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A

s we looked for inspiration on the theme of “trust” and its relationship to marketing,
we scoured the image banks such as iStockphoto and others. We found the expected
“handsome businessman shaking hands with experienced male executive” photos as well as
sports images (“two adventurers climbing a rocky face”). Not exactly what we had in mind.
What we didn’t find was an image that conveyed the answer to “how does an organization
become a ‘trusted advisor’ to customers and prospects?” Is it a marketing strategy that
can be created? Part of the corporate culture? Both? Hang on…we’re not ready to reveal the answer yet.

Marketing and the Trusted Advisor Status
How can marketing help engender trust? Oh…let us count the ways!

Social Media
According to a report published by Toolbox.com*, more than 55 percent of IT professionals “use social media
to make better decisions based on insights from like-minded professionals.” In another survey conducted by
Knowledge Storm, 69 percent of B2B technology purchasers are active in social networks.
It’s clear that social networks can and are being used to help guide or validate purchasing decisions, and that
makes them a great place to showcase your knowledge and stand out as a trusted advisor. How can you take
advantage of this powerful vehicle?
»» Go where your prospects are. Take time to identify where people in your target industry are congregating, and
then join those groups. Use a social tool (such as Butterfly Publisher) to monitor the postings so you don’t miss
an opportunity to share your brilliance. Start your search by visiting pertinent publications and associations
and finding the groups they are participating in. For example: Modern Distribution Management magazine
(mdm.com) lists Twitter, LinkedIn, and Facebook groups on their home page.
»» Consider the network. Some networks are simply better for engaging with business decision makers – think
LinkedIn versus Facebook.
»» Be relevant. If you have been creating great thought leadership content and a question in the group relates to a
piece you’ve written, you can link to that when you answer the question. But be VERY careful. If the question is – I
have a small business, and I’m thinking of investing in a CRM system, but I’m really concerned with the rollout time
and investment from my staff. – your whitepaper on “Why You Need CRM” is NOT the answer to that question.
»» Be helpful, be genuine. This is not the time for promotion. Keep the “about me” out of it. In most social media

«
Reviewing all the articles The Partner Marketing Group has written over the last eight
years, it was hard to narrow it down to a few favorites. After some internal voting, we
selected (1.) What The #Hashtag Am I Supposed To Do? and (2.) Trust Me as our top two
choices. Why these two? While marketing trends and tools can quickly change, both of these
articles address questions and advice that our team is asked and has given on a regular
basis. Building trust with your prospects throughout your marketing efforts is essential, and
while you may not be able to track the results of every marketing activity your team makes,
activities like social media are important to a well-rounded marketing plan. #TrustUs
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networks, your profile will tell people all they need to know. If that option isn’t available, then provide no more
than one or two lines on your background: I’ve been advising companies on B2B marketing strategies starting
in 1991 with Microsoft Corporation, and …. then answer the question.

Blogging
Blogging is a wonderful tactic to become a trusted advisor with prospects and customers because it’s informal,
engaging, and indirect. The Internet has dramatically changed the way people make purchase decisions, and sometimes
it doesn’t include a salesperson calling (and calling) the decision maker. Consumers are doing their own research
online, searching for advisors they can trust and call upon when they do have questions and/or are ready to buy.
A good blogging strategy is essential to this new online buying behavior. Here are three ways to fine-tune your
blogging strategy and become a trusted advisor:
»» Consistent knowledge sharing. In addition to blogging consistently (at least one to two times per week), you are
expected to share your expertise, providing educational value in your content. If you stay away from promotional
messaging (no, it’s not all about you), you’re much more likely to catch the reader’s attention and keep it.
»» Group blogging. Group blogs (see sidebar resources for a complete list) help an industry leader maintain
consistent messaging without all the leg work. By joining a community of industry experts, you’re also setting
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the stage for that first impression, making an impact on those who find you. Group blogs see double the traffic
of personal blogs, therefore making it much more likely prospects will find you.
»» Engage with readers. Blogging is much more effective if you push to engage your readers. If you get creative
with calls to action and entice people to comment on your articles, you’re creating an environment for
everyone, not just your “number one fans” (although it’s always good to have those, too).

Customer Evidence
We’ve grouped all types of customer-specific collateral (customer case studies, testimonials, video) into the
phrase “customer evidence”. Customer evidence has always been an extremely powerful marketing tool, and it has
become even more critical as prospects “self-serve” their need for information on your website. It’s not hard to be
viewed as a trusted advisor by prospects if they know your customers already think of you that way.
»» Post customer evidence all over your website. Don’t just confine it to a single page. Make it easy for a prospect
to realize, regardless of the page they’re visiting, that your customers have a reason to sing your praises.
»» Use customer stories consistently. You can use testimonials on your website, in email campaigns, as part of
your corporate brochure, in an e-book, or as part of your tradeshow materials. Write a blog about how you
solved a customer’s problem, and use social media to get the word out.
»» Include your customers. Invite a customer to speak at an event such as a Lunch ’n’ Learn, an annual year-end
user group meeting, an executive wine tasting for prospects, or a webinar. It shows the power of your relationship
with the customer, and it allows prospects to hear how outstanding you are directly from the “horse’s mouth”.

Summary
In the introduction, we asked if becoming a trusted advisor is a marketing strategy or if it is part of your corporate
culture and brand or both. We’re generally not shy about sharing our opinion, but in this case, let’s hear what you
have to say. Join the conversation on LinkedIn in The Partner Marketing Group’s marketing group. (Join the group
to get access to the discussion.) We can guarantee the answers will be interesting!
This article brought to you by the combined team talents of The Partner Marketing Group: Cheryl, Michelle, Andrew,
Bethany, Barb, and Cheryl. (That’s not a typo – there are two of us named Cheryl.) Visit ThePartnerMarketingGroup.com
to view the client video, testimonials, and case studies from your peers – Microsoft Dynamics Partners and ISVs.
*http://www.toolbox.com/news/pjasurvey
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