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The B2B selling landscape has changed drastically.  
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Introduction



Building a book of business in the world of B2B is difficult at any time and becomes even more pronounced as market 

conditions become increasingly crowded and buyer expectations grow. The sales tactics that businesses deploy are 

creating a sea change in business strategies – effectively impacting each part of the business.
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Let’s face it: the B2B selling 

landscape has changed 

drastically. As customer 

interactions increasingly shift 

away from face-to-face and 

toward online, business 

leaders are faced with the 

new challenge of how to 

reach this empowered, 

digitally savvy buyer.

1. Mapping the 

Buyer Journey

2. Connecting the 

Buyer Journey to 

the Sales Process

3. Optimizing Digital Tools 

to Foster Brand 

Engagement and 

Maximize Win Rates

In working through this transition with B2B business leaders, 

we have identified 3 core practices that lead to top line growth:

Mapping the Buyer Journey

Connecting the 

Buyer Journey to 

the Sales Process

Optimizing Digital Tools 

to Foster Brand Engagement 

and Maximize Win Rates



Guide summary



Gartner points to the fact that the typical 

buying group for a complex B2B solution 

involves six to ten decision makers‚ each 

armed with four or five pieces of 

information they have gathered 

independently and must deconflict with the 

group. At the same time, the set of options 

and solutions buying groups consider is 

expanding as new technologies, products, 

services and suppliers emerge.1 

Harnessing the situation, there 

really isn’t a better way to 

describe what it is like to 

understand your customers’ 

buying journey - who is 

involved, what are they solving 

for, how do they attribute 

value, and what will it take to 

close the opportunity. 

Mapping the 

Buyer Journey

1. How has your buyers’ 

journey evolved over 

the past 18 months?

2. How have you 

embraced those 

changes?

3. Where are the opportunities 

to increase brand awareness, 

consideration, and selection?

Key questions for B2B business leaders: 
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All of this was true prior to the pandemic, but after 18 months of 

largely remote interactions, B2B leaders must be comfortable 

with hybrid work as the “new normal.” In this new, more remote 

environment, the journey continues to evolve. To succeed in 

winning new business, it is essential to understand the jobs your 

customers are seeking to accomplish. Once you understand 

those jobs, you can determine the best way to help your 

customers complete them. The brands that enable the buyer, 

build their confidence, and simplify the purchase process are 

the brands that are chosen.



As the buyer journey has evolved to reflect the broader macro changes, the sales process is forced to respond in kind. 

Changes made at the height of the pandemic may no longer be strictly necessary, but sales staff should consider any 

important lessons learned.  With webinars, video conferencing, and quick phones calls having replaced conferences, in-

person meetings, and face-to-face coffee catchups for the last 18 months, many teams may find they were able to work 

more efficiently. All of these seemingly temporary changes have had a major impact on the way that sales teams are 

comprised and the broader strategy set going forward.

 

This move to an omnichannel approach isn’t a flash in the pan. McKinsey notes that, according to a Spring 2021 survey, 83% 

of B2B leaders believe omnichannel selling is a more successful way to prospect and secure new business than traditional, 

face-to-dace sales approaches.2

 

Understanding that the current process is setting the stage for the new norm, it is imperative to assess how buyers and sellers 

interact, and ultimately optimize the interactions along the entire journey.

Connecting the 

Buyer Journey to 

the Sales Process

Key questions for B2B business leaders: 

1. How has your 

customers’ buying 

process evolved over 

the last 18 months?

2. How effective has 

your reaction to this 

change been to your 

growth?

3. What does an 

omnichannel approach 

look like for your brand?
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This fact shines a light on the massive transformation underway to bring many old school forms of B2B marketing and sales 

initiatives into the world of digital. This is perhaps nowhere more evident than in the shift to B2B digital education and 

advertising. eMarketer points to the fact that many B2B marketers have reduced their overall marketing spend, but even with 

budget cuts, paid digital channel use has surged amid the pandemic.3

 

This is especially important as B2B buyers are typically 57% of the way to a buying decision before actively engaging with 

sales.4 This underscores the necessity for marketing to pave the path at every step of the journey for buyers to learn about 

your brand, engage with it and ultimately select it as their brand of choice.

Optimizing Digital 

Tools to Foster Brand 

Engagement and 

Maximize Win Rates

Key questions for B2B business leaders: 

1. How well are you 

reaching your target 

audience?

2. Have you evolved your 

digital marketing and 

sales initiatives to support 

continued growth?

3. Have you driven adoption 

to your digital tools to 

enhance familiarity and 

relevance of your brand?
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For most of us, digital 

applications have radically 

changed buyer/seller 

engagement in the world of 

the consumer. However, that 

progression has not evolved at 

the same rate or as 

ubiquitously in the B2B 

environment.

In today’s environment, the B2B brands that are leaving their counter parts in the dust have solved the digital engagement 

paradigm. This paradigm traverses every aspect of the prospect/customer journey from learning about a brand to early 

days of brand engagement to eCommerce and eventually support and follow through for purchases.

To what extent are you on the winning side of this equation? 



Mapping the B2B 
Buyer Journey
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You might think you 

know your buyer’s 

journey, but do you 

really? 

1. How has your buyers’ 

journey evolved over 

the past 18 months?

2. How have you 

embraced those 

changes?  

3. Where are the opportunities 

to increase brand awareness, 

consideration, and selection? 

In some ways the B2B buyer journey has been turned on its head making this a 

critical time to update your understanding of it – the nuances, pain points and key 

opportunities. In our experience with B2B leaders, there are three key 

questions to answer:

When it comes to examining the buyer journey, 

there is no one size fits all. For some the journey is 

quite simple but for most, it is quite complex. Fast 

forward to today’s hybrid world and this process 

becomes even more complicated. Meetings are 

likely both in-person and online, and sales reps 

must seek new strategies to help customers - who 

now likely prefer at least  some digital interactions - 

make good decisions.

Mapping the Buyer Journey

Connecting the 

Buyer Journey to 

the Sales Process

Optimizing Digital Tools 

to Foster Brand Engagement 

and Maximize Win Rates



KEEPING IT FRESH: 

Monitoring the 

Evolution of the 

Buyer Journey

For many decades we have been working under the belief that the 

buyers’ journey is linear. In fact, we have assigned functional ownership 

and key hands-off to different parts of our organizations – Marketing, 

Sales, Customer Support – to optimize our efforts to close the deal.  

 

At the same time, the buyers’ world has been fundamentally changing. 

Technology, the primary change agent, has opened the door to 

unlimited information providing buyers with the tools and the access to 

grow their knowledge about products and services and the brands that 

offer them. What began as a conduit to information has evolved into a 

sea of unending noise that never turns off, it is ‘always on’. 

 

So, it is no surprise that B2B buyers face information overload, 

charged with doing right by their organization to make large-

scale purchase decisions; a seemingly daunting task that can 

paralyze the best of us.
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Let’s break it down. One of the simplest and easiest ways to understand the buyers’ journey is to identify 

the jobs they are trying to complete. Gartner applies this thinking in its “Jobs-to-Be-Done” framework, 

5 which identifies six rather generic tasks that can be applied to many situations:

Problem 

identification

Solution 

exploration 

Requirements 

building

Supplier 

consideration 

Validation of 

capabilities

Consensus 

creation 

1. 2. 3. 4. 5. 6.

What is the trigger, the 

need, the problem?

What solutions are 

available? 

What do we need the 

solution to do? 

Which brands can do 

what is needed?

Do we have the right 

solution and the right 

brand?

How do we get everyone 

on board?

One of the most essential aspects of this framework is the fact that nearly every successful B2B purchase progresses through the first four tasks. 

However, buyers simultaneously address tasks 5 and 6 throughout the entire buying process. This is not a linear process, but rather a series of 

circular activities, one informing the other as knowledge is gained and refined to complete each and every task. 
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We need look no further than the 

benchmark set by Amazon.

How much does this represent your buyers’ journey? 

What are the jobs your buyers are trying to accomplish 

and how can you help them do so? 

 

BECAUSE, WHEN YOU CAN...

Enable the buyer by 

guiding them through 

their tasks to completion  

Build their confidence 

to make sound, 

reasonable decisions 

for their company  

Simplify the purchase

process to make it as efficient as 

possible for them… your organization 

will be the brand that is chosen.

Enable 

the buyer

Build their 

confidence

Simplify 

the purchase
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KEEPING IT REAL: 

Go Digital or 

Go Home
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The B2B buyer is inundated with information, they are strapped 

for time and their journey has become ever more complicated as 

they must deal with multiple decision-makers inside their 

organization, each bringing additional information to the process.

 

And yet McKinsey is quick to remind us that agility will be 

essential in developing new growth strategies, since the early 

days of the COVID-19 crisis show how quickly new opportunities 

can emerge, as well as how rapidly some thriving markets can 

slow down. As of early 2021, 85% of B2B leaders expect hybrid 

sellers will be the most common sales role in their organization 

over the next three years.7 Businesses are then tasked with 

amplifying and optimizing remote experiences to make them 

efficient, effective and memorable.

Clare Dorrian, CMO at SugarCRM, notes that 

"The customer journey has changed dramatically, most notably 

with longer sales cycles and an increased reliance on digital. 

These changes mark a permanent shift that makes empathy and 

personalization the hallmarks of the new customer experience."6 

First, turbo-charging eCommerce growth. In a recent 

McKinsey survey, 96% of B2B organizations stated that 

COVID-19 necessitated changes in their go-to-market 

models. Most had to shift from in-person interactions to 

remote sales, a change that nearly two-thirds of B2B 

decision-makers believe is as effective or more so than 

the old sales model. Not surprisingly, this shift has led to 

double-digit growth in eCommerce. 



1. 2. 3. 4. 5. 6.
How have your 

adoption and 

conversion rates 

changed?

How much of your 

sales have converted 

to eCommerce over 

the last 18 months?

Correspondingly, 

how has use of your 

offline sales channel 

changed, during the 

same time period?

When comparing 

eCommerce to offline 

purchases, how have the 

number of line items per 

order changed?

Have you been able to 

redirect FTEs, previously 

involved in offline 

purchases, to other 

important tasks?

How has your cost of 

sales changed during this 

same time period? 
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For some organizations, this type of change cannot be rolled 

out overnight, it must be staged across segments, sectors, and 

geographies. So much to think about but critical elements that 

should be a part of your digital sales initiatives.  

No matter where you may be on your digital sales journey, there is always opportunity 

to optimize. But to gauge progress you must monitor change. Change is most 

certainly a function of new tools, features, functions but it is also about adoption, 

conversion and scale. Here are some of the essential questions you should be able to 

answer about your digital sales initiatives that will help you gauge how successful your 

actions have been to your top and bottom line:



KEEPING IT FOCUSED: 

Elevating the Power 

of Your Brand
•

•

Outside of modifications to the sales process, a digital-first strategy should be aimed at elevating your brand in ways that will 

align with the buyer’s journey and their jobs to be done.

 

Forrester Research reports that 74% of B2B buyers do at least half their research online before making an offline purchase.

According to SiriusDecisions, 70% of the buyer’s journey is complete before a buyer even reaches out to sales.8

 

Revisiting the jobs to be done framework should help you identify the questions buyers are seeking to answer. Elevating the 

power of your brand means doing so in a manner that makes it easier for customers to relate to your brand, to see 

themselves using your brand because it helps them complete their tasks. 
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PROBLEM IDENTIFICATION

What is the trigger, the need, the problem? 

SOLUTION EXPLORATION

What solutions are available? 

REQUIREMENTS BUILDING

What do we need the solution to do? 

SUPPLIER CONSIDERATION

Which brands can do what is needed? 

VALIDATION OF SUPPLIER CAPABILITIES

Do we have the right solution and the right brand? 

CONSENSUS CREATION

How do we get everyone on board? 

As you think about how best to answer these questions, the most essential buyer behaviors to impact are: enablement, 

confidence, and efficiency.   

 

We’ve outlined the questions your brand should answer, now let’s touch on the importance of meeting customers where they 

are. McKinsey’s B2B COVID research, published in late 2020, points to the fact that B2B buyers are more likely to cite digital 

than traditional channels when asked about the best way to research suppliers – websites of suppliers, online materials, and live 

chats were rated the most valuable resources.9 And this is exactly the way customers like it: about 2/3 of B2B buyers prefer 

remote human interactions or digital self service during the buying process.10 



And yet, we live in an omnichannel environment where digital and 

traditional channels co-exist. Many believe this is a temporary 

moment in time where the past, impacted by disruption to catch-

up to the future, is challenging those still struggling to embrace 

digital. And the penalty is higher cost of sales due to inefficiencies 

compounded by a loss of opportunity. But let’s be real, the 

omnichannel environment is not going away any time soon, and as 

disruptions outside of our control continue to emerge, all 

businesses need to be prepared to pivot quickly in order to move 

their business forward.  

 

An example of the shift in B2B channels is the use of social, a 

controversial topic with some firms fully embracing social while 

others chose to shy away from it. During the pandemic, agendas 

and schedules were thrown out the window and the lines between 

life and work were blurred. And after nearly two years of this, what 

was once thought temporary has likely become habit. With these 

changes at play, social media appears to be a more viable 

option for B2B firms than previously thought. An IDC study 

found that 75% of B2B buyers and eight out of ten C-level 

execs use social media to make purchasing decisions.11
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At the same time, eMarketer points to the fact that 

while many B2B marketers have reduced their 

overall marketing spend, the use of paid digital 

channels has surged amid the pandemic. In 

combination with the integration of social 

channels, LinkedIn stands out as an actionable 

platform to increase brand awareness, 

consideration, and selection. A recent study by 

MotionCue points to the fact that 54% of 

marketers have shared brand videos on LinkedIn. 

Out of those, 78% believe it helped their business.12

 

There are many options to consider; the answers 

lie in understanding your buyers and crafting a plan 

where marketing and sales take on joint 

responsibility to help buyers complete the 

purchase jobs they need to accomplish.



What should 

you be doing?
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Big Village’s tenants for 

mapping the B2B 

buyers’ journey

Map Your Buyers’ Journey

There are many tools and techniques you can 

leverage to map the steps in your buyers’ 

journey and to overlay those steps with the Job-

to-Be-Done framework.  This critical 

information will confirm the questions buyers 

are seeking to answer as they search for the 

right brand to fulfill their needs. Furthermore, 

you can also capture the channels they use to 

search, learn, and compare solutions. 

 

Identify the Stakeholders and 

Clarify Their Roles

As we have learned, the B2B buying process 

involves quite a few stakeholders. Your job is to 

understand the roles of those stakeholders in 

the evaluation and purchase process. To 

identify their value drivers and what they need 

the solution to deliver.

1. How have your adoption 

and conversion rates 

changed?

2. How much of your 

sales have converted 

to eCommerce over 

the last 18 months?

3. Correspondingly, how has 

use of your offline sales 

channel changed, during the 

same time period?

4. When comparing eCommerce 

to offline purchases, how have 

the number of line items per 

order changed?

The answers to these questions should help you determine 

the right course of action such as marketing to raise 

awareness, education to encourage trials, motivators to 

foster longer-term conversion and continued ongoing use.

Assess Your Progress in 

eCommerce

Earlier in this section we outlined a few questions you 

will want to answer to determine how well your 

organization is converting purchases from offline to 

online. They include:



Connecting the B2B 
Buyer Journey to the 
Sales Process



There is no question – the B2B sales process has faced massive disruption in a very short period. 

The ability of most brands to successfully navigate each of those changes in a way that does not 

compromise their growth, is modest at best.
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Do You Know How to 

Move Your Customers 

Forward in Their 

Buying Process?

The questions you should be asking and working to effectively answer include:

1. How has your 

customers’ buying 

process evolved over 

the last 18 months?

2. How effective has 

your reaction to this 

change been to 

your growth? 

3. What is the next 

stage of the digital 

sales evolution?  

Mapping the Buyer Journey

Connecting the 

Buyer Journey to 

the Sales Process

Optimizing Digital Tools 

to Foster Brand Engagement 

and Maximize Win Rates



KNOW THY CUSTOMER: 

Examining Changes 

in the Buying 

Process

Day-by-day we are quickly seeing these situations play out in our own environments leading to the 

realization that today’s buyer is in the driver’s seat – navigating their course, selecting their pathways, 

modulating their speed and moving deftly across channels. The average B2B customer uses six different 

interaction channels throughout the buying process.13 Comfort with the omnichannel environment is 

ever increasing as Forrester reports that B2B buyers are actively shifting their transaction volume from 

single-channel offline environments to “omnichannel” and online-only environments.

 

75% of buyers and sellers now prefer the digital self-serve and remote human engagement model over 

face-to-face interactions because these interactions have made it easier to get information, place 

orders, and arrange service; improving the customer experience with speed and convenience!

At the same time, benefits to Sellers are becoming more tangible:

No doubt there is much work to be done to effectively promote and distinguish your B2B 

brand in the ‘always on’ omnichannel environment. No matter the channel or the forms of 

engagement, the goal should be to guide buyers through their journey – informing, educating, 

simplifying, and anticipating their next steps.

70% 20%
of B2B decision-makers say they are 

open to making new, fully self-serve or 

remote purchases in excess of $50K

would spend 

more than $500K.
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EARLY MIDDLE LATE

Information 

challenges

People 

problems

Options 

issues

Customer buying stage

Common obstacles to purchase

Examples Trouble distinguishing between 

meaningful and irrelevant 

information

Competing priorities Having too many purchase 

options is overwhelming

Trouble interpreting conflicting 

information

Different criteria for 

purchase

The late introduction of new ones 

is confusing

Trouble knowing how much 

information is enough

Conflicting views on the 

need for change

The implementation plan for 

different options is unclear

Hidden concerns

PINPOINTING THE BUMPS IN THE ROAD 

AND PROACTIVELY ADDRESSING THEM

If you are like most B2B organizations, you are actively learning as you go. By building a working knowledge of 

the Jobs-to-Be-Done along the buyers’ journey, you raise your awareness of what is needed, when it is 

needed, and the many ways customers may want to access it.

 

Harvard Business Review has identified the common obstacles that arise at different stages of the buying 

process, revealing the challenges buyers face.14

What Slows 
Customers Down

Customers encounter predictable 

impediments at each buying stage.

Suppliers should anticipate and 

remove these to simplify the 

purchase process. 
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EARLY BUYING STAGE MIDDLE BUYING STAGE LATE BUYING STAGE

Information Challenges People problems Options issues

Your goals: provide education and expertise, offering a 

meaningful, personal progression through your products, 

services, and solutions in support of the buyers’ questions 

and tasks.

 

Your goals: relate to stakeholder personas through relevant 

value drivers to grow brand familiarity, relevance, and fit for 

decision-makers and influencers.

Your goals: provide comparative tools for buyers to assess 

options relative to their needs. Share real-life examples of 

how other businesses with similar needs have succeeded 

based on the decisions made.

1.

2.

Problem identification 

What is the trigger, the need, and the 

problem to address?

 

Solution exploration 

What solutions are available?

3.

4.

Requirements building  

What do we need the solution to do?

 

 

Supplier consideration   

Which brands can do what is needed?

5.

6.

Validation of supplier capabilities 

Do we have the right solution and the right 

brand?

 

Consensus creation    

How do we get everyone on board?

Let’s dissect each of these major stages to reveal 

the opportunities that exist. We’ll start by 

establishing a few ground rules:

1. Our environment is largely 

digital with remote human 

interaction

2. The Jobs-to-Be-Done 

framework serves as 

our foundation 

3. The buyer needs to feel enabled 

and confident to identify and 

evaluate brands in order to 

make smart purchases 

The most successful brands embrace these obstacles by learning about needs and expectations, piloting 

concepts and methods, and continuously pivoting to improve brand engagement and maximize brand selection.
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EARLY BUYING STAGE MIDDLE BUYING STAGE LATE BUYING STAGE

Information Challenges People problems Options issues

•

•

•

•

Offer comparative tools to help customers prioritize 

options, to compare options, and to compare brands. 

Side-by-side comparisons can be especially effective in 

aligning features, functions, and capabilities to grow and 

expand the relationship, timelines to complete major 

milestones, and ways to review pricing and conditions.

 

Walk the buyer through a few quick questions to help 

them prioritize the options of interest.

 

Highlight the differences in value drivers that are likely to 

exist across the stakeholders to help the buyer build their 

case for YOUR brand.

 

Offer customer testimonials and point out how those 

situations align with their needs. Call attention to what 

was accomplished and the impact it had on the 

customer’s business.

•

•

•

Understand the various stakeholders – their 

personas and value drivers. 

 

Help the buyer formulate their requirements – walk 

them through a list of core questions, work flows, 

or steps to elicit the solution needs of each 

stakeholder group.

 

Offer case studies – use cases, stories of what you 

have done for other brands and how you have 

done it – this is your proof point.

•

•

•

The customer must see their situation in your offers.

 

Buyers need to believe you understand their needs 

and have the experience and expertise to address 

their challenges and opportunities.

 

Step them through your process to address their 

situation:  explore the options available to them, the 

pros and cons of different approaches, and ways to 

determine the right path for their needs.

Best practices to consider: Best practices to consider: Best practices to consider:
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1. 2. 3. 4. 5. 6.
Problem identification  

What is the trigger, the 

need, the problem?

Solution exploration   

What solutions are 

available?

Requirements building   

What do we need the 

solution to do?

Supplier consideration   

 Which brands can do 

what is needed?

Validation of supplier 

capabilities   

Do we have the right 

solution and the right 

brand?

Consensus creation   

How do we get everyone 

on board?

A FINAL CONSIDERATION

We must not forget that the core business questions 5 and 6 in the Jobs-to-Be-Done framework 

may very well need attention in the Early and Middle Buying Stages. These are the tasks that 

most buyers are actively revisiting time and again as they progress through their journey.

Jobs-to-be-done 

Core Business Questions
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As sales engagement move to a more digital world, the measurement of the sales process has become increasingly 

complex – often lacking some of the nuances that have become the norm. Currently, sellers determine a deal’s 

probability to close, close date, and work remaining, primarily by the internal sales stage. Gartner believes this approach 

is flawed leaving sellers unable to proactively identify stalled deals and prescribe helpful solutions to rescue those deals 

in the moment. If we agree the buyers’ journey has changed, why not change the sales metrics to match?

 

To overcome the disconnect, Gartner recommends four key steps for sales leaders.16

New Journey, New Metrics: 
Measure Effectiveness of the Sales Process

1.  Shift the primary measure of deal progress from sales stage completion 

Sales stage offers limited value as a measure of opportunity progress. Instead, track 

customer progress—objectively verifiable outcomes—for each job in the buyers’ process. 

This will increase pipeline quality and create consistency across your organization allowing for 

the nuances inherent in a non-linear buying process.

2. Automate opportunity scoring 

Introduce verifier-based opportunity scoring. This approach can coexist with 

customer relationship management /sales force automation (CRM/SFA) systems. 

The goal is to evolve the system from a linear sales process to one that assesses the 

pipeline considering the non-linear buying journey.

3. Incorporate opportunity scoring into forecast analytics 

Score opportunities based on customer verification of jobs completed and revisited, for 

a more accurate quantification of pipeline value. Add insight to pipeline analytics by 

weighting opportunity values based on jobs completed. This lays the foundation 

for artificial intelligence (AI) forecasting.

4. Build analytics based on buyer job progress 

Pipeline analytics serve two important purposes: 1) assess pipeline health and 2) 

diagnose areas where deal progress is challenged. Add valuable insight by 

incorporating a) cycle time, b) velocity- seller effectiveness and c) status mix – 

common verifiers underway when deals are lost.
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1.  Accuracy of forecasting 

2. Predictable sales cycles

3. Timely Intervention

4. Transparency of deal loss 

How well are you capturing deal progress and status? What tasks in the new 

non-linear buyer journey have the biggest impact on forecast accuracy?

How are your sales cycles evolving? Do you know what and who might be 

impacting your sales cycles?

How do you proactively diagnose when and what types of interventions are 

needed to revive stalled deals? What are the best tools and channels for 

interventions?

What are the common tasks when deals are lost? Are those tasks partially 

or fully completed?

As we discussed in the last section, no matter where you may be 

on your digital sales journey, there is always opportunity to 

optimize. But to gauge progress you must monitor change – both 

change in processes as well as the evolution of behaviors.

Here are some of the essential questions you will want to answer about your sales process metrics:

Focus on the Future: By Staying One Step Ahead of the Digital Sales Evolution

It has become very evident that technology in the B2B sales process is not a nice to have –  it is a MUST 

have to build leads and continue to target and serve clients. Once the decision has been made to pursue 

technology, the real wok begins. The challenge comes in architecting and deploying a technology 

ecosystem with clear guidelines for what to use, why to use it, and when to use it.



What should you be doing?
Big Village’s tenants for connecting the sales 

Digital transformation has not only changed the Buyers’ 

world it has changed the Sellers’ world. As face-to-face 

interactions move to virtual engagement, Sellers need 

modernized enablement training, intelligence and tools 

to stay current. Up-to-date trends and patterns in the 

market and with the competition, coupled with detailed 

understanding of the buyers’ journey are essential. This 

intelligence is critical for battlecards and talk tracks, new 

channels to be explored, and alternative forms of media 

to inform, educate, and guide buyers.

Sales Success Begins 

and Ends with a Strategy

Strategy defines your objectives and establishes 

your goals. It sets the course for your investments 

and initiatives. Learning from the best – leveraging 

processes and practices that can be emulated in 

your environment while also avoiding the pitfalls 

and the mistakes is what leaders do.

Understanding Your Buyers’ 

Journey Impacts Sales Success

As your buyers navigate changes in their 

business environments, their behaviors and 

processes evolve. Your marketing and sales 

efforts depend on a clear understanding of the 

buyer – their needs and expectations and their 

journey through brand identification, evaluation, 

and selection. These fundamentals must be 

kept up to date to compete effectively.

Drive Sales ROI with Modernized 

Sales Enablement
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Optimizing 
Digital Tools

to Foster Brand Engagement 

and Maximize Win Rates
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Promoter or Curator: 

Which Role Propels 

Your Organization 

Forward Case in point, in June of last year, National Instruments relaunched as NI. Carla Pineyro Sublett, 

Senior Vice President, Chief Marketing Officer, and General Manager, focused on promoting the 

strength of NI’s technology to cultivate growth across key industries. She stated, Many believe it is time for B2B to take a card out of 

the B2C playbook.  Mainly, recognizing the lines 

between our personal and professional lives have 

blurred, and experiences with brands in our 

personal lives have informed expectations that 

carry into our professional lives; most notably in 

the way we engage with brands.

Mapping the Buyer Journey

Connecting the 

Buyer Journey to 

the Sales Process

Optimizing Digital Tools 

to Foster Brand Engagement 

and Maximize Win Rates

"There is no B2B versus B2C marketing.  

NI is selling to people, not just other companies.” 

•

•

•

NI is using its values to represent the brand in the most authentic way while at the same 

time pushing itself to embrace its aspirations by giving customers a glimpse into its future.

It built a series of video episodes that tell the story of engineers who are solving some of the 

most interesting problems in the world and doing so in a manner that is both intriguing and 

understandable to even a non-engineer. 

One of NI’s many goals is to build and add value to customer relationships.17



At the same time, we must recognize the abundance 

of high-quality information that is available to 

customers, more so than ever before; a scenario that 

has B2B buyers overwhelmed and less empowered - 

a crisis of confidence, paralyzed to move forward. 

 

If we couple this with the fact that B2B buyers tend to 

be much further down the sales funnel before they 

are ready to engage with brands, it informs the 

modernized role of marketing. The road forward 

should be to help buyers accomplish the jobs to 

be done, to serve as the curator who builds their 

confidence to make the best decisions. 

Gartner calls this Buyer Enablement19 — 

where two fundamental elements exist:

1.
PRESCRIPTIVE ADVICE: THE WHAT 

Help customers know what to do

2.
PRACTICAL SUPPORT: THE HOW 

Help customers complete discrete job-related activities
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Gartner further suggests, suppliers must assume the role of a guide - 

as customers navigate the buying process, suppliers should use their 

insight to help them overcome or avoid obstacles they may not 

anticipate. 

 

Marketers MUST pave the path at every step of the journey for 

buyers to learn about and engage with the brand. In order to do 

this, suppliers need to understand the jobs buyers are trying to 

accomplish and how they are doing so. We know buyers tend to be 

channel agnostic – using both digital and non-digital channels with 

near equal frequency to complete each of the six buying jobs18. So, 

the goal should be to align information across multiple channels to 

guarantee both consistency and maximum support for buying jobs.



Suppliers that succeed in providing this advice and support 

simplify the buyers’ journey and build customer confidence. 

Customers feel confident when they can20:

Determine the right 

questions to consider

 

Identify which information 

matters most

 

Identify consistent patterns or themes 

in the information encountered during 

each step in the buying journey

Make the right choice for their needs

Garter research found that customers who perceive 

the information they received from suppliers to be 

helpful in advancing across their buying jobs are:

2.8X 3.0X
more likely to experience a 

high degree of purchase ease

more likely to buy a bigger 

deal with less regret

It is time to rewire B2B marketing and sales. It is time to modernize metrics, providing 

transparency into the buyers’ journey, the ability to engage at critical moments and 

assess the impact of the engagement. Mainly, it is time to identify outcomes that 

push beyond awareness and familiarity by aligning data, tools and process to drive 

relevance, helping customers complete jobs in their buying journey to drive revenue. 

Here are the key questions you should seek 

to answer to increase leads and revenue:

1. How well are you reaching your 

target audience?

2. Have you evolved your digital 

marketing and sales initiatives?

3. Have you driven adoption 

of your digital tools? 
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Start with the End in Mind Determine the Channels

It may go without saying but starting with 

the end in mind and maintaining a clear goal 

is a MUST to design the right approach. Is 

the goal to educate? Increase sales? Build 

brand awareness? Establish differentiation? 

Clearly articulating the answer helps to set 

the stage for the steps 

Automated marketing helps to enhance 

output, streamline communication and 

assist business development professionals. 

Among B2B businesses, 69% of top B2B 

performers use marketing automation for 

customer acquisition and 50% use it for 

customer retention.22

Today, 67% of online visitors have had close 

interactions with a chatbot, and 58% of 

businesses working with chatbots are B2B. 

Your B2B buyers expect quick and thorough 

responses at any time of the day. A chatbot 

solution offers a streamlined option to save 

time and costs while attracting leads and 

effectively engaging them.23

Social media is certainly not new, but it is an 

underleveraged tool in the B2B environment and can 

become a sales tool in the new selling process. Social 

media is reaching B2B buyers mainly because it is an 

easy-to-use, effective technology that buyers have in 

their personal lives. In fact, 84% of C-level and VP-level 

buyers are influenced by social media when 

purchasing according to IDG.24 Social media can also 

play a dual purpose – as both a communication 

channel as well as a direct sales channel. 

With the goal in mind, the next step is to determine the right channel mix 

for engagement and outreach. Increasingly digital channels are at the 

core of brand building, but the options are not one size fits all. 

1. 2.

Leveraging the relevant technology begins at the front end of 

engagement -- new channels have opened access to information for 

buyers like never before. This more transparent playing field gives 

buyers much more power because before even engaging with a 

company, they have an option to educate themselves. In fact, 83% of 

business buyers agree that technology has kept their company more 

informed about choices than ever before.21

There seems to be a growing list of technological 

solutions and applications to guide the sales 

process and directly address the needs of 

buyers today. The following is a list of a few that 

appear the most prominent in today’s 

environment; moving quickly to become a 

permanent fixture in the B2B sales process.

MARKETING AUTOMATION 

STREAMLINES OUTREACH

CHATBOTS ARE DIGITAL 

AND PERSONAL

SALES 

GET SOCIAL
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Pay Attention 

to Personas

Remember the 

Customer Is in Control

Moving beyond the content and channel 

development, it is important to advance to 

micro-level targeting, which begins with 

buyer personas.  B2B personas 

encompass demographics, geographical 

location, job title, purchasing power, 

communication preferences, purchase 

preferences, channel usage, etc.25

 

Also, once buyer personas are created to 

match your diverse audience, be sure to 

monitor and revisit them over time. This is 

especially important today as the 

evolution of sales and marketing 

processes continue to evolve.

In a digital environment, you can certainly 

push a lot of content, but the goal is really to 

develop a ‘pull-strategy’. McKinsey points to 

the fact that two-thirds (67%) of B2B buyers 

prefer accessing product information 

online.26 Your brand becomes one to watch 

and pay attention to when you provide clear, 

concise, simple, and informative content 

that helps the buyer move through their 

buying journey effortlessly.

Focus on 

Eliminating Friction

B2B customers look for straightforward and 

accurate shopping experiences. With that in 

mind, it is important to optimize website 

usability, establish systems to prevent errors, 

and leverage enhanced technology (like virtual 

reality and artificial intelligence) where it 

makes sense in the buying process. 

Remember KISS (Keep it Simple 

Stupid) Simplicity Speaks

Simplicity is related to eliminating friction, 

and they go hand-in-hand to make a clear 

and easy experience for buyers. Clear 

content and easy to read collateral help to 

provide confidence for buyers and allows 

them to easily interpret their options. 

3. 4. 5. 6.
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Measure 

Engagement 

Pivot, Pivot, Pivot… 

It’s All About Your Agility

•

•

Content marketing traditionally focuses on 

the top of the sales funnel, yet very few 

prospects convert immediately with the 

average B2B sales cycle lasting six or more 

months. However, according to LinkedIn27:

 

77% of marketers measure ROI 

during the first month of their 

campaign. And of those, 55% had a 

sales cycle three or more months.

Only 4% of marketers measure ROI 

over six months or longer.

 

The challenge becomes building a system 

for long-term sustainable measurement 

that extends beyond KPIs to also 

incorporate ROI. This can be achieved by 

aligning sales with marketing to ensure 

integration of measurement. 

The benefit of digital marketing is 

flexibility and iterative learning – if the 

outcomes are not aligning with the goals, 

there MUST be an option to pivot. Proper 

measurement programs should showcase 

where changes should be made and offer 

clues as to what needs to be changed and 

how it should be changed to better 

resonate with buyers.

What should you be doing?
Big Village’s tenants for optimizing digital tools to 

foster brand engagement and maximize win rates:

EMBRACE BUYER ENABLEMENT BY PURPOSEFULLY ALIGNING 

ACTIONS, TOOLS, AND CONTENT WITH THE JOB-TO-BE-DONE

7. 8.

Buyer Enablement provides prescriptive advice, helping customers 

know what to do and how to do it as well as practical support, 

helping customers complete discrete job-related activities. 

ESTABLISH PERSONAS FOR MICROTARGETING 

AND DIGITAL ENGAGEMENT

Know your buyers, their needs, their journey and their 

preferences to effectively create a pull-strategy for your brand 

by offering the information – at the right step in the buyers’ 

journey, through the channel – at the right moment in time. 

ESTABLISH A “TEST AND LEARN” ENVIRONMENT

Pilot new technology, marketing automation, and social 

channels through agile tools that afford you the opportunity to 

learn and pivot in an iterative fashion.
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Conclusion
The world of B2B sales and marketing is at a key inflection point. 

What was once a steady march towards digital engagement due to 

changing customer preferences and technological innovation prior 

to the COVID-19 crisis is now a mad dash to keep up in a drastically 

different world. There is no doubt that the pandemic introduced new 

challenges for organizations that had yet to truly master this new 

hybrid selling environment, but it also provided a big opportunity. 

Brands that are able to effectively transform their marketing and 

sales approach to focus more on what their customers need, when 

and where they need it will reap the rewards.



info@big-village.com

If you are like many 
businesses, you don’t 
have time to waste. 
CONTACT US TODAY TO START REVVING 

YOUR B2B GROWTH ENGINGE.

Big Village: B2B is in our DNA. 

We have spent the last 50+ years helping 

businesses identify the most effective 

ways to create sustainable growth. In 

today’s environment, your ability to tap into 

your markets, competitors, prospects and 

customers and to effectively synthesize 

the learning for action, is essential. We 

have the tools, techniques and the 

expertise to help you succeed!
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https://engine-insights.com/product/b2b/


Linda is a curious leader with a passion for innovative, smart solutions designed to propel 

business forward. She has spent the better part of her career helping global business-to-

business (B2B) companies develop, implement, and monitor essential strategies to foster top 

and bottom line growth. 

 

Today, she manages Big Village’s B2B practice that focuses on helping businesses identify and 

evaluate the merits of growth opportunities. Specifically, this involves vetted options to enter a 

new or adjacent market; innovate your products, services, and/or processes; deepen and 

expand your customer relationships; and most importantly today, effectively develop and 

deploy digital sales and marketing initiatives to build business.
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