inside an organisation is key 
to driving success.

Introductions and relationships 
trump almost every marketing 
channel, unless you find a 
winning formula that goes beyond 
what competitors are trying. 
Inevitably, before any CXO 
conversation, all your marketing 
materials, thought-leadership 
and validation points on the 
internet need to be set up.

https://www.pwc.com/gx/en/news-room/press-releases/2018/investors-put-cybersecurity-top-of-the-business-threat-list.html


2
You Lack Digital 
Validation



77%
of B2B buyers would not 

talk to a salesperson 
without doing their own 

research first

Some 77 percent of B2B buyers say they 
would not talk to a salesperson without 
doing their own research first. If you do 
not have an online presence, your 
exposure to potential sales will be 
harmed.

It comes down to trust. A brand that has 
a healthy digital footprint, with relevant 
content and engagement with their 
audience will be seen as more 
trustworthy than one that doesn’t. While 
cyber security may once have been seen 
as a shady dark art with secrecy a selling 
point, those days are gone. Now 
openness pays dividends.

Having no digital footprint will raise red 
flags as buyers look to validate their 
conversations.

Many B2B companies struggle with 
social media, often forgetting about it 
entirely. However, these days social 
media is one of the first things a buyer 
will engage with when getting a feel for

your company. Create interesting content 
that speaks to the buyer (and isn’t all 
about you) and showcases the 
businesses personality.

While it is not appropriate for all brands 
to be edgy or comedic on social media, 
that does not mean it has to be boring. 
Tie your social media strategy into the 
wider marketing plan and create content 
designed to be engaged with and that will 
interest your audience.

Crucially, ensure your messaging and 
brand story is consistent through every 
online touch point. While the assets may 
change from medium to medium, the 
underlying message should remain the 
same. If it doesn’t, your audience will 
quickly be confused.

With a good digital footprint, potential 
buyers will be in a better position to 
understand what you are offering them, 
while a solid social media presence will 
build further trust in your brand.

https://blog.hubspot.com/sales/sales-managers-guide-to-social-selling?__hstc=114168920.6ae369645eb50601fa41930625ae4d6f.1596383195885.1596383195885.1596383195885.1&__hssc=114168920.1.1596383195885&__hsfp=2361398275


3
Your Brand is 
Weak



A 2020 study from analyst Gartner found 
as a result of Covid-19, 33 percent of 
CMOs put brand strategy as one of the 
top three priorities – a big jump from 
2019, surpassing analytics, 
personalization and marketing 
technology.

A bad reputation will create barriers for 
every business, but it can be faster to 
turn that around a bad story than grow a 
new one.

That is unless you work in the security 
industry.

A bad story can be particularly 
devastating for a security provider as it is 
seen as a binary service and fast to be 
thrown under the bus for failing to stop a 
bullet. Reputations take a long time to 
build, but can be ruined with just one 
incident. You may have the best product 
on the market, but if you are not viewed 
positively by customers and prospects, it 
will be overlooked.

Improving brand scores comes down to 
listening and reacting appropriately to 
customers. Marketing is not a 
‘broadcast-only’ function.

It should instead listen and highlight 
success stories and encourage your 
customers to help through case studies, 
testimonials and even media interviews. 
Showing your customers positive 
experiences from the get-go will help 
show potential clients you are a trusted 
partner by many.

A recent study found that, by the end of 
2020, customer experience will overtake 
price and product as a key brand 
differentiator. Providing a superior level 
of service to customers and prospects 
will not only help build your reputation 
and increase word of mouth referrals, 
but will also help you stand out from the 
pack in the crowded cloud security 
market.

In the event that something goes awry
and your reputation is at risk, act 
immediately. If you’re in security, you 
need to have PR and communications 
capabilities sorted from day one.

There is no use in waiting for things to 
calm down. Instead you need to hold your 
hands up, be open and honest about what 
has happened and transparently outline 
your plan to solve the problem.

As Amazon CEO Jeff Bezos once said, 
“Your brand is what people say about you 
when you’re not in the room”.

Creating positive 
associations with your 
brand will set you in 
good stead for the 
long term.

https://www.proposo.net/post/cmos-prioritise-brand-strategy-as-digital-dominates-post-covid-marketing-channel-mix
https://www.walkerinfo.com/Portals/0/Documents/Knowledge%20Center/Featured%20Reports/WALKER-Customers2020.pdf


4
It’s All About 
You



Make your pitches 
all about the 
customer -

prove you can 
listen

It’s easy to fall into the trap of only talking about yourself and 
your products when trying to sell to a prospect. However, 
today’s purchasers are much more concerned about whether 
you understand their problem and have the capability to solve 
it.

Always start with the problem - and if you don’t know what it is, 
ask.

This is by far a more valuable sales approach than hitting 
someone with a list of features and benefits on a few slides.

Make your pitches all about the customer. Prove you can listen.

In cloud security, general business problems are likely to 
revolve around protecting infrastructure and data. However, 
each company will have its own unique challenges and taking 
the time to understand these will pay dividends. 



5
You Use Too 
Much Jargon



Keep it simple, 
direct and 
get to the 

point.

Coupled with this is the industry 
habit of using language that is tech 
first, business second. Yet, the vast 
majority of buyers are business 
people looking to solve a current 
problem or proactively prevent 
issues down the line.

The cyber security industry also has 
a wide spread habit of overusing 
jargon. In such a fast moving
industry, with investment and 
innovation quickly shifting the 
market, the terminology changes 
from one year to the next. If keeping 
up with the latest buzzwords is a 
struggle for software vendors, it’s 
almost impossible for buyers.

Speak to your customers like 
humans. Explain how you will solve 
their problems and keep it simple. 

This should be the case for each 
and every touch point you have with 
customers and prospects. Your 
digital marketing content should 
focus on the challenges your 
customers are facing in general, 
while prospects should be directly 
asked for their specific challenges 
at the first phone call or meeting.

Try and avoid using too much 
industry-specific jargon. While 
some terminology is well worn and 
understood, others are not and are 
simply space fillers. Your 
customers have no idea what ‘next-
generation’ actually means or why 
they should care. Make sure they 
understand.



6
You Need Analyst 
Validation



Analysts are the influencers of the 
B2B world and can hold a lot of weight 
with buyers. There are a number of
firms - from the big players, like 
Gartner and Forrester, to the smaller 
locally focussed firms like Freeform 
Dynamics and Bloor Research.

Building a relationship with 
analysts will have a hugely 
positive impact on your 
business. One report 
suggests that 84 percent of 
purchasers say industry 
analyst reports had an 
impact on their decision 
making, while 83 percent 
said private consultations 
with an analyst was the top 
driver to purchasing.

Analysts are trusted as 
knowledgeable and unbiased sources 
of insight when buyers are looking for 
vendors. If your company is positioned 
positively by them, and against your 
competitors in reports, you are more 
likely to secure new business.

What’s more, analysts already have a 
relationship with buyers. They will 
often be able to reach people you are 
struggling to get in front of. With 
analysts on side, you’ll expand your 
contacts book.

Most analysts are specialists in their 
industry, with specific market focus 
areas. In order to engage with them, 
you’ll need to do your research and 
discover which analyst you should be 
speaking too. In some cases your 
product suite may be relevant to more 
than one focus area - cloud security 
and data protection, for example -
contact each analyst who may have an 
interest.

Many analysts also have league-table 
like reports, such as the Gartner 
Magic Quadrant or Forrester Wave 
Report. These reports are usually 
produced in very specific market 
segments and it is worth researching 
the different options to see where you 
best fit. While putting yourself forward 
for a report takes work, it will greatly 
increase your exposure.

Analysts will also provide industry 
insights to you and feedback on the 
positives and negatives of your 
products and business. It is important 
that you take their feedback on board 
and, where possible, put it into 
practice. 

And, if they don’t provide you with 
insights, don’t be afraid to ask. You 
will likely gain useful insights.

http://businesswire.com/news/home/20151014006145/en/New-Study-Shows-Influences-B2B-Tech-Purchase
https://www.gartner.com/en/documents/3970548/magic-quadrant-for-cloud-access-security-brokers
https://www.forrester.com/report/The+Forrester+Wave+Cloud+Security+Gateways+Q1+2019/-/E-RES141179


7
Your Unique Selling 
Points Aren’t Clear –
or Unique



Creating a 
compelling, 

consistent message 
and value proposition 

is critical

The cloud security market is set to be 
worth $12.2B in 2023. Already a noisy 
space to operate in, standing out from 
the crowd is only going to become more 
challenging as more businesses enter 
the space.

Creating a compelling message and 
value proposition is critical.

Customers, analysts, investors and 
press will all expect you to clearly 
communicate your value. Without a 
clear and consistent message, no-one 
will understand your position in the 
market and you will simply blend in with 
the crowd. While you understand the 
products and services your business 
offers, communicating that in a way that 
resonates with your audience often 
presents a challenge. It will, however, 
be critical to your growth, and investing 
the time in getting it right from the 
outset is well worth it.

Creating a position or even better a 
category in the market is a strategic

step - and one that pays back with
huge dividends. You need to consider 
the corner of the market you own 
better than anyone else, agree on that 
as a leadership team and drive a 
message into the market to reflect so. 
If you do this well, you’ll segment that 
message for each type of customer so 
you will know what messages to push 
through your campaign.

Your business is likely to have a 
number of different audiences. 
Customers, prospects, investors, and 
media will all have different 
expectations from your message. The 
foundations of that message should, 
however, remain consistent.

Driving internal alignment on 
message is key - so ensure every 
member of the company, from the 
sales team to the accounts team, are 
telling the same story. With the hard 
work put into creating a compelling 
story, the last thing you want is to 
confuse the market. 

https://www.grandviewresearch.com/press-release/global-cloud-security-market


8
You Have No Marketing 
Plan – or Route to 
Predictability



It’s actually more common than you’d think 
for tech companies to be sales-led with little 
marketing capability.

There is no prioritised go-to-market 
strategy, no segmentation of customer and 
often no idea of how to bring these things to 
life with a marketing-mix of channel activity 
that engages people. And even where 
companies do have these plans in place, 
often they don’t measure the impact of their 
work and run it as a test-iterate process.

The first step here is to step back and look 
at the market opportunity and ease of 
access, assessing where you think you can 
make the biggest impact fastest with the 
team you have available.

A good marketing plan will include not only a 
channel-mix vs budget plan, but sales 
enablement and product pricing too. It’s 
crucial to get these three areas of business 
aligned in one plan - or each department 
will run off in its own siloed direction.

For sales enablement, building the right 
journey is key. In cloud, many companies

believe themselves to be Software as a
Service (SaaS) firms, when actually they
have a field-sales journey. Knowing which 
journey to pick means you can begin to 
predict performance of each factor in the 
pipeline with the right metric or 
measurement.

Product pricing can be complicated, but 
spending time with sales, product and 
marketing teams to drive an answer is key. 
At first, pricing is something of a guess - but 
there are tools to help with price analysis 
and analyst research can shed some light on 
price.

For many B2B companies, pricing is dictated 
by the partner programmes they create -
and they sell almost exclusively through 
these networks. This can have a useful 
double-whammy impact as there is a clear, 
segmented structure in place for the type of 
company (eg reseller, direct user, platform) 
and the prices that can be charged on a 
tiered basis.

Talk to analysts and investors to determine 
what they are seeing in the market and how

you compare. Make sure your sales and 
marketing teams are telling a consistent 
story to the market, and one that justifies 
your pricing. 

There is no one size fits all approach to 
marketing plans, but if you’re doing it right 
you must include:

- Detailed financial projections
- Strategy of which markets to 
take
- Message to engage the market
- Use-case led engagement
- Channel mix and activity plans 
for brands awareness and lead 
gen
- How sales journeys will work
- How pricing will operate

Consider how a partner programme could 
accelerate efforts. 



9
The Buying/Selling 
Experience is Poor



Customer experience has become a 
huge focus area for businesses in the 
last few years. It’s clear to see why. 
According to research, 89 percent of 
business buyers now say the
experience a company provides is as 
important as its products and 
services, while 82 percent are willing 
to pay more for a great experience.

It’s therefore absolutely 
crucial that every customer 
and potential customer that 
comes into contact with your 
company is offered an 
exceptional service.

In a digital age, there are more ways 
than ever for people to interact with 
your company. Everything from easily 
available contact information on your 
website, to how your representatives 
behave at trade shows will have an 
impact on customer experience.

Customer experience encompasses a 
huge number of variables and what is 
important for one customer, won’t be 
for another. This makes getting it right 
complex. However, it’s important to 
start with the basics.

Make sure that all your staff are on 
the same page - and that includes any 
external partners, such as telesales. 
They need to be clear on your 
message, providing a consistent 
narrative to any individual they talk to.

Ensure you are easily contactable and 
responsive. Seventy-eight percent of 
customers prefer different channels 
for communication depending on 
context, while 71 percent have used 
multiple channels to start and 
complete a transaction. Allowing 
customers to communicate with you in 
their preferred way is important.

Try and ensure a smooth and 
consistent process throughout the

purchasing cycle. While business 
buyers expect to speak to a variety of 
people from pre-sales to after-sales 
and support, too much variation in 
their go-to person will confuse the 
situation and impact on their 
experience.

And of course, ensure at every touch 
point - including when problems arise 
- customers are treated politely and 
with respect. 

Nothing will make a potential 
customer look elsewhere than 
being treated badly.

There is plenty more you can be doing 
to improve customer experience and it 
is a process that needs constant 
reviewing and refining. Understanding 
its importance, many organisations 
are now implementing specialist 
customer experience teams, which 
could also be something to consider, 
as your business grows.

https://c1.sfdcstatic.com/content/dam/web/en_us/www/assets/pdf/salesforce-state-of-the-connected-customer-report-2019.pdf
https://c1.sfdcstatic.com/content/dam/web/en_us/www/assets/pdf/salesforce-state-of-the-connected-customer-report-2019.pdf


10
You’re Data 
Paralysed



The average enterprise is handling 
347.56 terabytes of data, while the 
average SME is dealing with 47.81 
terabytes. While the quantity of 
information is daunting enough, add 
to it the fact that the data is 
constantly changing and being 
added to and it’s easy to see why 
many marketing teams are 
paralysed.

Marketers, however, are well aware of how 
important data is in their campaigns. Forty-nine
percent feel significant pressure to increase the 
role of data within their strategy, while 87 
percent think it is their company’s most 
underused asset.

Data-driven marketing allows businesses to 
target specific segments at an individual level 
and provide better insights into customer 
behaviour. It helps sales and marketing teams 
deliver a personalised campaign strategy that 
better engages audiences and, in turn, converts 
leads.

In fact, organisations that adopt data-driven 
marketing are six times more likely to be
profitable year-on-year, while 75 percent of 
companies see increased engagement with
a data-driven marketing strategy in place.

However, with an overwhelming amount of data 
available many marketers struggle to know 
where to start. The first step is understanding 
exactly what you want to achieve. Work out what 
data is likely to have the biggest impact on your 
marketing strategy and how it ties in with your 
wider targets.

From there, you can begin gathering your data. 
Depending on what you are looking to achieve 
that could be data on your prospects, target 
markets, customers or marketing and social 
analytics. There may well be other data around 
the business that is useful to you, so aim to get 
a full understanding of the different types of 
data within your organisation. There may well 
be useful nuggets you hadn’t considered 
before.

For most marketers, one of the most useful 
insights data can provide is around audience 
persona. Understanding how customers and 
prospects interact with your business and

segmenting your audience can help to drive 
personalisation and, as a result, engagement.

For example, understanding which website 
content different customers most often land on 
will enable you to target email campaigns with 
the content they are most likely to enjoy and 
respond to. This focus on personalisation in how 
you interact with your user-base will show them 
you understand their needs and will, ultimately, 
help convert business.

Make sure that you are always gathering data 
on your campaigns. Some will be more 
successful than others and with insight into the 
performance of different activities you will be 
able to refine your processes over time.

The opportunities for data-driven 
marketing are huge, but every 
organisation will have different 
priorities. The key to success is 
defining your specific goals and 
what success looks like for you, as 
well as continuous measurement.

https://cdn2.hubspot.net/hubfs/1624046/IDGE_Data_Analysis_2016_final.pdf
https://www.invespcro.com/blog/data-driven-marketing/
https://www.attomdata.com/news/company-news/important-statistics-data-driven-marketing-means-business/
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You could have the greatest 
product in the market with 
awesome development, data-
operations and support teams. 
But the business will not grow 
without sales and marketing 
leadership.
Team performance in these areas is crucial 
to manage closely - as it’s easy to push 
generic marketing and sales activities 
without focus on particular markets - and 
then wonder why the numbers aren’t being 
met.

In the Covid-19 pandemic, tight control of 
appropriate channels and sales messaging 
is key to ensuring keeping business flowing. 
The switch in buyer priorities is key to track 
- and being the company that hosts the 
platform for this discussion is no bad 
position to take.

According to Gartner, the cyber security 
market has not escaped the turmoil, 
with spending as a whole now expected 
to grow 2.4 percent in 2020, compared to 
a previously predicted 8.7 percent. But it 
isn’t all doom and gloom for cloud 
security companies. The increase in 
home working is facilitating a greater 
focus on cloud software and, as a result, 
the need for cloud security tools.

The same Gartner report shows an 
expected growth rate of 33.3 percent for 
cloud security - far higher than 
application security, the second priority, 
which is expected to see 6.2 percent 
growth.

While that is good news for cloud 
security vendors, sales and marketing 
teams still need to be sensitive to the 
conditions under which they are 
operating. 

There is now a greater need than ever to 
truly understand what your customers and 
prospects are contending with and how you 
can help alleviate at least some of their 
challenges.

The cyber security market has traditionally 
sold itself on FUD (fear, uncertainty and 
doubt). While this tactic is becoming 
increasingly unpopular among buyers in the 
last few years, now is a time to totally put a 
stop to it. There is enough FUD in a COVID 
world already.

Instead, your sales and marketing teams 
should be focussing on the positives. How 
your products enable smoother 
communications while teams are working 
from home. The fact pressure can be taken 
of IT teams receiving too many false 
positives. The fact their CEO does not need 
to worry about clicking dangerous links 
anymore as they won’t see them. However 
your product helps alleviate pressure - focus 
on that. 

https://www.gartner.com/en/newsroom/press-releases/2020-06-17-gartner-forecasts-worldwide-security-and-risk-managem


CONCLUSION

There has never been a greater need for cloud security - and cloud tools in general.

A perfect storm of increased remote working and a desire for more collaborative 
tools, as well as the increasing prioritisation of cyber security amongst CXOs, as 
threats increase and their perimeter expands, means the market is set to explode.

While this expands the opportunity for cloud software providers, it will also mean 
more competition as a greater number of vendors look to take advantage of the 
situation.

Proactive brands marketed well will get ahead of the curve, by taking the steps 
needed to ensure they stand out from the competition and are offering customers a 
superior service and product, at a competitive price point.

As with any crowded market, there are multiple potential barriers to growth, but 
those that navigate the terrain with their customers' needs at the forefront will 
undoubtedly come out on top. 
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