Changes to Marketing Strategies

Customer Experience stays the top priority
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With COVID-19 causing significant disruption to B2B organizations around the ~%  (Xand innovation
world, there is no surprise that businesses have had to realign their key ‘Yffre maintain their top
focuses. From our recent Pandemic Tracker, we have seen that the changes. ® o’ priority positions
New markets demand
en and environmental
2019 - : 2020 & |
Bk Rank order of top marketing strategies -y / purpose-driven
marketing jump
= ¢ Customer experience & loyalty
) e —e ) Product development/innovation Value marketmg,
. segmentation and
e ¢ 3 New market opportunity - location top-of-funnel activity
" decline significantly
4 o ° ZI_ Demand generation/converting leads
5 &l . ® 5 New market opportunity - industry
O e "t'«.“ e H Environmental/green positioning
/e e /  Competitor analysis
8 e S e 8  Value marketing
9 ° .................... ° 9 Segmenting markets/customers
10 @ e | () Purpose-driven marketing
17 e e |1 Buildingbrand position
1) @ ¢ | Modernizing brand
13 e ® |3 Account-based marketing
14 e ¢ |4 Increasing share of wallet/spend
15 e ® 15 Employee engagement
16 @ ¢ | Channel/partner marketing
A e Y|/ Raising awareness/Top of funnel

P40 International

a gyro: company www.b2binternational.com




