Opinion

Let's begin B2B ialogue

Justin Basini, Deutsche Bank

Lookingbackat this column over the past
18 months,itstruck methatno one has
written about B2B marketingand the
issues facing the sector. I think thereisa
perception thatitis the poorrelation of
B2Cmarketingand thereforeless sexy,
thusattractinglower budgets. On the

. otherhand, the complexworld of
consumerswould appear tobe more
deserving of space and perhaps this contributestoa
sense that B2B marketers are less talented.

Of course, there are real differences between theroles
of B2Band B2C marketers. Many of the former have less
direct control of the brand than their B2C peers. Also, B2B
marlketers often havea broader range of marketingand
communications responsibilities, which suggests that they
arejacksofalltradesand masters of none.

Yettherealityisthat35% of all globaladspend iseither
corporate or B2B. The marketing budgets setaside by the
globalbanks for B2B run into billions of dollars. Admittedly,
much of thisisspentonhigh-end corporate sponsorships,
brandingand clientschmoozing, as well as all the usual
marketingtools, butaseriousattempt to develop
techniques thataddress the issues of B2Bisessential.

Allbrandsare B2B to some degree and can be viewed
onthreelevels: primary,secondary and tertiary. Primary
B2Bbrands sell their products and services to businesses
direct, such asinvestmentbanks,law firmsand big software
houses, Secondary B2B brands sell to consumers through
other businesses; for example, selling Ariel in Tesco. If
yvouarean FMCG marketer, there willbe someinter-
actionbetween your consumer brand and corporate
brand to create your B2B proposition. Understanding
and manipulating this can gain marketers a competitive
advantage. Finally, tertiary B2B brands are sold or co-
created with partners—selling Michelin tyreswith Ford
cars, forexample.

Gettingto the heart of B2B marketing is important for
businesses. Manyad agencies and consultancies claim to
understand it, butitisrare to find trueinsight into things
such as managing group purchasing, five-year sales cycles
or cliententertaining on-brand. Even the literature shows
apaucity of gopod B2B thinking,

My challenge tomy colleagues in B2B marketing —and the
wider marketing industry—istoinstigate a more proactive,
thoughtful dialogue about B2B issues. Weneed to share our
experiences, successes and mistakes for the betterment of
our profession. It will help mybusiness and career, and
I'msureitwill help yours.
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