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O n  P ro p o l i s  –  o u r  exc l u s i ve 
c o m m u n i t y  fo r  B 2 B  m a r ke te rs 
–  yo u  c a n  d ow n l o a d  a  l a rg e r 
ve rs i o n  o f  t h i s  re p o r t ,  w h i c h  
a l s o  i n c l u d e s :

	› I n s i g h t  f r o m  o u r  P r o p o l i s 
H i v e  ex p e r t  f o r  Exec u t i o n  & 
Ca m p a i g n s ,  S t e v e  K e m i s h , 
o n  h ow  t o  d ea l  w i t h  t h e 
c h a n g e s  i n  t h i s  f i e l d .

	› A n  i n t e r v i ew  w i t h  S k i p 
F i d u r a .  O u r  l ea d  a n a l ys t 
as k s  S k i p  w h i c h  a r eas  o f 
t ec h n o l o g y  h a v e  s ee n  t h e 
l a r g e s t  i nv e s t m e n t  t h i s  p as t 
y ea r,  h ow  t o  a v o i d  m a k i n g 
c us t o m e r  i n s i g h t  a p p ea r 
c r ee py,  a n d  m o r e.

	› S t e p s  y o u  c a n  t a ke  t o d a y  t o 
e n s u r e  y o u r  c a m p a i g n s  a r e 
as  e f f ec t i v e  as  p o ss i b l e  i n 
t h i s  n ew  e nv i r o n m e n t .

 
Wa n t  to  l e a r n  m o re  a b o u t 
P ro p o l i s?  Le a r n  m o re  b y  
c l i c k i n g  h e re.

Wa n t  to  g e t  e ve n 
m o re  d e p t h  a n d 
i n s i g h t  o n  t h i s  to p i c?

http://www.b2bmarketing.net/en-gb/propolis-homepage
http://www.b2bmarketing.net/en-gb/propolis-homepage
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N o b u s i ness  c an now af ford  t o  i gnore  t he  ne e d for 
d i g i t a l  t rans format i on.  T he p rev a i l i ng argu ments 
i n  some B2B organi s at i ons,  su ch as  ‘We know our 
cu st omers  wel l  enou gh’,  ‘O u r  b u yers  d o not  work 
d i g i t a l l y ’  and  ‘N ob od y b u ys  ou r  so l u t i ons  over 
t he  web’,  are  no l onger  v a l i d .  In  fact ,  t he  re a l i ty 
o f  work i ng d u r i ng a  p and emi c  has  p roven t hose 
ob j e ct i ons  t o  b e fa l se.  I t  has  f i na l l y  force d  many 
market i ng organi s at i ons  t o  resp ond  t o  t he  p ressure 
of  d i g i t a l  t rans format i on,  overcomi ng a  l ogj am of 
i ns t i t u t i onal  res i s t ance.  

F u r t hermore,  t he  whol e  p ost -Covi d  b u s i ness  wor ld 
i s  c l e ar l y  goi ng t o  b e one d r i ven by  overwhel ming 
soci et a l  changes,  whi ch wi l l  resu l t  i n  new work ing 
p ract i ces,  as  wel l  as  maj or  e conomi c  and  market 
sh i f t s .  And  t hese changes  are  a l re ad y re f l e ct e d 
i n  new B2B cu st omer  or  b u yer  b ehavi ou r  and 
p references.  T hat  shou l d  b e enou gh t o  make 
market i ng re act ,  b u t  t he  p rob ab i l i t y  i s  t hat  many 
b u s i nesses  wi l l  ne e d  t o  engage i n  a  mu ch more 
hol i s t i c  rad i c a l  re - t h i nk i ng ab ou t  t hei r  p rod u cts, 
serv i ces,  channel s ,  p rocesses  and  go- t o-market 
ap p roach.  Al l  o f  whi ch cou l d ,  u l t i mat e l y,  resu l t  in  
a  fu nd ament a l  re -ex ami nat i on of  t he  ro l e  of 
market i ng i t se l f.

Re aders  of  indust ry  ana lys ts ’  re po r ts  l ike  th is 
are  use d to  being a le r te d to  ‘c h ange’  and be ing 
advise d (hopefu l ly )  abo ut  w h at  to  do  abo ut  i t . 
In  my 20-odd ye ars  in  th e  ro le,  I  h ave  publ is h e d 
scores  of  such repo r ts .  In  th e  ve r y  o ld  days ,  I 
wrote  these for  IT  p ro fe ss io nals  abo ut  th e  t re nd  t o 
d is t r ibute d or  c l ient/ s e r ve r  c o m put ing,  no t ing t hat 
the  IT  serv ice  depar tm e nt  w as  no  lo nge r  m anagi ng 
pie ces  of  IT  e quipme nt,  but  fu l l  ‘bus ine ss 
serv ices’ ;  and,  o f  c o urs e,  th e  adve nt  o f  c lo ud 
comput ing.  More re c e nt ly,  fo r  B 2 B  m ar ke te rs ,  I  w as 
one of  the  f i rs t  to  po int  o ut  th at  th e  ro le  o f  s e l lers 
wi l l  change ( ‘De ath  o f  th e  B 2 B  S a le s m an’  in  2 0 1 5) , 
the  r i se  of  ABM and ,  m o s t  re c e nt ly,  m ar ke t ing’s 
change- in-purpose  f ro m  th e  loy a l  h unte r  and 
gatherer  o f  le ads  to  an  o rc h e s t rato r  o f  c us to m er 
engagement  and expe r ie nc e. 

But this t ime, things really have changed: dramatical ly, 
drast ic a l ly,  radic a l ly,  and pro bably  fo re ve r. 

P E T E R  O ’ N E I L L , 

le ad analyst , 

B2B M arket ing

S E C T I O N  1

D i g i t a l  b u s i n e ss  t ra n s fo r m a t i o n 
c h a n g e s  t h e  ro l e  o f  m a r k e t i n g

1 . 1 .  C O V I D - 1 9  I S  T H E  

A C C E L E R A N T  F O R  D I G I T A L 

M A R K E T I N G  T R A N S F O R M A T I O N  
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4 .  T h e  ro l e  o f  m a r ke t i n g

M arket i ng’s  l e ad -generat i on  ou t p u t  i s  no l onger 
enou gh.  B u s i nesses  now se e l i fe cyc l e  and 
re l at i onshi p  market i ng as  ga i n i ng new emp has is 
as  t he  l ong-t erm engi nes  of  growt h.  In  B2B,  t he 
‘p r i mary  ownershi p’  o f  a  cu st omer  of t en  s at  wi th 
s a l es,  b u t  wi t h  more d at a   i ns i ght s,  ad v ance d 
smart - t e ch s t acks  and  a  p reference for  e commerce 
i nt eract i ons,  t hose resp ons i b i l i t y  p r i nc i p l es  are 
b ei ng re d ef i ne d . 

5 .  T h e  b u ye rs 

A s work  and  home have merge d  i nt o  one sp ace 
for  many,  how has  t h i s  a f fe ct e d  b u s i ness  b u yers’ 
t h i nk i ng and  b ehavi ou r?  Amazon and  Del i veroo 
were  not  j u s t  d el i ver i ng consu mer  p u rchases,  but 
me et i ng t he  ne e d s  of  o f f i ce  workers  a t  home too 
( f rom l ap t op s,  t o  rew ard s  for  work i ng l a t e) ,  a l l  the 
whi l e  d emonst rat i ng a  new st y l e  of  i n t eract i on  and 
cu st omer  ex p er i ence.  T he p re d i ct i on  i s  t hat  f l ex ib le 
work i ng f rom home,  or  t he  t ot a l  u se  of  t he  home 
of f i ce,  wi l l  p rob ab l y  b e come t he norm.

6 .  T h e  e n g a g e m e n t 

T he i mp ort ance of  ‘word -of -mou t h’  or  commu ni ty/
soci a l  i n f l u ence i n  market i ng has  sp i l l e d  f rom 
consu mer  market i ng i nt o  B2B.  T hat  me ans  more 
t han a  web si t e  rev amp  –  i t  a f fe ct s  t he  comp l ete 
s t y l e  and  p u rp ose of  market i ng.  Agi l i t y  i s  u su rping 
se qu ent i a l  market i ng p rocesses,  j u s t  as  t he 
w at er fa l l  or  fu nnel  has  b e en rep l ace d  by  t he  buyer 
cyc l one.  Long c amp ai gns  se em ou t d at e d  and 
i r re l ev ant  when t he  p ace of  change i s  so  qu i ck. 
A l w ays-on c amp ai gns  enab l e d  by  market i ng 
au t omat i on b e c ame a  b u rd en (not  an  asset )  for 
many b u s i nesses  i n  a  c r i s i s  when t hey  re a l l y  ne e de d 
t o  t u rn  d own p romot i onal  commu ni c at i ons.

1 . 2 .  P A R A M E T E R S  O F  C H A N G E

Inde e d,  some bus ine ss  le ade rs  are  a l re ady  lo o ki ng 
for  market ing to  s te p up and le ad c h ange.  Th e y’re 
looking down a  new  ty pe  o f  funne l  and h ave  re a l i se d 
that  thei r  customers  h ave  di f fe re nt  expe c tat io ns,  and 
now expe ct  market ing to  dr ive  a  d i f fe re nt  de m and 
generat ion  programm e  th ro ugh  m o re  im pac t fu l 
and re lev ant  c ampaigns  and a  s e am le ss ,  c o h e s ive 
customer  journey.  Th e  ‘b ig  p ic ture’  inc lude s  th e 
fo l lowing s ix  poss ib le  param e te rs  o f  c h ange : 

1 .  T h e  o f fe r i n g 

Some products  be c am e  re dundant,  o r  de m and 
dr ie d up (e.g.  reta i l ,  h o s pi ta l i ty,  t rave l  and le is u re) , 
c re at ing a  ne e d to  quic k ly  innov ate  new  re ve nue 
s t re ams and adapt  to  c h anging c us to m e r  ne e ds.  B u t 
new markets  for  ex is t ing pro duc ts  w e re  a ls o  c re at e d 
overn ight  (e.g.  PPE/ 3 D  pr int ing) .  M any  pro duct s 
are  being replace d  by  s e r v ic e s ,  w i th  o rganis at ions 
turn ing to  a  re curr ing re ve nue  m o de l .  ‘Va lue’  i s 
being re def ine d by  c us to m e rs ,  and t rans pare ncy  i s 
be coming normal  i n  s o m e  B2 B  m ar ke ts  (e.g.  s of t w are 
l icence to  S aaS) .

2 .  T h e  t a rg e t  m a r ke t s 

The ge ography of  bus ine ss  i s  o ne  o f  th e  b igge st 
sh i f ts  cha l lenging bus ine ss e s :  w h e th e r  th at ’s 
changes  in  in ternat io nal  s upply  c h ains ,  ge o po l i t i c a l 
sh i f ts  and natura l  d is as te rs .  In  addi t io n  to  th is , 
demand has  move d  f ro m  o f f ic e s  to  h o m e  o f f ic e s, 
changing the  marke t ing and s a le s  in te rac t io n  and 
exposing new buyer  expe c tat io ns  in  s ty le  and tone. 
In  a  d ig i ta l  wor ld,  ch o ic e  i s  e as ie r  th an e ve r  (s e arch) , 
so  how does  a  B2B  brand inve s t  to  be  po s i t io ne d  as 
the  brand of  choice  in  i t s  c h o s e n m ar ke t (s)?

3 .  T h e  b ra n d 

CX has  inc re ase d in  im po r tanc e,  re qui r ing th e  brand 
promise  to  be ev ide nt  f ro m  e nd to  e nd,  ac ro ss  t he 
ent i re  customer  l i fe c yc le.  Th e  de s i re d brand purp ose 
in  most  se ctors  has  a ls o  c h ange d,  w i th  buye rs 
looking for  more  ho ne s ty,  t rans pare nc y,  h e lpfu l ness, 
exper ience,  bel ie f  and re f le c t io n.

4   S E C T I O N  1
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“ T h e  p a n dem i c ’s  m o st 
en d u r i n g  i mp a c t  w i l l  b e  as 
a n  a c c eler a nt .  I t  i n i t i ated 
s o m e  c h a n g e s  a n d  a l ter ed 

s o m e  t r en ds ,  b ut  th e 
p a n dem i c ’s  p r i m a r y  e f fec t 

h as  b een  to  a c c eler ate 
c h a n g e  a l r ea dy  u n der way 

i n  m a r ke t i n g .”

S T E V E  K E M I S H ,  

P ropol is  Hive  expe r t  for  

E xe cut ion & C a mpa igns

5   S E C T I O N  1

The complete  ‘b ig  p ic ture’  o f  c h ange  w i l l  be 
d iscusse d in  the  St rate gy  & Evo lut io n  Hive  re port 
la ter  th is  ye ar.  I f  th e  e ngine  ro o m  o f  m ar ke t ing 
is  now market ing ope rat io ns  (s e e  o ur  M ar ke t ing 
O perat ions  & Process  Hive  re po r t ) ,  and th e 
probable  aspi rat ional  go al  fo r  m ar ke t ing is  c us t omer 
exper ience (se e our  C X  Hive  re po r t ) ,  th e n th e 
current  funct ional  fo c us  fo r  to day ’s  m ar ke t ing 
organis at ion  i s  exe c ut ing c am paigns .

That  i s  the  focus  for  th is  re po r t :  exe c ut io n and 
c ampaigns  –  bui ld ing m ar ke t ing pro gram m e s  that 
wi l l  engage audienc e s  to  c h ange  h ow  th e y  th ink 
and fe el .  I t  i s  exact ly  th o s e  i te m s  –  ‘e ngage’  and 
‘how they  th ink  and  fe e l ’  –  th at  h ave  now  c h ang e d 
so dramat ic a l ly. 

The quest ions  we w i l l  t r y  to  answ e r  in  th is  re port  a re:

1 . 	 What  has  change d and h ow ?

2 . 	 What  wi l l  s tay  ch ange d fo re ve r ?

3 . 	 What  lessons  h ave  a l re ady  be e n le ar ne d in  t he  l as t 
18  months  that  c an  be  le ve rage d w h e n planni ng 
for  the  next  mar ke t ing c a le ndar ?

We did  not  run  a  q uant i ta t ive  s ur ve y  fo r  th is  re port , 
but ,  as  an  analyst  w o r k ing o n v ar io us  pro je c ts  for 
market ing sof tw are  ve ndo rs  and age nc ie s ,  I  h ave 
be en survey ing and inte r v iew ing m ar ke te rs  fo r  over  a 
ye ar  now about  the i r  re ac t io ns  to  th e  pande m ic  and 
what  has  change d.  Th e s e  expe r ie nc e s  w i l l  fe e d  i nt o 
the  report .  We a lso  inte r v iew e d s e ve ra l  s e nio r  B2B 
le aders  for  a  de epe r  ins igh t  in to  s o m e  th e  t re nds  t hat 
were  d iscovere d.

https://propolis.b2bmarketing.net/documents/full-access-marketing-operations-hive-report-measuring-roi-driving-continuous-improvement-and-aligning-your-business-strategy?room_id=marketing-operations-and-process
https://propolis.b2bmarketing.net/documents/full-access-marketing-operations-hive-report-measuring-roi-driving-continuous-improvement-and-aligning-your-business-strategy?room_id=marketing-operations-and-process
https://propolis.b2bmarketing.net/documents/full-access-cx-hive-report-marketing-has-a-vital-role-in-improving-customer-experience?room_id=cx
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B2B marketers  have be e n fe e l ing l ike  age nts  o f 
change for  qui te  a  few  ye ars ,  and th e  im pe rat ive 
‘move to  d ig i ta l ’  w as  pe r h aps  a l re ady  a  c o m m on 
adage.  Coming f rom  th e  ro o ts  o f  c o r po rate  ide nt i t y 
market ing and s a les  s uppo r t ,  m o s t  m ar ke t ing 
organis at ions  were  w e l l  s e t  up as  a  s o m ew h at -
re l iable  generator  and m anage r  o f  qual i f ie d le ad s 
to  be passe d to  the i r  s a le s  fo rc e s ,  but  le ss  s o  as 
mul t i -d isc ip l inary  m as te rs  o f  m ul t ip le  te c h no lo gi es, 
persona pr ior i t i s at i o n,  buye r  jo ur ne y  m e ss aging , 
data,  ana ly t ics ,  d ig i ta l - f i rs t  c re at iv i ty  and c o ntent 
exper iences… the l i s t  go e s  o n and o n.

Most  B2B organis at io ns  o f  any  s iz e  o r  le ve l 
o f  ambit ion  were  a ls o  o n s o m e  k ind o f  d ig i ta l 
t rans format ion jour ne y,  a l th o ugh  e ac h  c o m pany’s 
p lan  has  d i f ferent  t ra je c to r ie s ,  d i re c t io ns  and 
spe e ds.  B ut  the  ar r iv a l  o f  th e  Covid-19  c r is i s 
has  dr iven a  coach and h o rs e s  th ro ugh  m any 
organis at ions’  d ig i ta l  t rans fo r m at io n plans .  S o  many 
th ings  ne e de d to  c h ange  a lm o s t  ove r n igh t  s pe ci f i c 
to  c ampaign exe cut io n.  Th e s e  inc lude d:

	› Customers’  ( re ad ,  pe o ple’s)  ne e d fo r  h um an 
conne ct ion and expe r ie nc e  h as  be c o m e  ext reme. 

	› Companies’  ne e d to  bui ld  re la t io ns h ips  in  a 
fu l ly  d ig i ta l  cont ext  h as  a ls o  be c o m e  ext re m e – 
and ext remely  daunt ing. 

	› M arketers ’  ne e d  to  us e  a l l -d ig i ta l  c h anne ls  to 
replace F2F and o th e r  ana lo gue  c h anne ls  h as 
c re ate d t remend o us  o ppo r tuni t ie s ,  but  a ls o  t he 
emerging obstac le  o f  d ig i ta l  s aturat io n.

A maj or  conse qu ence of  t he  p and emi c  i s  t hat  many 
comp ani es  have ne e d e d  t o  b e b ett er  a t  d evel oping 
and  u nd erst and i ng b u yer  p ersonas  t o  t arget  i n 
t hei r  market i ng c amp ai gns.  T h i s  i s  t he  resu l t  o f  an 
overa l l  d es i re  t o  re d u ce t he  nu mb er  of  sp e cu l at ive 
p romot i onal  emai l  c amp ai gns.  Wi t h  an  au d i ence 
work i ng f rom a  home of f i ce,  o f t en  u nd er  sp ace 
and /or  t i me d u ress,  i t  w as  not  su i t ab l e  t o  cont inue 
b omb ard i ng p rosp e ct s  wi t h  ‘b u y  my p rod u ct ’ 
s t a t ement s.  T he ad op t i on of  ABM p rocesses  w as 
accel erat e d  so  t hat  c amp ai gns  cou l d  b e more 
t i ght l y  t arget e d  t han t hey  were  p rev i ou s l y  (a  r i se 
i n  i nvest ment  t hat  has  b e en conf i rme d  by  ne ar ly  a l l 
ABM sof t w are  vend ors) .

S E C T I O N  2

Wh a t  h a s  c h a n g e d  fo r  m a r k e t i n g 
c a m p a i g n s  a n d  exe c u t i o n?   

2 . 1 .  T H E  T A R G E T  A U D I E N C E  

F O R  M A R K E T I N G

“ We  h ave  a do p ted  
a  m o r e  ta r g e ted  

ap p r o a c h  to  p r o m o te 
a  c r o ss - s ec t i o n  o f 

p r o p o s i t i o ns  to  m ax i m i s e 
o u r  en g a g em ent  w i th  

ke y  a c c o u nt s .”

S A R A  K I L L I N G W O R T H ,  

he ad of  market ing,  The Inst i tut ion  of  

Engine er ing and Te chnology

D i g i t a l  m a r k e t i n g  c h a n g e s  c a m p a i g n  exe c u t i o n   ©   B 2 B  M A R K E T I N G
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Some companies  h ave  re po r te d th at  th e y  now  focu s 
much more on thei r  ex is t ing c us to m e r  bas e  and 
target  new opportu ni t ie s  in  th o s e  s e gm e nts .  Ag ai n, 
ABM methods were  de ploye d fo r  th is  ac t iv i ty. 
Ins te ad of  rout inely  jus t  pro m o t ing ups e l l ing o f fers 
to  anyone who ope ns  an  e m ai l ,  c o m panie s  h ave 
re a l i se d that  they  mus t  be  m o re  c o ns ide re d,  and  so 
they  have taken the  o ppo r tuni ty  to  le ar n  m o re  ab ou t 
thei r  ta rget  audienc e  be fo re  m ar ke t ing to  th e m wi t h 
mess aging that  i s  m o re  re le v ant  and us e fu l .   

“ Pr e v i o us ly,  th e  b us i n e ss  was  ver y  fo c us ed  o n 
up s el l i n g .  H owe ver,  we  n ow  do  p er s o n a  a n a lys i s 
o n  th e  c o nta c t s  we  k n ow  i n  th o s e  c o mp a n i e s  s o 
th at  we  c a n  ta i lo r  m a r ke t i n g  b e tter  a n d  d i s c over 
n ew  o p p o r t u n i t i e s  w i th i n  la r g er  b us i n e ss e s  by 
r ea c h i n g  d i f fer ent  p eo p le.” 
E M M A  R A W, di re ct or  o f  d ig i ta l  market in g,  Foun dry

M arketers  have a  long l i s t  o f  c am paign exe c ut ion 
programmes they  c an le ve rage.  A  c le ar  re ac t io n 
to  the  pandemic  has  be e n a  c h ange  in  m ix  o f 
thes e  exe cut ion opt io ns .  Fe e dbac k  f ro m  v ar io us 
surveys  and the  inte r v iews  s h ow  th at  th e  fo l lowi ng 
programmes have inc re as e d in  im po r tanc e  fo r  most 
companies  and are  s e e ing an  inc re as e d inve s tment :

	› Co n te n t  m a r ke t i n g 

M arketers  in  a l l  B2B  s e c to rs  are  a l l  s t r iv ing to  be 
not ice d as  prov iders  o f  in te re s t ing and us e fu l 
content  outs ide and be yo nd th e i r  pro duc t  o r  s erv i ce 
of fer ings.  Th is  re f le c ts  th e  new  w o r ld  th at  buyers  are 
spending more t im e  re s e arc h ing o n th e  w e b.

	› E m a i l  m a r ke t i n g

This  me dium has  be c o m e  m o re  im po r tant , 
though marketers  h ave  a ls o  c h ange d th e  ty pe 
of  in format ion they  s e nd in  th e i r  e m ai ls .  M any 
marketers  have a lso  ass is te d th e i r  s a le s  c o l le agu es 
to  use  th is  me dium  m o re  pro duc t ive ly. 

	› We b i n a rs / v i r t u a l  e ve n t s 

T he most  i mme d i at e  conse qu ence of  t he  p andemic. 
N ob od y cou l d  att end  p hys i c a l  me et i ngs  or  events, 
so  everyt h i ng went  v i r t u a l .  T he s i gns  are  s t rong that 
t he  fu t u re  wi l l  b e  a  hy b r i d  of  v i r t u a l  and  p hys i c a l , 
wi t h  more emp has i s  on  t he  former.

	› Ad vo c a te  m a r ke t i n g 

T here  has  b e en a  marke d  i nc re ase  i n  t he  d ep l oyment 
of  formal  ad voc at e  p rogrammes,  re cogni s i ng that 
p e er - t o-p e er  market i ng has  a  h i gh v a l u e. 

	› Le a d  n u r t u r i n g 

Dep l oyi ng d i g i t a l  channel s  t o  share  u sefu l 
i n format i on t o  p ot ent i a l  b u yers  has  b e en an 
i mp ort ant  rep l acement  for  t he  mi ss i ng s a l es  c a l l s . 

T he t wo exe cu t i on p rogramme i nvest ment s  t hat 
were  re d u ce d  t he  most  i n  t he  p ast  ye ar  were 
conferences/t rad e shows and  ou t b ou nd  c a l l i ng. 

7   S E C T I O N  2

2 . 3 .  A N  E X E C U T I O N  P R O G R A M M E 

R E M I X

“ We  h ave  fo c us ed  o n 
r u n n i n g  v i r t u a l  e vent s 

b o th  o n  o u r  ow n  a n d  w i th 
p a r t n er s ,  to  r ea c h  o u r 

ta r g e t  a u d i en c e.  We  h ave 
a ls o  i nve sted  f u r th er  i n 

sp ec i f i c ,  ta i lo r ed  c o ntent , 
g i v i n g  f u r th er  c o ns i der at i o n 
to  o u r  c l i ent s ’  j o u r n e y  a n d 

ex p er i en c e  w i th  us .”

C A T H E R I N E  D U T T O N ,  

deputy  CMO, Atos



P ro p o l i s  i s  t h e  g l o b a l  b o d y  g i v i n g  B 2 B  m a r ke te rs 
t h e  c l a r i t y  to  s o l ve  re a l - wo r l d  c h a l l e n g e s  –  t h ro u g h 
i n s t a n t  a c c e ss  to  u n b i a s e d  ex p e r t s ,  re s o u rc e s , 
t ra i n i n g ,  a n d  s u p p o r t .  To g e t h e r,  we  c a n  h e l p 
yo u  n av i g a te  c h a n g e,  m a s te r  a  m u l t i d i s c i p l i n a r y 
e nv i ro n m e n t ,  a n d  d r i ve  b u s i n e ss  g row t h .

Propol is  i s  des igne d fo r  th e  w ay  yo u re a l ly  w o r k ,  t o 
help  you f ind answe rs  quic k ly  and tac k le  th e  day- t o-
day  chal lenges  of  B 2 B  m ar ke t ing l i fe  –  by  th e  pe op l e 
who  know better  than anyo ne  w h at  m ake s  B 2 B  uni qu e. 
I t ’s  a  g lobal  communi ty  o f  re a l  m ar ke te rs  –  f ro m many 
of  the  b iggest  nam e s  in  B 2 B  –  s uppo r te d by  a  b ank  of 
experts  wi th  hands -o n,  prac t ic a l  expe r ie nc e.

A s  one B2B markete r  put  i t :  “ I t ’s  th e  m em b er s h i p  
yo u’ l l  a c t u a l ly  us e.”

T h i s  re p o r t  i s  o n l y 
h a l f  t h e  s to r y… 

To get  the  fu l l  repor t  and t o  fu l l y 
understand how t o  use  d ig i ta l  m arket i ng 
to  t rans form your  mar k et ing  and  yo u r 
bus iness  you ne e d t o  be a  mem b er  
o f  our  B2B communi t y  Propol is .

Contact  propol is@ b2 bmar k et ing. net  fo r  f ur ther 
in format ion on how you c an be a  p ar t  o f  the 
evolut ion  of  B 2 B  mar k et ing .

I n  o r der  to  d r i ve  o u r 
b us i n e ss  a n d  glo b a l 
m a r ke t i n g  tea m  fo r wa r d , 
we  k n ew  we  wo u ld  b en e f i t 
f r o m  a n  i nter n at i o n a l 
p r o fe ss i o n a l  m em b er s h i p, 
w h i c h  i s  exa c t ly  w h at 
Pr o p o l i s  w i th  B 2 B 
M a r ke t i n g  g i ve s  us .

N ow  m o r e  th a n  e ver, 
th e  n eed  to  c o m e  to g e th er 
as  a  c o m m u n i ty  o f  B 2 B 
m a r ke ter s  i s n ’t  j ust 
r ele va nt ,  b ut  n ec e ss a r y

C A T  D U T T O N 
glob a l  de p uty  CMO,  Ato s

mailto:propolis%40b2bmarketing.net?subject=
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S E C T I O N  5

T h e  1 0  n ew  t r u t h s  a b o u t  m a r k e t i n g     

S o urce:  BALIS,  J . ,  ‘10  Truths  About  M arket ing Af ter  the  P a nde mic ’ ,  H a r va r d  B us i n e ss  R ev i ew ,  ( 10  M a rch 2021) .

The changes  d iscuss e d in  th is  re po r t  a re  th e  re su l t 
o f  some fundament a l  s h i f ts  in  th e  m e aning o f  the 
market ing funct ion.  2 0 2 0  w as  a  ye ar  l ike  no  o ther, 
and 2021 wi l l  cer ta in ly  no t  s e e  m ar ke te rs  re ve r t 
back  to  the  ‘o ld  nor m al ’ .  Th e re  are  10  w ays  in 
which the  pandemi c  h as  c h al le nge d c r i t ic a l  t r ut hs 
about  market ing and gave  us  a  new  s e t  o f  r u le s 
moving forw ard: 

E ach of  t hese  ‘new t ru t hs’  ap p l y  t o  B2B market ing 
and  a f fe ct  how B2B market i ng organi s at i ons 
exe cu t e  t hei r  c amp ai gns  i n  t he  fu t u re.  T hey 
ex p ress:  i nc re ase d  concent rat i on  on knowi ng and 
u nd erst and i ng t he  b u yer  or  cu st omer;  focu s i ng more 
on engagement  or  re l a t i onshi p  t han a  t rans act ion; 
and  ad op t i ng organi s at i onal  f l ex i b i l i t y  and  agi l i ty. 
T hey  a l so  s t ress  t hat  t he  new ro l e  of  market i ng is 
a t  t he  cent re  of  t he  c -su i t e.  E ach new t ru t h  a f fe cts 
d i f ferent  asp e ct s  o f  c amp ai gn and  exe cu t i on.

N E WO L D

M a r ke t ing be gins  wi t h  knowing your  cus t ome r  s e gment

You a re  compe t ing wi t h  t he  la s t  be s t  expe r ie nce  your 

cus t ome r  ha d

C us t ome rs  expe ct  you t o  have  exa ct ly  wha t  t he y  w ant

Cour t ing cus t ome rs  i s  jus t  l ike  onl ine  da t ing

C us t ome rs  mus t  s i t  a t  t he  he a r t  o f  your  cus t ome r  journey

Re la t ions hips  a re  e ve r yt h ing

Agi l i t y  i s  a  mode r n  ma r ke t ing a pproa ch

Your  bra nd s hould  s t a nd be hind gre a t  v a lue s

You ne e d t he  r ight  ba la nce  of  fa ct ors  ( inc luding your 

t e ch s t a ck)  t o  dr ive  mode r n  ma r ke t ing s ucce ss

M a r ke t ing is  a t  t he  ce nt re  of  t he  growt h a ge nda  for  the 

fu l l  c -s u i t e

M arket ing be gins  wi th  knowing your  customer

You are  compet ing wi th  your  compet i tors 

Customers  hope you have what  they  w ant

Court ing customers  i s  jus t  l ike  dat ing

Customers  must  s i t  a t  the  he ar t  o f  your  market ing s t ra t e gy

Relat ionships  matter

Agi l i ty  i s  a  te chnology process

Your  brand should  s tand behind gre at  products

You ne e d the  r ight  te ch s tack  to  dr ive  modern  

market ing success

M arket ing is  important  for  growth 
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A s  the  bus iness  wor ld  be gins  to  c a lm  dow n over 
the  rest  o f  2021 and into  2 0 2 2 ,  o ne  o f  th e  m ajor 
tasks  for  you,  the  mar ke te rs  re s po ns ib le,  w i l l  be  t o 
determine how c ampaigns  w i l l  ne e d to  be  exe cu t e d 
in  the  new envi ronm e nt.  M any  th ings  c h ange d 
in  the  d isc ip l ine  of  m ar ke t ing c am paigns  and 
exe cut ion over  the  las t  18  m o nth s ,  and now  i t ’s  t i me 
to  cons ider  and dis c ove r  w h ic h  o f  th e s e  c h anges 
wi l l  re ce de,  cont inue  o r  e ve n ac c e le rate  in  th e  nex t 
few ye ars.  We now ne e d de ta i le d answ e rs  to  the 
fo l lowing quest ions : 

1 . 	 What  wi l l  be  the  pre fe r re d m e th o d o f 
communic at ion  ac ro ss  o rganis at io ns ’ 
customer  base? 

2 . 	 How wi l l  the  ro le  o f  th e  next  s a le s  fo rc e 
change,  and wh at  do e s  th is  m e an fo r  m ar ket i ng 
c ampaign exe cut io n?

3 . 	 Wil l  organis at ions  ne e d m ar ke t ing o utc o m es 
around a  growth  s t ra te gy,  o r  w i l l  th e y  be 
focuse d more o n a  c us to m e r  e ngage m e nt  
and l i fe t ime v a lue  bus ine ss  m o de l?

Answers  t o  t he  f i rs t  t wo qu est i ons  are  ne e d e d 
for  c amp ai gn exe cu t i on p l anni ng.  T hey  are  a l so 
re qu i re d  t o  i n form d e ci s i ons  arou nd  t he  t h i rd 
qu est i on  –  a  qu est i on  t hat  wi l l  b e  d i scu sse d  and 
resol ve d  i n  t he  comi ng mont hs  i nt erna l l y,  as  your 
organi s at i on  p u t s  t oget her  i t s  b u s i ness  s t ra t e gy 
for  t he  nex t  p l anni ng cyc l e.  I t  i s  i mp ort ant  t o  note 
t hat  b u s i ness  l e ad ers  wi l l  b e  se eki ng i np u t  f rom 
market i ng arou nd  t hese t op i cs. 

C U S T O M E R  E X P E C T A T I O N S  R E S E T
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Powere d by  the  com m uni ty,  fo r  th e  c o m m uni ty.

Establ ishe d in  2004 ,  B 2 B  M ar ke t ing is  now  th e 
number  one go- to  re s o urc e  fo r  B2 B  m ar ke te rs  ac ross 
the  g lobe.

R ight  f rom the s tar t ,  w e  h ad a  c le ar  m iss io n th at 
remains  as  s t rong and c le ar  to day :  to  prov ide 
marketers  a t  bus iness  brands  w i th  th e  to o ls ,  ins i ght 
and inspi rat ion  the y  ne e d to  grow  and s uc c e e d –  as 
both  indiv iduals  and bus ine ss e s .

To do th is ,  we ne e d  to  c o nt inual ly  e vo lve  to  m ake 
sure  we are  del iver ing w h at  yo u ne e d. 

This  i s  why Propol is  w as  bo r n  –  o ur  c o m m uni ty  
for  B2B marketers .

We’re  proud to  serve  as  th e  fo c a l  po int  fo r  th e  
B2B market ing se cto r,  and to  be  a  fo rc e  fo r  gre at er 
conne ct iv i ty,  enabl ing m ar ke te rs  and le ade rs  to  share 
exper iences  and le ar n  f ro m  o ne  ano th e r.

 
 
b2bmarket ing.net 
propol is .b2bmarket ing.ne t

in fo@b2bmarket ing.ne t 
+44 (0)20 7014 492 0
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Contact us

B2B Marketing
Clover House
147–149 Farringdon Road
London
EC1R 3HN

Tel: +44 (0)20 7014 4920
info@b2bmarketing.net
b2bmarketing.net/propolis




