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B2B Customer Engagement at the Sales Intersection
CEOCFO: Mr. Goren, would you tell us the concept behind Point To Point?
Mr. Goren: We are a B2B customer engagement agency that works at the intersection 
of sales, marketing and technology and builds marketing programs to help organizations 
grow.

CEOCFO: What do you understand on a fundamental level about those three 
items, which allows you to take an approach that might be a bit different from 
others?
Mr. Goren: We comprehend a significant change in the marketplace based on buyer 
behaviors that creates new ways that companies need to think about and approach how 
they interact with prospects and buyers – we call this the B2B Buyer Revolution. We 
have unusually clear optics on how those audiences deploy and use technology and the 
way they want to interact. There is a significant change going on the way people buy 
B2B products and services, primarily driven by the prominence of Millennials in 
purchase decision areas.

CEOCFO: Would you give us an example?
Mr. Goren: Starting this year, the most significant demographic in the U.S. are 
Millennials; they are displacing Boomers. It is the first time that Boomers will be 
displaced as the nation’s largest market segment in over fifty years. That portends a 
significant change. For example, Millennials in particular all have come from immersive 
technology experiences which have followed them from birth into their professional 
career. Because of this, they are buying very differently. They are raising their hands 
much later in the buying process and they are interviewing and interacting with brands 
on their own terms. They do not want to be dictated by sales forces on what and when 
they can buy.

CEOCFO: Would you give us a concrete example of what a buyer is looking to buy and what they are looking to 
do differently?
Mr. Goren: Let us talk about Old World buyers versus New World buyers. When an Old World buyer wants to buy 
something he or she picks up the phone and calls a company. The company sends its sales people and they throw down 
a brochure, bring a box of donuts and chat about wants and needs of the buyer. In summary, the buyer is moved through 
the company’s sales training system. The New World buyer does not raise their hand. This Millennial buyer goes online, 
reads reviews and comprehensively researches everything about the products he or she wants to buy. They are 80% 
through the purchase cycle before raising their hand to a sales rep. This buyer connects with the company at the point 
where he or she is ready to buy. The level of interaction is much more about delivery, price and performance attributes. It 
is not about donuts or going golfing. It is about helping the buyer comprehend what the brand is going to deliver, why the 
product is different and responding to how the buyer wants to transact. It is much more about building a relationship 
through the buyer-controlled path-to-purchase and the transaction than an out of date sales process. 

CEOCFO: Have the sellers understood? Are they embracing the new paradigm or are they slow to move?
Mr. Goren: It is very slow to move. B2B in particular is significantly behind consumer marketing. Consumer marketing is a 
good ten years ahead of B2B; however, the latter is waking up very quickly. There are challenges in the wake-up aligned 
to how these companies are structured. They have to rethink their sales force, distribution models and where they place 
buyer or customer into the structure of their company.

CEOCFO: Where is Point To Point intervening and how?
Mr. Goren: We believe that there is a significant opportunity to help companies comprehend these changes, understand 
the implications to their marketing and sales structure and define how to appropriately respond. 
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CEOCFO: If a company is behind the times how would they know to come to you?
Mr. Goren: We have clear vertical market expertise in building and industrial products where we help companies on a 
much faster track because of our experience in these segments. The way we comprehend buyers and the way we help 
our clients respond to markets as buyer behaviors evolve helps companies respond and get a competitive advantage to 
grow their business. 

CEOCFO: What does a typical engagement look like?
Mr. Goren: We help these companies comprehend and prioritize where they are with their core customers and where to 
prioritize their marketing efforts to help them accelerate growth. 
Companies who want to work with us seek greater growth and better outcomes from their marketing investment. There is 
a natural attraction that occurs between those types of companies and Point To Point. 

CEOCFO: Where does the human element enter into the equation?
Mr. Goren: There is a high level of human element that leads our process and is comprehending qualitatively where 
buyers are in terms of how they purchase, gather information and interact with companies. We do a lot to understand how 
customers would like to be engaged. We build engagement strategies based on what customers want and need. 

CEOCFO: When you do an assessment for a company, do they typically follow through?
Mr. Goren: Yes they do. We serve no purpose if the expertise sits in a binder and/or email account. We believe that our 
value is only experienced as it moves through the organization. Our process always pushes to the point where we are 
changing behaviors of how our clients market to their buyers and customers. 

CEOCFO: Where do the reluctant salespeople come in?
Mr. Goren: Forester Research has stated that by 2020 one million B2B sales jobs will be gone. What is happening is all 
the marginal salespeople who must demonstrate higher levels of value and are not responding to changes in buyer 
behaviors are going to be gone. We are already seeing it with many of our clients. There is a challenge in the way that 
organizations respond to and comprehend the way that their sales forces need to evolve. For some companies that is 
easier and for some companies that is more difficult.

CEOCFO: Do you see salespeople replaced by higher-level customer service people?
Mr. Goren: Companies will look at ways to take the cost out of sales because sales is not a cheap proposition for any 
organization. Companies are looking for technology, customer services and any other types of customer modalities. There 
are many opportunities to create higher levels of efficiency. What you will see is that better salespeople will have 
increased opportunities and lesser salespeople will have fewer opportunities. That is accelerating rapidly now. The 
industry is essentially going through a rapid sorting of skill sets. The marketplace is sorting to determine where there is 
value and where there is not. 

CEOCFO: You mentioned building materials, industrial manufacturing and food process and food service, which 
are big areas for you. What are some of the differences in those industries and what might you suggest for a 
building material company that would be different from the food industry?
Mr. Goren: They all have similarities. The differences seem to show up in concepts of distribution. Some are more 
commoditized than others and some have different concepts of distribution. Every industry wants to believe that it is 
fundamentally different from the next but the core tenants of every industry are very similar—respond to the customer and 
continue to make it easier to buy and interact.

CEOCFO: Are you working on an ongoing basis with a client or do you set them up with a system?
Mr. Goren: Almost all of our clients are generating a significant value and our relationship is ongoing. There are so many 
opportunities to help in so many ways and it is difficult to just throw a switch and say thank you. You asked in the 
beginning of the interview if our clients use the work that we prescribe and the answer is that in order to execute we need 
to get deeply involved to help them deploy. Buyer behaviors are constantly changing as new technology evolves. The real 
acceleration of change that every business has experienced is the utilization and deployment of technology. 

“We comprehend a significant change in the marketplace based on buyer behaviors that creates new ways that companies need 
to think about and approach how they interact with prospects and buyers – we call this the B2B Buyer Revolution.” - Mark Goren



3

CEOCFO: What have you learned from your previous experiences that has been helpful?
Mr. Goren: I think that through all the ideas of technology and change, everything in the world still focuses on the idea of 
relationships. It is important that the companies we work with as well as Point To Point realize that with the evolution and 
speed of which we are working, the bedrock is still the ability to have conversations with people. At the end of the day, the 
business world is still about how you are going to help people you are interacting with achieve better results and/or find 
solutions to the problems that they are having. 

CEOCFO: What is the competitive landscape?
Mr. Goren: There are few things in the world that are not competitive. The speed of change and the expectations of 
customers exist in our category just as it exists with our clients. We are in a highly competitive environment that is under 
constant change, which is the exact thing that our clients feel. 

CEOCFO: When you are looking at new trends and buying patterns, how do you know the tipping point - when it 
is time to change an approach?
Mr. Goren: The only way we know is to stay in-touch with buyers and customers; they tell us. Whether you are in 
industrial manufacturing, building products, food or any other market category, you start to see how people’s information 
gathering process changes. That change requires the sales process to evolve. Staying appraised of how people think 
about what they are doing and how they feel about what they are doing tells us what is changing. We invest a significant 
amount of time and resources in studying buyers. 

CEOCFO: What surprises you in the way people engage today?
Mr. Goren: I have been surprised by the way B2C is impacting B2B. The way consumers use technologies to understand 
new concepts, make reservations at restaurants, access movies they want to watch or buy a pair of shoes, are the same 
behaviors that are impacting B2B. B2B was always viewed as very different, technical and much slower but all those 
buyer behaviors have moved into B2B. The expectation of the same level of experience in reading a review and getting a 
product fast as well as comprehending quality and everything that we do as consumers has moved into B2B. It is mind-
blowing. 

CEOCFO: Why choose Point To Point?
Mr. Goren: There’s no agency like us. We put together the industry’s best resources and thinking to respond to 
companies driven to grow. We spend a great deal of time helping our clients comprehend complexity to make sure we can 
get to the point of execution to make a difference to their business. Where we are different is that we can help simplify the 
complex so that we can actually get clients into the market and impact their business.

Interview conducted by: Lynn Fosse, Senior Editor, CEOCFO Magazine
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For more information visit:
www.pointtopoint.com

Contact:
Mark Goren

216.831.4421
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