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B2BSocial Media Marketing



In a world brimming with MySpace teens, 
Facebookfans, Celebrity Twitterers and blogs 
about cute kittens, it's no wonder so many 
B2B marketers view social media, and the 
Social Web, as strictly a "consumer play." 

But that mindset is costing B2B companies 
potential revenues, new customer 
relationships, unparalleled reach and, quite 
possibly, their relevance. This slideshow 
details the top 10social media benefits that 
build a strong business case for B2Bs.

The B2BBusiness Case for Social Media.

Click here to view slideshow
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http://www.ck-blog.com/cks_blog/b2b-social-media-marketing-benefits.html


From new ways to build 
relationships (that beget 
revenues) and increasing reach, 
to learning how to deliver value 
before the sale and grasping how 
to "sell without selling," the 
online landscape offers B2B 
marketers many lead-generation 
ƻǇǇƻǊǘǳƴƛǘƛŜǎΧ ŀƭƻƴƎ ǿƛǘƘ ǎƻƳŜ 
mighty challenges.
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B2B Lead Generation: 5 Opportunities Meet 5 Challenges.

Access the post here

http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf
http://www.ck-blog.com/cks_blog/2009/12/b2b-social-media-lead-generation-5-opportunities-and-5-challenges.html


In this post I posit that social media represents a 
veritable goldmine of potential for B2Bs. More to the 
point, I contend that social media is MORE opportune 
for B2Bs than B2Cs. 

Iƻǿ Ŏŀƴ L ǎŀȅ ǎǳŎƘ ŀ ǘƘƛƴƎΚ άLǘΩǎ ǘƘŜ ŜƴƎŀƎŜƳŜƴǘ ƭŜǾŜƭΣ 
ǎǘǳǇƛŘΦέ !ƴŘ ŦƻǊ ƳŀǊƪŜǘŜǊǎΚ 9ƴƎŀƎŜƳŜƴǘ ƛǎ ǘƘŜ Iƻƭȅ 
Grail of marketing: the uber goal, the most critical of 
critical success factors, the paramount payoff, and the 
pinnacle benchmark of how well your marketing is 
performing (or lacking). 

But business audiences, unlike consumer interests, are 
engaged by virtue of needing to protect their very 
livelihoods... and needs alwaystrump interests. 
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Access the post here

http://www.ck-blog.com/cks_blog/2009/12/b2b-social-media-engagement.html


When it comes to these new media, not 
everything is *new.* Why? Because the 
needs and behaviors of business 
professionals haven't changed... the 
media has. 

In fact, business professionals leverage 
the new functions, features, freedoms 
and access of social media to transform 
the way that they meet their age-old 
needs and to perform the tasks that 
they've been performing for decades. 
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Age-Old B2B Behaviors Meet New-Age Media.

Access the post here

http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf
http://www.ck-blog.com/cks_blog/2009/12/b2b-social-media-buyers-old-behaviors-new-media.html


When it comes to B2B companies integrating social 
media into their marketing mix, objections are alive 
and well. So it's imperative for those of us who have 
been working and participating in social media for 
years to take a BIG step back and realize that this 
space is still very new to most B2B companies... and 
change takes time (and comes with objections 
aplenty). That's just the nature of change. 

To that very end, this post addresses the 3 main 
objections I run up against with B2B companiesτ
namely fear, irrelevance and overwhelmτand  
provides ideas and advice on how to overcome 
objections, change minds and ergo, change 
conversations. 
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Fear! Irrelevance! Overwhelm! 
(B2B Social Media Objections)

Access the post here

http://www.ck-blog.com/cks_blog/2009/11/b2b-social-media-buyer-objections.html


This piece outlines 10 reasons why 
Web 2.0 holds high revenue 
potential for B2B companies. From 
lowering risk to building 
relationships, extending thought 
leadership initiatives to decreasing 
complexity of offerings, and many 
more.

So get into the Web 2.0 world, 
.н.ǎΧ ǇƭŜƴǘȅ ƻŦ ǇŜŀǊƭǎ ŀǿŀƛǘ ȅƻǳΦ
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B2Bs, The World is Your (Web 2.0) Oyster.

Access the post here

http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf
http://www.ck-blog.com/cks_blog/2009/08/b2b-social-media-10-reasons.html


Using a recent new media study as a 
launching pad, in this post I map 2009 social 
media B2C trendsτranging adoption rates, 
media usage, influence, purchasing drivers 
and preferencesτto B2B marketing 
implications in order to build the case for 
integrating social media into the B2B 
marketing mix.

Benefits range higher revenues, new 
channels for brand engagement and, for 
really smart companies, gaining competitive 
advantage. 
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LŦ ȅƻǳǊ .н. ƳŀǊƪŜǘǎ ƘŀǾŜ ŎƘŀƴƎŜŘΣ ǿƘȅ ƘŀǎƴΩǘ ȅƻǳǊ ƳŀǊƪŜǘƛƴƎΚ

Access the post here

http://www.ck-blog.com/cks_blog/2009/11/b2b-marketers-social-media.html


This new era and its avid exchanging of ideasτ
how freely they're traded, how dynamically 
they spread, and the new ideas they inspireτ
is most aptly ŎƻƛƴŜŘ ¢ƘŜ ά{ƘŀǊŜ Economy."

What does this mean for B2B marketers? 
Social media is changing the way they do 
business, because they now have new voices 
in the business process. And while most age-
old marketing principles still apply, many of 
the practices do not. This piece walks 
marketers through the profound trends 
occurring in their market and the changes they 
require from their marketing practices (and 
mindsets). 

¢ƘŜ ά{ƘŀǊŜ 9ŎƻƴƻƳȅέ ŦƻǊ .н. aŀǊƪŜǘŜǊǎΦ

Download the PDF here
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http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf


If yours is a B2B company, 2010 is likely the year 
that you'll want to start integrating social media 
into your marketing mix... or have it play a much 
larger role than it has in the past. 

But while your eyes are on your market, you must 
first get past the Executive Committee, who will 
have questions, critiques, and objections aplenty. 
That's exactly why this 2-Part article highlights 10 
arguments to help you successfully build a B2B 
social-media business case for your toughest 
audience: the one found inside your boardroom.

*Please note: this article was developed for the 
premium content area for MarketingProfs, a 
subscription is required to access it.
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2-Part Article: Selling B2B Social Media Internally.
Access Part 1 here

Access Part 2 here

http://www.marketingprofs.com/articles/2009/3209/selling-b2b-social-media-internally-ten-arguments-to-win-over-the-boardroom-part-1
http://www.marketingprofs.com/articles/2009/3232/selling-b2b-social-media-internally-ten-arguments-to-win-over-the-boardroom-part-2/


Developed especially for B2B marketers, this 
article provides 4 social-media case studies 
from companies ranging from industry veterans 
SAP and BusinessWeek, to newer and smaller 
firms Equation Research and Radian6. 

As an added bonus, the marketers behind each 
winning effort share their *key tips* to help 
other B2B marketers develop successful 
social-media programs.

*Please note: this article was developed for 
the premium content area for MarketingProfs, 
a subscription is required to access it. 
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B2B Social Media Success: Four B2B Case Studies.

Access the post here.

http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf
http://www.marketingprofs.com/articles/2009/3133/four-case-studies-how-these-very-different-b2b-organizations-are-succeeding-with-social-media


There's no escaping it, marketers: Amid a flurry of 
headlines, bestsellers, and reports documenting 
social media's meteoric rise to the mainstream... 
the future has arrived. But for a B2B executive 
tasked with making sense of wikis, WOM, blogs, 
and buzz, wouldn't it be nice if the future came 
with a road map? 

Follow this quick step-by-step guide to ensure your 
social-media program starts smart, launches 
strong, and enables you to get the most out of 
these new media.

*Please note: this article was developed for the 
premium content area for MarketingProfs, a 
subscription is required to access it. 
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Start Smart: A 10-Step Social Media Guide for B2B Marketers.

Access the post here.

http://www.marketingprofs.com/articles/2009/3164/start-smart-a-10-step-social-media-guide-for-b2b-marketers


Having polled a variety of marketing 
professionals on the value they receive 
ŦǊƻƳ ōƭƻƎƎƛƴƎΣ ǘƘƛǎ άŎƻƭƭŀƎŜέ ǇǊŜǎŜƴǘǎ 
their tremendous feedback 
and insights in a creative format. 

Ranging  from "connection" and 
"community" to "idea exchange, 
άƛƴƴƻǾŀǘƛƻƴά ŀƴŘ ƳŀƴȅΣ Ƴŀƴȅ  ƳƻǊŜτ
the responses are both enlightening and 
educational for companies who want 
to understand the incentivesdriving 
ǇǊƻŦŜǎǎƛƻƴŀƭǎ ǘƻ ōƭƻƎΧ ŀƴŘ ǘƘŜ ǊŜŀǎƻƴǎ 
that online business and consumer 
communities are thriving.

Voice-In: The Value of Blogging.
Download the PDF here
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http://www.ck-blog.com/VoiceIn_Collage_11.06.pdf


There's an extensive amount of upfront 
work involved in planning, launching 
and maintaining your social media 
presence and programs. And how well 
you plan directly effects your level of 
success.

This checklist provides a comprehensive 
list of questionsτapplicable for B2B 
and B2C marketersτthat serves as a 
very helpful planning guide for 
companies starting out in social media.

Social Media Planning Checklist.

Click here for the checklist
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http://www.ck-blog.com/cks_blog/social-media-planning-checklist.html


Why should a B2B or B2C company have a 
social media presence? What are the true 
gains in going to the time and trouble of 
launching and maintaining a social media 
presence?

¢ƘŜǊŜ ƛǎƴΩǘ ƻƴŜ ŀƴǎǿŜǊ ǘƻ ǘƘƛǎ ǊƛŘŘƭŜΣ 
there are many. Ranging from branding, 
sales and research, to relationship-building, 
innovation, customer service and plenty 
ƳƻǊŜΧ ǘƘƛǎ Ǉƻǎǘ ƘƛƎƘƭƛƎƘǘǎ ǘƘŜ ƴǳƳŜǊƻǳǎ 
reasons, which are as vast as they are 
varied.

Reasons for A Social Media Presence (A Riddle).

Click here to view post
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http://www.ck-blog.com/cks_blog/2009/05/riddle-me-this-marketers-why-should-companies-have-a-social-media-presence.html


Web 2.0 (aka "social media") is not just 
the most social of all media, but also the 
one most laden with irony.  

In this post I illuminate some of the most 
notable ironies that have surprised, 
startled and taught B2B and B2C 
marketers just how complex marketing 
can be when people, profit-seeking 
companies and new technologies 
ŎƻƴǾŜǊƎŜΧ ƻƘΣ ǘƘŜ ƛǊƻƴȅ ƛƴŘŜŜŘΗ

Oh, the (many!) ironies of Web 2.0 marketing.

Click here to view post
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http://www.ck-blog.com/cks_blog/2009/05/oh-the-irony.html


When B2B and B2C companies globalize and enter foreign 
ƳŀǊƪŜǘǎ ŀƴŘ ƴŜǿ ǊŜƎƛƻƴǎΣ ŀ ŎǊƛǘƛŎŀƭ ǎǳŎŎŜǎǎ ŦŀŎǘƻǊ ǘƘŀǘ ǘƘŜȅΩǾŜ 
learnedτand many companies have learned the hard wayτis 
that they must first understand a new region beforemarketing to 
ǘƘŜ ǊŜƎƛƻƴΩǎ ŎƛǘƛȊŜƴǎΦ 

Otherwise they increase their odds of failure, instead of upping 
their rates of success.

The exact same principle applies to social media and, more to 
the point, the Social Web. After all, the Social Web is not just a 
ƴŜǿ ƳŀǊƪŜǘƛƴƎ ŎƘŀƴƴŜƭΣ ƛǘΩǎ ŀƴ ŜƴǘƛǊŜƭȅ ƴŜǿ ǊŜƎƛƻƴΣ ƎƛǾŜƴ ƛǘϥǎ ŀ 
άǇƭŀŎŜέ ǘƘŀǘ ōƻŀǎǘǎ ǎǳŎƘ ŀǘǘǊƛōǳǘŜǎ ŀǎ ǘƘǊƛǾƛƴƎ ŎƻƳƳǳƴƛǘƛŜǎΣ 
cultural nuances, a set of rules, common values, accepted 
practices and a preferred code of conduct. 

Thus, the implications (and opportunities!) of marketing to this 
new region are huge... but marketers must first learn how to 
view the Social Web in order to succeed within it.
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(not just a new marketing channel).

Access the post here.

http://www.ck-blog.com/CK_ShareEconomy_01.08.pdf
http://www.ck-blog.com/cks_blog/2009/07/the-social-web-is-a-region.html

