




Advance Praise for Complete B2B 
Online Marketing
Business-to-business online marketing is hard. Luckily you just found three expert 
guides. Maura, Lauren, and Bill are veteran B2B online marketers and excellent com-
municators—you want them on your side!

—Tim Ash, CEO, SiteTuners, Author of Landing Page Optimization, Chair of 
Conversion Conference

This book should be required reading for any B2B marketer.
—Kraig Swensrud, CMO, Salesforce

The Digital Marketing industry is changing at a pace hard to keep up as well as chal-
lenging to grasp in its entirety for marketers today. This is why I am such a big advo-
cate of all the insights, complete coverage and latest competitive tactics that Lauren 
and team cover in this book. As a B2B marketer it's hard enough to get good teach-
ings, but in digital it's nearly impossible. If you run a B2B company or are involved 
in marketing, this book is a must read… leave it on the bookshelf at your own peril. 
Those that learn the tactics and concepts there in have significant market share to 
gain, those that do not will feel the consequences.

—Aaron Kahlow, CEO, Online Marketing Institute

If you were looking for yet another boring B2B marketing book, keep looking. If you 
were looking for an absorbing, practical guide to sexy B2B marketing then you’ve 
found it! From Targeting to Relevant Messaging to Nurturing to Acquisition, let 
Maura, Bill, and Lauren show you how to truly rock it.

—Avinash Kaushik, Author of Web Analytics 2.0 and Web Analytics:  
An Hour a Day

When it comes to B2B marketing online, each one of these authors has more knowl-
edge than 99.9% of marketers out there. The three of them together have created a 
book full of knowledge and actionable insights that should become the bible for mar-
keters trying to reach the business audience online.

--Russel Glass, CEO, Bizo



Maura Ginty and Lauren Vaccarello are two of the most seasoned and progressive B2B 
online marketers of today. In their seminal book, Complete B2B Online Marketing, 
they have crafted the ideal guide to B2B marketing online which is the ideal prepara-
tion for any generalist on this critical and growing area of digital marketing. This 
book is your must-have manual to understand how to gain the most benefit from 
online marketing in a business to business context—in fact, it’s required reading for 
my team and stakeholders across the company.

—Crispin Sheridan, Senior Director, Global Search SAP

The B2B marketing landscape is changing fast and if you want to keep up, you need to 
know about what's next. Complete B2B Online Marketing will teach you how to suc-
cessfully market your brand online and convert leads faster.

—Bryan Eisenberg, New York Times Bestselling Author, Keynote speaker

When it comes to marketing, Lauren stands out from the crowd and her new book 
Complete B2B Online Marketing is no different. It is not common to find a practi-
tioner who can so eloquently take readers on a journey through everything they need 
to know on how to become an excellent B2B online marketer; however, Lauren does 
just this in such a way that also makes it fun. A must read for all B2B marketers, 
online or off. 

—Matt McGowan, MD, Incisive Media
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Dear Reader,
Thank you for choosing Complete B2B Online Marketing. This book is part of a 

family of premium-quality Sybex books, all of which are written by outstanding authors 
who combine practical experience with a gift for teaching.

Sybex was founded in 1976. More than 30 years later, we’re still committed to pro-
ducing consistently exceptional books. With each of our titles, we’re working hard to set a 
new standard for the industry. From the paper we print on, to the authors we work with, 
our goal is to bring you the best books available.

I hope you see all that reflected in these pages. I’d be very interested to hear your 
comments and get your feedback on how we’re doing. Feel free to let me know what you 
think about this or any other Sybex book by sending me an email at nedde@wiley.com. If 
you think you’ve found a technical error in this book, please visit http://sybex.custhelp 
.com. Customer feedback is critical to our efforts at Sybex. 

Best regards,

Neil Edde
Vice President and Publisher
Sybex, an Imprint of Wiley

http://sybex.custhelp.com
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Introduction
There is a scarcity of practitioner-level “how-to” material out there 

on modern B2B marketing that covers recent developments in social 

media, search, and lead management, along with how to integrate the 

newer tactics with traditional approaches. We look to fill that void 

in the marketplace by creating a practical guide to the online world 

for the B2B marketer. This book contains both hands-on information  

that the reader can put into practice immediately and case studies 

from the field. 
Most online marketers start from one area of expertise and adopt others, or they 

start as generalists and delve into channels, campaigns, and activities on demand. This 
guide will help give a full view across the whole landscape, from search to media to events 
to analytics. It will also cover upcoming trends such as social media, retargeting, market-
ing automation, CRM integration, and more. While we’ll cover the connection of online 
to offline worlds, we’ll skip some traditional or highly specialized elements such as physi-
cal event management, direct mail, or telemarketing.

Who Should Read This Book

We present this book as an essential guide to educate aspiring online marketing practitio-
ners so that they can become more proficient in their work. 

In addition to online marketers, specialists in any field would benefit from learning 
across the spectrum. A web analyst, for example, can gain better insights from data and 
develop better recommendations by understanding the functional work of a media man-
ager or sales lead.

Senior management and executives should also review this book to have a better 
understanding of the best practices and trends in the digital space. If they lead a group of 
digital marketers, this book will help.

What Is Covered in This Book

Complete B2B Online Marketing is organized to provide you with the following information:
Chapter 1: Understanding B2B Online Marketing introduces you to online mar-
keting in a business-to-business environment. Learn how online marketing can be 
used at every stage of the buying cycle and how it integrates with traditional mar-
keting tactics.



Introduction














 
u

xxii

Chapter 2: Building a B2B Brand Online explains how various online tactics can 
be used to drive brand awareness and trust.

Chapter 3: Search Engine Optimization: Outranking Your Competitors teaches 
tactics that can be used specifically for B2B companies trying to rank higher on 
search engines and drive more leads and sales from organic search.

Chapter 4: Using Paid Online Media in the B2B Marketplace details how to use 
paid online media to target prospects and customers to drive net new sales and 
influence existing deals.

Chapter 5: Search and Social Media for Online PR reviews the tactical evolution of 
traditional public relations in light of key new online marketing strategies such as 
search and social media.

Chapter 6: Social Media outlines how to get started in B2B social media, no matter 
your budget or headcount. Learn how to best listen, approach, and engage in this 
newest form of digital marketing.  

Chapter 7: Optimizing with Metrics explains everything a B2B marketer needs to 
know about building KPIs, creating optimization strategies, and determining the 
right metrics for paid and earned media.

Chapter 8: Conversion Rate Optimization and Usability introduces web usability 
best practices and explains how to create a conversion optimization plan and how 
to determine conversion goals.

Chapter 9: Integrating Online with Offline Marketing bridges the gap between 
offline marketing tactics, such as direct mail, and tactics for the online world. It 
also explains how online can be used to turbo-charge events. 

Chapter 10: Managing Your Leads: Automation and Nurturing shows the impact 
that a marketing automation and lead-nurturing program can have on overall mar-
keting efforts. It also provides best practices for using email marketing when selling 
to businesses rather than consumers.

Chapter 11: Integrating Marketing with CRM covers the close relationship that 
B2B marketers have with their CRM solutions and describes the type of CRM inte-
grations that are available for marketers.

Chapter 12: The Overall Marketing Mix shows where online fits in the overall 
marketing mix as well as how to budget for the next big digital innovation. 

Glossary provides an overview of all the B2B and online specific terms and acro-
nyms that may be new.

How to Contact the Authors

We welcome feedback from you about this book or about books you’d like to see from us in 
the future. You can reach Lauren or Maura by writing to b2bmarketingbook@gmail.com  
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or via Twitter to @laurenv or @mauraginty. You can reach Bill Leake by writing him at 
Leake@ApogeeResults.com, or by messaging him @marketing_bill on Twitter. 

Sybex strives to keep you supplied with the latest tools and information you need 
for your work. Please check the book’s website at www.sybex.com/go/b2bonlinemarketing, 
where we’ll post additional content and updates that supplement this book if the need 
arises.
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Understanding B2B 
Online Marketing

Let’s face it: business-to-business (B2B) market-

ing is different. It is certainly different than those 

deal-of-the-day sites that popped up in 2010, 

multiplied like rabbits, and lurked around every 

corner in 2011. If you are tired of listening to case 

studies showing you how easy it is to increase 

sales on some ecommerce site or exhausted by 

going to webinars endlessly hawking some ven-

dor’s wares while promising the moon, then this 

is the book for you.

We will cover what is crucial for today’s success-

ful B2B marketer. We will show you how to mar-

ket your business—a business with a complex and 

considered sales cycle—online. Say good-bye to 

irrelevant case studies and hello to practical infor-

mation and real strategies you can apply to your 

business today, tomorrow, and one year from now.

Chapter Contents
Why Online?

B2B Is Different

Developing Your Strategy

How Online Reflects the Sales Funnel: Objectives and Measurement


