In Search of the EQL
(Or, How ‘Ideas With Value’ Make B2B Marketing Matter More)

Understanding how people think and act has always been
at the heart of the most powerful consumer marketing.
But as Rory Sutherland, Vice Chairman of Ogilvy UK and
founder of its behavioral science practice recently wrote,
“The prevailing assumption in B2B marketing…may be
that business decisions, unlike consumer decisions, are
entirely rational and made by people who are perfectly
capable of describing their needs. This is untrue.”

And indeed, it is untrue.
In fact, a growing body of research evidences
that emotion plays a significant role in B2B buying
decisions. A major study by Google and Gartner
indicates that, while the average B2C brand has an
emotional connection with between 10% and 40%
of consumers, 7 out of 9 B2B brands have emotional
connections with more than 50% of their customers.
An article published by LinkedIn last year further states
that, “At the end of the day, B2B purchase decisions
are made by human beings who see the impact of those
decisions in personal terms – not just professional ones.
They care about the outcome for their business – but
they care even more intensely about what that outcome
means for them.”
In a keynote presentation at B2B Marketing’s 2020 Ignite
conference, Reuben Webb, Chief Creative Officer at
global B2B marketing agency Stein IAS, stated, in an
age of purpose and now a time of crisis, human emotion
is front and center. This is a B2B revolution that’s been
building for some time. Webb went on to state that in
embracing digital marketing and marketing technology,
many B2B marketers have placed over-emphasis on
such measures as MQLs (Marketing-Qualified Leads)
and SQLs (Sales-Qualified Leads). His view is that
another measure – the EQL (the Emotionally-Qualified
Lead) – may be the most meaningful measure of all.
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“People yearn for
human connection.
B2B people yearn for
human connection.
They always do, but
now they really do.”
Reuben Webb,
Chief Creative Officer, Stein IAS

Emotions Influence Thinking
and Trigger Action
Emotions are an essential part of who we are.
They massively influence behavior in our personal
and business lives – which is why they are useful to
marketers seeking to trigger positive action.
But leveraging emotion in B2B marketing requires
careful consideration as well as frameworks that
can help determine how and when emotion should
play a role.
One useful framework is the widely referred-to
Wheel of Emotions developed by psychologist
Robert Plutchik. The Wheel of Emotions illustrates
the relationships between humans’ primary
emotions as well as derivative emotions.
Plutchik’s framework can bring clarity to the range
of emotions, which can sometimes feel mysterious
and overwhelming. Importantly, the derivative
emotions Plutchik sets forth provide fertile ground
for B2B strategic and creative exploration.
So, is ecstasy (one of Plutchik’s primary emotions)
appropriate for a B2B brand to leverage? Probably
not. But are its derivative emotions of joy and
optimism leverageable? Without question.
Is the primary emotion terror useful for marketers
to tap into? Almost certainly not. But its derivative
emotions of apprehension and awe certainly are.
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Robert Plutchik’s Wheel of Emotions

Primary Derivative
VIGILANCE

ANTICIPATION INTEREST

RAGE

ANGER ANNOYANCE CONTEMPT

ECSTASY

JOY SERENITY OPTIMISM

LOATHING

DISGUST BOREDOM REMORSE

TERROR

FEAR APPREHENSION AWE

ADMIRATION

TRUST ACCEPTANCE LOVE

AMAZEMENT

SURPRISE DISTRACTION

Combining Rational Value
and Emotional Value to
Create ‘Ideas With Value’
For most B2B organizations, rational value has long been their stock in trade. And, functional value
(e.g., product and solution differentiators) and economic value (e.g., ROI and TCO) will always be
essential to drive consideration and buying decisions.
But Stein IAS’ Webb and many other B2B leading lights make a compelling case that, today, it’s also
time to dial-up emotion in concert with rational. In his view, “One should never discard rational value,
but when you also add emotion into campaigns and communications, results grow exponentially.”
In Webb’s and the agency’s view, B2B’s three
most-leverageable dimensions of emotion include:
• Professional Emotional Value: Making a
decision-maker feel ‘this brand really gets me’
through deep empathy for his or her professional
role, pressures and opportunities

Professional
Emotional
Value

• Universal Emotional Value: Making communication
accessible beyond the confines of professional value
by leveraging universal emotional truths
• Current Emotional Value: Leveraging the strong
and contemporaneous feelings coursing through
the world
By imbuing an idea with these emotional values –
Emotional
ideally at least two per idea – Webb states through
experience that the idea takes on greater value in the
eyes of customers. By then also leveraging rational
differentiators, the idea rises even higher while also more
relevantly spanning the buyer journey. The net effect is
tremendous impact at every buyer journey stage.
Importantly, the relative emphasis on emotional value
and rational value should change as the buyer journey
progresses – with stronger emphasis on emotional value
at the awareness stage, balanced emphasis on emotional
and rational at the consideration stage, and stronger
emphasis on rational at the purchase stage.
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A ‘Campaign With Value’
– and Extraordinary Results
To illustrate an ‘Idea With Value’, Stein IAS’ EMEA Client Services Director Jeremy Bramwell points to a campaign
developed for long-time client Trelleborg Marine & Infrastructure.
A global leader in engineered polymer solutions, Trelleborg had launched a suite of digital offerings under the brand
name, SafePort. Within the suite, its SafeTug solution is highly innovative software that lets the captains and crews
of tugboats and the massive cargo ships or tankers they are berthing virtually see each other on tablets, as well as
see the other vessels in a port, all in real time.
The safety and efficiency advantages –
particularly the time saved in the berthing
process – are enormous. Thus, the rational
value SafeTug provides is considerable.
But according to Richard Hepworth,
Trelleborg’s Business Unit President, “We
needed an idea that would translate the
rational benefits of SafeTug into something
port owners, vessel operators and harbor
pilots could instantly absorb and emotionally
embrace. These people are quite attached
to traditional procedures. If you want to bring
something new into their world, they had
better feel good about it.
Stein IAS utilized its ‘Ideas With Value’
framework to conceive the idea, with the result
being a virtual reality (VR) experience that
sat at the heart of a multichannel campaign.
Armed with drones and 360-degree cameras,
the Stein IAS production team joined
Trelleborg at one of the largest ports in the
UK to video record the berthing process for a
57,000-ton tanker.
The VR video the team produced put
Trelleborg’s audience in the moment, so
they could literally, personally experience
the safety and efficiency SafeTug provides.
Hepworth says, “By going all out to film the
product and people in action in the audience’s
environment, we triggered the professional
emotional value of acceptance and trust.
We made them feel that we really got their
professional lives and challenges.”
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Both online and at events, where people experienced
the 360-degree video in VR goggles, the universal
emotional value of apprehension and excitement
at being at the helm of big ships was apparent. The
drama associated with gigantic vessels at sea made
the experience more likely to be shared and talked
about – which in fact it was. In Bramwell’s view, “The
current emotional value came through the 360-degree
VR aspect. It was very ‘now’ and triggered feelings of
amazement, especially among an audience that’s just
becoming comfortable with advanced technology.”
The campaign used multiple channels to engage
its audience. The website created for the campaign
featured the 360-degree experience and surrounded
it with content aligned with buyer journey stages. In all,
the SafeTug VR video experience, website and campaign
have earned Stein IAS more awards than any other work
in its 47-year history.

“By conveying professional,
universal and current
emotional value, Trelleborg
engendered a deeper
human connection with
people – which translated
into transformative results.”
Reuben Webb,
Chief Creative Officer, Stein IAS

More importantly, the campaign engaged over 25% of Trelleborg’s Total Addressable Market at an all-in cost
of less than £100,000. Overall, the SmartPort campaign, which SafeTug was integral to, delivered an 800%+
increase in MQLs (Marketing Qualified Leads) and 44:1 ROI.
The most important result, in Hepworth’s view, is that this ‘Idea With Value’ helped reposition Trelleborg’s
brand “from a product provider to its current status of business accelerator.”
For Webb, though, the most important takeaway is that the many ‘ MQLs’ generated were much more than
a qualified form fill. They were actually ‘EQLs’, or Emotionally Qualified Leads.

View the SafeTug 360-degree experience
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Stein IAS is the Post-Modern B2B Marketing
Agency. We fuse award-winning creative
and content experiences with the advanced
application of technology and data. Our focus
is connecting brand to demand to measurable
results. Founded in 1973, the agency works from
bases in New York, San Francisco, Manchester,
London, Paris and Shanghai. Our client
experience spans all B2B and B2B2C categories,
including financial services, technology,
life sciences, animal health and industrial/
engineering. Named B2B Agency of the Year by
the ANA for seven consecutive years and eight
times in the past 10 years, Stein IAS is one of the
world’s leading global B2B specialist agencies.
Craig Duxbury

President, Client Services
craig.duxbury@steinias.com
www.steinias.com

