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How B2B Digital Marketing Is
Changing the Game




Poll Question 1:
Has your organization increased your
digital spend since the onset of the
pandemic?




Digital Technology Decades

Technology Cycles — Still Early Cycle on Smartphones + Tablets,

Now Wearables Coming on Strong, Faster than Typical 10-Year Cycle

Technology Cycles Have Tended to Last Ten Years

Wearable /
Mainframe Mini Personal Desklop Internet  Mobile Internet  Everywhere
Computing Computing Computing Computing Computing Computing
1960s 1970s 1980s 1990s 2000s 2014+
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Facebook Addiction
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Wireless Age
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Mobile Addiction
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Tabletization
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IEverything
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ICloud

GUESS WHERE
I'M CALLING
YOU FROM?
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Wearables
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Voice /gesture

Hands-Free ooy

|« Low power

+ 39party apps | Devel =

« API partners velopme Alwavs-On consumption

+  Accessories Platform ays-0 « Instant wake
+ Background

. / ‘.' a working /
| \ sensing

" ” N . GPS
Less distracting i
when receiving | Attention- Environment ° éccelerometer
alerts / Getting -Aware Cg:;ga:s
. r

reminders / ) X ~/ = Microphone
messages ™ / + Other Sensors
‘ =" Wi-Fi

e SR —~
Connected * 3G/4G
» Bluetooth
K P c B e /] * NFC Saurce:MIT.KPCB 53

Copyright © Venkatesh Shankar. All rights reserved.




Poll Question 2:
Is your organization fully leveraging
digital marketing?




How B2B Digital Marketing is Changir
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A 57% of B2B buyers engage with digital media before sales

A 75% of B2B buyers, 84% of CXOs use social media

A 80% B2B buyers use mobile at work

A Mobile plays a significant role in 60% of B2B purchases

A Mobile has a significant role in 40% on B2B revenues
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through social media

A 82% believe firms are not monetizing their social media
spend




B2B Digital Marketing
Frameworks




B2B Digital Strategy Value Grid

Orientation

Customer
Lifetime Value

Cost Reduction

Value Addition

Digital self-service

Digital extension

e (e.g., Fedex) (e.g., Otis)
Digital efficiency | Digital business
High (e.g., Vodafone) models (e.qg.,
o Halliburton
Landmark)

HALLIBURTON
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Poll Question 3:
Has your organization created new digite
business models?




Digital Marketing Communication
In B2B Customer Funnel
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Content in Customer Journey

Content for the Buyer’s Journey

Attraction

Checklists Viral content

White papers Infographics

Industry reports Blog posts
. Consideration .
Webinars Videos
Case studies Buyer guides

ROI calculators Product demos

Testimonials Reviews
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B2B Digital Marketing Strategy Element
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B2B Social Media/Mobiléatrix

Reach
Low High
Engagement
Tactical Follower
L communication acquisition
(e.g., Mailchimp) | (e.g., Maersk)
Personalization/ | Loyalty building
High Advocacybuilding | (e.g., DocuSign)
(e.g., SAR
Caterpillar)
S AD .4
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B2B Social Media Strategies




Social Media Explained with Donut
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Soclal Media Platforms

A Facebook
A Twitter
AYouTube YoulllD

A LinkedIn Linked [
A Instagram

Iustognowm
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MailChimp

mailchimp @ « Follow

- :
Bus1ne SS @ mailchimp @ We have a big ¥ for
small businesses. Support them so
they can keep doing what they love.
‘ #shopsmall #smallbusinessweek

@

e inkosifashion Nice. Come see us

for #luxurystreetwear
;b whipped_c.r.e.a.m_lic ¥
&  mailninjauk Thank you for all that

Qud

14,744 likes
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Facebook

A A 2.9B community, media, advertising, and
application platform offering marketers multiple
opportunities to connect with online communities

A Using Facebook, firms can:
I Join and build communities
| Collect market research data
I Advertise
I Build brand fan base

A Examples: Maersk, Salesforce, AGCO, SAP




Facebook
Fan Acquisition: Maersk

A Started in 2011 with an
experiment

A Not explicitly for lead
generation/acquisition

A Sharing relevant content (story of
how its shipping containers
navigate the Baltic sea)

A Downloadable brochure of anti
freeze service

A Results:

I 150 unique leads

NPS10 to +30

3M fans (90% share for carriers)

Organic engagement rate has
slipped
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Maersk

MAERSK QUOTE BO00OK  MANAGE  TRACK @ svpport @ English () Login/Register  §83 Settings

SOLUTIONS SCHEDULES GLOBAL PRESENCE LOCAL INFORMATION Q

All the way

BECOME A CUSTOMER ACCESS YOUR ACCOUNT START A CAREER

Track shipments Find office details Ready to ship?

FIND A PRICE
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Twitter

A A 210M user (25% active) microblogging social
platform allowing 280 characters/tweet

A Using Twitter, firms can:
I Disseminate updates instantly
I Gather upto-date market intelligence

I Build relationships with partners
I Build brand followers

A Examples: Hubspot, GE, Adobe, AGCO, Intel, De
A https://twitter.com/HubSpot



https://twitter.com/HubSpot

YouTube

A Largest videssharing website: 2.3B users

A Hosts uselgenerated videos (500 hrs of
video/min)

A Professional and personal content

A Using YouTube, firms can:
I Visually appeal to stakeholders
I Engage with buyers
I Build rich brand identity
A Examples: DHL, Cisco, Kinaxis




LinkedIn

A A professional networking site
A 750M users

A Using Linkedin, firms can:
I Join and build communities
I Recruit right people
I Build employee brand equity
A Examples: DocuSign, SAP, Dell, Deloitte




Deloitte

Deloitte
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The great retail bifurcation: Why the retall “apocalypse” is really a
renaissance
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LinkedIn
Lead Generation: DocuSign

Linked ([

A Sponsored InMails targeted i e nmnn
at 7,000 VPs/Sales Directors e

A Mails from industry experts
who attended a webinar

A Community of 800

A Results:

I 1stInMail: 1,700 opens, 140
clickthroughs

i 2" |nMail: 1,100 opens, 100
|n—|

Join the

Sales Ops

Leadership Series Roundtable
on Sales Guru

in our CRM stack. The blty into the

SS an: dg ettin: g contracts b ck within minutes
rflI nvite you to lea and watch a LinkedIn video
lesl ||||||

August 28, 1 pm PDT

salesforce.com DocuSagn.  Linked [

l p t
I p ratios ganlzati e doi gt d}

clickthroughs S
I 12K visitors S:;:'E';
I 3 large pipeline opportunities

Edit your pariner message contact settings.
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Facebook, LinkedIn
Customer Story Telling: SAP

A Latin America: 176M
social media users using
7.5 hrs/month

A Sharing customer stories

A 20% promotion; 80%
community information

A Results:
I 100K fans
I 17% interaction rate
|
|

- 12K visitors
- 15% engagement rate
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Facebook, Twitter, YouTube
Thought Leadership: AGCO

A $12B company with
Massey Ferguson, Fendt,
Challenger, Valtra brands

A Connecting farmers and
machinery dealers
through thought
leadership (e.qg., tillage
tips)

A Results

T 180K Facebook fans
T 10K Twitter followers
I 3K YouTube subscribers
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Twitter, Instagram, Foursquare
New Product Launch: Adobe

Creative Cloud + Creative Suite

Scavenger hunt. Puzzle pieces under
balloons in SF. Also, online

Locations tips in Foursquare, Twitter,
Instagram

Prizes: $10K, Lifetime membership
30 days of giveaways on Facebook

Results
i 600 hunters on Day 1
I 83K new conversations
I 97% neutrabositive sentiment
I 14K new fans
i 32M new impressions
|
:
:

To o o Po Do Do

3M visits from social media to website
13% subscriptions to Creative Cloud
4% subscriptions to Creative Suite
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Poll Question 4: )
wlk S @&2dzNJ 2NABLF VA
marketing efforts in your industry

Above average
Average
Below average
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Connecting through Social Media



