
Why Content 
Marketing is 
Essential for 
B2B Marketing 
Success



Not necessarily. While 99% of large companies have 
employed content marketing in some form, only 20% 
of small businesses are investing in content marketing.1  
Marketing experts warn that small businesses are  
ČõĴĴõčë�ĔŁļ�Ĕč�ļñÕ�ÊÕčÕţļĴ�Ĕê�²�ăÕŘ�Č²İăÕļõčë�Ĵļİ²ļÕëŘʣ�

And of the 99% of large B2B companies that employ  
content marketing, only 29% believe their content  
marketing approach is very or extremely effective.  
In fact, 17% believe their content marketing approach  
is minimally or not at all successful.2   

We created this guide to business-to-business (B2B) 
content marketing to make it easy to understand why 
content marketing is an essential strategy for every B2B 
company and to help you avoid some of the common 
mistakes many companies make when embarking on 
their content marketing journey. 

In this article, we’ll cover:

M What exactly is B2B content marketing
M How a B2B marketing strategy differs from  
 B2C marketing 
M Why content marketing is ideally suited for  
 B2B companies
M What the most common content marketing  
 mistakes are and how to avoid them

I know 
what 
you’re 
thinking: 
EVERY business is 
already employing 
content marketing, 

right?

........................

1 Content Marketing Institute, 2020 and Clutch.co, 2018
2 Content Marketing Institute, 2020



What is Content Marketing?

..........................

B2B CONTENT MARKETING 
is the systematic effort of creating and 
distributing content to increase brand 
²Ř²ĲÕďÕĶĶʏ�ľĲ²ëťËʏ�ĈÕ²ÑĶ�²ďÑ�Ķ²ĈÕĶ�ëĖĲ 

B2B companies.  

The most common forms of B2B content  
marketing include:  

Blog articles   M   Videos   M   White papers
eBooks   M   Case studies   M   Podcasts

Email newsletters   M   Infographics 

Although the goal of content marketing is ultimately to 
drive revenue, the most effective types of content are not 
overt sales pitches. The content that is most effective in 
getting positive results is content that is keenly focused 
on the business environment of your ideal prospect,  
offering helpful advice and tactful guidance to meet the 
challenges they face in their jobs. Content that is perceived 
as relevant and helpful to your ideal prospect succeeds by 
ÊŁõĆÑõčë�²êţčõļŘ�êĔİ�ŘĔŁİ�Êİ²čÑʞ�²čÑ�ĔŕÕİ�ļõČÕʞ�ĆÕ²ÑĴ� 
to acquiring new customers and increasing revenue.  

Why is Content Marketing Essential for 
B2B Companies?
The simple answer is: it works. In business terms, the  
ROI from content marketing is exceptional. The following 
stats bear this out:

 Companies that blog generate  
 55% more website visitors, 
 97% more inbound links and  
 434% more indexed pages.3   

 Compared to traditional marketing,  
 content marketing costs 62% less  
 while generating approximately  
 three times as many leads.4  

3 HubSpot blog article
4 DemandMetric



What is the difference between B2B vs B2C 
content marketing?

......................................

Long sales cycle.   
While B2C often entails impulse or emotion-driven purchases (think about 
the pop-up personalized suggestions on web shopping sites), the B2B sales 
cycle can last months, even years. Sales cycle length is a factor of both  
cost and business impact.  Usually, the higher the cost, and the more  
departments impacted, the longer the sales cycle and the more trust is  
required to close new business.  Successful companies use content to  
help build trust and to tell their stories.

Business case required.  
B2B purchasing most often requires a business case that demonstrates 
ñĔŖ�ļñÕ�ËĔČĭ²čŘ�ŖõĆĆ�ÊÕčÕţļ�êİĔČ�ļñÕ�ĭŁİËñ²ĴÕʣ�V²Ëăõčë�ļñõĴʞ�ČĔĴļ�ÕêêĔİļĴ�
ŖõĆĆ�ê²ĆĆ�Ť²ļʣ��ĔčļÕčļ�Č²İăÕļõčë�õĴ�²�ĭÕİêÕËļ�Ŗ²Ř�ļĔ�ĭİĔŕõÑÕ�ÊŁŘÕİĴ�Ŗõļñ�ļñÕ�
knowledge and tools they need to make a strong case for the purchase 
with other stakeholders at their company.

Group decision-making.  
Since large corporate purchases often impact more than one area of an 
organization, multiple department heads often are involved in the decision- 
making process.  And we’ve all witnessed how painfully a drawn out process 
group decision-making can be.  That’s why smart companies tailor their 
content to the needs and concerns of the primary decision-maker and  
õčŤŁÕčËÕİĴ�õčŕĔĆŕÕÑ�õč�ļñÕ�ÊŁŘõčë�ĭİĔËÕĴĴʣ�



Content Marketing Was Made for B2B

..........................

Given that B2B companies tend to have longer  
and more complex sales cycles, content marketing 
provides a way to create and nurture a conversation 
– albeit a digital conversation – through the entire 
sales cycle. And because B2B purchases often  
involve multiple people in the evaluation and  
decision process, you can create content aimed  
at each of these different roles.

Companies embarking on the content marketing 
journey frequently ask, “What should we write 
about?” In general, you should write on topics that 
your target buyer is most interested in. Try to be 
helpful. Here are some other ideas for content.

Answer questions   
  that a buyer 
asks during 
 the evaluation 
         process.



Image courtesy of Gartner.

............................

Buyers naturally seek information when evaluating products and services. In fact, B2B buyers 
spend 27% of their time researching potential suppliers online vs only 17% meeting with  
suppliers.5  There’s no better way to anticipate their research than to create content that 
addresses the questions and concerns that come up most often in meetings with prospects.

Provide use cases.  
One of the challenges facedby B2B companies is 
translating how its service or product can transform 
a customer’s business. Targeted content provides 
the best opportunity to highlight how customers  
in different industries are currently using your prod-
uct or service to solve their problems. 

Have enough content to last the  
entire sales cycle.  
Whether or not your company already has a content 
strategy in place, you want to be sure to have 
enough content on your website to last at least the 
duration of your sales cycle, but preferably longer.

If your sales cycle is nine months then you would 
want to have enough information to keep your  
company and its solutions top-of-mind for at least 
that long, if not longer.  You wouldn’t want your 
prospects to lose interest two months into a nine-
month buying marathon.  

5 Gartner: New B2B Buying Journey & its Implication for Sales

(Click to Expand)

https://www.espressob2b.com/wp-content/uploads/2021/02/Gartner-b2b-buying-journey-grey.png


The 10 Most Common Content 
Marketing Mistakes 

..........................

We’ve seen how content can help 
your B2B marketing succeed.   
Now let’s look at the most common 
mistakes that businesses often 
make when executing.  

1. No content marketing strategy.  
Content marketing isn’t about sharing just any  
information. There needs to be an overarching  
strategy that informs what gets produced and  
distributed and why. That said, only 44% of B2B  
content marketers have a documented strategy.6   

2. Random content that doesn’t tell your story 
    in a purposeful way.  
Many companies that embark on their content  
marketing journey fall into this trap: Someone on  
the team gets an idea for a new content piece, 
cranks it out, and presents it to marketing. The 
inspiration and effort are appreciated, but far too 
ĔêļÕčʞ�ļñÕ�ʼëİÕ²ļ�õÑÕ²ʽ�ÑĔÕĴčʿļ�ţļ�õčļĔ�ļñÕ�ĔŕÕİ²ĆĆ�

content strategy. It’s just a random content piece.  
Eļ�ÑĔÕĴčʿļ�ţĆĆ�²�ë²ĭ�õč�ļñÕ�ËĔčļÕčļ�ËİÕ²ļõĔč�İĔ²ÑČ²ĭʣ�
In other words, it’s not strategic - and it siphons 
limited marketing resources to complete producing 
the piece and then distribute it. 

Falling into this trap is inevitable if you don’t have  
a written content strategy. After all, with nothing  
in writing, who’s to say what is strategic and what  
is not? As we mentioned earlier, over half of B2B  
companies do not have a written strategy and this  
is a clear example of why this is a problem.

6  Content Marketing Institute



3. Inconsistent voice and tone.
§ĔŁİ�ËĔčļÕčļ�ĴñĔŁĆÑ�²ĆŖ²ŘĴ�²ËËŁİ²ļÕĆŘ�İÕŤÕËļ�ŘĔŁİ�
brand. With different creators involved, each with 
different personalities and ways of expressing  
themselves, it’s easy for your brand’s voice to get 
lost. Your content strategy should document your 
company’s voice and tone. Content contributors 
should all be given a copy of the content strategy.

4. Can’t we just re-purpose existing content?  
Yes, and no.  Content needs to be assessed for  
ñĔŖ�ŖÕĆĆ�õļ�ţļĴ�õčļĔ�ŘĔŁİ�ĔŕÕİ²ĆĆ�ËĔčļÕčļ�Ĵļİ²ļÕëŘʣ�
¥Õ�ĔêļÕčţčÑ�ļñ²ļ�ĔŁİ�ËĆõÕčļĴ�ñ²ŕÕ�²�ĆĔļ�Ĕê�Ĵ²ĆÕĴ� 
literature and sale presentations, but are missing  
the type of content that is appropriate for content  
marketing. Remember, for content marketing to 
work, the content needs to be educational, not 
salesy, and it needs to be focused on the needs  
of the buyer, more than simply product-focused.

5. Waiting for inspiration.  
Most content marketing efforts fail for the simple 
reason that content doesn’t get published on a  
regular basis. Instead, information gets pushed out 
whenever someone feels inspired. We can all take  
a lesson from what Chuck Close said about  
inspiration: “inspiration is for amateurs”.  

INSPIRATION
IS fOR 

AmATeuRS; 
The ReST Of 

uS juST ShOw 
uP ANd geT 
TO wORk.

Chuck Close



..........................

For content marketing to be successful, you need to 
publish on a regular schedule so that prospects know 
when to expect it.  As the saying goes, plan your 
work and work your plan.  As a bonus, companies 
that publish on a consistent schedule experience 
higher Google SERP rankings. 

6. Content that is too salesy.  
While nobody likes to be sold to, some businesses 
just can’t resist the urge to talk about how great their 
products are. There is an appropriate time and a 
place for selling and that’s once a prospect has been 
įŁ²ĆõţÕÑ�²čÑ�²�Ĵ²ĆÕĴ�ĔĭĭĔİļŁčõļŘ�ñ²Ĵ�ÊÕÕč�ËİÕ²ļÕÑʣ�
But content for marketing campaigns should not be 
salesy. Focus your content on your target buyer’s 
unique challenges, pain points or opportunities.  

Of course, if you are writing about a particular topic 
and it makes sense to highlight a product or feature, 
then feel free to include it.  Top of funnel content 
should mainly be about the target buyer. Middle of 
funnel content is more about the solution, but it’s 
written in an educational way rather than a  
sales pitch.

7. Forgetting who you’re writing for.  
It’s easy to lose track of who you are writing for,  
especially when writing longer pieces. If your typical 
buyer is at the C-level, and you veer off and begin 
Ŗİõļõčë�êĔİ�²č�ÕčÑʴŁĴÕİʞ�ŘĔŁİ�ĭİĔĴĭÕËļ�Č²Ř�čĔļ�ţčõĴñ�
reading your content and may ignore future content 
offers. If you are seeking to develop a successful and 
ongoing lead generation program, know who your 
buyer is and tailor your content to them.

8. Topics that are tired and dull
Avoid topics that are dry, boring or obvious.  
It’s the marketer’s job to write copy that is  
informative, inspiring and engaging for the target 
buyer. Unfortunately, many companies still haven’t 
mastered this objective.  

know who your  
    buyer is and 
tailor your content 
            to them 



BUYER’S JOURNEY

DISCOVERY CONSIDERATION DECISION

Content Marketing & Sales Enablement Strategy

PROVOCATIVE APPROACH VALUE APPROACH

Loosening of
the status quo

Committing
to change

Committing
to a solution

Justifying the
decision

Making the
selection

Exploring
possible
solutions

Create
awareness

around a new
problem

Research/
Interactive

White
Papers

Webcasts/
Events
Videos

Diagnostic
Assessment

Tools

Case Studies
Video

Testimonials

Solution
White
Papers

ROI
Analysis

Tools

Feature
Comparisons

Value
Focused

White Papers

TCO
Comparison

Tools

Align problem
with business
issues; drive

urgency

Align
solution

with specific
sets of

business
needs

Make the business
case for change

Validate/
reinforce choice
Prove best value

Help
buyer

indentify
needs in

solving the
problem

9. Outdated content.  
Buyers are looking for fresh, relevant information. 
Unfortunately, information, like bread, has a shelf 
life and gets stale if not regularly updated. If your 
content is more than a couple years old, it may be 
ļõČÕ�ļĔ�ŁĭÑ²ļÕ�õļ�Ŗõļñ�čÕŖ�ê²ËļĴʞ�ţëŁİÕĴ�Ĕİ�Ĵļ²ļĴʣ��

Additionally, Google is more likely to display newer 
articles for the simple reason that buyers are  
seeking the most up-to-date information.

10. Missing content along the buyer’s journey.  
Your content should be able to take the buyer 
through the entire sales cycle from awareness to  
interest to decision and action.  If there are gaps 
along the buyer journey, you may lose potential sales 
to your competitors.  To maximize leads and sales, 
be sure that your content strategy accounts for  
every stage of the buyer journey. 

Chart courtesy of Content Marketing Institute 



Now It’s Your Turn

We covered a lot here, and as you’ve learned, there are many factors contributing to a  
successful content marketing program. Yet done right, content, especially evergreen content 
(think fresh and perennial), can pay dividends for years to come.  

At minimum, you hopefully have a better sense of the power of content marketing and, who 
knows, maybe you’ll even begin crafting your own content, which may well be the single most 
ĭİĔţļ²ÊĆÕ�ÑÕËõĴõĔč�ŘĔŁ�ŖõĆĆ�Č²ăÕʣ

Espresso B2B Marketing has been partnering with clients,  
for over ten years, to drive more revenue from their marketing  
efforts. If you need guidance to develop (or improve) your  
content strategy or if you need assistance with content  
creation, we’re here to help. Let’s talk. 

Espresso B2B Marketing 
535 Mission Street, 14th Floor 
San Francisco, CA 94105 
(650) 855-4042 
Info@espressob2b.com

espressob2b.com

https://www.espressob2b.com/contact-us-san-francisco-digital-marketing-agency/
mailto:Info@espressob2b.com
http://espressob2b.com

