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7
MARKET COMMUNICATION

LEARNING OUTCOMES

After reading this chapter you will:

 • understand the nature and role of brands in business markets and the impact of 
communication on business brands;

 • be able to explain the meaning and importance of integrated marketing  
communications;

 • understand the factors affecting the composition of the communications mix in 
business markets;

 • be able to explain the budgeting methods used for communications programmes;

 • be able to explain the role of company websites, content and search marketing, 
advertising, public relations, and sales promotion in the business communications 
mix; and

 • be able to explain strategic and tactical decisions made by managers in relation to 
advertising and trade shows.

INTRODUCTION
Organizations interact with other parties; they send signals, communicate messages 
and engage in dialogue. The business marketer is concerned with formulating a com-
munications strategy that sends a consistent message to target audiences, one that 
is of interest to and also engages those audiences so that the organization is able to 
achieve whatever objectives were set for its communications activities. This chapter 
and the next are concerned with marketing communications in business-to-business 
markets. We start this chapter with a discussion of business brands, given their role 
in communicating information to customers. The signals and messages communicated 
or dialogue engaged in by a company will shape a customer’s view of an organiza-
tion’s brand as well as the company itself. It is important therefore that the actions 
undertaken by a company are consistent with its core values and customer expec-
tations so that its brand and corporate image are enhanced. From this discussion 
of business brands, we go on to introduce what can be classed as generic aspects  
of communication, because whatever the context (whether business or consumer  
market) these issues are essentially the same. They include the components and nature 
of integrated communications strategy, the formulation of the communications mix 
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and budgeting for communications activities. We then focus on what we call ‘market’ 
communication, discussing in more detail the use and design of communications tools 
such as advertising, sales promotion, public relations and trade shows. These tools are 
used to engage whole markets (albeit specific segments and target audiences) rather 
than specific individuals. A central focus in our discussion of these is the way in which 
digital technology contributes to their use and shapes the behaviour of marketers and 
customers alike. The next chapter centres on ‘relationship’ communication, where the 
tools that are used involve some form of direct contact (whether tactical/transactional 
or strategic/ongoing) with known representatives in specific customer companies. 
‘Market’ communication and ‘relationship’ communication are sometimes referred to, 
respectively, as ‘impersonal’ and ‘personal’ communication. However, we prefer the 
terms market and relationship communication since they emphasize the scope of the 
communication (broadly to a market or narrowly to a known individual) without in 
any way constraining the communications medium that may be used. Both market and 
relationship communication contribute to an organization’s representation of its brands 
and to customers’ perception and experience of them.

BUSINESS BRANDS

Meaning and relevance in business markets
The importance of brands has gained currency in business-to-business markets in 
recent years with the recognition that a powerful brand can be a critical success fac-
tor in increasingly competitive markets (Kotler and Pfoertsch, 2007). That brands are 
central to B2B marketers is certainly reflected in Interbrand’s annual assessment of 
the best global brands – companies such as GE (General Electric) and IBM consist-
ently feature in the consultancy’s top ten. Try visiting www.interbrand.com to learn 
more about why these two brands are rated so highly and to find out where other 
B2B brands sit. In most instances, brands in business-to-business markets are at the 
corporate level so we can in fact explain a brand as comprising the expression and 
stakeholder images of an organization’s identity (Abratt and Kleyn, 2012). Identity 
relates to the characteristics by which something is recognized, and as marketers our 
interest lies particularly in the expressions directed at and images held by one critical 
stakeholder, namely the customer.

Brand expression
Keeping with the notion that brands in business markets are more often than not at 
the corporate level, then a business’s expression of its identity to the marketplace is 
guided by organizational choices regarding mission, vision, strategic intent, values 
and culture (Abratt and Kleyn, 2012; Coleman et al., 2015; Simões and Mason, 2012). 
These frame a business’s representation of its brand characteristics and are signalled 
through various means including:

visual identity: the corporate name, logotype and/or symbol, typography and 
colour used on all mediums (e.g. vehicles, buildings, clothing, communications 
materials), which allow enhanced stakeholder recognition and association;

brand purpose: the articulation of an organization’s definitive position on what it 
believes in and what difference it can make;
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brand personality: the human traits with which an organization might be associated 
and which, according to Keller and Richey (2006), can be expressed in terms of 
feelings (passion, compassion), thoughts (creativity, discipline) and actions (agility, 
collaboration);

brand communication: deliberate, integrated forms of communication (internal 
and external) that provide the basis for constructive relationships with key stake-
holders and which for us centre on customers (but equally employees; after all, 
employees are central to the projection of many B2B brands).

See B2B Snapshot 7.1 for an example of ways in which one company signals its 
brand identity.

B2B SNAPSHOT 7.1 AIN’T NO MOUNTAIN HIGH ENOUGH

In 2009 DHL laid out its vision to become ‘the Logistics Company for the World’ through 
respect, simplifying customers’ lives and making a positive contribution to the world. 
Come 2015, and DHL is still set on its ambition to become the logistics company. 
This intent is reflected in its association with leading and internationally recognized 
organizations in sectors for which it provides logistics solutions and also sponsor-
ship deals – for example Formula 1, Fashion Week, Cirque du Soleil, the Gewandhaus 
Orchestra, as well as soccer teams such as Bayern Munich. Red and yellow are the two 
colours used by DHL to create its visual identity and building on this it uses the ‘Speed 
of Yellow’ concept in marketing communications to show how the company makes key 
events possible. Besides this signature yellow beam of light, the company also uses  
a remixed version of the classic ‘Ain’t No Mountain High Enough’ in its commercials – a 
song which has been the brand’s anthem for over 20 years.

Source: www.dhl.com.

Solo or co-brand expression?
Although many B2B companies focus their efforts solely on the communication of 
their own corporate identity, for some organizations, association with other brands 
can be particularly helpful. Co-branding operates whereby two or more companies 
cooperate to associate any of their brand identifiers either with one another or with 
a specific product. This can operate in a number of ways; for example, companies 
might allow their respective brands to be allied to others because of the underlying 
exchange relationship. For the B2B marketer, an important form of alliance lies in 
their ability to associate their own brand with those of their customers. This requires 
close alignment of supplier and customer corporate brands (Campbell et al., 2010) 
and willingness on the part of the customer to feature in the marketer’s expression 
of its own brand identity. A related aspect of co-branding is ingredient branding 
where two or more independent brands feature on the same product. In doing this 
the intention is that the firms strengthen their competitive advantage by increasing 
the attractiveness of the combined offering to customers further down the supply 
chain. For example, Covestro has co-branding agreements with the sports equipment 
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company Uvex, whose products contain and carry the logo of Covestro’s branded 
polycarbonate, Makrolon®. While ingredient branding is normally associated with 
tangible products, it can also be used for services. For instance, Anderson Consulting 
joined forces with Fasturn e-business solutions to offer web-enabled solutions to 
retailers. Whatever the type of product, engaging in ingredient branding can provide 
firms with relationship, competitive, cost and advertising benefits (Erevelles et al., 
2008; Helm and Őzergin, 2015).

Brand image
Alongside expression, stakeholder images of a brand – i.e. the way in which those 
parties describe, remember and relate to an organization – are the other critical aspect 
of brand identity. Once again, considering specifically the customer as our principal 
stakeholder, brand image will likely result from:

brand experience: customer affective, cognitive and behavioural responses to 
supplier brand-related stimuli such as visual identity, brand purpose and commu-
nication; the key point with regards brand experience is that it provides a means 
through which customer memories can be strengthened and associations deepened 
in relation to a particular brand (Brakus et al., 2009);

brand relationships: in a B2B context employees in any boundary-spanning 
role play a critical role in shaping a customer’s perception of the organizational 
brand; this means that consistency between the communication and delivery 
of brand promises by employees is critical, as is trust in building relationships 
(Power et al., 2008) between individuals who represent the supplier brand and 
managers from customer companies;

brand communities: these groups essentially comprise self-selected individu-
als who share positive beliefs in relation to a specific brand; the communities  
can provide a means through which information is shared between, or help is 
provided to, members, and the culture of the brand can be maintained (Abratt 
and Kleyn, 2012). Web-based brand communities can be particularly impor-
tant in B2B markets. This is perhaps unsurprising given that professional users 
typically have a strong and long-standing interest in exchanging product-related 
information (Andersen, 2005), and the community can serve as a platform 
through which members are able to connect, interact and share with one another  
(Bruhn et al., 2014), rather than engaging in brand worship that might feature 
in consumer brand communities.

If brand image can be explained as the way in which people describe, remember and 
relate to an organization via experience, relationships and communities, then this 
results from stakeholders’ judgements of that organization’s actions and achievements, 
that is, its brand reputation (Abratt and Kleyn, 2012).

So the corporate brand, the level prevalent in most B2B markets, is the expressions 
and images of an organization’s identity. The key point is that the more consistent 
those expressions and the greater the number of people that share common images 
of the organization, the more powerful the corporate brand becomes (Kapferer, 2008). 
Figure 7.1 shows the elements that contribute to the corporate brand, and therefore, 
as far as we are concerned, the business brand.
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INTEGRATED COMMUNICATIONS STRATEGY
Communications strategy involves planning, implementing and controlling an organi-
zation’s communication with target audiences, the purpose being to achieve specified 
objectives in relation to each audience. Companies use a variety of tools to do this, 
including advertising, public relations, sales promotion, direct marketing and personal 
selling. The digitization of much communication means that there has been a seis-
mic shift in marketer practices and user engagement (Wiersema, 2013) in relation to 
these tools. This shift has included a switch from offline to online media for market 
communication and a growing use of search, content and social media marketing to 
support reach, conversion and retention activities (Kantrowitz, 2014). Whatever the 
mix of tools and media used by a company, these are combined into a communications 
programme with the purpose of engaging buyers, but equally other stakeholders, that 
can influence or have an interest in an organization’s activities. Responsibility for the 
management of the various communications tools may be split between departments. 
Strategies for advertising, public relations, sales promotion and direct marketing are 
normally separated from personal selling. Equally companies might also operate with 
separate teams responsible for website design and operation or digital communication 
and even within this, others who focus on specific elements such as social media. This 
division of responsibilities may carry risks of poor assimilation among communica-
tions tools, yet the integration of marketing communications is vital (Schultz, 2006) 
to coherent and consistent brand expression as well as to customer experience via 
multiple and repeated touchpoints throughout their decision journey.

So it is important that companies formulate communications strategies that are inte-
grative, to ensure that consistent messages are conveyed through the different tools 
and that links between them are seamless, enabling the customer to move with mini-
mum effort between them. An organization does, however, have to bear in mind that 
members of a target audience will aggregate a marketer’s communication material 
whether the organization does this or not – integration occurs at the audience rather 
than organizational level. Members of that audience will assimilate the information 
encountered in some way and it may be that they:

FIGURE 7.1 Corporate brand (adapted from Abratt and kleyn, 2012)

With permission from Emerald Publishing.
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 • arrange the messages as the marketer intended;

 • ignore the messages and materials; or

 • put them together in a way that the marketer never even considered, which could 
even be harmful to the organization or the brand (Schultz, 1996).

Companies cannot control this assimilation process; the best a marketer can do is 
to ‘try to understand the integration process and to modify their own approaches 
to maximize the return on the integration which occurs naturally’ (Schultz, 1996: 
140). Whether an organization concentrates its efforts on presenting an integrative 
message or tries to understand and accommodate a target audience’s assimilation 
of promotional material, the business marketer has to put together a communica-
tions strategy. The formulation of this strategy requires a number of decisions to be 
made, including:

 • setting communications objectives;

 • deciding on the role of each component to be used in the communications mix;

 • determining the communications budget; and

 • selecting specific strategies for each component of the communications mix.

These are inevitably guided by an organization’s choice of target market (including cus-
tomer preference for different communications tools and online vs offline behaviour) 
and positioning strategy, which determine the role that communication will play relative 
to the product, distribution and pricing in a firm’s overall marketing strategy.

Communications objectives
Communications objectives help with deciding how the various communications tools 
will be used in a marketing programme. Essentially, the objectives might normally be 
related to how the target audience uses (or what the firm would like that audience to 
do with) the information transmitted via an organization’s communications tools and, 
with this in mind, many objectives are associated with ‘buyer readiness states’ or the 
hierarchy-of-effects model. This model describes the stages through which a buyer 
progresses when engaging with communications material. The stages in the model can 
be linked to the process enacted by a company for acquiring and retaining customers 
and to the communications tools that might be used at the various stages of these 
processes. Figure 7.2 illustrates this progression. A significant adjustment resulting 
from the established importance of digital communication, particularly in the early 
stages of the model, is the shift from push to pull marketing communications, from 
outbound to inbound communications activities, and to potential customers who are 
well informed on alternative solutions and suppliers prior to contacting companies 
(Kantrowitz, 2014; Trailer and Dickie, 2006; Wiersema, 2013).

Awareness is developed when potential customers become familiar with a product or 
brand. At this stage a company is trying to generate leads by directing its communica-
tions campaign to all potential customers within a particular target market segment. 
The marketer has to maximize reach to ensure that as many potential customers as 
possible might be exposed to the company’s message, so the company is likely to use 
tools such as advertising (including pay-per-click and banner), search and content 
marketing and public relations.
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Interest is the next step, reflecting a potential buyer’s desire to learn more about what 
(e.g. product, brand, company) is being presented. Essentially, a company is trying 
to acquire potential customers by triggering a response from a target audience – if 
members of that audience seek out more information or make enquiries then the 
marketer has entered into the early stages of the customer decision process. Where 
advertising, PR, content and search marketing catch the eye of potential buyers, then 
those interested parties would typically be directed to the marketer’s website – the 
company’s main page or alternatively content- or campaign-specific landing pages. The 
website acts as the crucial focal point through which potential and existing customers 
can be directed, interest and contact details noted, and information needs satisfied 
via, for example, downloads, webinars, brochure requests, call requests and posting 
of questions (Chaffey, 2014; Järvinen and Taiminen, 2016).

Desire is the recognition by the buyer that when a supply need arises, a particular 
product or brand is the preferred option. To reach this point, target customers will 
evaluate the product, brand and company information available from alternative 
suppliers. The number of prospective customers within a particular target for whom 
a company becomes a potential supplier falls, as those interested customers evaluate 
and eliminate some companies as potential sources of supply. Although trade shows, 
personal selling and direct marketing assume more importance at this stage, online 
screening via company websites can also be useful here.

To progress from the evaluation stage and to convert prospects into actual custom-
ers, the business marketer uses communications tools to elicit specific courses of 
action, which might be the placing of trial orders by its target audience. Prospects 

FIGURE 7.2 Communications mix and customer acquisition process (adapted from Anderson and 
Narus, 2004; Chaffey, 2014; Järvinen and Taiminen, 2016)
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who place trial orders and who become new customers will obviously need to 
enter into dialogue with the supplier. At this stage personal selling (possibly 
including field sales representatives and inside sales teams) becomes the important 
communications tool.

Critical for the business marketer, is the need to ensure that the different tools serve 
the potential customer with relevant communication content and a compelling brand 
experience. Combined with this is the need to make best use of the limited resources 
available, as well as provide the sales team with leads and prospects which can be 
acted upon. In describing the customer acquisition process, we noted the role which 
can be played by a company’s website, and while not ordinarily being used for 
commercial transactions, automation can enhance its contribution to early stages in 
customer acquisition by:

 • generating mailing lists using landing pages that offer content which fits subscriber 
profiles;

 • welcoming prospects with relevant email messages and creating personalized 
messages on the website;

 • reviewing interaction with messages and content, segmenting purchase intention 
based on lead scoring;

 • following-up with additional prospect nurturing messages (which help qualify 
purchase intention);

 • passing qualified leads to sales;

 • encouraging customer loyalty and social media advocacy through ongoing person-
lized messaging to deliver engaging promotions and content.

(Chaffey, 2014)

Take a look at Figure 7.3 to see how these activities might contribute to early stages 
of customer acquisition.

The various stages of the state of buyer readiness that we describe represent a pro-
gression that is assumed to be essentially rational and over which the marketer has 
control (Schultz, 1996). In principle, the marketer sends messages via communications 
tools to affect the attitudes and behaviour of target audiences and is able to isolate the 
use and impact of each selected tool on members of those audiences. In reality this is 
not necessarily feasible (although the use of digital communication tools and related 
software does enable the tracking of behaviour). Customers (prospective and actual) 
are not passive recipients of messages; rather they play an active part in the com-
munications process, searching for, accessing and requesting information as needed 
(from multiple sources – not just the marketer), sharing information within commu-
nities and approaching rather than simply responding to messages from marketers. 
This has always been the case in business markets but digital media and mediums 
allow customers to understand and determine their engagement with supply markets 
much more easily. The key for suppliers is to identify the type of information and 
messages preferred by customers and the format in which these are required. This 
does not negate the use of certain communications tools or online (in preference to 
offline) media; rather there has to be a balance between the interests of supplier and 
customer companies in the communications process.
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Communications mix
The promotional tools at the business marketer’s disposal are not interchangeable 
and their effects at the different stages of the purchase process are not the same. 
So a company has to select the tools and their relative importance in the communi-
cations mix to reflect marketing communications objectives and the way in which 
potential buyers prefer to access and use information. The transition to digital media 
for some communications tools has enhanced marketer capacity to reach, engage 
and acquire customers, as well as enabling greater precision and evaluation of tools 
used for these (Järvinen and Karjaluoto, 2015). More important, perhaps, is the shift 
from outbound to inbound communications driven by increasing buyer preference 
for researching supply markets and engaging with suppliers online at different stages 
in the decision process. Digital media allow potential and existing customers to stay 
informed, and while not undermining the role of personal selling in the final stages 
of the decision process or in ongoing relationship exchanges, they can replace the 
sales force as an information conduit (Wiersema, 2013), enabling sales teams to focus 
on more value-adding activities. See Figure 7.4 for an indication of how buyers rate 
information obtained from different sources – note this does not include personal 
selling. Interestingly according to this survey, information obtained via a supplier’s 
website is ranked third in terms of usefulness (after colleague/friend recommenda-
tions and industry-specific intermediaries) but dominates, nevertheless, in terms of 
buyer data gathering practice. The customer’s use of such information channels for 
purchasing decisions should guide the design of a business marketer’s promotional 
mix, and the design of this mix, will vary depending on the product category. Clearly, 

FIGURE 7.3 Communication automation for customer acquisition (Chaffey, 2014)
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the importance attached to the various communications tools and their capacity to 
engage customers will be reflected in the business marketer’s allocation of funds to 
support the use of those components.

Budgeting
A number of factors contribute to a company’s sales performance. Some of these are 
determined by the organization itself, such as the design of the various elements of its 
marketing mix programme (including, of course, promotional activities), while others, 
such as competitor behaviour, government policy decisions or economic conditions, 
are beyond a firm’s control. This means that setting a communications budget in rela-
tion to sales targets is difficult, with companies typically specifying improvements in 
the effectiveness of promotional activities and using practical methods to set budgets. 
These approaches include the following.

Objective and task

In using this approach, managers decide on the communications objectives, the tasks 
to be performed by the various promotional tools, and the associated costs involved 
in achieving these objectives. Adopting this method allows managers to set the com-
munications mix that is most appropriate for the tasks that are to be performed. This 
is by no means easy, since estimating the level of effort (and therefore cost) to achieve 
certain tasks is particularly difficult.

FIGURE 7.4 Influence of information from different sources (Buyersphere, 2015)
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Percentage of sales

This is more widely used and involves managers calculating the communications 
budget by multiplying a company’s past sales by a standard percentage (for example, 
if last year’s sales turnover was £1.5 million and the company aims to spend 4 per cent  
of turnover on communications, the budget will be £60,000). The calculation can 
be adjusted to take account of planned sales growth or decline; it reflects what an 
organization normally spends on communications activities; and it may also take 
account of average spending levels in the industry. The problem with this approach 
is that it ignores the fact that sales are a consequence of promotional activities rather 
than the other way round. During a buoyant sales period, promotional expenditure 
may be wasted unnecessarily. By the same token, declining sales could trigger a 
downward spiral for a firm, where, rather than investing more to try and boost 
revenue, the communications budget as a percentage of those poor sales figures is 
reduced accordingly.

Competitive parity

Companies that use this method base their budget decisions on the amount invested 
by competitors, and try to match it. Obviously it pays to have some idea of competi-
tor expenditure levels (and many companies will engage in competitive tracking) but 
a firm cannot make budgeting decisions based solely on this approach. Competing 
organizations are likely to have different marketing strategies and so the communica-
tions strategies to help achieve these will also differ. The funds needed to support 
promotional activities should therefore be expected to differ also.

All that can be afforded

This approach bases expenditure on what a business can afford, with senior manage-
ment determining how much can be spent on promotional activities. Budget limits 
are a fact of life in most organizations, so the majority of decisions, whatever overall 
method is taken, will often include an element of affordability. Problems can occur 
when affordability is the only means for setting the budget, as it ignores a firm’s 
marketing strategy and opportunities that might be open to a company to build sales 
and profitability via suitable investment in promotion.

These various approaches might typically be used to determine investment levels for 
advertising, sales promotion and public relations. Planned expenditure on advertis-
ing and sales promotion may be combined into one budget allocation, with firms 
having further budgets for website, public relations activities and personal selling 
respectively. Even if a firm does have separate accounts for these, at some point an 
overview of the various activities and associated resource needs/costs has to be taken 
to avoid fragmentation of an organization’s promotion strategy.

Website
A key purpose of communication is to present a compelling value proposition to the 
marketplace, to present messages of such quality and substance via integrated tools 
that customers engage with those messages, share them and seek to learn more. 
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So at a time when digital technology has resulted in a radical overhaul of market 
communication, a company’s website is critical to ensuring that the B2B marketer 
makes a good first impression and to supporting the customer in their decision 
journey (particularly given our earlier observations regarding customer use of sup-
plier websites). For most B2B companies, their websites are not designed to support 
transactional or commercial activities; rather they act as a key and possibly initial 
point of contact to which potential customers are directed (via various communi-
cations tools), and visitors judge the extent to which an organization is a credible 
supplier. Ways in which a potential supplier’s credibility can be enhanced through 
visitors’ web experiences include:

 • presenting website information that is easily verifiable;

 • clearly expressing the identity of the organization that ‘lies behind’ the website, 
e.g. visual identity, organizational purpose, explanation of divisions and multiple 
site operations, corporate brand personality, as well as key people and their roles;

 • highlighting expert content and services offered that are relevant to customer needs;

 • signalling honesty and integrity via tone of voice throughout the site but including 
About us, Our philosophy and FAQs pages;

 • making it easy for site visitors to contact the organization on every page;

 • ensuring that the site reflects the way that the company does business (thus mir-
roring the brand personality) so that the customer experience is consistent both 
online and offline;

 • accessibility and ease of navigation;

 • using frequently updated, relevant and useful content that requires customers to 
part with personal data in order to receive it;

 • avoiding errors! (Power and Chaffey, 2012)

Public relations and content marketing
Public relations is one means through which an organization can express its identity 
in the marketplace, the aim being to achieve a close alignment between the commu-
nication of identity and customer perception of an organization. PR activities include 
the use of lobbying and charitable donations, press releases, corporate advertising, 
articles in publications and seminars. All of these uses and activities are relevant to 
organizations operating in business markets, but staging events such as conferences 
and seminars can be particularly valuable in enhancing a company’s reputation and 
signalling expertise. See B2B Snapshot 7.2 for an example of this.

In addition to such ‘staged’ events, the business-to-business marketer can place PR 
content online in various forms to reinforce an organization’s standing and demon-
strate its capabilities to potential or existing customers. For example:

Company blogs: text content used to present in-house expertise, comment on industry-
specific issues or announce new products. In sharing information via a blog, the B2B 
marketer must decide where in the company website to feature the blog, who should 
contribute to it and frequency of postings. Given that blogs, like other communica-
tions activity, are intended to engage audiences, they require compelling titles and 
content that are both relevant and informative for the potential reader.
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Podcasts: audio recordings that the listener can access via for example RSS feeds 
or Tweets, download and listen to at any time. Effective podcasts provide a mix 
of topical news and information that appeals to listeners and might focus on 
industry-specific issues rather than promoting the business marketer’s products, 
for example. Current podcasts would normally feature in a specific section of a 
company website, with past episodes also available for downloading.

B2B SNAPSHOT 7.2 SPREADING THE WORD

Gartner is an international organization that provides research and analysis about 
the global information technology industry. Key elements of this company’s business 
activities are:

 • engagement in consultancy work, where it guides major enterprises in their formulation 
and implementation of technology-based strategies; and

 • organization of events in different geographic locations, including its Technology 
Summits and Symposium IT/xpos.

The Technology Summits are organized around the world, including events in North 
and South America, Europe, Japan and Australia. These conferences focus on par-
ticular topics such as security, wireless technology and outsourcing, and are made 
up of presentations by Gartner analysts as well as contributions from leading experts 
in the IT industry. As these are fee-paying events Gartner has to convince its target 
audience of its expertise, and ensure that the company is automatically associated with 
selected IT topics by its audience. The events that it organizes itself may go some way to 
achieving this, but equally important is the regular appearance of the views, expertise 
and work of its analysts in readily accessible publications. Its analysts will frequently 
comment on industry trends in IT-related publications and feature in professional and 
management publications.

Besides such summits, Gartner operates a series of regular webinars (online 
seminars) on selected issues hosted by Gartner analysts (visit www.gartner.com to 
learn more about the company’s expos and seminars).

Webcasts: recorded video content streamed to a computer or internet device and 
watched as it is downloaded. Successful video content can be informational (provid-
ing, for example, in-depth company, product and/or solution insight), educational 
(showing the viewer how to do something) and entertaining (albeit with an underly-
ing serious message). Whatever the approach, brevity is key as viewers are unlikely 
to watch content lasting more than 1–2 minutes and many may switch off after less 
than 30 seconds. While words contained in blogs and podcasts can be isolated, this is 
not possible with video content, so webcasts posted on a company’s YouTube, Vimeo 
or DailyMotion page need to be supported by a textual description that includes key 
words and a URL that directs viewers to a topic or video-specific landing page.

Whitepapers: long-form documents used by a marketer to, for example, present a 
solution to a particular business or industry problem or alternatively to outline the 
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technical or business benefits of the supplier’s offering. Whitepapers have been 
used for some time by business marketers but are now more readily accessible via 
online distribution.

The above are just some of the content forms that the business marketer might create in 
order to share information and ideas with current and prospective customers – others 
include the provision of presentation material and images via social media sites such as 
SlideShare and Flickr. For an example of how one company uses content as part of its 
communications strategy, visit www.deloitte.com, or for a content-specific illustration, 
view Siemens’ SlideShare (www.slideshare.net/Siemens). Business marketers have used 
content to engage customers for some time (John Deere launched its publication The 
Furrow in 1902, advising farmers how to improve profitability) but digital technology 
has made the creation of content easier, expanding the possible formats, and it is cer-
tainly much more accessible via the internet. While this might have led to considerable 
investment in digital content by companies, to be of use, content:

 • must be attractive to potential or existing customers by offering information that 
is of value and relevance and which can be readily absorbed by an audience; in 
an increasingly information-rich marketplace managers expect key messages to be 
transmitted in ‘bite-size’ pieces – overly long or complex content risks disengaging 
the audience;

 • needs to be current: the nature of some content is such that it can quickly date so 
the business marketer must ensure that material is regularly reviewed and where 
appropriate purged;

 • should be readily accessible: content is redundant if it cannot be found – which 
we go on to discuss in relation to search.

Search engine marketing
If a website is key to the way in which a company presents itself as a credible organi-
zation, and content provides a means through which the business marketer signals its 
expertise and problem-solving ability, then search engines are essential in ensuring 
that a company is found by a customer and remains visible. As individuals, we typically 
use search engines such as Google as information sources, and business customers 
are no different – web searches are an important means of identifying potential sup-
pliers (take a look at Figure 7.4). Given that search engines drive so much traffic to 
company websites, it stands to reason that the business marketer wants to make sure 
that their organization sits as close as possible to the top of search results lists. There 
are two critical points that a manager needs to understand and account for:

Words used by customers when undertaking searches. The marketer must ensure 
that words contained on the company website (the home page as well as specific 
content pages), online advertising and marketing content not only reflect the iden-
tity that it wishes to express but also match those used by customers in product 
and supplier searches.

Operation of search engines. Search engines are intended to provide the best 
answers, the closest matches to a user’s query. A search engine identifies key-
words (words or phrases entered as part of a query) that feature on webpages, in 
marketing content and in HTML tags, determining their importance according to 
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prominence on a page – both in terms of position and frequency. So the nearer 
the top of a page and the more frequently a word appears, the more important it 
is ranked by the search engine. This means that the marketer has to give thought 
to creating copy that is both engaging and search engine friendly. Being search 
engine friendly involves using words (not pictures), including keywords in the 
copy, repeating these words and phrases naturally, and ensuring that important 
content (concepts and keywords) is prominent.

The business marketer might look to optimize performance in horizontal search 
engines such as Google, but equally important can be general B2B engines such as 
www.business.com and vertical engines such as www.globalspec.com which serves 
engineering, manufacturing and related sectors. Vertical engines allow searchers to 
locate more specific and focused information, and for the marketer it enables a more 
precisely targeted message as well as providing more valuable sales leads given that 
vertical searches are typically conducted later in the buying process.

Advertising
From our earlier discussion of brands, it should be apparent that advertising represents 
an important means through which an organization can express its visual identity, 
purpose and personality to stakeholder groups such as government bodies, financial 
markets, local communities, pressure groups and of course customers. Presenting the 
brand via advertising campaigns might be undertaken with the intention of raising 
awareness, changing perceptions or reinforcing existing beliefs among these groups, 
and for which messages would have to be adjusted to reflect the interests of these 
groups. Take a look at B2B Scenario 7.1 to see how HP has been trying to foster 
engagement with its brand.

B2B SCENARIO 7.1 MAKE IT MATTER

HP is a provider of imaging and printing solutions to individual and business customers. 
Faced with declining market performance for the best part of a decade (Bandler and Burke, 
2012), the appointment of new CEO, Meg Whitman in 2011, was followed by communication 
campaigns to raise awareness and create brand engagement amongst IT decision makers. 
Under the theme ‘make it matter’, the company invested $15m and $10m in the US and UK 
respectively in 10-week communication campaigns to show how the company helps busi-
nesses embrace information technology challenges of the twenty-first century. Centred 
around solutions related to enterprise mobility, cloud computing, big data and information 
security, the campaigns included advertisements screened on TV (in the UK from ITV to 
Sky Sports), in cinemas as well as magazines and newspapers. These advertisements 
were supplemented with significant outdoor campaigns in high impact digital and static 
format, which in the UK, were across the country at bus stops and roadside hoardings, as 
well as at locations such as Heathrow Airport and London Underground tube stations. This 
campaign was supported by different content streams on YouTube, Twitter, Facebook and 

(Continued)
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LinkedIn with the #makeitmatter hashtag. Key to the overall campaign was the intention to 
reach the different individuals involved in purchasing, whether IT decision makers, finan-
cial or procurement managers. In using the various media channels, HP recognized that 
those individuals would likely consume media in different ways. For example, in the UK, 
some might read the Financial Times, some might watch The X-Factor, while others might 
spend all of their time on their phone or tablet. On LinkedIn, HP used display and follower 
ad campaigns to highlight the overall ‘make it matter’ campaign, using LinkedIn to target 
its professional audience both during and post campaign with custom design and content 
options. The scale and coverage of the campaign was pretty impressive, but important to 
HP was the intention to move away from the traditionally rational approach to IT marketing 
communication and instead address business decision makers with content that created a 
strong emotional connection, built confidence and ultimately resonated. By sharing human 
narratives, HP hoped to encourage organizations to rethink their approach to technology. 
However it is not just about emotion and storytelling. After all, the product, price point 
and deliverables have to be right to make sales. Clearly short-term promotions might be 
expected to have some immediate impact, but equally important is the longer-term effect 
of the ‘make-it-matter’ campaign on purchase decisions that often have a six to nine month 
cycle. Working with its internal communications team, as well as agency partners, HP’s 
global brand and communications manager has to agree what those short and longer term 
metrics might be to determine the effectiveness of this campaign.

Sources: Bandler and Burke, 2012; McGreal, 2014; www.communicus.com

Besides being part of broad corporate brand communications activities, advertising 
is important in positioning an organization in the marketplace and in engaging rep-
resentatives of target customer companies. It can serve a variety of purposes and in 
doing so can spread the marketer’s message to a far greater audience compared to 
other tools. As far as the hierarchy-of-effects model is concerned, advertising supports 
the business marketer’s investment in its principal communications tool, personal 
selling, and is typically used to create awareness among target customers, provide 
information and identify potential leads.

Advertising strategy
A firm must make a number of decisions that result in the articulation of its advertis-
ing strategy, consisting principally of:

 • setting advertising objectives;

 • formulating the creative plan;

 • media selection; and

 • evaluation of advertising effectiveness.

Throughout the process of strategy development and implementation, what must 
be borne in mind is that advertising is only one component of a firm’s overall com-
munications mix and it must be integrated with other elements in order to realize 
strategic marketing goals.

(Continued)
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Setting advertising objectives

Advertising objectives normally consist of performance goals (what should it accomplish?) 
and also the target audience (who does the organization wish to engage?). Clear articu-
lation of objectives is crucial as they give direction to those involved in the formulation 
and implementation of an advertising programme. The goals are the principal means 
by which campaigns are evaluated, and as such should both reflect the functions that 
advertising can realistically perform and also take account of the fact that immediate 
changes in sales which may result from campaigns are difficult to observe. So the objec-
tives must be unambiguous but also realistic and expressed in such a way that the effect 
of an advertising programme can be measured. Where objectives are underpinned by 
the hierarchy-of-effects model, they are normally expressed in terms of communication 
goals such as level of brand awareness, recognition and buyer attitudes, or audience 
interest and engagement in terms of level of traffic directed to corporate website or 
campaign-specific landing pages.

One of the principal purposes of advertising is to attract members of a customer 
organization who influence that company’s purchasing activities. Clearly these will 
not necessarily be restricted to employees with purchasing responsibilities; rather 
they could include managers from a variety of functions. As we have already noted 
in previous chapters, managers’ choice criteria and interest in product attributes and 
the relative importance attached to them are in part determined by their functional 
responsibilities. Advertising objectives for a particular target audience must also reflect 
the choice criteria that are important to members of that audience.

Formulating the creative plan

The creative plan builds on the objectives set for an advertising campaign and 
essentially centres on the development of a message that will engage the specified 
target audience. The advertiser uses language, format and style in a campaign in 
order to present this message. Decisions in message presentation are informed by 
the creative philosophy of the advertiser and target audience choice criteria, but 
equally should reflect the words, phrases and images with which an organization 
wishes to be associated and that are relevant and meaningful to customers. So 
consistent expression in all forms of brand communication is important but this 
has to be allied with messages for specific advertising campaigns so that it results 
in audience engagement.

In consumer markets it is often believed that messages which appeal to the emo-
tions (notably humour) are particularly effective, with brand identity, resonance or 
anomaly (West and Ford, 2001) driving message creation and presentation. While 
this approach might be successful in consumer markets, is there room for emotion 
in business-to-business advertising? This may seem unlikely given the nature of the 
purchase process, the fact that buyers are accountable for purchases made, and that 
products are not for personal consumption and are bought using non-personal funds. 
However, this ignores the contribution that emotion can have in shaping brand atti-
tudes in business markets (Gilliland and Johnston, 1997) and the fact that emotional 
headlines are indeed prevalent in advertising copy (Cutler and Javalgi, 1994). At a 
strategic level a business brand might be presented using a rational approach but the 
tactical execution can, nevertheless, include emotion (West and Ford, 2001) and as 
Lohtia et al. (1995) suggest:
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B2B SNAPSHOT 7.3 GET INTO THE GROOVE

Look around and you will find Michelin tyres on all types of vehicles that have wheels – 
bikes, cars, lorries and planes. The haulage industry represents a key part of Michelin’s 
business, for which it has over 16 per cent of the global market by value, and the company 
wants to maintain its position – but to do this it plans to sell fewer tyres and instead 
develop its regrooving service. Although regrooving delivers 10 per cent fuel savings and 
extends the life of tyres by 25 per cent, 70 per cent of hauliers in the United Kingdom do 
not return tyres for regrooving because this type of ‘reconditioned’ tyre is considered 
unsafe. So the challenge for Michelin and its agency IAS (now merged with US based 
agency Stein to become SteinIAS) was to create positive awareness by educating the 
market about regrooving benefits and dispelling safety concerns. The central creative 
aspect of the communications campaign involved using Bibendum, Michelin’s iconic 
figure, and associating it with groove, groovy, grooving … the result was a 1970s-style 
Bibendum getting down on the dancefloor. The combination of advertising, PR and direct 
marketing campaign resulted in increased regroove rates and 69 per cent ad recall. 
If you want to see Bibendum grooving, find him on Flickr (www.flickr.com/photos/
iasb2b/3532556291/ ).

 • information on performance and product quality should be included;

 • this should be presented in a logical manner; and

 • symbolism and metaphors can be useful in delineating the value proposition.

Read B2B Snapshot 7.3 for an example of how humour featured in one company’s 
advertising campaign.

Media selection

Getting the message right is obviously crucial to gaining the target audience’s attention 
and in ensuring that the signals conveyed in it are interpreted in the way intended by 
the advertiser. But for this to happen the audience has to have access to the advertise-
ment in the first place, so media have to be chosen that will ensure that the audience is 
reached. Decisions about media selection are determined by the capacity of the selected 
medium to adequately convey the advertising message, the degree to which the medium 
can provide access to the target audience, and cost.

Outbound communications (where the marketer drives the communication directed at 
target audiences) can be effective in raising awareness and is normally associated with 
broadcast and print media. Forms of broadcast media that a business marketer may 
choose from include television and radio. Although these feature to a lesser extent in 
business-to-business than in business-to-consumer markets, TV advertising can play 
an important role in raising the profile of an organization, contributing to corporate 
identity or positioning. The benefit of using TV for advertising lies in the speed with 
which it can raise awareness and its capacity as a platform through which reach and 
coverage are enabled while other tools serve functions in terms of specific calls to 
action. As part of its ‘make it matter’ campaign, TV advertising was a key medium 
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through which HP sought to make an emotional connection with as wide an audience 
as possible. Print media continues to play an important role in business-to-business 
advertising for outbound communication where the principal purpose is to raise brand 
awareness and build reputation. Nevertheless this ‘broadcasting’ approach inevitably 
incurs waste because of the need to maximize exposure in order to reach the intended 
target audience. In contrast, the ‘narrowcasting’ of digital media means that adverts 
can be much more targeted and directed at specific audience profiles within an online 
publication or website.

The idea behind online and offline advertising is essentially the same, i.e. displaying 
adverts in publications or on a website, and the more prominent an ad placement, 
the more expensive it is. However, while part of print advertising costs is driven by 
exposure (in addition to placement), the dominant cost model for online advertis-
ing is pay-per-click whereby the advertiser incurs cost when a viewer responds by 
clicking on the ad itself. To be able to click on the advertisement, the viewer needs 
to be exposed to it in the first place and this is where keywords come into play once 
more. Associating an advertisement with keywords means that it is likely to feature 
on sites with similar content or on search-results pages when someone conducts a 
search. Pay-per-click advertising is context sensitive – ads will only appear on websites 
for which the advertiser has purchased keywords, so identifying and paying for the 
right to use keywords that best reflect customer behaviour and marketer’s offering 
is critical. When it comes to search engines, however, note that the frequency and 
prominence depends on how much an advertiser is willing to pay for keywords, and 
online users tend to trust organic searchers over paid placements.

Leaving aside the mechanics of exposure and costing, online ads do provide the 
marketer with more dynamic and interactive means of attracting and engaging with 
target audiences. For example, online ad display can be enriched with assets such as 
videos, podcasts, technical briefings and case studies – essentially content which is 
able to validate an offer or present a clear benefit statement to a prospective buyer. 
As with other communication, it has to be of relevance and value to the target audi-
ence to ensure click-through and to maximize ad effectiveness; managers who do 
respond should be directed to landing pages that display content that relates to the 
advertisement itself. To determine whether members of a desired target audience are 
being reached and whether the level/nature of engagement among website visitors is 
being achieved, the business marketer can use a variety of measures including click-
through rates from different traffic sources to website landing pages, the depth/range 
of digital content viewed from landing pages, conversions from browser to customer, 
as well as attrition rates (Järvinen and Karjaluoto, 2015). Whichever metrics are used 
will of course depend on the objectives set for the online advertising.

Sales promotion
The use of sales promotion in business markets can be classified according to whether 
it is designed to trigger a response from members of a company’s sales force, chan-
nel partners or organizational customers. For sales personnel promotional tools are 
used principally to motivate staff or to support them in their selling roles. Where 
a company is trying to hit short-term targets, staff are offered incentives such as 
prizes and cash rewards or may be awarded ‘salesperson of the month’ status in an 
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organization’s recognition programme. Such tools work well in one-off, transactional 
selling situations. However, they can have a detrimental effect when a company is 
trying to build long-term relationships with key clients, because such incentives 
encourage sales personnel to pursue short-term results.

To perform their various tasks sales staff may draw heavily from informational mate-
rial provided by an organization. This material includes brochures, catalogues and 
selling aids such as presentation kits which might be used to explain the features 
and benefits of new or existing products. Online access to a lot of this material and 
the use of portable multi media presentations can ensure consistency in overall mes-
sage content while allowing interactivity via access to complete product information 
systems and the customization of proposals to clients.

Sales promotion is also an important tool for organizations that rely on intermediaries 
in order to reach customers. Financial mechanisms (incentives and promotional pricing) 
are typically used as part of a company’s push strategy (that is, trying to ‘push’ sales 
through distribution channels) and might be used to gain acceptance of new products by 
middlemen or to hit short-term sales targets. Given the fact that intermediaries assume 
a selling function on behalf of principals, the provision of informational material to 
support a distributor’s sales efforts can also be important.

Trade missions and trade shows/exhibitions
Trade missions and trade shows bring supplier and customer companies together in 
one location. Organizations operating in business markets will normally participate 
in these promotional events because marketers are able to showcase their product 
expertise to a fairly well-qualified target audience, and customers can examine a 
large number of potential new suppliers and products/technologies with relative 
ease. Whether this is a government-sponsored promotional event or an industry-
specific trade show, the basic idea remains the same: the events take place in specific 
locations and consist of multiple booths where suppliers display their products for 
anything from two days to two weeks. In many industries where firms are involved 
in or wish to develop overseas markets, trade missions and trade shows represent a 
key component of a firm’s international communications activities.

Trade missions

A trade mission is a government-sponsored promotional activity. The purpose of a 
trade mission is to facilitate the economic growth of a particular region or country, 
typically via international trade in overseas markets. To achieve this, trade missions 
can involve:

 • the representation of particular regions or countries at major international trade fairs;

 • major export drives where a government designates an overseas market as a priority 
for business development and then arranges, leads and partly funds promotional 
events in that target country; and/or

 • major drives where a host government tries to encourage overseas companies to 
invest in its country. This type of activity is important for the economic development 
of countries and is a key method for those countries to acquire skills, technology 
and know-how.
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In Britain, the government body UK Trade & Investment provides financial support 
to allow companies to participate in selected industry exhibitions, for example, in the 
Paris Airshow in France, the Asian Oil, Gas and Petrochemical Exhibition in Kuala 
Lumpur, Malaysia, and the Bio US 2017, in San Diego. The support is designed to 
help firms gain initial exposure in new markets. Trade missions can be particularly 
useful where firms are trying to develop export markets, especially if a company 
has limited international marketing experience in general, or with a specific country. 
Trade missions enable participants to acquire information fairly quickly about over-
seas markets as well as knowledge about the process of exporting to those countries 
(Seringhaus and Rosson, 1998).

Trade shows and exhibitions

Trade shows are a bit like temporary versions of the shopping centres or retail parks 
that are such a prominent feature in consumer markets. Potential buyers visit prospective 
sellers, with most of the visitors having specific plans to buy a product or influence the 
eventual purchase decision for a particular product (Gopalakrishna and Lilien, 1995). Key 
differences include representation and permanence. In consumer markets, intermediaries 
such as retailers are the principal means through which producers are able to present their 
products to target customers. In business markets, distributors will represent producers 
at some industrial trade shows (typically at regional or smaller national exhibitions) but 
in many instances suppliers will participate directly in shows that are key events within 
their industry.

Shopping centres and the retailers found within them are permanent, unless of course 
a retailer closes down its store. The location sites of most industrial trade shows are 
also fixed and can be quite substantial in terms of size. See Table 7.1 for details of 
the largest exhibition sites in various countries.

The events that take place within them, however, are not permanent; rather, they are 
temporary. Throughout any given year, a site will play host to numerous trade shows 
from a variety of industries. For example, Frankfurt, the second largest convention 
site in the world, plays host to some of the biggest trade fairs. See Table 7.2 for details 
of the world’s largest fairs.

Functions performed by trade shows

Tasks that can be performed by trade-show participation are typically divided between 
those which are sales related and others that are not linked to the selling process. 
Non-selling functions include building or maintaining company image, gathering 
competitor information, product testing/evaluation, and maintaining company morale 
(Bonoma, 1983). Non-sales tasks are cited by companies as reasons for participating 
in trade shows, but sales-related functions are nevertheless the principal motivation 
for investment in these promotional events (Blythe, 1997). The key sales-related func-
tions that can be performed by trade-show participation include: the identification of 
prospects; gaining access to key decision-makers in current and potential customer 
companies; disseminating facts about vendor products, services and personnel; actu-
ally selling products/winning orders; and servicing current accounts’ problems via 
contacts made (Bonoma, 1983).
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TABLE 7.1 key exhibition and convention centres around the world

2015 2014 2013

Reed Exhibitions (GB) 1,183.0 1,104.0 1,017.0

UBM plc (GB) 855.5 561.1 546.0

Messe Frankfurt (d) 647.8 554.2 544.8

GL events (F) 456.0 409.8 397.7

MCh Group (Ch) 384.5 373.6 385.5

Informa (GB) 356.1 248.7 196.0

Fiera Milano (I) 337.3 245.5 245.1

deutsche Messe (d) 329.3 280.6 312.0

koelnmesse (d) 321.2 231.2 280.6

Messe düsseldorf (d) 302.0 411.5 322.9

VIPARIS (F) 283.0 303.8 297.4

Emerald Expositions (USA) 281.0 225.4 132.9

Messe München (d) 277.4 309.4 353.0

Messe Berlin (d) 242.0 269.4 187.6

hkTdC (hk) 223.1 172.8 163.4

Coex (ROk) 217.0 163.1 139.0

i2i Events Group (GB) 204.0 177.3 145.3

NürnbergMesse (d) 203.7 228.7 192.8

ITE Group (GB) 183.1 223.7 229.4

Tokyo Big Sight (JP) n/a 159.5 140.8

Fira Barcelona (E) 148.0 152.6 117.8

Jaarbeurs Utrecht (NL) 133.3 131.6 140.9

Svenska Mässan Göteborg (S) 128.9 97.4 88.0

dmg :: events (GB) 128.1 128.0 103.8

Amsterdam RAI (NL) 126.2 119.7 116.6

BolognaFiere (I) 119.0 120.0 109.9

Tarsus Group (GB) 117.9 77.4 90.9

SNIEC Shanghai (CN) 115.7 139.0 116.6

Landesmesse Stuttgart (d) 115.0 137.0 98.8

Comexposium (F) 108.5 129.3 117.5

Artexis Group (B) 107.0 92.8 94.0

Source: AUMA, 2013. AUMA: With permission from AUMA.
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TABLE 7.2 The largest trade fairs worldwide (based on exhibitor numbers for 2012)

Location Hall Location Hall

hannover Exhibition Center 463,165 Georgia world Congress Center 
Atlanta

130,112

National Exhib. and Convention 
Center (NECC) Shanghai

400,000 BVV Veletrhy Brno 121,314

Frankfurt/Main Exhibition Center 366,637 NRG Park (formerly Reliant Park 
houston)

120,402

Fiera Milano 345,000 Fiera del Levante Bari 120,000

China Import & Export Fair 
Complex Guangzhou

340,000 Yiwu International Expo Center 120,000

Cologne Exhibition Center 284,000 kentucky Expo Center 120,000

düsseldorf Exhibition Center 261,817 Tüyap Istanbul Fair 120,000

Paris-Nord Villepinte 242,082 Fiera Roma 118,910

McCormick Place Chicago 241,549 Fira Barcelona – Montjuic 115,211

Fira Barcelona – Gran Vía 240,000 Brussels Expo 114,445

Feria Valencia 230,837 EUREXPO Lyon 114,275

Crocus Expo IEC Moskau 226,399 Leipzig Exhibition Center 111,300

Paris Porte de Versailles 219,759 Essen Exhibition Center 110,000

Chongqing International Expo 
Centre

204,000 New Int. Conv. & Exp. Center, 
Chengdu Century City 

110,000

The NEC Birmingham 201,634 Rimini Fiera 109,000

BolognaFiere 200,000 kINTEX Goyang/Seoul 108,483

IFEMA Feria de Madrid 200,000 BEC Bilbao Exhibition Centre 108,000

SNIEC Shanghai 200,000 Palexpo Genf 108,000

Orange County Convention Center 
Orlando

190,875 Poznan International Fair 107,654

Las Vegas Convention Center 184,456 New China Int. Exhibition Center 
(NCIEC) Beijing

106,800

Munich Exhibition Center 180,000 Messe Stuttgart 105,200

Nurimberg Exhibition Center 170,000 Shenzhen Convention & Exhibition 
Center (SZCEC)

105,000

Berlin ExpoCenter City 170,000 Ernest N. Morial Convention 
Center New Orleans

102,230

Veronafiere 151,536 Singapore Expo 101,624

wuhan International Expo Center 150,000 ExCeL London 100,000

Messe Basel 141,000 Fiere di Parma 100,000

IMPACT Muang Thong Thani 
Bangkok

140,000 Royal dutch Jaarbeurs Exh. & 
Conv. Centre Utrecht

100,000

VV Moskau 132,720

Source: AUMA, 2013. AUMA: With permission from AUMA.
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Money well spent?

As can be seen from Figure 7.5, trade shows are useful in the early stages of the pur-
chase decision process and in identifying and qualifying prospective new customers. 
However, as customers progress to evaluating potential suppliers and reaching final 
purchase decisions, and the sales process moves to presenting the sales message, 
closing a sale and even servicing an established account, then the trade show is less 
valuable compared to personal selling.

As a communications tool, trade shows are important to companies operating 
in business markets not only in terms of the potential to contribute to a firm’s 
communication activities but also because of the money invested in these events. 
Leaving personal selling aside, trade shows are one of the most significant 
expenditure items for many firms, accounting for up to 20 per cent of advertising 
spend in 2014 (Kantrowitz, 2014). And that is without taking account of the time 
taken up by involving sales teams and senior management in the events. There 
has been growing scrutiny in recent years of the return on monies invested in 
trade shows, yet this promotional tool continues to play a major role in com-
munications activities, and perhaps with good reason. Even if funds allocated 
to trade shows and exhibitions are considerable, it has long been argued that, 
compared to personal selling, these promotional events offer significant savings. 
For example, the cost of the entire sales-cycle can be reduced four-fold if the 
transaction is triggered by a supplier’s participation in a trade show (Browning 
and Adams, 1988; Hart, 1988).

FIGURE 7.5 Relative effectiveness of business communications tools (Gopalakrishna and Lilien, 1995)

with permission from INFORMS.

New customer/prospect
buying phase 

Key seller
communications

objective and tasks

Communications
objectives Task

need recognition

developing product
specifications

search and qualification
of suppliers

evaluation

supplier selection

purchase feedback

generate
awareness

prospecting

feature
comprehension

opening relationship
qualifying prospect

lead generation qualifying prospect

performance
comprehension

presenting sales
message

negotiation of
terms/offer
customization

closing sale

reassurance account service

Relative
communication
effectiveness

Advertising

High

Personal
selling 

Trade
shows

Low

07_BRENNAN_Ch 07_Part III.indd   190 4/25/2017   2:57:58 PM



MARkET COMMUNICATION 191

Audience attention and quality

If one of the reasons for communication is to engage a target audience and one of 
the challenges lies in attracting that audience’s attention, then trade-show participa-
tion can certainly facilitate this. Visitors to trade shows will select the events that 
they choose to attend purposefully, and will go with specific objectives in mind 
(see Table 7.3). Trade shows therefore provide the business marketer with a means 
of influencing purchase behaviour, but more critically, access to DMU members 
other than the buyer. Audience quality at trade shows is much broader than simply 
consisting of managers with specific purchasing roles, who might be the business 
marketer’s usual point of contact. Indeed, a large number of visitors have no role 
in purchasing and are instead involved in the areas of sales and marketing, general 
administration, design, engineering, and research and development (R&D) (Blythe, 
2002). Managers with these functional responsibilities can influence different stages 
of the decision-making process and it is known that these stages can be affected by 
information obtained at trade shows (Moriarty and Spekman, 1984). The variety of 
managers and their motivations for attending mean that a marketer needs to give 
some thought to the staff present, communication behaviour and type of information 
available at an exhibition, and it should not necessarily be sales driven.

One of the problems with a trade show is that it lasts for only a short period of 
time, with the result that interested parties might overlook some stands or not 
be able to attend. Meanwhile exhibitors might fail to reach key members of their 
target audience. One way that is increasingly being used to deal with this and to 
provide ongoing access to trade-show information and exhibitors is the use of 
virtual trade shows (Axelson, 2001; Geigenmüller, 2010). For example, InnoTrans 
offers a virtual marketplace – which is an electronic variation of the way in which 
a trade show normally operates (www.virtualmarket.innotrans.de). Attendees are 
able to visit virtual halls and booths online and to talk to booth staff or visitors, 
via chat rooms or video conferences and forums, as well as post messages in online 
diaries or blogs (Geigenmüller, 2010).

TABLE 7.3 Visitor reasons for trade-show attendance, by job role

Reasons
Sales and 
marketing

General 
administration Design Engineering R&D

See new products/developments 19.1 16.6 6.66 7.5 4.16

Obtain product/technical 
information

0.83 4.16 3.33 7.5 5.0

Try new products/demonstrations 2.5 4.16 3.33 7.5 5.0

See new companies 2.5 4.16 1.66 0.83 1.66

See a specific company/product 3.33 0.83 0.0 0.0 0.83

discuss specific problems 0.0 0.83 1.66 4.16 1.66

Compare products 0.83 1.66 0.83 0.0 3.33

Source: Blythe, 2002.
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Planning trade shows

Although a trade-show event lasts for a relatively short period of time, planning 
for it can take much longer, particularly when preparation prior to and evaluation 
after an event are taken into account. The planning process normally includes the 
following stages.

Setting trade-show objectives As we discussed previously, trade-show participation 
can serve a variety of selling and non-selling purposes. A company might select 
any number of these as its principal reasons for investing in a particular trade 
show, focusing on short-term objectives such as performing product and sales 
presentations (selling functions), gathering competitor intelligence information or 
making new contacts (non-selling functions). Longer-term objectives could include 
launching new products, generating new leads (selling functions) and building 
customer relationships or company image (non-selling functions) (Shipley and 
Wong, 1993). However, to have any meaning, objectives have to go beyond the 
functions that can be served by trade-show participation and, as with any objec-
tives, must be articulated in such a way that they are measurable, can be achieved 
(given a firm’s resources) and are realistic. For example, by performing product 
presentations, what exactly is a firm hoping to achieve, what types of leads is a 
firm trying to generate (and how many would it expect to accumulate over the 
exhibition period), and what systems will be used to monitor the number and 
types of leads generated?

Trade-show selection From setting objectives, a key decision for a company is to 
decide on the shows in which it should participate. Large, prestigious international 
shows will attract massive visitor numbers and will therefore have an obvious appeal 
to a company when it selects events. However, this does not guarantee that the larger 
the show, the more people will visit a company’s stand. In fact, the reverse can be the 
case: the larger the event, the more there is to choose from and therefore the greater 
the likelihood that a company’s booth will not be visited. It is not only the size of 
events and multitude of competing participants that can make it difficult to attract 
visitor attention. Most visitors do not attend for the full duration of a show; rather 
they are likely to be present for a few days at the most and therefore the number of 
booths at which a visitor can spend a significant amount of time is quite small, no 
matter how big the event itself. This means that trade-show tactics can be critical 
in ensuring that a company’s involvement in a show is known and that visitors are 
motivated to seek out and/or stop at the firm’s stand. See B2B Snapshot 7.4 to learn 
how one company tries to attract attention.

B2B SNAPSHOT 7.4 IS IT A BIRD …?

Festo, an engineering firm headquartered in Germany, supplies pneumatic and 
electrical automation technology to customers around the world. For the firm, 
participation at Hannover Messe is a major event in the company’s communication 
calendar but like many organizations, the challenge for Festo is to think of ways in 
which it can showcase its technical and innovation capabilities at the show. To this 
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end the company assigns project teams the task of developing creative and dynamic 
ways in which it can help exhibition visitors appreciate its technological development 
and application expertise. The project teams work in secret – other Festo employees 
don’t find out about the exhibition feature until the unveiling at the Hannover Messe. In 
recent years these have included a remotely controlled bird, jellyfish and dragonfly –  
all of which are designed to look and move like the real thing using Festo’s automa-
tion expertise. And does it work? Well there’s always a buzz around the company’s 
stand, and being visited by Angela Merkel probably helps too. To learn more, visit 
the company’s website (www.festo.com) and view the ‘unreal’ creatures on YouTube 
(www.youtube.com/user/FestoHQ accessed 18 July 2016).

Tactics Crucial to the success of trade-show participation are the tactics surround-
ing involvement in a specific event. Decisions that can affect a company’s degree of 
success include:

Promotional activities to support participation: if a company is going to take part 
in a trade show, then prospective visitors to the event need to know about it! Pre-
show promotion can include posting of forthcoming exhibition participation on 
the company website, advertising and direct mail including invitations to potential 
visitors to call at the company’s stand. Listings can be developed using a show 
organizer’s advance registration list as well as the firm’s own customer/prospects 
database.

The design and location of a firm’s stand: this can be a key factor in determin-
ing the number of visitors to a company’s stand. Given that a large number of 
exhibition visitors want to see or try new products, obtain technical or product 
information or meet with company representatives, the stand needs to be suf-
ficiently eye-catching to make someone want to enter a company’s display area 
rather than just pass by. Sample products, models, demonstrations and informa-
tional material must be readily visible and the message conveyed by these display 
items clearly articulated. In fact, considering and designing the stand based on the 
way in which it might be experienced by a visitor much in the same that marketers 
typically consider retail settings from an experiential point of view can have a posi-
tive impact on exhibitor performance (Gilliam, 2015; Rinallo et al., 2010). Besides 
booth design, a company has to try to ensure footfall either by selecting a prime 
location or by directing targets to the stand via mobile communication.

The selection and behaviour of staff on the stand: the composition and behaviour 
of stand personnel can be critical to successful trade-show involvement. Unless an 
organization is trying to generate leads or is using an exhibition for relationship 
building, sales personnel or account managers are not the obvious choice given 
that a large proportion of trade-show audiences do not have purchasing responsi-
bilities and will typically use events for information-gathering. So involvement of 
staff other than those with primary boundary-spanning roles can be important for 
communication purposes and signalling of organizational identity.

Post-exhibition follow-up: to make best use of opportunities that arise during a 
trade show a firm must pursue leads quickly after the event, before interest from 
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those contacts starts to decline. The nature of the leads will vary so the urgency 
and the business marketer’s response and responsibility for pursuing them should 
also vary. For example, details of the various leads that have been logged can be 
handled according to three characteristics:

1. Are visitors mainly interested in company rather than product information? 
In such instances communications material can simply be posted (electroni-
cally) and any particular queries handled in an accompanying communication. 
Processing of such leads can be handled by a company’s internal sales team.

2. Are visitors interested in the company’s products and likely to make a purchase 
decision at some point in the future? Again, a firm’s internal telemarketing team 
can qualify the prospect and handle the contact’s queries.

3. Is a purchase decision imminent? These leads should be registered with sales 
representatives during the trade show so that the potential customer can be 
contacted on their return from the event.

Post-show evaluation: assessment of the effectiveness of trade-show participation 
requires, as already discussed, objectives that are measurable and realistic. In addi-
tion to this, there has to be a means of recording activities in relation to these 
specific objectives during the show, and conducting research once the event is 
over might also be necessary.

CHAPTER SUMMARY
 • Brands are a critical point of differentiation and source of competitive advantage 

for firms and are frequently associated with company names in business markets. 
Communication provides a means of signalling a firm’s value proposition and 
requires consistency across all tools to ensure consistency in customer expectations 
and brand experience.

 • Communication is central to positioning strategy and, as such, companies must 
ensure that communication is integrated so that consistent messages are conveyed 
to target audiences.

 • By understanding and accommodating customer information needs and ways in 
which information contained in the various communications tools is processed, 
there is a greater likelihood that the audience’s assimilation of the marketer’s 
messages will be unified.

 • The communications tools available to an organization can serve a number of 
purposes, and their importance (in terms of the resources allocated to fund them) 
will vary, reflecting the objectives for the overall communications programme as 
well as each of the communications tools, and accounting for market conditions 
and customer information needs.

 • The capacity for customers to undertake extensive market and supplier search 
and evaluation prior to contact with sales personnel means that inbound  
communication – driven by content and search marketing and directing customers 
to company websites or material on content and social media sites – is assuming 
increasing importance.

 • Leaving personal selling aside, advertising represents the largest share of an 
organization’s communications budget and is typically used to create awareness, 
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develop leads and generate enquiries. The formulation of an advertising strategy 
requires decisions on the role of advertising in the overall communications mix, 
objectives, creative strategy and the media to be used.

 • Trade shows are a key element in the business marketer’s communications mix, 
performing a variety of selling and non-selling functions. Trade-show participation 
requires the business marketer to determine objectives, to choose specific shows at 
which to exhibit, and to make tactical decisions in relation to pre-show promotion, 
stand design and location, staff involvement and behaviour, and post-exhibition 
follow-up and evaluation.

QUESTIONS FOR DISCUSSION
1. Explain what is meant by brand identity and the importance of this to the business 

marketer.

2. To what extent is the business marketer able to present an integrated communica-
tions message to target audiences?

3. Explain the role of a company website in shaping a customer’s experience of a 
business brand.

4. The facility to place marketing content online in a variety of forms and on numer-
ous sites means that potential and existing customers have a wealth of sources and 
material with which to inform themselves about markets and suppliers. Is this a 
good or a bad thing?

5. Describe how a business marketer might use search engines to guarantee being 
found and recalled by potential customers.

6. Trade shows can be prohibitively expensive for some companies to participate in, 
as well as being time-consuming for visitors. What alternative ways can participants 
and visitors access the benefits normally associated with being physically present 
at a trade show?

CASE STUDY 7.1 BREAK-AWAY BRAND

The global firm Bayer has been in operation for over 150 years, with the growth of its 
business in that time driven by the development of ‘new molecules for use in innovative 
products and solutions to improve the health of humans, animals and plants’ (Bayer, 2016). 
Historically, the company’s operations were built around healthcare, agriculture and 
high-tech polymer activities, these latter functioning for some years as a cash machine 
for the Bayer group. Its expertise in high-tech polymer activities enabled the Bayer’s 
material sciences division to offer products and material solutions to sectors as diverse 
as automotive, construction, electronics, medical, cosmetics and textiles. Sometimes the 
division’s materials are visible, but more often than not, they work ‘behind the scenes’, 
whether as insulation for houses or the refrigerators inside them, in mattresses, auto-
mobile headlights and stadium roofs, as protective coatings or extremely thin films.

(Continued)

07_BRENNAN_Ch 07_Part III.indd   195 4/25/2017   2:57:58 PM



COMMUNICATING ANd INTERACTING wITh CUSTOMERS196

While the material sciences division had been an important part of the group’s activities, 
by 2014, Bayer decided to realign its interests in order to concentrate on its core life science 
business. This was perhaps to be expected, given that by 2013, life sciences represented 
71 per cent of company revenue and 88 per cent of adjusted earnings. Added to this was 
the fact that Bayer could not fund expansion for both divisions and its fast-growing position 
in healthcare would require considerable capital as well as research and development 
investment to maintain that position. Announcing its move away from materials in 2013, 
Bayer’s intention was to create a legally and financially independent materials science unit 
which could be floated on the stock market. Such a move would require the support of 
financial markets, customers and employees so that the new entity represented a credible 
business proposition as an investment, a solutions provider and an employer.

As one of the biggest corporate launches in 2015, the task of creating the corpo-
rate identity to support that credible business proposition fell to the agency Landnor  
(www.landnor.com), part of the global communications agency, WPP. According to 
Kirsten Foster, executive director of strategy at Landnor, while communication with 
clients and investors was important, most critical were employees. In a B2B space, 
employees are particularly involved in the delivery of the brand promise, which means 
that it is important that they remain engaged – the brand has to speak as much internally 
as externally. Internal engagement in Bayer’s materials science division was challenging 
as employees had a particularly strong relationship with their employer. Working for 
Bayer was like a badge of honour so that when the materials division was separated 
from Bayer, members of staff lost the Bayer brand name and associations with it such as 
name, its reputation and brand values of leadership, integrity, flexibility and efficiency.

Working with the company’s employees, the Landnor team determined descriptors 
for the new company: courageous, curious and colourful (or diverse) – quite a state-
ment for what is essentially a chemicals business. Important in this process was the 
identification and surfacing of values which were already present, rather than trying 
to impose new ones. While the values might have already existed, what did have to 
be created was the name and visual elements of the new corporate brand. Unveiled 
in 2015, the name Covestro is made from a combination of words that is intended to 
reflect the identity of the new company. For example, the letters C and O are meant to 
be associated with the word collaboration, while VEST is aimed at signalling that the 
company is well invested in state-of-the-art manufacturing facilities. And the final 
letters, STRO, were chosen to show that the company is strong in terms of innovation, 
market position and its workforce. Alongside the name, Covestro’s identity is signalled 
visually through its name in lower case surrounded by a multi-coloured open ring  
(perhaps echoing the Bayer logo?) on a black background.

Sources:

 • Andrews, E. (2015) ‘Break away brands’, Transform Magazine, 30 November. Available 
from www.transformmagazine.net/articles/2015/breakaway-brands/. Accessed 13 
July 2016.

 • Bayer (2015), Bayer Materials Science to be called Covestro. 1 June Available from 
www.press.bayer.com/baynews/baynews.nsf/id/Bayer-MaterialScience-to-be-
called-Covestro. Accessed 12 July 2016.

(Continued)
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 • Bayer (2015) Hello Covestro. 6 October. Available from www.bayer.com/en/covestro.
aspx. Accessed 12 July 2016.

 • Covestro, 2016, Company Overview. Available at http://covestro.com/en. Accessed 
12 July 2016.

CASE STUDY QUESTIONS

With reference to the case study and Covestro’s website (www.covestro.com)

1 what do you consider to be Covestro’s core competencies?

2 Based on information contained on the website, how do you think the company 
positions itself within the materials sciences industry?

3 Assess the coherence of the new corporate identity chosen for Bayer’s independent 
spin-off materials science division based on the online presentation of this new 
business.

4 In what way are the traits courageous, curious and colourful signalled via Covestro’s 
brand identity?

FURTHER READING

Abratt, R. and Kleyn, N. (2012) ‘Corporate identity, corporate branding and corporate 
reputations: reconciliation and integration’, European Journal of Marketing, 46 (7/8): 
1048–63.

The article’s focus on corporate brand is particularly pertinent in business markets, 
where brand is mainly at the organizational level. As a review of corporate branding 
literature, the authors examine corporate identity, corporate brand and corporate 
reputation, providing a useful synthesis of material in these areas, examining the 
range of terms and phrases in relation to these. The resulting framework offers a 
valuable structure with which to understand and explore business-to-business brand 
and reputation building.

Gilliam, D.A. (2015) ‘Trade show boothscapes’, Journal of Marketing Management, 31, 
17/18: 1878–98.

This article provides an interesting approach to the design of trade show stands, sug-
gesting that the B2B marketer might do well to draw from what is already understood 
around retail atmospherics and servicescapes. Combining this with prior tradeshow 
studies and observational research, the author suggests how different design ele-
ments can both meet exhibitor objectives and accommodate the different visitor roles.

Järvinen, J.J. and Karjaluoto, H. (2015) ‘The use of web analytics for digital marketing 
performance measurement’, Industrial Marketing Management, 50: 117–27.

So having managed to direct potential customers to their website, how does the business 
marketer ensure that visitors stay interested and encourage them to progress along the 
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(Continued)

purchase process? The authors combine understanding of performance metric systems 
with an empirical examination of the analytics used by B2B companies to evaluate digital 
communications activities. The investigation determines that aside from the metrics 
themselves, equally important to the effective use of data obtained are internal factors 
such as company resources, IT infrastructure as well as organizational commitment, 
leadership and culture. Using analytics to convert leads to prospects and beyond is 
staple business for B2B agencies such as Lead Forensics. Take a look at this article 
and visit Lead Forensics’ website (www.leadforensics.com) to learn how this agency 
helps companies deal with the challenges of getting best use from web analytics for 
sales conversions.
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