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In a time of rapid 
convergence – digital 
and analogue, art 
and technology, B2C 
and B2B – we B2B 
marketers need as 
much order and clarity 
as possible. 

INTRODUCTION

“ Simple can be harder 
than complex: you 
have to work hard to 
get your thinking clean 
to make it simple. But 
it’s worth it in the end 
because once you get 
there, you can move 
mountains.”

 – Steve Jobs 

Amid all these changes, navigating the 
B2B marketing landscape is increasingly 
complex. Which is why we’ve collected 
our top 8 observations and trends for 
2020, to guide forward-thinking 
B2B marketers into the year ahead. 

We hope this guide helps to make 
the complicated simple. Because it is 
only when we find the simplicity at the 
heart of complexity, that we’re able 
to make clear business decisions.
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THE RISE OF 
THE INDEPENDENT 
RESEARCHER



68% prefer to do 
their own research 
online, up from 53% 
in 2015

Expect B2B buyers to go even further into their 
decision-making journeys before making contact
  

B2B buyers progress more than 70%  
of the way through their decision-making 
journeys before ever contacting a  
sales rep.1

And 68% prefer to do their own research 
online, up from 53% in 2015.2

This percentage will increase as millennials, 
being digital natives, choose to do more of 
their own research online.3 This sets higher 
expectations on B2B companies to deliver 
relevant and valuable content to meet 
these growing information needs.

The outcome is a more self-sufficient B2B 
buyer, naturally sceptical of sales reps.3

TREND #1 THE RISE OF THE INDEPENDENT RESEARCHER
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BUILD A BETTER 
BRAND EXPERIENCE



Every interaction must 
be anchored to the 
brand’s core values, with 
a consistent personality, 
voice and behaviours

Binet & Field’s seminal research4 has 
taught us that regardless of whether 
you’re in B2B or B2C, brands perceived 
as likeable, relevant and trustworthy  
will always fare better. So it’s very 
important to make sure the experience 
customers have isn’t just good CX 
(Customer Experience), but good BX 
(Brand Experience) too.

But delivering excellent BX isn’t just 
about adhering to brand guidelines –  
it’s much more fundamental. Every 
interaction must be anchored to the 
brand’s core values, with a consistent 
personality, voice and behaviours. Most 
importantly, this should be embodied by 
the company’s people, projecting the 
brand from the inside out.5

This ensures that wherever buyers  
are in their journey, whether reading  
a thought leadership paper or  
speaking with a sales rep, they  
have a consistent experience.6

Even with limited interactions, if a 
customer’s experience is positive, it 
creates a 'Halo Effect', leaving them  
with a lasting, positive impression of  
the company as a whole.

Expect forward-thinking B2B marketers to not just 
aim for excellent CX, but excellent BX

TREND #2 BUILD A BETTER BRAND EXPERIENCE



BRING MORE HUMAN
TO H2H



In the complex world of B2B, it’s 
important not to forget to be H2H 
(Human to Human).7 And an essential 
part of delivering a human and authentic 
brand experience is to demonstrate 
the people behind the brand. This is 
especially important because as we 
know, buyers are leaving it later in their 
decision-making journey to make contact.

So, how do we create human interaction 
at the right touchpoints in a primarily 
digital journey? We need to consider 
ways to present the company’s internal 
experts as brand ambassadors,8 happy 
to roll up their sleeves in a way that’s 
approachable, helpful and not salesy.

B2B marketers need to work harder  
to ensure that content like talking 
head videos, written interviews, 
and even personal LinkedIn posts, 
are more authentic and human.

Expect forward-thinking B2B marketers to feature 
their people in meaningful ways

 TREND #3 BRING MORE HUMAN TO H2H



THINK MORE 
LIKE AMAZON



Big B2C players like Google 
and Amazon have entered B2B 
categories and brought with them 
a new level of expertise. With this, 
they are setting a very high bar for 
pure play B2B brands, who have to 
engage buyers now accustomed to 
a higher standard of experience.9

The outcome is that pure play 
B2B companies need to think and 
behave more like B2C brands in 
order to stay competitive.

We expect to see more and more 
partnerships and collaboration between 
brands, extending outside of B2B 
categories, to deliver on this new 
level of 'consumer' expectation. 

We’re continuing to see strategic 
partnerships (like Google Cloud and 
NCAA)10 engaging buyers with an 
'off-duty' consumer approach.

Expect B2B pure play brands to think and behave 
more like consumer brands

TREND #4 THINK MORE LIKE AMAZON



GET DEEPER
BENEATH THE SURFACE



Being more H2H means we need better 
audience insight. Over the last decade, 
there’s been more of an emphasis on 
readily-available engagement data, 
which has resulted in less investment 
in primary market research.11

This is a problem. It limits our ability 
to get a deeper understanding of 
how the audience ticks – what they 
need, what their challenges are, how 
they interact with their peers and 
what makes them look good in their 
organisation. These are the human 
elements that drive decision making.

In order to get this deeper level of 
insight, we need to rebalance our 
research approach; to incorporate 
social listening, in-depth interviews, 
focus groups and roundtables to build 
a better picture of our B2B audiences.

Expect successful B2B marketers 
to invest more in primary research

TREND #5 GET DEEPER BENEATH THE SURFACE



THINK MORE 
WITH YOUR HEART



The shift to H2H in B2B also highlights 
the importance of connecting 
emotionally with buyers. Contrary 
to popular belief, there’s more of 
an emotional connection between 
customers and B2B brands than with 
B2C. This is because stakes are much 
higher in a business environment –  
make the right decision and you could 
get promoted, but get it wrong and  
you could be out of a job.5

With this level of personal investment, 
the key to connecting with B2B buyers 
is to harness emotion through creativity, 
especially important in the early stages 
of a customer’s decision making journey. 
In doing so, B2B brands are more 
likely to break through other messages 
competing for the buyer’s attention.4

In B2B, the emotional 
stakes are much higher

Expect forward-thinking B2B marketers 
to harness emotional creativity

TREND #6 THINK MORE WITH YOUR HEART



MAKE IT PERSONAL, FASTER



We’ve already talked about how higher 
standards of B2C experiences influence 
B2B buyer expectations.9 As consumers, 
B2B buyers have come to expect a 'right 
here, right now' experience,12 behaviours 
that will increasingly influence channels 
and formats used by B2B marketers. 
What this means for traditional 
'Awareness to Advocacy' journey 
mapping is that we must continuously 
optimise and provide relevant content,  
in an agile way.

95% of buyers buy from someone  
who gives them the right content  
at each stage of their journey,13 
so delivering highly relevant and 
personalised messaging becomes 
especially important.

Using engagement, lead data, 
sophisticated analytics and artificial 
intelligence will help marketers  
better understand and respond to  
their audiences. 

95% of buyers buy 
from someone who 
gives them the right 
content at each stage 
of their journey

Expect forward-thinking B2B marketers to move 
to a state of continuous and agile optimisation

TREND #7 MAKE IT PERSONAL, FASTER



A STRONGER 
SALES & MARKETING 
INTERLOCK



Our final point is arguably the most 
important for driving results. Marketing 
teams might be doing all the right 
things by developing their brands and 
generating leads, but there can often  
be a hiccup, when eventually there is  
a sales conversation.

If marketing and sales aren’t in sync,  
the sales rep will often underestimate 
their prospect’s knowledge of the 
company’s solutions and competitive 
advantages. The prospect has, of  
course, usually completed the majority 
of their research online. The salesperson 
then delivers their pitch at the wrong 
level. This is not a seamless CX.

90% of companies say their sales  
and marketing teams are not aligned,14 
while 48% say that this disconnect 
prevents them from closing deals.15 
All this highlights the critical interlock 
between marketing and sales: they  
need to be closely aligned to work 
towards the same goals and not  
against each other. Getting this right 
presents a huge opportunity — sales  
and marketing alignment can help 
businesses become 67% better at  
closing deals.16 90% of companies say 

their sales and marketing 
teams are not aligned

Expect successful B2B companies to prioritise 
seamless collaboration between their marketing 
and sales departments

TREND #8 A STRONGER SALES & MARKETING INTERLOCK
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