
›› Keep our customers, 
members and contacts 
informed of our latest 
content, products  
and services. 

›› Manage and administer 
their memberships and 
purchases. 

›› Use a variety of direct 
marketing channels 
and messages to 
ensure our contacts  
are kept informed.

›› Collect personal data that 
helps us keep our content  
targeted and relevant.

It’s necessary 
for us and in our 
legitimate business 
interest to:

Why we 
process your 

data
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Our lawful basis 
for processing  

your data
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›› We will keep your data 
safely and securely for 
as long as necessary 
or according to your 
instructions.

›› We review the data we 
hold at least once every  
two years. 

›› For more information 
about how we store 
your data, please 
contact us directly.

We may process your data for  
a number of different purposes:

›› To keep you up to 
date with the latest, 
relevant content 
we’ve published.

›› To administer any 
membership you  
have with us.

›› To keep you up to  
date and invite you 
to any of our latest, 
relevant events, 
training programmes, 
webinars or podcasts 
we are producing.

›› To administer any 
training course, 
programme or event 
delegate bookings 
you’ve bought from us.

›› To collect your 
feedback and seek your 
insight through online 
survey invitations.

›› To give you access  
to content and 
events provided by 
our approved third-  
party partners.



›› Your name

›› Your job title

›› Your job role

›› Your email address  
and contact number

›› A password  
(for website access)

›› The name of the 
organisation you  
work for

›› The type of industry 
you work in

›› The number of 
employees in your 
organisation (by band).

We may receive and store other information, eg: 

›› Data submitted to our websites.

›› If you participate in a focus group, contest, activity  
or event.

›› If you apply for a job, request support.

›› If you interact with our social media accounts.

›› Or otherwise communicate with B2B Marketing.

When you register on our website 
or purchase any of our professional 
development services we’ll ask for:

Additional information provided  
to B2B Marketing

Third-party data

B2B Marketing may receive data from 
our partners, affiliates or others, that 
we use to make our own information 
better or more useful. 

Use of cookies

B2B Marketing uses cookies and other 
third-party tracking technologies in our 
websites and across other websites 
that help us collect information about 
our customers and users.

Types  
of data we  

collect
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You can manage your preferences  
and unsubscribe from any or all of these 

different types of email at any time.  
 

Click here to update your preferences.  
b2bmarketing.net/en-gb/confirm- 

your-email-preferences  
or email us here.

You’re 
in control

›› A weekly email  
update bulletin 
highlighting our latest 
trending content, 
downloadable reports, 
and forthcoming 
events and training.

›› A weekly email Partner 
Bulletin highlighting our 
latest third-party partner 
content, including 
whitepapers, webinars 
and guides.

›› A weekly or bi-weekly 
email update on 
forthcoming events.

›› Occasional email updates 
on surveys or webinars 
we’re running or new 
reports (or partner reports) 
we’ve published.

›› Occasional direct 
mailings or telemarketing 
calls about our 
forthcoming training, 
content or events.

›› Occasional account 
management calls to 
check in on how you’re 
getting on with any  
of our products or 
services you use.

In particular you could  
expect to receive from us:

b2bmarketing.net/en-gb/confirm-your-email-preferences
b2bmarketing.net/en-gb/confirm-your-email-preferences
mailto:info%40b2bmarketing.net?subject=


  

  

›› You have the right to raise a concern  
or lodge a complaint with a supervisory 
authority. In the case of residents of the 
UK please see more information here.

Data Protection Authority

›› We review our data protection and 
privacy procedures and policy regularly 
and post any changes to our Privacy 
Policy on this page.

Changes to this Privacy Policy 

Your  
rights
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›› Access to the personal data  
we hold on you.

›› For inaccurate or incomplete  
personal data held on you  
to be rectified or completed.

›› For your personal data to be 
suppressed or erased.

You can reasonably request:

›› You have the right to opt out of  
our direct marketing at any point.

›› To unsubscribe from all our emails  
by submitting this unsubscribe form. 

›› To opt out of our direct mail or telephone 
marketing call +44 (0)207 014 4920  
or email info@b2bmarketing.net.

Your right to objectWe will always let you know if we want 
to share the data we collect from you 
with a third party. Specific cases where 
we may do this are:

Digital content supplied by our partners,  
e.g. whitepapers, guides, surveys, webinars.
If we ask you to complete an online form to access  
this content we will always tell you the name of the  
partner (company) that we will be sharing  
the data we collected with.

Offline content delivered by our partners  
at our face-to-face events.
When you register for events of sponsored sessions  
co-hosted by our partners we will always tell you  
the name of the partner (company) that we will  
be sharing the data we collected from you.

Recipients  
of the data  
we collect
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  4   Emotional attachment to
 a brand can be a barrier

Often members of the top team have been in their 

posts for a long tim
e and are protective of the brand 

and its heritage. Hearing what their competito
rs are 

doing can be a great way to get buy-in for moving in a 

new direction. One senior marketer fo
und that building 

narratives around examples fro
m competito

rs outside 

their sector was a good way to shift ideas away fro
m 

deep-rooted traditional views. By comparing themselves 

to brands outside their own industry, the board were 

made to think about how different approaches could 

work for th
eir business. 

5   Building a panel of supporters gets results

Collecting narratives fro
m different teams within your 

business can be a really persuasive way to gain buy-in. 

Doing so demonstrates you understand the needs of 

the business and have advocates. Colleagues will b
e 

encouraged to support a marketing idea if th
ey feel 

they’re part o
f the story and have had an input. O

ne 

senior marketer sets up engagement tasks for th
e sales 

teams on Salesforce whenever a new piece of marketing 

is sent out. 

6   Data has made it h
arder to find a story 

Internal marketing should be no different to
 marketing to 

an external audience, the story should be kept as simple 

as possible. Digital tools were found to be something 

that clouded the view of marketers. “They create lots 

of noise, so it’s difficult to
 get down to the key data,” 

explained a senior marketer. The copious amounts 

of data could swing the pendulum the other way, 

particularly with GDPR coming into play, and the recent 

Facebook scandal. O
ne senior marketer said they were 

moving their board away fro
m data, condensing KPIs to 

just one slide for monthly board meetings, but you must 

already have trust fro
m the board to do this.  

7   Don’t c
laim the big wins in long sales cycles

No doubt marketing has a part to
 play in long and 

lucrative sales cycles, but the deal breaker can be harder 

to track. Often the CEO will b
elieve their business 

meeting sealed the deal, w
hile sales may also contend 

for th
e title

 of key player (unless it g
oes wrong). O

ne 

senior marketer said it w
as wise not to

 challenge this. 

“Choose the stories you want to
 tell,” like how they won 

a smaller deal, le
ss heavily fought, he warned.  

8   Marketing needs to speak the same language

Language – including jargon and tone – can separate 

marketing fro
m the rest of the company. The challenge 

is not to
 talk marketing if y

ou want to
 be understood and 

endorsed by the rest of the company. Knowing most 

CEOs and many board members come fro
m a finance 

background, one senior marketer had enrolled their 

team in a finance course, while another said they altered 

their la
nguage to finance-related buzzwords when 

meeting with the FD.  

9   Know how to work with finance 

Understand who will re
spond better to

 data versus those 

who will re
spond to emotive storytelling. For example, 

data is likely the best way to win over your finance 
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10 things we learned at this month’s 

Leaders roundtable 1   Don’t p
itch the board a story without th

e data  

to back it u
p 

 Data provides evidence that the story you’re telling 

has, or will, d
eliver. In

 an industry up to its eyeballs in 

data, presenting a business case purely on numbers 

can run dry and tire
d. Yes the board want to

 hear about 

investment and ROI, but it’s
 also important to

 tell a story 

about how your plans support strategic growth and 

intertw
ining with other teams. 

2   Each board member is different. Y
our story should 

be too

Members of the board don’t always have the same 

checklist for what makes a good idea. Conducting 

one-to-one meetings with tailored pitches overcomes 

this issue. One senior marketer used this method to 

gain individual buy-in fro
m the board. They resolved 

any questions of contradictory messaging by providing 

a range of example scenarios, each one appealing to a 

different area of the business. 

3   The board want to
 see cross-team collaboration

Many business structures have developed in a matrix 

with boards looking for ideas that brings teams together 

in collaboration, focused on a common goal. O
ne senior 

marketer admitted it c
an be difficult to

 bring multiple 

teams together. “Sales are in often conflict with the 

product team while marketing are in the middle.” One 

piece of advice was to arm your sales team with their 

own stories of how they worked with marketing to close 

a deal, convincing the sales team that this looks just as 

good for th
em as it d

oes for marketing. 

 

With the board’s demands for data, 

data and more data it c
an feel like 

there’s littl
e room for emotion. But 

savvy marketers will m
erge data 

with their ability
 to spin a persuasive 

yarn, knowing when and where to 

add illu
stration to the numbers. It’s

 a 

balancing act between telling a story 

that perks interest and providing 

enough data to placate the sceptic 

number-lo
vers.

We share some of the examples and 

thoughts given during our re
cent 

leaders roundtable where one senior 

marketer was quick to point out that 

data and storytelling is not an either/

or scenario. “The power of story is so 

fundamental. But a story without data 

is just a story.”
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