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others. Additionally, B2B content marketing requires strategically distributing content to reach marketers’' target audience. It

goes hand in hand with your social media content strategy where you share links and visuals to attract the right people. Email,

organic search and paid ads are other popular distribution channels included in a B2B content marketing strategy.
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I. INTRODUCTION

Content marketing is a practice that’s been around far longer
than its current label. It involves planning, creating, and
distributing materials that are interesting and useful to your
specific audience but do not promote your product or service
directly. Brands use this method to develop brand awareness,
trust, and affinity with the potential customers they wish to
reach. Meanwhile, B2B content marketing refers to the
creation and distribution of professionally oriented content for
the same purposes. The idea, most often, is to help people
solve business problems and do their jobs better, while subtly
guiding them toward your brand and solution. B2B content
marketing is a long-term play and should be integrated with a
full-on digital marketing strategy. When done well, it is
reliably a very effective approach.

B2B content marketing is the practice of using content to
promote your product or services to a business audience. It
involves producing high-quality content that appeals to and/or
addresses major pain points of B2B consumers. This may be
in the form of blog posts, infographics, case studies, white
papers, tutorials and educational videos among many others.
Additionally, B2B content marketing requires strategically
distributing content to reach your target audience. It goes hand
in hand with your social media content strategy where you
share links and visuals to attract the right people. Email,
organic search and paid ads are other popular distribution
channels included in a B2B content marketing strategy.

Types of B2B Content
Let’s take a look at the various content types that you can use
for your B2B content marketing strategies.

Blog posts: A blog post is a written article published in the
blog section of your company’s website. Blog posts can rest in
the awareness stage (or top of the funnel) but since content
can be created about anything, blog posts can fall in other
stages too. When using it in the awareness stage, the post
should be educational in tone with very little to no call to
action. However, as the blog topics become more complex or
detailed, the call to actions become more directly related to
the marketing funnel, such as downloading a guide or
accessing a trial.

Case studies: Used most often in the decision stage, case
studies take an in-depth look at one of your customers. They
follow a common format of presenting an issue at hand and
then details of how your business helped them solve the issue.
These days, case studies are readily available on the business’
website. Featured businesses represent your various target
audiences, and the reader can easily identify themselves in at
least one of the case studies.

Infographic: Infographics are useful for delivering dense
information in simple, graphical layouts. This makes them
ideal for use at the awareness stage. Infographics often take
existing data in your business to make them digestible in a
visual format, appropriate for sharing on social media, to
prospects or to industry publishers. When using infographics
in the awareness stage, you want to serve general information
that your audience wants to know. Infographics don’t always
necessarily mean flowcharts either, they can be any data
shared as a visual collection.

Podcasts: Podcasts are digital audio content typically
presented in a series of episodes. You can distribute them
through channels like Spotify and Apple Podcasts or even host
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them on your website. They can feature a single speaker, a
panel of speakers or even as an interview format. This makes
them perfect for presenting in-depth information in a
conversational tone.

Canva: Canva isn’t just a great tool; it also boasts a solid B2B
content marketing strategy to support its business users. The
brand regularly shares actionable bite-sized tips in a visual
format to engage its social media followers. Beyond this, the
team produces excellent resources to ramp up your brand’s
design efforts. This includes blog posts and online courses as
well as a Design Circle community to connect with like-
minded individuals. You can even download marketing
toolkits and templates for your branding and design strategy.

McKinsey publishes comprehensive case studies that go

beyond basic success stories. Each one provides a deep

analysis of a business challenge, the strategic solution, and
measurable impact. This works because it:

e Positions McKinsey as a Trusted Advisor: Instead of
self-promotional content, they provide real insights into
how they solve complex problems.

e Demonstrates Tangible ROI: Their case studies show
quantifiable business improvements, making their
expertise clear to prospective clients.

e Aligns with the Buyer’s Journey: By addressing pain
points, solutions, and outcomes, these case studies act as
bottom-of-funnel content that helps convert leads into
clients.

I1. WHY IS CONTENT MARKETING
IMPORTANT TO B2B

Content marketing helps B2B companies educate and inform
their target audiences. It enables you to share in-depth
information even without the need for one-to-one
communication. As such, it’s highly effective for showcasing
your expertise and establishing authority in the field. This has
several benefits, with the main ones being:

High ROI for a low-cost Channel: Content marketing is a
relatively low-cost channel. You’ll spend money on labor and
tools for content creation and publishing. But those costs are
relatively low compared to the potential returns. Unless you’re
investing in paid ads, most of the publishing and distribution
channels don’t cost extra. So the returns are substantial in
comparison to the investments.

Content has a long lifespan: Add to the fact that content
marketing continues to pay off even in the long run, it’s worth
the initial investment. You can continue to reap benefits for
months or years after publishing content. This is particularly
true for evergreen topics that see consistent interest over time.

Best Practices for a B2B Content Marketing Strategy
When coming up with a content marketing plan for your B2B
company, the following best practices can improve your
chances of success. Below are six best practices we’ve
identified for a successful content marketing strategy

1. Identify your B2B Content Goals

Start with a clear understanding of how content should
contribute to larger business goals. Do you want to use it to
raise awareness? Do you want to generate leads? How are you
going to measure these goals? Identifying and defining these
goals will help you shape the rest of your content marketing
strategy. For instance, if your goal is lead generation, you’ll
want to focus on lead magnets such as white papers and
industry reports.

2. Research your Target Audience and identify their needs:
The purpose of content marketing is to create content that
appeals to your target audience and addresses their pain
points. So, a crucial step is to get a better understanding of
what makes your audience tick. What are their needs and
challenges? How can your content address them? And how
can you provide solutions to their needs? For example, the
same design tool will serve different purposes to different
groups of users. While one uses it to create original social
media visuals, another may use it to create captivating
newsletters. Naturally, these two users may have similar but
not exactly the same needs.

3. Conduct Competitive Analysis

A competitive analysis gives you a better idea of what’s
working and what’s not. What are your competitors creating
and what are they missing? Check out their top-performing
content and compare them against yours. If something is
working for your competitors but you can do it better, by all
means, go after it. Similarly, check out their poorly
performing pieces to figure out how to improve on them. Use
a competitor analysis tool to dig deeper into your competitors’
content strategy. For example, Ahrefs Site Explorer helps you
explore your competitor’s backlink profile, so you can
identify the types of content that are getting links from
reputable sites.

4. Create Content for all Stages of the Marketing Funnel
Since the B2B buying journey is much longer, you need
content to engage buyers at every stage of the marketing
funnel. People will have different needs and concerns based
on where they are in the funnel.

Top of funnel (Awareness) — This is where people start to
learn about your business and its products or service offerings.
Social media posts, blog posts, guest blog posts, infographics
and podcasts are some examples of ToFu content.
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Middle of Funnel (Consideration) — At this stage, people are
starting to consider your product or service as an option.
eBooks, webinars, product feature pages, product comparisons
and live video are some examples of MoFu content.

Bottom of Funnel (Decision) — This is where they finally
decide on a solution and convert into buyers. Customer case
studies, pitch decks, proposals and website pricing pages are
some examples of BoFu content.

Infographic of a marketing funnel with five stages: awareness,
consideration, decision, adoption and advocacy.

5. Explore Content Distribution and Promotion: A B2B
content marketing strategy is only as effective as its
distribution strategy. It’s not enough to just create great
content. What matters is how you distribute it to the right
people through the right channels. As briefly mentioned
earlier, social media is one of the most popular distribution
channels. Many successful B2B marketers even go beyond
organic social and invest in paid social to promote their
content.

III. WHY B2B CONTENT MARKETING
STRATEGIES FAIL

Businesses know content marketing is important, but many
struggle to make it work. They publish blog posts, create case
studies, and post on different platforms — yet only 22% of
them consider their content marketing a success. Why does so
much B2B content fall flat?

No Clear Goal: Many businesses create content without a
defined purpose, leading to disconnected efforts that don’t
drive measurable results. Only 49% of B2B marketers say
their content directly contributes to sales, highlighting a major
gap between effort and ROI.

Not Aligned with the Buyer’s Journey: The average B2B
buyer consumes 13 pieces of content before making a
decision. Yet, many businesses produce generic content
instead of tailoring it to different decision stages.

Weak Distribution: Even the best content won’t work if the
right people never see it. Many brands rely only on organic
search or social media instead of a multi-channel approach.
No performance tracking: When businesses don’t measure
engagement, lead quality, or conversions, they miss
opportunities to refine their content strategy. Without data, it’s
impossible to know what’s working, what’s not, and where
improvements are needed.

Misalignment between Sales and Marketing: When
marketing teams create content without input from sales, it

often fails to address the real concerns of potential buyers.
Without alignment, sales teams struggle to use marketing
materials effectively, and prospects don’t get the information
they need to make a buying decision.

Create a Winning B2B Content Marketing Strategy
Creating content is easy. Making it effective is the hard part. A
strong B2B content marketing strategy ensures that every
piece of content serves a purpose, reaches the right audience,
and delivers measurable results. Here’s how to build one that
works:

Set Clear Content Goals: Most B2B brands fail at content
marketing because they chase vanity metrics (traffic, social
shares) instead of business outcomes (deal velocity, pipeline
revenue, customer lifetime value). To make content effective,
focus on goals that impact revenue:

e Brand awareness: Track how often your brand is
mentioned in industry discussions and search results —
not just website visits.

e Lead generation: Measure how many leads turn into
sales-qualified leads (SQLs) and actual customers, not
just form submissions.

e Sales enablement: Instead of just creating sales content,
check if it helps shorten sales cycles and improve close
rates.

e Customer retention: Analyze how content improves
renewals and upsells among existing customers.

e The best B2B brands use a three-step framework to tie
content directly to revenue:

e Strategic goals: Big-picture business objectives (e.g.,
“Increase enterprise revenue by 20%”).

e Content goals: How content supports those objectives
(e.g., “Publish more enterprise case studies to generate
SQLs”).

e Execution metrics: Clear, measurable KPIs (e.g., “Case
studies must drive a 5% increase in demo requests”).

Understand Your Audience and Buyer Journey

Creating content without a deep understanding of your

audience is a common mistake in B2B marketing. If you don’t

know who you’re targeting, what problems they face, and how
they make decisions, your content won’t resonate, let alone
convert.

e Analyzing Existing Customers: Look at your highest-
value clients. What industries are they in? What problems
do they solve with your product? Identifying common
patterns will help you target similar prospects.

e Identifying Decision-makers: B2B purchases typically
involve multiple stakeholders — executives, department
heads, and procurement teams. Your content should
address their unique concerns and priorities.

e  Mapping Customer Pain Points: What challenges push
them to seek a solution like yours? Understanding their
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pain points helps position your content as a solution, not
just information.

e Create Buyer Personas: To ensure your content
resonates with the right audience, develop detailed buyer
personas that represent your ideal customers. These
personas help tailor messaging, content formats, and
distribution strategies to align with their needs. A strong
buyer persona includes:

e Demographics: Industry, company size, job role

e Pain Points: What challenges do they need to solve?

e Content Preferences: Do they engage with blog posts,
reports, or videos?

e Decision Process: What factors influence their buying
decision?

e Align Content with the Buyer’s Journey: B2B buyers
go through a process before making a decision —
awareness, consideration, and purchase. Your content
should guide them at every stage:

e Awareness (top of funnel): Blog posts, industry reports,
educational content

e Consideration (middle of funnel): Webinars, case
studies, product comparisons

e Decision (bottom of funnel): Testimonials, pricing
pages, live demos

e Use Different Content Types to Fix Sales Funnel Drop-
Offs

e  Work closely with your sales team to understand where
prospects drop off. If deals stall in the consideration
stage, double down on comparison guides, competitor
analyses, and live demos to push them forward.

e Use Data to Refine Targeting

e Regularly analyze website analytics, CRM data, and
content performance to see what resonates with your
audience and adjust accordingly. Track the following
metrics:

e Content-assisted Conversions: How many deals engage
with your content before closing?

e Account-based Engagement: = Which
accounts are interacting with your content?

e Pipeline Acceleration: Does content help reduce sales
cycle length?

high-value

Create High-Impact Content: Prioritize Subject Matter

Expertise Over Generic Content. Buyers trust content that

comes from real industry practitioners, not just marketing

teams writing for SEQ. Establish credibility by:

e Featuring expert contributors: Leverage insights from
internal subject matter experts (SMEs), customers, and
industry analysts.

e Using data-backed storytelling: Support claims with
original research, benchmarks, or case studies rather than
opinions.

e Avoiding fluff and Al-regurgitated content: Al tools can
assist with content creation, but they shouldn’t replace

human expertise. Use Al for efficiency, but ensure every
piece is enriched with unique, high-value insights from
subject matter experts.

e Use a Problem-Solution Framework: Instead of just
educating, your content should directly address pain
points and position your solution as the answer. To do
this:

e Define the problem clearly: Show you understand their
challenge before offering a solution.

e  Connect solutions to business impact: Highlight how your
product solves the problem in measurable ways.

e Use real-world examples: Case studies or customer
stories make your content more persuasive.

e  Optimize for Distribution and Engagement: Great content
is useless if no one sees it. Ensure it reaches the right
audience by:

e Repurposing content across multiple channels: Turn a
research report into blog posts, LinkedIn carousels, and
email sequences.

e Personalizing content for different audiences: Segment
content based on buyer roles, industries, and sales stages.

e Using paid promotion strategically: Invest in LinkedIn
Ads, content syndication, and retargeting to maximize
reach.

Distribute Content Effectively: Content marketing doesn’t
end after publishing. Without the right distribution strategy,
even the most valuable content won’t generate leads or
influence decisions. Top-performing B2B brands treat content
distribution as a core strategy — not an afterthought. Here’s
how to ensure your content reaches the right people:

e Leverage Multi-Channel Distribution: Instead of
relying on just SEO or Linkedln, distribute content
through:

e Owned Channels:
branded communities.

e Earned Channels: PR, guest blogging, and influencer
partnerships.

e Paid Channels: LinkedIn Ads, native advertising, and
content syndication.

Website, email newsletters, and

Align Content Distribution with Intent: Not all platforms

serve the same purpose. Match distribution channels with

buyer intent:

e SEO & search ads: Capture high-intent buyers actively
looking for solutions.

e LinkedIn & Twitter: Establish thought leadership and
engage with prospects.

e Email Marketing: Nurture leads with personalized,
long-form content.

Use Account: Based Content Distribution. For high-value
B2B deals, take a targeted approach by:
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Track Distribution Performance & Optimize:

Personalizing content for key accounts based on their
industry and pain points.

Running LinkedIn retargeting ads for decision-makers
who are engaged with your content.

Sending direct outreach with tailored content that
addresses their specific challenges.

Content

distribution requires ongoing adjustments. Here’s how you
can achieve this:

Track engagement metrics like click-through rates and
time on page.

Measure lead conversion rates to see which content drives
SQLs.

Use attribution data to identify content touchpoints that
contribute most to pipeline growth.

Double down on what works and refine underperforming
channels.

Track, Measure, and Optimize: B2B content marketing isn’t a
set-it-and-forget-it strategy. To drive long-term results, you

need to track performance,

analyze what works, and

continuously improve.

Focus on revenue impact, not vanity metrics: Don’t just
track clicks and downloads — measure how content
influences sales. A case study that shortens the sales cycle
by 15% is more valuable than a blog post with thousands
of views.

Use attribution modeling to track conversions: Buyers
engage with multiple content pieces before making a
decision. Use first-touch, last-touch, or weighted
attribution models to see which content contributes most
to closed deals.

Run data-driven content experiments: Don’t just A/B test
headlines — test content formats, placement, and
sequencing. Does a product comparison guide work better
before or after a demo request? Does video content speed
up buy decisions?

Collaborate with sales to refine content: Sales teams hear
firsthand buyer objections — use their insights to adjust
content themes, address pain points, and improve
messaging.

Benefits of having a B2B Content Strategy
Having a content strategy offers numerous benefits for
businesses. Here are some key advantages:

Increased Brand Awareness: A content strategy boosts
brand visibility and recognition, reaching a larger
business audience and expanding your brand's reach.
Improved Audience Engagement: Engaging content
connects with your target audience of business-to-
business companies, fostering meaningful interactions,
and discussions, and building a loyal following.

Enhanced Customer Trust and Credibility:
Consistently delivering valuable content positions you as
an industry authority, building trust and credibility with
your prospective buyers.

Increased Website Traffic: A strategic content marketing
approach attracts organic traffic to your website,
improving visibility and driving more visitors.

Lead Generation and Conversion: Valuable content
acts as a magnet, attracting leads and guiding them
through the sales content marketing funnel and
influencing their customer journey, resulting in higher
conversions.

V. CONCLUSION

Please text here conclusion
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