


Almost tverybody Knows [here Are
“Laws Of Physics” [hat Govern The Universe.
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Almost Nobody Knows [ here Are
“Laws Of Marketing” That Govern Growth.
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The Law

Of Mental Availability o




Let’s Start With A Psychological Experiment.
Imagine Yourself As A Tourist...

o)

Tropical Beach In Cancun Irish Pub In Dublin




That’s The Power Of “Mental Availability.”
The Brand That Gets Remembered Gets Bought.

“Mental availability is about increasing the
orobability your brand comes to mind in
different buying situations.”

- Protessor Jenni Romaniuk, Ehrenberg-Bass Institute
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Mental Availability Is “Situational Awareness.”
It's The Most Customer-Centric Marketing Goal.

“I| Remember Bank of America

2 Situational When Prompted By A Situation”

2 Awareness

S

(.3 “I' Remember Bank of America

e : \When Prompted By The Category”

2

>

O Brand “I' Remember Bank of America
Awareness When Prompted By The Brand Name ”
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Mental Availability Is The Key Marketing Goal.
1o Win [he Market, rirst You Need [o Win [he Mind.
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This l[dea Replicates Across All Categories And Markets,
Which Is Why We Cadll It A “Law,” Not An “Opinion.”

Mental Market Mental

Network Size 90%

Share (%) Penetration (%)

Bank of America 85%

JPMorgan Chase 79 75 _ ;; 759
>

Capital One 7.5 /8 9.7 70%
American Express 6.8 75 94 -
PayPal 6.7 77 91

60%
U.S. Bank 6.5 71 9.6

55%
Citi 6.4 70 .

50%

45%

40%
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Yet, Few B2B Marketers Focus On Mental Availability.
Instead, \We Obsess Over Clicks And Leads.

167

of B2B Marketers
List Brand Awareness

As A Marketing Objective

.
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But [ he Short-lerm Eftects Ot Marketing Are Limited.
Most Buyers Are Future Buyers.

“Out Market” Buyers
95% “In Market” Buyers

D%
. . ® ©© o o |o|

Quarterly Sales

Future Cash Flows $5B TAM
$95B TAM
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You Can't Wait Until The Buyer Signals Intent.
Pre-suasion Is The New Per-suasion.

Harvard

Business Sales | What B2Bs Need to Know About Their Buyers
Review

What B2Bs Need to Know
About Their Buyers

by Saber Sherrard, Rishi Dave, and Mollie Parker MacGregor

September 20, 2022

817%

Ot B2B Buyers Buy The Brand
Summary. A survey by Bain and Google of 1,208 people at U.S. companies who are involved in Th C]'t CO Mes TO M 'i N d O N D d y 1

buying software, cloud hosting, hardware, telecommunications, logistics, marketing, and

industrial equipment revealed a set of misconceptions among sellers about how buyers... more




Prioritize The Right Buying Situations For Your Brand.
Orient Go-To-Market Around Those Moments.

CEPs For SMB Banking (Blinded Example) Competition Commonness Credibility Action

More confidence in business's future Low Build

W
W

Has spare money to invest Low

Low costs (fees, interest rates, etc.) Address

Has international interests

Likes using online/mobile to bank

Address

lgnore
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5 Key Insights

Category Entry Points In Business Banking
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( O Key Insights >

1 The Three Stats Every FinServ Marketer Should Know

2 Win The Mind To Win The Market

3 Mental Availability = Depth x Breadth

4 Business Is Personal, The Personal Is Business

5 YouDon’t Have To Be The Best, Just Better Than The Rest

The B2B A LinkedIn
Institute think tank



1) The Three Stats Every FinServ Marketer Should Know

Average Number Of FinServ Percentage Of SMBs Who Average Number Of Brands
Providers An SMB Does Purchased A Financial Considered For New

Business With Product In The Past 3 Months Product/Service



2) Win The Mind To Win The Market

Mental Penetration (%)
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3) Mental Availability = Depth x Breadth

Mental Availability

(Market Share %) Mental Penetration (%) Mean Network Size
Bank of America 8./ 82 11.1
Wells Fargo 3.7 30 11.3
JPMorgan Chase /9 /5 109
Capital One 1.3 /8 9.7




4) Business Is Personal And The Personal Is Business

%Ot G ustomer Owearlop First Touzhpoint

Faraonal Busines:

LAy S
) chre roage, +

4.5%

of a bank's SMEB
cuEtormears ues thearm

for both Business and
FPersonal neads
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5) You Don’t Have To Be The Best, Just Better Than The Rest

Would Feel Like A Local Bank

Good For A Business \Who Mostly Likes To Use
Online/Mobile Technology

Bankof Amenca
Wells Fargo
5. Bank -
PMNC -
Cihzens Capital One 1
TD Bank Cih 1
Trunst Visa 0
Plaid TD Bank -1
Cih Cihizens -1
stnpe Trunst =
Capital One Amencan Express 7
PayPal Mastercard 2
Visa i | 5. Bank <
Mastercard -] PMNC 5
JPMorgan Chase i | Bankof Amenica -5
Square -] JPMorgan Chase 5 I
Amercian Express -] VWells Fargo 4 N
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Download the tull report Linked [ The B2B Institute

Building A Customer-Led
Growtn Strategy

Category Entry Points In Business Banking

Download Now

at b2binstitute.org.

With the recent collapse of our nation's regional banks, the steady rise of entrepreneurship,
and the convergence of traditional FinServ brands and FinTech Disruptors, it’s more
important than ever to recognize that the SMB customer’s needs go beyond bank deposits
and withdrawals. The SMB customer has never had more brands to choose from and the
brands that understand their needs the best will be the brands that win the market.

Our latest category entry point (CEP) research collaboration with The Ehrenberg-Bass
Institute uncovers what SMB customers really care about when they’re in-market for
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