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10-Step Starter Guide         

Integrating Mobile Into the B2BMarketing Mix



While the 
marketing world 
is buzzing over 

B2C mobile 
audiences, 

B2Bsare missing

Untapped
ƻǇǇƻǊǘǳƴƛǘƛŜǎΧ



Χ ŦƻǊ ƭŜǾŜǊŀƎƛƴƎ ŀ ŘȅƴŀƳƛŎΣ ǾŀƭǳŀōƭŜ 
ŀƴŘ ŎƻƴǾŜƴƛŜƴǘ ƴŜǿ άǘƻǳŎƘ-Ǉƻƛƴǘέ ǿƛǘƘ  

HIGHLY ENGAGED 
BUSINESSAudiences.



Not sure 
how 

mobile 
marketing 
applies to 

B2Bs?

[ŜǘΩǎ ŜȄǇƭƻǊŜ 
the reasons 
όŀƴŘ ǊŀǘƛƻƴŀƭŜύΧ



Why 
Mobile

For
B2Bs?

Tremendous USER EXPERIENCE gains in mobile 

due to better display screens, more features and 
capabilities.

Professionals have transitioned to needing 

άcontent in bite-size chunksέ ŘǳŜ ǘƻ ƳƻǊŜ 
multi-tasking, increased flows of content and more 
communications channels for them to manage daily.

Explosive GROWTHrates in mobile usage,  

both in the U.S. and globally.

Dramatically FASTERdownload times 

for accessing information (e.g. video, applications) 
due to 3G/wifi speeds, with 4G currently being 
deployed.

Location INDEPENDENCEfor anytime/anywhere 

access, as well as innovations in location-based 
services that provide users the ability to share their 
locations in return for helpful services and better 
experiences. 



What 
Are

Other
B2Bs

Saying
About

Mobile?

ά!ǎ ƳƻōƛƭŜ ŘŜǾƛŎŜǎ ōŜŎƻƳŜ ƻǳǊ ŎƻƳǇǳǘƛƴƎ ŘŜǾƛŎŜǎΣ 
that means B2B buyers are going to have a greater 
appetite for the visual, and video case studies and 
interactive product demosτeven for B2B servicesτ
are going to become more popular on mobile 
ŘŜǾƛŎŜǎΦέ

ά¢ƘŜ ƳŀƧƻǊƛǘȅ ƻŦ ƛƴŘǳǎǘǊƛŜǎ ŀǊŜ ǎǘƛƭƭ ƳƛǎǎƛƴƎ ŀ ǘǊƛŎƪ 
with this marketing method, as it is very much 
seen as a consumer channel rather than a 
communication channel. In terms of B2B, I think 
ǘƘƛǎ ƛǎ ŀ ƘǳƎŜ ǳƴǘŀǇǇŜŘ ƻǇǇƻǊǘǳƴƛǘȅΦέ 

~ Zoe Sands, Digital Marketing Manager, Cisco

άaƻōƛƭŜ .н/ Ƙŀǎ ōŜŜƴ ǾŜǊȅ ǎǳŎŎŜǎǎŦǳƭ ǿƛǘƘ 
companies engaging audiences and creating a 
new marketing/commerce channel. Those 
consumers will expect companies to use mobile 
technologies to provide the same experiences and 
ŎŀǇŀōƛƭƛǘƛŜǎ ǿƛǘƘƛƴ ǘƘŜ .н. ŜƴǾƛǊƻƴƳŜƴǘΦέ
~ Bruce Nowjack, Senior Product Manager, SinglePoint

~ Chris Koch, Dir. of Research & Thought Leadership, ITSMA



Unlike consumers, 
professionals must

stay connected 
to their 

communications 
devices for 
breaking 

developments 
and time-sensitive 

decisions. 

Those connections 
used to be landlines and 

laptops, but now also
include mobile devices.



While professionals want
and need to be location 
independent,through 
location-basedservices 

they can reveal their 
mobile locations. 

And B2Bs can provide 
them new sources of 
value based on where
they are (e.g. events) 

or where theyneed to
get to (e.g. sales meetings).  



Moreover, mobile 
is the most 
personal

communications 
channel,

and the closest 
you will ever get 

to your 
business market. 

(besides in-person)

*And your messages are 
more likely to be read on 
mobile devices than on 

computer screens. 



DƛǾŜƴ ƛǘǎ ǇƻǘŜƴǘƛŀƭΣ ǿƘȅ ǿƻǳƭŘƴΩǘ ȅƻǳ 
leverage mobile to connect

YOUR B2B BRAND 

to your business market?



Wondering

HOW
to start smart, 
launch strong 

and
leap ahead in 

B2Bmobile 
marketing?



Use these 
questions 
as your 

10Steps 
to 

Getting Started 
in B2B

Mobile Marketing

10
Steps



#1

Audit
Content & 
Existing

Marketing 
Programs

Review all marketing programs 
in your current plan to 
determine how you can 
enhance them with mobile. 

For example, tradeshows 
events could include mobile 
content feeds and in-venue 
ŀǇǇǎ ǘƘŀǘ ƛƳǇǊƻǾŜ ŀǘǘŜƴŘŜŜǎΩ 
experience. Also, you can 
create visual demos, case 
studies and tips segments that 
άǎƘƻǿέ ǘƘǊƻǳƎƘ ǎƘƻǊǘ ǾƛŘŜƻǎ 
ǾǎΦ άǘŜƭƭέ ǘƘǊƻǳƎƘ ƭƻƴƎ ǘŜȄǘΦ

An imperative for all B2Bs 
is optimizing your EXISTING 
content  for mobile 
environments. 

This can mean creating 
mobile-friendly Web sites, 
(not just mobile access to 
your current Web site) and 
providing users with 
shorter versions of lengthy 
content pieces.

Which content do we need to optimize for the Mobile Web, 
and how can we enhance our existingand planned

marketing programs with mobile? 

Enhancing Programs. Optimizing Content.

Mobile Terms Definitions featured at end of Guide 



#2

Assess
Evolving
Audience

Needs
for Mobile

What will help our audience perform their business 
tasks better, easierand faster?

What needs, challenges, problems and pressures does  
our business audience have? How can we start new 

dialogues with them, as through SMS or content feeds? 

Are any of their needs location-based? Which mobile 
platforms do they use? Which mobile apps, tools, widgets 

and features do they currently find helpful?

What immediate, urgent and/or helpful information does  
our business audience require, or rely upon, to (1) make 

decisions, (2) perform tasks and (3) stay up-to-date?

Mobile Terms Definitions featured at end of Guide 



What are our competitors doing with mobile and, 
ϝŜǉǳŀƭƭȅ ƛƳǇƻǊǘŀƴǘϝΣ ǿƘŀǘ ŀǊŜƴΩǘ ǘƘŜȅ ŘƻƛƴƎΚ#3

Benchmark 
/ƻƳǇŜǘƛǘƻǊǎΩ

Programs

Competitive 
Benchmarking

²Ƙŀǘ ϝŀǊŜƴΩǘϝ ƻǳǊ 
competitors doing  

with mobile?

Which mobile opportunities can we 
implementτand how can we best differentiate 

from our competitors in this space? 

What *are* our 
competitors doing 

with mobile?

Mobile Terms Definitions featured at end of Guide 


