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The customer journey describes the consumer?s path throughout  all 

brand touchpoints that  lead to a decision, such as making a purchase. 

This process is called a journey because prospects usually look at  a 

product  or brand several t imes before deciding to take an act ion. It ?s 

important  to bear in mind that  the journey doesn?t  begin and end with 

the t ransact ion. In fact , the bet ter the overall before-and-af ter sales 

experience, the greater the chances of a customer buying another 

product  and becoming loyal to the brand.

Many market ing professionals f ind of fline market ing init iat ives less 

helpful in mapping a journey since they don?t  provide as much 

t rackable data compared to online sources. In most  cases, informat ion 

regarding the awareness step is missed as it  comes from of fline sources 

such as recommendat ions from family or friends, a f lyer, a 

newspaper, a TV ad or other print  advert isements. A company can 

t rack these t ypes of of f line brand touchpoints via qualitat ive 

surveys and market  research, though this can be complex and 

expensive. Moreover, companies may be limited in their capacit y 

to monitor ongoing of fline touchpoints and therefore fail to learn 

quickly and act  accordingly.

On the cont rary, online touchpoint  act ivit y is a lot  more insight ful 

since potent ial customers looking for a product  or service leave a 

digital t race that  can easily be t racked and analyzed. Many brands 

use such insights for the purpose of benchmarking and more 

informed decision making.

1  Int roduct ion: 
What  Is t he Customer Journey?

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y
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Most  companies are leveraging new technology to become more 

ef ficient  and have successfully started an internal process of 

digit izat ion, t ransforming their product ion processes. Externally, 

however, many st ill st ruggle to meet  even the basic needs of their 

customers and potent ial clients in the course of their online 

journeys. If established B2B companies don't  leave their comfort  

zones and sharpen up the online act ivit ies af fect ing the customer 

journey, it ?s likely they?ll get  lef t  behind and eventually become 

invisible to their audience. ?Out  of sight , out  of mind? is a 

dangerous place to be.

 

So how can B2B companies posit ion themselves in the midst  of the 

digital revolut ion? This quest ion is key. According to a study by the 

2. Why t he Customer Journey 
 Is So Important  for B2B 

market  research company Forrester, 74% of  all B2B buying agent s 

do t heir research online before deciding on a supplier. This goes to 

show the importance of online visibilit y.

When it  comes to brand touchpoints during the customer journey, 

human resources should not  be overlooked. Af ter all, it  is people who 

make a brand. An increasing lack of skilled labor has negat ively 

impacted sales departments in almost  every B2B company. One side 

ef fect  we?ve seen from a shortage of experts, such as engineers, is a 

dilut ion of brand posit ioning. Engineers have the technical know-how 

to work alongside sales and market ing teams, explaining and selling 

complex technical products. Without  them, messages can become 

mixed and confusing, and prospects may look elsewhere for answers.
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The answer is simple and complex at  the same t ime: thought  

leadership using relevant  formats and channels! Through 

high-qualit y content  and it s dist ribut ion, companies can 

acquire huge reach and visibilit y and st rengthen their 

authorit y in the eye of the target  group. The ef fects range 

from brand awareness to concrete online interact ions such as 

subscript ions or t ransact ions. Thought  leadership is essent ial 

within the B2B market  if you?re aiming to build t rust  with the 

customer. The target  group?s percept ion of the qualit y and 

innovat ive capacit y you of fer is crit ical ? except  in the case of 

commodit ies, where price alone usually makes all the 

dif ference.

Thought  leadership is facilitated by the creat ion of excellent  

content  that ?s focused on gaining as much relevant  reach as 

possible. Thought  leadership also cont ributes to customer 

loyalt y, as well as to lead generat ion and sales nurturing.

Upscale products and high-involvement  investments, in 

part icular, demand an intense decision-making process with 

informat ion on all details, implicat ions, and benefit s. Because 

of content  a qualitat ive analysis is possible; this is how a 

sustainable t rust  relat ionship with the brand can be cult ivated 

? similar ef fects won?t  result  from Google ads or other 

promot ions that  don?t  of fer any addit ional value to the 

potent ial customer. There is no way around content  market ing 

as an essent ial component  of every B2B customer journey.

How can B2B companies 

posit ion t hemselves w it hin 

t he cust omer journey?

Decision makers are increasingly taking an interest  in content  

market ing and it s relevance. According to ?The State of B2B 

Digital Market ing? study by Demand Wave, 41% of all 

surveyed companies are planning to invest  more budget  in 

search and social media content . And the ?Content  

Market ing? study by Suxeedo tells us that  about  30% of all 

surveyed companies deem content  market ing to be of high 

importance. 

Furthermore, research by Saxoprint  found the most  

profitable companies spend on average 13% more money on 

content  market ing than less successful compet itors. Overall 

investment  in content -driven st rategies is going up.

Content Engagement Funnel Transact ion

The target  group becomes aware of a company through 
relevant  content . The awareness leads to engagement  
with content  and init iates the B2B customer journey.
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Before you start  mapping your customer journey, 

you need to have a good understanding of the 

actual target  group as a collect ive and the 

customer that  result s from it . Buyer personas are 

semi-fict ional representat ions of your ideal 

customers based on market  research and real 

data about  your exist ing customers. 

When creat ing your buyer persona(s), consider 

including demographics, behavior pat terns, 

mot ivat ions, and the goals of your customers. 

The more detailed you are, the bet ter you will be 

able to map out  the customer journey.

3. The Role of  t he Buyer Persona

What  is their role and 

who do t hey repor t  t o? 
What  goals do they have?

Are they on social media 

and if yes on which 

channels?

Which inf ormat ion 

sources do they t rust?

When creat ing your buyer persona, you 

should answer t he f ollow ing quest ions:
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Example of  a buyer persona prof ile:

Persona Name

Angela
Indust ry, geographic or ot her segment s

Report s t o

Solut ions, Sales Play or Campaign

Roles

Educat ion

HOW I AM EVALUATED INFORMATION 
RESOURCES I TRUST

MY RESPONSIBILITIES

- ?.. . . . . . . . . . . . .
- ?. . . . . . . . . . . . . .

- ?. . . . . . . . . . . . . .
- ?. . . . . . . . . . . . . .

- ?. . . . . . . . . . . . . .
- ?. . . . . . . . . . . . . .

- What  is t he average age of  your customer?
- What  did t heir educat ion look like?
- What  is t heir role and who do t hey report  to?
- What  goals do t hey have?
- What  challenges do t hey face?
- How is t heir work evaluated?
- Which informat ion sources do t hey t rust ?
- Are t hey on social media and, if  yes, on which channels

Def ine your buyer 

persona by answering 

t hese quest ions:
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In order to create successful touchpoints for the company and the 

target  group, each channel and it s ef fect iveness needs to be 

considered individually. This allows any potent ial to be ident if ied 

and ut ilized st rategically. For example, users don?t  look for 

t ransact ional content  on social media. Instead, you'll f ind social 

media users t ypically in browsing mode, looking for new topics and 

more interested in entertaining content  rather than heavy content . 

Nevertheless, companies can posit ion themselves within the realm 

of the user?s browsing mode by providing thought ful content  that  

matches the user?s expectat ions. Essent ially, there are 5 steps 

within B2B communicat ions based on the user's intent ions (of ten 

called user intent ). Think of these as 5 steps to opt imize your 

posit ioning throughout  the customer journey. But  f irst , a few words 

about  user intent .

4. B2B Customer Journey 
    Mapping Simple Steps

The B2B cust omer journey is 

all about  user int ent .

As complex as the B2B customer journey may be, focusing on user 

intent  allows you to f igure out  the topics that  will perform well and 

help convert  prospects into customers. The modern B2B customer 

journey needs to be based on the average user?s funnel steps. Each 

step of the user?s funnel is defined by the user?s intent ion or 

intent ions. Experience has shown us the importance of the first  two 

levels ? awareness and considerat ion ? simply by the t raf f ic volume 

these levels generate. Interest ingly, these first  two levels are all about  

the informat ional needs of the user. Various papers est imate that  

approximately 80% of all internet  t raf f ic is t riggered by the need for 

informat ion. Start ing with the awareness level and cont inuing with 

the considerat ion level, the search funnel becomes more narrow as it  

t ransit ions into further levels such as t ransact ion and customer 

loyalt y. 
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80%

20%

Awareness

Considerat ion

Transact ion

Cust omer
Loyalt y

VOLUME

VOLUME

About  80% of  all internet  t raf f ic is init iated by informat ional request s. The 

potent ial of  content -driven st rategies is huge, because t he majorit y of  research 

wit hin t he B2B indust ry is happening online f irst .
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Connect  t he Dot s

1. Awareness

The user is gat hering 

inf ormat ion about  solut ions. 

The first  step of every journey start s with awareness. The user 

becomes aware of a topic or wants to know more about  it  ? 

whether it  is an issue that  demands a solut ion, or solely for the 

sake of entertainment . This step is defined by browsing and 

researching a certain subject  in which the init ial interest  turns 

into a more focused at tent ion, and ult imately t ransit ions into 

the next  step.

The user is likely to be looking for a solution regarding a certain issue. 
The content you create for this stage should therefore focus on delivering 
a solution to their issue and ultimately delivering expertise. The business 
proposition can be presented within the content - for example, as a 
consultant or a supplier of the required materials. Therefore, the content 
always needs to be close to the company?s goals and competencies, 
otherwise it will be hard to bridge the user?s intent with the company?s 
capabilities. The goal must be to publish content that creates awareness - 
not just for the solution, but for the brand as well. This needs to be in a 
way that promotes the brand, but puts the issue and its solution front 
and center.

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y

T I P

The Five St eps



11   |   Demyst if ying t he B2B Online Customer Journey

T I P

Highlight  t he Opt ions

The user is act ively looking f or opt ions.   

The second step is defined by the user?s intent ion to get  all the 

relevant  informat ion he or she needs in order to make good 

decisions. The user already has all the basic informat ion about  

a subject  but  wants to narrow it  down. He or she considers 

making a t ransact ion.

When the user is researching solutions and alternatives, he or she is 
expecting concrete options for actions in order to make decisions and to 
differentiate. Here, it makes sense to highlight products, as long as it 
doesn?t turn into a one-sided sales pitch. Clarity on the pros and cons is 
expected. Content formats that work well during the consideration stage 
of the journey include listicles, where options are tested and compared 
against each other, as well as reports, where customers share practical 
experiences they?ve had with a product or service.

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y

The Five St eps

2. Considerat ion
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T I P

Display t he Benef it s

The user is ready t o purchase. 

What  the user is looking for at  this stage is a t ransact ional 

landing page that  is focused on the product  or service he or 

she wants to purchase. There shouldn?t  be any dist ract ions or 

further content  that  the user has to navigate through in order 

to make the t ransact ion. At  this stage, a user interface that  is 

easy to understand and includes t rust  signals such as 

test imonials and seals of qualit y makes all the dif ference. 

The transaction step is only as strong as the first two previous steps. The 
user expects a credible and trustworthy display of all the benefits he or she 
would gain with a purchase. If all he or she gets is a shallow landing page, 
merely filled with claims but no concrete explanation, the user will not 
convert. The user experience (UX) is definitive and makes a purchase 
attractive, but a comprehensible display of the benefits must be part of 
that experience. Oftentimes it is also useful to address purchasing barriers 
the user may encounter.

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y

The Five St eps

3. Transact ion
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Engage in Conversat ions

Brand engagement  is key.  

Customers and leads need to be kept  alive. Even if the lead 

didn?t  respond to any further of fers or calls to act ion, an 

opportunit y st ill exists. The consistency of content , it s qualit y, 

and it s addit ional value might  be just  what  it  takes to make a 

deal at t ract ive. The t ipping point  in many cases is an ongoing 

process through which the prospect  cont inues to see the brand 

as the leading expert  and best  solut ion to their issue. At  a 

certain point , the considerat ion of another brand won?t  make 

sense anymore.

Users are subject to having emotional reactions - even experienced B2B 
people. Try to speak about the users' needs, aspirations, and challenges. 
Content that?s about your company, your products, and your services is 
less engaging. Thus, the user gets the impression of having found the right 
fit in your company and feel they?re being understood. 

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y

The Five St eps

4. Customer Experience

T I P
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T I P

Communicat e Addit ional Value

What  happens af t er t he purchase mat t ers.  

Just  because the t ransact ion is complete doesn?t  mean the 

customer is out  of the game. In fact , the work has just  started. 

There may be addit ional needs that  come with the product  or 

service and make sense, such as repair services or upgrades. 

What  the customer needs is addit ional content  to create more 

awareness of everything there is to consider. This helps with 

customer retent ion and allows the relat ionship to be 

st rengthened. Every customer has the potent ial to go beyond 

brand loyalt y and become a t rue brand advocate capable of 

having a posit ive impact  on their peers ? provided the overall 

experience is posit ive, including any addit ional value beyond the 

init ial purchase that  the customer may receive. 

A customer that just purchased something may need further information 
that you can supply. A newsletter can be a great gateway to upselling 
opportunities such as upgrades or consulting based on an identified need. 
Whatever it is, the customer always looks for ways to optimize things and 
make solutions more sustainable for themselves. The company can 
establish itself as an assistant that makes sure the customer is successful 
every step of the way. 

Awareness Considerat ion/ Evaluat ion Purchase Customer  Experience Loyalt y

The Five St eps

5. Customer Loyalt y
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Your B2B customer journey comes alive once you define it s 

touchpoints. Every company needs to have a profound 

understanding of the buyer personas and the way they search for 

informat ion. If there is clarit y on the dif ferent  touchpoints that  will 

move the potent ial customer from the init ial awareness stage to the 

purchase stage, the opportunit y exists to improve them to increase 

return on investment  (ROI).

No mat ter which touchpoints are ident if ied as the most  relevant  

ones, there are certain indicators along the journey that  will tell 

whether or not  each and every single step is working. There are 3 

layers when it  comes to analyzing and evaluat ing digital act ions. 

These 3 layers can be connected direct ly to each step in the 

customer journey, since they mirror what  should happen in every 

step:

5. Def ining t he Right  KPIs 
    for t he B2B Customer Journey 

1. User f act ors
Everything that  is connected to how the user responds 

and interacts with the content .

2. Traf f ic f act ors
Everything that  describes the qualit y of the generated 

t raf f ic.

3. Sales f act ors
Everything that  describes the economic ef ficiency and 

outcome.
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Companies must  be able to ident ify ROI holist ically, 

weaknesses as well as st rengths, by looking at  the 

performance of every aspect  of the st rategy. User t raf f ic and 

sales factors are built  on each other, for example, with a 

st rong connect ion between t raf f ic qualit y and converted 

leads. The relat ionship may be common sense, but  only when 

there is an underlying awareness of the various aspects and 

factors.

User factors, such as click-through rate, t ime on site, 

subscript ions, and comments are indicators of how relevant  

the content  might  appear to the target  group. If there is no 

response, it ?s probably because the content  doesn?t  hit  a 

nerve or otherwise incite interest . 

Traf fic factors, like referral t raf f ic, lead qualit y, page views, 

and unique visitors are indicators of whether the content  

appeals to the right  audience at  every touchpoint . They are 

also useful in measuring whether ext ra ef fort  is needed to 

increase visibilit y, or determining whether to change tact ics in 

terms of channel, t iming, or place of publicat ion.

Sales factors, like converted leads, total cost  per lead, and 

ult imately ROI are indicators of the overall ef fect iveness from 

an economic perspect ive. If the st rategy is not  profitable, the 

company might  be failing to appeal to the right  target  group, 

or something equally fundamental is not  working. Maybe the 

topic of a campaign does not  appeal to the target  group, or 

maybe the UX of the landing page is poor. Whatever it  is, in 

order to make the right  adjustments, you need to take a step 

back and review the user and t raf f ic factors again. These 

indicators should provide detailed informat ion on where, 

what , or who the missing link is.

In order to make the B2B customer journey ef fect ive, goals need to be defined 

and then t ranslated into KPIs. This way progress can be t racked and weaknesses 
can be flagged early.

RESEARCH FACTORS

- Referral Traf f ic

- SEO

- Lead Qualit y

- Page Views

- Unique Visitors

- Engagement

ENGAGEMENT FACTORS

- ROI

- Lead Generat ion

- Total Cost  per Lead

- Renewal Rate

- ChurnSALES FACTORS

- Downloads

- Subscript ions

- Comment s, Likes, 

and Shares

- Click-Through Rate

- Time on Site

- Bounce Rate
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So how does a company get  started? In order to set  the customer 

journey up for a win, there needs to be a clear overview of all the 

relevant  components. It  start s with a profound understanding of 

the target  group, it s user behavior, the channels and formats users 

prefer, and most  important ly, the user intent , based on the actual 

need. Only then can a systemat ic approach become possible.

As ment ioned, the B2B customer journey comes alive once you 

define it s touchpoints. Touchpoints on the buyer journey vary 

according to the B2B company in quest ion, but  it 's safe to say that  

the bet ter you understand how the touchpoints work, the more you 

are able to cont rol and improve the performance.

As soon as you know the dif ferent  touchpoints that  will move your 

ideal customer from the awareness to the purchase phase, you'll be 

able to benchmark and improve them in order to increase sales. For 

example, while many companies st ill rely on PR and print  ads to 

6. Get t ing Started: Visualizing 
     t he B2B Customer Journey

generate awareness for their products, that  may not  work for your 

company. Other B2B companies understand that  they need to focus 

on thought  leadership content  rather than writ ing about  their 

products to increase awareness for their solut ions. Through relevant  

and engaging content  that  addresses real- life audience challenges 

without  selling any product , companies are able to win the t rust  

and awareness of potent ial customers. This will lead to a signif icant  

increase in website t raf f ic and is therefore a very important  part  of 

the overall buyer journey. The website needs to host  a lot  of 

informat ion in a visually appealing way in order to make any further 

interact ion at t ract ive and the navigat ion easy. You?ll f ind this will 

cont ribute to the conversion rate and actually st rengthen sales.

All market ing programs f or B2B should be f ocused on driving 

t he ideal cust omer t hrough t he cust omer journey f unnel.
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Visualizing t he Journey

In order to visualize the B2B customer journey for st rategic ideat ion, evaluat ion, and opt imizat ion purposes, the company needs to not  only ident ify all 

important  touchpoints but  also gather all relevant  data along the journey. The data will empower the company to spot  st rengths and weaknesses and to 

adjust  the campaign if needed. Data can also be benchmarked over t ime so professionals can understand if (and where) they?re posit ively moving the needle. 

There are dif ferent  tools out  there that  help to collect  performance data and thereby provide solut ions for each step along the B2B customer journey. Af ter 

you?ve ident if ied all the touchpoints of your customer journey, you'll want  to use the specif ic tools that  pertain to the journey of your target  group, as seen here.

WEBSITE TRAFFIC

Google Analyt ics is the 

most  important  tool to 

analyze website t raf f ic. 

Whether you want  to 

know which sources 

drive the highest  

amount  of t raf f ic to 

your website, the 

qualit y of the user?s 

interact ion, or the 

response to specif ic 

content , Google 

Analyt ics is useful.

PAID MEDIA

This includes Adwords for 

Google Ads and 

?analyt ic? insights for 

social ads on Facebook, 

YouTube, and LinkedIn. 

Every paid input  needs to 

be monitored. It  makes 

sense to perform an 

A/ B-test  campaign to 

f ind out  which kind of ad 

works best  for the target  

group. Begin by test ing 

your wording, visuals, and 

message. Every t iny detail 

mat ters and can have an 

impact  on the conversion 

rate.

EARNED MEDIA 

Meltwater is one of 

the most  

sophist icated tools 

when it  comes to 

online news and 

social media 

analyt ics. The tool 

provides rich media 

intelligence in order 

to paint  the whole 

picture of brand 

awareness.

EMAIL

There are several 

market ing automat ion 

tools that  can make 

repet it ive processes that  

include responding to 

downloads and 

subscript ions easier to 

perform, more scalable, 

and more ef fect ive. 

Email as a channel is st ill 

one of the most  crucial 

vehicles when it  comes 

to B2B communicat ions, 

and every B2B company 

needs to understand 

how to get  the most  out  

of it .

WEBINARS

Hands down, webinars 

as a content  format  is 

one of the most  ef fect ive 

ways to communicate 

during the B2B customer 

journey and generate 

high-qualit y leads. 

Webinars have the 

added benefit  of 

generat ing useful and 

helpful data, for example 

engagement  insights, 

including which topics 

appeal to your target  

group and who among 

your audience is ready to 

make the next  step.

CRM 

All communicat ion with 

current  and future 

clients needs to be 

documented and 

evaluated. A CRM tool 

empowers the company 

to ident ify pat terns as 

well as opportunit ies, 

and to learn from them. 

It  gives the company a 

chance to look at  every 

lead individually and to 

come up with a 

thought ful next  step.

PR

Advertorials

Word of  mout h

Online ads

SEA

LinkedIn 

ads

Blog

Media

Whitepaper

Landing page

Contact  form

Website

Social

FAQ  or Knowledge

Base

Newslet ter

Blog

Social net works
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How to Measure 
Earned Media
Meltwater of fers various ways to evaluate the visibilit y of a 

company. Using the example of Krones AG, it  is clear to see 

why invest ing in social media visibilit y benefit s the whole 

company. Krones AG is a leading German mechanical 

engineering company that  has been t remendously successful 

in building a social media communit y around it s brand. 

In the awareness stage of the customer journey, it  is 

important  to create a dominant  stance when it  comes to the 

percept ion of your brand in the mind of the consumer. This 

percept ion is formed based on a number of touchpoints, 

with media exposure and social media being two of them.

 

Using informat ional content , Krones AG manages to stand 

out  and rise above the noise. The connect ion with their 

target  group is st rengthened through an interact ive content  

st rategy that  focuses mainly on visual channels like Pinterest  

and YouTube, as well as the big player Facebook. 

Stories about  employees, the company, and informat ional 

content  about  processes and technologies enrich the Krones AG 

profile on YouTube, posit ioning them as thought  leaders. As a 

result , the B2B company has built  an engaged audience of 

12,500 followers.

Use Case: 

Understand how your brand, indust ry, and compet itors 

are being discussed on social media. Get  a demo from 

a Meltwater Analyst  to see the most  advanced social 

listening met rics available today.

https://www.meltwater.com/never-miss-a-mention/?source=ebook
https://www.meltwater.com/media-monitoring/?utm_source=ebook&utm_medium=ebook&utm_campaign=DemystifyingB2B
https://www.meltwater.com/media-monitoring/?utm_source=ebook&utm_medium=ebook&utm_campaign=DemystifyingB2B
https://www.meltwater.com/media-monitoring/?utm_source=ebook&utm_medium=ebook&utm_campaign=DemystifyingB2B
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Maria Seywald is a social media manager at  Krones AG and explains t he company?s approach as f ollows: 

?It  is very important  for us to be 'social' ourselves. We want  to respond quickly, and be helpful and likable as we interact  with the 

communit y. There are conversat ions with some of our followers that  are more of a t rivial nature; nevertheless we can see that  

the care we put  in gets rewarded with the faithfulness of our fans. They stay engaged, keep comment ing, and send us pictures 

as well as feedback regarding our technologies. Furthermore, we won?t  post  technology and other serious content  only, but  

rather entertaining content  as well, which creates various opportunit ies for us to engage with the target  group - even with those 

that  are not  fans of us yet .?

Krones AG also has more than 119,000 followers on Facebook. The 

company most ly posts news, technology content , and employee-stories, 

all of which sharpens their profile and t riggers conversat ions. 

On Pinterest , Krones AG publishes boards on food and beverage as well as 

indust rial design content  - both topics that  are close to the company?s 

brand and highly performat ive within all visual channels. They understand 
the t ypes of content  that  resonate with their audience and use this to 

drive engagement .



21   |   Demyst if ying t he B2B Online Customer Journey

Share of  Voice (SOV)  is a met ric that  highlights the dominance of 

a brand within social media compared to other compet itors in the 

space. Krones AG is clearly leading the way with a share of voice of 

68%. This met ric demonst rates how Krones AG has captured a 

signif icant  share of the customer journey in the awareness stage.

Companies also want  to present  themselves in a posit ive light . This 

is why sent iment  analysis is so important . In the sent iment  analysis 

below, you can see Krones AG has a largely posit ive score. You also 

see a hint  that  compet itor Andrit z AG has been sinking into a 

potent ial negat ive percept ion on social media in the last  two 

months, an insight  that  might  lead to a compet it ive advantage if 

you dive into the t rending themes around the negat ive 

conversat ions.

Share of  Voice

Regarding the coverage and reach via classic media-channels, the 

picture slight ly changes.

Sent iment  Score (3 Mont hs)

Media Exposure describes a brand?s reach. In this case, the met ric 

confirms the dominance of Krones AG, since it  delivers the highest  

peak by far. 

Media Exposure
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In May, Krones AG released a study on the ef fect iveness of ?picking 

robots,? which generated a huge, posit ive response throughout  the 

channels.

 

Zooming out  allows the user to get  a wider perspect ive on the 

overall development . It  enables the company to evaluate t rends 

and spot  opportunit ies - especially within a compet itor context .

Media Exposure (3 Mont hs)

Share of  Voice

The graphs reveal that  media dominance in terms of exposure is not  

enough. A company might  reach a large audience, but  it  also needs 

to make sure that  all content  is relevant  and generates a posit ive 

response, otherwise the company won?t  benefit  from it s reach. 

Media Exposure (3 Mont hs)  

The Sent iment  Score implies the qualit y of content . Krones AG 

appears to be consistent  here with it s posit ive associat ions on social 

media when it  comes to published content . Maria Seywald ident if ies 

two main goals of Krones AG regarding social media: ?On the one 

hand we want  to st rengthen our employer branding, and on the 

other we want  to communicate about  our product  well enough to 

build a st rong brand within the indust ry. Because these two goals 

are completely dif ferent , we need to play on dif ferent  channels with 

dif ferent  formats. It  always depends on what  we are t rying to 

achieve.?

Nevertheless, the bigger picture shows that  Krones AG is not  always 

leading the conversat ion.
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Tomra Systems, a compet itor of Krones AG, released some news 

about  the mining of precious metals. It  earned a big reach 

number, but  the responses were mixed and not  always favorable.

A data-driven approach will provide plenty of insight  on which 

topics, formats, and channels might  work for the target  group. A 

content -driven st rategy must  be based on a scalable outcome in 

order to lay the foundat ion for further opt imizat ions. This way a 

company won?t  need to juggle all possible formats and be present  

on every channel. Instead they can focus their resources on the 

opt ions that  are most  promising, especially the channels where 

their audience is most  act ive.   

Sent iment  Score (3 Mont hs)

FORMATS

Hero Content
Search Content
Social Content

PR Content

Search

CHANNELS

Asset s

Social

Event s 

Media

- Remember, the topics should be based on the user?s need. A 

sound analysis of the target  group is fundamental to every 

st rategy. One way to ident ify concrete issues, quest ions, and 

needs is to analyze and evaluate relevant  keyword clusters.

- The need leads up to the channel. Whatever the intent  might  be, 

the user looks for certain answers in certain places. The 

expectat ion that  the user brings to a specialist  magazine is 

dif ferent  from the one that  comes with a social media channel, 

for example.

There is a large variety of channels and formats available. Remember, you 

don?t  have to choose them all. Only adopt  the ones that  are relevant . Once the 
goals are set , the company needs to define how to best  appeal to the target  

group present  on the channels.
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The user intent  and the touchpoint  provide the framework for the format . If the touchpoint  is an online magazine, then the 

user expects to f ind high-qualit y art icles and respectable content  pieces like whitepapers or graphics. The more the format  

conforms to the user?s expectat ion, the more posit ive the impact  it  will have on the conversion rates.

Social

LinkedIn
Twit ter

YouTube
Facebook
Instagram

Social Advert ising

Search

Transact ional Landing
Pages

Informat ional Landing
Pages

Search Engine 
Advert ising

Media

PR
Seeding

Advertorials
Nat ive Advert ising

Asset s

Website
Blog

Corporate Magazines
Webinars

Event s

Trade Conferences
Shows

Roadshows

CHANNELS

Hero Cont ent

E-Book
Whitepaper

St udy
Infographic
Viral Video

Search

Informat ional Art icles
Transact ional Content

Case St udies
Tutorials

FAQs

Social Cont ent

Story Art icle
Interviews

Guest  Art icles
Contest s
Memes

Guide Videos
Story Videos

PR Cont ent

Press Release
News Art icle
Presentat ions

FORMATS
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The customer journey step defines the channel. If there is clarit y on what  the user needs, the company can st rategically 

posit ion it self in all relevant  channels, and as a result , create meaningful touchpoints. The steps of the B2B customer funnel 

are a framework for the content  st rategy. If you know the user?s intent  and the various touchpoints, you can match them with 

relevant  topics and formats. 

Content  hub: Journals, news art icles, 
stories, videos & graphics (social or 
search focus), webinars
Hero content : Whitepapers, e-books, 
calculators, studies, infographics
CTAs: Downloads, banners, contact  
forms

Search & social market ing, nat ive 
advert ising

Focus on Google, LinkedIn, YouTube,
Facebook, Outbrain & Co.

Performance 
market ing

Google & LinkedIn

Dialog market ing & social 
market ing

Newslet ter, LinkedIn & Facebook

Content  hub: Journals, news art icles, 
stories, videos & graphics (social or 
search focus), webinars, tutorials
Hero content : Whitepapers, 
calculators, studies, infographics
CTAs: Downloads, banners, contact  
forms

Commercial landing 
pages: Product  
descript ions, FAQ, 
problems & solut ions, 
stories & cases, 
test imonials
CTAs: Contact  forms, 
online booking

LEVELS

FORMATS

CHANNELS

PLATFORMS
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The challenge is f inding the right  format  for the right  topic and 

matching these with the right  channel. There are many 

opportunit ies to address certain needs, but  above all, it  is the 

user intent  that  must  define the approach.

Awareness and considerat ion:  The user is looking for 

informat ional content , mainly on editorial plat forms or via search 

engines like Google. The user is browsing and becoming aware of 

a topic or a concrete solut ion that  appeals to his or her needs. 

Wherever the content  pops up, the context  is key. The user?s 

intent ion on Instagram or Facebook is dif ferent  than the one on 

LinkedIn. Therefore the content  needs to be dif ferent . Especially 

when it  comes to B2B communicat ions, LinkedIn of fers a much 

more st raight forward approach. According to ?The St at e of  B2B 

Digit al Market ing? study, 59% of all companies replying said 

LinkedIn was the most  performat ive channel regarding lead 

generat ion. Overall, 92% said LinkedIn was the most  important  

social media channel for their company. Furthermore, 93% of the 

decision makers believe that  social media is one of the most  

important  channels for their communicat ion st rategy. 

Search engines, on the other hand, are the most  important  

channel to serve the B2B target  group in terms of research, 

specif ic requests, and the display of opt ions. A company can 

connect  the dots here as far as delivering high-qualit y content  

that  matches the user's request , while creat ing a pathway to the 

very concrete solut ion the company of fers. SEO is non-negot iable 

during this stage of the journey. Specialist  art icles need to be 

visible so that  the target  group, and eventually the company, can 

benefit  from the content . According to an analysis from 

Shareholic, it  is the search engine rather than social media that  

generates the most  t raf f ic for websites. 
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Purchase and t ransact ion:  At  this stage the user gets targeted 

via performance market ing act ions in order to opt imize the 

conversion rate, using, for example, search engine advert isement  

(SEA)plat forms such as Google Adwords. A/ B-test ing of fers a 

sound evaluat ion of the ads that  work and those that  don?t . The 

same is t rue for social media as it  is for paid media. Google and 

LinkedIn are the most  performat ive channels for t ransact ional 

content  via social or search ads, LinkedIn because it  channels the 

B2B target  group and of fers great  tools to communicate. Via 

dynamic ads that  feature integrated lead-generat ion forms, the 

user receives personalized ads focusing on content  pieces such as 

white papers and exclusive specialist  art icles. If the added value 

seems promising enough and matches the user's profile, the user 

will most  likely interact  with the ad and leave his or her personal 

details. 
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Cust omer experience and loyalt y:  Once a t ransact ion has 

occurred or a customer gets in touch with the company via a new 

request , there?s clear potent ial for another conversion. How can a 

company create a successful appeal to further act ion ef fect ively? 

No mat ter where a lead is at  any given moment , consistent  and 

ongoing communicat ion is key to help people get  connected and 

bound to the brand. In the conversion stage it  makes sense to 

establish a direct  communicat ion via email and social target ing 

based on the user?s former behavior. ?The State of B2B Digital 

Market ing? study by Demand Wave says that  95% of all surveyed 

decision makers consider email one of their most  important  

channels. Addit ionally, "hero content " such as white papers, 

webinars, and ebooks may help to bait  the user and restart  a 

conversat ion.

Search vs. Social: Shares of  Visit s
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The most  important  lesson to learn is the immense potent ial of the 

informat ional need of the user. High-qualit y content  needs to be in 

place. It  is imperat ive for everyone that  wants to take part  in the 

website t raf f ic game and fetch the customer at  whichever 

touchpoint  he or she is at . Considering that  t ransact ion levels 

amount  to only 20% of all internet  t raf f ic volume, any company 

that  start s at  the t ransact ion level limit s the potent ial of it s 

communicat ion st rategy and forgoes 80% of it s potent ial success. 

Regarding the remaining 20%, it  is the UX rather than the content  

that  makes all the dif ference. All components that  make a 

t ransact ion look at t ract ive ? including t rust  signals, easy navigat ion, 

and clean design ? help make a t ransact ional website stand out . 

There are several aspects to consider when it  comes to opt imizing 

the B2B customer journey, and we've listed those here.

7. Potent ial Pit falls of  t he B2B Customer 
Journey and How to Avoid Them

Know t he relevant  t ouchpoint s.

While the customer journey is ongoing, there are several 

touchpoints along the way that  will cont ribute to the experience. 

Make sure all touchpoints are taken care of. This means content  is 

up to date, consistent  in it s excellence, and suit s the touchpoint . 

Touchpoints that  are not  performing or are irrelevant  to the 

company's needs should be eliminated as they are a waste of 

resources. A lean communicat ion st rategy with high-qualit y content  

is much bet ter than lots of plates in the air needing to be juggled.

Never end t he cust omer journey.

Whatever happens, the journey never ends! There is always another 

opportunit y to restart  the conversat ion with a customer or to 

provide new opportunit ies for them to engage. A B2B customer 

journey as a st rategy should always include pathways to init iate 

further touchpoints, even when the init ial t ransact ion has been 

completed.
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Don?t  slack of f  w it h your insight s.

No mat ter how much you think you know, there is always 

another learning curve in front  of you. If you neglect  your 

research, you will be lef t  behind by other companies that  stay 

on their toes and refuse to set t le. Grow with your audience and 

understand the needs and intent ions of your target  group. This 

will of fer you with a fresh out look on your communicat ions 

st rategy on a regular basis.

As a t eam, work smart er,  not  harder.

A company cannot  af ford to think in silos when considering it s 

dif ferent  communicat ion departments. PR, market ing, social 

media, and SEO need to work together in order to generate 

mult idimensional ef fects. If you fail to think collect ively, you'll 

be unable to create a holist ic communicat ions st rategy. 

Instead you'll turn each responsible department  into a 

headless chicken that  won?t  know what  it 's doing, and lose 

resources as a result . 

Address t he user?s needs, not  yours.

The last  thing your target  group needs is you over-promot ing 

yourself. Instead, deliver answers before you even think about  

pushing your USP. Every user has a need that  turns into an 

intent . Take this opportunit y to posit ion yourself as a thought  

leader. Instead of being a noisy ad that  just  says something for 

the sake of it , be the brand that  has something of substance 

to say. If you provide addit ional value in your content  ? without  

any st rings at tached ? you'll stand out  and init iate a customer 

journey.
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Summary

The B2B customer journey is a mult i-dimensional road that  

never ends. The dif ferent  layers, goals, user intent ions, 

formats, and channels require a holist ic approach. 

Companies used to doing the minimum when it  comes to 

content  creat ion need to change their mindset . Otherwise 

they will be lef t  behind by companies that  understand the 

value of and are willing to invest  in thought  leadership. 

In t imes when the percept ion of a company defines it s 

compet it ive capacit y, the creat ion and development  of 

a brand has to focus on it s content . More of ten than not , 

the addit ional value will rival that  of the USP of a company, 

a service, or a product .

Angela Wiesenmüller
Market ing Director EMEA
Meltwater

Fionn Kient zler
Managing Partner
Suxeedo
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