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The Problem



B2B is Ready for Digital Disruption

Today’s buyers have been trained to expect a consumer-grade experience

of B2B buyers
chose a digital 

interaction in 2021

33% 
of buyers

want a seller-free 
sales experience

80%
of B2B sales

will occur in digital 
channels by 2025

66% 

Source: McKinsey & Company, Digital Disruption, The Rise of B2B in Fragmented Retail, 
Forrester Report, The Total Economic Impact™ Of Salesforce B2B Commerce

https://www.mckinsey.com/industries/retail/our-insights/digital-disruption-the-rise-of-eb2b-in-fragmented-retail
https://www.salesforce.com/content/dam/web/en_us/www/documents/studies/the-total-economic-impact-of-salesforce-b2b-commerce.pdf


B2B Buyers Expect B2C Experiences

85% of customers say the experience is as important as the product or services

73%
of business buyers 

say sales 
interactions feel 

transactional

Digital-First

Personalized

Connected

Consistent



What Does B2B → B2C Look Like?

Personalized Buying Experiences
Deliver consumer-grade marketing / sales interactions

Enable Community Connections
Engage with partners digitally

Loyalty / Content
Want to build a relationship and not just be sold to 

CUSTOMER



Personalization is Critical

Customers
want a 

personalized 
experience

90%
B2B buyers

would switch suppliers 
for a better digital 

experience

78% 

Source: McKinsey & Company, The New B2B Growth Equation

https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-new-b2b-growth-equation


Customer Journeys Are Messy

Need Decision

Identify Engage Acquire



Phase 1
Capture Your Leads



Event Landing Page & 
Follow Up Nurture

The foodservice industry hosts hundreds of food shows and events each year
● Marketers and sales teams pay big bucks to attend these events

● Networking is the benefit to attending

● New relationships may not convert to revenue right away

What to consider for purposeful industry events
1. How are we tracking our interactions? 

2. How can we justify the expense?

3. What actions can keep conversations flowing post-event?



Event Landing Page & Form



Form Completion Actions & Autoresponder Email



Post-Show 
Personalized 
Email



Email Preference Center



Phase 2
Nurture Your Leads 
& Customers



Brand Introduction Onboarding 
& Post-Purchase Nurtures

What do you do with all this new data?
● Consolidate prospect and customer data across multiple platforms

● New prospects need long-term nurture strategies

● Don’t forget about customizing customer touch points

● Be thoughtful when pairing content to each funnel stage

What to identify to engage your prospects
1. What are our funnel KPIs?

2. What are our moments that matter, trigger points, pass-off points?

3. What message and channels engage our audience?



Personalized Nurture Emails



Post-Purchase 
Personalized 
Email



Personalized 
Resources Page



Post-Purchase 
Engagement 
Studio Nurture 
Program



Bringing Your Sales & 
Marketing Teams Together 
to Deliver Results



Marketing Measurement & Reporting
Continually monitor & optimize the campaign to prove our influence on deals

Organize 
campaign 

categories and 
individual 
marketing 

efforts 

See asset 
downloads, 

form 
submissions, 

email 
engagement

Pinpoint warm 
vs. cold 

prospects

Identify 
low/high 

performing 
campaigns and 

activities

Campaign 
Hierarchies

Reporting 
Dashboards

Scoring & 
Grading

 Campaign 
Influence

Use predictive 
analysis to 

guide 
marketing 
strategy

Einstein



Marketing Measurement & Reporting



Marketing Measurement & Reporting



Sales Alerts & Actions
Sales reaches out to prospects in parallel, working in partnership with marketing

Salesforce Engage

Create tailored 
messaging templates 

that are specific to 
brand & campaign 

goals

Ongoing Real-Time 
Alerts 

Notifies sales & 
marketing about form 

fills, engagement, score 
threshold hits

Opportunity 
Contact Roles

Ties back pipeline 
efforts to specific 

campaigns



Key Takeaways



5 Key Takeaways

1. B2B buyers expect a B2C consumer-like, personal experience.

2. Rely on your team & your technology with a marketing 
automation platform at the core.

3. Ensure your sales & marketing teams understand their roles.

4. Don’t let perfect be the enemy of good & even a little 
personalization goes a long way.

5. Keep your data clean!



Thank You!



Questions?
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