
Selling Technical Solutions in 
a World that Doesn’t 
Understand
A Brooks/Trushinski Joint



● Why getting technical marketing right is so important
● Why so many organizations get it wrong
● How to create messages that close knowledge gaps, allowing you to showcase your 

solution's unique value
● How to get those messages in front of your target audiences
● How technical personnel like engineers and architects can give organizations a 

marketing advantage

Here’s what we’re going to cover



Lee Brooks
Lee is the founder of Cromulent Marketing 
(www.cromulentmarketing.com), a boutique 
marketing agency specializing in messaging, content, 
and marketing strategy for B2B technology 
companies.

Prior to Cromulent, Lee led Sandvine's product 
marketing team as the company grew into a global 
industry leader.

Nerd Alert: if you dig deeper into his career, you'll find 
a handful of engineering roles before hitting the 
bedrock of a Computer Engineering degree from UW.



Matt Trushinski
Matt draws on his diverse experience in the marketing world, 
including roles in communications, product marketing, and 
journalism, to help teams focus on storytelling as a means to 
drive the adoption of new technologies.

As the Director of Marketing at Miovision, Matthew leads the 
marketing activities that are changing how cities measure and 
manage multi-modal traffic as part of their smart city initiatives.

Prior to Miovision, Matt was a Product Marketing Manager at 
Sandvine, where he helped to reinvigorate the business 
intelligence portfolio by combining a hands-on approach to 
learning with an outside-in, market-oriented growth strategy.



Part I—Introduction and Context



Talking about technology is important to our 
region’s present and future



Companies have multiple audiences—many 
more than most realize

Customers Can you solve my problem?

Partners Can you help us make more money?

Employees Why should I work for you?

Investors Will investing in you provide a great return?

Analysts How do you fit in my model of the world?

Media Will your story generate clicks?
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None of them asked,
“Can you please yell in my face about your technology?”



Even within a single audience, different roles 
care about different things

Economic Technical Functional

● Owns the budget
● Might not know anything about 

the problem, potential solutions, 
or other factors

● Will (might) listen to other 
evaluators

● Under pressure from procurement 
to keep costs low

● Given any real choice, will almost 
always go for the cheapest option 
(i.e., strongly in favour of “good 
enough”)

● Compliance
● Assesses how a solution fits with 

a longer-term technical strategy
● Concerned about deployment and 

installation, interoperability, 
alarming, support, etc.

● Might not know much about the 
specific problem or the proposed 
solutions

● Either feels the problem directly 
or has been tasked by someone 
else to solve the problem

● Cares more than anyone else 
about the problem and solution

● Probably has a reasonable grasp 
of the problem, but might 
overestimate expertise

● Probably has an idea about 
potential solutions, but very likely 
overestimates expertise



For most of us, the buying process is drawn 
out over many meetings over many months



Our biggest sales challenge is creating 
differentiation against perceived alternatives



“If you don’t supply the information 
your prospects need to choose your 
company over the competition, 
they’ll get that data somewhere 
else, and the outcome might not be 
as favorable for you.”

—Jay Baer, in Youtility



Unfortunately, companies in this region 
struggle with tech marketing

Bottom-of-funnel, relatively more technical content creates 
differentiation and gets deals over the finish line.



Many tech companies make and repeat a 
collection of well-known mistakes

Content

Thought 
Leadership

Public 
Relations

Publish a product datasheet detailing speeds, 
feeds, and other low-level stuff—expect 
customers to do the work of connecting the 
dots to see the value

Release a thin, transparent veil around, “We 
think our product is amazing, and you should, 
too!”, usually in the form of a stat or 
self-aggrandizing ‘commentary’—expect that 
people care by default

Announce new product, which tautologically 
proves amazingness; assume that this news 
is interesting to people outside the building

● Just shout about their products 
and technologies

● Using proprietary language
● While assuming audiences 

already know what the products 
do, which company builds them, 
etc.

● And assuming people typed the 
product name or the company 
name into Google

● While overpaying for paid search 
campaigns that direct people to 
poor material



One reason why we struggle is that 
marketers generally aren’t technologists

Executive Middle Manager Individual Team 
Member

Age ~40 ~37 ~31

Years in Marketing ~14 ~9 ~5.5

Years in Technology 
Marketing ~9.5 ~9 ~5.5

Post-Secondary Education 
in a Technology Field ~23% ~16% ~9%



Another reason is that our marketing 
organizations are undersized

A large number of Waterloo Region 
tech companies seemingly don’t have 
any dedicated marketing resources at 
all, including:

● Approximately 70% of 
companies in the 2-10 
employee range

● Roughly 40% of companies in 
the 11-50 employee range

● Almost 10% of companies in 
the 51-200 employee range 
(which is very, very confusing)



To sell a technical solution, your 
prospects have to:

1. Hear you
2. Understand you



Part II—Being Understood



Note to readers:

You can find the Turbo 
Encabulator video here: 
https://www.youtube.com/watch?v=Ac7
G7xOG2Ag

Please also read the 
description on YouTube for the 
neat story behind the video.

Also, while it’s rarely advisable 
to read the comments under a 
YouTube video, this one’s an 
exception =)

Enjoy!

http://www.youtube.com/watch?v=Ac7G7xOG2Ag
https://www.youtube.com/watch?v=Ac7G7xOG2Ag
https://www.youtube.com/watch?v=Ac7G7xOG2Ag


There’s one audience who knows enough about the subject to use your 
technology and/or product as the starting point in their search for a solution

Let’s acknowledge a notable exception 
—which unfortunately distorts tech thinking

The Innovators
An important segment 

of the technology 
adoption life cycle.

From Geoffrey Moore’s 
Escape Velocity – 

Illustrations resource

http://www.escapevelocitybymoore.com/resources.html
http://www.escapevelocitybymoore.com/resources.html


To be understood by everyone else, we need 
to help them climb the knowledge mountain

You are here.

They’re somewhere 
down here.



To help them climb the knowledge 
mountain, we use different types of content

● Investigates potential solutions
● Starts to look into how the result is achieved

● Potential user looking for a solution to a problem
● Thinks they know the problem well
● Might have a notion about the solution

● Technical evaluation of solution
● Business case / ROI assessment of solution
● Assessment of other factors: architecture, roadmap, 

interoperability, deployment, scale, OAM, etc.

● Tries to prove to themselves and others that this solution is the best



To help them climb the knowledge 
mountain, we use different types of content

● Use Cases
● Success Stories
● Products and Features
● Proprietary Technologies

● Market Problems
● Industry Issues
● Solutions and Use Cases
● Reference Customers

● Architecture
● Roadmap
● Interoperability, Scalability, Installation, Operations and 

Management, etc.

● (Deep) Technology Capabilities and Differentiation
● Return-on-Investment (ROI) Models
● Roadmap



To help them climb the knowledge 
mountain, we use different types of content

● The clearer the target 
audience and the clearer the 
goal, the more effective the 
content

○ The goal is often to address a 
specific communication problem

● Consciously plan where a piece 
of content fits, for whom, and 
the desired outcome



Solutions and Use Cases
Audience: Developers, Contractors
Goal: Show them that we can solve their problems

Appeals to emotion 
with an idealized 

solution and makes 
it clear we’ve built it

Establishes credibility 
by understanding the 

industry problem

Gets right to the 
point

● Uses accessible, 
familiar language, not 
proprietary/internal 
gobbledygook

● Doesn’t talk about 
products, but clearly 
shows a solution

● Use cases were 
developed outside-in, 
based on customer 
interviews, NPS 
surveys, testimonials

Clear use case



Product Brochure
Audience: Developers, Contractors
Goal: Show what our products are and what they do

Our audiences 
don’t care about the 
technology for its 

own sake, but want 
to know what it 
does and what 
we’re selling

Establishes credibility 
by understanding the 

industry problem

High-level pitch Every feature 
description answers 

the implied, “So 
what?”

Summary of value 
prop, in plain 

language

Visuals to make it 
more real, less 

abstract



Solution Brochure
Audience: IS/IT Managers and Risk/Security Personnel
Goal: Show what our products are and what they do

Considerably more 
technical

Our likely reader is 
a functional user 
who has some 

technical literacy

The products are 
solving technical 
problems, so we 

need to show 
understanding and 
explain a little bit of 

the how

Still takes care to 
relate features to 

real problems



Overview Infosheet—A One-Stop Resource
Audience: ISPs (any role)
Goal: Show what we do, and how, linked to clear value prop

Shows architecture in 
a simple manner

Creates a common 
understanding of the 

problem

Summary statement

Uses differentiators 
to explain unique 
value proposition

Uses references to 
establish credibility 

Explains solution 
components and 

major features

Describes how the 
pieces fit together 

and how they 
deliver the benefits 

outlined on the 
front page



Feature Sheet
Audience: Technical Evaluators within Prospects
Goal: Show them that we integrate with Salesforce



It’s vitally important to explain why 
something matters.
Doing so, effectively, earns you the 
opportunity to explain how it 
actually works.
And you need to help your 
audiences to climb the knowledge 
mountain before they can truly 
appreciate your unique value.



Part III—Being Heard













It doesn’t matter if you 
have the best product if no 

one knows about it.

-Every marketer, ever



38

Adaptability

The best part of digital marketing is the 
ability to easily change content at almost 
zero cost. We just have to be willing to 
adapt.

What are
Digital Dynamics?
These are 5 characteristics that 
cause the digital world to behave 
quite differently than the physical 
world.

Speed 

The internet moves much faster than the 
physical world. News and ideas can 
easily spread quickly across a network – 
you can move faster than ever using 
digital.

Adjacency

Everything in the digital world is just a few 
clicks away, including competition. That is 
why a strong digital presence matters.
  

Scale

The ability of a small team to achieve 
large results is greater in a digital world. 
You can make a big impact with a small 
budget.
  

Precision

The overflow of data that exists in a digital 
world allow you to be precise with your 
targeting in ways that just weren’t 
possible before.
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Three things you can do right now
Here are a few best practices that you can start on right away.

UTM tracking

UTM tracking allows you to 
know what methods work and 
where your visitors come from.

Basics of SEO

Search Engine Optimization 
makes it easier for your 
customers to find you.

Using social media

Social media offers a low-cost 
means of promotion and keeps 
you in touch with the market.
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UTM tracking
A UTM code is a simple code that you can 
attach to the end of a link that Google 
Analytics can then read. This allows you to see 
what sources, channels, and campaigns are 
working.

There are 5 main things you can track using 
UTM parameters:

● Campaign
● Source
● Medium
● Term
● Content
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The anatomy of a URL

https://www.miovision.com/scout/?utm_campaign=example

Protocol

This is going to tell 
your browser what to 

do, and if the web page 
is secure

Domain name

This is the main 
website’s name

Path

This is which file you 
are accessing.

In this case 
“/scout.html/”

Tags

Known as “UTM 
Parameters” these 

allow you to track your 
link



42

How to start
To get started with UTM tracking you only need to have installed Google Analytics on your website.

To create a UTM tracked link, you can use a tool like the Google Campaign URL builder

Parameter Example value

Campaign example-campaign

Source twitter

Medium social

Content tweet-3

Term -- (this is only for adwords)

For https://miovision.com/example-page/ the end 
result for a tracked link in a tweet for 

example-campaign would be:

https://miovision.com/example-page/?utm_campaign
=example-campaign&utm_source=twitter&utm_mediu

m=social&utm_content=tweet-3 

https://ga-dev-tools.appspot.com/campaign-url-builder/
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3 things to do tomorrow
Here are a few things you can do tomorrow to get started

Install Google Analytics

You can install Google Analytics from 
here. It takes just a few minutes and then 
you will start collecting useful data right 
away.

Start tagging all inbound links

Moving forward, add UTM to all links that 
you own that are sending from another 
site to your own site.

Take a look at reports

Once you have started tracking you will 
soon have data that will help you to 
understand what channels and 
campaigns are working and aren’t 
working.

1 2 3

https://support.google.com/analytics/answer/1008015?hl=en
https://support.google.com/analytics/answer/1008015?hl=en
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Basics of Search 
Engine Optimization
The first place people usually turn to 
find answers is the internet. By 
optimizing your site to be easily read 
by both people and search engines, 
you ensure that you will be found 
ahead of the competition. 

There are a few key things that you 
can do to start developing solid SEO.

Create new content regularly

Recency of content plays a role in how 
relevant search engines consider a piece 
of content to be. New content creates 
new ways for people to find you.

Structure content

Your web content should be properly 
tagged with headlines and body tags so 
that search engines and readers can 
quickly figure out what you’re talking 
about.

Links!

One of the best and easiest ways to build 
SEO is to include relevant links. If you are 
mentioning a specific blog post or article 
from another site, link to it from yours.
  

Simplicity

A simple, easy to read, message gets the 
point home to readers more effectively, 
and it also makes it easier for search 
engines to understand your site.
  



Practical application of SEO

The most important and impactful changes you 
can make to your SEO are usually simple.

“B2B marketers that use blogs receive 67% more leads 
than those that do not.” – Hubspot

A good website is organized in a way that makes 
sense. For instance, pages should be structured 
with parent pages:

E.g., miovision.com/datalink/scout/
          (domain)            (parent)            (child)
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Blogging
Creating and regularly updating a blog 
is one of the most beneficial things you 
can do. Blogs diversify the topics & 
keywords that bring customers to you, 
and help to designate you as an expert.

Web page structure
Ensuring that your page is structured 
properly is important. The headlines 
and titles on your page should be clear 
and have <h1>, <h2>, <p> tags. The 
website should be easy to navigate with 
a clear hierarchy.
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3 things to do tomorrow
Here are a few things you can do tomorrow to get started

Install Yoast SEO for Wordpress

Yoast SEO is a tool that you can use for 
free with Wordpress. It reads your pages 
and tells you what improvements you can 
make. Aim for a green light on all pages.

Check current pages

Take a look at what you already have. 
Look at adding proper H1, H2, P tags to 
structure your content. Yoast will help 
with this as well.

Start a blog

Consider starting a blog on your website. 
Do you have someone that could manage 
posting articles? Would it be possible to 
have many different people help to write 
content?

1 2 3
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Using social media 
for business
Social media is a very cost-effective 
way to take advantage of digital 
dynamics of speed, adjacency, and 
scale.

Just by using content that’s already 
created and sharing others’ content, 
you are able to promote your business 
and listen to the market.

Here are some of the most important 
social channels:

LinkedIn

You can use LinkedIn to prospect for new 
employees, but it’s also a great spot to 
share longer posts with users that are 
more likely to be in a work mindset.
Medium/long posts.

Twitter

Twitter is one of the most important 
social networks for your business. It’s 
where people go to learn about what kind 
of business you are – who you really are.
Very short posts.

Facebook

Facebook Pages are important for a 
business especially since they rank high 
on search engines. Users may look for 
reviews or a quick description of what you 
do using facebook. Medium/long posts.
  

Instagram

Due to Instagram’s high popularity right 
now, it often ranks high with search 
engines. You can use Instagram as a way 
to visually share information about your 
products and services, or talk about your 
company culture. Images with some text.
  



The value of social media

Social channels feel more personal than web 
pages. They help to build trust from your 

audience.

“71% of consumers are more likely to recommend a 
brand to others if they have a positive experience with it 

on social media.” – Ambassador

Social media can easily be sustained by cutting up and 
recycling content you already have. For instance, you 
can turn one blog into 8 tweets, share it on Facebook 
and LinkedIn and post about it on 2 different Instagram 
posts.
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Social media & SEO
Social media content is indexed by 
search engines and ranked. The 
content that you generate helps drive 
people who may be interested.
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3 things to do tomorrow
Here are a few things you can do tomorrow to get started

Start a free Hootsuite account

Hootsuite is a free social media 
management tool. It allows you to create 
posts in advance and schedule them to 
go out at a later date, among other 
features.

Schedule 2 weeks of content

Once you get started you can very quickly 
create content. Try to find 5-10 pieces of 
your own content that you could tweet 
out over 2 weeks. You can then 
compliment this by sharing others’ 
content.

Share Miovision & other content

Find some content that you like from 
other users and re-share that. A great 
tweet format for this is: 

“Your message and opinion here. Check it 
out! | ow.ly link | #example #relevanttag”

1 2 3



 Agile marketing. 
at Miovision
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So we broke it down
w
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k
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Week 3 Week 4



Post-its!

=



Rapid Iterations - Programs vs Campaigns
● The second agile method that we 

adopted is rapid iteration

● Rather than creating single 
campaign and then losing the work 
when it’s over when we can we 
focus on longer-term programs or 
campaigns part of a bigger program



Rapid Iterations - Programs vs Campaigns
● This means that we can keep 

adding to campaigns over time and 
learning from each one to get better 
results for the next

● The content stays fresh but we 
polish the format and delivery



Part IV—Programs that Get Heard



Sandvine used a trifecta of video, whitepaper, and technical 
showcase to show the value of their unique charging 
capabilities



But does anyone really watch short videos to 
learn about technical subjects? YES!

● No internal sponsorship, 
lots of internal skepticism

● Total time invested: ~8 
hours, between 4 people

● It’s easy to make false 
assumptions, but there’s 
clearly an appetite for 
succinct technical 
content



Dejero is using whitepapers and technical showcases to 
show the unique value of the Smart Blending Technology



● Deeper content that speaks to 
technical evaluators

● Goes behind-the-scenes of The 
World’s Smartest Intersection

○ Introduces the architecture
○ Shows how the pieces work 

together to implement use cases
○ Wherever possible, shows results
○ Explains important concepts
○ Suggests how use cases could be 

modified or extended

Technical Showcase
Audience: Traffic Engineers
Goal: Explain how our products deliver powerful use cases



Connected infrastructure is a new idea, the idea of getting 
data back from that infrastructure is even newer. How do 
we speed adoption? Clear Signals!

One of the most technical 
resources we have ever 
created as also been one of 
the most successful.

● Most webinar 
attendees to a single 
webinar to date (512)

● Most downloads of any 
resource to date 75+ a 
week

● Solidified our leadership 
in the space



Source: Cromulent marketing

At 70 pages it’s a dense resource, but our 
main audience are engineers who are 
used to having textbooks on their desk. 
Ours looks like a leaflet by comparison

The leads are awesome, and we 
shouldn’t lose track that we want to do 
demand gen, but this campaign is 
enormous for sales enablement. Demand 
gen alone is such a narrow focus. This is 
a really important piece of content for 
existing contacts, who are in the middle 
of deal cycles

Technical content can feel overwhelming. It’s a huge 
investment. And many projects are doomed before they 
even begin.



“My question to marketers and organizations is: do you have a topic you 
want to talk to the industry about? Or does the industry have a topic they 
want to learn about? You need to start from the right place to be relevant. 

An eBook was just the appropriate medium. We didn’t start with, ‘We 
need an eBook!’ It was about creating the best content to address the 

market problems.”

—Matt Trushinski



Part V—Summarizing, and how 
can I (you) help?



● Recognize that there are many audiences—each has a different need
● Even different roles in the same audience have different questions
● Education is often a prerequisite for differentiation
● Use different pieces of content to achieve different communications goals
● Your marketers need to understand your technology, to some reasonable degree
● Someone needs to explain it to them—a good marketer will keep asking, “So what?”
● Something is going on your website—you’re all better served if it’s correct
● If you’re looking for market problems at the end of your product development cycle, 

then you’ve got major problems =D

Major themes, and opportunities to 
contribute



Hey, thanks.


