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xii Foreword

        Foreword  

  It’s a New Day, and I’m Feeling Good   

 It’s no wonder that these timeless lyrics from the 1965 hit single have reso-
nated through the ages. It isn’t just Nina Simone’s deep, unparalleled con-
tralto or the muffled appeal of the early recording; there’s nothing more 
seductive than the concept of a new age beginning. This iconic song per-
fectly embodies the world it was born into—an era that was new, visceral, 
evolving at lightning speed, and filled with unprecedented ideas. I can 
only imagine the feeling that the music executives had when Nina’s words 
washed over them for the first time, but I imagine it was a sense of tingling  
excitement, optimism, and awe. It’s a feeling that accompanies most new 
ages, including the new age of business-to-business marketing that Kim 
Ann King flawlessly describes and guides us through in the pages of this 
book.  

 In the ’60s, the advertising world was caught up in a mixture of visual 
appeal and direct action. There were five marketing channels to master, 
and sales teams were still answering telephones. The B2C world was filled 
with slogans and jingles that sold everything from soap to cars, yet B2B 
marketing was relegated to the dingy world of trade publications and trade 
shows. Marketers as a whole were thought of as nothing more than a group 
of people making subjective guesses on their impact to the bottom line, and 
outside of the B2C world, they were given very little credit  for their efforts. 
The world they marketed in was disconnected, subjective, and static.  

 Since then, the marketing world has seen generations of progress, move-
ment, and advancements in technology. The bright lights of mass market-
ing have finally set, and the new day of true one-to-one communication 
has dawned—one that Kim has meticulously outlined in the next 200-plus 
pages. This new age rewards the businesses that can build personal relation-
ships at scale, by understanding that an interplay of all marketing mediums 
is necessary to speak to a  single  prospect with relevant messages at the cor-
rect time. By using data-driven strategies to identify, nurture, and convert 
higher-quality leads in a shorter time, modern businesses can bridge the  
gap between marketing and sales to form one cohesive revenue department. 
This is the future of B2B marketing—a future that requires a complete view 
of the marketing landscape, including the changes in buyer habits and mod-
ern strategy that Kim discusses in this book. Her in-depth analysis of mod-
ern B2B marketing and buyer trends describes a marketing environment 
that is anything but flat and outlines an inarguable case for investment in 
modern tools and techniques.  



xiiiForeword

 As you progress through the book, you’ll get a deeper look at the modern 
B2B marketer, including specific use cases, teachings on how to attract 
more potential prospects into your marketing funnel, tips for turning your 
prospects into actual closed business, and advice to help you increase the 
lifetime value of those customers. To go along with this new insight, you’ll 
need to learn a new set of tools. Kim explores how this new world of tools 
can help scale your marketing, prove the value on your marketing efforts, 
and manage a much larger marketing effort with less work.  

 You have begun your journey with this book, but it will not stop here. I 
implore you to be a diligent student of your craft and use this reading to 
set a new foundation—one that you can continue to build upon over time. 
Take Kim’s message to heart: Make one cohesive effort to unite your people, 
processes, and technologies, and continue to strive for operational excel-
lence. Today’s new age of marketing sets a higher bar for B2B marketers, 
and Kim does a wonderful job guiding us through the vastness of new tools, 
techniques, and best practices to hit the  higher mark. Let her words sink 
in just as Nina’s words impacted the music executives on the couch. Hear 
them for the first time, notice the change in the air, and feel the promise of 
a new way to drive results.  

 Mathew Sweezey  
 Marketing Evangelist, Pardot—a salesforce.com company  
 Author,  Marketing Automation for Dummies      
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Preface  

 You are holding in your hands a book 30 years in the making; that’s how 
long I’ve been practicing marketing. It has only been in the past 5 years that 
marketing has morphed into an almost unrecognizable profession, due to 
the recent collision of data, creative, strategy, and technology.  

 When I started working in 1985, it was easy to craft a career first in finan-
cial services marketing and then in academic marketing with a little bit of 
writing talent and some creativity. Still, it was anything but glamorous. The 
advent of desktop publishing into corporate America was still a couple of 
years away, and so I typed out newsletter columns on a typewriter, cut and 
pasted them into layouts, copied them on a photocopier, and mailed them 
out in stamped #10 envelopes. I developed photographs with chemicals. It 
didn’t seem inefficient or unproductive at the time, but it sure  does now.  

 Ten years later, something big happened: The World Wide Web was com-
mercialized. In 1995, I joined one of the first e-commerce pioneers, Open 
Market, and since then, I haven’t looked back. It was my first foray into 
the world of B2B marketing, and I’d found my professional comfort zone. 
B2B marketing was so different from the consumer world—trying to reach 
not just one potential buyer, but a whole buying committee—in various 
companies across multiple industries. This enormous challenge was very 
appealing.  

 At Open Market, I worked in public relations, finding customers to speak 
to the media and at trade shows, writing articles for executives, and writing 
news releases about new customers, partners, products, and other company 
milestones. It seemed like a lot of responsibility at the time, but now I look 
back in fondness at how simple and uncomplicated the work was, particu-
larly when compared to an average work day now. One of my favorite proj-
ects at Open Market was promoting the company’s involvement in creating 
the world’s first online Girl Scout cookie store, which helped not just to sell 
a  lot of cookies and create awareness for our company, but also to alleviate 
concerns about the security of e-commerce by associating it with something 
familiar and wholesome.  

 That helped us to get a lot of press, but we didn’t stop there. In the lead-
up to Open Market’s IPO in 1996, the company was featured in dozens 
of publications. One was a photo shoot with  Businessweek  that featured 
our founder surrounded by half a dozen dogs (owned by our employees, 
including me), riffing on the meme introduced by the famous Peter Steiner 
cartoon published in the  New Yorker : “On the Internet, nobody knows 
you’re a dog.”  1    
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 Open Market went on to a successful IPO in 1996, and I was hooked on the 
tech start-up world. My next major stop was Akamai Technologies, one 
of the first content delivery network (CDN) providers. Akamai began as a 
company that would end the “World Wide Wait” through intelligent Inter-
net content delivery. Before its public launch, the company had attracted 
a great deal of venture capital and other investments, and wanted to maxi-
mize its initial publicity. Akamai turned to cause marketing to enhance its 
growing visibility. The chosen cause came in the form of NetAid, when the 
company was approached  in the spring of 1999 by Cisco Systems, which 
had recently created the NetAid initiative with the United Nations Develop-
ment Programme (UNDP).  

 I came onboard as the NetAid Program Manager, responsible for promot-
ing and coordinating Akamai’s involvement in NetAid via all of its market-
ing activities. Akamai leveraged NetAid as the reason and mechanism to 
build out its Internet content delivery server network as fast as it could. It 
did this in order to carry the content of what was expected to be the biggest 
Internet multimedia event to date and to create the business case for its 
ensuing IPO, also slated for October, three weeks after the NetAid concerts. 
Partly because of all the press attention from NetAid, Akamai’s IPO was 
one  of the most successful on the NASDAQ Stock Market in 1999. You can 
read more about Akamai’s sponsorship in  Appendix   B   , “An Examination 
of the Marketing Communications Tools and Techniques Used by Akamai 
Technologies During Its Sponsorship of NetAid.”  

 Since then, I’ve worked with several B2B software companies, helping 
to launch products, secure new markets, find new customers, and refine 
messaging.  

 In 2007, I joined the next wave of marketing innovation when I became 
the Chief Marketing Officer of SiteSpect, a leading web and mobile opti-
mization solutions provider. Today, a typical day includes planning and 
executing SiteSpect’s global marketing strategy, which means managing the 
people, processes, and technology behind our website, content strategy and 
marketing programs, online and offline advertising, lead generation pro-
grams, public relations initiatives, social media marketing activities, email 
marketing, and trade shows and events, among other things. I’m fortunate 
to work with a company doing cool things for amazing customers and for a 
CEO who can see and  appreciate what’s possible in marketing.  

 The Internet makes possible all the digital marketing initiatives that I love 
creating. To do this, I log in to about a dozen tools every day, including 
Google Analytics, Pardot, salesforce.com, Google AdWords, LinkedIn, and 
our own optimization platform, among others. That started me thinking 
about the growing role of technology in B2B marketing, which became the 
inspiration for this book.  
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 It’s my hope that you will find this volume to be a useful and comprehensive 
primer for getting started in B2B marketing, rebooting a career, under-
standing the impact of technology, or just getting up to speed on the new 
tools and tactics. It’s the book I wish had been written five years ago to help 
me understand and navigate the quickly shifting forces that are shaping 
marketing today. I could not find such a book for B2B marketers, and so I 
have written it as my gift to you. May it accompany you and guide you on 
a long and  productive career.  

 Kim Ann King  
 December 28, 2014  

  Endnote  
 1. “On the Internet, Nobody Knows You’re a Dog,” Wikipedia.org, 
 http://en.wikipedia.org/wiki/On_the_Internet,_nobody_knows_
you%27re_a_dog .     
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 Introduction  

    When this book is published, it will have been 20 years since the introduc-
tion of the World Wide Web, signaling the start of the commercial Internet 
and the turning point when businesses started to build websites and market 
themselves digitally. It seems like another lifetime, even quaint, that a com-
pany could even exist without a website, paid search, social media, online 
video, online wire services, digital content, or automation, but that was 
the reality of marketing before the Internet. These new tools have changed 
everything about our jobs and the profession itself. Here are just a few 
things that I’ve  learned about using the technology that has become so vital 
in marketing:  

    ■   Technology solves nothing without established goals, roles, and 
procedures. In fact, it’ll make everything much worse if you don’t 
already have these things defined.   

   ■   Just as graphic design software does not create artistic talent, mar-
keting technology does not create good marketing, but it does make 
it incredibly easy to automate bad marketing.   

   ■   Technology enables you to make lots of mistakes quickly and often 
in public.   

   ■   Technology has led us to focus on  how  we’re going to fix things 
with less regard to  what  we’re fixing and  why.  But that’s a mistake. 
Just because you can use a tool to do something doesn’t mean you 
should. Strategy must always come first.    

 The Internet and subsequent introduction of cloud-based tools have put 
more pressure on marketing by broadening the amount of work and tech-
nical know-how necessary to get the job done. That means the inherent 
challenges for today’s B2B marketers are enormous. Consider the difficulty 
in balancing all the following responsibilities:  
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    ■   Automating marketing processes across all programs   

   ■   Transforming analytics into actionable tactics   

   ■   Keeping data clean in order to segment, target, and personalize   

   ■   Experimenting with multiple creative versions to discover audience 
preference   

   ■   Planning, programming, budgeting, staffing, and measuring:  

    •   Managing both the visual and the verbal corporate and product 
brand(s) across multiple channels (and devices)   

   •   Understanding the challenges and best practices of each channel   

   •   Finding the right mix of traditional and digital advertising   

   •   Creating enough content to nurture prospects during each phase 
of the buyer journey   

   •   Generating enough qualified leads for the sales team   

   •   Contributing to bottom-line revenue   

   •   Supporting the needs of internal departments   

   •   Finding and keeping the right talent and skill set on the team   

   •   Evolving the staff’s skills (and yours) to keep up with new tactics, 
tools, and techniques   

   •   Staying on budget in a time of increased financial scrutiny     

   ■   Executing flawlessly on all fronts   

   ■   Reliably delivering results time and time again    

 To juggle all of that, marketers from all industries are reporting they’re 
doing work they have never done before. In fact, a 2013 BMA/Forrester 
survey of B2B marketers found that 97% of the respondents say that “they 
are doing new types of work, new skills for marketers will be desperately 
needed going forward, and the pace of relentless change in their worlds is 
expected to pick up.”  1    

 I am at the epicenter of this change, both as a B2B marketing practitioner 
and as a vendor of experimentation software that enables our clients to 
push the boundaries of what’s possible. It’s an incredibly interesting, excit-
ing, and scary time to work in our profession.  
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 The bottom line for you is that the marketplace is changing, the way B2B 
buyers research information is rapidly changing, and your marketing strat-
egies, messages, offers, and channels need to change too—from getting your 
message out, to generating demand, and enabling the organization.  

 To help you explore what’s possible, this book is divided into three main 
sections (with a fourth consisting of appendices) focusing on the (1) trends, 
(2) tools and technologies, and (3) tactics and techniques shaping today’s 
B2B marketing profession in the context of actionable advice on strategies, 
best practices, and tools you can use.  

 Here’s what you’ll learn:  

    ■   A number of key trends affecting B2B marketing, including a chang-
ing buyer, an evolving buying process, more responsibility for rev-
enue, and the rise of technology.   

   ■   Four indispensable technologies that will help you better connect 
with your buyer, create more relevant experiences, and drive more 
revenue. These include analytics, experimentation, marketing auto-
mation, and targeting and personalization. You might not have gone 
into marketing to get up close and personal with technology, but 
you will have to get comfortable with it in order to be successful.   

   ■   A broad array of techniques at your disposal in planning, program-
ming, budgeting, staffing, and measuring your marketing efforts. 
You’ll learn tactics and best practices for every step of the conver-
sion funnel.    

 So let’s dive right in, starting with key trends to lend context to the brand-
new and ever-changing world of B2B marketing today.   

     Endnote  
   1.   “B2B CMOs Must Evolve or Move On,” Laura Ramos, Forrester 

Research,  https://solutions.forrester.com/bma-survey-findings-
ramos .      
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  1 
 The Evolving Marketing Landscape  

    
        B2B marketing, also known as business-to-business marketing, is simply 
businesses selling at scale to buyers in other companies. In doing so, B2B 
marketers must define their target market, target accounts, and ideal buyer; 
create products and services to meet the needs of those buyers; and correctly 
position, price, and promote their products and services in the marketplace.  

 If only it were as easy and straightforward as it sounds. Marketing supports 
sales, and in the B2B world, these sales can be large, complex deals that 
involve multiple buyers, users, and influencers across several departments, 
including legal, procurement, and others, making the process convoluted 
and complicated. Meanwhile, marketing is tasked with several key roles 
within the organization:  

    ■    Strategic Partner—    Guiding the company in making the best deci-
sions to market its products and services   

   ■    Brand Protector—    Monitoring usage and enforcing guidelines   

   ■    Revenue Creator—    Generating leads that turn into net new revenue   
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   ■    Service Provider—    Supporting other departments with creative 
and editorial services    

 On top of that, today’s B2B marketer is dealing with forces that make suc-
cessful planning and execution even more difficult. To provide context, this 
chapter examines the following trends shaping marketing today:  

    ■   A rapidly changing buyer   

   ■   An exponential growth in data, often siloed and out-of-date   

   ■   More channels and platforms, splintering reach and confusing 
strategy   

   ■   A growing responsibility for revenue   

   ■   The ability to do more with less: an increasing scope of functional 
responsibility, typically without additional personnel or budget   

   ■   The need for speed and agility in creating and deploying campaigns 
and producing results   

   ■   New tools and technologies, evolving more quickly than profes-
sionals can adapt    

 It adds up to a very complex environment in which to market—made all the 
more so by the pace of change along so many different fronts. Let’s look at 
each of these forces at work.   

     A Rapidly Changing Buyer  
 Not so long ago, buyers had fewer choices to make and smaller problems 
to solve. Today we see that B2B buyers are affected by the same ground-
shifting complexities that impact vendors:  

    ■   Buyers are trying to fix big problems such as improving revenue, 
creating efficiencies, and managing more work (which vendors are 
trying to help them do).   

   ■   Buyers have many options in solving their problems (which creates 
competitive pressure for vendors).   

   ■   Buyers can research their options firsthand long before contacting 
a vendor, and are savvier in understanding their potential choices 
(which makes it difficult for vendors to differentiate and get heard 
above the clutter).   
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   ■   Buyers are increasingly mobile—using smartphones and tablets to 
research and consume information (which vendors must consider 
in their marketing mix).   

   ■   Buyers’ expectations have changed in that they expect to engage in 
two-way communication with vendors (not just be marketed to) and 
they expect marketing outreach to be personalized and consistently 
relevant (approaches to which vendors must adapt).   

   ■   Buyers are connected with each other such that it is easy to tap 
into the wisdom of the crowd as well as be heard via social media 
(which vendors must monitor and respond to).    

 Because of this evolving B2B buyer behavior, marketers today have to be 
more technically adept, be more sensitive to context (for example, under-
standing the differences between mobile and desktop ads, e-mails, and web-
sites), and offer a truly differentiated product via messaging that resonates 
with buyers. Marketers must bring a keen emotional understanding of the 
job of personalizing outreach such that it is appropriate 100% of the time—
which is not an easy thing to do. And marketers are expected to listen to the 
social media conversation at all times in the hopes of gleaning insight into 
the wants and needs of  the marketplace, understanding sentiment about 
their industry, and using that information to add value.   

  An Exponential Growth in Data  
 As buyers research options, they are leaving bits of data about themselves 
and their activities all over the Internet, which are being fed back to ven-
dors via various tools to inform their marketing decisions. Data is nothing 
without analysis to understand what it means to buyer behavior and why 
it’s important to the buyer journey; only then can companies harness the 
power of its data to improve the experience. The question becomes how to 
use data to recognize preferences across channels and devices. But that’s 
difficult when the amount of data can be overwhelming, because it com-
prises, at a minimum,  the following:  

    ■   Personal information such as name and title   

   ■   Demographic and firmographic information   

   ■   Behavioral information, such as the following:  

    •   On-site activity—pages visited, content downloaded, on-site 
search queries, form completions   
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   •   Offsite activity—ads clicked, social media activity, event 
participation   

   •   Campaign activity—e-mails opened, links clicked      

 When used correctly, this data can be used to improve the relationship 
between the potential buyer and the company by personalizing commu-
nication, digital experiences, and content. But two problems quickly arise 
with so much data:  

    1.   Information can live in many different places within a company, 
from the CRM database, to Excel spreadsheets on sales executives’ 
desktops, and even to filing cabinets. That means data is siloed and 
not shared across the company, with different departments having 
a different view of prospects and customers, depending on what 
information they’re keeping.   

   2.   Data can quickly become out-of-date (leading to what is known as 
“decay”), which leads to another problem: data hygiene, in which 
a database devolves over time to contain unmailable contacts with 
out-of-date records, incomplete records, duplicate records, or even 
false records. Clean data, created by ongoing data maintenance, is 
the key to the successful execution of marketing campaigns.     

  More Channels and Platforms  
 On top of massive amounts of data, new channels and platforms are also 
proliferating rapidly. Although they can be useful for reaching new pros-
pects and customers, their usage can come at a cost: the time needed to 
learn how to use a new platform, hire someone else to do it, or find an out-
sourced resource to help. For example, social media encompasses a broad 
array of possibilities, but what is the appropriate mix—and is it even pos-
sible to learn every platform? You might use Twitter and LinkedIn, but 
should your company also be on Pinterest and Instagram, which weren’t 
even  around a few years ago? What about YouTube? And what will be new 
tomorrow that needs to be added to the mix?  

 This never-ending channel proliferation takes time, money, and effort to 
learn and feed with new content, and should be evaluated over time to 
ensure that chosen channels are still relevant to buyers. This puts enormous 
pressure on B2B marketers to continually learn, evaluate, and maintain new 
channels and platforms. It’s one thing to be responsible for the company’s 
website; it’s entirely another thing to be responsible for the company’s 
website, LinkedIn page, Facebook profile, Twitter page, Google+ profile, 
YouTube channel, AdWords campaigns, Bing campaigns, LinkedIn ads, 
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Facebook ads, retargeting campaigns, analytics reporting, experimentation 
program, automation platform, targeting and personalization efforts,  con-
tent marketing, and e-mail marketing, among other things. That’s a lot to 
learn, master, keep up with, feed, evaluate, and report on, but if you want 
to be where your buyers are and create the best experience for them, it’s 
what you have to do.   

  More Revenue Responsibility  
 Meanwhile, these new channels are critical in delivering new prospective 
buyers who could, in turn, deliver net new revenue to the business. As B2B 
marketers find the channels, tools, and data sources to reach, acquire, con-
vert, engage, close, and retain customers, they are becoming increasingly 
responsible for a portion of a company’s revenue. This is an incredible 
shift in accountability from the past when marketing could come up with 
creative campaigns and not worry about the contribution to bottom-line 
results. Today, we’re being called upon to account for a specific percentage 
of revenue delivered, the return on marketing investment, and  customer 
acquisition costs and lifetime value—all made possible by the real-time, 
data-driven nature of the Internet.   

  Doing More with Less  
 Make no mistake—marketers are being asked to do all of that without 
added staff or extra budget. Before the advent of the web 20 years ago, B2B 
marketers mostly relied on just a few channels to connect with buyers: 
media and analyst relations, direct mail, print advertising, and trade shows. 
Now, the same-sized team is expected to:  

    ■   Create and maintain prospect databases and lists   

   ■   Create and keep up-to-date web and mobile sites and apps, land-
ing pages, blogs, and microsites—and make them all search 
engine-friendly   

   ■   Create and maintain social profiles across multiple platforms   

   ■   Produce and execute social media marketing campaigns across mul-
tiple platforms, including LinkedIn, Twitter, Facebook, Google+, 
Pinterest, Instagram, SlideShare, and YouTube, among others   

   ■   Create vast arrays of content in many formats, including white-
papers, e-books, infographics, webinars, and videos   
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   ■   Build, monitor, and update online advertising campaigns across 
multiple platforms   

   ■   Create, run, and measure e-mail marketing and lead nurturing 
campaigns   

   ■   Learn content management systems, web analytics tools, testing 
and targeting tools, marketing automation platforms, pay-per-click 
advertising, and social advertising platforms such as Google, Bing, 
LinkedIn, Twitter, Facebook, Bizo (now part of LinkedIn), and 
others   

   ■   Handle traditional offline activities such as media and analyst rela-
tions, direct mail, print advertising, and trade shows and events    

 It seems pretty overwhelming, doesn’t it? Although cloud-based technol-
ogy has made it possible to do all of these things faster, with a smaller staff, 
and for less cost than traditional methods, there are a couple of inherent 
traps in doing more with less. First, marketers are not being remunerated 
commensurate with the vastly higher throughput and successful outcomes 
that technology enables. Second, although today’s executive teams expect 
marketing to turn to technology to do more with less, there is often no plan 
for how that technology supports strategy, no plan or support for training, 
and no plan for what happens  when the technology fails to deliver or even 
be properly integrated. That, in turn, is a recipe for burnout and, ultimately, 
employee retention issues.  

 One way to mitigate the pressure of doing more with less is to ensure that 
everything marketing does, every tool marketing uses, and every result mar-
keting delivers will be in the service of supporting strategy. By putting strat-
egy first, marketers can minimize unnecessary activity, reduce superfluous 
technologies, and better manage expectations along the way.   

  Need for Speed and Agility  
 New technologies enable agility in campaign creation and deployment as 
well as ease in measuring outcomes, both of which are a welcome respite 
from the manual methods of the past, which will save you a lot of time 
when done right. Moreover, agile, data-driven marketing creates relevant 
experiences for prospective buyers, helping you to acquire them more eas-
ily and convert them into customers. But this environment also creates the 
expectation of instant results, ever more successful results, and a never-
ending pressure to learn, improve, and move on to the next campaign. 
That’s just as much of a trap as doing  more with less. Doing things faster 
just because you have the tools to do so is another easy way to burn out. 
Ensuring thoughtful, creative, effective marketing takes time, and that time 
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is your ally in brainstorming and producing fresh ideas. The key here is 
balancing expediency and efficiency with strategy and results.   

  New Tools and Technologies  
 The marketing technology landscape includes analytics, experimentation, 
marketing automation, and targeting and personalization, among other 
tools. But learning these tools, and using them on a daily basis, can max out 
a marketer’s ability to take full advantage of them, even when they’re fun-
damental to the job. As tools and technologies evolve, so must a marketer’s 
ability to learn new features and functionality of the tools they’ve already 
deployed, as well as the new tools coming into the marketplace.  

 To take advantage of this new digital reality, think about how you can use 
these tools to transform processes, rather than as just another interface to 
log in to in order to get work done. Move your thinking to a higher level. 
For example, consider these questions:  

    ■   How can you evolve traditional rote tactics into insight-driven mar-
keting via analytics?   

   ■   How can you shift from one-and-done programs to continuous 
marketing optimization via experimentation?   

   ■   How can you eliminate inconsistent follow-up by adopting pro-
grammatic lead nurturing via marketing automation?   

   ■   How can you move from a single, generalized campaign message 
to targeted, personalized content across platforms, channels, and 
devices?    

 You’ll get the answers to these questions in the chapters to come. Taken 
as a whole, these new technologies enable B2B marketers to gain insight 
into their buyers’ behavior, test what content and experiences visitors pre-
fer, automate engaging campaigns to nurture potential buyer interest, and 
deliver the right message to the right buyer at the right time in the buyer’s 
journey. Let’s take a closer look at these technologies before we dive into 
them in the following chapters.  

  Analytics  
 Analytics comprises the wealth of data you’ve accumulated or sourced about 
your visitors, prospects, and customers, including web analytics, market-
ing analytics (campaign ROI as well as revenue attribution), and customer 
analytics. New to the game is predictive analytics, which takes thousands of 
buying signals to understand a prospect’s propensity to purchase. All of this 
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data adds up to nothing without the right people to process it, translate it, 
and use it to tell a story about what is happening, why it’s happening, and 
what to do about it.   

  Experimentation and Optimization  
 Capturing visitor preferences through experimentation tools and tech-
niques enables companies to optimize the user experience on their website, 
with a product, and through various channels and platforms used for cam-
paigns, such as e-mail and online advertising. In addition to digital testing, 
there are also survey methods, focus groups, and other means of experi-
mentation to help you understand what experiences your audiences prefer.   

  Marketing Automation  
 Marketing automation enables closer relationships with potential buyers 
by automating the creation of marketing campaigns and tracking results 
across several channels, including paid search, social media, events and 
webinars, and the corporate website, which helps marketers to better 
understand buyer behavior and content preferences, as well as better track 
marketing return on investment.   

  Targeting and Personalization  
 Creating a more targeted, relevant experience for your prospects and cus-
tomers will win you higher content consumption rates, a better brand repu-
tation, and, most important, higher conversion rates. Effective targeting 
and personalization can garner long-term customer loyalty and higher cus-
tomer lifetime values.    

  Key Highlights  
 Marketers able to manage the complexity of digital transformation will be 
the ones to win, and they’ll do that by using the new tools and technologies 
themselves to understand buyer behavior; keep on top of data, channels, 
and platforms; and do more with less (and more quickly) to generate rev-
enue. One thing is certain: Nothing is simple anymore. Welcome to the new 
B2B marketing reality! Let’s take a closer look at the tools and technologies 
available to you today.     
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