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HIGH VALUE, 
LONG SALES 
CYCLE & B2B 
BUSINESSES. 

UNIQUE PROCESSES, COMPLEX 
SALES CYCLES, DELICATE 
RELATIONSHIPS AND CONSTANT 
EVOLUTION.
We’re the full-service marketing agency 
that works with these businesses to change 
something big for them before something 
big changes around them. 

Armed with decades of experience and 
open lines to some current B2B thought 
leaders, this collection of insights explores 
the art and science of navigating longer, 
more complex sales journeys that define 
high-value purchases and B2B businesses 
today. It’s about understanding how to stay 
relevant and trusted when decisions take 
time, stakes are high, and relationships 
matter most.

This publication brings together some of 
the most influential voices across a host 
of sectors that have all helped shape a 
host of B2B and considered purchase 
markets in the UK. We’re lucky enough to 
say we’ve worked with all of the following 
contributors, as well as hearing from some 
of our homegrown Reech voices. 

Read, utilise, take what resonates, explore 
what doesn’t – we hope you enjoy this 
Reech publication.

Rob Hughes 
Founder & Managing Director, Reech



LESSONS 
FOR THE 
LONG GAME

B2B BUSINESSES WITH LONG 
SALES CYCLES CAN’T AFFORD 
SHORT-TERM THINKING.
A few reasons why the long game’s gotta 
be played: building a robust reputation, 
nurturing trust, and gaining credible 
authority in your field – not nice to haves, 
must haves. 

Enter Amelia Redge, Agency Director at 
Reech – she lives and breathes these 
principles. With over a decade of dedicated 
B2B marketing and considered purchase 
experience, both agency and client-side, 

Amelia has experienced the highs, lows, 
and arduous lead times that come with 
selling products or services people only 
buy single digits of in a lifetime. 

We sat down with her, broke out the good 
biscuits and talked about the importance 
of strategic marketing for businesses 
navigating long sales cycles and what 
her experiences have gifted her about 
the process.  

Amelia Redge 
Agency Director, Reech



SO, AMELIA – WHAT’S 
YOUR BACKGROUND 
IN B2B MARKETING?
For over a decade, I’ve worked in marketing 
across different channels, industries, and 
campaigns. I started my career at big 
London agencies working on B2C accounts 
like Pizza Hut, Tefal and Costa, before 
moving back to Birmingham and joining 
the business development team at an 
agency focused on automotive and B2B. It 
was here that I really began to pivot my 
focus to growth and sales, particularly for 
clients with notoriously long sales cycles.

From there, I moved in-house and worked 
my way up to become UK Marketing 
Director at Enreach, a global tech and 
telecoms brand. I led all UK marketing 
efforts, aligning across multiple teams and 
regions, which highlighted the power of 
both collaboration and creativity.

Armed with this extensive understanding 
and experience, I joined Reech in 2022 
(*note from editor; nice one). I knew that 
long-term strategy is where the real 
value lies, and so as Agency Director 
and Board Member, I implement this 
into the sustainable development of our 
own business, as well as the strategic 
growth of our clients both nationally and 
internationally. 

I’ve spent the majority of my career to date 
solely focused on B2B and service-based 
organisations with long sales cycles, and 
have loved every complex, messy, strategic 
minute of it. But I know we’re only just 
scratching the surface…

WHAT KIND OF INDUSTRIES 
HAVE YOU WORKED WITH, 
AND HOW HAS THAT 
INFLUENCED YOUR APPROACH?
Over the past 10+ years, I’ve been exposed 
to a variety of B2B sectors, from automotive 
and tech to property, construction, and 
manufacturing. 

On paper, they don’t share much. But 
underneath, they’re all facing very similar 
challenges: complex buying processes, 
navigating unprecedented economic 
landscapes, multi-stakeholder sign-off, 
and the sheer time it takes to move 
someone from curious to customer.

What’s been invaluable is having both 
client and agency perspectives – and this 
has hugely influenced my approach. When 
you’ve sat in the boardroom defending 
the budget and on the pitch team crafting 
the strategy, you get a deep understanding 
of the internal pressures at play. You 
realise urgency looks different in B2B, and 
it’s about preparing, not panicking.

WHAT DEFINES 
A LONG B2B 
SALES CYCLE?
If it’s longer than six months, you’re in long-cycle territory. 
And these are usually high-value deals with multiple 
stakeholders and lengthy contracts – two years, five years, 
or longer. Buyers often aren’t ready when you first reach 
them, perhaps they’re already locked into something else 
or aren’t in the market to buy. 

Because let’s face it: no one impulse-buys a commercial 
IT system or a 10-year property lease. And that means the 
sales window is tiny. Blink, and you’ll miss it. 

So, your marketing must be running for months (and 
realistically years) in advance to ensure you’re top-of-
mind when that opportunity finally arrives. 

But some businesses hugely underestimate how long and 
complex it is. Which is understandable, as it feels 
counterintuitive. We’re wired for instant feedback and 
gratification, especially when money is involved. 
Stakeholders naturally want to see ROI, but with long sales 
cycles, the payoff takes time.

BLINK, 
AND 
YOU’LL 
MISS IT. 



CONSTANT!
HOW DOES MARKETING 
INFLUENCE EACH STAGE 
OF A LONG SALES CYCLE?
Marketing is the constant companion across the entire sales journey, 
from attraction to retention.

BUILD AWARENESS
Get your name front of mind with those that matter most to you in a way 
that really resonates.

NURTURE RELATIONSHIPS
Keep showing up authentically and continually strive to add value.

MAKE YOURSELF USEFUL
Become part of their world before they even realise they need you.

This can be achieved in the digital sphere: SEO, email, social media, and 
paid search. But it also happens offline or in private conversations. 
Meaning you must cater to both - targeting the right tone for the right 
people at the right time to ensure it’s your name being brought up around 
the boardroom table. 



WHICH TACTICS WORK 
BEST IN THIS DRAWN-OUT 
JOURNEY?
Brand. Brand. Brand.

B2B brands have a habit of playing it safe or not valuing brand at all. But 
safe and traditional rarely stand out. In crowded markets, differentiation is 
everything. You need to be memorable and meaningful, not just functional.

Brand-led strategies that align with company-wide missions and values 
give marketing its power. Creativity isn’t just reserved for B2C. B2B needs to 
catch up, and those brave enough to lead with brand are already winning.

WHAT DO YOU BELIEVE IS 
THE BIGGEST CHALLENGE 
WHEN DEALING WITH LONG 
SALES CYCLES?
Sales pressures. 

The temptation to pivot when results aren’t immediate is huge. And all too 
often, we see marketers get twitchy and deviate. And suddenly, the whole 
long-term play is compromised.

But this is a trust-building exercise, meaning confidence and consistency 
are key. 

The worst thing you can do is continually jump from shiny new thing to 
shiny new thing because you’ll repeatedly end up back at square one: 
growth delayed, budgets wasted. 

HOW DO YOU MANAGE 
CLIENT EXPECTATIONS 
IN A LONG SALES CYCLE?
We advocate for three things: tracking, trust, 
and transparency. 

We establish goals that drive both the short and long-term. We build 
relationships where we can challenge each other. And we show clients that 
we’re in it with them – because we are. Reech is a B2B too. We get it. 

Our own agency growth has been built on this exact thinking: brand-first, 
strategy-led, with a long-term plan for success.

WHAT’S NEXT FOR B2B 
MARKETING IN THIS SPACE?
I believe there’s a huge opportunity for B2B businesses to take risks, be 
memorable, and build loyalty through personality. The consumer sector is 
way ahead, in terms of brand, distinctiveness and creativity – just look at 
some of the playful, immersive campaigns out there. 

And, of course, emerging AI - when used properly - is a huge asset. It can 
support with market research, which previously has been incredibly costly 
in both time and money, gifting instant insights, simulating focus groups, 
and mapping out customer personas. Meaning more resource can be 
spent on the creative and strategic tactics. 

TIME FOR THE GOLDEN 
SCOOP - WHAT’S YOUR CORE 
PIECE OF ADVICE FOR B2B 
BUSINESSES NAVIGATING 
LONG SALES CYCLES?
Get everyone on board. 

One misstep, whether in sales, service, or comms, can cause months of 
hard work to fall apart in an instant. So, marketing cannot (and should 
not) be an afterthought. Everyone in the team, from sales and ops to 
leadership, needs to wholly believe in its value to ensure the strategy works 
harder, the results go deeper, and the entire business moves forward in 
total alignment.

TRUST.



BREAKING 
DOWN THE 
WALLS

MARKETING’S 
ROLE IN THE 
CONSTRUCTION 
REVOLUTION
Construction may not be the first sector you think of for 
cutting-edge marketing. Traditional, conservative, and 
“sales-first”, it hasn’t historically prioritised brand and 
marketing strategy high on its agenda. But that’s changing, 
and fast. At the frontlines of that shift is Lizzie Dixon, Head 
of Marketing at Premier Modular, who is proving that 
creative, data-led marketing can disrupt even the most 
established industries. 

With a career spanning almost 15 years across high-value 
sectors, from finance to property development, venture 
capital to construction, Lizzie has seen first-hand how 
marketing can move beyond being the “colouring-in 
department” to becoming a revenue-driving force. At 
Premier Modular, her ambition is clear: to make the 
business not only a leader in modular construction but to 
redefine what marketing looks like in a traditional sector. 

We pulled up a chair with Lizzie to talk about sales cycles, 
sales and marketing alignment, and why construction might 
just be on the brink of its own creatively driven revolution. 

Lizzie Dixon 
Head of Marketing, Premier Modular



WE DROVE A 
70% INCREASE IN 
MARKETING-GENERATED 
LEADS, SIMPLY BY 
PUTTING IN PLACE A 
PROACTIVE STRATEGY 
AND TACKLING THE 
BASICS PROPERLY...

WHAT LED YOU TO WHERE 
YOU ARE NOW? 
After studying Advertising and Brand 
Management at University, I have spent 
the majority of my career working across 
London and the Middle East in finance 
and construction with industries including 
property investment, private equity 
conferencing, fintech and even a 150-year-
old governing body, RICS.

I’ve worked in sectors that are often very 
traditional - finance and construction have 
a reputation for being slow-moving in 

terms of brand and customer experience. 
But what excites me is when you take 
something traditional and make it 
accessible. Finance did that through the 
fintech revolution; Monzo, Freetrade, 
Klarna – they’ve all helped break down 
barriers for the sector. I believe construction 
is next to break down those barriers and 
become more accessible. And I want 
modular to lead the way...

WHY PREMIER MODULAR, 
AND WHY NOW? 
After moving back from Dubai, I knew I 
wanted to work somewhere I could make 
a real impact. Premier is a private equity 
backed business which has the foundations 
and desire to lead a transformation. With 
the marketing team’s work fully endorsed 
and supported by our CEO, it was an 
opportunity to step in and redefine what 
marketing could do. 

And the results speak for themselves. In my 
first full year, we drove a 70% increase in 
marketing-generated leads, simply by 

putting in place a proactive strategy and 
tackling the basics properly, like content 
calendars and analytics, to gated assets. 
We’ve gone from a team of two to a growing, 
specialist team of four, and we’re investing 
in new digital infrastructure, automation 
and retargeting. 

Our ambition is bold: we want to be the 
fintech of construction. Not simply keeping 
pace with the industry but setting the pace.

WHAT ROLE DOES MARKETING PLAY 
IN SUCH A TRADITIONAL SECTOR?

Too often, marketing in construction has 
been seen as window dressing. But that 
couldn’t be further from reality. If done 
right, marketing is the engine that powers 
and enables the sales team. 

There’s a very fine line between sales and 
marketing. Both need to work as one, 
sharing data and touchpoints. For us, that 
means everything from tracking intent on 
our website, serving targeted content, 
nurturing leads through email automation 

- right down to enabling the business 
development team with insights. We’re 

able to track conversion time via lead 
source, channel and industry, allowing us 
to forecast and futureproof our sales funnel.

Marketing must be measurable. It’s no 
longer enough to just “make things look 
pretty” or push blanket messages into 
the market. Today, marketers need to be 
fluent in data, understand attribution and 
growth, and align activity with business 
objectives. That’s how you earn credibility 
in the boardroom. 



WHAT DO YOU SEE AS 
THE “REVOLUTION” MOMENT 
FOR CONSTRUCTION?
If fintech made financial services 
accessible, modular construction can do 
the same for our built environment. 
Sustainable, scalable, flexible - modular 
tackles everything traditional construction 
struggles with: carbon reduction, cost 
predictability, speed, and waste. 

At Premier, we’re zero waste to landfill, with 
net zero ambitions by 2040. And we’re 
embedding circular economy principles 
by moving rental modules from site to site, 
reducing the need for repeated builds. 
These are exactly the shifts that the next 
generation, employees, partners and 
clients alike, care deeply about. 

This is more than business efficiency. 
It’s about building the kind of future 
people want to be a part of. That, to me, 
is the revolution. A revolution primed to 
be made even more accessible from 
smart marketing.

“We’re zero 
waste to landfill, 
with net zero 
ambitions by 
2040.” 

A CRUCIAL PIECE OF 
THE PUZZLE - HOW 
DO YOU ENSURE 
SALES & MARKETING 
STAY ALIGNED? 
Put simply, it’s about shared knowledge. One of the first 
things I implemented here was a detailed content calendar, 
built around both business priorities and sales needs. That 
means everyone, from senior leadership to business 
development, understands not only what we’re saying, but 
why we’re saying it. Sales teams are then able to use case 
studies and blogs in their own conversations, creating 
consistency and impact. 

At Premier Modular, we’re also structured so our business 
development team reports into marketing. It means sales 
and marketing aren’t competing functions; they are simply 
different touchpoints serving the same pipeline. That 
alignment ensures collaboration and helps sales keep 
pace within a digital environment. 

WHAT’S YOUR 
CLOSING ADVICE TO 
B2B MARKETERS?
Learn the business beyond the brand. Not just the services, 
but the numbers. Understand conversions, sales data, 
revenue targets, and margins. Marketing has to be both 
meaningful and measurable. Always ask yourself: how is 
this moving us closer to our objectives? 

It also has to be personal. No blanket messages. Build 
content and campaigns that mean something to the 
individual you’re reaching. If you can blend creativity with 
data, and connect marketing back to revenue, you’ll never 
be seen as a colouring-in department again. You’ll be 
seen as indispensable.

CONSTRUCTION NATURALLY 
HAS A LONG AND COMPLEX 
SALES CYCLE – HOW DO YOU 
NAVIGATE IT?

It depends on the product. On the rental side of our business, 
the cycle can be incredibly fast - two weeks from order to install. 
But when you’re looking at permanent builds, those projects 
can take 18 months or longer, involving multiple stakeholders 
and complex design and procurement processes. 

That means marketing has to play a long game: we have to 
position ourselves as a knowledgeable partner, educating and 
reassuring clients, and keeping Premier top-of-mind across the 
entire journey. Marketing needs to be the constant companion 
to sales, ensuring useful content, case studies, and retargeting 
campaigns are hitting at the right time. 

But crucially, marketing doesn’t stop at conversion. Advocacy 
is vital for long-term success. We want every client relationship 
to end with someone going away and talking positively about 
Premier, creating referrals and repeat business. That’s the real 
engine of growth. 

Bridge Court Apartments  |  Residential  |  Permanent

The Paper Yard  |  Commercial & Industrial  |  Rental

Construction might seem conservative from the outside, 
but change is already here. Just as fintech transformed 
finance, modern marketing has the potential to unlock 
growth, disrupt old models, and make traditional sectors 
accessible, exciting and future-facing. 

And if Lizzie Dixon’s example is anything to go by, marketing’s 
role in the construction revolution has only just begun.



THE POWER 
OF 
PERCEPTION

This won’t come as a shock to you, savvy business-
minded reader, but credibility is paramount in long-
term business cycles – this especially rings 
true in development, and partnership housing 
in particular. Unlike traditional single-entity 
developments, partnership housing involves a 
long-term strategy which can include joint ventures, 
frameworks and strategic partnerships, sharing 
risks and benefits between organisations to unlock 
more homes, improve quality, and address 
community needs at scale. Projects can span 
years; stakeholders range from landowners to 
councils and subcontractors; reputations are 
built, or lost, over the long term. More stakeholders 
= more trust needed to tie it all together. 

Credibility starts not just with bricks and mortar, 
but with the way a brand presents itself to the world.

Christopher Timmins, Managing Director at SH 
Partnerships, has spent his career steering 
businesses through this evolving landscape. 
Freshly founded with the legacy backing of sister 
company Shropshire Homes, SH Partnerships (SHP) 
blends deep local insight with agile, national 
ambition. Christopher believes modern marketing 
isn’t a supplement to reputation - it’s the catalyst 
for it, especially in cycles as complex, considered 
and lengthy as housing development.

We sat down with Christopher to discuss why first 
impressions matter, the changing face of marketing 
in UK housebuilding, and the values that must 
underpin every partnership.

Christopher Timmins 
Managing Director, SH Partnerships

BUILDING 
CREDIBILITY FROM 
THE GROUND UP



MORE 
STAKEHOLDERS 
= MORE TRUST 
NEEDED TO TIE 
IT ALL TOGETHER.
AS A WIDELY EXPERIENCED 
VETERAN OF THE CONSTRUCTION 
SECTOR, HOW HAVE YOU SEEN 
MARKETING EVOLVE?

When I started, it was all about flyers and brochures to 
make your first impression - tangible, local things. Today, 
where everything is digital, that shift has changed how 
companies present themselves. Your website, your social 
presence, and your PR are now the first touchpoints. They’re 
the “shop window” clients and communities see long before 
foundations are laid.

But marketing isn’t just about a good logo or sharp 
collateral. It’s about credibility. That’s why we work with 
external experts, like Reech, to make sure our strategy is 
up-to-date and relevant. In-house teams are great at 
understanding the product, but they can miss the bigger 
market picture. To really stand out, we bring in partners 
who know digital, trends, and the sector inside out.

YOU ONLY GET ONE CHANCE 
TO MAKE A FIRST IMPRESSION – 
WHAT DO YOU DO TO ENSURE 
IT’S A POSITIVE ONE? 
In housing, as in any business where cycles 
are measured in years and millions of 
pounds, the first impression starts the 
trust-building process. A professional, 
cohesive brand immediately shows 
potential clients and partners that you’re 
credible and ambitious, so getting your 
brand on point is an essential first step. 
We’re grateful we’re entering the sector 
with a polished, professional brand we’re 
proud to stand behind and will aid us in 
future impressions. 

How we present ourselves isn’t just about 
surface-level polish; it signals the standards 
and values inside the business. Your website 
or LinkedIn page is no different to a show 
home - it’s your shop window. If it looks 
flimsy or half-done, why would I trust 
you with a multi-million-pound deal? 
That principle stands for every meeting, 
every digital campaign, and every new 
relationship started.



WHAT DOES A 
TYPICAL SALES CYCLE 
LOOK LIKE FOR YOU?
Development cycles here are long and intricate. Starting 
with land identification, you might spend up to two years 
simply planning and navigating council approvals. 
Construction itself can take 18 months or more, so a single 
site can mean a partnership spanning three to four years, 
sometimes longer.

These aren’t just lengthy deals; they are multi 
-stakeholder collaborations involving councils, developers, 
subcontractors, planners, and communities. During this 
time, market conditions shift, policies adapt, and the 
business itself has to remain credible and visible throughout.

Five-year business plans might sound huge, but in this 
sector, that equates to only a handful of sites. The stakes 
are long-term, and today, marketing keeps SH Partnerships 
front-of-mind for all stakeholders from start to finish.

IS MAINTAINING CONFIDENCE 
AND CONSISTENCY ACROSS 
SUCH LONG PARTNERSHIPS 
A CHALLENGE?
Yes and no, as countless micro interactions 
and decisions fall on the wider team 
throughout a relationship on a daily basis, 
building strong teams is vital - bringing in 
people who fit culturally and technically 
is a key part of the winning formula. 
Collaboration and open-mindedness are 
key. As SHP grows, recruiting those with the 
right values, and encouraging innovative 
thinking, helps create an environment where 
learning and improvement are constant.

It’s also about accepting that there is rarely 
one single “right” way. Ten people may 
want ten approaches. What matters is 
agreeing the journey and what’s best for 
the individual project – whether that’s your 

development process, your marketing 
journey, your project timelines, whatever. 
This mindset will allow us to adapt, involve 
new ideas, and deliver tailored outcomes.

The journey matters as much as the end 
result, and building a team that mirrors 
the brand’s standards amplifies trust 
through every stage. So, to answer the 
question, with the right team around you, 
keeping confidence high is considerably 
less of a challenge. 

IF THERE’S ONE PRINCIPAL 
B2B LEADERS SHOULD 
ADOPT, WHAT IS IT?
Authenticity. Showing personality, enjoying what you do, and being genuine 
in conduct and communication go a long way toward building trust. 
Clients, partners, and communities appreciate openness. Trust is the 
foundation both for winning bids and retaining business across years-
long cycles.

In partnership housing, reputation is built in stages. Brands are first 
experienced online, then validated through face-to-face relationships, 
and cemented over years of delivery. 

WHAT MAKES 
PARTNERSHIP 
HOUSING UNIQUE?
Partnership housing isn’t just about building homes, it’s 
about building relationships. SH Partnerships blends 
regional know-how with a national vision, tackling economic 
deprivation by unlocking ambitious developments and 
sustaining local growth.

Success in this sector means engaging stakeholders at 
every step: regulators, local authorities, partners, and 
residents. Research shows that stakeholder-centric 
branding and strong community engagement are crucial. 
Christopher’s approach is to make every interaction 
accountable, ensuring SHP is not just a developer, but a 
trusted, proactive partner.

For Christopher Timmins and SH Partnerships, excellence isn’t just about 
project outcomes; it’s about every interaction, every promise kept, and 
every value lived out loud. As the sector modernises, the power of a 
credible brand, driven by clear values and proactive marketing, transforms 
reputations into relationships, and relationships into thriving communities.



THE 
QUIET 
ADVANTAGE

CULTIVATING LONG-TERM 
B2B SUCCESS
Size, revenue, profit, market share – all 
apt yardsticks to determine long-term 
business growth success. For successful 
businesses, these markers are only part of 
the growth strategy. 

Real, sustainable growth reveals itself in 
the quieter details: how a team comes 
together and stays together, the steady 
accumulation of trust with clients, and a 
culture that encourages people to learn, 
contribute, and be a part of the journey. Its 
momentum built not just on business wins, 
but on consistent, thoughtful investment 
in people and partnerships.

Enter Amy Davies, Managing Director at 
industry-leading IT experts Midland 
Computers and powerful advocate for 
empowering internal growth. Having 
advanced from Accounts Administrator to 
lead a company that continues to thrive 
after over 25 years at the forefront of the IT 
industry, Amy shares the lessons of building 
a culture of consistency in the face of 
evolutionary growth. 

Amy Davies 
Managing Director, Midland Computers



CULTURALLY COMPETITIVE
Where sales cycles stretch over months or years, this type of growth pays 
real dividends. Clients value consistency and trust built through ongoing 
relationships, not just quick wins. Midland’s approach of fostering long-
term partnerships internally and externally allows them to navigate this 
complexity with confidence, ensuring continuity and reassurance.

“We’re genuinely committed 
to our clients with a 
consultative and tailored 
approach, but our employees 
are just as central to our 
success,”
Amy explains. The culture here isn’t surface level: almost a third of staff 
are shareholders, and over half the workforce has remained for at least a 
decade, engendering remarkable loyalty and accountability.

This sense of ownership and belonging translates into customer experiences 
that are more consistent, resilient, and trusted - vital when supporting 
clients through complex, high-value, and often long sales cycles. In a 
digitally minded sector where artificial communications are naturally being 
highly utilised, Midland have made people the critical point of difference. 

FUELLING INTERNAL GROWTH
Amy’s own journey through every rung of the company ladder sets a tone 
of empowerment and mutual respect. Ongoing training and internal 
promotions are core to how Midland builds solutions, anticipates evolving 
client needs, and delivers lasting outcomes. This reinvestment in people 
equips them to evolve with clients’ challenges, whether that’s seamless 
cloud migrations, cybersecurity threats, or new technology integrations.

Empowered staff don’t just deliver on projects, they build trusted 
relationships that can weather economic uncertainty, industry shocks, or 
evolving technology. Testimonials from long-term clients highlight not just 
technical outcomes, but the confidence they feel knowing they’ll deal 
with a stable, expert, and invested team - year after year.

REACTIVE BY NATURE
Sustainable growth in B2B services, especially where decision cycles are 
prolonged, requires more than just short-term wins; it comes from the slow 
accumulation of trust, delivery, and reputation. You’ve got to build a business 
that evolves on purpose, moves with speed, and never mistakes stability 
for stasis.

By embedding continuous learning and experimentation into the DNA of 
the business, they equip their teams to handle uncertainty with confidence. 
Midland invests heavily in its people not simply for internal morale, but 
because it’s also an edge that’s hard for less united organisations to 
replicate. For clients locked in lengthy sales cycles where the market can 
shift dramatically between first conversation and close, the collective 
knowledge of the team will always persevere. 

As Amy succinctly put it: “It’s about learning, listening, and supporting each 
other so that everyone can thrive.” In a crowded market, this people-first 
approach is what turns one-off transactions into decade-long partnerships.

INVEST TO OUTLAST
The Midland Computers journey exemplifies the fact that future-proofing 
a B2B organisation is fundamentally an inside-out process. Businesses 
that are serious about culture, growth, and inclusivity don’t just improve 
their staff retention - they future-proof client relationships, giving themselves 
a real-world advantage over less cohesive competitors. In markets where 
complexity and duration define the sales cycle, businesses built on trust 
and shared purpose stay the distance.

“The best is yet to come - 
and it’s our people that will 
get us there.”
As Amy and the Midland Computers team testify, there’s far more value in 
building teams fit for the future than chasing the next quick win in the 
pursuit of growth.



THINKING 
FAST 
AND LONG

B2B’S 3-POINT WINNING FORMULA
A strategist, a digital specialist and a 
creative walk into a bar, and shock horror, 
they start chatting marketing. Not just any 
kind of marketing – B2B marketing; how 
to win, how to stay ahead and how the 
landscape is looking out there. This modest 
interviewer happened to be present at the 
time, and lucky for you dear reader, we’ve 
managed to snag some expertise from 
some of the top Reech heads.

Head of Strategy Chloe talks strategy and 
growth, Head of Marketing & Performance 
Lee gets into data and digital, while 
Creative Director Dena paints the creative 
picture – individually, these specialisms 
are all crucial aspects for any B2B business 
to succeed in a long sales cycle. Together, 
they intertwine to create a very lovely, 
sustainable formula for business growth. 



STRATEGY
Chloe, in true strategist fashion, opens the 
conversation with a firm conviction: 
winning strategies in long sales cycles must 
begin with a deep understanding of the 
customer. “You can’t start from your brand 
or product - you must first know what 
motivates your audience, what challenges 
they face, and why their purchasing 
process takes so long.” This customer-first 
mindset ensures marketing messages 
resonate throughout extensive 
consideration phases, rather than simply 
broadcasting brand features.

Long sales cycles introduce complexity 
and require layered tactics. Chloe advises 
building multi-channel strategies that 
sustain engagement over many months. 

“Your value proposition needs to be crystal 
clear and repeated constantly. If you can’t 
succinctly explain what problem you solve 
and why you’re the best choice, it’s a red 
flag for buyers who want clarity fast.”

How do businesses successfully 
pull this off, then?

“The best clients have unified KPIs and 
shared objectives across sales and 
marketing, fostering collaboration rather 
than turf wars.” Without this cohesion, 
teams lose valuable opportunities, 
especially in long cycles where continuous 
communication is critical. Disjointed or 
misaligned sales and marketing teams 
are a common pitfall. Lee reinforces this 
point, emphasising marketing’s role 
beyond generating leads: “Marketing 
must stay engaged throughout, providing 
testimonials, case studies, and product 
demos to build ongoing trust and reinforce 
the sales effort.”

A shining example of where these practices 
have been applied to prove success is 
everything-IT experts, Midland Computers. 
Chloe notes, “They understood that buyers 
view procurement as a significant, even 
scary, business decision. So their 
messaging avoided the hard sell and 
focused on nurturing. Their approachable 
tone, realistic goal setting, and investment 
in marketing paid off over 6-12 months 
without panic-driven pivots.”

DIGITAL

CREATIVE

THE GOLDEN DIGITAL THREAD
What’s the technical take?

Enter Sir Spreadsheet of the Digital 
Marketing kingdom.

Lee stresses digital tactics’ essential role 
in long B2B sales cycles but cautions they 
must integrate seamlessly with human 
engagement. “Everyone’s digital today, 
but it’s about strategic touchpoints at the 
right time - email and social media keep 
you front-of-mind during protracted 
decision processes.” 

“...it’s about 
strategic 
touchpoints at 
the right time...”
Paid social channels enable precision 
targeting, ensuring key content reaches 
decision-makers rather than relying on 
organic reach. Lee explains, “You can’t let 
leads get cold. If salespeople struggle to 

get responses after a few tries, digital 
retargeting provides another route, 
re-engaging prospects with messages 
more relevant and engaging than 
price discussions.”

The conversation highlights a persistent 
challenge around data. “Many companies 
don’t use CRM or integrate marketing and 
sales data effectively,” Lee says. “Without 
detailed tracking of touchpoints and lead 
warmth, you can’t forecast correctly or 
reinvest where needed.” Proper data use 
unearths drop-off points - a critical insight 
for long cycles where multiple stakeholders 
and decision rounds increase risk. Longer 
sales cycles can be a challenge as there is 
more time for things to go awry, but there 
is also more opportunity to bolster trust 
and drill down to your optimal result.

BOLD BRANDS BREAK BOREDOM 
A wild creative appears. Dena shifts the 
focus to creativity.

In saturated B2B markets, memorability is 
crucial; “In the initial stages of when B2B 
prospects are searching for the answer to 
their problems, they engage with many 
brands, attend multiple meetings, and 
review several pitches. Disjointed or 
inconsistent brand experiences can erode 
trust quickly when you’re trying to make 
the best first impression possible.” 

Consistent visual identity and messaging 
across all touchpoints signal professionalism 
and reliability, which builds buyer 
confidence and in itself, puts you on a 
higher standing than a large portion of 
any sector.

Yet, repetition alone doesn’t work. “The 
core messaging stays consistent, but 
visuals and supporting assets must evolve,” 
Dena explains. “You can refresh graphics, 
introduce new media through photos and 

video, or tailor content for different digital 
channels to keep engagement high.” 
Performance monitoring allows marketing 
teams to pivot creative tactics when 
engagement drops or audience interest 
shifts. A shake-up of creative energy and 
output, especially throughout a long sales 
cycle, feels like a breath of fresh air and 
will naturally aid in engagement. 

“Your value 
proposition 
needs to be 
crystal clear 
and repeated 
constantly.”

THE CUSTOMER-CENTRIC COMMANDMENT 



THE HOT B2B SCOOP
As the conversation comes full circle, it 
becomes apparent that marrying strategy, 
digital expertise, and creative consistency 
is essential if you’re looking for a winning 
B2B game plan. Lee highlights the inherent 
challenges: “Long sales cycles amplify risk 
because there’s more time for competitors 
to enter and more conversations 
happening, often about price and 
alternatives. That’s why having a strong, 
clear value proposition becomes critical - 
it simplifies the buyer’s decision.”

Building and nurturing relationships 
emerges as the foundation underpinning 
every success. The eggheads echo that 
B2B buyers ultimately “buy from people,” 
seeking confidence that their supplier 
understands their business and will be a 
dependable partner, not a one-off 
transaction. In an era flooded with AI-driven, 
automated content, authentic human 
stories, real voices, and genuine client 
testimonials provide the vital social proof 
needed to cut through digital noise and 
build lasting trust.

Looking ahead, the team identifies key 
emerging trends shaping B2B marketing’s 
future. Video content that showcases the 
real people behind brands is increasingly 
important to foster emotional connections 
and humanise communications. Alongside 
this, advancements such as chatbots and 
AI tools continue to evolve - but with growing 
recognition that authentic, empathetic 
human interaction remains irreplaceable. 
There is also a shift toward ongoing 
education and value-driven content 
throughout the sales journey rather than 
aggressive selling. Finally, the power of 
peer recommendations and authoritative 
testimonials in influencing buying decisions 
continues to gain momentum, reinforcing 
the importance of maintaining credible, 
consistent brand voices across channels 
and over time.

TLDR; BE PATIENT, CONSISTENT, 
COLLABORATIVE & HUMAN
In closing, Lee, Chloe, and Dena emphasise 
that mastering B2B marketing in long sales 
cycles demands a patient, consistent 
approach, powered by close collaboration 
between aligned sales and marketing 
teams. Planning long-term strategies with 
agreed frameworks, free from knee-jerk, 
short-term pivots, creates space for 
meaningful growth. Intelligent use of data 
to understand each lead’s position 
within the journey and anticipate their 
needs is equally vital. Creative assets 
must be refreshed regularly to keep 
prospects engaged while maintaining 
unwavering consistency in core messaging 
and brand identity.

Above all, the team underscores the 
irreplaceable value of genuine human 
relationships. Effective B2B marketing 
blends insight, innovation, and authenticity, 
demonstrating that even as digital 
sophistication grows, trust and connection 
remain at the heart of every successful, 
sustained partnership.

In a marketplace crowded with noise, it is this deliberate combination of insight and 
integrity that ultimately moves the needle. Use this knowledge; optimise, evolve, implement 
– get the needle moving.



SUCCESS RARELY HAPPENS OVERNIGHT, AS OUR CONVICTION-LADEN ARTICLES TELL US.

TRUE GROWTH, LASTING 
GROWTH, IS FORGED IN THE 
SPACE BETWEEN PATIENCE 
AND PERSISTENCE, VISION 
AND ACTION. THE LONG GAME 
IS WHERE LEGACY LIVES.
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