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CHANGES IN BUYER  
BEHAVIOUR

The way that consumers in both B2C and B2B make purchase  
decisions has changed dramatically in recent years. 

Only a few decades ago, choice was limited, as was the 
number of channels to reach people through marketing 
activity. People would buy meat from their local butchers 
because it was the only option. Similarly in B2B 
markets, businesses would work with suppliers that 
they knew of from the local area or found in a 
business directory. 

At this time, when looking for a new supplier it
would have been normal practice to come across a print 
advertisement and make a direct telephone enquiry to 
the business to find out more.

The idea of looking through the Thompson Local to find 
a business supplier is now completely archaic. 

The options available to consumers today are vast.  
Online shopping is fast becoming the preferred method 
of doing the weekly shop, and businesses such as  
Amazon have seen tremendous growth in recent years. 

This trend is no different for Businesses to Business 
purchases. Discovering potential business suppliers 

whilst browsing the internet is easy and  
convenient. So it comes as no surprise to find 
out that this is often how many purchasing 
processes begin, through a Google search.



THE TYPICAL B2B  
BUYING PROCESS
Research published by the Harvard Business Review revealed that 
buyers do not engage with salespeople until they are on average 
57% of the way through the buying cycle. 

This means that the marketing function needs to play a much  
larger role in the process. Instead of generating leads and  
passing them straight over to sales to convert, they now need to  
nurture leads by delivering highly relevant and useful content  
until the prospect is further through the process and ready to  
speak with a sales person.

“BUYERS DO NOT ENGAGE WITH SALES 
  PEOPLE UNTIL THEY ARE AN AVERAGE 
  OF 57% OF THE WAY THROUGH THE 
  BUYING CYCLE
  

  Harvard Business Review



MARKETING PLAY 
THE LEADING ROLE

In response to the way in which buyers now research potential 
suppliers, the roles of both sales and marketing need to  
change, and for many businesses they already have. 

The age old issue of sales complaining to marketing about the 
number of poor quality leads has never been more apparent. 

Up to 80% of leads generated by marketing are ignored by sales 
(Marketo). This happens when leads are passed to sales when 
they are not sales-ready.

Leads should be nurtured over time and only passed over to sales 
to follow-up when they are considered to be ready to make a 
purchasing decision. This means that sales people will be 
provided with higher quality leads that are more likely to convert. 

It is estimated that these changes in sales and marketing roles is 
likely to reduce the number of sales roles needed and increase 
the number of marketing roles. Forrester Research has predicted 
that 1 Million B2B sales roles will disappear in the US by 2020. 
Business are investing more in marketing and less in sales as they 
respond to these changes.

“UP TO 80% OF LEADS GENERATED BY 
   MARKETING AREN’T EFFECTIVELY
   FOLLOWED UP BY SALES



TODAY’S MARKETING MODEL

The table below summarises the biggest differences in the way businesses carried out their sales and marketing activity in the past and 
what they should be doing today.

YESTERDAY TODAY
SALES had the big budget MARKETING have the big budget

Focus on ADVERTISING Focus on CONTENT

Spend more on OUTBOUND Spend more on INBOUND

REACH as many people as possible PERSONALISATION to target specific prospects

Make a QUICK SALE Build long-term RELATIONSHIPS

Sales follow up ALL LEADS Sales only follow-up SALES QUALIFIED LEADS

Marketing activity is HARD TO MEASURE Measure ROI on everything



THE CHALLENGE FOR 
MARKETERS TODAY

It’s not surprising to hear that marketing professionals are 
under pressure to generate leads and create opportunities for 
business growth. This has been the case for years. 
The difference now is that there are additional challenges and 
barriers for marketing professionals to overcome on top of the 
pressure to deliver results.  

The technology available to marketers is growing at such a rate 
that it’s becoming increasingly difficult to keep up. Skills gaps in 
digital marketing are becoming greater as technology is advancing 
faster than marketers can develop their skills.

A recent survey conducted by Smart Insights found that marketers 
are now spending at least 60% of their time on digital marketing 
activities. It was also found that more than 50% of recruiters are 
finding it difficult to find marketers with the appropriate digital 
skills.

WHAT ARE THE BIGGEST 
CHALLENGES THAT B2B 
MARKETERS ARE FACING?

89% of businesses say generating quality leads is very important 
or important, yet only 55% of businesses feel that they are 
effectively generating quality leads

Marketers are also finding that converting  
leads into customers is a big challenge, 
as is delivering effective lead nurturing 
campaigns. 

61% of businesses are finding that
lack of resources; funding and time 
are the biggest obstacles to success



AREAS FOR  
IMPROVEMENT

A Recent report by DueDil highlighted the three areas that  
businesses feel they need to improve:

 • Marketing strategy
 • People and skills development 
 • Effective use of technology and tools

However, more than one-third of businesses feel that they are not 
prepared for this change, or that they have the time to improve 
(DueDil State of Sales Report Q4 2015). 

This is why more and more businesses are turning to marketing 
agencies to support their marketing activities and fill the skills 
gaps that exist. The skills required in a successful marketing team 
cover a wide range of disciplines, including:

 • Strategy and Planning
 • Digital Marketing and Technical Skills
 • Graphic Design
 • Copywriting
 • Email and Website Design and Coding
 • Social Media Marketing 

Agencies have the ability to employ people that specialise in 
these areas, where as for small to medium sized businesses it’s 
not a financially viable option to employ all these roles in-house.



HOW CAN  
MARKETERS RISE TO 
THE CHALLENGE?

BUILD A HIGH QUALITY DATABASE

B2B buyers are wary of making significant purchase decisions 
without buy-in from colleagues and managers. This is why there 
are on average 2 – 3 people in the Decision Making Unit (DMU).  

Businesses that build a database and market to all members of 
the DMU instead of a single point of contact tend to convert more 
leads into customers.
 
This is why it’s important to have a clear picture of who is typically 
in the DMU and what each members specific needs and 
motivations are. You can then ensure that you tailor your 
messaging for different personas.  How you obtain more 
information about your prospects and how you will use this 
data should form part of your marketing strategy.



FORGET B2B… 
THINK B2I
Personalisation was the buzz-word of 2015.  
This does not mean simply starting an email with Dear Bob! 

True personalisation is about understanding your buyer personas 
and delivering the right message to the right person at the right 
time. Leads who are nurtured with personalised content produce 
a 20% increase in sales opportunities (Demand Generation  
Report 2015).

The next step in the development of personalisation has led 
to something called Business-to-Individual (B2I). This involves 
providing a one-to-one personalised journey for each prospect, 
incorporating real-time marketing to deliver messages based on 
specific behaviour, such as email interactions, content downloads 
or website visits. B2I goes beyond personalisation of email  
messaging. It spans the entire mix of marketing channels,  
including website and social media activity, to provide a relevant 
unique journey for each individual that engages with your  
business.



PRODUCE HIGH  
QUALITY CONTENT
Content marketing has grown in popularity amongst marketing 
professionals over the past few years, with 71% of businesses  
creating more content in 2015 compared with 2014  
(Smart Insights). It provides a way in which to communicate  
with prospects without actively selling, but instead creating  
an awareness of your business. 

Timing is everything in sales, so the job of the marketer is to  
attract new prospects, build awareness and nurture prospects 
until they are ready to make a purchase decision. However,  
the content marketing industry is becoming saturated; the 
amount of content available is far greater than the amount of 
time we have to consume it. And businesses are finding that  
creating high quality content is a challenge, with 68% of  
businesses rating their own content as basic or inconsistent 
(Smart Insights).

Producing mediocre content and distributing via mass email  
campaigns is no longer going to be a successful marketing  
strategy to undertake. High quality content, delivered to the  
right people at the right time is now more important than ever.  

Competition in the inbox is high, as is the amount of content  
being created. So relevance and timing are key factors to success. 



OPTIMISE YOUR  
WEBSITE FOR LEAD 
GENERATION
The main aim of your website should be to generate inbound  
enquiries into your business. Traditionally a lead would be  
generated through a telephone call, an email or a contact form. 

But as we know, prospects do not want to make a direct enquiry 
into a potential supplier until they are ready. 

This is why you should include content on your website that 
demonstrates thought leadership and expertise. By gating your 
high quality content, such as research papers, ebooks and guides, 
you can build a database of interested prospects to include in 
your marketing programmes.

Calls to actions on your website should be simple and clear.  
Each page should have one call to action, with the benefits of  
taking the action explained. 



UTILISE THE LATEST 
MARKETING  
TECHNOLOGY
The good news is that there are tools available to help 
marketers deliver more effective marketing campaigns. 
Marketing Automation technology has developed rapidly
 in recent years and is becoming more widely used.

The latest statistics show that 25% of Fortune 500 B2B  
businesses are now using it. 

Marketing Automation technology is helping businesses  
to deliver personalised multi-channel lead nurturing  
campaigns, whilst saving time on repetitive tasks and  
allowing for more time to be spent on strategy, planning  
and creativity. 

Companies that have adopted marketing automation have 
demonstrated the following improvements to their marketing 
activities:

 • 45% regularly repurpose content for efficiency, compared   
  with 28% of companies without marketing automation

 • 54% capture intelligence for the sales team,  
  compared to 25% without marketing automation

 • 49% customize content to the Buyer Journey stages,  
  compared to 21% without marketing automation

 • 59% can use intelligent targeting to trigger content,  
  compared to 17% without marketing automation

The Lenskold Group, “2013 Lead-Generation Marketing  
Effectiveness Study”



MARKETING  
AUTOMATION

Marketing Automation tracks prospects interactions across  
multi-channel marketing campaigns and scores prospects based 
on their profile and behaviour. Automated programmes can be 
set-up to deliver triggered messages to prospects based on  
specific actions they take. These nurture programmes can be  
simple or complex. The advice is to start small, analyse and  
improve. 

By using behavioural based scoring, prospects can be prioritised 
for sales follow-up. Using this strategy will mean that your sales 
team are following up the highest quality of leads which are more 
likely to convert. Fewer leads will be wasted and those leads that 
are not ready to make a purchase for whatever reason can be 
re-cycled and nurtured for longer by the marketing team. 

MARKETING  
AUTOMATION

Marketing Automation tracks prospects interactions across  
multi-channel marketing campaigns and scores prospects based 
on their profile and behaviour. Automated programmes can be 
set-up to deliver triggered messages to prospects based on  
specific actions they take. These nurture programmes can be  
simple or complex. The advice is to start small, analyse and  
improve. 

By using behavioural based scoring, prospects can be prioritised 
for sales follow-up. Using this strategy will mean that your sales 
team are following up the highest quality of leads which are more 
likely to convert. Fewer leads will be wasted and those leads that 
are not ready to make a purchase for whatever reason can be 
re-cycled and nurtured for longer by the marketing team. 



CONCLUSION

The challenges that businesses and marketing professionals are 
facing today are greater than ever before. Technology is  
advancing at such a rate that businesses are struggling to keep 
up. Skills gaps in marketing teams are becoming more apparent 
as technology develops and the number of marketing channels 
increases. As a result more and more businesses are turning to 
agencies that have the range of skills in-house to deliver complex 
multi-channel marketing campaigns. 

The way that buyers now research potential solutions and how 
they make purchasing decisions has changed, which has led to 
both sales and marketing to adapt their approach. Marketing now 
take the leading role in the process, being responsible for  
attracting prospects as well as nurturing them until they are  
sales-ready. 

Content marketing has become very effective for B2B businesses 
over the past few years; however we are now seeing the content 
marketing industry becoming saturated, with more content  
available than we can consume. This means that high quality  
content, relevancy and timing is even more important than ever. 

The challenge for marketers now is to utilise the marketing  
technology available to them in the most effective way.   
Marketing Automation technology when deployed with the right 
strategy can assist marketers to deliver personalised individual 
multi-channel marketing campaigns that effectively nurture  
prospects and generate sales-qualified leads. 

FINISH



 

Beanstalk Marketing Services 

0345 474 2047  
www.beanstalkmarketing.co.uk 
info@beanstalkmarketing.co.uk 
Registered in England & Wales  
Company Number: 06998651 

Chelmsford Office 

01245 213 500  
35-37 Moulsham Street, 
Chelmsford,
Essex, CM2 0HY

Birmingham Office 

0121 629 0570  
1310 Solihull Parkway,  
Birmingham Business Park,  
Solihull, Birmingham, B37 7YB 

beanstalk

Beanstalk is an integrated B2B Marketing Agency that partners with a number of leading Marketing Automation software providers.

We deliver targeted, results-focused lead nurturing, lead generation and B2B marketing services. 

The expertise and marketing skills within our team encompasses strategy, content, design, data, marketing technology and analysis.

Our consultative approach enables us to work successfully with clients that have an in-house marketing team and want a partner to  
supplement their existing expertise, and with companies who want a fully-managed, outsourced solution.
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