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How B2B Digital Marketing is 
Changing the Game

Copyright © Venkatesh Shankar. All rights reserved.



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

pandemic?

Yes

No
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Digital Technology Decades 
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Facebook Addiction
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Wireless Age
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Mobile Addiction
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Everything is an App
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Tabletization
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iEverything
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iCloud
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Wearables
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Poll Question 2:
Is your organization fully leveraging 

digital marketing?

Yes

No
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How B2B Digital Marketing is Changing 
Åст҈ ƻŦ .н. ōǳȅŜǊǎΩ ƧƻǳǊƴŜȅ ƛǎ ŘƛƎƛǘŀƭ
Å57% of B2B buyers engage with digital media before sales
Å75% of B2B buyers, 84% of CXOs use social media  
Å80% B2B buyers use mobile at work
ÅMobile plays a significant role in 60% of B2B purchases
ÅMobile has a significant role in 40% on B2B revenues
Åά5ƛƎƛǘŀƭ ŦƛǊǎǘέ ƛǎ ǘƘŜ ƴŜǿ ƴƻǊƳŀƭ ǎƛƴŎŜ ǘƘŜ ǇŀƴŘŜƳƛŎ
ButΧΧΦΦ
ÅhǾŜǊ тл҈ ŜȄŜŎǳǘƛǾŜǎ ŦŜŜƭ .н. ŦƛǊƳǎ ŘƻƴΩǘ ŎƻƳƳǳƴƛŎŀǘŜ ǿŜƭƭ 

through social media
Å82% believe firms are not monetizing their social media 

spend
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B2B Digital Marketing 
Frameworks
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B2B Digital Strategy Value Grid
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Orientation  
 
Customer  
Lifetime Value  

 
Cost Reduction  

 
Value Addition  

 
Low  

Digital self-service 
(e.g., Fedex) 

 

 

 

Digital extension 
(e.g., Otis) 

 

 
High  

Digital efficiency 
(e.g., Vodafone) 

 

Digital business 
models (e.g., 
Halliburton 
Landmark) 

 
 

 



Poll Question 3:
Has your organization created new digital 

business models?

Yes

No
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Digital Marketing Communication 
in B2B Customer Funnel

Awareness/Reach

WOM

Evaluation/Scoping

Closure

Interest/Lead Generation

Decision

Service
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Content in Customer Journey
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B2B Digital Marketing Strategy Elements
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B2B Social Media/Mobile Matrix 
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Reach  
 
 
Engagement  

 
Low  

 
High  

 
Low  

Tactical 
communication 

(e.g., Mailchimp) 
 

 

 

Follower 
acquisition 

(e.g., Maersk) 
 

 
High  

Personalization/ 
Advocacy building 

(e.g., SAP, 
Caterpillar) 

 
 

Loyalty building 
(e.g., DocuSign) 

 

 

 



B2B Social Media Strategies
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Social Media Explained with Donut
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Social Media Platforms
ÅFacebook

ÅTwitter

ÅYouTube

ÅLinkedIn

ÅInstagram

Copyright © Venkatesh Shankar. All rights reserved. 25



MailChimp
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Facebook

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

ÅUsing Facebook, firms can:

ïJoin and build communities

ïCollect market research data

ïAdvertise

ïBuild brand fan base

ÅExamples: Maersk, Salesforce, AGCO, SAP 
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Facebook
Fan Acquisition: Maersk

Å Started in 2011 with an 
experiment

Å Not explicitly for lead 
generation/acquisition

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

Å Downloadable brochure of anti-
freeze service

Å Results:
ï 150 unique leads
ï NPS -10 to +30
ï 3M fans (90% share for carriers)
ï Organic engagement rate has 

slipped
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Maersk
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Twitter

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

ÅUsing Twitter, firms can:
ïDisseminate updates instantly

ïGather up-to-date market intelligence

ïBuild relationships with partners

ïBuild brand followers

ÅExamples: Hubspot, GE, Adobe, AGCO, Intel, Dell

Åhttps://twitter.com/HubSpot
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https://twitter.com/HubSpot


YouTube

ÅLargest video-sharing website: 2.3B users 

ÅHosts user-generated videos (500 hrs of 
video/min)

ÅProfessional and personal content

ÅUsing YouTube, firms can:
ïVisually appeal to stakeholders

ïEngage with buyers

ïBuild rich brand identity

ÅExamples: DHL, Cisco, Kinaxis
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LinkedIn

ÅA professional networking site

Å750M users 

ÅUsing Linkedin, firms can:

ïJoin and build communities

ïRecruit right people

ïBuild employee brand equity 

ÅExamples: DocuSign, SAP, Dell, Deloitte
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Deloitte
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LinkedIn
Lead Generation: DocuSign

ÅSponsored InMails targeted 
at 7,000 VPs/Sales Directors

ÅMails from industry experts 
who attended a webinar

ÅCommunity of 800

ÅResults:
ï1st InMail: 1,700 opens, 140 

clickthroughs

ï2nd InMail: 1,100 opens, 100 
clickthroughs

ï12K visitors

ï3 large pipeline opportunities 
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Facebook, LinkedIn
Customer Story Telling: SAP

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

ÅSharing customer stories

Å20% promotion; 80% 
community information

ÅResults:
ï100K fans

ï17% interaction rate

ï12K visitors

ï15% engagement rate 
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Facebook, Twitter, YouTube
Thought Leadership: AGCO

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

ÅConnecting farmers and 
machinery dealers 
through thought 
leadership (e.g., tillage 
tips)

ÅResults
ï180K Facebook fans
ï10K Twitter followers
ï3K YouTube subscribers 

Copyright © Venkatesh Shankar. All rights reserved. 36



Twitter, Instagram, Foursquare
New Product Launch: Adobe

Å Creative Cloud + Creative Suite
Å Scavenger hunt. Puzzle pieces under 

balloons in SF. Also, online
Å Locations tips in Foursquare, Twitter, 

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

ï 600 hunters on Day 1
ï 83K new conversations
ï 97% neutral-positive sentiment
ï 14K new fans
ï 32M new impressions
ï 3M visits from social media to website
ï 13% subscriptions to Creative Cloud
ï 4% subscriptions to Creative Suite 
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Poll Question 4:
wŀǘŜ ȅƻǳǊ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǎƻŎƛŀƭ ƳŜŘƛŀ 

marketing efforts in your industry

Above average

Average

Below average
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Connecting through Social Media 
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