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Marketing Management 

Introduction: 
At present economic scenario it is very important to implement effective strategies for achieving 

growth and larger market share in the industry. It is known that there is a stiff competition among 

the business units in each and every industry at present and the level of competition has 

significantly increased after the globalisation as each organisation not only has to compete with 

local competitors but global competitors as well. Thus it is very important to achieve the 

competitive edge in the market. Marketing strategy is one of the effective strategies that are 

implemented by business units for achieving competitive advantage in the market. Thus it is very 

important to implement the strategy effectively (Chaffey, Ellis-Chadwick and Chaffey, 2012). 

Marketing strategy can be implemented in the context of Business to Business (B2B) marketing, 

Business to Consumer Marketing (B2C). The main aim of this assignment is to critically analyse 

the B2B marketing and present how it is different from the traditional marketing. Here the 

challenges faced by B2B marketing is also presented compared to consumer marketing and 

different strategies used for an effective B2B marketing strategy is also discussed (Doole, 2012).   

Challenges Faced by B2B compared to B2C: 

Business to Business (B2B) Marketing: 
Business to Business basically describes the commercial transaction between businesses like 

wholesalers and the manufacturers or between a retailer and a wholesaler. When the commercial 

transaction takes place between two business units that can be stated as B2B transaction. B2B 

marketing can be referred as the marketing strategies that are applied by one business unit for 

acquiring business from another business unit. Here B2B marketing can also be discussed in 

terms of the value chain context (Gligorijevic, 2011). The value chain is a complex process that 

starts with the demand of a particular product and ends with the production and supply of the 

product to specific destination. Here B2B marketing is about meeting the needs and wants of 

other business units but the ultimate demand for the product is driven by the consumers.  



It is evident that each and every business unit has to take into consideration all the factors that 

can affect their profitability, growth and market share in the industry. It is known that there can 

be various intermediaries between a business unit and the consumers. The supply chain 

intermediaries can be business units and thus organisations have to deal with these business units 

for supplying the goods to these entities. In order to successfully conduct the business, 

organisations have to implement marketing strategies for establishing business with another 

business unit.  

Challenges faced by B2B Compared to B2C: 
There are various challenges that are faced by B2B marketing compared to B2C marketing. Here 

the challenges faced in B2B marketing can be discussed in terms of purchase of cars by a retailer 

from the manufacturer (Gligorijevic, 2011). It is known that the retailers purchase various 

electronic goods from the manufacturers and the purchase decision is affected by various factors 

like their profit margin, the brand value, the demand of consumers in the market etc. Thus the 

manufacturers have to implement effective B2B marketing strategy for influencing the purchase 

decision and successfully dealing with the business unit (Keegan, 2012).  

More complex Decision-Making: 

In B2B marketing the decision-making unit is very complex compared to B2C marketing. The 

transaction in B2B marketing is done at a large scale and thus the decision making is more 

critical and complex than the B2C marketing. For small business units the decision making can 

be less complex but purchase decision of a new plant requires critical decision making. In 

business to business marketing the dynamism and complexity have severe implications. In B2B 

marketing communication the target audience are amorphous and they are made up of groups 

with individuals having different motivations and interests and these interests and motivations 

change continuously (Kotler and Keller, 2012). In a business unit executives of safety and health 

require low risk, production managers want high throughput, and buyers seek a good financial 

deal. Thus all these factors need to be taken into consideration in business to business marketing.  

Business to Business Buyers are Rational: 

Here it can be said that the business to business buyers are more rational than the business to 

consumer buyers. Though there is debate regarding the nature of the buyers in both cases but it is 



believed that the B2B buyers are more critical and rational while making the purchase decision. 

It is believed that there are various factors that influence the purchase decision of final 

consumers or the individual consumers in the market like the brand, the price, the durability of 

the product (LaPlaca, 2009). It is known that the consumers are sometimes less informed and 

less accountable. They are susceptible to recklessness, indulgence, and whims. They do not 

critically analyse the factors like ROI (return on investment). But when the products are 

purchased by business units, they purchase it in bulks and thus they conduct thorough research 

on the product before purchasing and thus the purchase decision is more rational for the business 

units. They analyse the impact of the purchase decision on the profitability of the entire 

organisation. For example, a retailer conducts a market research on the car brand before making 

the deal with the manufacturer and the market structure, the market trend are analysed 

completely and thus their decision making is more rational. In this context business units face 

more challenges in B2B marketing than in the B2C marketing (LaPlaca, 2009). 

The B2B Products are Complex: 

The products are more complex in the B2B marketing than in the B2C marketing. It is known 

that similar trait is seen in decision making as well. It is known that for making an industrial 

product purchase, it is very important to utilise the expertise of a qualified expert. The consumer 

products are usually highly standardised. On the other hand the industrial products require high 

level of fine-tuning in the quality and the durability. It is known that the consumers make the 

purchase decision on fairly simple grounds. When they purchase the Television they see the 

brand or the picture quality, compare the price and buy the product. The decision of purchase of 

comparably complex product like cars by the consumers can be based on facts like the looks of 

the car, the colour, how fast it can go etc (Merrilees, Rundle-Thiele and Lye, 2011). On the other 

hand in case of business units the products that are purchased are thoroughly analysed and these 

are also integrated in the wider system of the business. The specific requirements and intimate 

needs are analysed by the experts in each business unit and then the purchase decision is made 

after the required modification. The experts also analyse how the purchase of the product can 

affect the business unit and their long-term profitability in the market (Miller, 2012).  

The buyers are not basically interested in the technical details of the product that they are buying. 

In case of product like cars, the consumers can make their decisions on the basis of how fast the 



car can go or in case of chocolate bar; they only take into consideration the taste of the chocolate. 

But in case of B2B marketing the products are critically analysed. In B2C marketing the business 

units implement various non-physical attributes like sex appeal in the product that can attract the 

consumers. But in case of Business to business campaign, the specific factual information must 

be given to the target audience fir educating them and convincing them about the effectiveness of 

the product. It is very unlikely that a corporate vehicle fleet buyer will agree to buy a car simply 

on the basis of the sex appeal of the product (Shankar and Carpenter, 2012). In B2B campaigns 

most of the buyers are well informed about the specifications of the product and thus it is 

necessary that the sellers offer information beyond the product specification for convincing the 

buyer about the product effectiveness. The B2B marketer needs to be well informed about the 

product along with the technical specifications. They need to offer after sale services as well and 

thus the B2B sales are often referred as “technical sale”.  

Limited Buying Units in B2B: 

The limited number of buying units also imposes challenges for business units in this type of 

marketing. In B2B marketing the pareto principle of 80:20 rule is confirmed that exhibits the 

customer distribution. Here it is evident that the sales ledger is dominated by a small number of 

customers. Thus it is evident that only a small group of customers dominate most part of the 

sales and they can make significant difference to the business units. Thus the business units have 

to face difficulties in marketing to limited consumers in the market. It is evident that the B2B 

buyers are more demanding and they know what they want. They also expect more in returm and 

thus it is difficult to impress the buyers (Wiersema, 2013). Here the scale of operations is 

considered as well. As small number of buyers dominate the B2B market thus it is very 

important to maintain the customer relationships and maintain and update the records. Here the 

business units can gain opportunities for expansion from those limited consumer business units 

by partnership and that can significantly affect the business. The nature of a long-term impact 

can make the decision more critical and thus additional efforts need to be given by the by the 

seller in B2B marketing.  

Thus here all the challenges that can be faced by a business unit have been discussed in case of 

B2B marketing compared to the B2C marketing.  



Different Strategies for Effective B2B Marketing: 
It is known that there are various challenges that are faced by business units in B2B marketing. 

There are various factors that can significantly impose the challenges for business units in B2B 

compared to B2C. The main causes of such challenges are discussed and there are various 

strategies that can be implemented for overcoming the challenges for the business units. Here it 

can be said that each and every business unit has to implement various strategies for effective 

B2B marketing. These can be discussed here („Social Media revolutionieren das B2B-

Marketing“, 2011).  

Set Well-Defined Targets: 

For effective marketing in case of Business to Business marketing, it is very important to set well 

defined targets or goals for the company in the short run. It is not possible to market the product 

to every potential consumer in the market and thus the in the market business unit should 

concentrate on some of the potential consumers in the market and should implement strategies 

for attracting that particular consumer. The business units should focus on a particular segment at 

a particular time and that can help in concentration of the effort to a particular target (Wiersema, 

2013). 

Contextual Understanding: 

It is very important to gain the contextual understanding of the target buyers in the market. After 

understanding the unique features of the buyers and the context of the situation, the marketing 

strategies need to be implemented. The marketers can then understand the buyers, their needs 

and wants and then they can implement specific marketing strategies buy shaping the marketing 

process in terms of those needs and wants. They can assess the points that can be influenced by 

the marketer and that can drive effective marketing strategy and profitability for the business 

unit. For the creation of content it is very important to learn the role, the pain points and the 

motivation of the buyers that can lead to buying decision (Shankar and Carpenter, 2012). The 

buyers need to find the weak points or difficulties that are faced by the company and they should 

put more emphasis on those points, by offering them solutions. In this context it is very 

important to gather more information of the buyer and it can provide a strategic advantage to the 

marketer. 



Assess the Quality Situation: 

In B2B marketing it is very important to gather quality information and provide the same to the 

buyers. It is known that business units usually make serious decisions on the basis of facts and 

statistics. In case of B2C marketing the decision making is simple but that is not the same case 

with B2B. In this case the quality of the information and facts are very important for the business 

units (Miller, 2012). Thus the marketers need to provide accurate and high quality information 

beyond the specification of the product as these are usually known to the buyers. The extra 

information can significantly help the marketers in influencing the purchase decision of the 

buyer. Incorrect information can negatively affect the decision and thus maintaining a high 

quality database is one of the strategies that can be implemented for B2B marketing. 

Appropriate Point of Contact: 

The initiation of the contact with the target consumers can also impact the effectiveness of the 

marketing strategy. It is very important to use appropriate strategy for initiating the conversation 

with the target buyers for making them more receptive to the content offerings. They can be 

contacted directly through messages, phone calls or emails. On the other hand they can also 

discover the supplier through search engines or advertisements. In this case the third party can 

also play significant role in establishing the business to business relationship. Thus making 

effective contact the first time is very important.  

Process for Alignments: 

The business unit has to align the processes effectively for effective marketing of the product to 

business units. It is know that in case of content marketing, the producer has to present the 

product creatively to the buyer and thus it is very important that the specifications and other 

information are effectively aligned with the goals of the producer. The marketer has to gain 

understanding of the goals and objectives of the buyers and he has to gain information regarding 

the market trend as well. The tastes and the preferences of the buyers and various factors of 

market trend need to be integrated in the marketing strategy and that can provide effective results 

(Merrilees, Rundle-Thiele and Lye, 2011).  

The Ability to Scale: 



In case of developing a marketing strategy in B2B context, the scale of operations must be taken 

into consideration before building the strategy. Here it can be said that the aims and objectives of 

a big business corporations are not the same as small business units and thus an additional insight 

must be given for incorporating the scale of operations in the marketing strategy. 

Good Customer Relationship: 

It is very important to maintain a good relationship with the customers which in this case are 

business units. In case of B2B marketing, the customers are business units and they require 

support and assistance after the products are supplied to the customers. It is very important thus 

to maintain a good relationship for maintaining it in the long-run. 

Just-in-time: 

Nowadays most of the organisations use just-in-time strategy for improving the return on 

investment by reducing the production inventory. The waste is minimised with this approach and 

thus in B2B marketing it should be incorporated in the supply clause. The business units can 

offer to supply the products at the shortest possible timeframe and that can make B2B marketing 

more effective and success can be achieved.   

Conclusion: 
In conclusion it can be said that business to business marketing is more critical that the business 

to consumer marketing. In this assignment various challenges that can be faced by a business 

unit in B2B marketing has been discussed with respect to B2C marketing. It is seen that B2B 

marketing is more complex and the business units has to take extensive measures for attracting 

the buyers in the market. Various strategies that can be implemented by a business unit for 

attracting the buyers are also discussed here. So it can be concluded that B2B marketing is more 

difficult and complex than B2C marketing and thus the business units have to put more efforts in 

these types of marketing as it can significantly affect the performance and profitability of a 

business unit.  
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