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Using Digital Marketing Tools for B2B Marketing
S E-artikkeli

Malpeli, Sarah
lulkaisussa Wide - Format Imaging Feb 2015, Vol.23(2), pp.22-23

Ohjeet «

e-aineisto ongelma?

o

Mobile advertising is one of the newest approaches in digital E2B marketing. With smart phone sales rising each year, more
businesses have turned to mobile ads and apps to catch the consumer's attention. According to Victoria Campbell of

BlueFire PR, "The Mobile Marketing Association expects B2B marketers...
Verkossa saatavilla
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Harnessing marketing automation for B2B content marketing
ES E-artikkeli

Jarvinen, Joel ; Taiminen, Heini
Julkaisussa Industrial Marketing Management April 20156, Vol.54, pp.164-175

The growing importance of the Internet to B2B customer purchasing decisions has motivated B2B sellers to create digital

content that leads potential buyers to interact with their company. This trend has engendered a new paradigm referred to as
‘content marketing.’ This study investigates the arganizational processes for developing valuable and timely content to meet
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Koska kirjallisuushaku “b2b digital marketing” on liian laaja, voit
rajata hakua oikeasta reunasta esimerkiksi seuraavasti:

v" Vertaisarvioitu
v" E-artikkelit
v" Aiheet: Business

v’ Ajanjakso 2015 — 2020

Jos pienen selailun jalkeen et loyda tiivistelman perusteella
kiinnostavia lahteita, voit muuttaa hakua ja kokeilla muita
rajauksia.
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B2B content marketing for professional services: In-person versus digital contacts »
ES E-artikkeli ™
Wang, Wei-Lin ; Malthouse, Edward Carl ; Calder, Bobby ; Uzunoglu, Ebru
Julkaisussa Industrial Marketing Management August 2019, Vol.81, pp.160-168
We study whether marketing can have a new role, one that is better aligned with the sales force, by adapting content
marketing {CM) in B2E professional services organizations. CM activities can be in-person events such as conferences, which
involve personal contacts with clients, or digital, such as webinars (i.e., digital events) or posting firm-generated content on
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The growing importance of the Internet to B2E customer purchasing decisions has motivated E2B sellers to create digital
content that leads potential buyers to interact with their company. This trend has engendered a new paradigm referred to as
‘content marketing.” This study investigates the organizational processes for developing valuable and timely content to meet
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B2B content marketing for professional services: In-person versus digital contacts
EY E-artikkeli

Wang, Wei-Lin ; Malthouse, Edward Carl ; Calder, Bobby ; Uzunoglu, Ebru
lulkaisussa Industrial Marketing Management August 2019, Vol.81, pp.160-168

We study whether marketing can have a new role, one that is better aligned with the sales force, by adapting content
marketing (CM) in B2B professional services organizations. CM activities can be in-person events such as conferences, which
involve personal contacts with clients, or digital, such as webinars (i.e., digital events) or posting firm-generated content on
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We study whether marketing can have a new role, one that is better aligned with the sales force, by adapting
content marketing (CM) in B2E professional services organizations. CM activities can be in-person events such as
conferences, which involve personal contacts with clients, or digital, such as webinars (iLe., digital events) or
posting firm-generated content on branded websites (i.e, digital content). Fitting random-effects negative bi-
nomial regression models with four years of panel data from a large, international, consulting service provider,

we show that the number of sales leads and won opportunities from its key accounts are positively affected by
the frequency of an account's employees attending digital events and consuming digital content, but not in-
person events. Moreover, we find that CM affects sales leads for both low- and high-level account employees.
These findings suggest that CM can be effective in bringing sales leads and won opportunities to B2B professional
service providers and can play a complementary role to the existing sales force.

1. Introduction

The tension between marketing and sales has been a persistent issue
in B2B companies. In their classic article describing this conflict, Kotler,
Rackham, and Krishnaswamy (2006) deseribe the “war between sales
and marketing” in these terms: *... they're separate functions within an
organization, and when they do work together, they don't always
get along. When sales are disappointing, Marketing [sic] blames the
sales force for its poor execution.... The sales team, in turn, claims that
Marketing sets prices too high and uses too much of the budget, which
instead should go to hiring more zales people, or paying the sales reps

contacts.

Research confirms this gap between sales and marketing. The two
have different goals (Dewsnap & Jobber, 2000; Strahle, Spiro, & Acito,
1996) and even different perspectives or “windows on the world”
(Beverland, Steel, & Dapiran, 2006; Cespedes, 1996 Homburg &
Jensen, 2007; Homburg, Jensen, & Krohmer, 2008). A key feature of
this gap can be summarized as follows. Sales plays a critical role in B2B
firms by maintaining close contact with customers via personal selling.
To the extent that marketing is viewed as detached from the selling
process, and spending money on alternatives such as advertising, or
otherwise seeming to employ practices perceived as more appropriate
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