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How Integrated Marketing 
Boosts your B2B Brand  

The Evolution of PR and Marketing  
In many organizations, the silo approach long 
separated the functions of public relations and 
marketing.1 In the 1990s, integrated marketing 
emerged in response to the changing landscape 
of media, technology and consumers.2 Now, more 
brands are shifting from traditional departments to 
an integrated, multi-channel approach. 

Today, 51% of companies interact with customers 
on at least eight different channels. Upholding 
the same brand standards and voice across all 
paid, earned, shared and owned channels is key. 
In fact, 86% of senior-level marketers agree that 
it is important to have a consistent customer 
experience across all channels.³ 

Thus, the traditional approach to PR and marketing 
is no longer sufficient. Keeping these functions in 
silos can create a disjointed brand experience or 
gaps in communication. With the channels that 
people use to find products and services evolving at 

a rapid pace, public relations and marketing teams 
need to be agile and aligned. 

A company that practices integrated marketing 
ensures that all of its communication methods 
and messages are clear, consistent and 
furthering the same goals.4 A 360-degree strategy 
incorporates numerous channels to reach a larger 
audience. It maximizes campaign results while 
at the same time upholding a seamless, unified 
brand experience. Targeting audiences multiple 
times across different channels with a cohesive 
message furthers brand recognition and trust. 
According to Gartner, marketing campaigns using 
four or more channels outperformed those on 
one or two channels by 300%.5 

This e-book will outline the various steps for a 
successful integrated B2B marketing campaign 
and best practices organizations can consider to 
boost brand awareness, trust and sales. 
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A Unified Approach: Key Aspects of 
Integrated Marketing     
There are numerous steps that should be 
considered when building an integrated 
marketing campaign, including:

Determining brand positioning
A carefully crafted brand identity and message 
is the foundation for attracting new customers 
and cultivating customer loyalty. Develop clear 
statements of your mission, vision and values to 
inform your messaging. Additionally, identify your 
brand’s unique selling proposition and how it 
aligns with your brand values. A consistent message 
formed from defined values will be more likely to 
resonate with your customers, prospects, employees 
and partners.

Conducting a competitive analysis 
Identifying your competitors and evaluating their 
marketing strategies, services or products reveals 
insights that can inform business decisions. Data 
from a competitive analysis can help brands fine-
tune messaging to differentiate themselves, identify 
key trends and establish a point of reference 
for measuring growth. In addition to reviewing 

well-established competitors, be on the lookout 
for new arrivals that may not currently have much 
market share but are poised for growth. 

Defining goals, objectives, target audiences 
and strategy
Your campaign will largely be guided by factors like 
goals, objectives, target audience(s) and strategy. 
First, define your overarching goals – what do 
you want to achieve? Do you want to generate 
leads or increase brand visibility through press 
opportunities and social media? Then, define the 
objectives, which are specific and measurable. 
For example, perhaps you want to secure 50 new 
leads in the next 3 months or 2,500 new LinkedIn 
followers in the next 12 months. 

Once you’ve confirmed your goals and objectives, 
you’ll want to clearly define your target audience. 
It’s the most critical part of your overall campaign, 
as your target audience informs all elements 
of your strategy. Target audience research helps 
you craft relevant content and messaging to 
incorporate into blogs, articles, social media, 
advertisements and more. 
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Research your current customers first, including 
the size of their businesses, their typical pain 
points and who makes the buying decisions. Is 
it the C-Suite? It is the Director of Operations? 
These answers will greatly affect how you approach 
and define your communications strategy. Then, 
develop personas that highlight the key traits of 
your target buyers so you can effectively engage 
them through your messaging.

Executing messaging through the 
PESO model
Distributing your messaging and content via 
numerous relevant platforms can enhance 
awareness and interest. The PESO model considers 
the impact that paid, earned, shared and owned 
media has on organizations and their customers. 
Subsequent sections of this e-book will offer a 
closer look at each of these unique and useful 
channels. 

Tracking and measuring results
Analyzing the results of your campaign helps you 
understand how your messaging is performing 
with your target audience. By tracking key metrics, 
you can determine whether adjustments need 
to be made and where to invest your time and 
money over the course of your campaign. 

So which data will be the most insightful? A 2020 
HubSpot survey revealed that website traffic is 
the most common content marketing metric 
being used to track success.  In addition to web 
traffic, other metrics of interest may include open 
and click-through rates associated with e-mail 
marketing; impressions, reach and engagement 
in the form of likes, comments and shares on 
social media; or downloads or leads associated 
with thought leadership content like guides and 
webinars.
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Paid Media: Prioritizing Targeted Platforms    
Paid media opportunities are instrumental for 
generating widespread and/or targeted awareness 
and capturing a steady stream of leads for your sales 
team. In an increasingly crowded digital landscape, 
many brands invest in advertising to stand out from 
their competitors and increase the odds that their 
messages are seen. 

The all-industry median benchmark for Facebook 
engagement rate per post is 0.09%.  With organic 
metrics so low, Facebook Ads can help brands 
increase reach, engagement and conversion rates. 
The same is true with other social media networks 
like Instagram and LinkedIn. This is why many 
brands allocate a portion of their budget to paid 
social.

In addition to supporting brand awareness, ads 
drive highly qualified traffic to your website if 
you’ve taken the time to carefully select the 
right advertising channels and targeting options. 
In addition to traditional print and digital ads 
that we’re accustomed to seeing in magazines 
and newspapers and on our laptops, phones 
and televisions, brands also benefit from paid 

sponsorships. This can include sponsorships 
of webinars, conferences, podcasts and more. 
When weighing whether to align with a particular 
organization, event or topic, it’s important to 
ensure that it is relevant for your brand and 
doesn’t conflict with your values.

An example of leveraging paid media comes 
from Innodisk, a leading provider of industrial 
embedded Flash and DRAM solutions. The 
company implemented a full-funnel campaign 
on LinkedIn. Innodisk targeted prospects based on 
relevant job functions, seniority and industry, and 
narrowed its targeting as people responded to the 
ads and moved deeper into the sales funnel. 

Innodisk used thought leadership-driven LinkedIn 
Sponsored Content like video ads to drive 
conversions amongst the most engaged audience 
segments. These ads featured lead generation 
forms, enabling the company to capture LinkedIn 
members’ information and drive leads. Innodisk’s 
first full-funnel paid LinkedIn campaign “produced 
143% increase in website visitors and 88% new 
visitor traffic.”8  
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Earned Media: Securing Meaningful Exposure
Earned media includes PR placements that increase 
awareness for your brand at no additional cost. 
Public relations builds awareness, credibility and 
thought leadership by bringing your brand and your 
subject matter experts to the forefront. 

A PR campaign also supports link building, a crucial 
component of SEO. The more high-quality links you 
can secure on other reputable sites that redirect 
to your website, the higher your site will rank with 
search engines. A higher rank will drive more traffic 
to your website, which in turn can yield a higher 
number of leads.

As the number of print media outlets has scaled 
back, earned media has become more focused on 
digital placements. Meanwhile, the importance 
of paid, shared and owned media to supplement 
earned media has also increased. Nearly 64% of B2B 
technology buyers read two to five pieces of content 
before making a purchasing decision.9  

An example of a successful earned media campaign 
is the annual Cintas Custodian of the Year contest.10  

It honors hardworking school custodians from 
across the United States. The contest receives 
thousands of submissions, which are narrowed 
down to 10 finalists. The finalist who receives the 
most public votes is crowned the winner. Earned 
media plays a large role in raising awareness at 
different stages of the contest. Each year, the 
campaign secures a minimum of 150 pieces of 
coverage.

At the outset of the contest, earned media 
reminds schools and community members to 
nominate deserving custodians for the chance 
to win the grand prize. Once the 10 finalists 
are determined, pitching yields local print and 
television coverage that encourages voting in 
the finalists’ communities. Local, trade and Tier 
1 media highlight the winner, who receives a 
$10,000 cash prize for their dedication to their 
school, fellow staff members and students. During 
the months when the contest is not running, a 
focus on earned media elevates press releases and 
bylined articles to help Cintas stay top of mind as 
a facility services provider.  
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Shared Media: Getting Social
Shared media is content your brand shares organically 
through social platforms. Social media platforms serve 
as a place to provide updates, feature your owned 
content, host contests and more. From LinkedIn 
to Facebook to Twitter to Instagram to TikTok to 
Clubhouse, there is an increasing number of channels 
available to marketers. Some are well-established, others 
are new and additional channels will emerge.

It’s important to have a consistent presence on 
platforms used by your customers, prospects and 
employees. Carefully assess which networks are the 
most essential and appropriate to invest in based on 
your target audience’s preferences and needs. 

LinkedIn
Most B2B brands find value in LinkedIn. This is because 
it is actively used for brand discovery and research 
ahead of purchasing. LinkedIn is the top platform for 
lead generation and four out of five members are 
responsible for driving business decisions.11  

Facebook
This is another popular channel for many B2B brands. 
Business decision makers spent 74% more time on the 
platform compared to the average Facebook user, and 
they are two times more likely to be a daily active user.12  

Many B2B brands are relying on social media 
platforms as part of their integrated marketing 
campaigns. Cisco is just one of many technology 
companies that is effectively using social media 
to shape its brand, share content and engage with 
followers.13 With more than 4 million followers on 
LinkedIn, Cisco has attracted a global audience. Its 
page regularly shares updates throughout the day 
and night to maximize reach. Its posts direct followers 
to content like blogs, articles, podcast interviews, its 
recurring live #CiscoChat, e-books, videos and more. 
In addition to offering insightful and educational 
content, Cisco also showcases its corporate culture, 
regularly spotlighting employees, social responsibility 
and innovation via its #WeAreCisco hashtag and blog. 

Meanwhile, Wayfair Professional, a business program 
from online home store Wayfair that targets interior 
design firms, uses Instagram14 and Facebook15 
to its advantage. Its pages expertly leverage user-
generated content by regularly posting photos from 
interior designers featuring finds they purchased 
for their clients from Wayfair. It hosts award 
programs, publishes blogs, highlights testimonials 
from designers and builds content around 
popular hashtags like #MotivationMonday and 
#TransformationTuesday. This has resulted in more 
than 700,000 followers across the two platforms. 
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Owned Media: Managing your Messaging
Owned media consists of the channels your brand 
controls. Brands that successfully leverage owned 
media can improve the results of paid, earned and 
shared media. For example, paid and earned media 
secures links back to your website. If your website 
is designed well and features informative content, 
this can result in higher ‘time on page’ averages and 
increased pageviews.

Your brand’s website will be your main owned 
channel. It must adequately articulate your 
organization’s purpose, capabilities and solutions. 
The best websites carefully consider design/layout, 
navigation, response time, storytelling and content 
(both gated and ungated). 

In addition to a responsive and engaging desktop 
version, you’ll need a mobile-friendly website. This 
is because mobile devices drove 61% of visits to U.S. 

websites in 2020, up from 57% in 2019. A 2019 
HubSpot survey of more than 3,400 marketers also 
found that mobile optimization is the top tactic 
for improving website performance and ranking.16  
 
Once your website is optimized, you’ll be ready to 
develop content for this channel and other owned 
channels that ultimately drives traffic back to your 
website. Content comes in many forms, including 
videos, blogs, e-newsletters, podcasts, case studies, 
e-books, videos, infographics, etc. The HubSpot 
survey also found that video is the top type of 
media used in content strategy, followed by blogs 
and e-books.17

 
The main purpose of your content should be to 
educate prospects and buyers. The information 
you share should be informative. Consider offering 
solutions to challenges, insights on current 
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and future trends and examples of successful 
implementation of your products or services. 
According to Demand Gen Report’s 2020 B2B 
Buyer Behavior Study,18 the most important factor 
(69%) when choosing a winning B2B vendor was 
that they “demonstrated a strong knowledge 
of the solution and the business landscape.” 
Additionally, 62% said that the vendor “provided 
content that made it easier to build a business 
case for the purchase” and 55% said the vendor 
“provided higher-quality content.”19

 
Consider how CAT approaches owned media.20 The 
construction machine manufacturer hosts a blog 
entitled “On the Level,” which shares guides and 
how-to articles on topics tailored to the brand’s 

audience. The site has a visually appealing design 
and allows users to filter content by machine type 
or industry topic to easily locate relevant blogs. 
The website also includes an online forum for 
construction professionals to ask and respond to 
questions on relevant topics.21 

In the technology sector, IBM’s “Journey to AI” 
blog is also easy to navigate and features high-
quality imagery.22 The blog is updated several 
times per week, and each article includes a “Read 
More” section and tags that prompt readers to 
click on similar content. The blog is one of several 
IBM blogs that cater to different products and 
industries, making IBM a one-stop-shop for useful 
content.23  
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Bringing It All Together: Best Practices 
for Integrated Marketing
Maintaining consistency in your messaging 
is paramount. You should have a cohesive 
narrative or brand story across paid, earned, 
shared and owned media. There are numerous 
ways to accomplish this, including: 

Collaborate internally. 
Aligning sales, marketing and other key 
departments has numerous advantages. 
Collaboration helps to ensure your teams are 
unified, understand the value of your
marketing plan and can support its execution. 
A 2020 LinkedIn report found that 87% of 
sales and marketing leaders say collaboration 
between sales and marketing enables critical 
business growth.24  

Collaboration also yields greater creativity 
and innovation. It sparks new ideas while also 
providing an opportunity to raise any potential 
concerns around messaging and strategy. For 
example, by working closely with your sales 
team, you can identify success stories to feature 

in case studies for your website, social media 
and advertorials. Product managers can pass 
along common customer pain points and 
industry trends that you will want to address 
in videos, blogs and bylined articles. Having 
frequent and open internal discussions also 
brings a diverse group of voices into the 
room, thereby helping brands limit the risk of 
marketing missteps.

Once collaboration and brainstorming 
is complete, marketing teams can create 
the appropriate content for various PESO 
channels to push and pull buyers through the 
sales funnel. 

Strike the right balance.
With so many channels to manage, you’ll want 
to have a clear plan in place for where your 
time and money will be best spent. Analyze 
your budget, your internal and external 
resources and your goals to determine how to 
divvy up your marketing between paid, earned, 
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shared and owned media. Some brands focus 
more on shared and owned while others have 
substantial budgets for paid. Many of these 
efforts can also be managed with the help of 
a marketing communications firm that works 
closely with your internal teams. 

Striking the right balance for your brand also 
requires flexibility. For example, perhaps a 
piece of content shared via social media and 
your website is performing especially well. This 
could signal that it would be a great fit for a 
paid campaign, like a LinkedIn Sponsored Mail 
campaign or a webinar, or even an earned 
campaign that secures placement for the 
content in a leading publication. Continually 
analyze how your content is performing 
across the PESO channels and adjust your 
spend and focus accordingly based on what’s 
working and what is not. 

Leverage marketing tools. 
Marketing tools can aid content creation 
and distribution as well as measurement. For 
example, Moz25 offers clarity on keywords to 
incorporate across all of a brand’s content. 
Cision26 can help you research and reach the 
right journalists, resulting in earned media 
coverage. Mailchimp27 is an ideal platform for 
distributing e-newsletters that share owned 
content like blogs, case studies, videos and 
more. Some tools are free while others may 
require a monthly subscription. Build tools 
into your marketing budget so that you 
can take full advantage of their capabilities 
and realize productivity savings, increased 
audience engagement with your content and 
more.
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Integral to B2B Success
Integrated marketing has the power to boost 
your B2B brand to new heights. Its benefits 
include greater brand awareness, establishing 
trust and loyalty and cultivating a continual 
pipeline of leads.

By following the necessary steps, you can 
build and execute an effective integrated 
marketing plan. With audiences migrating 
to new platforms and brands trying to break 
through an increasing amount of noise, paying 

special attention to the PESO model will be 
important. Every organization will have a 
different approach to investing in paid, earned, 
shared and owned channels. The key is to do 
so in a way that aligns with your brand and 
carefully considers your target audiences. 
By collaborating closely with internal teams 
and leveraging marketing tools, you can 
further ensure that your integrated marketing 
campaigns are successful. 

Boosting your B2B brand and making 
business to business personal
About Mulberry Marketing Communications 

Mulberry Marketing Communications is an award-winning international business-to-business (B2B) 
marketing and communications agency. Mulberry offers a full range of services, including strategy, 
brand, public relations, social media, content marketing, research, video and design.
 
For more information, visit www.mulberrymc.com
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