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Intro: FinTech Marketing: Not for the Squeamish

Marketers are under pressure to: 
• Generate better qualified leads 
• Align efforts with the customer buying process
• Support Sales and contribute to revenue

But this is not an easy task:
• Conferences don’t deliver ROI
• Telemarketing dies at the voicemail box
• Email effectiveness is declining
• Sales struggles to get in the door

Most financial services firms discover technology solutions by word of mouth. They learn from colleagues,  
conferences and industry publications, but they’re not searching for solutions online. To make matters worse,  
buying processes are 60-75% complete before prospects are willing to engage with Sales.

So what do you do? 
Companies that educate and build advocacy see substantially better sales results. 

This e-book provides tips on how to develop a content strategy to help facilitate every stage in the customer  
buying cycle. We hope that this information helps you to become a valuable Trusted Advisor.

Drive awareness, Build advocacy, Increase sales.
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Intro: A Customer-centric Approach to Marketing
The 4 Stages of the Financial  
Technology Buying Process

How Content Marketing Can  
Facilitate The Buying Process

Awareness
The point at which the buyer determines that they 
have a problem or needs to achieve a specific goal.

Research
When the buyer seeks information about possible solutions 
and how they would impact business processes. 

Evaluation
At this stage, the buyer compares vendor solutions 
and weighs their options. Details matter here.

Commitment
The buyer overcomes fear and risk to select the  
vendor who has won their trust.

Customers Buy From Companies They Trust.

STRATEGY: The foundation of an effective 
tactical plan. It begins with identifying buyer 
personae and identifying their business goals.

CONTENT: Essential fuel for buyer education 
and nurturing. Includes research papers, case 
studies, websites, blogs. PR, editorial and industry 
articles. Informed use of these elements and rich 
media can be powerful tools to build awareness 
as well as drive customer response. 

VIDEO: An influential tool for engaging  
buyers and converting them into advocates.  
For the busy senior executive, video is the  
perfect complement to text-based content  
and a gateway to more detailed content.

http://www.propelgrowth.com/4stages


Let’s get started!

Intro: How to Use This Guide

Stage 1: Awareness
Identify Business Needs Help Them Identify Their Business Goal

tech deals go to vendors that were 
already known by buyers before  
they began the buying process.

of vendors who create vision in the 
early stage of the buying process  
for the customer, get the deal.

of buying committees decide what 
options to consider based on word of 
mouth suggestions.

65%

66%

2       3out  
of 

STRATEGY:  Build awareness of industry  
problems and your solutions in the context  
of these problems. Keep it educational.

CONTENT:  PR, editorial and article market-
ing should highlight the industry issues. Blog  
about the issues and the capabilities needed  
to address these issues. Guest blogging and 
syndication increase reach. 

VIDEO:  Video is a powerful tool for helping 
build awareness or re-frame business issues 
from a new perspective. Video can also help  
you  get in front of an industry topic and 
demonstrate that you understand what  
your customer is facing.

The customer’s buying stage

The tough question to ask about your content

What the  

customer  

is trying  

to do 

Statistics  
on the  

magnitude  
of the  

problem 

Pointers  
for your 
strategy, 
content,  

and videos 

What you can do to help them

Does your market understand the benefits of your offering? 
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Stage 1: Awareness
Identify Business Needs Help Them Identify Their Business Goal

tech deals go to vendors that were 
already known by buyers before  
they began the buying process.

of vendors who create vision in the 
early stage of the buying process  
for the customer, get the deal.

of buying committees decide what  
options to consider based primarily  
on word-of-mouth suggestions.

65%

61%

2       3out  
of 

Does your market understand the benefits of your offering? 

STRATEGY: Build awareness of industry  
problems and your solutions in the context  
of these problems. Keep it educational.

CONTENT: PR, editorial and article marketing 
should highlight the industry issues. Blog  
about the issues and the capabilities needed  
to address these issues. Guest blogging and 
syndication increase reach. 

VIDEO: Video is a powerful tool for helping 
build awareness or re-frame business issues 
from a new perspective. Video can also help  
you get in front of an industry topic and 
demonstrate that you understand what your 
customer is facing.
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Stage 2: Research
Define Requirements Help Them Define Their Requirements

of buyers don’t consider themselves 
experts in how to solve the problem  
at hand.

of B2B tech buyers say marketing  
content had a major or moderate   
impact on recent solution purchases.

of  buyers share useful content  
with at least 15 colleagues during  
the buying process. 

87%

92%

74%

Does your marketing content educate and build advocacy?

STRATEGY: Build awareness of the full 
breadth of capabilities you offer so your company 
gets considered. Help the buying committee get a 
vision for how they can achieve their goals. Make 
the customer the hero.

CONTENT: Editorial and blogs should  
explore the business problem and solution  
approaches. Provide research studies about  
the issues and use cases showing how  
others address the issues.  

VIDEO: Show how to solve industry problems 
in the context of your capabilities. Show use 
cases of how other customers achieved  
similar objectives.
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Stage 3: Evaluation
Evaluate Options Help Them Get A Vision Of The Solution

of the buying cycle is complete  
before buyers are willing to  
engage with a salesperson.

of IT heads found it very challenging  
to find information they could  
trust during a recent technology  
buying process. 

Are you merely selling, or are you helping your customers buy?

STRATEGY:  Build trust in your company  
and products. Help the buyer understand  
how they could achieve their goal with your 
solution. Address common objections, and  
be transparent to build trust.

CONTENT:  Answer customer questions. 
Provide white papers, implementation guides, 
technical blogs, and case studies. Address  
specific objections and concerns via webinars, 
blogs and video. Provide product comparison 
guides and sample RFPs. 

VIDEO:  Spotlight use cases, record brief   
demos and presentations, provide longer  
technical videos. Focus on value. 

42%

67%

 Buyers want to be 

EDUCATED  
 not merely sold to
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Stage 4: Commitment
Manage Risk Help Them To Overcome Their Fear

of buyers value interaction with  
technical staff late in the buying  
process. Only 38% prefer to deal  
with sales people.

Deals fall through when vendors fail to address risks  
identified by the client’s IT, compliance and legal teams.

Does your content help overcome barriers to buying?

STRATEGY:  Focus on the reasons the buyer 
could say no. Address objections from IT,  
risk management, compliance and finance. 
Transparency is key.

CONTENT:  Expose the good and the  
bad through implementation and “how-to” 
guides. Provide case studies, articles on how  
to prepare and guides for implementation. 
Keep this content behind a special registration 
wall controlled by Sales. 

VIDEO:  Have technology people talk directly  
to a technical audience addressing specific  
technical issues. Tape customers discussing  
how they addressed specific concerns. 

81%

What does it cost  
when a late-stage deal is

LOST?  
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About PropelGrowth

PropelGrowth specializes in marketing strategy and content marketing programs for financial services 
and financial technology firms. We develop strategy and build thought leadership programs to help you 
generate leads and facilitate the buying process.

Our integrated marketing programs include white papers, articles placed in trade publications, videos, 
e-books, podcasts, blogs, webinars and live events. PropelGrowth has expertise in FX, futures, equities 
and derivatives and works primarily with sell-sides and FinTech vendors.

To learn how PropelGrowth can help with your marketing strategy and content programs to facilitate 
the buying process, contact us at sales@propelgrowth.com or call us at +1 201.751.9494.

You can also visit us at www.propelgrowth.com/4stages.
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