
It’s interesting how the dynamics change between B2B and B2C marketing.  
Especially considering these different marketers are talking to the exact same 
person.   

Whether someone is purchasing a product or solution for themselves or their 
company, they’re looking to achieve the same outcome. To solve a problem or fill 
a need.  

It’s only the scale, cost, and number of decision makers that differs.  
 
 

 
The general consensus seems to be that B2B marketing isn’t very exciting.  
And that’s simply not true.  

There’s no such thing as a boring company or product. But there is such a thing  
as a boring, uninspiring marketing campaign.  

There’s a number of firmly-held misconceptions about B2B marketing. 

B2B marketing myths that aren’t true. 
And never really were

“There’s no such thing as a boring company or product. 
But there is such a thing as a boring, uninspiring 
marketing campaign. ”

Here we look at, and dispel,  
some common ones: 

“I need the best security for my home computer so hackers  
don’t steal my banking details.”

“We need the best security for our company IT infrastructure so 
hackers don’t steal our business-critical data.”



Just because most of it isn’t, doesn’t 
mean it shouldn’t. 

The fact is, B2B companies aren’t 
seen as ‘glamorous’ or having ‘fun’ 
products like B2C enterprises. And 
this is where you can really stand out 
by wearing red in a beige crowd. 

You need to give people a reason to 
engage with you. Creativity in mar-
keting does that by capturing the 
imagination of customers. It invokes 
curiosity and commands attention by 
delivering the unexpected, making 
people want to read, watch or listen. 
IT brands taking a more creative ap-
proach to their marketing campaigns 
are the ones seeing the greatest 
success. 

And these successful marketing 
campaigns have essential common 
elements. They’re all single minded 
in their messaging, are relevant and 
relatable to the target audience, and 
they all have a solid strategy. 

Creative ideas come first. And that 
enables creative execution. 

You’re professional people talking to 
other professional people, not robots. 
Not yet anyway. 

Generally, B2B campaigns are very 
factual and formulaic in their  
approach. This is why many B2B 
marketers still believe their content 
should be formal in its tone.  
But this is now changing. 

A growing number of B2B marketers 
are seeing the benefits of infusing 
creativity into their digital marketing 
campaigns. They are becoming more 
creative with the copy and design of 
data sheets, whitepapers, and solu-
tions briefs. 

Some are experimenting with interac-
tive infographics, eBooks, flip cards, 
GIFs and cinemagraphs. Using white-
board animations to tell their prod-
uct story as well as blogs and social 
media posts to help differentiate their 
company from competitors. 

Customers want content that is  
engaging and entertaining as well as 
informative. This makes it memorable 
and more likely to be shared between 
colleagues. 

B2B marketing is  
serious and shouldn’t  
be creative

We’re a professional 
company talking to  
professionals

“Creative ideas come first. And that enables creative 
execution.”

MYTH: MYTH:



People need facts and figures to 
make a decision, but they want a 
story that explains and reinforces 
those facts and figures in ways that 
relate to their business. Tell the story 
of how your products help businesses 
achieve their goals, then back it up 
with your hard data.

B2B marketers are seeing the value 
of brand storytelling. Creating content 
that reflects real-world business chal-
lenges and offers an ideal solution 
that doesn’t just rely on a sales pitch 
or price point. 

The key to achieving this is authen-
ticity. Customers have become much 
more savvy and can instantly detect 
fact from fiction. 

No, no it does not. The way B2B 
customers are consuming information 
has changed dramatically in recent 
years, with mobile technology being 
the key driver.

Many B2B IT vendors are now incor-
porating what was typically seen as 
B2C elements into their communi-
cation channels, and utilizing more 
digital touchpoints.

Effective content needs to promote 
value, emphasise how your prod-
ucts and services are beneficial to 
businesses and customers. Highlight 
ways your solutions can save time, 
money, resources or a combination 
of these and other benefits. And it 
needs to do this as succinctly as pos-
sible. 

Develop content that generates in-
terest in your products and solutions. 
Then provide collateral that includes 
the important technical specifications 
customers need to make an informed 
decision.

It’s B2B, so my content 
needs to be long and 
technical

People in B2B want 
facts not a ‘brand 
story’

“Many B2B IT vendors are now incorporating what was 
typically seen as B2C elements into their communication 
channels, and utilizing more digital touchpoints.”

MYTH: MYTH:



As the main professional social network platform, LinkedIn is the first choice for 
B2B marketers. But it should not be the only choice. 

It’s taken a while for B2B marketers to fully embrace social media as a genuine 
marketing tool. Business leaders, senior managers and their teams are on social 
media every day - Facebook, Twitter, YouTube, Instagram etc.

What they have realized is that social media platforms can be used to significantly 
increase brand and product awareness, generate leads, and expand the reach of 
a campaign. It can also be the sole communication channel of a campaign where 
followers are directed to a featured asset or web page.

B2B marketers need to identify and be active on all social platforms used and 
frequented by existing and potential customers. Some B2B IT vendors are suc-
cessfully using social media to elevate their market position and enhance their 
reputation as an industry leader. 

While the industries may be different the fundamentals for B2B and B2C market-
ing remain the same. Developing creative B2B marketing campaigns can yield 
significant benefits for your business in both brand building and customer acqui-
sition. But it’s also challenging, which is where the Elastic Digital team can help. 

LinkedIn is the only social channel for 
B2B

“It’s taken a while for B2B marketers to fully embrace social 
media as a genuine marketing tool. Business leaders, senior 
managers and their teams are on social media every day 
Facebook, Twitter, YouTube, Instagram etc.”

To find out more head to:
https://elasticdigital.com/services/

MYTH:

http://https://elasticdigital.com/services/
https://elasticdigital.com/services/

