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How top C-Suite leaders use 
‘Uncommon Thinking’ to 
spark money-making B2B 
growth machines
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	■ The SaaS era saw all of us go 
after ‘bad fit customers’ under 
the relentless mandate of 
‘growth at all costs’. Though 
we’re now working to more 
intelligent business models, 
you’re reporting fewer leads

	■ Even with a new profit-
focused ethos behind our B2B 
organisations, we still don’t 
measure marketing well, often 
ending up focusing on the wrong 
metrics and therefore the wrong 
tactics

If you’re finding it harder 
than it once was to turn B2B 
marketing activities into 
effective growth outcomes, 
there are valid reasons that 
may be factors.

Why is B2B 
growth so difficult 
right now? 

	■ In this era of ‘Do More With 
Less’, B2B marketing budgets 
are paltry; typically 1% of 
company revenue or less - and 
way off the benchmarks set by 
B2C marketing - peer-reviewed 
studies show startups rarely 
invest enough in marketing to 
make it effective

	■ We lack the confidence to use 
that miserable budget in any 
useful way; preferring to over-
rely on bottom-of-the-funnel, 
digital marketing tactics that are 
easy to report but don’t engage 
or grow the customer base in a 
compelling way
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	■ Studies show most company board 
members still lack marketing 
experience which filters down into 
poor (or no) strategy

	■ Only a fraction of your target 
market needs your product right 
now; this encourages businesses 
to chase the short term leads 
that make for favourable quarterly 
reports but at the expense of long 
term, sustained growth

	■ Marketing differentiation was 
already lacking but with our 
deployment of AI to drive content 
still in this early stage and lacking 
much sophistication, much of B2B 
tech marketing looks crushingly 
similar, resulting in a kind of 
marketing myopia

Jon Lombardo 
Co-founder, Evidenza

“�An under-discussed problem in 
B2B marketing is that nearly half of 
brands are today mistaken for their 
competitors. In other words, most 
marketing today triggers buyers to 
purchase a competitive brand, not 
the brand doing the marketing.”

75%
Three quarters of B2B ad budgets 
are wasted, driving absolutely no 
long-term growth.
The B2B Institute and System1 Research
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B2B Marketing has traditionally 
been the ‘1970s England Football 
Manager’ of the Go-To-Market 
strategy.   

Followers of the English national 
football teams are now used to 
seeing outlandish success: the 
Summer of 2025 saw the Lionesses 
win their second consecutive 
European Championship. The Men’s 
team have reached both semi-finals 
and finals of recent international 
tournaments, struggling to 
accommodate the many mercurial 
talents at its disposal on the way.

In the 1970s and early 80s it was 
Brazil, Argentina, West Germany 
and the Netherlands who were 
reshaping football for the world 
with flair, creativity and glamour to 
add to impressive mastery. 

Meanwhile, under old-style 
managers with long established 
beliefs, the England national team 
laboured under the seeming 
impression that brute strength, 
commitment and fastidious 
organisation would win the day. 

Under the likes of Don Revie and 
Ron Greenwood, players with the 
ambition and ability to conjure 
up moments of magic were 
rare. Worse, they were seen as 
‘mavericks’ and held at arms length 
from the international set up.

How B2B still suffers 
from ‘1970s English 
Football’ syndrome

Flair players with vision and skill to 
match such as Frank Worthington, 
Rodney Marsh, Stan Bowles, and 
later Glenn Hoddle and John 
Barnes, together amassed a fraction 
of the international caps their 
talents deserved.

They simply weren’t trusted. 

Until very recently, a similar attitude 
was held by the B2B marketing 
discipline towards rare creative 
practitioners with the ambition 
to think or sound different; to 
stand out from the crowd and use 
emotional storytelling (rather than 
base lists of product features) as a 
commercial weapon.

That’s begun to change. With 
numerous studies producing reams 
of data and evidence that creativity 
is a B2B growth multiplier, we’re 
witnessing a shift; in intent if not in 
actual practice.
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So that’s marketing… 
what about sales?  
Well, selling B2B 
products and services 
has also become harder. 

Then Now

7 touchpoints  
to engage a prospect

80 touchpoints  
to engage a prospect

20 touchpoints  
to close a sale

266 touchpoints  
to close a sale

70% of buyers 
wanted guidance

80% of the journey 
is done before they engage

3% of the market  
was buying

1% of the market  
is buying

Traffic visited your website Users ask AI

Sales is changing as fast as 
marketing in ‘B2B World’. In an 
almost peerless example of Big 
Uncommon Thinking, top sales 
organisations have shifted focus 
from ‘selling at customers’ to 
‘enabling buyers’.

Earlier this year digital sales 
room leader trumpet produced 
The Definitive Guide to Buyer 
Enablement. The report builds on 
insights from more than a million 
sales cycles, worked on by visionary 
sales leaders from Gong, Cognism, 
Hubspot and others 

It talks to changes in the way deals 
seem to work that your sales teams 
would no doubt recognise (why not 
go ask them).

For example: momentum in a 
specific sales process is building, 
the buyer’s keen, maybe even 
excited...then the deal just stalls. An 
astonishing 84% of B2B buyers say 
their priorities change at least once 
during the buying process. 

Most legacy sales processes don’t 
adjust fast enough, so deals lose 
momentum or die completely.

Even deals that feel like they’re 
progressing now face new lines 
of jeopardy. In 2025, 90% of 
buying journeys will have started 
even before your rep enters the 
conversation; 86% say they’ll 
abandon a vendor that can’t 
demonstrate ROI quickly. And if 
that wasn’t already making things 
complex enough, 73% of buyers 
now expect tailored experiences 
and content - your generic, one-
size-fits-all templates no longer 
command either trust or attention. 

Our customers are thinking 
uncommonly. Our entire GTM 
teams - not just marketing -  must 
do the same. 
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What is  
Uncommon  
Thinking? 

In 2024, the 
cost of ‘dull’ 
advertising and 
content to the US 
ad industry was 
$189bn - equal to 
the GDP of Greece
The Extraordinary Cost of Dull Content: eatbigfish, 
System1 & the IPA 

Thinking differently about your 
growth trajectory is imperative.

The average B2B marketing 
‘strategy’ obsesses over channels 
– often crammed into a well-
intentioned but ultimately 
redundant content calendar. Many 
of those strategies are bereft of any 
well-crafted segmentation, distinct 
positioning, stories or messaging. 

With an absence of these things, 
few B2B marketers understand how 
to turn a campaign into a manifesto. 
Few understand how or even why 
we’d build a solid business case 
to take to the CFO to argue the 
need to invest a hefty chunk of our 
budget on brand building. 

As a lean, stretched team 
looking to dominate your 
category in an exacting 
and complex business 
environment, you require 
distinctly uncommon B2B 
marketing.

Fewer still appreciate that, treated 
right, our brand actually stands to 
be our best sales tool, a powerful 
magnet for inbound leads. 

B2B marketers should learn from 
history’s (and television’s) greatest 
politicians, how to turn a ‘campaign’ 
into a manifesto 
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A practice for your whole 
organisation to commit to that will 
help marketing teams identify the 
fault lines that reduce your B2B 
marketing’s clout and effectiveness 
over time and break down the 
actions needed to reverse that shift.
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How do you 
know Uncommon 
Thinking when 
you see it?

Uncommon Thinking can mean 
any number of actions but it 
always starts with a question, 
taken seriously across the entire 
organisation: that question might 
be: ‘Is there a better way to do this?’ 

Or it could be: ‘What would be 
an ‘all-our-dreams-came-true’ 
outcome here and are we doing 
and measuring the right things to 
achieve that goal?  

Uncommon Thinking is about 
‘anti-laziness’; it’s an antidote 
to complacency. It has no 
central owner - this is not a 
siloed marketing best-practice 
- but instead feels like a cultural 
obligation and responsibility of 
everyone within your business. 

It’s like bleach to any legacy or 
established process that repeatedly 
produces sub-par, mediocre (or 
even ‘industry-average’) results. 

B.U.T The Value Of B2B Creativity� 9
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Four things that 
characterise acts of 
Uncommon Thinking:

1.	 It goes against the grain; it typically challenges a 
prevailing wisdom which is why it feels risky and 
uncomfortable

2.	 Something is improved as a result;  
uncommon Thinking is used to unlock a bad 
situation or advance a good one

3.	 It is organisation-wide; owned by nobody but 
encouraged, acted upon and celebrated by everyone

4.	The business - you and your colleagues - feels 
a surge; a thrill, as you execute on each act of 
Uncommon Thinking; things feel vital - as you 
repeatedly shed stagnant ‘norms’ - it is a motivator, 
driving stronger commitment and ownership 
 
This last point is perhaps the most powerful side-
effect of Uncommon Thinking. It’s easy to say but 
much harder to do to let go of hierarchical thinking 
when it comes to driving internal strategy. If 
though,regardless of someone’s budget or seniority 
- they feel they have the right to influence product 
development, pricing and other business decisions; 
it makes for a healthy, progressive business with a 
powerfully aligned, liberated workforce.

Uncommon Thinking often 
requires you to swim against the 
tide - and the courage to do so
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Big Uncommon Thinking: 
The Ultimate ‘Do More 
With Less’ Strategy

Rory Sutherland 
Vice Chairman at 

Ogilvy UK, TED 
Global speaker,  

Author of Alchemy: 
The Surprising 

Power Of Ideas That 
Don’t Make Sense

“�If you think creativity  
is expensive, you  
should try logic.”

Ogilvy vice-chairman Rory 
Sutherland says that creativity is the 
perfect tool for brands to achieve 
their aims when there is no money 
available. He notes: “Creativity is 
often seen as an extravagant luxury, 
self-indulgence. 

“The reality is that the best creative 
thinkers spend most of their time 
asking questions like ‘does the 
project need this?’ and ‘can it work 
without that?’”

Robert Updegraff took a similar 
view in his essay Five Creative 
Approaches To The Obvious, printed 
at the back of many modern 
editions of his book Obvious Adams. 

In solving a problem or completing 
a task, you should, says Updegraff, 
treat it as if it’s never been solved or 
completed before. 

“Strip off all the accumulated ideas, 
practices, methods, techniques and 
traditions,” he wrote. “Accumulated 
experience is valuable - but it 
can also smother and thwart and 
complicate doing the obvious. It 
takes simple, fresh, bold, original 
thinking to simplify anything.”
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Regardless of how you might feel 
about Paypal co-founder Peter 
Thiel’s recent foray into politics, 
there is huge worth in his take on 
the tyranny of ‘best practice’ in the 
introduction of his book Zero to 
One.

‘Today’s best practices lead to dead 
ends; the best paths are new and 
untried,’ Thiel writes. 

Thiel states that the single most 
powerful pattern he’s tracked in 
‘successful’ people is that they 
find value in unexpected places by 
thinking about business from first 
principles instead of formulas. 

Formulas for business success 
shouldn’t exist. How does anyone 
expect to copy another company 
and attain the same success, 
without the same people or 
context?

The problem with best practice 
is it stops you having to think. It 
prevents you from needing to look 
a bit harder and consider all the 
angles of a problem or opportunity. 

Of course, we should look to 
templatise certain processes. 
Otherwise we can’t scale. But 
templates and repeatable, scalable 
processes should be built on your 
own internal, collective Uncommon 
Thinking and open to constant 
scrutiny. 

Like any approach, uncommon 
thinking, or creativity, can 
succeed or fail.

However, Big Uncommon 
Thinking comes with a 
guaranteed advantage for those 
that deploy it. 

The difficult part of setting 
up a business to benefit from 
uncommon thinking is the first 
stage: getting buy-in. 

Become good at that however 
and you’ll reap dividends. 
Especially if you turn up a good 
idea. 

But even if you don’t, you’ll gain 
from the very fact that none of 
your competitors will imagine 
themselves the same idea. 

In fact, in B2B World it’s a fair bet 
you’ll be the only business brave 
enough to be thinking differently. 
This alone will win you buzz, 
gossip, headlines, awareness, 
reputation, a lodged position 
in your customer’s brain and, 
eventually, growth.  

Create;  
don’t copy
The various teams within marketing 
resource group OrbitalX co-ordinate 
and collaborate around custom-
built frameworks that often flex 
and evolve to meet specific market, 
client or internal needs. What is 
templatised and scaled within 
OrbitalX is a culture of freedom, 
and innovation that champions an 
open ‘test and learn’ approach. As 
a consequence, we have access to 
vast amounts of data on actions 
and likely outcomes that we feed 
back into the outlandish success of 
all of our clients. 
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How does 
Uncommon 
Thinking differ 
from creativity?

We’re in marketing. 
Our job is to help our company 
and product stand out. 
To be remembered.

If our brand, product or message 
isn’t memorable, we’ll not reach 
or sell to new customers and our 
organisations can’t grow.

Our remit, then, is literally to be 
different. We get paid to ensure our 
organisations don’t blend in. That’s 
hard. And because it often means 
taking risks - doing stuff nobody’s 
tried before and that might not 
work - it requires bravery.

It’s the job. Being brave is the 
job. Not many of us are doing it. 
Because being brave is scary; scary 
but necessary. 

If you don’t stand out - if people in 
your market and others don’t know 
you exist, you simply won’t get 
bought. 

To all the research below, add the impact 
of LLMs and the emergence of AEO to the 
‘findability’ of your brand  and one thing 
becomes clear: ‘think differently or die’ 
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Evidence continues to mount that 
creativity is an absolute requirement 
of commercial success in B2B.

However, even exploited at its 
fullest, this creativity is thought 
of by the various researchers (as 
well as most B2B leaders brave 
enough to use it) as a tool to deploy 
exclusively in campaigns and 
communications.

Such a narrow application 
of creativity however, leaves 
businesses benefiting from 
a fragment of its potential 
commercial value. OrbitalX deploys 
what we call Big, Uncommon 
Thinking as a devastatingly effective 
growth accelerator into product, 
process and people ops - both our 
clients’ and our own. 

Our Big, Uncommon Thinking is 
not considered a campaign tool. 
It’s an organisational principle that 
is helping businesses cut a swathe 
through the often adverse trading 
and market conditions.  

Regardless of how, where or when 
you use it though, the ‘uncommon’ 
part of Uncommon Thinking has to 
be of a quality you’d equate with the 
most creative of campaigns. 

Only then do you benefit from what 
advertising effectiveness research 
firm System1 calls ‘The Creative 
Dividend’.  

Creative ‘quality’, says System1, can 
be a massive 12x profit multiplier.

What’s the 
difference? ‘Owned’ by marketing Practiced by everyone

Deployed at campaign  
and comms level

Deployed throughout  
the business

Risky Risk free

Optional Not

B2B Creativity
OrbitalX 

Uncommon Thinking
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What could 
Uncommon Thinking 
look like in your 
business?
It’s an entirely progressive shift that 
B2B organisations have begun to 
understand that, far from being 
vague, fluffy, or ‘unbusiness-like’, 
creativity is a devastatingly powerful 
growth tool when exploited well.

The fact that it’s not tangible, 
predictable or measurable makes 
adopting creativity hard for many 
stakeholders. In addition, the idea 
of building a culture of creativity 
doesn’t perhaps sit well alongside 
the short-termism of a company’s 
need to report growth with every 
quarter. 

But for CEOs and CMOs brave 
enough, driving a creative approach 
to both your internal operations and 
your marketing outputs leads to 
disproportionate opportunity and 
financial returns.

Here are a few thoughts on how to 
do it.

The Three Ingredients of Creative Cultures
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How do you turn  
‘one-off’ creativity  
into a creative culture?

Creativity – the act of looking at a 
problem differently before solving 
it – can be transformative. Former 
Merlin Entertainments chief 
development officer Mark Fisher 
once said there are three necessary 
ingredients of creativity. 

These elements are seen as barriers, 
and are therefore reasons why 
most businesses never exploit what 
advertising legend Bill Bernbach 
called ‘the last unfair but legal 
advantage over competitors’. 

Bill Bernbach founded ad agency DDB 
in New York in 1949 with partners Ned 
Doyle and Maxwell Dane. Bernbach 
revolutionized advertising with a core belief 
that connecting with people emotionally is 
the most powerful way to move them to buy 
his clients’ brands. He focused on creating 
delightfully disarming work, believing 
the best ideas are the boldest and most 
surprising; the ones you don’t see coming. 

Best From The School of Bill...
•	 The 1959 “Think Small” series of 

advertisements for Volkswagen
•	 The “We Try Harder Because We’re  

Number 2” slogan for Avis, in 1962
•	 A sweary chicken campaign in  

2018: the “FCK” ad for KFC

B.U.T The Value Of B2B Creativity� 16B.U.T The Value Of B2B Creativity� 16B.U.T The Value Of B2B Creativity� 16
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Time 

You never believe you have 
enough time to do anything 
differently or properly so 
you just keep on sprinting. 
Thinking creatively requires 
you to actively make time to 
apply your imagination. 

One of OrbitalX’s values is to take 
an ‘OrbitalX pause’ - this is exactly 
what we use the pause for.

Outsider’s 
perspective 
If nobody in your business 
is practised in looking at 
everything as if they are using 
fresh eyes, you’ll never see a 
better way of doing anything. 

Another of our values at OrbitalX 
is ‘Feedback without fear’ - it’s 
everyone’s responsibility to speak 
up when they can see a better 
way of doing things; equally it’s 
everyone’s responsibility to create 
a culture of psychological safety in 
the way they receive that feedback.  

Bravery 
Creativity requires courage. 
You’re never going to get 
people to be creative if you 
don’t let them try something 
new and, by definition, risky. 
The question to ask yourself is 
‘do you want to succeed more 
than you worry about looking 
daft?’

‘Unconditionally lean in’ is the 
third of our five values at OrbitalX. 
This one is about committing to 
whatever it is you’re working on 
so that others around you feel the 
confidence to do the same.

Deceptively 
simple 
ingredients of 
that creative 
culture:
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Putting the work in to create a 
culture of safety and bravery has a 
huge impact on an organisation’s 
long term success.

In creative cultures it’s essential 
that everyone - including the SLT 
- to regard mistakes or backward 
steps as learnings. Psychological 
safety boosts collective intelligence 
and drives more success than any 
other factors when measuring the 
performance of teams according to 
a study by Google.

On the right is an old CV I made 
when (successfully) applying for a 
job that demanded a heavy focus 
on creativity. A happy by-product of 
making this CV was that it became 
visually very obvious to me that 
some of my big career mistakes and 
backwards steps were crucial to get 
me where I was meant to go. Some 
mistakes are good. Some wrong 
decisions turn out to be right.

Mark Choueke 
Chief Creative Officer, OrbitalX

Matthew Syed 
Rebel Ideas, p117

“�Individuals on teams with higher 
psychological safety are less likely to 
leave Google; they’re more likely to 
harness the power of diverse ideas 
from teammates; they bring in more 
revenue and are rated as effective 
twice as often by executives.”
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Soon after I joined OrbitalX, the 
three founders asked me to help 
lead an onboarding - a video call 
- for a strategically important new 
client. 

It was an early opportunity to 
impress my new employers - the 
founding team of a small but fast-
growing, entirely bootstrapped 
business. I prepped hard as I always 
do and felt nervous but ready for my 
first client call.

Despite my preparation, I was 
immediately knocked off guard by 
the client CEO’s somewhat difficult 
personality. 

The 90min call didn’t go well. I 
didn’t perform. I fluffed my lines and 
everybody knew it. It felt like a very 
public fail.

I couldn’t wait for the call to end. 
When it did, I slammed my laptop 
lid down and threw my headphones 
onto my desk. I was about to leave 
my home office to clear my head 
but I got pinged on Slack. The 
founders. They wanted a quick 
group debrief.

I sat down and logged back online, 
already preparing my ownership 
speech - an acknowledgement  
that I’d not done well but  
would learn from it.

Personal case study: 
Mark Choueke
Partner and Chief 
Creative Officer, OrbitalX

They barely let me speak. 

One by one, they took time to 
carefully reassure me that the 
bad call was their fault; that 
accountability was theirs and not 
mine; that the relationship could 
be ‘saved’ (it was), and apologising 
for putting me in a position where I 
might feel responsible. 

There was no blame. No politics. 
No passing the buck. Just freedom 
to talk. And laugh. And plan to do 
better, together.

This is psychological safety. And it’s 
why all my OrbitalX colleagues feel 
supported in trying new things and 
being their best.
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Want Big Uncommon 
Thinking? Here’s what  
to ask your agency. 

Uncommon Thinking can be 
deployed in any number of ways. 
As you read earlier, it starts with 
questions: the right questions.

For example, when you go to 
market to find the right growth 
partners to help your lean team 
thrive and dominate your market, 
try the following: 

Don’t ask them if they use AI; 
ask them how they use it - do 
they use technology bluntly? Or 
intelligently?

If they jump to share their company 
values, ask yourself; ‘what does 
all this actually mean? How does 
it benefit me?’ (We expect the 
same question if we mention our 
commitment to ‘feedback without 
fear’ or the power of an ‘Orbital 
Pause’).

Ask them how they hire the 
people you’ll be working with and 
whether, like OrbitalX, they measure 
a candidate’s ‘adversity quotient’.

Ask if they insist on your sales 
leadership being present in the 
room when selling marketing 
services whenever possible.

When they tell you about their end-
to-end and fully integrated offer, 
ask whether ‘end-to-end’ really 
incorporates data, performance, 
brand and storytelling, thought 
leadership, paid media, PR, 
events, social media and business 
development.  

Ask their clients whether these 
disciplines are all determinedly 
best-in-class and how the various 
experts work across your brief as a 
single team. 

OrbitalX is, according to its clients, 
“...at the cutting edge of GTM” with 

“an obsession over performance that 
delivers expertise and exceptional 

results month on month...”
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For that matter, ask them whether 
they consider themselves as an 
agency or as a marketing resource 
group. Ask if they understand what 
it means to ‘meet clients where 
they are”.

Do they have a Chief Experience 
Officer or a Chief Creative Officer 
on their leadership team? Should 
they? 

Check whether they’re investing 
in the industry by building a 
supportive community and  
movement like we have with our 
“Do More With Less” podcast; or 
upskilling GTM leaders like we do 
with our popular Marketing Under 
Attack series?

Honestly, don’t take anything 
for granted. Just ask.
If they’re as good as they say 
they are, they’ll love your 
questions. 

Ask how they might provide 
lean, stretched clients with 15 
marketing skillsets for the price of 
one.

Ask them to show you what 
your organisation’s Pipeline 
Predictability Matrix looks like. If 
they know what this means and 
can do it for you, is it shared free of 
charge?

Show them our DemandWEBS 
programme, our Cascading 
Content or our Irresistible Offer 
of Knowledge and see if they have 
anything that compares.

The content we create for our 
market is designed not just to 
extend our reach but to elevate 
and enhance B2B marketing
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Grow 
Intelligently  
with OrbitalX

We deploy intelligent growth 
systems so you consistently hit 
revenue targets and dominate 
your category, giving you the 
resource to roll out the modern 
day marketing team.

OrbitalX is a Marketing Resource 
Group, an end-to-end service 
that helps the B2B software 
companies scale pipeline by 
onboarding 15 essential GTM skill 
sets into your business as your 
performance obsessed team.

The bridge between sales and 
marketing without adding 
headcount, backed by cutting 
edge technology, all at the cost 
of a single hire.

We specialize in complex value 
propositions with a sales-led 
motion.

We’re the anti-agency that 
strives for a team-like feel that 
meets you where you are, 
executes alongside, or brings 
fresh ideas to your go-to-market 
motion through DemandWEBS.

Systems starts delivering high-
quality leads with first party 
buyer intent within just 3 weeks.

Reduce Cost Per Acquisition. 
Expand Accounts.  
Hit Revenue Goals. 

Offer

Offer

Offer

Offer

Pipeline
Generation

Social

Watchable
Content

Emails

Business
Development
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What We Deliver

Story
	■ Online event narratives

	■ Leadership interviews

	■ Customer case studies

	■ Sales enablement

Execution
	■ Online event execution

	■ Video production, cascading 
content

	■ Paid social promotion, Lead 
Magnet, Video and asset 
promotion

	■ Sales Enablement, Irresistible 
offer of knowledge, knowledge 
gap stack

	■ Asset creation, client case study, 
reports

	■ Online event promotion, calling, 
email and social

	■ DemandHub, buyer journey 
optimization

Data
	■ ICP and named account research

	■ CRM data cleanse, data debt 
diagnostic

	■ Signal tracking, and buyer intent

	■ CRM integration

Trusted by the most 
progressive companies 
in the world

Email josh@orbitalx.com to arrange a chat today

Our End-to-End System Covers:

From Series A to Private Equity.  
The marketing resource group for...

...�and many more across 
UK, EU, US & APAC. 


