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With the forced digitisation brought on by the impact of the global pandemic, many B2B companies have had
to overhaul their buyer experience completely. Restrictions and remote working have led to digital channels

overtaking offline channels where they once prevailed.

These rapid and extensive changes to the way that brands operate and interact with prospects have not only
allowed for exciting new opportunities but also a host of challenges. As the B2B experience continues to shift,
companies must optimise their strategies if they hope to maintain client loyalty.

B2B and B2C buying experiences were once clearly
distinguished from one another. However, as the needs

of buyers evolve and advance towards real-time buyer
enablement, likely caused by greater numbers of Millennial
and Gen X buyers, the line between the two begins to blur.

This movement holds great implications for the B2B
experience in general. Prospects are beginning to bring their
expectations as B2C consumers over into their B2B purchases.
The complexity of the process for buying a B2B product or
service has always been a common issue for both prospects

and B2B companies alike.

The blend of B2B and B2C experiences places these processes under greater scrutiny and calls for an overhaul for faster
response and delivery times, as well as problem resolution.

To meet the changing expectations of prospects, B2B companies must adapt their strategies to create an experience
that hooks and holds their interest.

However, to keep pace with the competition, the brands that will succeed are those that invest in developing
an infallible UX and CX strategy.
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What is the difference between UX and CX?

User experience (UX):

UX refers to the way a website is built and encompasses a combination of design, content, - —
and website structure. UX is often confused with user interface (Ul). Whilst encompassed —

in UX, the user interface of a website typically concerns design choices and consistencies — k
which affect how easy a site is to use. Where the two differ is how they relate to business goals.

UXis more directly aligned with the overall strategy of B2B companies, including content, information architecture, and
user paths. User experience is measured using a variety of metrics; success and error rate, abandonment rate, time to
complete task, and clicks to completion.

Client experience (CX): 6

Although client experience fits within UX, the two terms are not interchangeable.

Known as customer experience in B2C, CX covers the entirety of the experience a client has m/\ 2

with a B2B company, from start to finish and across all points of interaction.

Essentially, a successful CX strategy accounts for the positive impression a client forms of a B2B brand and everything
associated with it. Although B2C leads the way in CX, the line between B2C and B2B buyer experiences continues
to blur as consumers, now clients, expect the same ease of purchasing B2B products and services.

Given the complexity and lengthy nature of the B2B buyer journey, developing a client centric CX strategy
can be key to retaining and maximising the greater value of each B2B client.

The blend of the B2B and B2C buying experience is just NS |NFUSEZYY
one of the many ways that the B2B demand generation

marketing landscape is continuing to evolve. \(I)VlI{I.II-\I:I'c’)S?I:I(Ez)?'I'zlzN

Interested in more insights? B2B MARKETING?

Read our updated Outlook for 2022 for our expert
predictions on how the remainder of the year
will shape the industry forever. —>

www.INFUSEmedia.com 4


https://infusemedia.com/
https://infusemedia.com/
https://infusemedia.com/emea/blog/insight/outlook-2022-whats-next-in-b2b-marketing/

6 Ways to Revolutionise Your B2B Digital Experience IN FUSE lll

media

5 best practices to adopt before building
your digital experience

1. Align teams:

B2B organisations are often comprised of siloed,
decentralised departments with campaigns suffering
as aresult. Indeed, in a 2019 study by XM Institute,
28% of the 212 B2B companies that participated
were found to have no central CX team.

&ﬁ

Aligning teams is crucial for creating a buyer journey
that is seamless across multiple platforms, touchpoints,
and is also suited to prospect needs. Make sure

to coordinate strategies with both marketing

and sales teams, as well as share KPIs, to improve

the quality of the experience. A

2. Employee commitment:

Although it may seem obvious, having a team

that is genuinely passionate about creating a satisfying
experience for clients is crucial. An integral element

of the buyer journey you create for prospects should
be client success and the B2B sales experience.

After all, clients want to feel like their unique needs
and goals are your priority. This starts with building
a team of individuals who are highly motivated,
believe in your products and services, and want
clients to thrive.

www.INFUSEmedia.com 5
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3. Understand client needs:

Without thorough knowledge of client needs,
preferences, and aspirations, crafting an experience
that resonates with potential buyers is impossible.
Client demands are diverse and ever-changing.
However, by conducting proper research and fielding
client feedback, it is possible to gain valuable insights
to shape strategies that deliver.

Also consider the emotional needs and attitudes

of prospects, as these will often transcend the more
traditional, functional requirements such as value for
money and quality. Demonstrating an understanding
of these needs and fulfilling them is a key starting
point for any B2B digital experience.

www.INFUSEmedia.com
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4. Leverage sales feedback:

Collecting insights from the B2B sales experience

is essential for keeping up to date on changing trends,
pain points, and needs. Insights into these factors

are essential for adapting strategies to meet them,

as well as anticipating future issues that may allow

for competitive positioning. Client feedback can also
help uncover which products or solutions

are underperforming, can be improved,

or removed entirely.


https://infusemedia.com/
https://infusemedia.com/

6 Ways to Revolutionise Your B2B Digital Experience IN FUSE lll

media

5. Build consistency:

Conversely, whilst creating an experience that is unique

to each client’s specific needs and goals is important, A———
maintaining consistency is also integral to long-lasting
success. The greater the regularity of the experience
built and the key elements it comprises of, the easier

it will be to track important metrics that contribute

to the evolution of your services for the better.

Aligning sales and marketing teams to create optimised
and streamlined workflows, is both essential and complex
to implement. Not sure where to start?

Read our article, 10 Best Practices for Sales and
Marketing Alignment for actionable insights. —>

INFUSE %2
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The best practices covered above are perfect for establishing

a solid foundation for creating a seamless journey for

your buyers. However, there are other areas of the digital
experience and salient issues that require further development
and attention for your strategy to garner the best results:

www.INFUSEmedia.com



https://infusemedia.com/
https://infusemedia.com/

6 Ways to Revolutionise Your B2B Digital Experience

1. Optimise Ul/UX design

The complex nature of the B2B buyer experience is both its strength
and greatest weakness; creating issues for both the organisation
implementing the process and the buyers attempting to navigate it.

To combat these difficulties, start by investing in user experience (UX)

and user interface design (Ul) that facilitates user interactions on your site.

The easier the experience on your website, the longer visitors are likely
to stay and spend investigating the variety of product or service offerings
available, as well as the content.

INFUSE 724

Another bonus of optimising website design is the boost in SEO. The better a site can be read by users and search engines

alike, the more likely it is that the page’s rankings will also improve. This essentially creates a snowball effect as increasing

traffic continues to indicate relevancy and become self-sufficient.

Therefore, intuitive and simple Ul and UX that cuts down on lengthy processes should be at the core of every B2B digital

experience and CX strategy.

2. Improve speed and ease

In a study of B2B buyers, The Harvard Business Review found that among
quality and expertise, responsiveness was integral to driving lasting client

loyalty. Essentially, the fewer obstacles in the way of a B2B prospect
and the less effort necessary on their part, the better.

In this way, B2B clients should be considered similarly to B2C customers;
as the expectations for speed and a fluid process typically associated
with B2C, are becoming synonymous in B2B.

_#

Whilst this could arguably also fall under Ul and UX design, one strategy for improving the speed at which prospects

receive a response, is by installing chatbots.

Chatbots support a strong digital experience by essentially allowing for users to communicate with a brand

and receive basic client support, even when team members are not online. According to Sana, on average, 60% of B2B

buyers prefer online solutions such as chatbots to enquire about products, content, and sales processes as they see fit.

Implementing a system for identifying bottlenecks or necessary optimisations can also help to build and maintain

an easy and fast CX.

www.INFUSEmedia.com
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3. Implement an omnichannel marketing strategy

The forced digitization of the B2B buyer experience, as a result

of the impact of the global pandemic, has caused many B2B companies

V 7 7 4
to re-examine their channel marketing strategies.
4
After all, choosing the correct channels and ensuring they align 4
is essential to building a robust, seamless digital experience for B2B buyers. I
Indeed, according to Salesforce’s State of the Connected Customer report,

70% of respondents attributed connected processes such as frictionless
and contextualised handoffs between departments or channels as one
of the main factors influencing a purchase.

With this in mind, a greater emphasis on interlinked digital channels makes implementing an omnichannel marketing
strategy an effective alternative to other tactics.

What is the difference between omnichannel marketing and multichannel marketing?

Essentially, omnichannel marketing puts the client at the center of the experience by informing all messaging across
channels with information collected from previous interactions. The client centric nature of omnichannel marketing
is its main differential from multichannel marketing, as channels in the latter are often kept separate from one another.

This means that omnichannel marketing strategies are far less likely to involve repetitive messaging or inconsistencies
in client support. Each channel in omnichannel marketing shares data with one another, making it easier to evaluate
and adapt elements of the buyer experience to further tailor them to prospect and client needs.

Therefore, when building your B2B digital experience, take the time to assess your channel marketing strategy
and how the channels you have active (and their respective strategies) work together.

Determining the right channel marketing strategy is a complex INFUSE 22
but necessary process for any B2B marketer hoping to create q

SUMMARY

detailed, integrated campaigns that resonate with target audiences.
VINICHANNEL

MARKETING

Unsure how to begin? Read our full breakdown in our article: vs : CHANNEL
MARK

ETING:

Omnichannel Marketing Vs Multichannel Marketing to start
WHAT 1S THE DIFFERENCE?

work on a strategy that works for your target market and goals.
—>
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4. Be human

According to a study of B2B buyers by Salesforce, 67% responded that

they were considering switching to a client centric company. Apart from
personalisation, one of the best ways of demonstrating the prioritisation
of clients and their needs, is remembering to be human.

Whilst this may sound ridiculous, appealing to the human nature

of prospects is often forgotten in B2B outreach and marketing campaigns.
As the division between B2B and B2C continues to dissipate, the concept
that only B2C clients respond to emotion has become outdated.

Even when selling a product or service in a B2B experience, companies should attempt to connect with buyers
on a human level. Buying committees are comprised of real people, with their own emotion-driven motivations
that require personalised client support.

Outbound marketing

Apart from overall marketing messaging, sales outreach and any outbound communication is also a prime candidate
for speaking to emotional triggers.

Rather than focusing on buzzwords and statistics in email marketing, for example, it is important to remind the prospect
that they are in touch with another human. Injecting personality into outreach will increase the probability of responses
as humanising messaging makes it easier for leads to connect with a brand.

Even something as simple as adding light comedy to emails and talking in a more conversational tone can go
a long way to demonstrate that a company is client centric. As a result, this increases brand relatability and reduces
the awkwardness of new interactions.

Social media voice

As mentioned above, implementing a channel marketing strategy can be hugely advantageous and should include
determining social media voice. For many, social media is an opportunity to disconnect and find entertainment,
even in the B2B world.

Therefore, as a marketing channel, social media represents the perfect opportunity to humanise a brand and boost
relatability at the same time as awareness.

In general, regardless of the channel, prospects appreciate brands that lead with transparency. Being upfront

about pricing, timeframes, acknowledging mistakes, and most importantly, how they are going to be fixed, often leads
to better results.

www.INFUSEmedia.com 11
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Email marketing remains to be one of the marketing
channels with the highest ROI. However, developing
a strategy to unlock the potential of email marketing INFUSE 224

Definitive Guide to B28 Emall Ma

often presents organisations with quite the challenge.

Get started on building a campaign that drives DEFINITIVE GUIDE
results with our Definitive Guide to B2B Email TO B2B EMAIL

Marketing, including a guide for constructing MARKETING
an engaging day one email, 7 ways to boost

your strategy, and more. —>
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5. Map the buyer journey

An essential component of creating a digital experience that resonates
with target audiences is developing a plan that matches the typical
buyer journey for clients.

This should be multifaceted and include several variations based

on the behavior of existing clients and the segments they belong

to. For example, buyers from smaller businesses may have a different
buyer journey to those from a larger, global organisation which likely
involve more stakeholders and complexity.

Marketers hoping to engage with prospects should approach the buyer journey as a narrative. The closer a brand
is to understanding their target client, the better. This should start by anticipating the needs of a typical prospect
and the context of how they arrived at a specific solution or product. Brainstorming this process will allow teams
to develop multiple iterations to provide client support for a variety of needs, as well as to test each version’s
accuracy and effectiveness.

Any client feedback can then be applied to shape the buyer journey to ensure prospects receive a high-quality
digital experience that meets their preferences and needs. This includes streamlining the buyer journey to ensure
that prospects have a seamless buying experience.

www.INFUSEmedia.com 12
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Creating a buyer journey that resonates with prospects INFUSE 22/
and adapts to meet changing requirements S
and obstacles is crucial.

To learn more about crafting the perfect buyer STEPSTO
journey for your target market, read our article; : TARGETING

6 Steps to Marketing to a B2B Buying Group ‘ A B2B BUYING

GROUP
to get started on your own strategy. —> oU

6. Evolve the buyer journey and show it

Having implemented the previous five strategies, the final method
of revolutionising the digital experience is to continue to adapt
and update CX based on data collected.

To ensure that any development is well-informed, it is essential to collect
information from a wide variety of sources including website analytics, A

social media, and incentivised surveys.

Any feedback gained either through social listening or directly with client
surveys, can be particularly valuable for uncovering insights into potential / / /
changes in needs or new pain points.

The more aligned brands are with these evolving needs, the easier preemptive improvements can be made to CX.
Indeed, according to Salesforce, 89% of buyers expect companies to predict and meet their individual needs with
dedicated client support.

Remaining proactive and continuously developing the digital experience is essential for ensuring that both prospects
and clients receive the best CX possible. Updates should align with insights gathered on changes in buyer behavior,
interests, and needs. This demonstrates to prospects an organisation’s understanding and most importantly,

client centricity and a willingness to adapt to meet their expectations.

Therefore, brands should aim to gather as much data from client feedback as possible to inform changes
to CX preemptively.

Executing these strategies effectively can compound the lifetime value of accounts by helping with retention
and also boost brand awareness. Clients and even prospects, who have enjoyed their experience will be more likely
to help organisations grow their reach in the most powerful and cost-effective way, through word of mouth.
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Conclusion

As the B2B experience continues to evolve and digitise, introspection and investment into continuously
optimising CX has become a powerful influence on buying decisions.

Here is a compact summary of the key points covered for building the foundation of a B2B digital experience:
= Start with your team: Aligning goals across your organization and nurturing employee enthusiasm

is the first step to delivering the best B2B sales experience and CX possible.

= Beclient centric: Connect with clients on a personalised, human level that makes them feel unique
and a high priority for your business.

= Listen to clients: Encourage client feedback and open communication, making them feel heard
and providing solid client support will guarantee a higher standard of experience.

= Update regularly: Prioritise strategies that clients respond well to and demonstrate knowledge
to aid your CX strategy, encourage client loyalty, and increased exposure from word of mouth.

Building long-lasting client loyalty often goes beyond the scope of a specific product or service and instead begins
with the positive impression left by the overall process. Indeed, ease of working with an organisation and a dedication
to meeting client needs and expectations, are far more powerful influencers than pricing, for example.

In today’s marketplace, shaping the B2B buyer journey with a seamless and highly personalised digital experience
is essential for success.

If you are looking to revolutionise your buyer journey with a multifaceted
and impactful digital experience, INFUSEmedia is here to help.

Our team of in-house demand generation experts work with clients to develop

integrated strategies that deliver unmatched levels of engagement.

LET'S WORKTOGETHER TO BUILD CUSTOMISED CAMPAIGNS
FOR YOUR SPECIFIC TARGET MARKETS.

Reach out to the team at letstalk@infusemedia.com ——>
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