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CHAPTER 1

Introduction

THE B2B landscape has undergone a significant transformation over
the years. The emergence of digital technologies and platforms has

created a drastic impact on marketing strategies. In an information-hungry
age, customers are playing a more active role very early on in the sales
process.  The role of digital marketing is to address this change in the
sales process by reaching the prospects at the right time. Companies have
thus modified their B2B digital marketing strategy to include the digital
channels like email, social media, content marketing, etc. to establish a
strong brand presence and drive lead generation and nurturing.

Digital marketing helps companies meet key marketing objectives in a
B2B landscape:

Establish Brand Presence: By reaching the prospects early on with a
focused approach, digital marketing helps establish a solid brand presence
with the audience. Content marketing is a key strategy that creates a strong
impact by supplying information to the prospects and drives demand
generation.

Establish a Communication Framework: Digital marketing establishes
a communication framework through a multitude of channels like email,
websites, search engines, social media, etc. which increases the reach and
allows companies to establish an environment where the target audience
can interact easily with the company.

Lead Generation and Nurturing: Lead generation can be improved by
delivering content and information across a variety of digital channels
and networks. Digital marketing enables relevant and focused targeting
which ensures that the number of leads goes up. Providing educational
content for these prospects can build a product preference early in the
sales process, nurture the leads and move them forward.

Analytics, Insights and ROI: Digital marketing provides actionable,
updated, insights; analytics, and a large scope for measuring the ROI of
the marketing tactics employed. This allows marketers to optimize them
and make their depending on which industry you’re in, you can expect
success from a variety of marketing channels and activities. This article
will help you understand which B2B marketing channels you should
focus on while wishing to boost and create a solid marketing strategy to
help your passions come to life!

The B2B landscape has
undergone a significant
transformation over the years.
The emergence of digital
technologies and platforms have
created a drastic impact on
marketing strategies. In an
information-hungry age,
customers are playing a more
active role very early on in the
sales process.  The role of digital
marketing is to address this
change in the sales process by
reaching the prospects at the
right time. Since the media
consumption behaviour of
modern B2B customers is still
an evolving field, the present
article attempts to find out the
types and trends of digital
channels in B2B communication
and to provide with the
suggestions to improve the
growth of the business by using
digital channels like email
marketing, social media
marketing, paid advertising,
and many more.

* Partner Consultant, Adobe
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Why Digital Channels?
Before we get into the specific

channels, why would you want to
look to digital B2B marketing
channels?

There are several reasons why
many B2B companies need to look
at digital channels. For example,
digital B2B marketing channels are:

1. Cost Effective

Compared to outbound
marketing, digital marketing is
extremely cost-effective. Digital
marketing allows your business to
get the best possible ROI for your
campaigns as you can get more
bang for your buck, especially with
exposure!

I mean, think about how much
money is required to print
advertisements which only touch
those who physically see those
prints? With digital marketing, you
can easily monitor your spending
and make adjustments to help you
get the most out of your digital
marketing at a higher exposure rate!

2. Easy to Track

With tools like Google
Analytics, digital marketing can
track where your money is going
and how effective it is towards your
target audience. You can
use Google Analytics to evaluate
site visitors, time spent on your
pages, conversion rates, and so
much more! How sweet is that?

Since you can track your
numbers, you’ll be better able
to pinpoint the strategies that best
optimize your budget and
campaigns. This also allows you to
test various strategies for better ROI.

3. Brand Enhancing

Digital marketing also helps
your business brand appear higher
in search results for keywords and
phrases related to your business.
Through PPC and SEO efforts, your
business can be more apparent to
more people rather than being
locationally limited by paper-
driven marketing and old school
tactics.

4. Quality Filled

Digital marketing allows you to
actively reach and find people who
are already searching for your
products or services online,
enabling you to earn you more
qualified leads.

With traditional marketing
strategies, you increase general
awareness for your B2B business,
but you might not have direct
revenue associated with the people
you truly want to reach. You might
be reaching the masses, but you’re
also wasting money on people who
are not actively looking for your
services/products.

5. Quick Results

There are many digital
marketing channels that can work
quickly, so if you’re looking to boost
web traffic, leads, and revenue fast,
they can be great options.

For example, PPC advertising
can start bringing in quality leads
in just a few hours. PPC also
allows you to customize and
optimize your strategies based
on the data you gather as you
start to reach more potential
customers.

B2B Marketing Channels to
Focus On

Now that you understand why
digital marketing is so beneficial,
let’s take a look at B2B marketing
channels you should focus on!

Paid Search and Digital
Advertising

It doesn’t matter how incredible
your B2B business is, how
optimized your site is or how much
your customers love you. If you
aren’t a “hot” or well-known
business, you’re probably going to
struggle to show up at the top of the
search engine results page with
organic efforts alone.

This is especially true if you’re
trying to rank for highly competitive
searches where businesses are
looking for specific products and
services.

Pay-per-click (PPC) ads and
paid social advertising can help
you get the attention your B2B
business deserves!

Google AdWords, in particular,
is an excellent platform for B2B
businesses to explore. You can
create ads that will be shown to
users searching for specific queries,
allowing you to appear at the top of
search results when potential
clients are actively looking for your
specific services/products.

For example, if you are a B2B
business selling office furniture,
you would want to make sure you
are top search result like below the
Google searches:

Paid social media is a great way
to grow your client pool. You need
to be apart of the action to compete
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as a B2B business but, more
importantly, you need to make sure
you are specific and targeted.

To succeed with paid social,
you need to think outside the box
and consider clever options like:

• Targeting specific audiences

• Creating engaging ads

• Promoting special offers

• Sending follow-up customer
service pieces

• Setting call for specific actions
you want potential clients to
make

digital marketing strategy more
effective.

As more and more innovations
come out in the future, the B2B
landscape will continue to evolve,
with digital and social media
marketing playing a much bigger
role.

You have the branding,
financing and everything squared
away, but with the wide range of
channels you can use for your B2B
marketing, it can be easy to get
overwhelmed. There is a lot to plan,
let alone having to allot a budget to
each channel, so putting together a
flourishing B2B marketing strategy
can be tough!

Content Marketing

There are a lot of studies out
there that have established that
publishing a consistent amount of
content a month can considerably
raise your website traffic!

Content marketing, whether
that be blogging, whitepapers,
eBooks or podcasts, really works if
you do it correctly. Each time you
publish engaging content, you’re

creating a new opportunity to get
found on search engines, social
media, and by new potential clients.

Now, before you feel over-
whelmed thinking you need to
write novels of meaningful content,
know that effective B2B content
marking is not a matter of writing a
200-word blog post a few times a
week or posting a beautifully made
video campaign.

B2B content marketing is about
giving potential customers value,
information and a reason to choose
you. Whether that is sharing helpful
information, creating enter-
tainment, or developing a
“community” that helps them feel
a part of something “bigger,”
content should give people value. If
you do that, potential customers
will want to invest and engage with
you.

Here are some of the tips and
creative ways you can use content
in your B2B marketing channels:

Quality over Quantity

Make sure you are not just
pumping out content for the sake of
numbers…you need quality content
and helpful information people will
want to share and engage with.

That being said, you should aim
to publish new content weekly,
because Google algorithms reward
sites that share relevant, consistent
and original content that people
find helpful!

Make Sharing Easy

Make sure you make the most
out of your work by having “share”
or “save” options that enable your
readers to immediately share your
content on their social media pages.

Why not get more exposure if
you can? Offering an easy share
option makes people more inclined
to comment and share your content
on LinkedIn, Facebook and other
platforms! Again, any exposure is
good exposure!

Brainstorming is Key

If you struggle to think about
what to write about, start to
brainstorm topics relating to your
B2B business. For example, if I own
a B2B phone service, I could start
brainstorming a list of relevant
topics and questions for my blog/
posts like:

• Phone Statistics in 2018

• Comparing and Understanding
Phone Support Payments

• Tips and Tricks for Increasing
B2B Telephone Sales

• FAQ: Mobile Services and B2B

• What are Effective B2B Sale Call
Techniques that Work

• How Mobile is Reshaping B2B
Marketing

• How to Make a Good First
Impression on B2B Phone Calls

Offering meaningful resources
in your B2B marketing will bring
more people to your website. And
those people are more likely to need
your services at some point since
they are already looking for
resources on similar topics.

Video is Key

B2B content marketing has also
seen the benefits using video /
virtual reality, as 91% of B2B
marketers subscribe to content in the
form of videos, podcasts, and even
webinars.
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What can we learn from this?
People like watching videos online,
so presenting in-depth and
interactive content will appeal to
your audience and more so engage
them.

For example, B2B business
juggernaut SalesForce, made the
informational video where
customers could learn more about
a CRM and how Sales Force can
help grow their business. As a
customer, this is a helpful video that
makes you to research more into
Salesforce and their services. It is
high quality, informative, and leaves
you feeling supported by the
Salesforce crew!

This is how video can work for
your business! Effective B2B content
videos can include:

• How To Videos

• Explainer Videos

• Tutorial Videos

• Interview Videos

• Business Mission Videos

• Company Culture Videos

• GIPHS

By creating content like this, it’s
easy, engaging and creatively
sharing information with potential
customers.

B2B content marketing is one of
the best long-term investments you
can make in your business. It’s not
the quickest way to get more sales,
but it will eventually become your
biggest and most profitable source
of new revenue.

Social Media Marketing

Going hand in hand with
content marketing, social media is

another great B2B marketing
channel you should use!

The power is in your hands to
create social media content that will
set you apart as thought leaders in
your field. Quality content not only
builds you a name and niche, but
you will build relationships with
the people who care about your
services and products.

People are looking for answers
and as most people spend the
majority of their day on their mobile
phones/social media accounts,
why not help them find solutions
in the places they are spending
time?

No need to spend money on
billboards, banners behind baseball
diamonds or bumper stickers. You
can easily be seen on the social
media channels people use daily!
Many B2B marketers are reluctant
to embrace social media, but this will
help you share information cheaply
and more effectively.

The main points you will use
social media for are:

• Cultivating and growing
relationships

• Establishing your social
platforms value

As B2B businesses directly
communicate with the individuals
they serve, social media becomes a
natural way to reach people looking
for solutions. You don’t need to post
excessively but just consistently
with quality content that sets your
business apart as a resource and
meaningful place for people to visit!
(quick tip, use apps like Buffer and
Hootsuite to create social media
posting schedules—it saves time
and sanity!)

Know that most social media
advertising is cheap, effective and
helps you create a sense of
reliability! Utilize social
strategies, paid social videos and
hosting live events! All of those
actions will help set you apart
as a relatable, approachable and
engaged business that is
wanting to be a resource to potential
clients!

Do research on which social
media channels make sense as there
is more than just LinkedIn.
Facebook, Twitter and Instagram
have become incredibly popular
places for people to connect with
businesses. Also, consider
communities like YouTube and
Google+.

Remember, social media is
about connecting with your clients,
but it also helps you understand the
topics, pain points and interests of
your target audience so you can
address them in real-time.

Email Marketing

Email marketing is the cheapest
form of internet advertising as it
essentially complements your other
digital marketing efforts. All you
usually have to pay for is some sort
of email marketing service like
MailChimp, Hubspot or Autopilot
HQ. You can confidently focus on
this channel because it has lots of
statistics on being the most revenue
driven B2B marketing channel for
most industries!

Email is easy peasy and it can
be a fun way to share news, tips,
personalities and the success
behind your B2B business. Some
tips and tricks for successful
B2B business email marketing
include:
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Sexy Subject Lines

When thinking about subject,
verb and object, there is only so
much interest you can create in a
short little email subject line. Be
snappy, informative and unique
with your subject lines! To do this,
look for interesting verbs and action
items.

For example, if you want to
inform a business about your PPC
advertising software, look at the
following examples:

“Confess: Your PPC is a
Mess” versus “Get PPC Help
Today!” 

Out of those two choices of
subject lines which one strikes more
of an interest and adds a snappy
subject? You need to be thoughtful
with every email piece element as
you need people to open and be
interested in what you are sending
to their inbox.

We live in the world of SPAM,
so be different and creative!

Effective Preview Text

People have the attention spans
of goldfish these days, so the first
few sentences of your email—and
especially your preview text—will
be important. Many email marke-
ting tools will allow you to set the
preview text.

A basic rule is to avoid having
generic phrases like “see more” or
“view in browser.” The preview text
should have snazzy teaser
information that gives readers an
interest to click and read your
content! To this effectively look at
including:

• “FOMO” phrases like: Today
Only, This Month, This Week

• Incentives and Freebies

• Strong Call to Actions

By including elements like this
in your preview text, people will
more than likely open your content!
It is different and gives them
incentives!

Be Personable

In a world of bots, spammy
messages and generic stock photo
content, being personable can give
you a real edge. By creating emails
with a personal voice that focus on
personal experiences, stories and
humor, you can build empathy,
understanding and connection
with your readers. You have to
connect with the customer story if
you want to be successful at B2B
email marketing!

In the age of “act now” and
generic attention to customers, it
pays to be genuine and using
personal voice.

Get to the Point

Your audience is quickly trying
to understand what you need in an
email so do not have a fluffy
introduction—get to the “meat.” If
your audience doesn’t recognize
your brand, then aim to be short and
to the point in your emails.

Be Thoughtful About Sending

You need to be thoughtful on
when you want to send a specific
call to action and email content out.
If you have a holiday sale coming
up, think proactively, not reactively.
If you are a B2B business that works
with accounting firms, it does not
make sense to send email marketing
promotions during the year end and

times they will not be able to make
decisions.

Think in the minds and sche-
dules of your customers so they can
effectively intake your messages.

Email marketing is both an art
and science. For the science portion,
remember that email deserves
revenue credit and logistical
planning. The art of it comes with
the craft of your effective messaging.
Be thoughtful with both!

Keep Emailing!

Even after you close a contract,
keep using email marketing—you
never know when a customer will
refer business your way. Whether
it’s a potential client or a former one,
email keeps your business top-of-
mind.

Event Networking

One old school B2B marketing
channel that is still effective is
networking. Although digital
marketing is wonderful, sometimes
the personal touches are still key.

If you are a B2B technology
business, sometimes the best way
and the only way to fully appreciate
your services or products are in
physical experiences like events
and conferences. These events
allow you to make personal
connections that are sometimes lost
in translation over emails and
phone calls.

Here are some ways to get the
most out of your networking efforts:

Research Attendees and Target
Audience

First and foremost, make sure
you are going to conferences and
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events that make sense. Do your
research to see what type of
businesses and individuals go to
the events you are looking
at. Business events offer B2B
companies of all sizes valuable
introductions to relationships that
could result in big contract deals.
So make sure you are connecting
with leadership levels and
businesses that make sense for your
business!

Before you even go to the
event, research 10 target
companies you’ll find there and
connect with their attendees on
LinkedIn. Message them and
introduce yourself and share you
are looking forward to connecting
at the event. This will help you
break the ice while making it
easier to identify the person while
at the event.

When you’re at the
event approach people, spark
conversation, add value to their
business and you’ll start to build a
potentially meaningful relation-
ship.

Don’t Rush Things

Events are for sale funneling,
building relationships and
exposure, not to close deals! Do
not come off pushy and look for
ways you can understand the
businesses you are connecting
with on a deeper level so you can
have more hooks for later meetings
and asks. Ask the right ques-
tions and look for ways your
business connects with their pain
points.

You want to give them value
and a relationship not just a
transactional contract. This will
take time!

Don’t just hear a customer’s
answer, listen to it. What you are
listening for are clues to their
unique needs and how you can
answer them. By doing so, you
create a sense of trust, connection
and produce better results!

Connect with Tech

Don’t be THAT guy who does
not show up with business cards!
Although business cards are old
school, they are still a networking
staple.

On top of exchanging
information, be confidently
proactive and follow up with them
a day or two after the event sharing
how pleasant it was to meet and
connect with them. This is also a
great time to connect on social
media.

BONUS: Weirdly enough,
sometimes the personal touches of
the past are forgotten. So, beyond
events, making personal old-school
touches like handwritten thank you
notes after meetings are key to
setting yourself apart!

Channels You Can Use

With these different B2B
marketing channels, it’s up to you
to see which ones will effectively
work through tracking your results
and seeing which ones customers
respond to. By balancing the
strategies above with direct
marketing strategies, you are bound
to grow your B2B business to new
heights!

CHAPTER 2

Theoretical Background

Here are the different channels
you can choose from to know which
works best for your company and
the goal of your B2B marketing
strategy.

With the wide range of
channels you can use for your B2B
marketing, it is so easy to get
overwhelmed and invest budget
and time for each. However, that
shouldn’t be the case.

B2B marketing differs from one
type of industry to another, and
each channel may work greatly for
one but not for the other. Knowing
when and where to put your B2B
marketing budget will give you a
more accurate conversion, thus a
mature and successful marketing
structure. Further, each channel has
its own strengths and weaknesses
and should attune to the objectives
of your marketing strategy.

What’s more is that some of the
existing B2B marketing channels
might not be as effective today as
before. You should also find the
time to update them and see which
channels you should drop and
which ones you should optimize.

Although digital marketing is
currently changing the landscape
of the industry, traditional B2B
marketing channels are still quite
dominant with businesses.

Here are the different channels
you can choose from to know which
works best for your company and
the goal of your B2B marketing
strategy:
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1. Email

If you want to have higher
chances with your channel, then
you should invest in a good email
marketing. You can confidently
focus on this channel because it has
been at the top of lead generation
tools, as it acquires the most revenue
for most industries specifically
manufacturing and logistics
businesses.

What you can do is target the
right business with the right type of
content at the right time. This
outreach is for your content and not
for your sales right away. Take note
that this is not direct marketing yet.
You’re just trying to show that your
content is valuable to your
consumers’ inquiries and problems.

2. Content

Various statistics have
established that publishing 16
times a month in your blog will
generate 350% more traffic. Whether
that be blogging, whitepapers,
videos, or microsites, all of these are
content that actually works.

In the dawn of a more
interactive and involved content
marketing, B2B marketing has also
seen the benefits using video/
virtual reality, as 91% of B2B
marketers subscribe to content in the
form of  videos, podcasts, and even
webinars. Moreover, B2B
consumers like watching these
videos online. It allows you to
include in-depth and interactive
content which engages your
consumers.

Tech companies should turn
their eyes to content marketing if
they want to generate more
business. At 14%, marketers also see

publishing answers to consumer
inquiries very valuable in their B2B
marketing strategy.

On the other hand, health and
pharmaceuticals could find the cure
in their lackluster marketing
performance when they focus
on content marketing as well. This
is because businesses would like to
do their research first about health
and well-being. Providing articles
that would answer their health
questions ranging from basic to
complex should help them
understand everything better.

3. Social Media

Although social media is not
seen as a direct channel for
conversations, it can definitely help
you create more engagement
between you and your consumers.
For lead-to-deal conversion
rate, social media came in strong at
third place right after referrals and
company website.

Do further research on which
of specific social networking sites
work for you best. YouTube and
Google+ communities might help
you rank better, while Pinterest and
Instagram allow you to present big
ideas and bring the name of your
business on a higher scale.
Remember, social media should
also help you observe your
consumers’ pain points and
address them in real time.

4. Organic Search

You may flip the world upside
down, but SEO still rules as one of
the best B2B marketing channels.
B2B marketers use organic search
to be a part of the “consideration
stage” of the consumers, which is
where they shortlist a number of

brands and analyze which ones
would best deliver their needs.

Plant an idea in their minds
and let your website be the
cultivator, as well as allow your
consumers grow on their decision
to make that purchase (and not
wanting them to purchase right
away just like in B2C). That’s why
you need to rank better in the search
results. Be the first one there.

5. Direct Marketing

Direct marketing is the total
opposite of inbound. You
explicitly reach your audience
through messages that you think
will benefit them. Outright, you’re
trying to sell them a product.
Telemarketing is one of the more
prominent channels for this
strategy. After researching who
your target audience is, calling
them is the next step with a
prepared pitch at hand.

According to Demand Gen
Report’s 2016 Benchmark Report,
five of the top nine lead generation
channels still come from direct
marketing. Moreover, inbound and
outbound marketing both generate
business for a B2B marketer (small
to mid-size companies) at 84 per
cent.

6. Events

This might be as old as the
classic fairy tale, but events
marketing still gets the job done for
tech companies according to 14 per
cent of the marketers. It is only fitting
because the details and intricacies
of technology can only be fully
appreciated during physical
experiences like events and
conferences.
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Growing your networking
during these events allow you to
present value proposition and
reliability for the transaction that’s
bound to happen.

With these different channels
presented, it’s up to you which ones
you want to activate. However, that
decision should be more informed
after reading the benefits it could
give you. Alternately, you could ask
the help of companies who
do marketing solutions for a guided
journey in your B2B marketing.

With the wide range of
channels you can use for your B2B
marketing, it would be easy to get
overwhelmed and optimize each
channel known and allot a budget
for each. However, that shouldn’t
be the case. Here are the different
channels you can choose from to
know which works best for your
company and the goal of your B2B
marketing strategy.

Essential B2B Marketing
Trends for 2019

The key trends that business-
to-business marketers need to act
on in 2019:

Since we’re now well into 2019,
it’s a natural time for all marketers to
review the marketing tactics they’ve
used this year and assess their
approaches against other businesses
in the sector. For marketers involved
in the B2B sector, there are some
particularly pressing issues which,
if they can be addressed will help
‘feed the funnel’ and develop more
quality leads.

A good starting point for
reviewing the trends that will make
an impact next year is to think
through innovation across all the

main digital marketing channels. In
our article on marketing trends for
2019, we asked marketers to assess
the techniques which would give
them the biggest uplift on business
in 2019. The results show that the
top rated techniques which should
get focus next year are closely
aligned with B2B sector, which has
for the past couple of years been
realising the importance of new
technologies such as real-time
personalisation, marketing
automation and mobile.

1. Marketing Automation

Marketing automation is the
perfect technology for B2B
marketing. It provides an automated
way of scoring and nurturing leads
with relevant content along the
journey to purchase. Yet our
research on Marketing
Automation shows that many
businesses aren’t fully exploiting
marketing automation since they
are at an early level of maturity.

Dave Chaffey of Smart Insights
will be speaking at B2B Marketing
Automation Expo 2019 where he
will cover some of the best ways to
get started with Automation.
Speaking at last year’s show - he
covered key techniques to consider
to get started or go to the next level :

• A multi-step welcome sequence
which can be made more relevant
with dynamic content - a more
advanced technique.

• Lead scoring and lead grading
so that rules can be put in place
to send more relevant emails or
outbound calls when prospects
are qualified.

• Use of re-marketing on third-
party sites to nurture prospects

who have shown interest in a
product or service.

2. Content Marketing

Content marketing is a
technique that has been used in B2B
marketing for many years, but in
recent years, the popularity of
inbound marketing has given more
attention to share blogs and social
media. Over the past three or four
years, readers have voted for the
importance of Content Marketing
amongst the marketing activities
available. Within content and
inbound marketing, I think the
ongoing discussions will be around
getting the right balance of content
quantity, frequency and quality
and of course, measuring the ROI
of Content Marketing. This article
around research from Buzzsumo
gives an interesting summary
explaining that Content Mar-
keting’s Future Depends on Shorter
Content and Less Content. I agree
with the less content part, although
not necessarily the shorter content
part as research shows that longer
content can be more effective in
business-to-business blog posts.

Content marketing is a great
tactic for B2B marketers because
the long customer journey means
customers will want to do plenty
of research before purchasing and
compare several different
providers.

3. Web Personalization

Website personalisation is a
well-established technique for
Ecommerce sites but traditionally
has been less widely used within
business-to-business. It is
surprising since personalisation of
emails using techniques such as
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dynamic content insertion as
described above is popular.

There are now SaaS products
such as BrightInfo and Evergage
which make web personalization
services more affordable for smaller
companies. These may also include
automation features to recommend
the most relevant piece of content
within the nurture path.

4. Channel Integration

With so many separate digital
marketing channels there is a
tendency to focus on individual
channels, but an integrated
nurturing process can reap
dividends. One key trend here is the
integration of different channels.

Another data point on this
trend is this research on the top
channels for generating B2B
leads by Ascend which is a sense
check that B2B marketers aren’t
chasing the latest fads whilst not
spending the lion’s share of their
time on the channels delivering the
vast majority of their leads or sales.

Another benefit of marketing
automation is that it enables
businesses to join up the customer
journey between the website and
emails, not only with email
sequences when someone registers,
but also through closing the loop
and identifying when a prospect
downloads content in future, so
showing their interest or ‘digital
body language’ and further follow-
up.

Another form of integration in
nurturing is through re-targeting or
re-marketing in Google AdWords
where ads can be served to
previous site visitors on Google’s
display network. This option has

been available for many years, but
the trend is that new options are
available with social media. Within
B2B, LinkedIn is important and
there are now new options to target
within the LinkedIn programmatic
service. Facebook and Twitter have
also extended their re-targeting
options this year as part of this
trend.

5. Account-Based Marketing

Account-Based Marketing or
ABM is an established approach in
B2B marketing, particularly within
larger organizations who have
structures and processes to target
key accounts.

ITSMA which first pioneered
ABM more than 10 years ago,
defines it as “more than a sales or
marketing approach; it is a
collaborative strategy that engages
sales, marketing, subject matter experts
and delivery professionals, as well as
key executives in the chosen client
account to determine where and how to
best meet the client’s unique business
challenges. With deep insight into the
client’s business and key goals, this
collaborative team creates a well-
orchestrated marketing and sales
campaign for a single account.”

Previously, ABM was a tactic
or mindset which was poorly
supported by most Marketing
Automation services which focus
on individual customer records.
The trend is for automation services
to include ABM features which
make it easier to nurture groups of
people automatically through email
and re-targeting.

6. Mobile Marketing

It goes without saying that the
shift to mobile is a key trend for B2B

marketers, as it has been for several
years now. We’ve included this for
completeness since Google tells us
that most businesses have a
responsive site, so you could say it’s
no longer a trend. However,
changes that will affect B2B
marketers in 2019 (particularly
those who don’t know about them)
including Google’s new mobile-
first index and potential penalties
for pop-ups.

Mobile now accounts for over
half of web traffic, and where
previously B2B companies could
assume that their customers would
be researching them on desktop
devices, now a new breed of
business owner using mobile
devices to research solutions on the
go means B2B marketers need to be
sure that their content is mobile
optimised to ensure a smooth
process for users on all devices.

Over half of B2B businesses
have mobile sites and mobile apps,
which shows the industry is finally
starting to get is act together on
mobile. For some industries, having
a mobile app won’t be necessary,
but really all should have mobile
responsive sites. Even if none of your
customers are arriving on mobile
devices (which some certainly will),
you still need a responsive site
because of Google’s ‘mobilegeddon’
update, as otherwise you’ll be
getting penalised. B2B buyers are
increasingly using mobile devices,
so a mobile optimised site is an
absolute necessity.

7. Social Media

This research shows that B2B
businesses tend to get the best
results from LinkedIn and Twitter,
but are present across a wide range
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of social networks. Youtube and
Slideshare also stand out as
particularly effective, whilst
Google+ is very ineffective
considering the majority of B2B
businesses are using it.

Creating a B2B Digital
Marketing Plan

With B2B social media, it’s often
important to prioritise, as whilst it
is easy to set up an account on a
new social network, it requires
plenty of effort to run it effectively.
Focusing only on the most effective
networks is usually the best tactic.

B2B is different - that’s the
common opinion, and not just
when it comes to marketing and
communication. What arrives to
B2C often needs a bit more time in
B2B.

1. Data Driven Marketing

You should no longer drive
activities and campaigns that you
cannot measure! Without
exception! The insights from data
insights for the further
development of activities and
campaigns are essential and
valuable. They also create the
basis for a constructive and
factual discussion that isn’t based
on subjective decisions of
individuals.  Data driven
marketing is far from being state-
of-the-art in the B2B environment.
What may also be new in 2019:
The analysis of data is only one
side of the coin. Because here we
learn what our target group is
doing and can adapt and
optimize our activities. The other
side of the coin, however, is the
context, meaning the motives and
background, why a target group

is doing something. The analysis
of data without context is
therefore only half the battle.

2. Good Content

How many times have we
heard in recent years how
important content is. Unfortunately
it is true! What is good content?
Good content is authentic,
differentiated, creates added value
for the target group and is highly
relevant. Relevance takes into
account at least one of the following
three dimensions: If it is interested
in the target group (news value), it
emotionalizes the target group
(emotional value) or benefits the
target group (service value). Invest
in good content!

3. New Communication Formats

Let’s use the wide variety of
new communication formats at
our disposal. Many formats are
not new to the world nor to B2B,
but they are not consistently used.
Let’s think about short videos,
animations, podcasts,  info
graphics, good journalistic texts,
stories, communities and blogs.
Think of new technological
possibilities such as virtual
reality, augmented reality and
chat bots. For example, we know
that audio-visual content reaches
a wide variety of audiences - these
media are rarely used. In my
opinion, podcasts are one of the
most underrated formats ever.
Take advantage of the variety of
formats and provide a budget for it.

4. Cross Channel and Dialogue
Communication

Marketing and communication
has become more complex. Many

digital touchpoints have arrived in
recent years, making the customer
journey more complex for many B2B
sectors. The challenge is often to set
relevant content consistently across
different channels, so that content
also reaches the target group -
analog and digital together, not
separately. Content and channel
strategies play a significant role
here.

While the number of customer
touchpoints increases, we have
witnessed the decline of media-
centered communication. For
example, a B2B company sends out
a press release and journalists act
as gatekeepers. This works partly
still, but loses importance. Today
and tomorrow, it’s about dialogue-
oriented communication, in which
“likes” and “comments” from target
groups are highly relevant. We can
also call it the “f-elements”: friends,
fans, followers and feedback! The
opinions of friends, fans and
followers mean more than
marketing messages from
companies. Marketing phrases and
big corporate rhetoric are
immediately revealed. We are
moving from “business generated
content” to “user generated
content”. Whoever manages to
establish the real dialogue with
their target group and thus build
trust and credibility, takes a big step
forward.

5. Customer Experience

Customer Experience is one of
the buzz words of recent years and
is also true in B2B market-
ing. However, customer experience
is not the same as personalization
and is now being partially
accepted. Personalization is
certainly an important facet and
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new to many B2B companies to
increase the customer experience.
For me, customer experience is
every touchpoint and experience
with a brand - online and offline.
Or, as Hartmut Koenig of Adobe
once wrote in an article about
customer experience, “The quality
of any experience can be described
by the parameters useful, usable
and desirable”. If we transfer it, e.g.
to B2B e-Commerce then good
customer experience helps the
customer to simply shop online
(useful), to make it easy (usable)
while having fun, being surprised
and having a great experience
(desirable).

6. Marketing Automation

I’m absolutely convinced that
Marketing Automation is the topic
over next few years in the B2B
environment. I call it “the five-year
wave”. What is currently in the B2C
environment considered state-of-
the-art will be the new standard in
the B2B environment in five years.
That’s how it is with marketing
automation - we are in the middle
of this wave. Marketing automation
is a software solution for
automating marketing processes,
planning and improving cross-
channel campaigns, analyzing and
optimizing activities, generating
leads, driving and personalizing
content - yes, even incorporating
artificial intelligence.
7. Eco-system

Make or Buy? Develop
competences yourself or outsource?
These questions have to be decided
by every company individually. In
any case, a holistic eco-system of
external partners, experts and
agencies is crucial to strengthening
the outside-in perspective. Let’s be

honest, a few B2B companies
currently have the internal skills,
resources and market know-how to
carry out A/B or smoke tests,
develop personas or even develop
landing pages to integrate them into
a campaign and track it with Google
Analytics within a few days.
However, many need help. They
will need to build up their eco-
System or network. Don’t wait, just
do it!

8. New Work and Leadership
Culture

Fast, innovative and agile -
these are some of the adjectives that
surround us today in the digital age.
This sheds new light on many
traditional B2B approaches like
leadership, cooperation and how to
act in daily business. We are
experiencing a paradigm shift that
cannot be more fundamental.
Interdisciplinary teams instead of
unit and knowledge silos, dialogue
instead of top-down, collaboration
and feedback instead of control.
The skill set of Marketeers and
communicators continues to evolve.
Examples are moderating
capabilities in communities and
visibility within the target group.
Let’s take another look at Marketing
Automation, which I described.
Marketing Automation will not
only strengthen the collaboration of
marketing, sales and communi-
cations units in B2B companies, it
will also help to resolve silo res-
ponsibilities and increase the value
of the company in the long term.

9. Learning from Start-ups

Has your company
participated in Silicon Valley
tourism? Everyone goes there to look
at Facebook, Google and many

start-ups. Soberly assessed, you can
learn something from the value
culture of the start-ups. Large B2B
companies usually behave like a
cruise ship in the Caribbean with a
small engine behind. Progress is
slow, based on many years of
experience. The Cruise Ship sails
safely and quietly, embedded in a
sea full of IT- compliance and
governance rules and approval
loops. In contrast, the start-up
world has many fast and agile
speed boat examples. They work
transparently, are eager to
experiment, and live in flat
hierarchies. In addition, they have
developed better methods and
approaches to produce new
products. Consider sprints, scrum
and design thinking, business
model canvas, the value of
customer centricity, and the
minimum viable product (MVP)
approach. The constant focus on
“build - measure - learn” when it
comes from an idea to a product.
All of these methods and
approaches are internalized and
represent a vibrant culture. B2B
can and must learn from this.

10. Digital Branding

Every experience and every
contact of a customer or other target
group with the brand of a company
shapes the perception with the
brand. Digitalization and the
extension of the customer journey
through digital channels are
creating many new customer
touchpoints. This is an opportunity
to refresh the brand, strengthen the
brand’s relevance in the digital
world, synchronize it with the
analog channels, and further
develop its brand image.
Incidentally, this applies online as
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well as offline in order to create a
consistent brand image.

Digital marketing for the B2B
sector has been moving from the
experimental stage to a mainstream
consideration in recent years. Once
considered a less significant aspect
of the marketing mix, digital
marketing is now becoming a core
component of the marketing mix but
despite some creative campaigns
with substantial budgets, many
digital channels are still relatively
unknown for B2B marketers. Social
Media is one such example.

Many readers might find it
difficult to believe, but B2B
e-commerce spending actually
represents more than 85 per cent of
total e-commerce spending
worldwide (IDC Company, 2012).
With online marketing yielding the
most business leads for B2B
companies (Sagefrog Marketing
Group, 2012) lead generation has
always been a major drive for their
digital marketing spends.

Digital is involved at every stage
of the buying process, from research
and lead generation to lead
nurturing. Businesses therefore see
online mediums as very efficient
methods of solving business
problems quickly. To move the
medium into the space that retail and
other major B2C companies operate
in, B2B digital communication needs
to become more than a message, it also
needs to spark conversations.

Evolution 
To look at the opportunities in

digital for B2B businesses, I first
want to take a step back and look at
some fundamental changes in
marketing over the last 70+ years.

In the 50s, we saw the era of
information, where brands were
competing with each other for the
biggest share of voice, demonstra-
ting why their product or service is
better than another. Once techno-
logy developed and TV sets were in
every household, brands were able
to develop an emotional connection
to the audience. This has now been
taken a step further and what your
audience says and does for your
brand is changing the way people
make decisions on products.
Marketing 3.0, the ‘era of participa-
tion’, has been with us since around
2007, but the B2B sector has struggled
to take hold of this. In fact, it’s still the
benefits and service of the products
themselves which account for most
of the core messaging.

A recent Neilson report found
that, using a % as a measure of trust,
“Earned media has a 92 per cent
trust with paid media a 54 per cent
trust”. With this in mind, it is
important that we understand how
to communicate with our audience;
remembering to encourage
engagement and not simply push
promotional messages at them.
Communication with another
business online is not the same as
speaking to a consumer. There are
different considerations, not least of
which the complex nature of the
product or service, so not a different
approach must be taken.

Communication Strategies
Digital has been developing

over the last couple of years into a
powerful lead generation tool, but
as a communication channel, B2B
marketers are still some way
behind. A B2B salesperson may not
always be the most trusted

communicator, and the internet
offers a channel through which
long-term relationships can be
established with two-way
communication.

The B2B market has a real need
for creative communication, as the
complexity of the products and
services they offer can dilute the
brand’s core messaging.
Essentially, word of mouth and
referrals can be the two most
important aspects in marketing a
B2B business.

There is much discussion
within digital marketing circles
regarding Social Media for B2B and
how it can be used to encourage
these two aspects. B2B marketers
are still struggling to find the best
way to develop and execute
strategies. For these companies,
customer service and support,
including lead nurturing, are high
on the agenda for Social Media.
Acquisition is yet to surface as a
valuable characteristic, as
understanding the metrics for
measurement of Social Media in the
B2B space is a complicated
undertaking.

A number of top tier agencies,
including 4Ps Marketing, have been
working to develop quantitative
techniques to understand the value
of social acquisition strategies.
Surprisingly, this is still in its
infancy for B2B companies, yet
unless this continues to be developed,
it’s unlikely that investment in social
communi-cation for lead acquisition
will flourish.

Content and Context
Every 60 seconds there are 2

million views of content online. For
B2B marketers, the challenge is
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“How can I build a content strategy
that drives interest in the products
and services I sell?” Targeting the
right audience through push tactics
may well raise awareness of your
brand, but the context of this
message is of utmost importance. A
B2B purchase tends to be much
more complex and high-risk in
nature and finding the right
audience is simply not enough.

The big decision makers
conduct 40 per cent of their research
outside of work hours. Being
available to this audience is
something all B2B marketers need
to consider. Digital channels, such
as Google paid search, have
traditionally excluded this traffic
these are often the core hours, so
should not be ignored. When the
audience is in the right frame of
mind and has the time to digest the
content that your company has
produced, you need to make sure it
is available to them.

Summary
Often, the audience of decision

makers online is relatively niche for
B2B companies. The digital world
has blown the door open for users
to engage with relevant industry
content. Building an online strategy
online communicates with these
audiences at the right time, in the
right place and with the right
message may seem obvious, but it
still bears repeating that unless this
content targeting is utilized, the
communication will be lost.

You don’t always need to ask
the question “where are the
decision makers?”, but instead
“How do I reach them?” You may
need a business owner to make a
decision on product choice, but they

are less likely to be influenced by
push marketing activity, with word
of mouth more important. Therefore,
reaching their influencers becomes
the real strategy.

CHAPTER 3

Literature Review
The usage of social media and

the Internet has increased
substantially over the past few
decades. Business-to-Consumer
(hereinafter refer to B2C) include
social media into their marketing
strategy to achieve marketing aims
and objectives of the company.
Business-to-Business (hereinafter
refer to B2B) companies have also
started to use social media in their
marketing activities. In addition,
B2B companies have understood
the potential in getting a feedback
from consumers as well as
establishing communication not
only with consumers, but also with
partners of the Internet and social
media (Keinänen and Kuivalainen,
2015).

In spite of the popularity of
social media marketing, its
importance in shaping commercial
online interaction and its huge
potential in supporting brands
(Christodoulides, 2009; Leek and
Christodoulides, 2010; Lindgreen et
al., 2010), there are limited
researches of how social media
communication has an impact on
success of brands, especially B2B
companies. There is insufficient
evidence of data and researches on
how social media helps B2B
companies to achieve their
marketing aims and objectives.

The aim of this paper is to
analyse existing academic

literature and researches and to
discuss the role of social media in
B2B field. Secondly, this paper
proposes the evidence of social
media importance for B2B
companies. Thirdly, it illustrates
online tendencies in social media
for B2B companies. Finally, this
study explains why B2B companies
are lagging B2C companies on
social media activities.

Social Marketing for B2B:
To Use or Not to Use?

Kaplan and Haenlein (2010)
identify social media as: “a group
of applications on Wide World Web
that permit to create and exchange
content between users. Social media
platforms include: social network
(Facebook, Twitter), professional
networking websites (LinkedIn),
media sharing websites (YouTube,
Instagram), discussion forums and
blogs (Agarwal and Yiliyasi, 2010).

Organizations include social
media in their online strategy and
suggest their consumers to follow
their pages on social nets by putting
direct links to Facebook or Twitter
from their corporate websites. They
use the social network to
communicate and promote their
brand (Kaplan and Haenlein, 2010).

Some people believe that new
technologies and social media
might not be suitable to B2B
companies, because of the specific
of their field. Buehrer et al. (2005)
emphasizes internal and external
difficulties in adoption of new
technologies by B2B companies.
Certainly, some researches claim
that many B2B companies adapt
very slow to new technologies and
trends due to barriers such as lack
of budget, time, necessity of taking
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some trainings, negative attitude
about effectiveness, as well as
unfamiliarity with the particular
technologies and tools (Buehrer et
al., 2005). Earlier studies directly
connect the size of the company
and innovative adoption. The
researches propose that smaller
companies are more flexible and
accept innovations and new trends
faster than large companies
(Frambach and Schillewaert, 2002).

Michaelidou et al .  (2011)
stresses that almost three quarters
B2B small and medium
companies in the study do not use
social media to achieve their
marketing goals. The reasons for
not using social media are the
following: most of the companies
believe that social media are not
effective in their industry for
achieving marketing and
business goals, less than half of
companies that do not use social
media are not sure in effectiveness
of social media in B2B. Limited
knowledge of social field, as well
as limited resources and
experience make small and
medium businesses unconfident
in using social media channels to
achieve marketing aims.

This anecdata has been
supported in a recent B2B study on
social media. In 2015, only slightly
more than a third of B2B marketers
had a documented content strategy,
less than half had a verbal-only
strategy and less than 15 per cent had
no strategy at all. However, the study
stresses that B2B marketers who have
a documented content marketing
strategy get better outcomes than their
colleagues, who do not have a
documented strategy.
(Contentmarketinginstitute.com,
2016).

Potential for B2B Companies

Baird and Parasnis (2011) claim
that most people use social media for
personal purposes, such as staying
in touch with family and friends.
Besides, the study emphasizes that
business companies believe that
customers interact with
organizations on social platforms not
to get some information about new
products or services, but to get some
benefits (discounts or sales).

Michaelidou et al. (2011)
emphasizes that more than 90 per
cent of B2B companies in the study
use social media to attract new
consumers, 86 per cent use social
media to interact with their existing
audience, 82 per cent with the help
of social media expect to increase
brand awareness, less than half of
companies in the study expect to
get feedback and information from
their customers.

According to the
Contentmarketinginstitute.com
(2016) research, more than 90 per
cent of B2B marketers consider
social media an effective marketing
tool for B2B and use it in their daily
work. Anecdotal evidence proposes
that social media is an essential tool
for B2B organizations (Shih, 2009).
Barnes (2010) believes that an
effective marketing strategy should
include social media tools, due to
advantages and opportunities,
which B2B company could achieve
by smart implementation of this
strategy. With the help of social
media business companies can
communicate with their existing
and potential consumers and
generate value for their brands
through information, knowledge,
conversations, relationships and
e-commerce (Sharma, 2002;

Breslauer & Smith, 2009; Tsimonis
and Dimitriadis, 2014). In addition,
B2B organizations could use social
media not only for interaction with
their customers, but also to build
strong relationships and trust with
prospective partners in terms of
B2B sales (Shih, 2009). Earlier
researches stress that because of the
non-transactional nature with the
help of social media it is very easy
and comfortable to collect feedback
and information from consumers
and to initiate two-way
conversations with them (Enders et
al., 2008; Kaplan and Haenlein,
2010). Moreover, communication
through social media channels can
help companies to recognize
problems that they have and find
solutions to them (Shih, 2009;
Tsimonis and Dimitriadis, 2014).

Michaelidou et al. (2011) stress
that according to the study almost a
third of B2B small and medium
businesses use social media, the
majority of them use Facebook (more
than three quarters) as a platform to
meet their aims. Moreover, the study
shows that companies, that
implemented social media in their
marketing strategy as a rule use more
than one social platform. In addition,
half of the companies do not invest
into social media or they use only 1
per cent of their marketing budgets.
Besides, none of the B2B firms in the
study plan to diminish their
investments in social media, while
almost half of the companies in the
study plan to increase their
investments into social media.

In addition, Schulze (2013)
emphasizes the following most
popular B2B social activities:
posting content on a company blog;
building relationships with social
influencers and bloggers; using
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different sharing platforms, such as
YouTube, Flickr and Slideshare.
Additionally, in 2016 content
marketing trends in North America
include: social media content - other
than blogs - 93 per cent of B2B
marketers use social media to
achieve their marketing goals; case
studies - 82 per cent of B2B
marketers use this tactic. More than
80 per cent of marketers use blogs
and in-person events. Less than 80
per cent of respondents in the study
post articles or videos on their
website. Besides, B2B marketers in
North America use illustrations,
photos, white papers, infographics,
webinars and online presentations
as their content marketing tactic to
achieve business aims
(Contentmarketinginstitute.com,
2016).

Challenges for B2B
Companies

Business experts and
academic literature agree that in
general B2B marketers fail
business-to-consumer (hereinafter
refer to B2C) marketing specialists
in theory and practice of social
media usage (Adiele, 2011; Bruhn
et al., 2014; Fiore and Schneider,
2016). One reason is that, in
general, interest in social media
has been constantly increasing
since 2004, while the specific
interest in social media of B2B only
appeared in 2010 (Michaelidou et
al., 2011). Another reason is that
services and products that B2B
companies suggest to the
customers are often more complex
and complicated than B2C
services or goods. According to
Chernov J., Vice President of
Marketing at Kinvey, “B2B

companies have problems with
social media because many of
them do not understand that
social media requires a combi-
nation of business and technology
approaches” (Marx, 2013).

Additionally, Dibb and
Simkin (1993) consider that B2C
consumers are more indulgence-
driven than B2B customers. This
is the reason why in B2B
communication, the message and
media reliability for interaction
with consumers are more
essential.  What is more, B2B
marketers face more difficulties
than B2C because they should find
the balance between casual and
informal style of messages to be
understandable for their target
audience and at the same time not
to create a frivolous impression
(Habibi et al., 2015). Also, B2B
products and services are more
knowledgeable than B2C. Greater
product sophistication means that
B2B buyers tend to depend on
more information about the
product due to the higher level of
risk included in high-value
purchases. As a result, customers
prefer to research the information
about the product more carefully
and detailed, using different
channels (Jerman and Završnik,
2012; Jussila et al., 2014). What is
more, social media allow
consumers to get greater
knowledge by searching various
online communities, blogs and
forums.

One of the challenges that B2B
companies and marketing mana-
gers face is too many social media
platforms and types of contents. In
addition, all social media activities
should be coordinated with the

sales funnel stage giving the
permission to decision-makers to
access various types of information
regarding their buyer readiness
stage and receptivity to information
types (Habibi, 2015).

CHAPTER 4

Research Methdology

Objectives of the Study

1. To find out the types and trends
of digital channels in B2B
communication.

2. To understand the role of digital
channels in B2B communication.

3. To provide with the suggestions
to improve the growth of business
by using digital channels.

Method of Data Collection

The data was collected by
means of informal interviews,
questionnaire and observation. Both
primary data and secondary data
was used to collect the information.

Primary Data

The data required for the study
was collected from questionnaire
survey among B2B marketing
executives & customers.

Secondary Data

The Secondary Data was
collected from the website, reference
book, research paper, etc.

Sample Size

Sample size was 100 or as per
project sampling requirement.

Sampling Method

Random sampling method.



FOCUSWTO.IB •  April-June 2019 (Vol. 21 No. 2) 47

ARTICLES

Strongly Agree 
17%

Agree 
21%

Neutral
6%

Disagree
20%

Strongly 
Disagree 

36%

Strongly Agree 
24%

Agree
32%

Neutral
5%

Disagree
21%

Strongly 
Disagree

18%

CHAPTER 5

3. With tools like Google
Analytics, digital marketing
can track where your money is
going and how effective it is
towards your target audience.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree
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Data Analysis

1. Compared to outbound
marketing, digital marketing is
extremely cost-effective.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

2. Digital marketing allows your
business to get the best possible
ROI for your campaigns as you
can get more bang for your
buck, especially with exposure

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree
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4. You can use Google Analytics
to evaluate site visitors, time
spent on your pages,
conversion rates, and so much
more.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

5. Digital marketing also helps
your business brand appear
higher in search results for
keywords and phrases related
to your business.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

6. Digital marketing allows you to
actively reach and find people
who are already searching for
your products or services
online, enabling you to earn
you more qualified leads.
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• Agree

• Neutral

• Disagree

• Strongly Disagree
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7. There are many digital
marketing channels that can
work quickly, so if you’re
looking to boost web traffic,
leads, and revenue fast, they
can be great options.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

8. B2B content marketing is about
giving potential customers
value, information and a reason
to choose you.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

9. As B2B businesses directly
communicate with the
individuals they serve, social
media becomes a natural way
to reach people looking for
solutions.

• Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

Strongly Agree
31%

Agree 28%

Neutral 5%

Disagree 20%

Strongly 
Disagree 16%

Strongly Agree
40%

Agree 30%

Neutral 12%

Disagree 17%

Strongly 
Disagree 1%

Strongly Agree
26%

Agree 31%

Neutral 20%

Disagree 21%

Strongly 
Disagree 2%
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10. Email marketing is the cheapest
form of internet advertising as
it essentially complements your
other digital marketing efforts.

•  Strongly Agree

• Agree

• Neutral

• Disagree

• Strongly Disagree

Findings
• Compared to outbound

marketing, digital marketing is
extremely cost-effective.

• Digital marketing allows your
business to get the best possible
ROI for your campaigns as you
can get more bang for your buck,
especially with exposure.

• With tools like Google Analytics,
digital marketing can track
where your money is going and
how effective it is towards your
target audience.

• You can use Google Analytics to
evaluate site visitors, time spent
on your pages, conversion rates,
and so much more.

• Digital marketing also helps your
business brand appear higher in
search results for keywords and
phrases related to your business.

• Digital marketing allows you to
actively reach and find people
who are already searching for
your products or services online,
enabling you to earn you more
qualified leads.

• There are many digital
marketing channels that can
work quickly, so if you’re looking
to boost web traffic, leads, and
revenue fast, they can be great
options.

• B2B content marketing is about
giving potential customers
value, information and a reason
to choose you.

• As B2B businesses directly
communicate with the
individuals they serve, social
media becomes a natural way to
reach people looking for
solutions.

• Email marketing is the cheapest
form of internet advertising as it
essentially complements your
other digital marketing efforts.

Conclusions
In a world fixated on changing

consumer behaviour, there’s been
an enduring assumption that how
brands sell to business audiences
has not and will not change.
Wrong. From the influx of social
media usage, the rise of the visual

web and a truly mobile first
approach to just about everything,
consumer trends are influencing
the B2B buying process like never
before.

So do we really know who
today’s new B2B buyers are, and
how best to attract their attention?

Perhaps surprisingly,
European research from Google has
found that modern day B2B buyers
are considerably younger and more
digitally savvy than ever; in fact,
40% of European researchers are
aged between 18 to 34. At one end
of the spectrum lie buyers who are
complete digital natives and don’t
know a world without mobile. At
the opposite end are buyers who
have witnessed with their own eyes
the recent digital evolution and
adapted with the times.

There is no doubt that B2B
buyers are becoming younger and
more commercially aware in their
approach, but making a business
purchase is still a well-researched
and considered decision. Often the
sales cycle is long, comprising
multiple stakeholders. So how can

Strongly Agree
26%

Agree 25%
Neutral 10%

Disagree 17%

Strongly 
Disagree 20%
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PR help a brand to capture the
attention of buyers (and
researchers) and be included in the
shortlist of one or two vendors, or
how can they insert themselves into
the sales cycle once it has already
started?

Overall, brand consistency
must be a priority when creating a
good customer experience. It is the
responsibility of B2B communi-
cators to acknowledge that the
customer’s experience of the brand
is equal to the importance of its
products and services, delivering
engaging customer service
initiatives, efficient e-commerce
platforms and intensive customer
research to accurately predict
the future preferences and needs of
B2B buyers.

But how does this work in
practice, when communications are
coming from many different areas
of the business?

With 18 per cent of
companies saying that digital
marketing is separate from the rest
of the business and other marketing
functions (according to data from
Econsultancy), it’s clear that B2B
brands still tend to approach
communications in silos (such as
the ‘mobile team’ or the ‘social
team’) – they’re not integrated. The
problem with this approach is that
customers expect to interact with
brands across multiple devices and
platforms. If the approach is siloed,
the customer journey is disjointed.

“B2B marketers need to stop
selling and start inspiring – bringing
more emotion into content production,
rather than just promotion.”

At a recent event hosted by
Nelson Bostock Unlimited, Tony

Mays, European PR director at AVG
Technologies, agreed that many
organizations have some work to
do to fully integrate PR and
marketing functions in order to
drive a consistent customer journey.
For Tony, the solution lies in
addressing the culture of the
business, particularly regarding
content creation, rather than trying
to control all of the content and
messaging around the business
centrally. B2B brands need to learn
to relinquish more control to their
customers and stakeholders across
the organization. This process of
breaking down barriers to content
creation, he argues, will ultimately
lead to far richer and more
meaningful output from the brand.

According to Econsultancy,
Barclaycard has made a successful
transition into a ‘brand publisher’,
creating content across multiple
channels for business customers, by
more closely aligning its marketing
functions around a common
purpose. In a competitive market,
the brand is continuing to focus on
content creation rather than
revolving around product-led
initiatives. Barclaycard is a great
example of a brand that refuses to
be boring, and genuinely
understands that its customers
prefer relevant human interest
stories and that B2B marketing
doesn’t need to be overly corporate
in tone.

B2B brands need to remember
that they sell to people. As a result,
many of the tactics around B2C
communications and marketing
strategy can be applied in a B2B
context. To create engaging and
interactive content, put yourself in
the shoes of the new B2B buyer

audience, understand their
challenges and build a campaign
around those insights. There are
many B2B brands getting it right by
creating content that isn’t self-
serving and can be repackaged to
fit across all stages of the sales cycle
to ensure consistency in messaging
and customer experience.

Recommendations
Digital marketing is opening

windows of opportunities for B2B
marketers to promote their
companies on a wide range of
digital marketing channels—
including websites, email, social
media, organic search, paid search,
mobile and display ads, for
example. With so many options, a
common question B2B marketers
ask is: Which digital marketing
channels should I use? Before
planning an effective digital
marketing strategy, marketers need
to understand the different
channels, including the pros and
cons. With this insight, they can
identify which channels are most
likely to work best for their
businesses.

A Digital Marketing Plans
study found that B2B marketers
find seven digital channels to be
most effective. Those digital
marketing channels are listed
below. 

Best Digital Marketing Channels
for Lead Generation

• Websites and Blogs

• Email

• Social Media

• Organic Search

• Paid Media
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• Mobile Ads

• Display Ads

To help you answer the
question—Which digital marketing
channels should I use?—we’ve
prepared an overview of the pros
and cons of each of these seven
channels, along with tips on how
to optimize their marketing value.

1. Website Marketing and
Blogging

Websites and blogs aren’t just
nice-to-have marketing tools. They
are essential digital channels for
every company operating today.
They are workhorses for
communicating and selling to
prospects and customers. Prospects
today expect companies’ websites
and blogs to provide copious
amounts of content that answer
their specific questions. Also, when
they care about a brand, they expect
to receive regular blog posts that
provide them with news, insight,
offers and more.

Pros

• Flexible platforms with
multimedia capabilities for
distributing content in a variety
of formats.

• Low barrier to entry with
minimal technical or IT skills
required.

• Attracts new prospects, while
engaging with existing
customers.

• Excellent for brand awareness,
authority building, storytelling
and passive sales messaging.

• Provides the ability to measure
and track performance.

• Boosts SEO.

Cons

• Creating sites that attract and
retain visitors requires strategic,
design and content creation
expertise.

• Creating relevant content on a
regular basis can be challenging
and time consuming.

• Requires a publisher mindset
from brands possibly not used to
this model.

• Requires planning, organization
and editorial control,
particularly if there are multiple
authors.

Tips

• Create websites and content that
serve your prospects’ and
customers’ needs and answer
their questions.

• Understand your audience by
creating detailed buyer personas.

• Give away your knowledge.

• Deliver a compelling call-to-
action throughout the customer
journey.

• Consistently publish new
content.

• Be true to your company’s voice
and tone.

2. Email Marketing

B2B email marketing is an
effective way to build and maintain
rapport with potential clients and
maintain relationships with
existing customers. As the
prospects progress through the
sales funnel, companies can focus
on helping them solve specific
problems and achieve specific
goals, rather than abruptly pushing
them towards sales. Some
companies send a weekly or

monthly email newsletter to keep
their businesses top-of-mind, so
that prospects and customers will
look to them when they’re ready to
buy.

Pros

• Cost-effective way of engaging an
audience on an ongoing basis.

• Helps build relationships by
regularly sharing valuable
information.

• Can be customized and tailored
to specific buyer personas.

• Relatively fast to create and send.

• Allows consumers to grow into
their decision to make a purchase.

• Provides many segmentation
options.

• Companies retain complete
control over the content
prospects and customers receive.

• Can micro-track and analyze
everything from open rate to
click-throughs.

Cons

• Building a customer email
database can take time.

• Risk irritating customers by
sending too many emails.

• Customers can easily
unsubscribe or mark emails as
spam.

• So saturated that many people
ignore emails.

• Spam filters kill some emails.

• Competing with other email
marketers.

Tips

• Track what works well and what
doesn’t to improve your email
results.
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• Find the right balance for
sending emails to prospects and
customers.

• Invest in a good inbound
marketing application to
manage email operations.

3. Social Media Marketing
(Organic)

Social media has grown from
being merely a digital channel for
socializing into one of the most
powerful digital marketing tools for
brands and businesses. All forms
of social media, from Facebook to
LinkedIn to YouTube, have built
large networks and communities by
allowing users to interact with each
other, share opinions, participate in
discussions and engage in real time.
Today, businesses can leverage
social media platforms to create
brand awareness organically
(versus advertising) for their
products and services. Also, they
can reach out to highly targeted
potential customers through
person-to-person engagement.

Pros

• A social media presence makes
your company more accessible
and keeps your clients in the
loop with your business.

• Allows you to react or respond
in real-time to relevant news or
conversations.

• Nurtures brand loyalty through
targeting and consistent,
relevant presence.

• Great for customer service,
including praise, suggestions
and complaints.

• Can be inexpensive if managed
well.

Cons

• It’s hard to break through the
noise and get your potential
customers to focus on your posts.

• Takes a large time commitment
to grow and maintain a
following.

• Must engage in continuous
communication to keep
customers’ and prospects’
attention.

• Attracts spammers, scammers,
trolls and all other sorts of
malicious individuals.

• Reach is declining on many
platforms due to changing
algorithms.

• ROI for organic social media
efforts is hard to measure.

Tips

• Identify your company’s goals
and targeted audience before you
get started.

• Choose the right platforms for
your industry, company and
consumers.

• Regularly post links to new
content, articles, company
events, industry awards, etc.

• Observe your consumers’ pain
points, and address them in real-
time.

• Always think and review
content before posting.

4. Organic SEO

Every day millions of people
use search engines to hunt for
information about brands,
products, services and the pain
points they experience. It still rules
as one of the best B2B marketing
channels, because it’s the most

popular medium for locating any
and all information.

Marketing masters
understand that SEO is the
lifeblood of a thriving, effective
digital marketing strategy. SEO
involves several activities to boost
rankings, including keyword
research, making use of both on-
page and off-page optimization,
linkable asset creation, organic
link building and more.
Optimizing SEO in your content
will dramatically improve your
search rank and make it that much
easier for customers to find you.
For example, you can publish
original content related to your
industry and include the
keywords in strategic places like
your title tags, headings and
content.

Pros

• Practically everyone uses a
search engine to explore
products and services before
buying.

• Supports a cost-effective
marketing strategy.

• Ranking well for your chosen
niche can pay off for years to
come.

• Scales up over time for the
maximum reach of a niche.

• Delivers a continuous flow of
targeted traffic.

• Gives businesses exposure to
people actively looking for
solutions.

• Generates traffic that has a good
chance of converting.

• Supports making you an
authority in your niche.
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Cons

• Can take years to match the scale
of your competitors.

• Requires a big investment for a
competitive niche.

• No control over search engine
algorithms’ updates and
changes.

• Potential for penalties if you
stray into gray or black hat arena.

Tips

• Rank better in the search results
by being the first one there.

• Reach out to other reputable
websites to earn links to your
content.

• Know your keywords and
incorporate them into high-
quality, engaging content.

• Work with your tech team to
ensure your website is high-
functioning, fast-loading and
delivers the quality content your
customers are seeking.

5. Paid Search (aka Pay Per
Click Advertising)

Paid search is like SEO except
companies pay for it. There are two
key differences when considering
SEO or paid search. The first is that
paid ads appear at the top of the
page, above the organic listings. The
second is that traffic from organic
is free, whereas traffic from paid
search has a cost for each click.
Essentially, paid search dominates
above-the-fold. With typically four
ads on desktop and three on mobile,
users will always see the paid search
ads, even if they choose to scroll past
them. Ads can be targeted by search
keywords, time of day, day of the
week, geography, language, device

and audiences based on previous
visits. Some of the options for
creating ads are calls-to-action,
locations, site links, pricing and
bullet points.

Pros

• Laser-targeted visibility.

• Fast deployment and results.

• Testable and trackable.

• Granular control, including
budgets.

• Unrestricted access to keyword
data, which can inform all
advertising.

• Easy to conduct AB tests on ads,
landing pages and call-to-action
buttons to find the best results.

Cons

• Requires constant investment, so
costs can quickly add up.

• No staying power, unlike good
inbound marketing.

• Poor management can deliver
poor results.

• Requires ongoing work to test
results and continually optimize
ads.

• Competitive keywords are
expensive.

• Lots of competition and keyword
bidding wars with other
advertisers.

• Easy for competitors to copy your
strategy.

Tips

• Learn more about your audience.

• Focus on quality keywords.

• Create landing pages that match
your ads’ visuals and content.

• Focus on the ads’ images.

• Optimize ads for mobile.

• Set up conversion tracking.

6. Mobile Marketing

In the B2B marketplace, mobile
is growing rapidly. More and more
buyers are using smartphones,
and mobile’s influence is
reshaping the B2B purchase
pathway. Effective mobile
advertising means understanding
your mobile audience, designing
content with mobile platforms in
mind and making strategic use of
email marketing, mobile apps
and geofencing advertising using
GPS and radio frequency
identifiers.

This is creating substantial
opportunities for marketers who
get it right, while companies that
aren’t engaging customers on
their smartphones risk losing
sales and market share. However,
many B2B marketers are
dissatisfied with their current
mobile marketing strategy,
hampered by a lack of data,
ineffective measurement and
inadequate mobile capabilities,
skills and tools.

Pros

• Speeds up sales, which both
accelerates revenue and reduces
costs.

• Positive mobile user experiences
build customer loyalty.

• Impact extends beyond the
smartphone to the desktop or
laptop, tablet and offline sales.

• Provides a treasure of data to
build comprehensive views of
customers.
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Cons

• Lack of direct evidence of
mobile’s impact.

• Insufficient customer insight,
marketing performance
measurement and conversion
rates.

• Aggressive companies are
establishing customer
relationships that will be
difficult for latecomers to
dislodge.

• Slow-moving companies are in
danger of being eliminated from
consideration.

• Difficulty of tracking its impact
across channels and devices.

Tips

• Take a test-and-learn approach
to expanding mobile marketing,
adjusting your strategy as you
go.

• Invest substantial time to
understand customers’ purchase
behaviours and the role that
mobile plays.

• Develop mobile-friendly
experiences designed expressly
for smartphone users, i.e., less
text and more graphics.

• Take advantage of the unique
capabilities and features of
smartphones, such as location
data, camera and phone.

7. Display Advertising

This channel involves
designing graphical ads and
placing them next to content on
websites, emails and other digital
formats. Display ads help promote
new products or offers, increase
online presence and reach out to

customers to help drive leads and
increase brand awareness. Ads can
be banners, boxes, interactive ads,
video ads, overlays and other
similar ads that are linked to a
landing page or website. They can
include text, images, audio or video
clips, animation or other interactive
content.

Pros

• Extremely targeted and flexible.

• Pay only for relevant
impressions received.

• Choose from a large number of
advertising options.

• Target ads according to
consumer behaviour, demo-
graphics or geographic location.

• Create brand awareness as well
as highly targeted traffic that
may convert into leads or sales.

• Track everything from numbers
reached, clicks, action and
conversion ratios.

• Easy to manage budgets.

Cons

• Difficult to reach the right
demographics without detailed
targeting.

• Fewer people click on display
ads than in the past.

Tips

• Create display ads to emulate
magazine and billboard ads,
including eye-catching visuals
and concise content.

• Make your ads relevant to what
your buyer personas are looking
for.

Clearly, digital marketing
channels offer today’s marketers

multiple opportunities to get their
names and messages out in front of
a larger targeted audience in ways
that build brands, create
conversions and boost profits.
However, the vast number of
options can also be overwhelming,
leading to poor choices and wasted
investments. By studying the
opportunities, and the pros and
cons of each channel, before making
a time and budget commitment,
companies will ultimately find their
best answer to the key question:
Which digital channels should I
use?
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