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B2B Marketing Trends 2023: Navigating the Future of Business Growth

b2b marketing trends 2023 are shaping the way companies connect, engage, and convert their
target audiences in an ever-evolving digital landscape. As businesses continue to adapt to new
technologies, shifting buyer behaviors, and an increasingly competitive marketplace, staying ahead
of these trends has never been more critical. Whether you're a seasoned marketer or just stepping
into the world of business-to-business marketing, understanding these developments can unlock new
opportunities and drive growth.

In this article, we'll explore some of the most impactful b2b marketing trends 2023 brings to the
forefront. From the rise of AI-powered personalization to the growing importance of content
experience, these insights will help you craft strategies that resonate and deliver measurable
results.

AI and Machine Learning Revolutionizing B2B
Marketing

One of the most transformative forces in b2b marketing trends 2023 is the integration of artificial
intelligence (AI) and machine learning. These technologies are no longer futuristic concepts but
practical tools that marketers leverage daily to optimize campaigns and enhance customer
experiences.

Personalization at Scale

B2B buyers expect tailored experiences similar to what they receive in B2C environments. AI-driven
platforms analyze vast amounts of data, including browsing behaviors, past purchases, and
engagement history, to deliver personalized content, product recommendations, and targeted
messaging. This level of customization helps build stronger relationships, shorten sales cycles, and
increase conversion rates.

Predictive Analytics for Smarter Decision-Making

With predictive analytics, businesses can forecast customer needs and behaviors more accurately. AI
models sift through historical data to identify patterns, enabling marketers to anticipate which leads
are most likely to convert or which accounts require nurturing. This focus on data-driven strategies
reduces wasted spend and maximizes ROI in a competitive marketplace.



Content Experience: Beyond Just Content Marketing

While content marketing has long been a staple in b2b strategies, the emphasis in 2023 is shifting
towards creating an exceptional content experience. This means delivering not only valuable
information but also ensuring that content is engaging, easy to navigate, and aligned with the
buyer’s journey.

Interactive and Visual Content

Static blog posts and whitepapers are making room for more interactive formats such as quizzes,
calculators, videos, and webinars. These formats keep prospects engaged longer and provide more
opportunities to capture insights about their preferences and pain points.

Account-Based Marketing (ABM) Content Alignment

ABM continues to gain traction as companies focus on high-value accounts. Tailoring content
specifically for targeted organizations ensures relevance and fosters deeper connections. Content
experience platforms help marketers customize messaging and distribute content efficiently across
channels.

Omnichannel Engagement and Integration

In b2b marketing trends 2023, omnichannel strategies are essential. Buyers interact with brands
across multiple touchpoints—from social media and email to webinars and in-person
events—expecting a consistent, seamless experience.

Unified Customer Data Platforms

To deliver cohesive messaging, businesses are investing in customer data platforms (CDPs) that
consolidate information from various sources. This holistic view enables marketers to understand
buyer journeys more comprehensively and tailor outreach accordingly.

Social Selling and Community Building

Social media platforms like LinkedIn remain vital for b2b engagement. Beyond traditional
advertising, social selling—where sales professionals build relationships through authentic
interactions—is becoming increasingly effective. Additionally, fostering online communities helps
brands cultivate loyalty and turn customers into advocates.



Embracing Sustainability and Corporate Responsibility

Modern buyers are more conscientious about the values of the companies they do business with.
Incorporating sustainability and corporate social responsibility (CSR) into marketing narratives is a
growing trend in b2b marketing trends 2023.

Authenticity in Messaging

Brands that transparently communicate their sustainability efforts and social impact initiatives tend
to resonate better with decision-makers. This authenticity builds trust, which is crucial in long-term
business relationships.

Green Marketing Strategies

Highlighting eco-friendly products, processes, or partnerships can differentiate a company in
crowded markets. Marketers are also focusing on reducing the environmental footprint of their
campaigns, such as minimizing print collateral and prioritizing digital solutions.

Leveraging Data Privacy and Compliance as a
Competitive Edge

With data privacy regulations tightening worldwide, b2b marketers must prioritize compliance while
maintaining effective targeting strategies. Navigating this landscape thoughtfully is becoming a key
trend in 2023.

Transparent Data Practices

Companies that are upfront about how they collect, store, and use data foster greater trust among
clients and prospects. Clear consent mechanisms and privacy policies are no longer just legal
requirements but fundamental components of brand integrity.

First-Party Data Strategies

As third-party cookies phase out, businesses are investing in first-party data collection methods,
such as gated content, events, and direct interactions. This shift enables marketers to create rich
customer profiles while respecting privacy, enhancing both targeting precision and compliance.



The Growing Role of Video in B2B Marketing

Video content has exploded in popularity, and its impact on b2b marketing cannot be overstated. In
2023, video is not just a supplementary asset but a central pillar of communication strategies.

Explainer and Demo Videos

Complex products and services benefit from clear, concise explainer videos that simplify technical
details. Demo videos help prospects visualize use cases and understand benefits, accelerating the
decision-making process.

Live Streaming and Virtual Events

With hybrid work models becoming standard, virtual events and live streams offer dynamic ways to
engage audiences. These formats allow real-time interaction, Q&A sessions, and networking
opportunities that foster deeper connections.

Automation and Martech Stack Optimization

Efficiency is key in b2b marketing trends 2023, driving widespread adoption of marketing
automation tools and integrated technology stacks.

Streamlining Lead Nurturing

Automation platforms enable personalized, timely communication at scale, nurturing leads through
the funnel without overwhelming teams. Triggers based on behavior ensure prospects receive
relevant content when it matters most.

Integrating Martech for Cohesive Campaigns

Connecting CRM, email marketing, analytics, and social media tools creates a unified ecosystem that
enhances data accuracy and campaign effectiveness. Marketers are focusing on optimizing their
technology investments to reduce complexity and improve agility.

As the b2b marketing landscape continues to evolve throughout 2023, embracing these trends will
empower businesses to better understand their customers, deliver meaningful experiences, and
stand out in a crowded market. The key lies in blending innovative technology with genuine human
connection—a balance that defines successful marketing in today’s dynamic environment.



Frequently Asked Questions

What are the top B2B marketing trends in 2023?
The top B2B marketing trends in 2023 include increased use of AI and machine learning,
personalized content marketing, account-based marketing (ABM), video marketing, and data-driven
decision making.

How is AI transforming B2B marketing in 2023?
AI is transforming B2B marketing by enabling advanced data analytics, personalized content
recommendations, chatbots for customer engagement, predictive lead scoring, and automating
repetitive marketing tasks.

Why is account-based marketing (ABM) becoming more
popular in 2023?
ABM is gaining popularity because it allows marketers to target high-value accounts with
personalized campaigns, improving ROI and alignment between sales and marketing teams.

What role does video marketing play in B2B marketing trends
for 2023?
Video marketing is crucial in 2023 for B2B marketers as it enhances engagement, simplifies complex
product explanations, and builds trust with potential clients through webinars, demos, and customer
testimonials.

How important is personalization in B2B marketing in 2023?
Personalization remains highly important in 2023 as B2B buyers expect tailored content and
experiences that address their specific pain points and industry challenges.

What are the key data-driven strategies used in B2B
marketing in 2023?
Key data-driven strategies include customer segmentation, predictive analytics, real-time
performance tracking, and CRM integration to optimize marketing efforts and improve conversion
rates.

How is content marketing evolving in B2B for 2023?
Content marketing in 2023 focuses on creating high-quality, relevant, and interactive content such
as podcasts, case studies, and whitepapers that educate and engage B2B buyers throughout the
buyer's journey.



What impact does social media have on B2B marketing trends
in 2023?
Social media continues to be impactful by providing platforms for brand building, thought
leadership, customer engagement, and targeted advertising in niche B2B communities.

How are B2B marketers leveraging automation in 2023?
Marketers leverage automation for email marketing, lead nurturing, campaign management, and
data analysis to increase efficiency and deliver timely, relevant messaging.

What challenges do B2B marketers face with new trends in
2023?
Challenges include integrating new technologies with existing systems, maintaining data privacy
compliance, producing personalized content at scale, and measuring the ROI of multichannel
campaigns.

Additional Resources
B2B Marketing Trends 2023: Navigating the Evolving Landscape of Business Engagement

b2b marketing trends 2023 are shaping how companies connect, engage, and convert business
clients in an increasingly digital and data-driven environment. As organizations continue to adapt to
rapid technological advancements and shifting buyer behaviors, understanding these trends is
crucial for marketers aiming to maintain competitive advantage and foster long-term partnerships.
This professional review explores the most significant developments influencing B2B marketing
strategies in 2023, emphasizing data utilization, personalization, digital transformation, and evolving
buyer expectations.

Data-Driven Decision Making and Advanced Analytics

One of the defining characteristics of b2b marketing trends 2023 is the intensified reliance on data
analytics to inform campaigns and customer engagement. Organizations are investing heavily in
sophisticated analytics platforms that enable real-time insights into buyer behaviors, preferences,
and pain points. This evolution allows marketers to tailor outreach with precision and optimize
resource allocation effectively.

Advanced predictive analytics tools use machine learning algorithms to forecast customer needs and
purchasing patterns. For example, account-based marketing (ABM) strategies have become more
effective by leveraging AI-driven insights to identify high-value prospects and personalize messaging
accordingly. The integration of Customer Data Platforms (CDPs) consolidates disparate data sources,
providing a unified customer view that enhances targeting accuracy.

The flipside to this data-centric approach involves privacy concerns and regulatory compliance, such
as GDPR and CCPA. B2B marketers must balance personalization efforts with ethical data handling



to maintain trust and avoid penalties, which adds complexity to campaign planning and execution.

Personalization and Customized Buyer Journeys

Personalization has moved beyond simply addressing clients by name in emails; it now encompasses
delivering hyper-relevant content and experiences throughout the buyer journey. In 2023, b2b
marketing trends underscore the importance of crafting highly tailored interactions that reflect the
unique challenges and objectives of each business client.

Dynamic content delivery based on firmographic and behavioral data is becoming standard practice.
For instance, marketing automation platforms allow segmentation by company size, industry sector,
and previous engagement, enabling marketers to deploy targeted messaging that resonates deeply
with decision-makers.

Moreover, personalized video content and interactive tools such as configurators and ROI
calculators are gaining traction, offering prospects hands-on ways to explore product benefits
tailored to their specific scenarios. This approach increases engagement rates and helps shorten
sales cycles by addressing buyer concerns proactively.

However, personalization at this scale requires robust data infrastructure and creative resources,
which may pose challenges for smaller organizations with limited budgets or expertise.

Account-Based Marketing (ABM) Maturity

ABM continues to dominate the discourse in b2b marketing trends 2023, evolving from a niche
strategy to a mainstream approach. Companies are refining their ABM programs by integrating
multi-channel campaigns that synchronize sales and marketing efforts seamlessly.

Key features of mature ABM strategies include:

Deep account insights gathered through AI-powered analytics

Custom content creation aligned with the specific needs of target accounts

Orchestrated outreach across email, social media, webinars, and direct mail

Measurement frameworks focused on account engagement and pipeline impact

As ABM programs become more sophisticated, organizations report higher conversion rates and
improved customer retention, validating the trend's growing importance in b2b marketing.



Digital Transformation and Emerging Technologies

The acceleration of digital transformation is a pivotal element within b2b marketing trends 2023.
The pandemic expedited the adoption of digital tools, and this momentum continues as companies
seek more efficient ways to reach and influence buyers.

Artificial Intelligence and Marketing Automation

AI-powered marketing automation platforms are revolutionizing campaign management by
automating repetitive tasks, optimizing content delivery times, and segmenting audiences with
greater granularity. Natural language processing (NLP) enhances chatbots and virtual assistants,
facilitating real-time communication and lead qualification.

These technologies enable marketers to scale personalization and improve the overall buyer
experience without proportionally increasing workloads. However, reliance on automation must be
balanced with human oversight to maintain authenticity and nuanced engagement.

Interactive and Immersive Experiences

Innovations such as augmented reality (AR), virtual reality (VR), and 3D product demonstrations are
emerging as potent tools for B2B marketers aiming to differentiate their offerings. These
technologies provide immersive experiences that allow potential clients to visualize products and
solutions in context, bridging the gap between digital interaction and physical understanding.

While adoption remains in early stages for many industries, the potential for enhanced engagement
and reduced sales friction positions these technologies as noteworthy trends worth monitoring.

Content Marketing Evolution and Thought Leadership

Content remains a cornerstone of b2b marketing, but the format and distribution strategies are
evolving in 2023 to meet changing consumption patterns. Buyers demand authoritative, relevant,
and easily digestible information that aids decision-making in complex purchase scenarios.

Video and Podcasting

Video content continues its upward trajectory, with live streams, product demos, and client
testimonials proving particularly effective. Podcasts are also gaining momentum as a medium for
sharing expert insights and fostering brand credibility.

These formats offer flexibility for busy professionals to consume content on the go, making them
essential components of a modern content marketing mix.



Data-Backed Thought Leadership

Organizations are increasingly investing in original research and data-driven reports to establish
themselves as trusted industry voices. This approach not only drives inbound leads but also supports
PR efforts and strengthens relationships with existing clients.

Multi-Channel Engagement and Social Selling

The diversification of communication channels is a hallmark of b2b marketing trends 2023.
Marketers recognize that buyers now interact with brands across multiple platforms, necessitating a
cohesive and consistent presence.

Social selling on platforms like LinkedIn has become indispensable, enabling sales teams to build
relationships and share relevant content directly with prospects. Meanwhile, email marketing
remains vital but is now complemented by chat applications, online communities, and even emerging
platforms like Clubhouse.

Orchestrating these channels requires integrated technology stacks and cross-functional
collaboration to ensure messaging coherence and maximize impact.

Challenges in Channel Management

While multi-channel strategies broaden reach, they also introduce complexity in tracking attribution
and avoiding message fatigue. Marketers must carefully analyze engagement data to optimize
channel mix and frequency, balancing outreach volume with personalization.

Emphasis on Sustainability and Corporate
Responsibility

Increasingly, B2B buyers factor in environmental, social, and governance (ESG) criteria when
selecting partners. As such, b2b marketing trends 2023 include a stronger emphasis on
communicating corporate responsibility initiatives transparently.

Brands that authentically demonstrate commitment to sustainability and ethical practices can
differentiate themselves in crowded markets. This trend also aligns with broader societal shifts,
influencing procurement policies and long-term vendor relationships.

Crafting narratives around sustainability requires careful integration into marketing materials and
genuine organizational commitment to avoid perceptions of greenwashing.

In summary, the landscape of b2b marketing in 2023 is characterized by a blend of technological
innovation, data sophistication, and evolving buyer expectations. Marketers who embrace advanced
analytics, personalized engagement, digital transformation, and authentic brand storytelling are



better positioned to drive growth and build meaningful client relationships. As these trends continue
to unfold, agility and strategic foresight remain paramount for success in the dynamic B2B
marketplace.

B2b Marketing Trends 2023

  b2b marketing trends 2023: 250+ Best Practices for B2B Marketing Success Alexander
Kesler, 2024-03-26 MASTER B2B MARKETING WITH AN EXTENSIVE HOW-TO GUIDE PACKED
WITH OVER 250 VALUABLE STRATEGIES 250+ Best Practices for B2B Marketing Success is a
step-by-step guide to becoming a leading B2B marketing professional. Written by Alexander Kesler,
a seasoned marketing practitioner and thought leader, this book serves as a resource for every level
of B2B professional, from those taking their first steps into the B2B marketing world to the most
experienced pundits. 250+ Best Practices for B2B Marketing Success synthesizes best practices that
can take years to learn into an easy-to-understand (and easy-to-implement) guide. The information in
this book is proven, ready-to-use, and contains steps that most marketers can apply right away—on
everything from crafting content to measuring its effectiveness at the campaign’s end. Above all, this
book presents engaging strategies and practices suitable for any business. Short and to the point,
marketers can apply the advice presented here at any point in their career, from college to the
boardroom. If you are a digital marketing or business leader who grapples with the problems and
challenges of today’s multi-faceted and ever-evolving industry, 250+ Best Practices for B2B
Marketing Success will help you implement proven strategies into your own B2B marketing
initiatives with accomplished ease.
  b2b marketing trends 2023: A Critical Examination of the Recent Evolution of B2B
Sales Cohn, Joel G., 2024-02-27 The seismic shifts in B2B selling brought about by the recent global
pandemic have left scholars grappling with the fundamental question of permanence. As the
traditional face-to-face dynamics of B2B sales stand challenged, academic minds seek answers: Are
these changes enduring, or will we revert to the familiar norms of in-person interactions? A Critical
Examination of the Recent Evolution of B2B Salesis a groundbreaking exploration designed for
academic scholars seeking clarity in these uncertain times. In the pursuit for understanding,
scholars encounter a myriad of questions. What truly transpired in sales activities during the
pandemic? Does the surge in virtual selling signify a lasting transformation, or is it merely a
temporary adaptation? Critical thinking becomes paramount, necessitating a deep dive into
published ideas to discern the strength of conclusions drawn. The academic community grapples
with the challenge of scrutinizing the landscape to determine if the changes are indeed permanent
and if so, how B2B sales forces can effectively adapt.
  b2b marketing trends 2023: B2B Marketing Guidebook - Vol. 1 Uwe Seebacher, 2025-07-15 In
the age of Industry 5.0, predictive intelligence, and accelerated digital transformation, B2B
marketing has become the strategic engine of growth and innovation. This first volume of the second
significantly updated edition of B2B Marketing brings together over 20 international experts to
redefine modern marketing across strategy, systems, and structure. Covering topics such as
marketing maturity, MarTech, automation, branding, and agile leadership, this volume offers
actionable frameworks, forward-looking insights, and real-world case studies from leading
organizations like Fynest, Fujitsu, Hapag-Lloyd, and Predictores. Readers will gain a clear
understanding of the B2B Marketing Maturity Model, strategic perspectives on predictive
intelligence, and best practices for marketing automation. Essential reading for CMOs, business
leaders, marketing professionals, consultants, and academics, this book is a strategic blueprint for
the next decade of B2B marketing. The transformation starts here.
  b2b marketing trends 2023: B2B Marketing Guidebook - Vol. 2 Uwe Seebacher, 2025-08-11
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The future of B2B marketing isn't coming — it's already here. The second volume of the significantly
updated edition of B2B Marketing dives deep into the execution layer of modern marketing. This
edition is packed with AI/PI-driven methods, advanced digital tactics, and best-in-class case studies
from global leading companies such as Daikin, Mayr, Predictores, SK Laser, Thyssenkrupp and
Würth to help B2B professionals scale growth, deepen relevance, and lead in a data-first world.
Whether building a smarter lead generation engine, optimizing touchpoints, embracing
account-based strategies, or navigating social selling and influencer marketing, this book provides
the frameworks, tools, and insights to turn vision into reality. Readers will learn how to ignite digital
growth, master touchpoint performance management, and align content strategy with AI. Essential
for CMOs, marketing professionals, strategists, and consultants, this volume is a must-have for
moving from theory to results. Volume 1 gave you the roadmap. Volume 2 gives you the tools to
drive it.
  b2b marketing trends 2023: Marketing and AI: Shaping the Future Together Vincent
Jeseo, Jasmine Parajuli, 2024-12-23 The growing availability of data, intelligent computational
systems, and affordable storage and software has spurred a keen interest among marketers to
explore new artificial intelligence (AI) methods and applications to enhance outcomes. However, this
technological race can lead marketers to hastily implement AI platforms without a clear objective,
causing organizations to lose focus, become disconnected from customers, waste resources, and
blindly follow a never-ending trend. This book explores the influence of AI on the marketing field.
Featuring full papers presented at the 2024 Academy of Marketing Science Annual Conference in
Coral Gables, FL, USA, this book offers research, theories, methodologies, and case studies on the
use of AI by marketers in various areas to better serve customers and satisfy their needs. It also
explore the role that academics play in supporting marketing scholars, students, researchers,
consumers, practitioners, and stakeholders in understanding and navigating these technological
changes. Founded in 1971, the Academy of Marketing Science is an international organization
dedicated to promoting timely explorations of phenomena related to the science of marketing in
theory, research, and practice. Among its services to members and the community at large, the
Academy offers conferences, congresses, and symposia that attract delegates from around the
world. Presentations from these events are published in this Proceedings series, which offers a
comprehensive archive of volumes reflecting the evolution of the field. Volumes deliver cutting-edge
research and insights, complementing the Academy’s flagship journals, the Journal of the Academy
of Marketing Science (JAMS) and AMS Review.
  b2b marketing trends 2023: Individuals in B2B Marketing Maria Ivanova-Gongne, Lasse
Torkkeli, Nikolina Koporcic, Wilhelm Barner-Rаsmussen, 2024-06-21 The business world consists of
interlinked entities, which require acting cooperatively in order to reach the desired aims.
Individuals are at the core of business-to-business (B2B) marketing and are responsible for making
decisions, negotiating, networking, branding, and all other of the firm’s vital processes. Especially in
small and medium-sized enterprises (SMEs), the role of individuals is important, as those in charge
of the SMEs are often the face and the mind of a company. However, the role of the individual in
B2B marketing literature has often been overlooked. This book covers the gap by providing a variety
of novel perspectives that involve individuals as central figures in the B2B marketing environment.
This book will provide practical implications on the topics in focus, which will bring the role and
importance of individuals to the fore in the understanding of how B2B marketing works. It
introduces readers to the role of embedded individual managers in developing and changing
business systems and networks and consists of three core sections: cognition (individual
sensemaking within a business environment), action (decision-making in business networks), and
finally, contextualization (interrelation between micro- and macro-levels). Each section is supported
with case studies to exemplify the research ideas presented. Individuals in B2B Marketing offers a
comprehensive investigation into this much overlooked topic and will be a valuable resource for
marketing, entrepreneurship, and international business scholars and graduate students in
particular.



  b2b marketing trends 2023: Marketing in a Multicultural and Vibrant World Vincent Jeseo,
Jasmine Parajuli, 2024-12-28 Marketing as a discipline is in a perpetual state of evolution,
continuously adapting to diverse and dynamic environments. From subsistence to highly developed
markets characterized by technological advancements, and from tradition to modernity, marketing
strategies must remain agile to thrive. This book explores the intricate interplay between research,
education, culture, diversity, and the development of marketing strategies in a vibrant, multicultural,
and sustainable world. Featuring papers presented at the 25th Academy of Marketing Science’s
World Marketing Congress, held for the first time at the Island of Mauritius in West Africa, this
proceedings volume presents insights from authors with diverse cultural background offering a
comprehensive understanding of marketing on a global and multicultural level. Founded in 1971, the
Academy of Marketing Science is an international organization dedicated to promoting timely
explorations of phenomena related to the science of marketing in theory, research, and practice.
Among its services to members and the community at large, the Academy offers conferences,
congresses, and symposia that attract delegates from around the world. Presentations from these
events are published in this Proceedings series, which offers a comprehensive archive of volumes
reflecting the evolution of the field. Volumes deliver cutting-edge research and insights,
complementing the Academy’s flagship journals, the Journal of the Academy of Marketing Science
(JAMS) and AMS Review.
  b2b marketing trends 2023: HCI in Business, Government and Organizations Fiona
Fui-Hoon Nah, Keng Leng Siau, 2024-05-31 This two-volume set of HCIBGO 2024 constitutes the
refereed proceedings of the 11h International Conference on HCI in Business, Government and
Organizations, held as part of the 26th International Conference, HCI International 2024, which took
place in from June 29 - July 4, 2024 in Washington DC, USA. Two volumes of the HCII 2024
proceedings are dedicated to this year’s edition of the HCIBGO conference. The first covers topics
related to Digital Commerce and Marketing, Artificial Intelligence in Business, and Workplace,
Well-being and Productivity. The second focuses on topics related to Teleworking and Virtual
Collaboration, and Improving User Experience and Service Efficiency.
  b2b marketing trends 2023: Advertising Trends Amelia Green, AI, 2025-02-28 Advertising
Trends explores the convergence of digital marketing, social media, and artificial intelligence,
arguing that their strategic integration is now essential for brand success. The book reveals how
companies can leverage these elements to achieve unprecedented customer engagement and
optimize marketing spend. One intriguing fact is the shift from traditional advertising methods to
personalized, data-driven approaches, highlighting the importance of understanding consumer
insights. The book also emphasizes the role of social media in shaping consumer behavior and
building brand communities. The book progresses logically, starting with key concepts, then delving
into major sections such as data analytics, social media strategies, and AI-powered advertising. It
utilizes empirical research, case studies, and industry data to support its arguments, offering unique
insights into advertising effectiveness. What sets Advertising Trends apart is its integrated
approach, presenting a unified framework that avoids technical jargon and focuses on practical
applications for marketing professionals, entrepreneurs, and students alike.
  b2b marketing trends 2023: Marketing in the (Great, Big, Messy) Real World Kathleen
Schaub, 2025-05-20 Transform Complexity into Opportunity Marketing leaders face an uphill battle:
their teams are expected to deliver predictable, measurable results in a world characterized by
uncertainty, human behavior, and complexity. Traditional approaches attempt to treat marketing as
a vending machine where input guarantees output. But this outdated approach sets CMOs up for
frustration in today’s dynamic business environment. Kathleen Schaub—marketing innovator, former
CMO, and research analyst—reveals a radically needed shift in thinking that will not only bring
clarity to the whole organization but help CMOs thrive in the chaos. Drawing on decades of
experience combined with relevant science, Schaub explains why industrial-era practices fall short
today and outlines a more flexible approach that embraces marketing as a complex system. Schaub’s
method begins with four essential mindset shifts—think like an investor, navigator, statistician, and



ecologist—and builds on them with actionable operational changes in intelligence, teams, work
methods, and change management. Marketing in the (Great, Big, Messy) Real World empowers
marketing leaders to create adaptable, resilient marketing systems that thrive in uncertainty. Unlock
your team’s full potential and turn complexity into opportunity.
  b2b marketing trends 2023: Advances in Data Analytics for Influencer Marketing: An
Interdisciplinary Approach Soumi Dutta, Álvaro Rocha, Pushan Kumar Dutta, Pronaya Bhattacharya,
Ramanjeet Singh, 2024-08-23 In the ever-evolving landscape of digital marketing, influencer
marketing has emerged as a game-changer, captivating audiences and driving brand engagement
like never before. However, success in this dynamic field requires more than just intuition—it
demands a mastery of data analytics and an interdisciplinary approach. Introducing this
groundbreaking book equips marketers, analysts, and business leaders with the tools and strategies
to navigate the complexities of influencer marketing with precision and confidence. Written by
leading experts in the field, this comprehensive book explores the intersection of data analytics,
consumer behavior, and influencer marketing, offering a holistic perspective on this powerful
marketing technique. This book equips the readers with the knowledge and tools to stay ahead of
the curve and drive unparalleled success in the ever-evolving world of influencer marketing.
  b2b marketing trends 2023: AI in Marketing Hannah D. Walters, Rachel M. Hammond,
2025-06-24 AI in Marketing equips students with the knowledge to understand the impact of
Artificial Intelligence (AI) on marketing strategies, processes, and activities, empowering them to
navigate the AI-driven marketing landscape confidently. Divided into four parts, it provides a
comprehensive exploration of AI's transformative role in marketing. The first part lays the
groundwork, offering foundational insights into the intersection of AI and marketing. Part II explores
the various applications of AI in marketing, and the tools marketers use to optimize their processes
and deliver enhanced customer experiences. The third part focuses on leveraging AI for consumer
insights, enabling marketers to craft data-driven strategies. The final part examines ethical
considerations and the pedagogical integration of AI into marketing education. Each chapter
includes real-world examples, exercises, discussion questions, key terms, and AI resources,
empowering students to develop practical skills and industry-relevant knowledge. Students studying
in advanced undergraduate and postgraduate marketing courses will benefit greatly from this
comprehensive textbook, preparing them for a future workplace that requires them to know how to
use AI effectively, ethically, and responsibly. The book is fully supported by online resources,
including an instructor manual and customizable PowerPoint slides.
  b2b marketing trends 2023: Marketing Strategy for the Arts Bonita M. Kolb, 2025-11-07
Marketing Strategy for the Arts, Third Edition, is targeted at students in higher education who plan
on working in a creative industry or a cultural organization. Because such companies are talent- or
values-driven, marketing must present a brand image that focuses equally on the producer and the
product. The strategy for such a company must not only consider market opportunities, but it must
also consider the mission and values of the organization. Aimed at students with little or no prior
marketing knowledge, this book outlines a step-by-step framework for effective product marketing.
This book will bring together information on strategic planning, market research, goal setting,
marketing theory, and developing and communicating the competitive advantage and brand image.
After reading this third edition, students will be able to construct a strategic marketing plan based
on meeting specific organizational goals. Their plan will include detailed objectives and tactics to
achieve the strategic vision. This third edition includes additional coverage on how technology and
artificial intelligence (AI) have affected strategy; value creation in a time of rising costs; the need for
strategic flexibility due to rapidly changing external conditions; and the use of social media data and
sentiment to assess consumer behavior and desires.
  b2b marketing trends 2023: Current Trends on Innovability and Sustainable Innovation Anna
Ujwary-Gil, Anna Florek-Paszkowska, 2025-06-01 Introduction to the Innovability Index: More than
the fusion of innovation and sustainability The integration of innovation and sustainability,
conceptualized as innovability, represents a strategic construct for addressing global challenges



such as climate change, resource constraints, and social inequality. The conceptual understanding of
innovability has advanced, but its empirical measurement and operationalization remain
underdeveloped. This conceptual paper introduces the Innovability Index, designed to evaluate the
extent to which countries, regions, or organizations embed sustainability principles. The index
encompasses four dimensions: technological innovation for sustainability, environmental
sustainability, social inclusiveness, and sustainable business practices. Each dimension is assessed
through a set of indicators normalized, weighted, and aggregated to generate a composite
performance score. The Innovability Index provides a structured approach for benchmarking
sustainable innovation capabilities. It is a practical tool for policymakers, firms, and researchers to
align innovation ecosystems with sustainability imperatives and the Sustainable Development Goals
(SDGs). This conceptual paper opens the thematic issue of innovability and sustainable innovation,
as well as addresses a gap in the literature by introducing the initial attempt to measure
innovability. Keywords: Innovability, Innovability Index, sustainable development, ESG,
sustainability, sustainable innovation, technological innovation, environmental sustainability, social
inclusiveness, sustainable business practices. Leadership competencies for innovability: Bridging
theory and practice for sustainable development PURPOSE: This study explores the critical
leadership competencies necessary for fostering innovability— the integration of innovation and
sustainability—within organizations, particularly inr education institutions (HEIs) and the business
sector. The research seeks to address the gap in understanding how these competencies are
developed in HEIs and whether they effectively prepare graduates with the skills needed for the
current business context. Additionally, the study emphasizes the need to identify robust instruments
for measuring these competencies to ensure their practical application in organizational settings.
METHODOLOGY: A systematic literature review (SLR) was conducted using Scopus and Web of
Science databases. The study employed a rigorous selection process to identify relevant empirical
studies published between 2015 and 2024. A total of 53 articles were analyzed to address three key
research questions related to the characteristics of innovability leadership, recommendations for
developing immovability in organizations, and the methodologies or instruments used to identify
these competencies. The analysis involved thematic synthesis and content analysis to extract
insights and identify gaps in the existing literature. FINDINGS: The study identifies five key
categories of leadership competencies essential for innovability, including strategic leadership,
fostering a culture of collaboration, commitment to sustainability, continuous education, and
sensitivity to global megatrends. Despite the recognition of these competencies, the study reveals a
significant lack of empirical research on their practical implementation and measurement. The
findings also highlight the need for robust tools to assess these competencies effectively.
Additionally, the study provides several recommendations for developing innovability for their
integration into the business sector, emphasizing the importance of leadership development
programs, the integration of sustainability into corporate strategy, and the promotion of a
collaborative organizational culture. IMPLICATIONS: Theoretically, the study contributes to the
conceptual framework of innovability leadership by identifying critical competencies and suggesting
a more integrated approach to leadership development in business education. Practically, the
research underscores the importance of developing targeted training programs and assessment
tools to cultivate these competencies in future leaders. This is particularly relevant for business
schools, which play a crucial role in preparing students to address complex global challenges.
ORIGINALITY AND VALUE: This study fills a gap in the literature by providing a detailed
examination of the competencies required for innovability leadership and proposing directions for
future research and practice. It offers a unique contribution by bridging the theoretical and practical
aspects of innovability in leadership, particularly within the context of higher education. Keywords:
innovability, leadership competencies, sustainability, business education, systematic literature
review, Sustainable Development Goals, SDGs, leadership development, educational innovation,
higher education Integrating science, technology, and experimental knowledge for sustainable
innovation: A Living Lab approach to urban biodiversity management PURPOSE: This study aims to



enhance understanding of STI (Science, Technology, Innovation) and DUI (Doing, Using, Interacting)
integration dynamics in sustainable innovation, specifically investigating its role in innovation
outcomes, stakeholder engagement, and the institutionalization of sustainable practices in urban
lawn management. METHODOLOGY: Using a single case study design, the study captures real-time,
dynamic interactions between STI and DUI practices, observing ongoing processes. Data were
collected through five focus group interviews with 32 stakeholders, individual interviews, project
documentation, and a project diary. Stakeholders included public sector officials, NGOs, private
garden owners, and business representatives, each offering insights into policy, environmental
practices, and market-driven solutions. The Living Lab methodology, emphasizing co-creation and
iterative feedback, guided both data collection and analysis, with NVivo software and manual coding
used to identify key themes and challenges in integrating STI and DUI for sustainable innovation.
FINDINGS: The investigation revealed that integrating STI and DUI modes fosters a dynamic
synergy: STI provided scientific rigor, while DUI leveraged stakeholder input and local contexts to
co-develop adaptive urban biodiversity solutions. This approach addressed location-specific
challenges, balancing ecological goals with practical feasibility. For instance, stakeholder
engagement refined scientific recommendations, ensuring broader applicability and adoption.
Despite tensions between rigor and practicality, the participatory Living Lab methodology facilitated
co-creation, aligning scientific insights with real-world needs to enhance sustainable lawn care
practices. IMPLICATIONS: The study contributes to innovation theory by showing how integrating
STI and DUI modes fosters socially responsive, adaptable solutions for urban biodiversity
management. From a practical standpoint, it underscores the importance of stakeholder
engagement in developing tools and strategies that balance scientific insights with practical,
real-world application. The project offers a replicable model for integrating formal research with
user-driven innovation in sustainability projects. ORIGINALITY AND VALUE: This paper provides a
unique contribution by showcasing how the integration of formal scientific research (STI) with
practical, user-cantered approaches (DUI) can foster innovability. The use of the Living Lab
methodology to co-create urban biodiversity solutions bridges the gap between academic research
and practical application, offering a novel framework for addressing complex environmental
challenges through collaborative innovation. Keywords: sustainable innovation, Science, Technology,
Innovation, STI, Doing, Using, Interacting, DUI, urban biodiversity, lawn management, Living Lab,
stakeholder engagement, participatory innovation, co-creation, climate change adaptation The role
of green blue ocean strategy in enhancing frugal innovation through IoT and AI: A resource-based
view perspective PURPOSE: This study explores the role of Green Blue Ocean Strategy (GBOS) in
promoting frugal innovation by leveraging IoT and AI from an RBV theoretical perspective, targeting
creative entrepreneurs in Central Java, Indonesia. METHODOLOGY: A quantitative approach was
used, with Structural Equation Modelling (SEM) analyzed via AMOS. Data from 262 creative
entrepreneurs were collected through an online closed questionnaire using purposive sampling.
FINDINGS: The study reveals that (1) IoT does not significantly impact frugal innovation, (2) AI
positively influences frugal innovation, and (3) GBOS effectively mediates the relationship between
IoT, AI, and frugal innovation, suggesting that integrating sustainable strategies with technology can
lead to more cost-effective and inclusive innovations. IMPLICATIONS for theory and practice: The
study extends the RBV framework by integrating the GBOS concept, demonstrating its effectiveness
in optimizing digital technology for sustainability-driven innovation. It contributes to the literature
on sustainability strategies and the Resource-Based View by introducing a novel theoretical model
that links GBOS, IoT, and AI with frugal innovation. Practically, GBOS offers a pathway for creative
entrepreneurs to overcome resource constraints and achieve competitive advantages through
sustainable practices. ORIGINALITY AND VALUE: This study introduces Green Blue Ocean Strategy
(GBOS) as a novel conceptual framework that extends the traditional Blue Ocean Strategy (BOS) by
integrating sustainability principles. GBOS addresses both economic and environmental concerns,
enabling businesses to achieve cost-effective innovation. Grounded in the Resource-Based View
(RBV), this study systematically develops and empirically tests GBOS by linking it with IoT, AI, and



frugal innovation. The framework offers a new lens for sustainable competitive advantage in
resource-constrained environments. Keywords: internet of things, artificial intelligence, green blue
ocean strategy, frugal innovation, resource-based view, sustainability, sustainable strategy, digital
technology, sustainability-driven innovation, sustainable innovation The impact of eco-innovation on
circular economy in EU countries: How patents affect circular material use rate? PURPOSE: The
main objective of this study is to examine how eco-innovation activities, measured by the number of
patents related to recycling and secondary raw materials, affect the level of use of circular materials
in economic processes in European Union countries. Simultaneously, to take into account the impact
of the other drivers of the circular economy, the study includes control variables such as GDP per
capita, share of income from environmental taxes, age structure of the population, and level of
education of the population. METHODOLOGY: This study uses a generalized linear model for panel
data. For all analyzed explanatory variables, greater inter-group variation than intra-group variation
was observed, so a panel-averaged effects estimator was used. The study sample includes 28
European Union (EU) countries. The time scope of this study is 2010-2019. Eurostat database was
the source of the unbalanced panel data. This study seeks answers to the following research
question: What is the impact of patents related to waste management and recycling on the
circularity rate of the EU economies? FINDINGS: The results indicate that leaders in the area of
circularity are the Netherlands, France, and Belgium. Ireland, Romania, and Portugal occupy last
place in terms of the circularity of the economy. There is considerable variation in the number of
patent applications related to waste management and recycling in the EU countries. Luxembourg,
Finland, Belgium, and the Netherlands have the highest propensity for patents. In contrast,
Bulgaria, Greece, and Croatia show the lowest patent activity. Finally, the higher the propensity to
patent in waste management and recycling technologies, the higher the rate of circular use of
materials. IMPLICATIONS: The results provide a compelling rationale for prioritizing and
incentivizing investments in promising technologies to achieve both environmental sustainability and
economic prosperity in the long term. ORIGINALITY AND VALUE: Our study sheds new light on the
link between eco-innovation and circular economy in EU countries. We address the issue of possible
nonlinearities between circularity and its drivers. Given the fractional nature of the response
variable (i.e., circular material use rate), we apply the generalized estimating equations (GEE)
approach to model both the mean structure and association structure of fractional responses.
Keywords: circular economy, CE, circularity, eco-innovation, patent, circular material use, CE driver,
EU countries, generalized estimating equations, recycling technologies, waste management Unitary
Patent System and innovation dynamics in the European Union: The role of economic resources and
R&D investments PURPOSE: The EU supports competitiveness and sustainability via innovations by
the patent protection of inventions. On 1st June 2023, the EU launched the Unitary Patent System
(UPS) with the Unitary Patent as a universal innovation protection tool. The data regarding its first
20 months of operations offers indices about innovation and patenting trends. METHODOLOGY: The
contextual exploration of the UPS was projected into four aims addressing the absolute and relative
numbers of Unitary Patents (A1) and the relationship between Unitary Patents and GDP per capita
(A2) and GERD (A3) and comparatively juxtaposing them (A4). This deeper contextual understanding
of Unitary Patenting dynamic entails EU member states and their top four competitors (China,
Japan, South Korea, USA). The data regarding the GDP, GDP per capita, GERD, number of Unitary
Patents in total and per millions of inhabitants was collected and visualized via tables and charts,
and submitted to a critical comparison. FINDINGS: The first 20 months of the UPS operations
suggests that the Unitary Patent is a viable, but not the most popular, patenting option, and that
there is a positive impact on the GDP per capita and GERD for the majority of the EU member states
and that there are differences between EU member states in their efficiency to generate Unitary
Patents. IMPLICATIONS: The performed study confirms the parallel co-existence of various
patenting strategies and the importance of investments in patented inventions. However, the size of
GDP per capita followed by GERD is a mere pre-requirement that leads to diversified efficiency
(even among similar jurisdictions with at least an average GDP per capita and GERD. Arguably, the



UPS magnifies the differences, and the six original European integration jurisdictions are not the
best UPS players. There are indices about positive trends for Northern EU member states and
negative trends for Southern EU member states. ORIGINALITY AND VALUE: This is a pioneering
contribution regarding a newly launched system showing that, despite the same regime, EU member
states differ dramatically in their approach to patenting and that the level of GDP per capita and
GERD are just the starting points. Keywords: Unitary Patent System, EU member states, GDP, gross
domestic expenditure on research and development (GERD), GERD per GDP (GERD Index),
innovation, sustainability, economic resources, patent protection The Digital-Sustainability
Ecosystem: A conceptual framework for digital transformation and sustainable innovation PURPOSE:
This study introduces the Digital-Sustainability Ecosystem, a conceptual framework to integrate
digital transformation and sustainable innovation. It examines how emerging digital technologies,
including artificial intelligence, blockchain, and the Internet of Things, drive sustainability
transitions by serving as strategic enablers. Addressing a critical gap in the literature, this research
focuses on the dynamic mechanisms and synergies that connect digital transformation with
sustainable innovation within a complex ecosystem. METHODOLOGY: The study employs a
systematic literature review (SLR) of 50 studies and a comparative analysis of 13 existing
frameworks to identify and analyze key mechanisms that link digital transformation and sustainable
innovation, culminating in the development of the Digital-Sustainability Ecosystem framework.
FINDINGS: The study identifies five interconnected mechanisms: efficiency gains, dematerialization,
circular economy enablement, innovation acceleration, and digital collaboration. These mechanisms
illustrate the relationships between technological advancements and sustainability objectives while
addressing synergies and tensions, such as the trade-offs between energy demands and
environmental benefits. The Digital-Sustainability Ecosystem emphasizes multi-stakeholder
collaboration, iterative feedback loops, and adaptable processes to address gaps in existing models,
positioning digital transformation as a transformative force for systemic sustainability
improvements. IMPLICATIONS: The Digital-Sustainability Ecosystem advances theoretical discourse
by positioning sustainability as a systemic outcome of digital transformation, extending beyond
traditional efficiency-focused models. It emphasizes organizational resilience and stakeholder
collaboration as pivotal for achieving sustainability objectives. Practitioners can leverage AI, IoT,
and blockchain to enhance resource optimization and foster sustainability-driven innovation
ecosystems. Policymakers and organizations are encouraged to combine digital strategies with
sustainability imperatives, emphasizing adaptive leadership, regulatory alignment, and
multi-stakeholder engagement. ORIGINALITY AND VALUE: This study presents a conceptual
framework that bridges theoretical and practical gaps in the literature by integrating foundational
theories that associate digital transformation with sustainability imperatives while fostering
innovation and competitive advantage. The framework sets the stage for future research,
emphasizing potential applications in industry-specific contexts, cross-sectoral collaborations, and
the evolving role of emerging technologies in sustainability transitions. By incorporating dynamic
feedback loops and systemic adaptability, this framework establishes a foundation for advancing
both academic inquiry and practical implementation. It offers guidance for exploring unanswered
questions about scalability, policy integration, and multi-stakeholder engagement in the digital age.
Keywords: digital transformation, sustainable innovation, digital-sustainability ecosystem,
sustainability transitions, artificial intelligence, blockchain, Internet of Things, circular economy,
efficiency gains, dematerialization, acceleration, digital collaboration, stakeholders
  b2b marketing trends 2023: Advances in Advertising Research XIII Daria Gunina, Martin K.J.
Waiguny, 2025-03-10 This book provides insights into modern advertising's evolving landscape,
revealing how digital innovation and social media have transformed communication strategies and
consumer engagement. It addresses the crucial need to understand advertising's multifaceted
nature in an era where digital platforms continually redefine brand-consumer interactions. Advances
in Advertising Research are published by the European Advertising Academy (EAA). This volume is a
selective collection of research presented at the 20th International Conference in Advertising



(ICORIA), held in Prague (Czech Republic) in June 2022. This insightful collection is designed for
academic researchers, instructors, students in advertising, communication, marketing, and media
management, and professionals seeking to stay ahead in the ever-evolving world of advertising.
  b2b marketing trends 2023: Sales Management Thomas N. Ingram, Raymond W. LaForge,
Ramon A. Avila, Charles H. Schwepker Jr, Michael R. Williams, 2024-01-22 This 11th edition of Sales
Management continues the tradition of blending the most recent sales management research with
the real-life best practices of leading sales organizations and sales professionals. Reflecting today’s
emphasis on analytics and customer experience (CX), this edition focuses on the importance of
employing different data-based selling strategies for different customer groups, as well as
integrating corporate, business, marketing, and sales-level strategies and plans. Sales Management
includes coverage of the current trends and issues in sales management, along with real-world
examples from the contemporary business world that are used throughout the text to illuminate
chapter discussions. The new 11th edition includes: Emphasis on data-driven decision making,
ethics, the use of artificial intelligence, the customer experience, leadership, sales enablement
technology, and new communication technologies; Updated end-of-chapter cases with application
questions, along with skill-building experiential exercises with discovery investigations and focused
role plays, which place students in the role of sales manager; Updated ethical dilemmas for students
to practice ethical decision making; Revised ‘Sales Management in Action’ boxes; Multiple vignettes
embedded in each chapter featuring sales management professionals and well-known companies
discussing key topics from that chapter. This text is core reading for postgraduate, MBA, and
executive education students studying sales management. An updated online instructor’s manual
with solutions to cases and exercises, a revised test bank, and updated PowerPoints is available to
adopters.
  b2b marketing trends 2023: The Routledge Companion to Marketing and Sustainability Ken
Peattie, Roberta De Angelis, Nicole Koenig-Lewis, Carolyn Strong, 2025-04-14 This state-of-the-art
handbook provides a comprehensive review of recent research and academic thought on the
relationship between marketing and sustainability. It combines a ‘micro-marketing’ approach
considering how to market more sustainable goods and services, with a more critical perspective
considering the implications of our marketing systems for the future of the planet and humankind. It
also balances a traditional socio-economic perspective on marketing with a physical systems
perspective considering how the consequences of our consumption and production systems play out
over time and space. Bringing together a range of leading international experts from more than a
dozen countries, this unique collection addresses both the environmental side of the sustainability
agenda, through topics such as product development, packaging and circular economy initiatives,
and its social side through topics such as fair trade marketing, bottom-of-the-pyramid initiatives and
marketing ethics. A range of key market contexts are discussed including food, mobility, tourism,
luxury consumption and sports along with important developments in the field around social
marketing, sustainable lifestyles, new information technologies and the need for better marketing of
sustainability. Exploring how marketing can meet the challenge of the transition towards a more
sustainable economy and a fairer society, this unique volume will be welcomed by researchers,
students and practitioners from a variety of fields including marketing, business ethics, sociology
and environmental studies. Chapter 23 of this book is freely available as a downloadable Open
Access PDF at http://www.taylorfrancis.com under a Creative Commons Attribution (CC BY) 4.0
license.
  b2b marketing trends 2023: Digital Marketing Paulo Botelho Pires, José Duarte Santos, Inês
Veiga Pereira, 2024-07-12 Digital marketing is not a new concept, it is not a trend, and it is not a fad
either. Digital marketing has existed for over twenty years and is currently applied in all areas and
marketing activities. For this reason, it is necessary to know the changes it has brought about, both
in the theoretical framework, so that it can be taught, and from an empirical perspective, so that it
can be applied in real contexts. The changes have been profound and far-reaching. This work
addresses this theme, aiming to analyse the transversal impact of the digital in the different



marketing sectors, describing the profound changes that the digital has provoked in the main
marketing activities and their sectors, also referring to the current practices in use in each included
topic. It begins by looking at the classic marketing topics, opening with an analysis of the impact
that digital has had and is having on the marketing strategy of organisations, moving on to the study
of consumer behaviour in an era of continuous use of electronic devices. This is followed by a new
topic which is marketing research and data analysis, in a context where managers now have, more
data, information and knowledge about the organisation, competitors, consumers and the wider
environment than ever before. Marketing themes were also identified that have been significantly
changed with digital. Communication is another of the themes of reference, with profound changes
in recent times, followed by management of sales teams, supply chain management, relationship
marketing, and internal marketing. The last chapters are also relevant contributions, being
dedicated to marketing sectors: services, B2B marketing, internationalisation, politics, tourism, and
NGOs.
  b2b marketing trends 2023: Understanding the Digital Transformation of
Socio-Economic-Technological Systems Tessaleno Campos Devezas, Mohammed Ali Berawi, Sergey
Evgenievich Barykin, Tatiana Kudryavtseva, 2024-06-20 This book is dedicated to the 120th
anniversary of economic education at Peter the Great St. Petersburg Polytechnic University
(SPbPU). It gathers the best and most recent research materials of scientists from SPbPU’s Institute
of Industrial Management, Economics and Trade and their colleagues from other universities. This
book reflects many years of experience, unique results and interesting discoveries made by
collaborative teams exploring the following issues: engineering economics, sustainable development
and other topics related to the digitalization of enterprises, industries and systems; digital
transformation of the service market in the face of global challenges; automation of enterprise
control systems, digital and data management solutions for business; socio-economic development
and territorial management in the era of Industry 4.0, etc. This book offers various views on
challenges faced by today's economy and industry that are undoubtedly relevant to readers of almost
all categories: from students to practitioners and scientists, but mostly for researchers.
  b2b marketing trends 2023: Data-Driven Personalization Zontee Hou, 2024-05-03 Make
your marketing truly resonate by personalizing every message, powered by data, research and
behavioral economics. To break through the noise, marketers today need to be hyper-relevant to
their customers. To do that takes data and a deep understanding of your audience. Data-Driven
Personalization breaks down the best ways to reach new customers and better engage your best
customers. By combining principles of persuasion, behavioral economics and industry research, this
book provides readers with an actionable blueprint for how to implement a customer-centric
approach to marketing that will drive results. The book is broken into six parts that detail everything
from what data is most valuable for personalization to how to build a data-driven marketing team
that's prepared for the next five years and beyond. Each chapter includes actionable insights to
guide marketers as they implement a data-driven personalization approach to their strategy. The
chapters also focus on hands-on tactics like identifying messages that will move the needle with
customers, how to generate seamless omnichannel experiences and how to balance personalization
with data privacy. The book features case studies from top brands, including FreshDirect, Target,
Adobe, Cisco and Spotify.
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是它们的意思和区别： 1.B2B（Business-to-Business） B2B是企业和企业之间的电子商务模式，主要是通过企业之
B2B什么意思？ - 知乎   B2B关系发展 企业对企业的交易需要规划才能成功。 此类交易依赖于公司的帐户管理人员来建立业务客户关系。 为了成功进行交易，通常还必须通过销售前
的专业互动来建立企
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拓拉思、领工云商、大健云仓、宝信环球、全球贸易通；
外贸常用的免费B2B平台有哪些？ - 知乎 总的来看，要入驻B2B平台，你可以选择免费B2B平台，但免费B2B平台往往不如付费流量来的精准，高质量。 付费流量来看，转线上
的企业更建议入驻平台，平台的一站式服务往往能提供更
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是它们的意思和区别： 1.B2B（Business-to-Business） B2B是企业和企业之间的电子商务模式，主要是通过企业之
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B2B的好处在哪？B2B是什么意思？ - 知乎   B2B是商业对商业（Business-to-Business）的缩写，指的是企业之间进行的商业交易和合作。 在B2B模式下，
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国内的哪些 b2b 平台口碑很好？ - 知乎 根据《2022年度中国跨境电商“百强榜”》 一、出口跨境电商 1)B2B类： 阿里巴巴国际站、环球资源、中国制造网、敦煌网、大龙网、
拓拉思、领工云商、大健云仓、宝信环球、全球贸易通；
外贸常用的免费B2B平台有哪些？ - 知乎 总的来看，要入驻B2B平台，你可以选择免费B2B平台，但免费B2B平台往往不如付费流量来的精准，高质量。 付费流量来看，转线上
的企业更建议入驻平台，平台的一站式服务往往能提供更
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