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Direct Marketing for B2B Technology Companies
CEOCFO: Mr. Conard, would you tell us about Sudden Impact Marketing?
Mr. Conard: Sudden Impact Marketing is a direct marketing company that is focused on 
B2B technology companies. 

CEOCFO: Was there a deliberate strategy from the beginning or did it evolve?
Mr. Conard: The vision from the beginning was to build an organization that is highly 
effective in moving B2B opportunities from marketing at the top of the funnel all the way 
through to sales-level actionable opportunities. It has always been about demand 
generation. 

CEOCFO: What are some of the challenges in B2B marketing?
Mr. Conard: For our clients, the challenges in B2B are more budgetary than are 
typically seen on the B2C side. They do not have the consumer packaged goods 
budgets like Coca Cola and Proctor and Gamble to market their products. Secondarily, 
in the technology arena, the evolution of products happens darn near daily. There is 
such a quick churn in the development of technology. You do not have products like 
Prell shampoo that might be on the market for thirty years, products in the technology 
arena have evolved quickly and it makes it difficult to perform sophisticated marketing 
analytics that consumer marketers can do. B2C have the luxury of largely known 
product categories targeted to a stable segment of the population and they have time to 
analyze that deeply. In B2B, neither one of those are true. The makeup of consumers, 
of technology, be it data or industrial changes rapidly. Just look what’s happened in the 
last five years with the evolution of cloud, it has brought the need for a different group of 
skill sets from the employees working on IT and technology at large. The technology, 
the people that utilize technology as well as the people internally tasked with delivering 
that technology have all changed, it has been a rapid evolution.

CEOCFO: How do you develop a strategy?
Mr. Conard: Strategies are built more generally short term. They could be quarter-to-quarter whereas other industries can 
have a yearlong strategy and stick to it. It calls for highly adaptable, flexible marketing, and you have to be able read and 
react to an audience and how they are consuming or reviewing a new technology. It puts a premium on the ability to 
understand what is happening very quickly and adjust to that accordingly. 

CEOCFO: How do you stay ahead of the trends?
Mr. Conard: We read up and listen to what is going on in the space and marketing technology, and in marketing at large. 
Many of the things that we see are not really that new. Most of the basic principles that apply to marketing today have 
been around for a long time; Wonderman & Ogilvy’s ideologies of fifty years ago still apply today. The baseline of human 
nature has not changed that much. The technology layer that sits on top of how we execute programs today is definitely 
different. As new mediums and tools become available, applying the psychology and sociology ideas in marketing still 
apply. We did not invent new types of people; we are just inventing new types of tools. 

CEOCFO: Would you give us an example of a program you have developed?
Mr. Conard: A core type of program we would execute would be to build a database of targets, organizations and 
individuals within an organization who are likely to consume our clients’ product, service or technology, and then execute 
simple programs to communicate. We have a phone team here that works with a database team. Those two will 
collaborate to identify the right point of contact within an organization for a given message. A very simple program might 
involve a database build, which might be a list purchase combined with a marketing database of the clients and sales 
contacts and merge them together to build a target audience. We might create and distribute a dimensional mail piece 
that introduces the idea of the product or service solutions. We may then follow up with a personal phone call and 
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personal email to gauge the interest of the audience. It is a very simple, cut and dried. You have to have offers, and follow 
basic direct marketing principles. You have to have call to action in an offer to see how responsive the audience is. Do we 
have the right audience? Alternatively, can we navigate our way to the right audience and the people who are strategized 
to be the right point of contact? If you are looking for a simplistic effort, that might be one example. More complex efforts 
might include digital marketing. We have been testing the range of some of the new digital tools out there such as 
programmatic media buys. We have been doing content syndication, and basic digital display advertising may also be in 
the mix. A more sophisticated effort might include a layer or two of digital marketing that has been married to more 
traditional tactics like web seminars to engage audiences, and putting out messaging at a broad level to see who 
responds. We develop campaign tactics based on allocating more effort, time and marketing money on targets where the 
client is apt to see the highest return. 

CEOCFO: Do you need to believe in the concepts and the technology?
Mr. Conard: Oh absolutely it matters. We are blessed with clients who are very large, credible and very good at what they 
do. In our case, it would be hard to market for somebody we did not believe in, in terms of what they produce.

CEOCFO: Do you need to help a company articulate what they have and understand their intent?
Mr. Conard: Almost every day and with nearly every product we promote, our clients are primarily either engineers or 
technologists. Many things they produce are developed because they have the capacity to create them, rather than 
focusing on the problem they might actually solve or how those products might be perceived by the end user. Discerning 
the real end user benefits of the technology and elevating that message is an important part of what we do. Sometimes it 
takes a lot of Q&A before you get to the point where you as the agency understand the true benefits to the end user and 
have the client sign off on it. It is not necessarily an easy or well-traveled path to get there. There can be some strained 
conversations with the people who build technology solutions in order to understand why their product matters to the 
people who they want to sell it to.

CEOCFO: Do you find clients come to you because they understand your expertise and will make use of the 
information you offer?
Mr. Conard: We always wish that 100% of our clients would have that faith and trust in us. The fact is clients who have 
worked with us over the years definitely appreciate us and the approach we take. They value our input and feedback. 
They use us as a sounding board for ideas as they are developing marketing plans, or product launches. They engage us 
well beyond creative execution and involve us at a deeper strategic level. That is the ideal I think every agency wants. It 
does not always happen that way. It takes time to build that trust and confidence on the part of the client that you are 
going to give them solid advice, and to demonstrate that advice is going to show itself to be not only actionable but 
successful for them. 

We have had clients who have been with us for fifteen years and for an agency, that is not the norm. The profile of our 
client base is very long-term. We have grown inside these large clients because once we reach the level of being a 
strategic ally for them, that information is shared around these big organizations, which has been the secret to our 
success and growth. 

CEOCFO: What might be different a year from now at Sudden Impact?
Mr. Conard: We added three or four clients this year, and our goal has always been to have sustainable solid growth. 
There has never been the goal within this organization to be a huge Madison Avenue type agency. We probably sound a 
little different from most companies out there today, but our pursuit is to be excellent, to have controlled growth, to never 
lose a client, and ultimately to be the best in the industry at what we do. 

CEOCFO: Why choose Sudden Impact Marketing?
Mr. Conard: Sudden Impact is capable of delivering at a high-level, many services that other agencies cannot, from 
integrating with and developing technology tools in the marketing world, to a phone team that you will rarely find 
integrated into a marketing agency, combined with the database strategy underneath most of the programs we create. We 
have that Midwestern work ethic, so we work our tails off to make sure our clients are successful. Clients’ success is 
paramount to this organization. We have a group of people here that every day when they roll into work that is why they 
are coming in.

“We probably sound a little different from most companies out there today, but our pursuit is to be excellent, to have 
controlled growth, to never lose a client, and ultimately to be the best in the industry at what we do.” - Craig Conard


