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B
2B stands for business-to-business marketing, which di�ers from B2C (business-to-consumer). 

B2B marketing sells products and/or services directly to other businesses and B2C sells 

products or services directly to consumers. More specifically, B2B marketing sells their 

products/services to key decision makers within the target market. A few high-level di�erences of 

understanding B2B vs B2C selling:

• B2B tends to sell with rational, logical language while B2C sells with emotional language

• With B2B, it is critical to prioritize developing trust through the business relationship; B2C relationship 

building starts out as transactional

• Audience targeting in B2B generally focuses on smaller, more niche audiences, and B2C e�orts 

focus on scale and e�ciency

What is B2B 
Marketing?
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Demand Generation vs Lead Generation 

We have often seen & heard these used interchangeably – no good! 

Demand generation is the art of creating genuine public interest. For B2B marketing purposes, we 

might typically do this for a brand & its associated products or o�erings via banner ads, content 

marketing, pre-roll video, etc. Savvy marketers may also look to generate demand for a category of 

products or an industry as a whole; What’s good for the goose is good for the gander…

At the end of the day, 
e�ective demand 
generation increases 
the overall potential 
pool of leads. 

Lead Generation is the 
art of maximizing leads 
within a given pool of 
demand – whether or 
not you have actively 
influenced that level of 
demand. 
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Running search campaigns to lead gen forms on landing pages/ad units, gated content, and CRO are 

all marketing activities primarily focused on lead generation. 

Both are essential to e�ective B2B marketing & it would be a mistake to narrowly focus on only one. 

Throwing a pile of money at an awesome branded awareness campaign with no consideration to 

conversion rate or funnel optimization will quickly expose the limits of a Demand Gen-only focus.

Conversely, if you have ever run non-branded search campaigns for your “core” keywords & have 

observed CPCs & number of competitors increase in the auction year over year while impression 

volume & Google trends search data flattens, you will have experienced the limits of Lead Gen-only 

marketing. 

Formulating Objectives / Defining 

Measurement

B2B campaigns without clear objectives are bound to fail. Loose goals often result in communication 

issues among stakeholders; everyone should generally be able to agree on some measure of success.

In an ideal world, you would have access to your industry’s benchmarks, historical performance 

data, and martech infrastructure that allows you to correlate every marketing dollar to every dollar of 

revenue & industry benchmarks to drive all marketing decisions. Oftentimes, you just have to set a 

goal & throw sh*t at the wall in order to calibrate your marketing e�orts.
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Have you ever seen an AARP ad while scrolling through TikTok? Unlikely. 

Whoever runs their digital ad buys likely made the wise decision to focus advertising budget towards 

demographics that would find their content relevant. 

Before deciding which channels to choose we need to ask who our audience is. In B2B, we usually aim 

for decision-makers like executives, directors or managers. The people who hold the purse strings 

and can make the decisions. 

The 3 Best B2B Channels

Let’s dig into the best channels for B2B marketing, for the majority of B2B brands.

Google & Bing

Search is the digital marketer’s best friend. If you’re a seasoned digital marketer this will come as no 

surprise to you. Running ads on intent-based ad platforms is a recipe for success. This is equivalent 

to your customer shopping in a supermarket looking for cereal. They are already there and they have 

the intent of buying cereal. Spending money on an ad is like having your cereal at eye-level. People 

are looking for you and you’re showing up in the most convenient place. 

Know your audience first.

Choosing Your 
B2B Marketing 
Channels
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Depending on the action you want customers to take and the barrier to entry, consider adding 

extensions to your ads like: 

• Lead form extension (get their contact info without even leaving Google)

• Phone number extension (call your business directly from the ad)

• Sitelinks (bring users directly to the page on your site they’re looking for)

What to look out for:

It’s easy to waste money on Google & Bing if you don’t know what you’re doing. Match types, 

placements, and automated bids can get you into trouble if you don’t know what to look out for. If 

you’ve never run ads on Google before, take some courses to up your game. 

Make sure to check the search terms report after your campaign has been running for a little while to 

see if the keywords your ads are showing up on are relevant. Also in competitive industries like legal 

assistance, you can spend your entire budget on one click if you’re not careful.

LinkedIn

LinkedIn has the best job and company data of any advertising platform (barring some programmatic 

channels) and they make it incredibly easy to get up and running. For example, if you’re selling human 

resources software you can get this specific: 

• Job role: Human Resources

• Company size: 11-50

• Seniority: Executive, Director, Manager

• Location: Minneapolis, MN

• Years of experience: 10+

Precision is important on LinkedIn. Focus on refining your audience without overly limiting it. Think of 

it like a sniper rifle, not a shotgun.

What to look out for: 

Costs. LinkedIn has the well-earned reputation of being an expensive paid social advertising channel. 

On top of that, if your audience targeting or creative is o�, you can severely limit your ability to get a 
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decent conversion rate.

When bidding, start using Enhanced CPC and decrease the CPC to the lowest level you can. AJ 

Wilcox, LinkedIn Ads Ambassador, talks about this frequently. It’s a common misconception that you 

need to use LinkedIn’s recommended bid which more often than not will drive up your costs. All too 

often, we see people using Automated Bid + Audience Expansion. Don’t do this. In one scenario, we 

tested automated bid vs. enhanced CPC and we saw the CPM go from the $80+ range to the low-

20’s.

Additional B2B Ad Channels

So, just Google, Bing, and LinkedIn? No! There are many channels that can work for you. Here are a 

few we’ve been testing: 

• Quora: This question and answer website is our generation’s version of “Yahoo Answers” except 

it’s geared towards the professional crowd. There are great opportunities to do some hyper-

personalized advertising on questions related to your product. 

• Twitter: There are a lot of active communities on Twitter and with that, comes eyeballs. This is also 

an a�ordable channel if LinkedIn isn’t working out for you. You can target people similar to your 

competitors’ followers or you target ads to people tweeting using a specific hashtag. 

• Reddit: This is one of the most popular websites on the internet and with that comes hyper-

personalized niche audiences that follow specific sub-reddits. These sub channels have thousands 

of users that could be your target audience. Note: make sure you’re authentic, relevant, and aren’t 

afraid to interact directly with users. 

• Facebook: B2B targeting on Facebook took a hit in late 2018 when Facebook removed several 

targeting options, but the channel is still valuable to engage your audiences:

 -  Setup Facebook pixel

 -  Use Facebook and Instagram platform for retargeting website visitors and engagement

    audiences

 -  Use first-party data and look-a-like (LaL) audiences
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Be Careful of the
Un-nurtured Lead
Gen Trap

Stop trying to marry your customer before 

you’ve even gone on a date.

As advertisers, if our objective is lead generation, we need to force ourselves to think beyond the 

obvious tactics. Turning on a tra�c campaign that targets users with a website form field makes sense, 

but this recipe breaks down when you’re selling a $10,000 piece of equipment or an enterprise piece 

of software. It won’t work that quickly, especially if they’ve never heard of you.  Start by introducing 

yourself, tell them who you are and what makes you interesting.

This is the awareness phase, where generating demand goes hand in hand with our end goal of 

lead generation. If the user decides they like what you’re saying, then move on to the consideration 

phase. You can use multiple tools to generate that demand: webinar sign-ups, eBooks, blog content, 

testimonial and product videos, etc. 
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Last point regarding channels: Make sure you’re focusing on a full-funnel approach and don’t be 

afraid to get creative with your advertising mix.

For example, LinkedIn is great for finding new users but consider retargeting them on Facebook & 

Instagram after they’ve visited your site. Daisy-chain these channels together so you’re not spending 

all your money in one place.

The B2B journey looks more like A-to-Z and less like A-to-B. The more you understand the customer 

journey, the less likely the complexity will frustrate you.

What is an E�ective Nurture Strategy?

Once the lead is in your pipeline, it’s critical to have an e�ective nurture strategy. 

As visitors in your target audience gain exposure to your brand, they may engage with a social post, 

visit your website, find themselves at a content filled landing page. After that – silence! – failing to 

become a customer.

This work turning them into a lead doesn’t have to go to waste! By creating a lead nurture strategy, 

you can continue to engage with prospects and provide content to move them closer to becoming a 

customer.

Here are 4 easy steps to help you get started with your first nurture campaign:

1. Define the audience segment.

Demographics – Who are they? Some examples might include age, gender, marital status, household 

income, or education level.

Behavior patterns – What do they enjoy doing? Shopping habits, hobbies, interest, etc.

Challenges – What challenges do they face throughout the buying process? 

Motivations/Goals– What is motivating them to make a purchase? What additional value does your 

brand o�er them in comparison to the competitor?

2. O�er value first, sales pitch later.

Do this by understanding the points in the buyer’s journey, and creating content for each unique 

stage: 
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Awareness Stage – This is when customers become aware of a problem or opportunity. Frame their 

problem in a way that your brand can fill and meet their need for a solution. At this stage you want to 

o�er educational content that helps your buyer identify the problem/opportunity your brand solves. 

Examples include:

 -  Videos

 -  Blog posts

 -  Social posts

 -  Infographics

 -  Basic quizzes

Consideration Stage – Customers have a clearly defined problem or opportunity are committed to 

researching and understanding all of the available solutions. Create content that identifies a solution 

to their problem. At this stage, your lead has identified their problem or goal and has decided to take

action. The assets you o�er at this stage identify your solution to their problem, and include higher-

level educational assets such as:

 -  Newsletters

 -  Inbound marketing

 -  Ebooks

 -  Webinars

 -  Case studies

Decision Stage – After compiling the list of solutions, the customer decides which solution is the best 

fit and ultimately, makes the final purchase decision. This is the end of the race. At this point content is 

like the cheerleader on the sideline in a game, guiding leads through the buyer’s journey conclusion. 

This content should be the last little bit of encouragement to get your lead across the buying process 

finish line, and can include:

 -  Demos

 -  Pricing pages

 -  Free trials
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3. Set objectives. 

There are two types of goals that should be defined before launching the campaign:

 -  Quantitative goal(s) – A goal with a numerical value that’s easy to track and will define your

 progress throughout the campaign period.

 -  Qualitative goal(s) – A goal focused on soft skills (communication, adapting to change, etc.). 

 These goals will be measured by observation and when creating a qualitative goal consider

 the behaviors that will lead to successful performance. 

4. Evaluate & Optimize.

After developing goals, identifying your audience, and customizing content, your last step is to evaluate 

and optimize your campaign. Making sure your nurture campaign resonates with your audience at 

every stage is essential to engage or re-engage with them throughout the sales process.

 -  Identify optimizing opportunities within the campaign such as budget, bids, etc.

 -  If the campaign is not meeting your initial goals, identify which stage of the buying process is

 not working and adjust accordingly based on campaign results.

 -  Set up email workflows that will follow the customer through the buying process with curated

 messages for each stage of the buying process.

Email Marketing Nurture Fundamentals

Email marketing: Personalization is key!

Did you know that the first email marketing blast was sent in 1978 and it actually resulted in $13 million 

in sales?

Crazy!

As years have passed, the email marketing world has become more and more diluted as the amount 

of emails being sent has increased.

So how do you stand out? Personalization – data shows that personalized email messages can 

improve click-through rates by 8x. Key tactics for personalizing your email campaigns include:

• Ask the right questions – Ask customers their reasons for visiting, becoming a user, etc.

• Build customer personas – An alternative to asking individual questions, you can build customer
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 personas based on a mix of attributes and actions the visitors take while engaging with your

 brand.

• Make use of location and time data – It’s not a secret that certain times of day generate more 

leads than others. However, it’s not likely that all of your customers will be in one location or 

respond to emails at the same time, so using data to segment and send emails at optimal times 

will have the most impact and boost CTR and conversion rates.

• Set up automated behavioral-trigger emails – Behavior-triggered emails are real-time actions 

related to how your customers are using your product. Historically, these behavior-triggered emails 

have a higher open rate in comparison to traditional emails. Trigger emails, although personal, 

are easily automated and can be sent to encourage multiple actions: up-selling, cross-selling, 

welcome, re-engagement, etc.

• Personalize your brand – Soften the edges of big business and add a level of human connection. 

A simple example – signing emails using a signature of a real employee rather than just the 

company’s name.

• Personalize landing pages to match personalized emails – Not only should your email and 

lading pages have a consistent look and copy, they both should have the same personalized call 

to action for the customer.  A unified experience will make them more likely to convert as you are 

showing them personalized content based on data.

A note about email, privacy and GDPR

GDPR – the General Data Protection Regulation applies wherever you process “personal data.” This 

means if you can identify an individual, either directly or indirectly, it will apply.

GDPR takes CAN-SPAM compliance further, applying to businesses with customers/customer data 

from EU citizens; however, many businesses find GDPR compliance applied to all customers is an 

easier path than segmenting out the customer base and applying di�erent standards to each. 

Disclaimer: We are not lawyers, and none of this should be taken as legal advice. Please consult an 

attorney for direction on your specific situation.

Here are some other top-line items to note about GDPR compliance:

• Document your legal basis for processing the information you are requesting. You must tell people 

what you are doing with the information.

• Consent needs to be freely given, and you need to make sure you can make certain that the 

information is available to the person consenting, i.e. your privacy statement.

 -  Consent must specifically cover the controller’s name, the purposes of the process and the

 types of processing activity.
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 -  You can’t make opt-in required. 

 -  You must make it easy for people to withdraw consent at any time they choose.

• You may only send individuals emails if they have specifically consented, or if they bought a 

similar product from you in the past and didn’t opt out from marketing messages when you gave 

them the chance.

 -  IMPORTANT: An opt-out message or unsubscribe option must be present in the message.

• You can email or text any corporate body, however it is good practice to keep a “do not email or 

text” list of any business that object or opt out and screen any new marketing lists against it.

Content Marketing Nurture Fundamentals

Content marketing is defined as strategic marketing focused on creating and distributing valuable, 

relevant, consistent content to include profitable actions by business for business.

• Content has to be useful above all else: This is the #1 rule.

• Content should be entertaining to the reader: Define your audience using di�erent personas and    

apply your content individually to each persona.

• Develop new content consistently: What are your customers talking about online? One of the best 

ways to generate new content is to answer that question.

• Experiment with new content consistently: Don’t get lazy! Instead of allocating an entire budget 

to one idea, experiment using current campaigns and only push a fraction of tra�c towards new 

content. Creative testing allows you to “audition” your topics in front of potential buyers to see if 

it will do well, instead of producing tons of content with little return.

Webinars – a great way to obtain leads or a waste of time?

GoToWebinar analyzed data from more than 350,000 webinars within a year timespan and found that 

73% of B2B sales/marketing leaders say webinars are the best way to obtain quality leads. If that’s 

not a compelling enough reason, consider that 61% of companies hosting webinars are B2B. Here’s 

a few quick tips to help you get started!

• Promote early and often – Start promoting content 2-4 weeks out from the event date and 

increase the cadence one week from the date of the event.
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• Use email marketing as well as social channels  – Maximize your emails by sending them at 

optimal times to customer lists that would be the most likely to attend. In addition, post the sign up 

link in other education materials like blog posts or whitepapers.

• Partnership promotion – Leverage partners to help promote (or even co-host) the webinar.

• Schedule with your audience in mind – Decide which day of the week is the most accessible for 

your audience. Historical data shows that Thursdays have been the best day to present a webinar 

(followed by Wednesday, then Tuesday).

• The longer, the better – Contrary to strategies for other marketing channels, longer webinars 

tend to out perform shorter ones. Though consumer attention spans are dwindling (and believed 

to be only 8 seconds long), the average webinar attendance time is 61 minutes! Take advantage 

of having the audience’s attention for that long and make a positive impression through high value 

content.

• Engage – One of the benefits of having a live event is the opportunity to directly engage with your 

audience through polls, surveys, and Q&A. Always save time at the end of the event to take time 

to address audience concerns and address the audience throughout via polls and surveys.

     Pro-tip: The surveys, polls and Q&A make for excellent additional content marketing assets!

• O�er a recording and follow up – This gives you the recording to use as a piece of evergreen 

content, while also o�ering it as a free takeaway for attendees. Be sure to follow up with everyone 

who attended, as well as with anyone that watches the recording. This might mean directly reaching 

out to schedule a demo or call, or it could mean sending out a short survey about the information 

presented.

Lead gen is one of the most powerful weapons in a B2B marketing arsenal. Properly nurturing leads 

through education about your brand, products and services takes intention, awareness of where a 

lead is in the buyer’s journey, and personalized content to address each one uniquely. Solid media 

and content marketing campaigns combined with an agile, personalized and behavior-based trigger 

email campaign will set you up for conversion success!

Aimclear specializes in 360 degree, integrated 

campaigns to deliver your customers – reach out 

if we can help you on your B2B marketing journey!
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