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• Why Does Social Media fit With B2B Companies?

• Key Trends:

– Social Engagement with Customers

– Company Websites as Customer Platforms

– Company User Groups

Social media is changing the way 
companies interact with customers
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Social media is a valuable tool for 
lead generation.
• B2B companies are finding that social media 
sites can be useful for prospecting research 
and lead generation. 

B2B companies showcase their 
expertise and thought leadership on 
social media sites.
• Social media sites provide a forum to share 
insights and advice with customers. By 
creating original and exclusive content, the 
company can become an important 
information resource.

Integrated campaigns can be more 
effective than single, stand-alone 
initiatives. 
• B2B marketers ought to consider adding social 
media initiatives to traditional campaigns to 

boost their effectiveness.

B2B marketing is exploding online



B2B companies are focused on 
driving awareness

…but social media campaigns are unique in 
their ability to foster engagement



B2B marketers are finding social media 
to be effective 



Why Social Media Works for B2B Marketing

1. Communities & Ecosystems: For social media to have an impact, 

companies have to foster collaboration and develop a community feeling. B2B 
communities are already common. The B2B environment is made of ecosystems. 
Social media is ideal for fostering discussions and brand advocacy through such 
ecosystems.

2. User Content: B2B communities are niche and tend to be about passionate 

experts who can create quality user content.

3. Customer Collaboration: The ability to include customers in the 

development of a new product or service has been a staple of B2B marketing for 
years. Most B2B offers are and have been developed in close partnership with 
clients and third-party providers to add value. 

4. Low PR Risk: B2B is less exposed than B2C, so B2B players run fewer risks 

when engaging in online collaboration. 

5. Mass Media Is Out: TV and outdoor advertising is out of reach for most B2B 

companies. Hence the importance of digital and social media. 

Source: http://blogs.bnet.co.uk/sterling-performance/2010/06/29/7-reasons-why-business-to-business-should-embrace-social-media
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Social tools allow companies to engage 
customers in a whole new way
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Brand Loyalty Model

Social Engagement Maturity Model



Case Study:  Ace Hardware is on 
Facebook
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• Ace Hardware used its Facebook 
page to increase customer 
interactions
– Tactic #1. Prepare for a younger 

audience

– Tactic #2. Be interactive, fun and 
helpful

• "I Will" application allowed 
visitors to personalize a 
sentence and declare their 
summer plans

– Tactic #3. Provide context and 
consistency

– Tactic #4. Prepare the IT team

Interactions, such as comments and "likes" on 
posts, nearly doubled since launch to an average of 

72 per day.



Case Study:  Cisco Shaved $100,000+ 
Off a Product Launch
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“It was classified as one of the top five launches in company history,” said 
LaSandra Brill, senior manager, global social media. “It was the crossing the chasm 

point for us in the adoption phase of social media and helped us get over the hump 
of internal acceptance.”

Lessons Learned:

Listen first: “For every product launch, our 
formula starts with listening. We start a list at 
least a month before of buzzwords and 
challenges and then figure out the right tools,” 
Brill said.
Use video often: Web pages with video draw 
five times more engagement than those without. 
Cisco encourages video blogging to add 
transparency to bloggers’ voices.
Talk with versus talk at: Product launches of 
the past communicated at the audience. Now, 
nearly all activities have an interactive element.
Always be brand-building: Not everyone’s 
ready to buy now, especially a six-figure 
purchase like the ASR. Activities like the online 
game engaged the loyalty of network engineers, 
who heavily influence such decisions.



Case Study:  Scania uses video, mobile, 
and other platforms to engage customers
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Twitter and Facebook may be huge now, but video and mobile are the new frontiers

B2B Social Media Newsroom Example: Scania

Lessons Learned: 
• Start With Content: Determine if 

they have or can produce enough 
relevant content

• It Has To Look Good:
Branding, design and user 
experience matter

How did Scania do this?
1. Aggregated their social content
2. Categorized and tagged its 

content
3. Makes their information easy to 

find through search. For example 
they have a descriptive page title 
for the newsroom

4. Set a priority by promoting a 
heavy truck as a main design 
element of the newsroom
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Web 2.0 tools can make websites 
powerful sales channels
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Provide a B2C e-commerce experience
• Customers carry expectations from home to 

office

Users don’t know how to 
use Online Tools but know 
how to use B2C sites

Customers want to give 
feedback but must go to 
other sites to share

Let enthusiastic customers contribute
• Users expect and trust external reviews
• Platforms are listening tools to learn more 

about your customers

Online Tools inform 
but don’t engage

Make the website a community hub
• Blogs, forums, and other community features 

drive engagement and create a more dynamic 
experience

Frustrated site visitors 
choose more expensive 
channels or give up entirely

Use time-saving elements to make the task 
flow more efficient
• A customized experience based on users’ 

trades eliminates site navigation hurdles
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User groups allow customers to learn 
from other customers
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Forum 

Comapany

Can I use your
product to do 
that?

Customers

Future: 
additionally indirect 

- Product questions?
- Comments!
- Best practices?!
- Ratings 

(posts/customers)

- Own updates 
- Monitor
- Control the 

brand

Customer benefits:
- Engagement  C2C

- ’Faster’ response
- Recognition / MVP

Company benefits:
- Product Managers: Ideas, “issues”
- Customer Service: Freed up time
- Sales: Freed up time

Today: direct contact



Example 1: Intel
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Create 
Communities for 
different products 
and different kinds 

of customers

Allow customers 
to connect with 

each other

Recognize top 
contributors



Example 2: Salesforce.com
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Create 
Communities for 

different 
geographies 

facilitate in-person 
meetings

Leverage video to 
train and engage

Encourage 
enthusiastic 

customers to be 
leaders



Example 3: PitneyBowes
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Encourage 
customers to 

submit their best 
ideas

Allow customers to 
communicate in 

real-time

Communicate 
critical information

Moderate the 
discussion

Highlight 
connections to 

other social 
networks

Crowd-source!


