B2B-konteksti

Digitaalisen markkinointiviestinnan
ideointia

Viestinta ja projektinhallinta (A77A00300)
FT, yliopistonlehtori Marketta Majapuro
Aalto-yliopiston kauppakorkeakoulu 2020



Kohderyhmaanalyysin periaatteita

* Asiakassegmenttien tunnistaminen

* Tarpeiden, arvojen, elamantavan,
mieltymysten ja odotusten
ymmartaminen

* Asiakkaiden profilointi,
asiakaspolkujen tunnistaminen,
ostajapersoonien kaytto (buyer
personas), ostoprosessin ennakointi




Onko
maahantuoja
kuluttaja?

(Drivecolla myos
muita asiakasryhmia)




B2B Marketing — What is Different? B2C vs B2B marketing
B2C B2B
‘low involvement’ ‘high involvement’

B2B: Business to Business B2C: Business to Consumer

Target market Larger Smaller, niche
Based on relationships with Products more important than
business buyers relationships
Often small & focused market Usually larger markets Purchaser(s) Single Multiple
More complex & longer buying Single step buying process; often
process short (e.g. impulse purchase) Buying process Single step Multiple step
More sophisticated buyers Less sophisticated buyers
Aim is to tumn prospects into Emotional considerations affect e vycle Sheoitar T~
buying customers buying behaviour

i P H . Recognition and Relationship and
Educational element to promotion Brands very important Sales driver fapetition P PR
-, m The 5 2
tutor2u Marketing Directors ~ Thompson (2020)

Riley (vuosiluku ei tiedossa)

Miten B2B ja B2C eroavat toisistaan?




B2C marketing

With B2C marketing, a company will use a completely different approach.
Phone marketing will rarely be used unless it is an expensive purchase

because this approach can be seen as too intrusive.

The B2C sales funnels will adopt a softer approach, especially with an

inbound marketing method. For example:

Social media post — A company will put out an Instagram post with the
description that explains a concept and tells the customer to check the bio for
more information. Instagram marketing can be highly effective, with

creating content on this platform.

Redirect to the blog post — This post expands on the social media post,
explaining the concept in-depth with a call-to-action at the end that directs a

customer to the lead magnet.

Lead magnet - A freebie that is given in exchange for a visitor's email and

contact info.

Promotional up-sell — After a few nurtured emails, a promotional offer is then

sent where the customer can buy their product or service.

Fraher (2019)

PETER FRAHER

B2C and B2B

Sales Funnels
How are they Different?

B2B markeling

With B2B marketing, a company might use the typical B2B sales funnels. This

is likely to include three stages:

The advertisement — LinkedIn ads are the top choice for these types of
businesses. Studies show that leads come from Linkedin,
with using this platform to distribute content.

The booking page — When clicking an advert, the lead will then be directed to
the company website. This is where they can book a free consultation to help

them with their business problem.

The sales close — The lead will then be passed on to the sales team where
they will try to close the lead via a phone call and get them to purchase their

product or service.



What is TOFU, MOFU, and BOFU Content?

Search for Awareness Search for
information information
Learn about Buyers look at

products products and reviews SALES FU N N EL
Read reviews and " . Buyers share research
compare products Consideration with other stakeholders Wabsite Visitor
Learn about products Buyers gets
product demo
Review shopping cart Buyer reviews
and complete checkout contract proposal

Sales transaction is Sales transaction
complete uy is complete

Enta myynnin ja markkinoinnin suppilomallit?

Haskey (2019) Mainos WebFX



Online Ads

Newsjack Trends =
Storytelling Posts O
Short Videos
Website Optimised
for SEO

CONSIDERATION Blogs/ How Tos/
Video Tutorials

Viewer/ Visitor
AWARENESS

Fan/ Follower

OF FUNNEL
(TOFU)

Website Visitor

Customer Stories
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Landing Page —

CONVERSION FREE Mini-courses/ p p
Events

Sales Offer
Loyalty Offers Customer
LOYALTY Customer FAQs, ’

Fonmns, e Repeat Customer
Fan UGC

* Ja BOFUun

Lim (2016)
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Kasvuhakkerointi

Innovatiivista liiketoimintaa
minimaalisin kustannuksin

Uusi ja jannittava idea +
joukkoja energisoiva kanava

Pienen idean kehittely palautteen
perusteella

Varhaisille omaksujille optimoitu ja
testattu tuote tai palvelu

Markkinoille paasyn ja kasvun
tapauskohtainen tavoittelu

Sosiaalisen median PR, vaikuttaja-
markkinointi, brandilahettilaat

Vaikutusten kertautuvuuden arviointi

Ks. esim. Holiday (2013)



Engineering

“ \'\
ativity Y0 social Media
O Monitoring
r Hacking ) .
R&D
Social Media
‘ Metrics

Analytical
Thinking

Ovatko Ovatko kuluttajat
maahantuojat sahkoautojen
koeajotyokalun kaytossa
varhaisia omaksujia? vitkastelijoita?

Onko kasitteesta meille hyotya?




M THE GROWTH HACKING MODEL FOR MARKETING

TRood

SELLER SIDE Traffic BUYER SIDE
Growth Hacking: KPIs Methods 1) Customer Stage Traffic
TOFU Lead
Q, sem, sEo, smm il “Interested” ‘Q
4 Drip & Nurturing e By B §
Consideration é MOFU Lead ‘e
W "Warming up”

A/B testing

* Scoring
@

£ Mvp

238 Buyer Personas

Relationship
>3 Customer Journey

@ Care model

®, WOM generating new traffic

Retention & Advocacy

Palmu (2018)
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How does growth hacking change the business logic?

Growth hacking refers to a paradigm shift, wherein old marketing methods and tools make
way for new channels and ways of working. In this rather unconventional and new business
context, growth can be obtained through novel, experimental means — as aspirational

growth marketers and engineers seek to first-handedly grow or attain market demand, or

traction.

Demand for a product or service can be generated organically (i.e. content marketing, SEO)
or through paid advertising (e.g. SEM, social media marketing aka SMM). From an analytics
viewpoint, demand translates to marketing qualified leads (MQLs), sales qualified leads

(SQLs), and conversions.

Palmu (2018)
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Miten
markkinoida
maahantuojalle?




Lead generation for B2B businesses isn't a one-size-fits-all affair. What works for
a drug testing company may not work for a B2B Saas company. When you market

for B2E, yvou have to go where yvour ideal clients or customers are.,

61 BZB Lead Generation Strategies That's why we've detailed 61 lead generation strategies and tactics we've seen

EZB businesses using successfully. If you're looking to drive new leads to your

and Tactics for 2020 sales team, try giving one of the ideas below a shot.

by Anna Crowe

« Website Optimization
« Content Marketing

« Email Marketing
+« Paid Advertising
« Social Media

« Offline Strategies

Sivustolla paljon neuvoja

Crowe (vuosiluku ei tiedossa)
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B2B Digital Marketing Strategy

Analyse and audit the
marketing goals and  following areas: reach your goal. This resources and campaigns, and
KPis: should include Paid, talents that you'll ensure that you have
1) Customers Owned and Earned need to execute your the right mixture of
- Awareness 2) Competitors Channels: digital marketing actions:
- Engagement 3) Digital Trends strategy effectively
- Conversion 4) Industry Trends 1) Content Marketing 1) Content Calendar
- Loyalty 5) Current Position  2) SEQ 1) Staff and talents ~ 2) Campaign
- Advocacy 6) Content Assets 3) Social Media 2) Outsourcing mechanics
4) Pay Per Click 3) Budgels 3) Reporting
5) Websitels 4) Timelines systems
6) Email Marketing ~ 5) Deliverables 4) Contingencies
7} Influencers 6) Option B

Ensure that there are
ways to track your
efforts across the
funnel:

1) SEQ tracking

2) Social Media
analytics

3) Website analytics
4) Email analytics
5) ROAS/ ROl

6) Optimizing
performance

1. Research

Research is the cornerstone of any modern marketing and through careful
and scientific studies of the market and brand will help you make more
informed decisions. They provide targeted basics to your marketing and

provide a valuable basis for evaluating your results.

By doing research, you can get to know your customers better — which puts
you in a better position to serve them. The market research gives you
insights into how your process works. You'll find out which aspects of your
company work well and get a better understanding of what services you

should provide.

The impact of the investigation is also clear. Our research on impact
research has shown that companies that conduct systematic research on
their customers and clients are ten times faster and more than twice as

profitable as their non-research counterparts.

Taustatutkimuksen merkitys

Kaviani (vuosiluku ei tiedossa)
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Kaikkikanavaisuus
Omnichannel

Ks. esim. Lukkari (2015), Friman (2019), Batra & Keller (2016)

Kaikkikanavaisuus

Yritys toimii vuorovaikutuksessa seka
potentiaalisten etta nykyisten asiakkaiden kanssa
useiden eri kanavien kautta

Markkinointitoimet synkronoidaan kaikkiin
asiakaspolun kosketuspisteisiin

Tuloksena on integroitu, saumaton ja personoitu
asiakaskokemus asiakkaalle mieluisissa kanavissa



Kaikkikanavaisuus

= Asiakkaan toiminnan analyysi
= Selkea ohjeistus eri kanavissa

= Kaikissa kanavissa sama tavoite
mutta kanavan ja kohderyhman
mukaisesti

= Helposti seurattava sisaltojen
jatkumo

=  Toimivuus kaikilla paatelaitteilla

= Asiakaspalvelussa olevien
osaaminen - chatbotit
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Millainen on
maahantuojan
ostopolku?




Customer Journey Map B2B

Customer Goals

Customer Journey
& Touchpoints

Thinking

Emotions

Points of Delight

Points of Pain

Opportunities

Hoeberichts (2018)

Awareness &
Consideration

¢ Collect information
# Insight Into products & prices
¢ Understand if it will add value

Q

Find information

@ & do research D

Look at Produ
competitors ° Demo

-
/ ! ©
Ask
Contact with Q questions

e Look at

wabsite

# Does it solve my problem?

# Does it fit in my organization?
* How does it work?

€ What's the purpose of it?

» Great product demo
» Good collaboration AM's &
retention team

» Nice product

» Poor availability

» Unclear website

» No e-mallmarketing campaligns

* Too many promises that aren’t
kapt

* Improve website: clear
& transparent information
# Better reachability
& Content campaigns
4 Marketing emails & campalgns

# Collect information
# Convince colleagues
4 Sign contract/quote

questions

Compare
(prices)

competitors kol

approval

¢ Do we have the right people in
our organization?
@ |5 this the right time/momant?

& How long will It take to set it up?

» Enthousiastic account manager
» Product itself

» Unclear website
» Expectations are not met
» No e-mail/marketing campalgns

¢ Marketing campaigns

¢ Improve website

¢ Add (new) references

¢ Make it easier to sign contract

Onboarding

# Signing in
# Align within the organization

»

Start

- ng
irot product

Cah Login
with

Post

& Make use of the product
& Get help quickly

Use of
product
R ve
Newsletters

as
5]

Attend

Account \2 [

manager

® What goals do | want to attain?
¢ What does the training look like?
® Who can | contact for questions?
# How do | change colors, photos?
¢ How can | change the settings?

»Easytosetup
» Onboarding materials
{e8. animations)

» Unclear user guide

» Login problems

» Lovel of training is inadequate

» Client wishes vs. product road.
map: does not align

# Improve level of training

¢ Create case studies

# Create instruction video's

# Improve onboarding materials
# Set up guide for users

# How can | encourage
usage?

¢ How can | personalize it?

¢ Who can | contact for
questions?

-Sales

# Insights into usage
# Insights into search behavior

nt manager & b
Customer
Support

® Where can | submit feedback?

# Isthere a live chat avallable?

# How do | know something has
been changed?

» Product developments
»User friendliness of platform
» Contact with team

* Insufficlent support

» Difficult to set up environment
» No clear way to give feedback
» Few aptions for personalization

# Follow-up after going live
# More contact with clients
# Create instruction video's
4 Improve Ul *

»Support

» Customer feedback day

» Being involved/ thinking
with the customer

» Usage |s less than expected
» No foliow-up after going live
» Poor avallability of AM

# Add option to personalize
# Provide live chat

® Provida batter support
Increase engagement

9

¢ Decide whether to renew
¢ Get discount

Renewal

usage & ROI

J

Chat
Account
Manager

# Did the product fulfill my
expectations?

# How do | cancel my subscription?

® What can we do to improve it?

¥ Service calls

» Disappointing results
* Being surprised by the renewal
* Poor availability of AM/Team

# More marketing support

# Better reachability

¢ Proactive communication
end-date

# Make it easier to terminate

Asiakaspolun

malleja
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| Background:

*Staff Accountant at Founder
Accounting

*Completed his undergraduate
degree at Penn 5tate and his masters
at Cornell University

*Has a serious girlfriend and two dogs
(a Labrador retriever and a pug mix)

| Demographics:

*Male

*Age 34

*Annual HH income: $125,000

*Lives in a townhouse-style condo in
an urban area

Goals:

*Become a senior accountant within
3-5 years

*Achieve a salary of 580,000 so that

(] r wooa

Ho (vuosiluku ei tiedossa)

Tommy
Technology

Hobbies & Interests:

*Running 5K races with his
girlfriend

*Watching Game of
Thrones

*Going out to brunch with
other young couples

Challenges:

*Wants to have a more modern
website, but isn't the final decision-
maker

*Struggles with being seen as the
“young guy” in the office and being
taken less seriously as a result

Commeon Objections:

*| love the idea of a new website, by
my boss will never go for it! He
doesn’t see the value in new
technology.

*I'd love to get started on a new
website, but | don’t think | can get
buy-in from my boss. He never takes
my ideas serioushy.

Biggest Fears:

*Getting stuck in a job and not
advancing up the corporate ladder as
guickly as he'd like

Ostajapersoona-

malleja
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Miten
UEELERIJE
tekee paatoksia?




B2B Buyer Journey

Expioration of
integraton with &
existing sysiem Purchasing ‘
Cortact with a overrule Group decision
CEO former coliesgue
turnover l — Buying group
Exocutive : o turnover Budget Legal flag
End-user roew - o
presentation L -, ¢
ﬂ Web Procurernaenrt I seviow
™ poroved search flag s
a
"o Trends report Suppher End-user
search rodowed ..:::. Social media input
. seloction
RPEreon demos e °
Wike paper Supphier — I I
RFP
e Flhro-138 rOsOONSe Lrve spohar a el a
' : Overwhel search Y™t
' gre- I Online detate m
m nformation about . |
m:‘ dlagnost! ""‘::'0"' Buying guide Information Coreract
Mh o mﬂ Group mmm Wi
o deployment Linkedin sales required
i discussion gemo Business "»e B
l with customer
y discussion i P in
White paper scope Expert c
download
whaelmi testimonisl
Informati woeos
Over nG Deconflicting Buying Group iy el
A Maton sbOUT - -
the solution within buyt group disagreement
group
2019 CSO Update Gobotos  roguiroments

Cohen (2019)

Ostoprosessi-
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Ideoita, malleja, kanavia ja tyokaluja riittaa.
Mita kannattaa ottaa?
Millainen tyonjako tiedonhaussa?

Ja tama ideointia vasta Drivecon
ensimmaiseen haasteeseen
ja vahan toiseenkin!



Lahteet

Batra, R. & Keller, K.L. (2016). Integrating marketing communications: New findings, new lessons, and new ideas. Journal of Marketing, 80(6).
122-145.

Cohen, H. (2019). The New B2B Purchase Process: What You Need To Know Now. https://heidicohen.com/new-b2b-purchase-process/,
17.4.2020.

Crowe, A. (vuosiluku ei tiedossa). 61 B2B Lead Generation Strategies and Tactics for 2020. https://www.leadfeeder.com/blog/b2b-lead-
generation-strategies-and-tactics/#gref, 17.4.2020.

Fraher, P. (2019). B2C and B2B sales funnels. How are they different? https://www.peterfraher.com/b2c-and-b2b-sales-funnels-how-
are-they-different/, 17.4.2020.

Friman, J. (2019). Omnichannel asiakaskokemus — viimeisin villitys vai piinkova kilpailutekija? https://finland.bisnode.fi/syvenna-
osaamistasi/ajatuksiamme/omnichannel-asiakaskokemus-viimeisin-villitys-vai-piinkova-kilpailutekija/, 17.4.2020.

Haskey, A. (2019). Is B2B the same as B2C? https://www.topfloortech.com/blog/is-b2b-the-same-as-b2c/#gref, 17.4.2020.

Ho, M. (vuosiluku ei tiedossa). 4 Steps to Discover Your Ideal Buyer Persona for B2B Marketers. https://www.singlegrain.com/buyer-personas/4-

steps-to-discover-your-ideal-buyer-persona-for-b2b-marketers/, 17.4.2020.

Hoeberichts, N. (2018). Customer journey maps. http://ninahoeberichts.com/portfolio-posts/fabmax-website-copy/, 17.4.2020.

24


https://heidicohen.com/new-b2b-purchase-process/
https://www.leadfeeder.com/blog/b2b-lead-generation-strategies-and-tactics/#gref
https://www.peterfraher.com/b2c-and-b2b-sales-funnels-how-are-they-different/
https://finland.bisnode.fi/syvenna-osaamistasi/ajatuksiamme/omnichannel-asiakaskokemus-viimeisin-villitys-vai-piinkova-kilpailutekija/
https://www.topfloortech.com/blog/is-b2b-the-same-as-b2c/#gref
https://www.singlegrain.com/buyer-personas/4-steps-to-discover-your-ideal-buyer-persona-for-b2b-marketers/

Lahteet

Holiday, R. (2013). Growth Hacker Marketing: A Primer on the Future of PR, Marketing, and Advertising. New York: Penguin Group.

Kaviani, S. (vuosiluku ei tiedossa). What is B2B Marketing Industrial Marketing Strategy to Help More Sales.
https://medium.com/@siavoshkaviani/what-is-b2b-marketing-industrial-marketing-strategy-to-help-more-sales-19a0a67e5232,
17.4.2020.

Lim, W. (2016). How to Optimize Your Digital Marketing Funnel. https://coolerinsights.com/2016/09/how-to-optimize-your-digital-
marketing-funnel/, 17.4.2020.

Lukkari, N. (2015). Tama unohtuu, kun puhutaan kaikkikanavaisuudesta. Talouselama, 15.9.2015.
https://www.talouselama.fi/kumppaniblogit/arvaton-blogi/tama-unohtuu-kun-puhutaan-kaikkikanavaisuudesta/849a4168-46fc-3fca-

a30f-68b59e178d70, 17.4.2020.

E?ITtZJ,Ogb(ZOlS). Growth Hacking model for marketing. https://www.columbiaroad.com/blog/growth-hacking-model-for-marketing.

Riley, J. (vuosiluku ei tiedossa). B2B - Business to Business Marketing. https://www.tutor2u.net/business/reference/b2b-business-to-
business-marketing, 17.4.2020.

Thompson, B. (2020). The Differences Between B2B and B2C Customer Journey Mapping.
https://www.getfeedback.com/resources/cx/b2b-and-b2c-customer-journey-mapping/, 17.4.2020.

25


https://medium.com/@siavoshkaviani/what-is-b2b-marketing-industrial-marketing-strategy-to-help-more-sales-19a0a67e5232
https://coolerinsights.com/2016/09/how-to-optimize-your-digital-marketing-funnel/
https://www.talouselama.fi/kumppaniblogit/arvaton-blogi/tama-unohtuu-kun-puhutaan-kaikkikanavaisuudesta/849a4168-46fc-3fca-a30f-68b59e178d70
https://www.columbiaroad.com/blog/growth-hacking-model-for-marketing
https://www.tutor2u.net/business/reference/b2b-business-to-business-marketing
https://www.getfeedback.com/resources/cx/b2b-and-b2c-customer-journey-mapping/

