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FROM THE EDITOR’S DESK
India is to become $5 trillion economy in next five years, a vision with
achievable mission statement and specified objectives well chartered
by our Prime Minister Mr Modi. However, at the outset it sounds
over ambitious. But the government itself accepts that it is challenging
but achievable. However, the challenging task looks smooth and doable.
India is, currently, a $2.8 trillion economy; to reach the $5 trillion mark
by 2024, the economy would require nominal growth in dollar terms
of over 12 per cent a year. However in the previous quarter for which
data is available, India grew at lower than 6 per cent in real terms.
Now achieving double digit growth requires a platform that creates
and sustains growth infrastructure. For this India requires supportive
markets for land and labour, energy supply and infrastructure pan
India, transformative policies on sanitation and water, improved
competitiveness of manufacturing and services, inculcating culture of
entrepreneurship and job creation, supply chain conducive for worldclass manufacturing sector, free and compulsory education for all,
focus on skilled training, vocational training to be provided across
India with need based assessment, etc.
A focused approach will fulfil India’s vision for $5 trillion economy.
India will expand its journey from being a low middle-income country
to an upper middle-income country (according to the World Bank,
the range is between around $1,000 - $12,000 per capita income). The
need of the hour is rigorous implementation immediately so that 2024
give us results.

(Dr. Sheeba Kapil)
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ARTICLES

The Opportunities and Challenges of
mHealth Initiatives in India
Dheeraj P. Arya*
India is currently facing a lot of
migration from rural to urban
areas due to multiple reasons,
among those lack of
healthcare facility is one. The
existing facilities are not able
to cater to the health care
needs of the population living
in rural areas, hence a major
demand-supply gap is
prevailing in the country.
Technological advancements
such as mobile based
interventions (mHealth) have
been emerging with its
advantage as its availability
and affordability in the deepest
parts of the country. Using
mobile technology offers a
tremendous opportunity for
developing countries to
advance in health care
delivery by effectively utilizing
scarce
resources.
Customized application as
per the need of the beneficiary
would yield beneficial
outcomes in a long run.
Keywords: mHealth,
Rural India, Health care
system, Tele-communication.

* Chief Operating Officer, Venu Eye
Institute and Research Centre,
New Delhi.

Introduction
Population Statistics

I

NDIA is a vast country of 1.4 billion population occupying an area of
3,287,268 sq. km. It consists of 29 States and 6 Union Territories governed
by a federal system. As per Census 2011, the total population of India is
1210.8 million with a decadal growth rate of 17.7 per cent. While 31.14 per
cent of the population lives in urban areas, the rest lives in rural areas.
The sex ratio (number of females per 1000 males) in the country has
improved from 933 in 2001 to 943 in 2011. In rural areas, the sex ratio has
increased from 946 to 949. The corresponding increase in urban areas has
been of 29 points – from 900 to 929. Kerala has recorded the highest sex
ratio in respect of total population (1084), rural population (1078) and
urban (1091). The lowest sex ratio in rural areas has been recorded in
Chandigarh (690). While 28.5 per cent population of India lies between
0-14 age group, only 8.3 per cent are above the age of 60 years.
Health Status
There are noteworthy improvements in health indicators such as
life expectancy, infant mortality rate (IMR) and maternal mortality rate
(MMR) due to increasing penetration of healthcare services across the
country, extensive health campaigns, sanitation drives, increase in the
number of government and private hospitals in India, improved
immunization, growing literacy, etc. Initiatives such as Janani Shishu
Suraksha Karyakarm, Janani Suraksha Yojana, reproductive, maternal,
new-borns, child and adolescent health services and national
programmes to curb incidences of diseases such as polio, HIV, TB,
leprosy, etc. have played pivotal roles in improving India’s health
indicators. Yet, a huge disparity in the availability of healthcare
resources continues to exist in India. The rural-urban divide is
considerable when it comes to healthcare access. Fairly-developed
states like Kerala, Maharashtra and Tamil Nadu have brought down
their IMR, TFR and MMR rates and states like Assam, and Jharkhand
continue to grapple with these issues even today (1).
Statistics suggest differences in urban-rural health condition in terms
of infant mortality rate and crude death rate, a harsh reality even today
(2). Significant disease burden, limited human resources, high absenteeism
of health care providers at government facilities, inaccessibility to quality
health care by rural dwellers augments the existing hardships in health
care delivery in the country (3, 4, 5).
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Existing
challenges
in
healthcare delivery necessitates an
urgent need of enabling three-tier
referral system with information
communication
technology
application (7).
Opportunities in eHealth
and mHealth
It has been envisaged to use
telemedicine in providing
healthcare services and enabling
health care providers working at
primary
level.
But,
implementation of telemedicine is
still limited to few private and
prestigious tertiary care public
hospitals. Moreover, the cost of
tele-consultation is too high to
introduce in remote healthcare
settings (8). In view of
unsuccessful implementation of
Telemedicine technology, a low
cost technologic alternative is the
need of the hour. The application
of mobile technology in the health

sector has the complete potential
to change the face of global health
system (9). In developing
countries, mobile devices have
reached more people than
electricity, road systems and clean
piped water. A rapid technical
development
in
mobile
technology, falling market prices
of the product, increase network
coverage and an explosive
increase of cell phone user rates
are the positive driving factors
enabling the rising opportunity in
terms of healthcare delivery (10).
The far-flung spread of mobile
technologies and advancements
to address health priorities has
evolved into a new field of eHealth
known as mHealth (mobile
health). mHealth offers the
potential for enhanced reach by
providing individually tailored
and customized services, even
among traditionally under served
populations, at relatively low cost

FIGURE 1
mHEALTH APPS BY CATEGORY 2015

(11, 12). The main advantage of
mHealth care is that the client
(caller) or the provider (receiver)
can be anywhere, away from their
home/office site. Unique utility of
this mode of consultation would
be during the night or an
emergency. Mobile phones can
also be used to guide the patients
for proper care, seeking
appointments, checking the
availability of doctors, discussing
private and sensitive matters, IEC
activities, counseling, etc. A
unique feature of mobile phones
is short messaging service (SMS)
that can also be used for
prescriptions.
Key Challenges for mHealth
Adoption in India
• Huge volume and fragmented
market,
• Lack of awareness among public
on health issues and mHealth,
• Poor infrastructure and data
security concerns,
• Doubts about the quality of data
entry and analysis,
• Maintenance of confidentiality,
• Low
expectations
healthcare staff,

from

• Lot of unattractive manual
intervention,
• Sustainability of such initiatives
in long run,
• Technology and instruments
issue,
• Recharge of phones for health
worker,
• Continuous
support.

4
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The aim of this article is to discuss
about the globally successful
mHealth interventions and the
scope of mHealth in Indian context
along with challenges to address.
This article strives to provide an
insight into the possible alternate
cost-effective interventions in
Indian context and the need for
further research in the field of
mHealth.

Review of Literature
What is mHealth
mHealth includes the use of
telecommunication and multimedia
technologies integrated with mobile
and wireless healthcare delivery
system. The WHO’s Global
Observatory for eHealth defines
mHealth as “medical and public
health practice supported by mobile
devices, such as mobile phones,
patient monitoring devices,
personal digital assistants, and
other wireless devices”(9). mHealth
is in its early stages of development
but has already started to transform
healthcare delivery due to success of
mHealth applications and programmes that have been implemented
in the developing world. Mobile
devices, which can be used in
mHealth, include laptops, tablets,
mobile phones, smart phones,
palmtops, notebook and netbook.
The Scope of mHealth
It had gained far-ranging
service spectrum as empowering
elderly and expectant mothers,
chronic disease management as
reminding people of medication
timings, extending service to under
served areas and improving health
outcomes and medical system
efficiency (13). Interventions such

as tele-consultation, video
consultations over 3G, appointment scheduling, triaging and
SMS prescription services are
among the widely prevalent
spectra of healthcare service
provision (14).
Other common application
domains for mHealth are client
education and behaviour change,
registries and vital events tracking,
data collection and reporting,
electronic health record, electronic
decision support: information,
protocols, algorithms, checklists,
provider- provider communication:
user groups consultation, patientprovider communication, provider
work planning and scheduling,
provider training and education,
sensors and point of care
diagnostics, human resource
management, supply chain
management, financial transaction
and
incentives
(14-19).
Partnerships between healthcare
and telecom providers have made
the substitution of traditional care
and expansion of existing
accessibility of health care feasible
(17). The goals of implementing
various mHealth applications are
to enhance the efficiency and the
accessibility of healthcare systems
and to reduce the mortality in
developing countries (20).
1. Abhinav Bassi et al. in their
study highlighted the poor
quality of the current evidence
base and an urgent need for
focused research aimed at
generating
high-quality
evidence on the efficacy, user
acceptability, and costeffectiveness of mHealth
interventions aimed towards
health systems strengthening
(21).
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2. Sudip Bhattacharya et al.
emphasized on the unique utility
of mHealth for consultation
during the night or an
emergency, to guide the patients
for proper care, seeking
appointments, checking the
availability
of
doctors,
discussing private and sensitive
matters, IEC activities,
counseling, etc. A unique
feature of mobile phones is that
Short Messaging Service (SMS)
can also be used for
prescriptions. They pointed that
mHealth related strategies
should be harmoniously
aligned with existing e-H
initiatives as well as with the
broader health priorities (22).
3. Jyoti Kharade et al. also showed
in their study that public health
service run by the Government
is
over-burdened
and
collapsing. Large geographical
size, increased population
density, lack of transport,
inaccessibility, illiteracy,
poverty, poor nutritional status,
low budget for health, lack of
funds and coordination and
diversity in food habit and life
style are various challenges that
have triggered down trend in
health services.
4. Papreen Nahar et al. also show
how limited is the use of very
basic mobile phones by the
majority of the older adult
population in the rural context
which will inhibit the mHealth
potential in the near future.
Their data also highlighted
how difficult it may be to
identify a clinical partner for
patients or their carers for any
mHealth application designed
to assist the management of
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chronic ill-health in rural India
(23).
5. U. Jasim et al. also showed in
their study that mobile phonebased technology has the
potential to improve primary
healthcare services in lowincome
countries,
like
Bangladesh.
6. Ganapathy K. mentioned in his
paper the challenges in
deploying mHealth includes
changing the mind set of the
people, convincing them with
large success stories, providing
education, training, solar units
for power to charge their
mobiles and making available
appropriate, cost effective, need
based, value added services.

Objective and Scope of
the Study
Existing challenges in health
care delivery necessitate an urgent
need of enabling three tier referral
systems
with
information
communication
technology
applications. It has been envisaged
to use telemedicine in providing
healthcare services and enabling
health care providers working at
primary level. But, implementation
of telemedicine is still limited to few
private and prestigious tertiary care
public hospitals. Moreover, the cost
of tele-consultation is too high to
introduce in remote healthcare
settings. In view of unsuccessful
implementation of telemedicine
technology, a low cost technologic
alternative is the need of the hour.
The main objectives of the study
are to
• Critically analyze the role of
mobile (mhealth) in Indian

6

Healthcare System as a possible
way to improve healthcare
status via systematic review
approach.
• Study the opportunities and
challenges
faced
in
implementing mhealth in India.

Methodology
• The aim of this review article is
to focus on the scope of mhealth
interventions in India.
• A comprehensive systematic
review will be done in PubMed,
Google scholar, papers from
national and international
journals and conferences,
government and private
websites, etc. with the key words
mobile health, mHealth, health
care system, India.
• For a better comprehension of
mhealth in the recent times and
its effect in India, mostly recent
global interventions will be taken
into account.
• To explain the existing mhealth
scenario in India including
challenges, search will be
extended to the past decade
(2008-2018).
• The article will also discuss
about the probable way forward
in successfully implementing
this innovative technology to
address the demand supply gap
in health care provision in India.

Africa had the lowest rate of
mHealth adoption while North
America, South America and
Southeast Asia showed highest
adoption level (24).
A study by United Nations
Foundation and Vodafone
Foundation has listed 51 mHealth
programmes that are operating in
26 developing countries all over the
world. These programmes and
projects focus on six main areas:
treatment and support service, data
collection and remote monitoring
services, disease surveillance and
drug adherence services, health
information systems and point of
care services, and emergency
medical services (20, 25). The most
frequently reported types of
mHealth initiatives globally were
health call centres/health care
telephone help lines (59%),
emergency toll-free telephone
services (55%), emergencies (54%),
and mobile telemedicine (49%). The
least frequently reported initiatives
were health surveys (26%),
surveillance (26%), awareness
rising (23%), and decision support
systems (19%) (24).
Few Global mHealth Initiatives

Worldwide mHealth Scenario

For an insight into the
implementation of mHealth
interventions worldwide, few
success stories have been discussed
below out of which some have been
already adopted. With further
research and feasibility studies,
more interventions can be tailored
for utilization in Indian settings.

A 2011 global survey of 114
nations by WHO found that
mHealth initiatives have been
established in many countries but
there is variation in adoption levels.

Sustainable successful scaled
up mHealth applications such as
Gluco Phones have been
implemented in the United States
(monitor and transmit blood

Result and Discussion
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glucose levels), Text4Baby (how to
handle various stages of pregnancy
and problems that arise) and Heal
the Trax (virtual health assistant)
(26).
Indonesia has two applications
which are citizens interfacing
known as Dokita (our doctor) and
DokterGratis (free doctor). Dokita
and DokterGratis allow patients to
consult with physicians. Another
important mHealth app has been in
use in rural areas of Indonesia
where mobile phones are used by
midwives to share monthly patients
health statistics, contact peers for
advice to communicate with
doctors and to receive updates (26).
The mRamadan initiative,
started in Senegal is based on mobile
technology to improve access and
support for people living with
diabetes. The aim of the initiative
was to send diabetes related
information through SMS and
advice to enroll in diabetics
programme during Ramadan to
promote good health behaviours
during and between fasting periods
and this had drastically reduced
emergencies arising in Ramadan
period (27). India, being home to
69.2 million diabetics (8.7% of adult
population),
has
adopted
mDiabetes since the year 2016 (28)
and started getting benefited.
mTikka, is an application used
by vaccine workers in Bangladesh
for registration of infants for their
vaccination. After registration, the
application was used to
automatically generate customized
vaccination schedules and
reminders were sent to parents.
This application enabled enhanced
accessibility of infants’ vaccination
status through database all over the

country (29). There are currently 5
billion mobile phone subscriptions
in the world according to the
International Telecommunication
Union. Over 85 per cent of the
world’s population is now covered
by a commercial wireless signal and
hence judicial investment in the
field of mHealth would reach faroff areas (30). Though more than
three decades have passed since the
inception of Universal immunization programme, immunization
coverage with DPT-3 in Indian
children still stands at 75 and
Measels at 60 per cent only. Apart
from reminders through radio,
television and news papers, alternate
mechanisms through increased
awareness and timely reminders as
in mTikka interventions can enhance
the coverage of immunization in
other developing countries also.
Learning about Living in
Nigeria - Teenagers can ask sexual
health questions thru SMSes (28).
mHealth and its Scope in India
As per Telecom Regulatory
Authority of India press release, on
30 November 2015, there are almost
1009 million (577.84 million urban
and 431.61 million rural) telephone
subscribers (31). India is the secondlargest mobile phone user country
with over 900 million users in the
world. It accounted for over 10 per
cent of the world’s online
population in 2011. The high
penetration of mobile technology in
the country, therefore offers a
positive and promising scope for
mhealth utilization in Indian
health care. The acceptance,
maturity and advancements in
technology and communications in
health care structure are also
evident in India.
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Few
existing
mHealth
interventions in India are discussed
henceforth.
1. Maternal & child health:
Maternal and Child Tracking
System (MCTS) project was
started in 2010 in India. More
than 4.06 crore pregnant
pregnant women and 3.3 crore
children have been registered in
the system since its inception.
Everyday approximately 7-8
lakh SMSes are being sent to the
beneficiaries carrying useful
IEC messages related to
maternal and child care,
schemes like Janani Suraksha
Yojna (Figure 2), JSSK and Direct
Benefit Transfer.
Regular work plants are being
sent to ANMs/ASHAs through
SMS. Daily SMSes are also being
sent to senior officials of GOI and
State Governments, Regional
Directors, State Coordinators,
District Collectors, Chief
Medical Officers, District
Programme Managers, etc.
regarding mother and child
registration status, service due
and delivery status. This has
also helped in monitoring the
progress of the programme on
daily basis. This innovation
helped in improving service
delivery and meeting the service
needs of health care providers
(32).
2. National Health Mission (UPNHM) and CRS ReMiND
(Catholic Relief Services
Reducing maternal and newborn
deaths) project, equipped
ASHAs and their facilitators
with android devices to create a
supportive environment for
structured
household
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4. NOTTO (Organ Donation):
Awareness generation is
another prevalent mHealth
domain in the country. National
Organ and Tissue Transplant
Organization is spreading
awareness regarding organ
donation among general
population via SMS services.

FIGURE 2
IMAPCT OF JANANI SURAKSHA YOJNA ON INSTITUTIONAL DELIVERIES
JSY: MAKING AN IMPACT
LAUNCH OF JANANI SURAKSHA YOJANA IN ARPIL 2005

71%
58%
50%

41%
32%

23%
23%
17%

15%
15%

16%

11%
N F H S - II

D L H S - II
R a ja s t h a n

22%

18%
18%

N F H S - III

D L H S - III

U t t a r P ra d e s h

AHS
(2011-12)
A ssam

NFHS: National Family Health Survey; DLHS: DIstrict Level Household Survey;
AHS: Annual Health Survey.
State Rural Figures.
Source: Nielsen.

counseling and tracking uptake
of health services. The ASHAs
mobile phone device supports a
checklist for client assessment,
including identification of
pregnancy or postpartum
complications to provide
accurate referral services, and
plays audio messages for
counseling on proper and upto-date prenatal or antenatal
care techniques. The mobile
software provides appropriate
guidance and mechanisms to
assess ASHA performance for
decision-making and providing
necessary support.
3. NIKSHAY: The Government of
India had introduced a mobilebased intervention called
NIKSHAY in 2012. It is a web
enabled application, which
facilitates monitoring of
universal
access
to
Tuberculosis (TB) patient’s data
by all concerned personnel.
Through SMS, it communicates

8

with TB patients and grassroots
level healthcare services
providers as well as health and
family welfare policy-makers,
health managers and health
administrators at different tiers
of the healthcare delivery
system. Whenever a new patient
is registered on NIKSHAY, an
SMS is sent to the patient with
registration ID and details of
DOTS Operator along with
advisory note to take the regular
medicine. Daily SMS is sent to
all monitoring authorities
in CTD, to State TB Officers,
District TB Officers (DTO)
giving the number of patients,
Designated
Microscopic
Centre (DMC)/Peripheral
Health
Interface (PHI)
registered, profiles of STOs,
DTOs and TUs updated, entry
of contractual manpower,
health
establishments
registered and patients have
been notified (33).

5. Government of India has
launched various mhealth
initiatives nationwide on 15
January 2016 as a part of Digital
India programme. The intent of
the programme was to enhance
access, make healthcare services
cost effective and to make the
system more robust (34). These
initiatives were Kilkari, Mobile
academy, M- Cessation and TB
missed call initiative.
• Kilkari: Delivers weekly
appropriate 72 audio
messages about pregnancy,
childbirth and childcare
directly to families’ mobile
phones starting from the
second
trimester
of
pregnancy until the child is
one-year old.
• Mobile academy: is a free audio
training course designed to
expand and refresh the
knowledge base of accredited
social health activists and
improve
their
communication
skills.
Training opportunity is
provided via their mobile
phones, which is both cost
effective and efficient.
• M-Cessation: It aims at
reaching out to those willing
to quit tobacco use and
support them towards
successful quitting through
text messages sent via mobile

FOCUSWTO.IB • April-June 2019 (Vol. 21 No. 2)
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detailed information regarding health lifestyle, disease
conditions, symptoms and
their treatment.

phones. This stands superior
to traditional methods of
cessation interventions.
• TB missed call initiative: a
helpline with a toll free
number, which will provide
information, counseling and
treatment support services for
TB patients.

- Indradhanush
mobile
application - Helps the
parents in tracking the
immunization status of their
children.
- No more Tension app - The app
provide information about
stress, its causes, indicators
and
its
management
technique.

6. Freedom HIV/AIDS in India: A
mobile game to promote HIV/
AIDS awareness.
7. Apollo-Mobile Health Care:
Patients can call 55104 from
their mobile and talk to health
Experts from Apollo for any
health related queries and get
interim relief for life’s little
health urgencies - anytime,
anywhere for anyone. Apollo
mobile healthcare provides
access to quality medical advice
from the comfort of your home/
office. Gets you instant advice
on medical/health and wellness
queries from a panel of doctors
specializing in various fields.
8. Heart Helplines: Asian Heart
Institute (AHI) Mumbai has
started an emergency service
based on mobile communication which also has air-lift
capability to AHI by helicopter
from distant parts of India.
9. Dr SMS: an initiative by Kerala
Government.
10. National Health Portal (NHP)
Mobile Application services:
- Health directory services
application - This application
provides information related
to hospital and blood bank
across India.
- Swasth Bharat application This application provides

- Pradhan Mantri Surakshit
Matritva Abhiyan App - It is a
platform for voluntary
engagement of private/
voluntary organization,
obstetrician, radiologists and
physicians to provide free
antenatal services to
pregnant women on a fixed
day of the month.
- India Fights Dengue App - It
informs the user to know all
about Dengue disease,
nearby hospitals and blood
bank services (51).
Challenges in Implementing
mHealth in India
Though the mobile health is a
upcoming
and
affordable
technology in the heath care setups
like India, it has some limitations
which is making it less accessible
and approachable to the common
man. Main limitation of mHealth
service is lack of two-way
interaction between service
provider and the consumer limiting
their credibility and sense of
personalized care (17). Though
there were 97,000 mHealth apps in
major app stores (35), majority of
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them are based on a commercial
spectra with focus on health care
lagging behind (36, 37). Increased
self-care and self-monitoring by
mHealth innovations, though
beneficial might invite risk as
judicial interventions by healthcare
professionals is inevitable in some
instances (38, 39).
Rural India faces the biggest
shortage of health manpower.
mHealth, though has the potential,
to supply cost-effective care to rural
India has many other challenges
(39). Some of the issues that may
hinder successful implementation
of mHealth technology include poor
phone access in rural households
(58%), lack of reliable power supply
to charge phones, poor smart phone
user rates, and low literacy rates.
Sustainable scaling up of
successful mHealth interventions
demands necessary knowledge and
undivided attention from policymakers. Relentless investment by
administrators poses major hurdles
in further advancements in this
field. The other challenges for
ground implementation of mHealth
are developing an adequately
strong infrastructure, education
and training targeting towards new
technology
in
orthodox
professionals and healthcare
personnel, lack of adequate research
and development into major thrust
areas of healthcare where mHealth
would be worthiest.
Enhanced use of mHealth
interventions also raise concern
over individual privacy and data
security (41). As many of the
mHealth apps handle a lot of
sensitive and private information,
appropriate secure handling to
protect privacy is mandatory. There
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are technological challenges in
input, display, transfer and
processing of data in English and
Indian languages (especially for
people with different levels of
literacy), security and integration
with medical devices. Traditional
health research institutions lack
capacity to develop mHealth
interventions that require
multidisciplinary approaches of
behavioural, medical, business and
computer sciences. The public
health departments in central and
state governments also lack
capacity to design and implement
mHealth on the ground (41).
Though
revolutionary
technological advancements are
made in the area of mHealth,
demand driven and need based
investment are the impeding factors
for further progress in this field.

Way Forward
mHealth has a great potential
to deliver life-saving information
even in the most remote and
resource constraints settings in
developing countries and can serve
as an access point of national
surveillance systems. Costmonitoring through mHealth
interventions could pave a way for
increased quality and accessibility
to a wider array of health care
services. Well-being of the
individual and community is a
prerequisite for economic and
social development. Using mobile
technology to improve health offers
a tremendous opportunity for
developing
countries
and
communities to advance in health
care delivery and effectively utilize
scarce resources by making health
systems more efficient. mHealth
provides immense opportunity to
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mitigate the problem of health care
personnel absenteeism and become
alternative of telemedicine.
Mobile technology in the
present scenario has gained
substantial effects on health
outcomes in some areas and, if there
is a provision of scope to excel in
supportive
regulatory
environments with strategic
interventions by policy-makers and
funders, a lot more can be availed
in the coming years. The propensity
to pay for health care in poorer
countries is higher as the cost of care
exceeds the income earned by the
individuals. The vastly under
served healthcare market combined
with high mobile phone
penetration and rapidly growing
smart phone adoption creates
enabling environment condition for
mHealth adoption in India.
Individually tailored messages
would have a high acceptance by
the community as their health
needs would be met. mHealth, being
user friendly and cost effective,
would be an interesting initiative in
developing world. Customized
application and sustainable
financial models which could suit
the existing local healthcare
delivery networks would yield
beneficial outcomes (39).
Interventions as telephone
based appointment scheduling,
SMS prescription refill services,
consultation via 3G video or
telephone provides quality care just
a smart phone away (41). mHealth
interventions would effectively
tackle the rising burden of chronic
diseases as demonstrated by few
studies. Increased compliance can
be ensured through reminders over
mobile phone and hence can
increase the quality of life of chronic

disease
sufferers
(43).
Communicating results of medical
investigations via mHealth
technology would save much time
for the patients (44). Mobile phone
text messaging for promoting
adherence to antiretroviral therapy
in patients with HIV infection has
been found effective (45). Similarly,
adherence to iron folic acid
supplementation therapy can be
improved by using mHealth
technology. Mobile phone based
interventions for improving
contraceptive use is another area
where we could explore the
effectiveness of mHealth (46).
Mobile phones, computers and
tablets can enhance healthcare
delivery and lower operating costs
in India. mHealth is reducing
readmission rates in chronic
patients through better monitoring
and higher compliance rates for
prescribed care. Regular check-ups
can be easily industrialized
through remote monitoring using
mobile, interpreted by data
analytics at the health clinics.
mHealth in India could be used to
substitute a portion of future
physical infrastructure of hospitals
and clinics through remote
diagnosis, monitoring and care.
Healthcare practitioners need to be
encouraged, trained and ultimately
mandated to adopt mHealth as a
part of their methods for diagnosis,
and staying connected with the
patients.
Strongest indicators of
awareness and use of mHealth
services is monthly spending on
mobile phone services. However,
individuals with lower mobile
spending believe that mHealth
services are easier to use than the
current healthcare services.
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Therefore, mHealth has the
potential to fill the gaps in the
system by providing expanded
access at lower cost (39). India is
still far away from achieving
universal immunization (47). Short
message service (SMS) text using
existing MCTS services may offer a
potential low cost solution in India
and may leverage Indias drive to
vaccinate’s all children against
vaccine preventable diseases (48).
Use of tobacco is an important
concern from public health
perspective. Evidence of text
message based smoking cessation
has been found effective among
young population (49).
Technological research and
development are required in
multiple areas, especially in
medical devices, network, security,
data, language, among other areas.
Both open and commercial
innovations can add value to the
advancement of mHealth. Rural
areas will require low cost, rugged
and portable medical devices, some
of which were successfully tested
by the students, professionals,
application developers and R&D
firms in the developed countries.

Conclusion
India is currently facing
shortage of health manpower due
to less joining in rural and difficult
areas. Health workers don’t want
to serve in rural areas due to low
salaries, slow growth, difficult work
conditions, high corruption and
low monitoring in these areas. So
the Govt. has to find ways to build
some self sustaining technology
based models to take care of
healthcare needs of people in these
areas.

There are fewer instances of
using technology in public
healthcare delivery system. Vast
coverage of mobile services in India
and success of mHealth worldwide
opens a new window in healthcare
delivery in India. Our prime
minister has also envisaged for a
digital India where mHealth might
be the most promising domain to
explore in health sector. Further
research into the existing mhealth
interventions and their scope in
Indian context needs a focus. It will
be a prudent decision to invest in
further research and technology in
mHealth which has all potentiality
to be a cost-effective alternative of
long reared dream to introduce
information
communication
technology in health care.
There is an urgent need for
focused research aimed at
generating high-quality evidence
on efficacy and user acceptability
of mHealth interventions aimed
towards
health
systems
strengthening
considering
contextual factors and size and
specifics of the problems being
addressed. We need well-designed,
cost-effective studies to help policy
makers use the finite health budgets
to ensure maximum health benefits.
A pragmatic approach would be to
include an implementation research
component into the existing and
proposed digital health initiatives
to support generation of evidence
for health system strengthening on
strategically important outcomes.
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The present work provides
perspectives on advances in
advertising based on a review
of few select yet important
contemporary works. It
includes the discussion on
advertising standardization vs
adaptation debate in the
domain of global / international
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Interestingly, a key question
pertaining to advertising –
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M

UCH like marketing, advertising too has undergone the debate of
transferability across markets. In a review spanning forty years of
research work, Agrawal (1995) has brought together the three different
schools of thought – adaptation, standardization and contingency
approach. Contingency is a middle path or partial adaptation approach
based on circumstances and given context. Interestingly, different
approaches have been preached by practitioners and academicians, and
they too have fluctuated in their choices. Ad agencies and clients’ views
were taken into consideration to gauge the changing choice of practitioners.
Academicians like Buzzell (1968) have advocated contingency
approach straying from the standardization approach of Barnes (1968)
and Cornejo (1958). Miracle (1968) listed a few factors to consider for the
choice of approach to be selected for foreign markets. These were: type of
product; homogeneity or heterogeneity of markets; characteristics and
availability of media; types of advertising agency service available in
each market segment; government restrictions on the nature of advertising;
government tariffs on art work or printed matter; trade codes, ethical
practices, and industry agreements, and corporate organization. Sheth
(1978) provided similar strategies and choices for transferability of
advertising. From complete extension to literal and/or symbolic extensions
and from simple adjustment to literal and/or symbolic adjustment, he
proposed various such strategies on the basis of differences in countries’
silent languages, countries’ decoding and encoding processes and
differences in customer expectations in these countries. The latter is a
sound observation considering most academicians attributed the choice
of approach to be based primarily on cultural differences between the
countries in question. The case of the US and Canada – both culturally
similar but having different customer expectations builds a case for this
reasoning of Sheth (1978). Thus in an increasingly globalized world and
greater internationalization of markets, it is left on the agencies and clients
to figure out what approach suits them – a universal advertising policy or
one unique for a given country.
In the light of the differences arising out of languages used in a country,
Krishna and Ahluwalia (1999) have studied how the choice of language
used in advertising may provide different results for domestic and
multinational firms. Their study can serve as a guide to advertising
agencies and clients in today’s context on the choice of language – English
vs. local language or a mix of those, to get greater effectiveness of
advertising and optimum results. A domestic/local language and a foreign
language may have different associations for the consumers (Myers-Scotton
1999, 2002; Piller 2003; Takashi 1990a, 1990b) and may be processed
differently (Koslow et al. 1994; Luna and Peracchio 2005a, 2005b; Platt
and Weber 1984). Even when both of these are favourable to the consumers,

FOCUSWTO.IB • April-June 2019 (Vol. 21 No. 2)

15

ARTICLES
there may be differences across
different product categories.
Krishna and Ahluwalia (1999) have
shown that for the category of
luxuries, use of local language in
advertising
backfires
for
multinational firms. Exclusive use
of local language does not perform
well for MNCs even for necessities.
This is because of associations of
belongingness implied by usage of
the local language say, Hindi in
India. Thus, MNCs are advised to
go for a mixed (local + foreign)
approach when targeting bilingual
consumers. However, considering
their sample population, and
products and respective categories
studied, these results may be limited
in terms of generalization to rural
markets, to less educated
consumers and for various other
product categories.
Vakratsas and Ambler (1999)
have come with a great paper
researching what we know about
the way advertising works.
Reviewing a lot of literature they
have outlined multiple models
helping to explain the relationship
of advertising and its audience – the
consumer. Use of cognitive, effective
and experiential dimensions to
evaluate advertising inputs after it
has been filtered; resulting to
behaviour by the consumer is
outlined in the framework outlined
by them. Various models – Market
response, Cognitive information,
Pure effect, Persuasive hierarchy,
Low-involvement hierarchy,
Integrative and Hierarchy-free;
attempt
to
provide
an
understanding of the sequence of
effects, the order (or lack thereof) of
thinking feeling and doing. They
cite studies to provide a list of
relevant literature to show the short
and long term effects of advertising
and the responses. Using quality,
objectivity, consistency, scope,
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parsimony, precision, usefulness and
linkage with theory, they have
generalized the findings and
interpretations of the various
models and studies. Vakratsas and
Ambler (1999) have tried to show
the intermediate and behavioral
effects together. However they have
not well accounted for cognitive
biases that may have prejudiced the
data analysis. Also, the model is not
generalizable to all product
categories or contexts. It also needs
to take into account the competitive
environment and adjusted for the
marketing mix components, stage of
the product life cycle, and more
importantly, for the target audience.
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Fake News Effect:
What it Means for Brands
Nishtha Arora*
Introduction
This exploratory study
examines the impact of fake
news on brands and focusses
particularly
on
brand
managers (who manage the
brands)
and
regular
consumers (who buy these
brands). The purpose of this
research is to explore the
understanding of the concept
of fake news by brand
managers and consumers
alike and providing the
foundation of a deeper
academic research for
marketing professionals.
Surprisingly, no marketing
research to date has
examined the effect of fake
news on consumers’ judgment or value of a brand. To
fill this gap, this report tries to
understand whether individuals’ views of fake news
related to a brand attribute
affect their buying decisions.
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“A lie gets halfway around the world before the truth has a
chance to get its pants on.”
– Winston Churchill
‘Fake News’ was named Collins Dictionary’s official Word of the Year for
2017 and will now be part of the next print edition of Collins Dictionary!
Many news pundits and commentators often cite US President Donald
Trump for introducing the word to the common public during the last US
Presidential elections and the usage of the term has risen by 365 per cent,
since 2016 after Trump came to power.
Cambridge Dictionary defines Fake News as “false stories that appear
to be news, spread on the internet or using other media, usually created to
influence political views or as a joke.” Whereas popular journalism portals
describe it as “false, often sensational, information disseminated under
the guise of news reporting.”
‘Fake News’ is not a new idea. But with the evolution of social media,
it’s been difficult to distinguish between “real” stories and ”fake” news.
Infact, fake news has now become an unescapable reality. Especially in a
country like India where Internet plans have become cheap and using
WhatsApp for communication has become a norm, nuggets of information
often false, inflammatory, politically motivated or even baseless rumors
have become a part of everyday lives.
We have seen how fake news has had an effect on social media,
journalism, and consumers alike. But what about the result for brands on
social media?
It’s not difficult to envision damning reviews about products on
websites or false stories about adulteration or even quality issues related
to products offered by premium brands are buzzing on the Internet. Is the
reputation of a brand under attack from fake news? Are brands
unknowingly placing their ads on websites that are perceived by some as
fake news? Does the unclear nature of a brand’s advertisement cast a
doubt in the consumers’ mind about the brand’s value or honesty?
This dissertation will explore the consequences fake news can have
on brands and more so from an Indian perspective where it’s not
uncommon to see forward WhatsApp photos of “worms in tea bags” or
“fungus in noodles” or “worms in juice packets” and will also try to cover
some specific brands which became the unbecoming target of fake news
in India.
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Additionally, the researcher
would also like to understand if the
rise of fake news actually presents
a huge opportunity to both brands
and advertisers (media partners
and agencies) to rise above the
existing phenomenon and can a set
of new standards be recognized
becoming shining beacons?
Before we go any further it’s
very important to understand what
“brand trust” really is. The
Gustavson Brand Trust Index is one
such model which was recognized
to raise alertness of the role trust
plays in the minds of buyers when
making buying decisions and
assesses the relationships between
social equity, trust, and advocacy
for brands in Canada.
Under the “The Gustavson
Brand Trust Model” (Figure 1), the
brand trust survey instrument
processes different dimensions of
trust that influence whether
consumers recommend a brand to
their networks:
• Brand
trust:
consumer
perceptions of whether the brand
is trustworthy and acts with
integrity.

• Values-based trust: consumer
perceptions on the brand’s social
responsibility.
• Functional trust: consumer
perceptions on how well the
brand’s product performs or
functions.
• Relationship trust: consumer
perception on how the brand
interacts with its customers.
• Word of Mouth: whether
consumers recommend the
brand to others.
So much so was the extent of
chatter generated by social media
posts, tweets, videos which
clarified how Kurkure, a popular
snack from the firm of PepsiCo
India, can catch fire easily,
implying it contains plastic. A
flurry of jokes, forwards, warning
messages were swapped between
Indians alerting each other about
the occurrence of ‘plastic’ in this
popular namkeen snacks.
In the year 2008, Pepsi India
was enforced to openly refute a
video that challenged that its Indian
subsidiary mass-produced Kurkure,
the Indian Cheetos from plastic and

Figure1: GUSTAVSON BRAND TRUST INDEX MODEL
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that it burnt if put on fire leaving
plastic residue.
Couple of years later the makers
of Frooti, a famous mango drink in
India started with guided tours of
their manufacturing facilities after
a rumored report about the liquid
refreshment containing elements of
HIV-positive blood in the drink
went viral.
Other prominent brands like
Kalyan Jewellers, have grieved
tangible and intangible losses close
to Rs 500 crore due to a bogus video
uploaded on YouTube which was
disseminated on WhatsApp and
social media sites. The video, which
the brand considers is being
circulated by its competitors, makes
it to believe that the company is
selling impure gold.
Another example is of ITC
Aashirwad Atta, one of the
principal brands in the category,
which also became a target of false
information against it on social
media sites. A video was planted
claiming that the brand is retailing
wheat with plastic in it. It is believed
to have tanked the trades of the
product in several Indian states,
resulting which the brand filed an
FIR and put out a TV commercial
clarifying the ingredients of the atta.
Internet makes the sharing of
information and content easier,
more accessible, and what is rather
frightening is that it has also
empowered the distribution of
untruthful reporting, fabricated
content about brands, products,
and “fake” or made-up stories to the
public. This study will try and
understand how “Fake News” and
false content is changing the way
consumers look at brands and what
conclusions they draw when a
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certain news is planted or
manufactured.

Literature Review
Consumer confidence in media
is at an all-time low and it has taken
a momentous hit on a brand’s
credibility and equity following the
rise of “fake news”. According to
Chahal (2017), “There are rising
issues with digital advertising
today, and key among them is
“context”, which is pertinent for
brands. With ads being now in the
vulnerable zone of being present
against fake news, extremist
websites or largely in unattractive
places online making up for the
media sources do not ensure a
credible, authentic, verified and
truthful environment and further
put a doubt in the minds of consumers to have have a chance to win
brand sales and consumer trust.”
While Michael P. Lynch,
professor of philosophy at the
University of Connecticut, observed
that “Internet is both the world’s best

fact checker and the world’s best bias
confirmer – often at the same time”.
Ogilvy et al. (2018), states that
there are “Five categories
collectively referred to as fake news.
Some of which are truly fake
(disinformation), others down to
human
error
or
biases
(misinformation). Either way they
all have a very loose association
with the truth and basically sit on a
continuum of intent to deceive.
(1) Satire or Parody – sites such as
the Onion or Daily Mash put
out fake news stories as
humorous attempts to satirize
the media, but have the
possibility to fool when shared
out of context.
(2) Misleading news that’s kind of
true but used in the wrong
context – selectively picked real
facts that are conveyed to gain
headlines, but tend to be a
misinterpretation of scientific
research.
(3) Sloppy reporting that fits
anschema – news that contains

more or less grains of truth that
are not completely verified,
which are used to back a certain
position or view.
(4) Misleading news that’s not
founded on facts, but supports
an on-going story – news where
there is no recognized baseline
for truth, repeatedly where
ideologies or opinions bang
and unconscious biases come
into show. Conspiracy theories
incline to fall here!
(5) Intentionally deceptive – news
that has been made-up
deliberately to either make
money through amount of
clicks, or to cause confusion or
dissatisfaction
or
as
sensationalist propaganda.
These stories tend to be
disseminated through imposter
news sites planned to look like
“real” news brands, or via fake
news sites. They often put
videos and graphic photos that
have been manipulated in some
way.”

Figure 2
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Credibility

Brand
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Credibility

Brand
Trust
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Attitudes

Brand
Intentions
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detection
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Whereas, Visentin, Gabriele &
Pichierri (2018) theorize a causal
path whereby the consequence of
the news’ truthfulness on brand
intentions (i.e., buyer behavioural
intentions towards a publicized
brand such as intention to buying,
to spread word-of-mouth, and to
visit the brand’s outlet) is mediated
by the news’ alleged credibility and
the source’s supposed credibility,
which affect the degree to which
consumers trust the brand: news
truthfulness   news credibility
  source credibility  brand
trust  brand attitude  
brand intentions.
The resultant moderated
mediation model, is illustrated in
Figure 2 on page 19 to depict the
relation between news and brand
trust.
Furthermore, Visentin, Pizzi &
Pichierri (2019) continue to add that
even though there are innumerable
content generators contributing to
the growth of fake news, there are
no stern controls in place to ensure
that public information is
essentially truthful.
Whereas, Crockett (2018)
observes that the total brand safety
remains a compound and everevolving challenge but “by utilizing
worthy media environments,
supporting the need for a perfect
definition of fake news and getting
at ease with staying vigilant, you
will be taking steps to care for a
digitally virtuous and trustworthy
showground for your brand.”
As the Internet continues to
substitute previous information
media such as newspapers or
television — and individuals, in
turn, modify their information
search activity, Gentzkow (2007),
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Geyskens et al. (2002), Xu et al. (2014)
are of the opinion that this (fake
news) situation will only further
thrive. In fact, the Internet has
already developed as the primary
cradle of information for many
people and according to Gesenhues
(2017), sixty-seven per cent of
Americans in 2017 received at least
a share of their news from social
media sites which can broadcast
several news sources regardless
of their objective truthfulness.
(Figure 3)

If we apply the “The Two Trust
Models” in the current topic under
study in which social trust and
perceived risk govern how acceptable
the brand as a threat is (especially
when there is an outbreak of brandbased “fake news” spreading wide)
and modify it with “Trust in brand”,
it is evidently visible that with an
increase in perceived risk, the
acceptability and the trust in brand
is affected and can spread to a
visible drop in its trades as well.
(Figure 4)

Figure 3: TRUSTWORTHINESS
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Figure 3: THE TWO TRUST MODELS
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The topic will delve further and
try to understand the following
questions and some additional
ones as the research evolves:

2. Gain an understanding of the
attitude and perceptions that
consumers have towards
brand-led fake news.

1. Does fake news affect brands?

3. Explore the impact of brandfocused fake news on
consumers’ rational, emotional
state of mind.

2. What does the rise of fake news
mean for brands and can this
affect hurt brands?
3. How does fake news affect the
brand
and
customer
experience?
4. What are the ways in which
brands can combat fake news?
5. What are the common reasons
brands could be the subsequent
victims of fake news?
6. What is the result of fake news
effect for advertisers and
marketers at large?
7. Finally, how can brand combat
the fake news circuit?

Research Questions, and
Hypotheses
Research Question
In order to explore how
consumers and brand managers
perceive the impact of fake news
on brands, the research question
to be addressed in this dissertation is:
What are the consequences of
brand-led fake news in the minds of
consumers and brand managers?
Research Objectives
In exploring the research
question, the following objectives
will be met:
1. Gain an understanding of the
attitudes & perceptions that
consumers have towards fake
news.

Hypothesis: Fake news affects
brands directly if the false stories
are about them and their products
and also tarnishes their image in the
short and long run including
customer experience.
Method
Outline:
The
dissertation of the topic will follow
a mixed methodology; both
qualitative and quantitative
research including interviews
and secondary research from
recent news articles, editorials
and commentaries across the
country.
Mixed methods research is
defined as a “philosophically
underpinned mode of inquiry
linking qualitative and quantitative
models of research so that
confirmation may be mixed and
knowledge is increased in a more
meaningful way than either model
could achieve alone (Creswell &
Plano Clark, 2007; Office of
Behavioral and Social Sciences
Research, 2001)”. This method of
inquiry was most suitable for
addressing the research aims of this
proposal.
It will also try and gather
lessons from famous case studies
such as ‘Lipton Tea - Worms’,
‘Kurkure - Plastic’, etc.

• The necessity to confirm
quantitative measures with
qualitative experience.
• The necessity to
quantitative results.

explain

• The necessity to better
contextualize instruments,
measures or interventions.
• The necessity to gather trend
data
and
individual
perspectives.
A set of 15 in-depth interviews
were planned with a homogenous
audience ranging from the age
group of 25-35 years; both male &
female via face-to-face medium.
View Point of Consumers
1. What is the meaning of fake
news to respondents? How do
they know whether the news is
a fake one?
2. How respondents (consumers)
view fake news in general and
about brand precisely? Are
those same or brand fake news
are different?
3. How respondents (consumers)
process fake news? Are some
fake news stories more
believable than others? How
and why?
4. Impact of brand fake news on
their rational, emotional state of
mind.
5. How do they respond? What
compels them to share the same?
How?

Research Methodology

6. What are the consumer
implications in terms of
attitudes, behaviours.

• The necessity for different,
multiple perspectives.

Similarly,
10-15
brand
managers were also interviewed to
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gather their point of view and
opinion about the effect fake news
has on brands via telephonic or face
to face interviews.

response was further broken down
as keywords that represented
meaningful action.

View Point of Brand Marketers

1. What do you mean by fake
news? How do you get to know
whether the news is a fake one?

1. How do you view fake news?
What do you think is the
rationale behind fake news?
2. Why is there a need for
sponsored brand-led fake news
by marketers?
3. What do you think are the
possible consequences of brandled fake news?
4. What are your strategies for
adapting to the threats posed by
brand-led fake news?
5. How to use brand-led fake news
for brand building?

Data Coding and Analysis
Interviews were transcribed
and exact transcriptions of
interview recordings were written
on the Microsoft Word software by
the researcher.
Transcription creation focused
on capturing both interviewer and
interviewee whole statements,
while not capturing insignificant
utterances, such as “uhms,” “well”,
etc. This transcribed data
containing
answers
from
interviews were organized for
analysis by the researcher using
Microsoft Excel software.
The raw interview data was
first organized into an Excel
spreadsheet comprising as a 4x2
matrix in which the columns were
labeled as interviewee code,
interviewer question, interviewee
response, and initial categorization
for ease. Each row represented a
single question and complete
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Viewpoint of Consumers

2. How do you view fake news in
general? When there is a fake
news about a brand? Do you
consider these news same or
brand-focused fake news as
different?
3. How do you process/perceive
fake news? Are some fake news
stories more believable than
others? How and why?
4. What is the impact of brandfocused fake news on your
rational, emotional state of
mind?
5. How do you respond to such
brand-focused fake news? What
compels them to share the same?
How?
6. Lastly, what happens to you
when in terms of your attitudes
and behaviours when you see
brand-focused fake news?
Q. What do you mean by fake
news? How do you get to know
whether the news is a fake
one?
Code

Measure

Manufactured

1

False

7

Untrue

1

Unreal

1

Fake

4

Untrustworthy

1

Total

15

Results
Unequivocally, the definition
and understanding of the
concept of “fake news” was clear
to the general consumers and
they had clear associations of
them being “false”, “manufactured” or something that was
“untrue”. Hence a majority of
the interviewees mentioned them
as false (7) and the other
commonly used word was “fake”
itself to describe fake news
concept.
Q. How do you view fake news in
general? When there is a fake
news about a brand, do you
consider these news same or
brand-focused fake news as
different?
Code

Measure

Ignore

3

Act

7

No Action

2

Regular News

1

Paid News

1

Fake!

1

Total

15

Results
Half of the respondents (7) said
they act on fake news and they can’t
distinguish if it’s a brand-led fake
news or fake news about general
awareness because for them it’s the
nature of the information that is not
true and hence they take more note
of it.
A quarter of the respondents (3)
said they tend to ignore any fake
news and don’t assess it as a brand-
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led fake news or otherwise planted
news.
Q. How do you process/perceive
fake news? Are some fake
news stories more believable
than others? How and why?
Code

Measure

Forward/Share

7

Act

3

Forget

2

Ignore

1

Fake!

2

Total

15

Results
Half of the respondents (7)
said they forward or share the
fake news when they come in
contact with it and like to
update their peers, friends,
relatives or family members via
WhatsApp, SMS, email or social
media and despite it being fake or
not still believe in spreading the
word and cautioning it but when
they know it’s outright fake they
don’t wish to spread the virus
further.
Few
respondents
also
believed (3) that they should act
on this piece of information as it
seems believable and they can’t
prove it otherwise at that very
instance and hence despite it
being true or untrue it’s an update
that they have received about their
preferred brand or a brand in
general that might affect people
close to them.

Q. What is the impact of brandfocused fake news on your
rational, emotional state of
mind?
Code

Measure

No Change

4

Hate

6

Shaken

2

Stronger Loyalty

2

Inquire

1

Total

15

Results
Close to half of the respondents
(6) said they come to “hate” the
brand if it’s painted in bad light or
something that is spoken about its
usage, ingredients or even the
process and they feel bad about
them (personally) being users or
followers of that brand.
A quarter (4) of respondents
were not affected by the said brand
or any brand would continue to use
it despite any news; fake or true about
it. Infact they said that their interest
piques and they are reminded of its
presence more than ever before.
Q. How do you respond to such
brand-focused fake news?
What compels them to share the
same? How?
Code

Measure

No Change

4

Share

5

Upset

3

Boycott

2

Disturbed

1

Total
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Results
Majority (5) of the respondents
felt obligated to share such
“brand-focused” fake news and
would like to update their near
and dear ones about this piece of
information that they have
discovered and relates to their
preferred or used brands and
seems like fake information that
they should be cautioned against.
The reasons for sharing ranged
from updating, alerting and
random communication to be
shared.
While
a
handful
(4)
respondents said they don’t
respond to any brand-focused fake
news and it doesn’t affect them at
all.
Q. Lastly, what happens to you
when in terms of your attitudes
and behaviours when you see
brand-focused fake news?
Code

Measure

No Change

4

Angry

5

Alert

3

Boycott

2

Disturbed

1

Total

15

Results
Majority (5) said they get
angry when their favorite or used
brand is in the vicious circle of
fake news either of their own
doing or external forces but also
don’t feel any change (4) as their
life goes on and they continue to
use those brands or products
irrespective.
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Viewpoint of brand marketers
1. How do you view fake news?
What do you think is the
rationale behind fake news?

Q. Why is there a need for
sponsored brand-led fake
news by marketers?
Code

Measure

2. Why is there a need for
sponsored brand-led fake news
by marketers?

Competition

5

Publicity

4

Propaganda

3

3. What do you think are the
possible consequence of brandled fake news?

Trolls

2

No reason

1

4. What are your strategies for
adapting to the threats posed by
brand-led fake news?
5. How to use brand-led fake news
for brand building?
Q. How do you view fake news?
What do you think is the
rationale behind fake news?
Code

Measure

Manufactured

2

False

5

Untrue

1

Planted

1

Made-up

1

Unreal

1

Fake

3

Untrustworthy

1

Total

15

Results
Like consumers, even brand
marketers defined fake news as
being false (5) and could easily label
it as being fake (3) and
manufactured (2) as the
associations.

Total

Close to half brand marketers
(5) mentioned brand equity being
affected as a possible consequence
of brand-led fake news followed by
brand loyalty (4) and brand trust (3)
thereby taking a big hit both on the
brand and the product in “news”.
Q. What are your strategies for
adapting to the threats posed
by brand-led fake news?

Results

Code

Majority of brand marketers
interviewed (5) felt that winning
competition or managing competition was the biggest reason some
brands or marketers would resort to
planting fake news (read: positive)
about their products and to tilt the
consumer in their favor. At the same
time, to quash the competition and to
win the market share, similar negative fake news are also planted by
other players against their opponents
tarnishing their reputation.

PR

5

Proactive Action

4

Campaign

3

Active Monitoring

5

No response

2

While a handful (4) of brand
managers felt it as publicity stunt
(as cheap thrills) to gain mileage or
traction about entering into the
news cycle piggybacking on their
products or brands and being
actively heard or seen by the
consumers.
Q. What do you think are the
possible consequences of
brand-led fake news?
Code

Measure

Brand Equity

5

Brand Loyalty

4

Brand Trust

3

Brand Image

2

Brand Boycott

5

Total

24

15

Results

19

Total

Measure

19

Results
Overwhelmingly the first
response to counter threats posed
by brand-led fake news was to use
positive PR (5) followed by active
monitoring of the situation (5) and
most of the brand marketers shared
more than one ways to adapt to the
situation and hence more than the
usual word associations as noted
in the previous responses.
Q. How to use brand-led fake
news for brand building?
Code

Measure

PR

5

Publicity

5

Competition

4

No Plans

2

No Response

2

Total

18
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Results
Unanimously
brand
marketers (5, 5) suggested using
fake news as PR and publicity tool
to build their brands and also in
the same way tarnish the
competition
by
planting
unfavourable stories against their
opponents.
Whereas some of them (4) felt
that brand-led fake news could be
used as positive source of
competition to shake the market,
get the other players in action and
change the dynamics of the market
altogether.

Conclusion
As it can be seen from the
above data that buyers see their
relation with brands like with
everyday things; as a relationship

like they have with human beings;
once they are lied to, they are
mostly unlikely to trust them
again in their life or have a totally
indifferent reaction. Loyalty and
trust are the fundamentals of
constituting positive perceptions
about global brands in the world
today.
And for brand marketers, any
news is no news and bad news is
good news and in the case of fake
news is also a jump in their
mentions atleast for that particular
time period whereas it all depends
how its leveraged or managed by
them during that phase. Similarly,
brand equity and brand loyalty do
take a hit but if a company is
proactive and receptive it can
handle the crisis of fake news and
manage it in a favourable way as
well.

Limitations
Since the topic under study
directly affects brands and their
image in the market and also in the
mind of the consumers, not many
brand managers were vocal or open
to being part of this study.
Also, the idea of fake news as a
whole was clear to the consumers
but brand-led fake news was not
very different for them. Also, since
the researcher had limited
availability and time constraints it
was not possible to dig deeper and
explore this aspect of the consumer
understanding.
Hence as a deeper study the
effects of brand-led fake news and
news planted by competition or
brands themselves can be explored
in detail and publicly available
interviews can also be taken as
secondary research.
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Global competitiveness is a
comparative concept which
states how one country is
competitive than another
country. The Indian gems &
jewellery industry is highly
competitive due to existence of
two important features, viz.
labour intensive and export
orientation. It is one of the focus
areas as the Government of
India have started taking several
initiatives starting from
establishment of jewellery park,
launching of Gold Monetisation
Scheme, reducing the GST,
issuing Gold Bond scheme to
100% FDI in this sector. The
present article covers the
Porter’s Diamond Model in order
to analyse the global
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Government.
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Introduction to Gems &
Jewellery (Diamond)
Industry in India

T

HE gems & jewellery industry
in India has contributed around
13 to 15 per cent to the total
merchandise exports of India and
has provided employment to more
than 4.64 million people in the
country and it is anticipated to
provide employment to more than
8.23 million by 2022. The gems and
jewellery industry contributed 7
per cent to the GDP of India. India
was the second largest consumer
of gold in the world for the year
2017 as the demand of gold rises
by 11 per cent every year and has
brought it to 737.5 tonnes for the
year 2017. The demand for gems
and jewellery is also very high in
India as the total import for the FY
2017-18 amounts to US$31.52
billion. Considering the growth
potential of the gems & jewellery
sector, the Government of India
has proclaimed it as focus area for
promotion of export.
The demand for gold has been
continuously increasing due to
increase in the disposable income
of middle class in the country. The
rise in middle class in India has
been anticipated to 547 million by
2025 which in turn expects the rise
in demand for gold. The two main
features, viz. export oriented and
labour intensive make the
industry competitive. The major
importers of the Indian jewellery

are US, UAE, Singapore, Russia,
China, Hong Kong and Latin
America. The availability of
skilled labour at low cost has made
India a manufacturing hub for
gems & jewellery. Presently, in
order to promote export
specifically in gems & jewellery
industry, 100 per cent FDI through
automatic route has been allowed
by the Government of India and
which have undertaken various
initiatives to enhance the
technology and skills. The
maximum output of the industry
in the form of uncut and polished
diamonds along with fine
jewellery is exported which
ultimately contribute to foreign
currency reserves of the country.
According to Department of
Industrial Policy and Promotion
(DIPP), the inflow of FDI from
April 2000 to June 2018 in
diamond and gold jewellery was
US$1.15 billion.
The government have the
supporting policies which make
India as the largest centre for
polishing and cutting of diamonds
in the world. According to insights
from Gems & Jewellery Export
Promotion Council (GJEPC),
around 75 per cent of the world’s
polished diamonds are exported by
India. The current market size is
around US$75 billion starting at
2017 and is relied upon to reach
US$100 billion by 2025. Indian
gems & jewellery industry
contributes 29 per cent to the
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worldwide jewellery consumption.
There are more than 3,00,000
players in the gems & jewellery
industry in India. The demand for
jewellery has been continuously
increasing due to increase in per
capita income and its association
with the status of an individual.
Consumers have adopted a western
lifestyle which has contributed to
the change in the preferences of
designs and new variety demanded
by the consumer which pave the
way for branded jewellers in the
country. Investors consider these
four important features to invest in
gold: return, highly liquid asset,
history of improved portfolio risk
adjusted returns and low
correlation to major classes of assets
both in boom and recession.
As per insights from the World
Gold Council, 90 per cent gold for
the domestic demand in India is
met by imports. India is the
leading consumer of gold in the
world. Across different social
strata, gold is considered as the
symbol of prosperity and status.
It is considered as the basis of
social security and has acquired
an exclusive place in the minds of
Indians. People invest in gold
considering it as the safest avenue
of investment as it is hold by the
Central Bank of India. Moreover,
it can be liquidated at any point of
time and at any place. People
invest in gold because it is
considered as an important
instrument to hedge against
inflation. It has been acclaimed
that irrespective the level of
income, the consumers are buying
gold either for gifting purposes,
investment or for wedding, which
shows the demand for gold is
inelastic to its prices.

jewellery has been kept low at
3 per cent whereas only 0.25 per
cent has been levied on rough
diamonds.

Initiatives by the Government of
India in order to make Gems &
Jewellery industry Globally
Competitive include:
1.

2.

3.

4.
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Since January 2018, the
standard on the hallmarking of
gold has been revised by the
Bureau of Indian Standards
(BIS). The identification mark of
the jeweller along with purity
in carat and fitness and BIS
mark will be there on the gold
jewellery. This has been done
in order to keep a check on
quality of gold jewellery.
The Memorandum of Understanding (MoU) has been
signed by the Gems & Jewellery
Export Promotion Council
(GJEPC) with the Maharashtra
Industrial
Development
Corporation (MIDC) in order to
construct the largest Jewellery
Park in India in Ghansoli in
Navi Mumbai on 25 acre land
which will provide a space to
more than 5000 jewellery units.
The expected investment in
order to build the largest
Jewellery Park is `13,500 crore.
The Gold Monetisation Scheme
has been launched by the
Government in 2015 in order to
mobilize gold held by
organizations and households
and to encourage its utilization
for beneficial purposes and in
the long run, to decrease the
dependency of the nation on the
import of gold. The trusts along
with individuals deposit the
gold held by them with the bank
and receive interest in the form
of returns on the same.
The Goods and Services Tax
(GST) on processed diamonds,
silver jewellery, gold and gold

5.

In order to bring the
unorganized and fragmented
diamond polishing and trading
firms under one roof, an
International
Diamond
Exchange is expected to be built
at Surat, Gujarat with the
estimated cost of `2,400 crore.

6.

Gold Spot Exchange has been
announced by the Government
of India in order to participate
in the international market for
determination of gold prices.

7.

The Gold Bond Scheme has
also been launched by the
Government of India, which
empowers the Reserve Bank of
India (RBI) to issue Gold Bonds
denominated in grams in gold.
It will help to keep a track of
gold import and a substitute to
handle gold in physical form.

8.

The think-tank of the
government, NITI Aayog, has
formulated a detailed policy for
gold with 84 recommendations
in order to change the existing
gold market.

9.

In order to minimize the scam
in
this
industry,
the
Government is focusing on
providing finance facility to the
diamantaires on the basis of
ethical practices of the business
and transparency in trade.

Initiatives by the Private Sector in
order to make Gems & Jewellery
industry Globally Competitive
includes:
1.

In order to create more opportunities for the diamond players
in the industry, the Indian

27

ARTICLES
Commodity Exchange (ICEX) an
initiative of Anil Ambani Group
has for the very first time
introduced futures contract for
diamond in the world.
2.

3.

In order to attract customers in
urban areas, exclusive
showrooms are opened up by
various companies into the
gems & jewellery industry to
expand their business.
Companies have also started
focusing on online sales by

collaborating with various
e-commerce companies for
selling fine jewellery online.
4.

5.

Based on certain terms and
conditions, companies are
giving an option of buying back
the jewellery in order to
promote sales.
EMI option has also been
provided to customers who
cannot pay the entire sum at one
single instalment.

6.

Like unorganized sector, big
brands have also started
focusing on customization of
jewellery in order to provide
maximum satisfaction to the
customers.

Government & Chance
1. In order to promote export
specifically in gems & jewellery
industry, the Government of
India has allowed 100 per cent
FDI through automatic route

PORTERS DIAMOND MODEL W.R.T. GEMS & JEWELLERY INDUSTRY
Factor Condition

Demand Conditions

• Able to provide employment to 4.64 million people in
the country.

• India, being the second largest consumer in the world
in the year 2017 as the demand of the gold rises by 11
per cent every year and has brought it to 737.5 tonnes
for the year 2017.

• Indian Gems & Jewellery industry is export oriented.
• As skilled labour is available at low cost, so this industry
is labour intensive too.
• 100% FDI has been allowed by the government in order
to promote exports.·

• The fine jewellery along with uncut and polished
diamonds are exported which contributed to the foreign
currency reserves in the country.
• The demand for gems & jewellery is also very high in
India as the total imports for the FY 2017-18 amounts
to US$31.52 billion.
• The change in the preferences of the millennial and Z
Generation has forced the retailers redesign their
marketing and sales strategies. The impact of social
media, customers’ comment influences the purchase
decision of the younger generation.
• Growing demand for branded jewellery which requires
making changes according to taste and preferences
of the consumers.

Firm’s Strategy Structure & Rivalry

Related & Supporting Industries

• Companies are moving from unorganized sector to
organized retailing.

• The pace of digital technology industries has also been
increased with the Gems & Jewellery industry as it
has affected all the activities in the value chain. Digital
marketing has enhanced the satisfaction level among
customers.

• Companies are focusing on latest designs which can
match with the tastes and preferences of young
generation.

• The demand for lab grown diamonds (Chemical Vapor
Deposition – CVD) as fashion jewellery has increased
drastically because of huge differences in terms of
prices as compared to natural diamond. It is expected
that the manufacturing capacity, availability of the latest
technology along with funds and intellectual property
will determine the growth of lab grown diamonds in
the short term.
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SWOT ANALYSIS OF GEMS & JEWELLERY INDUSTRY
STRENGTH

WEAKNESS

1. India is the largest exporter of gems & jewellery.

1. 90 per cent of the players in gems & jewellery industry
are existing in unorganized sector.

2. Indian gems & jewellery industry contributes
maximum to the foreign exchange reserves of the
country. And placed at 2 ranked industry which
contributes to foreign exchange earnings of the
country.
3. Major importers of gems & jewellery from India are
UAE, US and Hong Kong and other importers are
Singapore, China, Russia.
4. 100 per cent FDI has been permitted by the Indian
government under automatic route.
5. Indian gems & jewellery industry is capable of
providing employment to more than 4.64 million
people in the country.

2. Shortage of skilled labour and no formal training to
the workers.
3. Overdependence of the Indian gem & jewellery sector
on the import of Gold.
4. Young workers dislike the industry due to low wages,
inadequate working conditions and low compliance
with health and safety standards.
5. Frequent change in the taste and preferences of the
customers.
6. Very less domestic brand and inadequate gold
recycling and inefficient mining are the major reasons
for low value addition in the industry.

6. Hallmarking of gold along with BIS mark has been
made mandatory on the jewellery in India.
7. In order to protect the domestic manufacturers, the
custom duty on the imitation jewellery has been
increased from 15 to 20 per cent in the union budget
2018-19.
8. Mumbai is the hub of gems & jewellery industry in
India due to existence of semi-automated, modern
factories and moreover it receives major imports of
gold and rough diamonds. The government has
approved 22 SEZs in order to promote and develop
the global competitiveness of the gems & jewellery
industry.
9. India is globally competitive in terms of processing
diamonds at the lowest cost. And moreover India’s
competitive advantage is also due to availability of
cheap labour.
OPPORTUNITY

THREAT

1. The gems & jewellery industry in India is expected to
reach $110 billion by 2022 in terms of market share.

1. Ever growing organized retail market which is
expected to reach $1 trillion by 2020.

2. It is also anticipated that gems & jewellery industry
will provide employment to more than 8.23 million by
2022.

2. The existence of lab grown diamonds (Chemical
Vapor Deposition – CVD) along with natural diamonds
at the same prices in the market has reduced the
trust of buyers.

3. The demand for gold has been continuously
increasing due to increase in the disposable income
of middle class in the country.
4. The demand for fashion jewellery is growing as it
uses American diamond and lab grown diamonds
which are much cheaper as compared to natural
diamonds.
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3. Fashion jewellery has increased drastically because
of huge differences in terms of prices as compared to
natural diamond.
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5. In order to mobilize gold held by organizations and
households and to encourage its utilization for
beneficial purposes and in the long run, the Gold
Monetization Scheme by way of Gold Metal Loan and
Gold Deposit Scheme was launched which permits
individuals, mutual funds and trusts to deposit the
gold held by them with the bank and receive interest
in the form of returns on the same.
6. The online job portal exclusively for gems & jewellery
sector has been operationalized since 4 August 2016
in order to bridge the gap between workers and
employers in the industry.
7. Gold Tourism Circuit as proposed by World Gold
Council to increase the demand for handcrafted Indian
jewellery among the tourists coming to India and
thereby increasing its sale and contribution to
generation of more employment in this sector.
8. Companies have also started focusing on online
sales by collaborating with various e-commerce
companies for selling fine jewellery online as well.

and have undertaken various
initiatives to enhance the
technology and skills.
2. Since January 2018, the
standard on the hallmarking of
gold has been revised by the
Bureau of Indian Standards
(BIS). The identification mark of
the jeweller along with purity in
carat and fitness and BIS mark
will be there on the gold
jewellery. This has been done in
order to keep a check on quality
of gold jewellery.
3. The
Memorandum
of
Understanding (MoU) has been
signed by the Gems & Jewellery
Export Promotion Council
(GJEPC) with the Maharashtra
Industrial
Development
Corporation (MIDC) in order to
construct the largest Jewellery
Park in India in Ghansoli in
Navi Mumbai on 25 acre land
which will provide a space to
more than 5000 jewellery units.
The expected investment in
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order to build the largest
Jewellery Park is `13,500 crore.
4. The Gold Monetization
Scheme has been launched by
the Government in 2015 in
order to mobilize gold held by
organizations and households
and to encourage its
utilization for beneficial
purposes and in the long run,
to decrease the dependency of
the nation on the import of
gold. The trusts along with
individuals deposits the gold
held by them with the bank and
receive interest in the form of
returns on the same.
5. The Goods and Services Tax
(GST) on processed diamonds,
silver jewellery, gold and gold
jewellery has been kept low at 3
per cent whereas only 0.25 per
cent has been levied on rough
diamonds.
6. In view of the PNB Scam, the
Government has advised the
banking sector to understand

the jewellery business properly
before providing finance to them
and moreover, banking sector
needs to cater the requirement
of small and medium
enterprises which have a great
potential of employment
generation in the country.
Despite several weaknesses and
threats that the industry facing
in the present scenario, the gems
& jewellery industry in India
has a great potential to
contribute maximum to the GDP
of the nation as it creates more
number of jobs which ultimately
leads to income generation and
increase in purchasing power
and more demand which will
require
more
output.
Government of India has also
taken several initiatives in order
to make the gems & jewellery
industry globally competitive
like establishing Special
Notified Zones (SNZs) for
diamonds, establishing largest
Jewellery Park in Mumbai, BIS
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Hallmarking mandatory on all
the jewellery, taking efforts to
establish gold tourism circuit
and the list goes on. The gems &
jewellery industry has a great
potential to contribute more to
the GDP and foreign exchange
reserves of the country.
Despite several weaknesses and
threats that the industry is faced
with in the present scenario, the
gems & jewellery industry in India
has a great potential to contribute
maximum to the GDP of the nation
as it creates more number of jobs
which ultimately leads to income
generation and increase in
purchasing power and more
demand which will require more
output. Government of India has
also taken several initiatives in
order to make the gems & jewellery
industry globally competitive like
establishing Special Notified
Zones (SNZs) for diamonds,
establishing largest Jewellery Park
in Mumbai, BIS Hallmarking
mandatory on all the jewellery,
taking efforts to establish gold
tourism circuit and the list goes
on. The gems & jewellery industry
has a great potential to contribute
more to the GDP and foreign
exchange reserves of the country.
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Role of Digital Channels in
B2B Communication
Divya Rekhi*
The B2B landscape has
undergone a significant
transformation over the years.
The emergence of digital
technologies and platforms have
created a drastic impact on
marketing strategies. In an
information-hungry
age,
customers are playing a more
active role very early on in the
sales process. The role of digital
marketing is to address this
change in the sales process by
reaching the prospects at the
right time. Since the media
consumption behaviour of
modern B2B customers is still
an evolving field, the present
article attempts to find out the
types and trends of digital
channels in B2B communication
and to provide with the
suggestions to improve the
growth of the business by using
digital channels like email
marketing, social media
marketing, paid advertising,
and many more.

* Partner Consultant, Adobe
Systems India Private Limited,
Noida (Uttar Pradesh).

32

CHAPTER 1

Introduction

T

HE B2B landscape has undergone a significant transformation over
the years. The emergence of digital technologies and platforms has
created a drastic impact on marketing strategies. In an information-hungry
age, customers are playing a more active role very early on in the sales
process. The role of digital marketing is to address this change in the
sales process by reaching the prospects at the right time. Companies have
thus modified their B2B digital marketing strategy to include the digital
channels like email, social media, content marketing, etc. to establish a
strong brand presence and drive lead generation and nurturing.
Digital marketing helps companies meet key marketing objectives in a
B2B landscape:
Establish Brand Presence: By reaching the prospects early on with a
focused approach, digital marketing helps establish a solid brand presence
with the audience. Content marketing is a key strategy that creates a strong
impact by supplying information to the prospects and drives demand
generation.
Establish a Communication Framework: Digital marketing establishes
a communication framework through a multitude of channels like email,
websites, search engines, social media, etc. which increases the reach and
allows companies to establish an environment where the target audience
can interact easily with the company.
Lead Generation and Nurturing: Lead generation can be improved by
delivering content and information across a variety of digital channels
and networks. Digital marketing enables relevant and focused targeting
which ensures that the number of leads goes up. Providing educational
content for these prospects can build a product preference early in the
sales process, nurture the leads and move them forward.
Analytics, Insights and ROI: Digital marketing provides actionable,
updated, insights; analytics, and a large scope for measuring the ROI of
the marketing tactics employed. This allows marketers to optimize them
and make their depending on which industry you’re in, you can expect
success from a variety of marketing channels and activities. This article
will help you understand which B2B marketing channels you should
focus on while wishing to boost and create a solid marketing strategy to
help your passions come to life!
FOCUSWTO.IB • April-June 2019 (Vol. 21 No. 2)
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Why Digital Channels?
Before we get into the specific
channels, why would you want to
look to digital B2B marketing
channels?
There are several reasons why
many B2B companies need to look
at digital channels. For example,
digital B2B marketing channels are:
1. Cost Effective

B2B Marketing Channels to
Focus On
Digital marketing also helps

3. Brand Enhancing

your business brand appear higher
in search results for keywords and
phrases related to your business.
Through PPC and SEO efforts, your
business can be more apparent to
more people rather than being
locationally limited by paperdriven marketing and old school
tactics.

Compared to outbound
marketing, digital marketing is
extremely cost-effective. Digital
marketing allows your business to
get the best possible ROI for your
campaigns as you can get more
bang for your buck, especially with
exposure!

4. Quality Filled

I mean, think about how much
money is required to print
advertisements which only touch
those who physically see those
prints? With digital marketing, you
can easily monitor your spending
and make adjustments to help you
get the most out of your digital
marketing at a higher exposure rate!

With traditional marketing
strategies, you increase general
awareness for your B2B business,
but you might not have direct
revenue associated with the people
you truly want to reach. You might
be reaching the masses, but you’re
also wasting money on people who
are not actively looking for your
services/products.

2. Easy to Track
With tools like Google
Analytics, digital marketing can
track where your money is going
and how effective it is towards your
target audience. You can
use Google Analytics to evaluate
site visitors, time spent on your
pages, conversion rates, and so
much more! How sweet is that?
Since you can track your
numbers, you’ll be better able
to pinpoint the strategies that best
optimize your budget and
campaigns. This also allows you to
test various strategies for better ROI.

Digital marketing allows you to
actively reach and find people who
are already searching for your
products or services online,
enabling you to earn you more
qualified leads.

5. Quick Results
There are many digital
marketing channels that can work
quickly, so if you’re looking to boost
web traffic, leads, and revenue fast,
they can be great options.
For example, PPC advertising
can start bringing in quality leads
in just a few hours. PPC also
allows you to customize and
optimize your strategies based
on the data you gather as you
start to reach more potential
customers.
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Now that you understand why
digital marketing is so beneficial,
let’s take a look at B2B marketing
channels you should focus on!
Paid Search and Digital
Advertising
It doesn’t matter how incredible
your B2B business is, how
optimized your site is or how much
your customers love you. If you
aren’t a “hot” or well-known
business, you’re probably going to
struggle to show up at the top of the
search engine results page with
organic efforts alone.
This is especially true if you’re
trying to rank for highly competitive
searches where businesses are
looking for specific products and
services.
Pay-per-click (PPC) ads and
paid social advertising can help
you get the attention your B2B
business deserves!
Google AdWords, in particular,
is an excellent platform for B2B
businesses to explore. You can
create ads that will be shown to
users searching for specific queries,
allowing you to appear at the top of
search results when potential
clients are actively looking for your
specific services/products.
For example, if you are a B2B
business selling office furniture,
you would want to make sure you
are top search result like below the
Google searches:
Paid social media is a great way
to grow your client pool. You need
to be apart of the action to compete
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as a B2B business but, more
importantly, you need to make sure
you are specific and targeted.

creating a new opportunity to get
found on search engines, social
media, and by new potential clients.

To succeed with paid social,
you need to think outside the box
and consider clever options like:

Now, before you feel overwhelmed thinking you need to
write novels of meaningful content,
know that effective B2B content
marking is not a matter of writing a
200-word blog post a few times a
week or posting a beautifully made
video campaign.

• Targeting specific audiences
• Creating engaging ads
• Promoting special offers
• Sending follow-up customer
service pieces
• Setting call for specific actions
you want potential clients to
make
digital marketing strategy more
effective.
As more and more innovations
come out in the future, the B2B
landscape will continue to evolve,
with digital and social media
marketing playing a much bigger
role.
You have the branding,
financing and everything squared
away, but with the wide range of
channels you can use for your B2B
marketing, it can be easy to get
overwhelmed. There is a lot to plan,
let alone having to allot a budget to
each channel, so putting together a
flourishing B2B marketing strategy
can be tough!
Content Marketing
There are a lot of studies out
there that have established that
publishing a consistent amount of
content a month can considerably
raise your website traffic!
Content marketing, whether
that be blogging, whitepapers,
eBooks or podcasts, really works if
you do it correctly. Each time you
publish engaging content, you’re
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B2B content marketing is about
giving potential customers value,
information and a reason to choose
you. Whether that is sharing helpful
information, creating entertainment, or developing a
“community” that helps them feel
a part of something “bigger,”
content should give people value. If
you do that, potential customers
will want to invest and engage with
you.

Why not get more exposure if
you can? Offering an easy share
option makes people more inclined
to comment and share your content
on LinkedIn, Facebook and other
platforms! Again, any exposure is
good exposure!
Brainstorming is Key
If you struggle to think about
what to write about, start to
brainstorm topics relating to your
B2B business. For example, if I own
a B2B phone service, I could start
brainstorming a list of relevant
topics and questions for my blog/
posts like:
• Phone Statistics in 2018
• Comparing and Understanding
Phone Support Payments
• Tips and Tricks for Increasing
B2B Telephone Sales

Here are some of the tips and
creative ways you can use content
in your B2B marketing channels:

• FAQ: Mobile Services and B2B

Quality over Quantity

• How Mobile is Reshaping B2B
Marketing

Make sure you are not just
pumping out content for the sake of
numbers…you need quality content
and helpful information people will
want to share and engage with.
That being said, you should aim
to publish new content weekly,
because Google algorithms reward
sites that share relevant, consistent
and original content that people
find helpful!
Make Sharing Easy
Make sure you make the most
out of your work by having “share”
or “save” options that enable your
readers to immediately share your
content on their social media pages.

• What are Effective B2B Sale Call
Techniques that Work

• How to Make a Good First
Impression on B2B Phone Calls
Offering meaningful resources
in your B2B marketing will bring
more people to your website. And
those people are more likely to need
your services at some point since
they are already looking for
resources on similar topics.
Video is Key
B2B content marketing has also
seen the benefits using video /
virtual reality, as 91% of B2B
marketers subscribe to content in the
form of videos, podcasts, and even
webinars.
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What can we learn from this?
People like watching videos online,
so presenting in-depth and
interactive content will appeal to
your audience and more so engage
them.
For example, B2B business
juggernaut SalesForce, made the
informational video where
customers could learn more about
a CRM and how Sales Force can
help grow their business. As a
customer, this is a helpful video that
makes you to research more into
Salesforce and their services. It is
high quality, informative, and leaves
you feeling supported by the
Salesforce crew!
This is how video can work for
your business! Effective B2B content
videos can include:
• How To Videos
• Explainer Videos
• Tutorial Videos
• Interview Videos
• Business Mission Videos
• Company Culture Videos
• GIPHS
By creating content like this, it’s
easy, engaging and creatively
sharing information with potential
customers.
B2B content marketing is one of
the best long-term investments you
can make in your business. It’s not
the quickest way to get more sales,
but it will eventually become your
biggest and most profitable source
of new revenue.
Social Media Marketing
Going hand in hand with
content marketing, social media is

another great B2B marketing
channel you should use!
The power is in your hands to
create social media content that will
set you apart as thought leaders in
your field. Quality content not only
builds you a name and niche, but
you will build relationships with
the people who care about your
services and products.
People are looking for answers
and as most people spend the
majority of their day on their mobile
phones/social media accounts,
why not help them find solutions
in the places they are spending
time?
No need to spend money on
billboards, banners behind baseball
diamonds or bumper stickers. You
can easily be seen on the social
media channels people use daily!
Many B2B marketers are reluctant
to embrace social media, but this will
help you share information cheaply
and more effectively.
The main points you will use
social media for are:
• Cultivating
relationships

and

• Establishing your
platforms value

growing
social

As B2B businesses directly
communicate with the individuals
they serve, social media becomes a
natural way to reach people looking
for solutions. You don’t need to post
excessively but just consistently
with quality content that sets your
business apart as a resource and
meaningful place for people to visit!
(quick tip, use apps like Buffer and
Hootsuite to create social media
posting schedules—it saves time
and sanity!)
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Know that most social media
advertising is cheap, effective and
helps you create a sense of
reliability!
Utilize
social
strategies, paid social videos and
hosting live events! All of those
actions will help set you apart
as a relatable, approachable and
engaged business that is
wanting to be a resource to potential
clients!
Do research on which social
media channels make sense as there
is more than just LinkedIn.
Facebook, Twitter and Instagram
have become incredibly popular
places for people to connect with
businesses. Also, consider
communities like YouTube and
Google+.
Remember, social media is
about connecting with your clients,
but it also helps you understand the
topics, pain points and interests of
your target audience so you can
address them in real-time.
Email Marketing
Email marketing is the cheapest
form of internet advertising as it
essentially complements your other
digital marketing efforts. All you
usually have to pay for is some sort
of email marketing service like
MailChimp, Hubspot or Autopilot
HQ. You can confidently focus on
this channel because it has lots of
statistics on being the most revenue
driven B2B marketing channel for
most industries!
Email is easy peasy and it can
be a fun way to share news, tips,
personalities and the success
behind your B2B business. Some
tips and tricks for successful
B2B business email marketing
include:
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Sexy Subject Lines

• Incentives and Freebies

When thinking about subject,
verb and object, there is only so
much interest you can create in a
short little email subject line. Be
snappy, informative and unique
with your subject lines! To do this,
look for interesting verbs and action
items.

• Strong Call to Actions

For example, if you want to
inform a business about your PPC
advertising software, look at the
following examples:
“Confess: Your PPC is a
Mess” versus “Get PPC Help
Today!”
Out of those two choices of
subject lines which one strikes more
of an interest and adds a snappy
subject? You need to be thoughtful
with every email piece element as
you need people to open and be
interested in what you are sending
to their inbox.
We live in the world of SPAM,
so be different and creative!
Effective Preview Text
People have the attention spans
of goldfish these days, so the first
few sentences of your email—and
especially your preview text—will
be important. Many email marketing tools will allow you to set the
preview text.
A basic rule is to avoid having
generic phrases like “see more” or
“view in browser.” The preview text
should have snazzy teaser
information that gives readers an
interest to click and read your
content! To this effectively look at
including:
• “FOMO” phrases like: Today
Only, This Month, This Week
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times they will not be able to make
decisions.

By including elements like this
in your preview text, people will
more than likely open your content!
It is different and gives them
incentives!
Be Personable
In a world of bots, spammy
messages and generic stock photo
content, being personable can give
you a real edge. By creating emails
with a personal voice that focus on
personal experiences, stories and
humor, you can build empathy,
understanding and connection
with your readers. You have to
connect with the customer story if
you want to be successful at B2B
email marketing!
In the age of “act now” and
generic attention to customers, it
pays to be genuine and using
personal voice.
Get to the Point
Your audience is quickly trying
to understand what you need in an
email so do not have a fluffy
introduction—get to the “meat.” If
your audience doesn’t recognize
your brand, then aim to be short and
to the point in your emails.
Be Thoughtful About Sending
You need to be thoughtful on
when you want to send a specific
call to action and email content out.
If you have a holiday sale coming
up, think proactively, not reactively.
If you are a B2B business that works
with accounting firms, it does not
make sense to send email marketing
promotions during the year end and

Think in the minds and schedules of your customers so they can
effectively intake your messages.
Email marketing is both an art
and science. For the science portion,
remember that email deserves
revenue credit and logistical
planning. The art of it comes with
the craft of your effective messaging.
Be thoughtful with both!
Keep Emailing!
Even after you close a contract,
keep using email marketing—you
never know when a customer will
refer business your way. Whether
it’s a potential client or a former one,
email keeps your business top-ofmind.
Event Networking
One old school B2B marketing
channel that is still effective is
networking. Although digital
marketing is wonderful, sometimes
the personal touches are still key.
If you are a B2B technology
business, sometimes the best way
and the only way to fully appreciate
your services or products are in
physical experiences like events
and conferences. These events
allow you to make personal
connections that are sometimes lost
in translation over emails and
phone calls.
Here are some ways to get the
most out of your networking efforts:
Research Attendees and Target
Audience
First and foremost, make sure
you are going to conferences and
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events that make sense. Do your
research to see what type of
businesses and individuals go to
the events you are looking
at. Business events offer B2B
companies of all sizes valuable
introductions to relationships that
could result in big contract deals.
So make sure you are connecting
with leadership levels and
businesses that make sense for your
business!
Before you even go to the
event, research
10
target
companies you’ll find there and
connect with their attendees on
LinkedIn. Message them and
introduce yourself and share you
are looking forward to connecting
at the event. This will help you
break the ice while making it
easier to identify the person while
at the event.
When
you’re
at
the
event approach people, spark
conversation, add value to their
business and you’ll start to build a
potentially meaningful relationship.
Don’t Rush Things
Events are for sale funneling,
building relationships and
exposure, not to close deals! Do
not come off pushy and look for
ways you can understand the
businesses you are connecting
with on a deeper level so you can
have more hooks for later meetings
and asks. Ask the right questions and look for ways your
business connects with their pain
points.

Don’t just hear a customer’s
answer, listen to it. What you are
listening for are clues to their
unique needs and how you can
answer them. By doing so, you
create a sense of trust, connection
and produce better results!
Connect with Tech
Don’t be THAT guy who does
not show up with business cards!
Although business cards are old
school, they are still a networking
staple.
On top of exchanging
information, be confidently
proactive and follow up with them
a day or two after the event sharing
how pleasant it was to meet and
connect with them. This is also a
great time to connect on social
media.
BONUS: Weirdly enough,
sometimes the personal touches of
the past are forgotten. So, beyond
events, making personal old-school
touches like handwritten thank you
notes after meetings are key to
setting yourself apart!
Channels You Can Use
With these different B2B
marketing channels, it’s up to you
to see which ones will effectively
work through tracking your results
and seeing which ones customers
respond to. By balancing the
strategies above with direct
marketing strategies, you are bound
to grow your B2B business to new
heights!

You want to give them value
and a relationship not just a
transactional contract. This will
take time!
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CHAPTER 2

Theoretical Background
Here are the different channels
you can choose from to know which
works best for your company and
the goal of your B2B marketing
strategy.
With the wide range of
channels you can use for your B2B
marketing, it is so easy to get
overwhelmed and invest budget
and time for each. However, that
shouldn’t be the case.
B2B marketing differs from one
type of industry to another, and
each channel may work greatly for
one but not for the other. Knowing
when and where to put your B2B
marketing budget will give you a
more accurate conversion, thus a
mature and successful marketing
structure. Further, each channel has
its own strengths and weaknesses
and should attune to the objectives
of your marketing strategy.
What’s more is that some of the
existing B2B marketing channels
might not be as effective today as
before. You should also find the
time to update them and see which
channels you should drop and
which ones you should optimize.
Although digital marketing is
currently changing the landscape
of the industry, traditional B2B
marketing channels are still quite
dominant with businesses.
Here are the different channels
you can choose from to know which
works best for your company and
the goal of your B2B marketing
strategy:
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1. Email
If you want to have higher
chances with your channel, then
you should invest in a good email
marketing. You can confidently
focus on this channel because it has
been at the top of lead generation
tools, as it acquires the most revenue
for most industries specifically
manufacturing and logistics
businesses.
What you can do is target the
right business with the right type of
content at the right time. This
outreach is for your content and not
for your sales right away. Take note
that this is not direct marketing yet.
You’re just trying to show that your
content is valuable to your
consumers’ inquiries and problems.
2. Content
Various statistics have
established that publishing 16
times a month in your blog will
generate 350% more traffic. Whether
that be blogging, whitepapers,
videos, or microsites, all of these are
content that actually works.
In the dawn of a more
interactive and involved content
marketing, B2B marketing has also
seen the benefits using video/
virtual reality, as 91% of B2B
marketers subscribe to content in the
form of videos, podcasts, and even
webinars.
Moreover,
B2B
consumers like watching these
videos online. It allows you to
include in-depth and interactive
content which engages your
consumers.
Tech companies should turn
their eyes to content marketing if
they want to generate more
business. At 14%, marketers also see
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publishing answers to consumer
inquiries very valuable in their B2B
marketing strategy.
On the other hand, health and
pharmaceuticals could find the cure
in their lackluster marketing
performance when they focus
on content marketing as well. This
is because businesses would like to
do their research first about health
and well-being. Providing articles
that would answer their health
questions ranging from basic to
complex should help them
understand everything better.
3. Social Media
Although social media is not
seen as a direct channel for
conversations, it can definitely help
you create more engagement
between you and your consumers.
For lead-to-deal conversion
rate, social media came in strong at
third place right after referrals and
company website.
Do further research on which
of specific social networking sites
work for you best. YouTube and
Google+ communities might help
you rank better, while Pinterest and
Instagram allow you to present big
ideas and bring the name of your
business on a higher scale.
Remember, social media should
also help you observe your
consumers’ pain points and
address them in real time.
4. Organic Search
You may flip the world upside
down, but SEO still rules as one of
the best B2B marketing channels.
B2B marketers use organic search
to be a part of the “consideration
stage” of the consumers, which is
where they shortlist a number of

brands and analyze which ones
would best deliver their needs.
Plant an idea in their minds
and let your website be the
cultivator, as well as allow your
consumers grow on their decision
to make that purchase (and not
wanting them to purchase right
away just like in B2C). That’s why
you need to rank better in the search
results. Be the first one there.
5. Direct Marketing
Direct marketing is the total
opposite of inbound. You
explicitly reach your audience
through messages that you think
will benefit them. Outright, you’re
trying to sell them a product.
Telemarketing is one of the more
prominent channels for this
strategy. After researching who
your target audience is, calling
them is the next step with a
prepared pitch at hand.
According to Demand Gen
Report’s 2016 Benchmark Report,
five of the top nine lead generation
channels still come from direct
marketing. Moreover, inbound and
outbound marketing both generate
business for a B2B marketer (small
to mid-size companies) at 84 per
cent.
6. Events
This might be as old as the
classic fairy tale, but events
marketing still gets the job done for
tech companies according to 14 per
cent of the marketers. It is only fitting
because the details and intricacies
of technology can only be fully
appreciated during physical
experiences like events and
conferences.
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Growing your networking
during these events allow you to
present value proposition and
reliability for the transaction that’s
bound to happen.
With these different channels
presented, it’s up to you which ones
you want to activate. However, that
decision should be more informed
after reading the benefits it could
give you. Alternately, you could ask
the help of companies who
do marketing solutions for a guided
journey in your B2B marketing.
With the wide range of
channels you can use for your B2B
marketing, it would be easy to get
overwhelmed and optimize each
channel known and allot a budget
for each. However, that shouldn’t
be the case. Here are the different
channels you can choose from to
know which works best for your
company and the goal of your B2B
marketing strategy.

Essential B2B Marketing
Trends for 2019
The key trends that businessto-business marketers need to act
on in 2019:
Since we’re now well into 2019,
it’s a natural time for all marketers to
review the marketing tactics they’ve
used this year and assess their
approaches against other businesses
in the sector. For marketers involved
in the B2B sector, there are some
particularly pressing issues which,
if they can be addressed will help
‘feed the funnel’ and develop more
quality leads.
A good starting point for
reviewing the trends that will make
an impact next year is to think
through innovation across all the

main digital marketing channels. In
our article on marketing trends for
2019, we asked marketers to assess
the techniques which would give
them the biggest uplift on business
in 2019. The results show that the
top rated techniques which should
get focus next year are closely
aligned with B2B sector, which has
for the past couple of years been
realising the importance of new
technologies such as real-time
personalisation,
marketing
automation and mobile.
1. Marketing Automation
Marketing automation is the
perfect technology for B2B
marketing. It provides an automated
way of scoring and nurturing leads
with relevant content along the
journey to purchase. Yet our
research
on
Marketing
Automation shows that many
businesses aren’t fully exploiting
marketing automation since they
are at an early level of maturity.
Dave Chaffey of Smart Insights
will be speaking at B2B Marketing
Automation Expo 2019 where he
will cover some of the best ways to
get started with Automation.
Speaking at last year’s show - he
covered key techniques to consider
to get started or go to the next level :
• A multi-step welcome sequence
which can be made more relevant
with dynamic content - a more
advanced technique.
• Lead scoring and lead grading
so that rules can be put in place
to send more relevant emails or
outbound calls when prospects
are qualified.
• Use of re-marketing on thirdparty sites to nurture prospects
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who have shown interest in a
product or service.
2. Content Marketing
Content marketing is a
technique that has been used in B2B
marketing for many years, but in
recent years, the popularity of
inbound marketing has given more
attention to share blogs and social
media. Over the past three or four
years, readers have voted for the
importance of Content Marketing
amongst the marketing activities
available. Within content and
inbound marketing, I think the
ongoing discussions will be around
getting the right balance of content
quantity, frequency and quality
and of course, measuring the ROI
of Content Marketing. This article
around research from Buzzsumo
gives an interesting summary
explaining that Content Marketing’s Future Depends on Shorter
Content and Less Content. I agree
with the less content part, although
not necessarily the shorter content
part as research shows that longer
content can be more effective in
business-to-business blog posts.
Content marketing is a great
tactic for B2B marketers because
the long customer journey means
customers will want to do plenty
of research before purchasing and
compare several different
providers.
3. Web Personalization
Website personalisation is a
well-established technique for
Ecommerce sites but traditionally
has been less widely used within
business-to-business. It is
surprising since personalisation of
emails using techniques such as
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dynamic content insertion as
described above is popular.
There are now SaaS products
such as BrightInfo and Evergage
which make web personalization
services more affordable for smaller
companies. These may also include
automation features to recommend
the most relevant piece of content
within the nurture path.
4. Channel Integration
With so many separate digital
marketing channels there is a
tendency to focus on individual
channels, but an integrated
nurturing process can reap
dividends. One key trend here is the
integration of different channels.
Another data point on this
trend is this research on the top
channels for generating B2B
leads by Ascend which is a sense
check that B2B marketers aren’t
chasing the latest fads whilst not
spending the lion’s share of their
time on the channels delivering the
vast majority of their leads or sales.
Another benefit of marketing
automation is that it enables
businesses to join up the customer
journey between the website and
emails, not only with email
sequences when someone registers,
but also through closing the loop
and identifying when a prospect
downloads content in future, so
showing their interest or ‘digital
body language’ and further followup.
Another form of integration in
nurturing is through re-targeting or
re-marketing in Google AdWords
where ads can be served to
previous site visitors on Google’s
display network. This option has
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been available for many years, but
the trend is that new options are
available with social media. Within
B2B, LinkedIn is important and
there are now new options to target
within the LinkedIn programmatic
service. Facebook and Twitter have
also extended their re-targeting
options this year as part of this
trend.
5. Account-Based Marketing
Account-Based Marketing or
ABM is an established approach in
B2B marketing, particularly within
larger organizations who have
structures and processes to target
key accounts.
ITSMA which first pioneered
ABM more than 10 years ago,
defines it as “more than a sales or
marketing approach; it is a
collaborative strategy that engages
sales, marketing, subject matter experts
and delivery professionals, as well as
key executives in the chosen client
account to determine where and how to
best meet the client’s unique business
challenges. With deep insight into the
client’s business and key goals, this
collaborative team creates a wellorchestrated marketing and sales
campaign for a single account.”
Previously, ABM was a tactic
or mindset which was poorly
supported by most Marketing
Automation services which focus
on individual customer records.
The trend is for automation services
to include ABM features which
make it easier to nurture groups of
people automatically through email
and re-targeting.
6. Mobile Marketing
It goes without saying that the
shift to mobile is a key trend for B2B

marketers, as it has been for several
years now. We’ve included this for
completeness since Google tells us
that most businesses have a
responsive site, so you could say it’s
no longer a trend. However,
changes that will affect B2B
marketers in 2019 (particularly
those who don’t know about them)
including Google’s new mobilefirst index and potential penalties
for pop-ups.
Mobile now accounts for over
half of web traffic, and where
previously B2B companies could
assume that their customers would
be researching them on desktop
devices, now a new breed of
business owner using mobile
devices to research solutions on the
go means B2B marketers need to be
sure that their content is mobile
optimised to ensure a smooth
process for users on all devices.
Over half of B2B businesses
have mobile sites and mobile apps,
which shows the industry is finally
starting to get is act together on
mobile. For some industries, having
a mobile app won’t be necessary,
but really all should have mobile
responsive sites. Even if none of your
customers are arriving on mobile
devices (which some certainly will),
you still need a responsive site
because of Google’s ‘mobilegeddon’
update, as otherwise you’ll be
getting penalised. B2B buyers are
increasingly using mobile devices,
so a mobile optimised site is an
absolute necessity.
7. Social Media
This research shows that B2B
businesses tend to get the best
results from LinkedIn and Twitter,
but are present across a wide range
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of social networks. Youtube and
Slideshare also stand out as
particularly effective, whilst
Google+ is very ineffective
considering the majority of B2B
businesses are using it.
Creating a B2B Digital
Marketing Plan
With B2B social media, it’s often
important to prioritise, as whilst it
is easy to set up an account on a
new social network, it requires
plenty of effort to run it effectively.
Focusing only on the most effective
networks is usually the best tactic.
B2B is different - that’s the
common opinion, and not just
when it comes to marketing and
communication. What arrives to
B2C often needs a bit more time in
B2B.
1. Data Driven Marketing
You should no longer drive
activities and campaigns that you
cannot measure! Without
exception! The insights from data
insights for the further
development of activities and
campaigns are essential and
valuable. They also create the
basis for a constructive and
factual discussion that isn’t based
on subjective decisions of
individuals.
Data
driven
marketing is far from being stateof-the-art in the B2B environment.
What may also be new in 2019:
The analysis of data is only one
side of the coin. Because here we
learn what our target group is
doing and can adapt and
optimize our activities. The other
side of the coin, however, is the
context, meaning the motives and
background, why a target group

is doing something. The analysis
of data without context is
therefore only half the battle.
2. Good Content
How many times have we
heard in recent years how
important content is. Unfortunately
it is true! What is good content?
Good content is authentic,
differentiated, creates added value
for the target group and is highly
relevant. Relevance takes into
account at least one of the following
three dimensions: If it is interested
in the target group (news value), it
emotionalizes the target group
(emotional value) or benefits the
target group (service value). Invest
in good content!
3. New Communication Formats
Let’s use the wide variety of
new communication formats at
our disposal. Many formats are
not new to the world nor to B2B,
but they are not consistently used.
Let’s think about short videos,
animations, podcasts, info
graphics, good journalistic texts,
stories, communities and blogs.
Think of new technological
possibilities such as virtual
reality, augmented reality and
chat bots. For example, we know
that audio-visual content reaches
a wide variety of audiences - these
media are rarely used. In my
opinion, podcasts are one of the
most underrated formats ever.
Take advantage of the variety of
formats and provide a budget for it.
4.

Cross Channel and Dialogue
Communication

Marketing and communication
has become more complex. Many

FOCUSWTO.IB • April-June 2019 (Vol. 21 No. 2)

digital touchpoints have arrived in
recent years, making the customer
journey more complex for many B2B
sectors. The challenge is often to set
relevant content consistently across
different channels, so that content
also reaches the target group analog and digital together, not
separately. Content and channel
strategies play a significant role
here.
While the number of customer
touchpoints increases, we have
witnessed the decline of mediacentered communication. For
example, a B2B company sends out
a press release and journalists act
as gatekeepers. This works partly
still, but loses importance. Today
and tomorrow, it’s about dialogueoriented communication, in which
“likes” and “comments” from target
groups are highly relevant. We can
also call it the “f-elements”: friends,
fans, followers and feedback! The
opinions of friends, fans and
followers mean more than
marketing
messages
from
companies. Marketing phrases and
big corporate rhetoric are
immediately revealed. We are
moving from “business generated
content” to “user generated
content”. Whoever manages to
establish the real dialogue with
their target group and thus build
trust and credibility, takes a big step
forward.
5. Customer Experience
Customer Experience is one of
the buzz words of recent years and
is also true in B2B marketing. However, customer experience
is not the same as personalization
and is now being partially
accepted. Personalization is
certainly an important facet and
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new to many B2B companies to
increase the customer experience.
For me, customer experience is
every touchpoint and experience
with a brand - online and offline.
Or, as Hartmut Koenig of Adobe
once wrote in an article about
customer experience, “The quality
of any experience can be described
by the parameters useful, usable
and desirable”. If we transfer it, e.g.
to B2B e-Commerce then good
customer experience helps the
customer to simply shop online
(useful), to make it easy (usable)
while having fun, being surprised
and having a great experience
(desirable).
6. Marketing Automation
I’m absolutely convinced that
Marketing Automation is the topic
over next few years in the B2B
environment. I call it “the five-year
wave”. What is currently in the B2C
environment considered state-ofthe-art will be the new standard in
the B2B environment in five years.
That’s how it is with marketing
automation - we are in the middle
of this wave. Marketing automation
is a software solution for
automating marketing processes,
planning and improving crosschannel campaigns, analyzing and
optimizing activities, generating
leads, driving and personalizing
content - yes, even incorporating
artificial intelligence.
7. Eco-system
Make or Buy? Develop
competences yourself or outsource?
These questions have to be decided
by every company individually. In
any case, a holistic eco-system of
external partners, experts and
agencies is crucial to strengthening
the outside-in perspective. Let’s be
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honest, a few B2B companies
currently have the internal skills,
resources and market know-how to
carry out A/B or smoke tests,
develop personas or even develop
landing pages to integrate them into
a campaign and track it with Google
Analytics within a few days.
However, many need help. They
will need to build up their ecoSystem or network. Don’t wait, just
do it!
8.

New Work and Leadership
Culture

Fast, innovative and agile these are some of the adjectives that
surround us today in the digital age.
This sheds new light on many
traditional B2B approaches like
leadership, cooperation and how to
act in daily business. We are
experiencing a paradigm shift that
cannot be more fundamental.
Interdisciplinary teams instead of
unit and knowledge silos, dialogue
instead of top-down, collaboration
and feedback instead of control.
The skill set of Marketeers and
communicators continues to evolve.
Examples
are
moderating
capabilities in communities and
visibility within the target group.
Let’s take another look at Marketing
Automation, which I described.
Marketing Automation will not
only strengthen the collaboration of
marketing, sales and communications units in B2B companies, it
will also help to resolve silo responsibilities and increase the value
of the company in the long term.
9. Learning from Start-ups
Has
your
company
participated in Silicon Valley
tourism? Everyone goes there to look
at Facebook, Google and many

start-ups. Soberly assessed, you can
learn something from the value
culture of the start-ups. Large B2B
companies usually behave like a
cruise ship in the Caribbean with a
small engine behind. Progress is
slow, based on many years of
experience. The Cruise Ship sails
safely and quietly, embedded in a
sea full of IT- compliance and
governance rules and approval
loops. In contrast, the start-up
world has many fast and agile
speed boat examples. They work
transparently, are eager to
experiment, and live in flat
hierarchies. In addition, they have
developed better methods and
approaches to produce new
products. Consider sprints, scrum
and design thinking, business
model canvas, the value of
customer centricity, and the
minimum viable product (MVP)
approach. The constant focus on
“build - measure - learn” when it
comes from an idea to a product.
All of these methods and
approaches are internalized and
represent a vibrant culture. B2B
can and must learn from this.
10. Digital Branding
Every experience and every
contact of a customer or other target
group with the brand of a company
shapes the perception with the
brand. Digitalization and the
extension of the customer journey
through digital channels are
creating many new customer
touchpoints. This is an opportunity
to refresh the brand, strengthen the
brand’s relevance in the digital
world, synchronize it with the
analog channels, and further
develop its brand image.
Incidentally, this applies online as
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well as offline in order to create a
consistent brand image.
Digital marketing for the B2B
sector has been moving from the
experimental stage to a mainstream
consideration in recent years. Once
considered a less significant aspect
of the marketing mix, digital
marketing is now becoming a core
component of the marketing mix but
despite some creative campaigns
with substantial budgets, many
digital channels are still relatively
unknown for B2B marketers. Social
Media is one such example.
Many readers might find it
difficult to believe, but B2B
e-commerce spending actually
represents more than 85 per cent of
total e-commerce spending
worldwide (IDC Company, 2012).
With online marketing yielding the
most business leads for B2B
companies (Sagefrog Marketing
Group, 2012) lead generation has
always been a major drive for their
digital marketing spends.
Digital is involved at every stage
of the buying process, from research
and lead generation to lead
nurturing. Businesses therefore see
online mediums as very efficient
methods of solving business
problems quickly. To move the
medium into the space that retail and
other major B2C companies operate
in, B2B digital communication needs
to become more than a message, it also
needs to spark conversations.

Evolution
To look at the opportunities in
digital for B2B businesses, I first
want to take a step back and look at
some fundamental changes in
marketing over the last 70+ years.

In the 50s, we saw the era of
information, where brands were
competing with each other for the
biggest share of voice, demonstrating why their product or service is
better than another. Once technology developed and TV sets were in
every household, brands were able
to develop an emotional connection
to the audience. This has now been
taken a step further and what your
audience says and does for your
brand is changing the way people
make decisions on products.
Marketing 3.0, the ‘era of participation’, has been with us since around
2007, but the B2B sector has struggled
to take hold of this. In fact, it’s still the
benefits and service of the products
themselves which account for most
of the core messaging.
A recent Neilson report found
that, using a % as a measure of trust,
“Earned media has a 92 per cent
trust with paid media a 54 per cent
trust”. With this in mind, it is
important that we understand how
to communicate with our audience;
remembering to encourage
engagement and not simply push
promotional messages at them.
Communication with another
business online is not the same as
speaking to a consumer. There are
different considerations, not least of
which the complex nature of the
product or service, so not a different
approach must be taken.

Communication Strategies
Digital has been developing
over the last couple of years into a
powerful lead generation tool, but
as a communication channel, B2B
marketers are still some way
behind. A B2B salesperson may not
always be the most trusted
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communicator, and the internet
offers a channel through which
long-term relationships can be
established with two-way
communication.
The B2B market has a real need
for creative communication, as the
complexity of the products and
services they offer can dilute the
brand’s
core
messaging.
Essentially, word of mouth and
referrals can be the two most
important aspects in marketing a
B2B business.
There is much discussion
within digital marketing circles
regarding Social Media for B2B and
how it can be used to encourage
these two aspects. B2B marketers
are still struggling to find the best
way to develop and execute
strategies. For these companies,
customer service and support,
including lead nurturing, are high
on the agenda for Social Media.
Acquisition is yet to surface as a
valuable characteristic, as
understanding the metrics for
measurement of Social Media in the
B2B space is a complicated
undertaking.
A number of top tier agencies,
including 4Ps Marketing, have been
working to develop quantitative
techniques to understand the value
of social acquisition strategies.
Surprisingly, this is still in its
infancy for B2B companies, yet
unless this continues to be developed,
it’s unlikely that investment in social
communi-cation for lead acquisition
will flourish.

Content and Context
Every 60 seconds there are 2
million views of content online. For
B2B marketers, the challenge is
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“How can I build a content strategy
that drives interest in the products
and services I sell?” Targeting the
right audience through push tactics
may well raise awareness of your
brand, but the context of this
message is of utmost importance. A
B2B purchase tends to be much
more complex and high-risk in
nature and finding the right
audience is simply not enough.
The big decision makers
conduct 40 per cent of their research
outside of work hours. Being
available to this audience is
something all B2B marketers need
to consider. Digital channels, such
as Google paid search, have
traditionally excluded this traffic
these are often the core hours, so
should not be ignored. When the
audience is in the right frame of
mind and has the time to digest the
content that your company has
produced, you need to make sure it
is available to them.

Summary
Often, the audience of decision
makers online is relatively niche for
B2B companies. The digital world
has blown the door open for users
to engage with relevant industry
content. Building an online strategy
online communicates with these
audiences at the right time, in the
right place and with the right
message may seem obvious, but it
still bears repeating that unless this
content targeting is utilized, the
communication will be lost.
You don’t always need to ask
the question “where are the
decision makers?”, but instead
“How do I reach them?” You may
need a business owner to make a
decision on product choice, but they
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are less likely to be influenced by
push marketing activity, with word
of mouth more important. Therefore,
reaching their influencers becomes
the real strategy.
CHAPTER 3

Literature Review
The usage of social media and
the Internet has increased
substantially over the past few
decades. Business-to-Consumer
(hereinafter refer to B2C) include
social media into their marketing
strategy to achieve marketing aims
and objectives of the company.
Business-to-Business (hereinafter
refer to B2B) companies have also
started to use social media in their
marketing activities. In addition,
B2B companies have understood
the potential in getting a feedback
from consumers as well as
establishing communication not
only with consumers, but also with
partners of the Internet and social
media (Keinänen and Kuivalainen,
2015).
In spite of the popularity of
social media marketing, its
importance in shaping commercial
online interaction and its huge
potential in supporting brands
(Christodoulides, 2009; Leek and
Christodoulides, 2010; Lindgreen et
al., 2010), there are limited
researches of how social media
communication has an impact on
success of brands, especially B2B
companies. There is insufficient
evidence of data and researches on
how social media helps B2B
companies to achieve their
marketing aims and objectives.
The aim of this paper is to
analyse existing academic

literature and researches and to
discuss the role of social media in
B2B field. Secondly, this paper
proposes the evidence of social
media importance for B2B
companies. Thirdly, it illustrates
online tendencies in social media
for B2B companies. Finally, this
study explains why B2B companies
are lagging B2C companies on
social media activities.

Social Marketing for B2B:
To Use or Not to Use?
Kaplan and Haenlein (2010)
identify social media as: “a group
of applications on Wide World Web
that permit to create and exchange
content between users. Social media
platforms include: social network
(Facebook, Twitter), professional
networking websites (LinkedIn),
media sharing websites (YouTube,
Instagram), discussion forums and
blogs (Agarwal and Yiliyasi, 2010).
Organizations include social
media in their online strategy and
suggest their consumers to follow
their pages on social nets by putting
direct links to Facebook or Twitter
from their corporate websites. They
use the social network to
communicate and promote their
brand (Kaplan and Haenlein, 2010).
Some people believe that new
technologies and social media
might not be suitable to B2B
companies, because of the specific
of their field. Buehrer et al. (2005)
emphasizes internal and external
difficulties in adoption of new
technologies by B2B companies.
Certainly, some researches claim
that many B2B companies adapt
very slow to new technologies and
trends due to barriers such as lack
of budget, time, necessity of taking
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some trainings, negative attitude
about effectiveness, as well as
unfamiliarity with the particular
technologies and tools (Buehrer et
al., 2005). Earlier studies directly
connect the size of the company
and innovative adoption. The
researches propose that smaller
companies are more flexible and
accept innovations and new trends
faster than large companies
(Frambach and Schillewaert, 2002).
Michaelidou et al. (2011)
stresses that almost three quarters
B2B
small
and
medium
companies in the study do not use
social media to achieve their
marketing goals. The reasons for
not using social media are the
following: most of the companies
believe that social media are not
effective in their industry for
achieving
marketing
and
business goals, less than half of
companies that do not use social
media are not sure in effectiveness
of social media in B2B. Limited
knowledge of social field, as well
as limited resources and
experience make small and
medium businesses unconfident
in using social media channels to
achieve marketing aims.
This anecdata has been
supported in a recent B2B study on
social media. In 2015, only slightly
more than a third of B2B marketers
had a documented content strategy,
less than half had a verbal-only
strategy and less than 15 per cent had
no strategy at all. However, the study
stresses that B2B marketers who have
a documented content marketing
strategy get better outcomes than their
colleagues, who do not have a
documented
strategy.
(Contentmarketinginstitute.com,
2016).

Potential for B2B Companies
Baird and Parasnis (2011) claim
that most people use social media for
personal purposes, such as staying
in touch with family and friends.
Besides, the study emphasizes that
business companies believe that
customers
interact
with
organizations on social platforms not
to get some information about new
products or services, but to get some
benefits (discounts or sales).
Michaelidou et al. (2011)
emphasizes that more than 90 per
cent of B2B companies in the study
use social media to attract new
consumers, 86 per cent use social
media to interact with their existing
audience, 82 per cent with the help
of social media expect to increase
brand awareness, less than half of
companies in the study expect to
get feedback and information from
their customers.
According
to
the
Contentmarketinginstitute.com
(2016) research, more than 90 per
cent of B2B marketers consider
social media an effective marketing
tool for B2B and use it in their daily
work. Anecdotal evidence proposes
that social media is an essential tool
for B2B organizations (Shih, 2009).
Barnes (2010) believes that an
effective marketing strategy should
include social media tools, due to
advantages and opportunities,
which B2B company could achieve
by smart implementation of this
strategy. With the help of social
media business companies can
communicate with their existing
and potential consumers and
generate value for their brands
through information, knowledge,
conversations, relationships and
e-commerce (Sharma, 2002;
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Breslauer & Smith, 2009; Tsimonis
and Dimitriadis, 2014). In addition,
B2B organizations could use social
media not only for interaction with
their customers, but also to build
strong relationships and trust with
prospective partners in terms of
B2B sales (Shih, 2009). Earlier
researches stress that because of the
non-transactional nature with the
help of social media it is very easy
and comfortable to collect feedback
and information from consumers
and
to
initiate
two-way
conversations with them (Enders et
al., 2008; Kaplan and Haenlein,
2010). Moreover, communication
through social media channels can
help companies to recognize
problems that they have and find
solutions to them (Shih, 2009;
Tsimonis and Dimitriadis, 2014).
Michaelidou et al. (2011) stress
that according to the study almost a
third of B2B small and medium
businesses use social media, the
majority of them use Facebook (more
than three quarters) as a platform to
meet their aims. Moreover, the study
shows that companies, that
implemented social media in their
marketing strategy as a rule use more
than one social platform. In addition,
half of the companies do not invest
into social media or they use only 1
per cent of their marketing budgets.
Besides, none of the B2B firms in the
study plan to diminish their
investments in social media, while
almost half of the companies in the
study plan to increase their
investments into social media.
In addition, Schulze (2013)
emphasizes the following most
popular B2B social activities:
posting content on a company blog;
building relationships with social
influencers and bloggers; using
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different sharing platforms, such as
YouTube, Flickr and Slideshare.
Additionally, in 2016 content
marketing trends in North America
include: social media content - other
than blogs - 93 per cent of B2B
marketers use social media to
achieve their marketing goals; case
studies - 82 per cent of B2B
marketers use this tactic. More than
80 per cent of marketers use blogs
and in-person events. Less than 80
per cent of respondents in the study
post articles or videos on their
website. Besides, B2B marketers in
North America use illustrations,
photos, white papers, infographics,
webinars and online presentations
as their content marketing tactic to
achieve
business
aims
(Contentmarketinginstitute.com,
2016).

Challenges for B2B
Companies
Business
experts
and
academic literature agree that in
general B2B marketers fail
business-to-consumer (hereinafter
refer to B2C) marketing specialists
in theory and practice of social
media usage (Adiele, 2011; Bruhn
et al., 2014; Fiore and Schneider,
2016). One reason is that, in
general, interest in social media
has been constantly increasing
since 2004, while the specific
interest in social media of B2B only
appeared in 2010 (Michaelidou et
al., 2011). Another reason is that
services and products that B2B
companies suggest to the
customers are often more complex
and complicated than B2C
services or goods. According to
Chernov J., Vice President of
Marketing at Kinvey, “B2B
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companies have problems with
social media because many of
them do not understand that
social media requires a combination of business and technology
approaches” (Marx, 2013).
Additionally, Dibb and
Simkin (1993) consider that B2C
consumers are more indulgencedriven than B2B customers. This
is the reason why in B2B
communication, the message and
media reliability for interaction
with consumers are more
essential. What is more, B2B
marketers face more difficulties
than B2C because they should find
the balance between casual and
informal style of messages to be
understandable for their target
audience and at the same time not
to create a frivolous impression
(Habibi et al., 2015). Also, B2B
products and services are more
knowledgeable than B2C. Greater
product sophistication means that
B2B buyers tend to depend on
more information about the
product due to the higher level of
risk included in high-value
purchases. As a result, customers
prefer to research the information
about the product more carefully
and detailed, using different
channels (Jerman and Završnik,
2012; Jussila et al., 2014). What is
more, social media allow
consumers to get greater
knowledge by searching various
online communities, blogs and
forums.
One of the challenges that B2B
companies and marketing managers face is too many social media
platforms and types of contents. In
addition, all social media activities
should be coordinated with the

sales funnel stage giving the
permission to decision-makers to
access various types of information
regarding their buyer readiness
stage and receptivity to information
types (Habibi, 2015).
CHAPTER 4

Research Methdology
Objectives of the Study
1. To find out the types and trends
of digital channels in B2B
communication.
2. To understand the role of digital
channels in B2B communication.
3. To provide with the suggestions
to improve the growth of business
by using digital channels.
Method of Data Collection
The data was collected by
means of informal interviews,
questionnaire and observation. Both
primary data and secondary data
was used to collect the information.
Primary Data
The data required for the study
was collected from questionnaire
survey among B2B marketing
executives & customers.
Secondary Data
The Secondary Data was
collected from the website, reference
book, research paper, etc.
Sample Size
Sample size was 100 or as per
project sampling requirement.
Sampling Method
Random sampling method.
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CHAPTER 5

Data Analysis
1.

Strongly
Disagree
18%

Compared to outbound
marketing, digital marketing is
extremely cost-effective.

Strongly Agree
24%

• Strongly Agree
• Agree
• Neutral
• Disagree
• Strongly Disagree

Disagree
21%
Agree
32%
Neutral
5%

2.

Digital marketing allows your
business to get the best possible
ROI for your campaigns as you
can get more bang for your
buck, especially with exposure

Strongly Agree
17%

Strongly
Disagree
36%

• Strongly Agree
• Agree

Agree
21%

• Neutral
• Disagree
• Strongly Disagree
Disagree
20%

3.

Neutral
6%

Strongly
Disagree
7%

With tools like Google
Analytics, digital marketing
can track where your money is
going and how effective it is
towards your target audience.

Strongly Agree
29%

• Strongly Agree
• Agree
• Neutral

Disagree
22%

• Disagree
• Strongly Disagree
Neutral
8%
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24%
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4.

You can use Google Analytics
to evaluate site visitors, time
spent on your pages,
conversion rates, and so much
more.

Strongly
Disagree
17%

Strongly Agree
28%

• Strongly Agree
• Agree
• Neutral
• Disagree
• Strongly Disagree

Disagree
22%

Neutral
8%

5.

Agree
24%

Strongly
Disagree
15%

Digital marketing also helps
your business brand appear
higher in search results for
keywords and phrases related
to your business.

Strongly Agree
30%

• Strongly Agree
• Agree
• Neutral
• Disagree

Disagree
28%

• Strongly Disagree
Neutral
7%

6.

Digital marketing allows you to
actively reach and find people
who are already searching for
your products or services
online, enabling you to earn
you more qualified leads.

Strongly
Disagree
11%

Agree
20%

Strongly Agree
32%

Disagree
22%

• Strongly Agree
• Agree
• Neutral
• Disagree
• Strongly Disagree
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Neutral
9%

Agree
26%
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7.

There are many digital
marketing channels that can
work quickly, so if you’re
looking to boost web traffic,
leads, and revenue fast, they
can be great options.
• Strongly Agree

Strongly
Disagree 16%

Strongly Agree
31%

Disagree 20%

• Agree
• Neutral
• Disagree
• Strongly Disagree

Neutral 5%
Agree 28%

8.

B2B content marketing is about
giving potential customers
value, information and a reason
to choose you.

Strongly
Disagree 1%

Disagree 17%

Strongly Agree
40%

• Strongly Agree
• Agree
• Neutral

Neutral 12%

• Disagree
• Strongly Disagree

Agree 30%

9.

As B2B businesses directly
communicate with the
individuals they serve, social
media becomes a natural way
to reach people looking for
solutions.
•

Strongly Agree

•

Agree

•

Neutral

•

Disagree

•

Strongly Disagree

Strongly
Disagree 2%

Strongly Agree
26%

Disagree 21%

Neutral 20%
Agree 31%
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10. Email marketing is the cheapest
form of internet advertising as
it essentially complements your
other digital marketing efforts.

Strongly
Disagree 20%

Strongly Agree
26%

• Strongly Agree
• Agree
• Neutral
• Disagree

Disagree 17%

• Strongly Disagree
Agree 25%
Neutral 10%

Findings
• Compared
to
outbound
marketing, digital marketing is
extremely cost-effective.
• Digital marketing allows your
business to get the best possible
ROI for your campaigns as you
can get more bang for your buck,
especially with exposure.
• With tools like Google Analytics,
digital marketing can track
where your money is going and
how effective it is towards your
target audience.
• You can use Google Analytics to
evaluate site visitors, time spent
on your pages, conversion rates,
and so much more.
• Digital marketing also helps your
business brand appear higher in
search results for keywords and
phrases related to your business.
• Digital marketing allows you to
actively reach and find people
who are already searching for
your products or services online,
enabling you to earn you more
qualified leads.
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• There are many digital
marketing channels that can
work quickly, so if you’re looking
to boost web traffic, leads, and
revenue fast, they can be great
options.
• B2B content marketing is about
giving potential customers
value, information and a reason
to choose you.
• As B2B businesses directly
communicate
with
the
individuals they serve, social
media becomes a natural way to
reach people looking for
solutions.
• Email marketing is the cheapest
form of internet advertising as it
essentially complements your
other digital marketing efforts.

Conclusions
In a world fixated on changing
consumer behaviour, there’s been
an enduring assumption that how
brands sell to business audiences
has not and will not change.
Wrong. From the influx of social
media usage, the rise of the visual

web and a truly mobile first
approach to just about everything,
consumer trends are influencing
the B2B buying process like never
before.
So do we really know who
today’s new B2B buyers are, and
how best to attract their attention?
Perhaps
surprisingly,
European research from Google has
found that modern day B2B buyers
are considerably younger and more
digitally savvy than ever; in fact,
40% of European researchers are
aged between 18 to 34. At one end
of the spectrum lie buyers who are
complete digital natives and don’t
know a world without mobile. At
the opposite end are buyers who
have witnessed with their own eyes
the recent digital evolution and
adapted with the times.
There is no doubt that B2B
buyers are becoming younger and
more commercially aware in their
approach, but making a business
purchase is still a well-researched
and considered decision. Often the
sales cycle is long, comprising
multiple stakeholders. So how can
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PR help a brand to capture the
attention of
buyers
(and
researchers) and be included in the
shortlist of one or two vendors, or
how can they insert themselves into
the sales cycle once it has already
started?
Overall, brand consistency
must be a priority when creating a
good customer experience. It is the
responsibility of B2B communicators to acknowledge that the
customer’s experience of the brand
is equal to the importance of its
products and services, delivering
engaging customer service
initiatives, efficient e-commerce
platforms and intensive customer
research to accurately predict
the future preferences and needs of
B2B buyers.
But how does this work in
practice, when communications are
coming from many different areas
of the business?
With 18 per cent of
companies saying that digital
marketing is separate from the rest
of the business and other marketing
functions (according to data from
Econsultancy), it’s clear that B2B
brands still tend to approach
communications in silos (such as
the ‘mobile team’ or the ‘social
team’) – they’re not integrated. The
problem with this approach is that
customers expect to interact with
brands across multiple devices and
platforms. If the approach is siloed,
the customer journey is disjointed.
“B2B marketers need to stop
selling and start inspiring – bringing
more emotion into content production,
rather than just promotion.”
At a recent event hosted by
Nelson Bostock Unlimited, Tony

Mays, European PR director at AVG
Technologies, agreed that many
organizations have some work to
do to fully integrate PR and
marketing functions in order to
drive a consistent customer journey.
For Tony, the solution lies in
addressing the culture of the
business, particularly regarding
content creation, rather than trying
to control all of the content and
messaging around the business
centrally. B2B brands need to learn
to relinquish more control to their
customers and stakeholders across
the organization. This process of
breaking down barriers to content
creation, he argues, will ultimately
lead to far richer and more
meaningful output from the brand.
According to Econsultancy,
Barclaycard has made a successful
transition into a ‘brand publisher’,
creating content across multiple
channels for business customers, by
more closely aligning its marketing
functions around a common
purpose. In a competitive market,
the brand is continuing to focus on
content creation rather than
revolving around product-led
initiatives. Barclaycard is a great
example of a brand that refuses to
be boring, and genuinely
understands that its customers
prefer relevant human interest
stories and that B2B marketing
doesn’t need to be overly corporate
in tone.
B2B brands need to remember
that they sell to people. As a result,
many of the tactics around B2C
communications and marketing
strategy can be applied in a B2B
context. To create engaging and
interactive content, put yourself in
the shoes of the new B2B buyer
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audience, understand their
challenges and build a campaign
around those insights. There are
many B2B brands getting it right by
creating content that isn’t selfserving and can be repackaged to
fit across all stages of the sales cycle
to ensure consistency in messaging
and customer experience.

Recommendations
Digital marketing is opening
windows of opportunities for B2B
marketers to promote their
companies on a wide range of
digital marketing channels—
including websites, email, social
media, organic search, paid search,
mobile and display ads, for
example. With so many options, a
common question B2B marketers
ask is: Which digital marketing
channels should I use? Before
planning an effective digital
marketing strategy, marketers need
to understand the different
channels, including the pros and
cons. With this insight, they can
identify which channels are most
likely to work best for their
businesses.
A Digital Marketing Plans
study found that B2B marketers
find seven digital channels to be
most effective. Those digital
marketing channels are listed
below.
Best Digital Marketing Channels
for Lead Generation
• Websites and Blogs
• Email
• Social Media
• Organic Search
• Paid Media
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• Mobile Ads

Cons

• Display Ads

• Creating sites that attract and
retain visitors requires strategic,
design and content creation
expertise.

To help you answer the
question—Which digital marketing
channels should I use?—we’ve
prepared an overview of the pros
and cons of each of these seven
channels, along with tips on how
to optimize their marketing value.
1.

Website Marketing and
Blogging

Websites and blogs aren’t just
nice-to-have marketing tools. They
are essential digital channels for
every company operating today.
They are workhorses for
communicating and selling to
prospects and customers. Prospects
today expect companies’ websites
and blogs to provide copious
amounts of content that answer
their specific questions. Also, when
they care about a brand, they expect
to receive regular blog posts that
provide them with news, insight,
offers and more.
Pros
• Flexible
platforms with
multimedia capabilities for
distributing content in a variety
of formats.
• Low barrier to entry with
minimal technical or IT skills
required.
• Attracts new prospects, while
engaging
with
existing
customers.
• Excellent for brand awareness,
authority building, storytelling
and passive sales messaging.
• Provides the ability to measure
and track performance.
• Boosts SEO.
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monthly email newsletter to keep
their businesses top-of-mind, so
that prospects and customers will
look to them when they’re ready to
buy.

• Creating relevant content on a
regular basis can be challenging
and time consuming.

Pros

• Requires a publisher mindset
from brands possibly not used to
this model.

• Helps build relationships by
regularly sharing valuable
information.

• Requires planning, organization
and
editorial
control,
particularly if there are multiple
authors.

• Can be customized and tailored
to specific buyer personas.

Tips
• Create websites and content that
serve your prospects’ and
customers’ needs and answer
their questions.
• Understand your audience by
creating detailed buyer personas.
• Give away your knowledge.
• Deliver a compelling call-toaction throughout the customer
journey.
• Consistently publish new
content.
• Be true to your company’s voice
and tone.
2. Email Marketing
B2B email marketing is an
effective way to build and maintain
rapport with potential clients and
maintain relationships with
existing customers. As the
prospects progress through the
sales funnel, companies can focus
on helping them solve specific
problems and achieve specific
goals, rather than abruptly pushing
them towards sales. Some
companies send a weekly or

• Cost-effective way of engaging an
audience on an ongoing basis.

• Relatively fast to create and send.
• Allows consumers to grow into
their decision to make a purchase.
• Provides many segmentation
options.
• Companies retain complete
control over the content
prospects and customers receive.
• Can micro-track and analyze
everything from open rate to
click-throughs.
Cons
• Building a customer email
database can take time.
• Risk irritating customers by
sending too many emails.
• Customers
can
easily
unsubscribe or mark emails as
spam.
• So saturated that many people
ignore emails.
• Spam filters kill some emails.
• Competing with other email
marketers.
Tips
• Track what works well and what
doesn’t to improve your email
results.
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• Find the right balance for
sending emails to prospects and
customers.
• Invest in a good inbound
marketing
application to
manage email operations.
3.

Social Media Marketing
(Organic)

Social media has grown from
being merely a digital channel for
socializing into one of the most
powerful digital marketing tools for
brands and businesses. All forms
of social media, from Facebook to
LinkedIn to YouTube, have built
large networks and communities by
allowing users to interact with each
other, share opinions, participate in
discussions and engage in real time.
Today, businesses can leverage
social media platforms to create
brand awareness organically
(versus advertising) for their
products and services. Also, they
can reach out to highly targeted
potential customers through
person-to-person engagement.
Pros
• A social media presence makes
your company more accessible
and keeps your clients in the
loop with your business.
• Allows you to react or respond
in real-time to relevant news or
conversations.
• Nurtures brand loyalty through
targeting and consistent,
relevant presence.
• Great for customer service,
including praise, suggestions
and complaints.
• Can be inexpensive if managed
well.

Cons
• It’s hard to break through the
noise and get your potential
customers to focus on your posts.
• Takes a large time commitment
to grow and maintain a
following.
• Must engage in continuous
communication
to
keep
customers’ and prospects’
attention.
• Attracts spammers, scammers,
trolls and all other sorts of
malicious individuals.
• Reach is declining on many
platforms due to changing
algorithms.
• ROI for organic social media
efforts is hard to measure.
Tips
• Identify your company’s goals
and targeted audience before you
get started.
• Choose the right platforms for
your industry, company and
consumers.
• Regularly post links to new
content, articles, company
events, industry awards, etc.
• Observe your consumers’ pain
points, and address them in realtime.
• Always think and review
content before posting.
4. Organic SEO
Every day millions of people
use search engines to hunt for
information about brands,
products, services and the pain
points they experience. It still rules
as one of the best B2B marketing
channels, because it’s the most
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popular medium for locating any
and all information.
Marketing
masters
understand that SEO is the
lifeblood of a thriving, effective
digital marketing strategy. SEO
involves several activities to boost
rankings, including keyword
research, making use of both onpage and off-page optimization,
linkable asset creation, organic
link building and more.
Optimizing SEO in your content
will dramatically improve your
search rank and make it that much
easier for customers to find you.
For example, you can publish
original content related to your
industry and include the
keywords in strategic places like
your title tags, headings and
content.
Pros
• Practically everyone uses a
search engine to explore
products and services before
buying.
• Supports a cost-effective
marketing strategy.
• Ranking well for your chosen
niche can pay off for years to
come.
• Scales up over time for the
maximum reach of a niche.
• Delivers a continuous flow of
targeted traffic.
• Gives businesses exposure to
people actively looking for
solutions.
• Generates traffic that has a good
chance of converting.
• Supports making you an
authority in your niche.
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Cons
• Can take years to match the scale
of your competitors.
• Requires a big investment for a
competitive niche.
• No control over search engine
algorithms’ updates and
changes.
• Potential for penalties if you
stray into gray or black hat arena.
Tips
• Rank better in the search results
by being the first one there.
• Reach out to other reputable
websites to earn links to your
content.
• Know your keywords and
incorporate them into highquality, engaging content.
• Work with your tech team to
ensure your website is highfunctioning, fast-loading and
delivers the quality content your
customers are seeking.
5.

Paid Search (aka Pay Per
Click Advertising)

Paid search is like SEO except
companies pay for it. There are two
key differences when considering
SEO or paid search. The first is that
paid ads appear at the top of the
page, above the organic listings. The
second is that traffic from organic
is free, whereas traffic from paid
search has a cost for each click.
Essentially, paid search dominates
above-the-fold. With typically four
ads on desktop and three on mobile,
users will always see the paid search
ads, even if they choose to scroll past
them. Ads can be targeted by search
keywords, time of day, day of the
week, geography, language, device
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and audiences based on previous
visits. Some of the options for
creating ads are calls-to-action,
locations, site links, pricing and
bullet points.
Pros
• Laser-targeted visibility.
• Fast deployment and results.
• Testable and trackable.
• Granular control, including
budgets.
• Unrestricted access to keyword
data, which can inform all
advertising.
• Easy to conduct AB tests on ads,
landing pages and call-to-action
buttons to find the best results.
Cons
• Requires constant investment, so
costs can quickly add up.
• No staying power, unlike good
inbound marketing.
• Poor management can deliver
poor results.
• Requires ongoing work to test
results and continually optimize
ads.
• Competitive keywords are
expensive.
• Lots of competition and keyword
bidding wars with other
advertisers.
• Easy for competitors to copy your
strategy.
Tips
• Learn more about your audience.
• Focus on quality keywords.
• Create landing pages that match
your ads’ visuals and content.

• Focus on the ads’ images.
• Optimize ads for mobile.
• Set up conversion tracking.
6. Mobile Marketing
In the B2B marketplace, mobile
is growing rapidly. More and more
buyers are using smartphones,
and mobile’s influence is
reshaping the B2B purchase
pathway. Effective mobile
advertising means understanding
your mobile audience, designing
content with mobile platforms in
mind and making strategic use of
email marketing, mobile apps
and geofencing advertising using
GPS and radio frequency
identifiers.
This is creating substantial
opportunities for marketers who
get it right, while companies that
aren’t engaging customers on
their smartphones risk losing
sales and market share. However,
many B2B marketers are
dissatisfied with their current
mobile marketing strategy,
hampered by a lack of data,
ineffective measurement and
inadequate mobile capabilities,
skills and tools.
Pros
• Speeds up sales, which both
accelerates revenue and reduces
costs.
• Positive mobile user experiences
build customer loyalty.
• Impact extends beyond the
smartphone to the desktop or
laptop, tablet and offline sales.
• Provides a treasure of data to
build comprehensive views of
customers.
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Cons
• Lack of direct evidence of
mobile’s impact.
• Insufficient customer insight,
marketing
performance
measurement and conversion
rates.
• Aggressive companies are
establishing
customer
relationships that will be
difficult for latecomers to
dislodge.
• Slow-moving companies are in
danger of being eliminated from
consideration.
• Difficulty of tracking its impact
across channels and devices.
Tips
• Take a test-and-learn approach
to expanding mobile marketing,
adjusting your strategy as you
go.
• Invest substantial time to
understand customers’ purchase
behaviours and the role that
mobile plays.
• Develop
mobile-friendly
experiences designed expressly
for smartphone users, i.e., less
text and more graphics.
• Take advantage of the unique
capabilities and features of
smartphones, such as location
data, camera and phone.
7. Display Advertising
This
channel
involves
designing graphical ads and
placing them next to content on
websites, emails and other digital
formats. Display ads help promote
new products or offers, increase
online presence and reach out to

customers to help drive leads and
increase brand awareness. Ads can
be banners, boxes, interactive ads,
video ads, overlays and other
similar ads that are linked to a
landing page or website. They can
include text, images, audio or video
clips, animation or other interactive
content.
Pros
• Extremely targeted and flexible.
• Pay
only
for
relevant
impressions received.
• Choose from a large number of
advertising options.
• Target ads according to
consumer behaviour, demographics or geographic location.

multiple opportunities to get their
names and messages out in front of
a larger targeted audience in ways
that build brands, create
conversions and boost profits.
However, the vast number of
options can also be overwhelming,
leading to poor choices and wasted
investments. By studying the
opportunities, and the pros and
cons of each channel, before making
a time and budget commitment,
companies will ultimately find their
best answer to the key question:
Which digital channels should I
use?
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