
Marketing advice is pretty ubiquitous these 
days. Everywhere you turn, another self-
declared expert is dishing out tips for social 
media, for content marketing, for catching a 
consumer’s eye and shilling a product. Except, 
somehow the tips never seem to apply to you 
because you’re marketing to businesses—and 
they’re talking about consumers.

B2C marketing is sexy. B2C marketing is full of 
gorgeously lit photos of products and of peo-
ple using those products. B2C marketing gets 
to sell an aspirational lifestyle. If you’ve been 
in the B2B marketing world long, you start to 
wonder if those B2C folks realize how good 
they have it.

But what B2C marketing advice does give you 
is a crystal ball. Trends cycle through B2C 
marketing and into B2B marketing; and if you 
listen to what they’re talking about now, you’ll 
be ahead of the curve in the future.

Content marketing is the current marketing 
trend, and—until search algorithms change—
one that is here to stay. B2B marketing is ahead 
of B2C in this arena, with 93% of B2B brands 
already adopting content strategies, versus 
90% of B2C1. Whether someone is running 
a business or shopping for themselves, they 
need relevant content—and Google and Pen-
guin reward the best. Whatever your business 
is, exploit the expertise it gives you by creat-

ing valuable, search-ready content chock full 
of the kind of information your customers need. 
All buying decisions are, in the end, made by 
a human being, and that human being needs 
your help.

Social media is a channel that has long seemed 
the domain of B2C with its quick product mar-
keting to targeted demographics, but there is 
a place for B2B appeal. LinkedIn—the social 
network for business people acting in their ca-
pacity as business people—is the ideal place 
to target your business market. Google+, no 
longer merely another field for social connec-
tions, lends authorship and credibility to the 
content your company produces2. And while 
Facebook users may not be in the market for 
your products, they can be the exact audience 
you need for your recruiting efforts. 

B2B marketing is a beautiful expression of cre-
ative problem solving. The solutions aren’t ob-
vious, which makes them all the more extraor-
dinary. More effort goes in to B2B advertising, 
which makes the payoff that much more sat-
isfying. Don’t be discouraged by the ease of 
B2C—be inspired. 
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Ever looked around the field of marketing advice and realized the overwhelming ma-
jority is geared towards B2C? You’re not alone.
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