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Matthew:   Hello and welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs and I thank you for listening. 

 
 This episode of Marketing Smarts is the fifth in a series that features folks 

scheduled to speak at our upcoming B-to-B forum in Boston, October 3-5. It's 
going to be an action-packed, fun, and illuminating few days so if you're a B-to-B 
marketer, you really can't afford not to go. 

 
In fact, to make things more affordable, you can get a $200 discount off 
registration by using the code SMARTB2B. For more info and to register, go to 
MProfs.com/smartb2b 

 
 Can social media help B-to-B marketers effectively achieve their goals? Today's 

guest, Kipp Bodnar, certainly thinks so. He and co-author Jeff Cohen even wrote 
a whole book about it. I invited Kipp to Marketing Smarts to talk about social 
media for B-to-B both broadly and in terms of the work Kipp does as an inbound 
strategist at HubSpot. Along the way, we discussed the things that B-to-B 
companies can and do achieve with social media, as well as the various 
challenges that they face along the way.  
 
Before we get started, I want to remind you that if you like what you hear on 
Marketing Smarts and even if you don't, you can always leave us a review on 
iTunes or a comment on our site. You're also welcome to reach out to me directly 
via email. My email address is MattG@marketingprofs.com or find me on Twitter, 
where I'm @MattTGrant 
 
Without much further ado, let's get started. Kipp, welcome to Marketing Smarts. 

 
Kipp: Thanks, Matthew. 
 
Matthew: You're a HubSpotter, but you weren't always at HubSpot. When I think I first met 

you, back at some MarketingProfs event, years past, you were still down in North 
Carolina. When did you end up joining HubSpot? 

 
Kipp: I've been at HubSpot about two and a half years now. I used to live in Raleigh, 

Durham, North Carolina. Worked a lot in the marketing services side, the agency 
side. I was on that side for years and years and came over to the client side 
doing inhouse marketing here at HubSpot. It's been a fantastic change. Being in 
Boston has also been very fun. 

 
Matthew: Yes. I, of course, am speaking to you here from Concord, Massachusetts. Can 

you talk about how that transition happened? Of course, it's one thing to be, 
obviously agencies run things for their clients but a lot of times you're planning it 
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out and you leave after a while. What's been the biggest difference you've 
noticed in actually doing marketing, executing marketing strategy and things like 
that on the client side compared to when you were working with an agency? 

 
Kipp: I think the big thing for me is that I'm really impatient. I like to get going. On the 

agency world, client approvals and meetings and everything can really drag 
projects down, but when you're internal and if you're lucky enough to work at a 
company that's really agile and supports the marketing efforts you're doing, you 
can move really quickly. 

 
 That's what we've been able to do here at HubSpot, is just move at a really fast 

pace. When we come up with really good ideas for marketing campaigns we can 
get those executed and out the door really quickly. It solves my impatience much 
better than the agency side did. 

 
Matthew: It's true, when you're working on the agency side you have a lot of great ideas 

and you want to see them implement, you're doing some of the work, obviously, 
but someone else has to do it, and you're waiting around, like you said. When 
you're the company having to do it for yourself, you have that leeway. 

 
 What are the sorts of projects that you've been focusing on? 
 
Kipp: I've done a little bit of everything here at HubSpot. I've worked on the HubSpot 

blog for a while, all of the lead gen content and the social content for a while. 
Recently I've started working a lot on our kind of lead-to-customer-conversion 
marketing, so a lot of our segmentation, lead nurturing, email marketing, really 
working on the best possible ways to segment and nurture and provide people 
with content that they actually want and to make marketing people love because 
you're targeting and giving them really relevant content to them. 

 
 Once they're a lead, you know enough about them that I think as marketers we 

have to be responsible to be targeting and give that person exactly what they're 
looking for. 

 
Matthew: On that front, though, it reminds me as I mentioned before we got started talking 

here, I did have Mike Volpe, VP of marketing, I want to say, although you maybe 
see him out technically, over there at HubSpot. We talked a lot about the 
relationship between marketing and sales. When you talk about this lead to 
conversion piece, I assume that means there's a sort of blending of the areas or 
things that might have been traditionally sales responsibility is taken over more 
by marketing? 

 
 I'm just curious about the process that you were just discussing of this lead to 

conversion. What is exactly the relationship that you have with your sales team 
on that front? 
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Kipp: We're a team of marketers that are working on improving the number of leads 

that we have and their yield, and the customers for our business. That means we 
have to work really closely with our sales team. That means educating our sales 
team, that means making sure that they have the right materials, demo scripts, 
everything that they need to showcase the product in the correct way for a given 
type of customer. 

 
 We're doing a lot of inbound marketing but we're also doing a lot of sales 

enablement, a lot of things to optimize the marketing and sales funnel together. 
Sales and marketing alignment is critical to what we do. We're active members of 
the sales team and work really closely with them and it's made all the difference. 

 
Matthew: Now, you and your author, Jeff Cohen, you guys have literally wrote the book on 

B-to-B social media and you're going to be running a workshop as part of our B-
to-B forum here in October. It's funny, one of the things you said you were going 
to be covering there was how to ensure that social gets credit for its contribution 
to lead generation and even closing and the conversion process. 

 
 I was curious about how that works out, actually, at HubSpot itself. How do you 

make sure that all your efforts and your inbound marketing activities are actually 
getting the credit they deserve? 

 
Kipp: Sure. I think there are a couple parts to this. One part is understanding just how 

the inbound marketing funnel works. You have all these things. Social media is 
one of them: social media, blogging, email, paid media, SEO, a host of tactics at 
the top of your marketing funnel that bring people in to find your site, become 
leads, and eventually become customers. They kind of grow your overall 
database and reach for your business, and social's a really important part of that. 

 
 You first have to attribute your social media leads. Basically, you have to have a 

method of attribution. I'm a big fan of using, let's call it "first touch" attribution. If 
someone originally finds a website via a social media channel, I think that lead 
should always kind of be considered as a source from that specific channel. 

 
 Someone comes to HubSpot.com and they first found us through Facebook and 

they eventually become a customer, that revenue and everything should be 
sourced back to Facebook. When you're looking at ROI and you're looking at 
visit-to-customer conversions for your different marketing efforts, that should fall 
squarely into the Facebook bucket. That, I think, is really a key part of making 
sure that social media gets credit for revenue. 

 
 I think the flip side of this is that we often ignore social media past that kind of tip-

top part of the funnel. We've done a lot of testing and I've done some testing 
recently at HubSpot about using social media messages in your calls to action 
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and on your landing page, and throughout the lead-to-customer conversion 
process can increase conversion rates and have a lot of value past just bringing 
someone to your website or to your blog for the first time. 

 
A lot of value in both of those, but it's really about attribution to make sure that 
social media gets credit for the revenue that it drives. 

 
Matthew: Right. One of the things, one piece of the social media puzzle that allows you to 

drive business or generate leads, is blogging. I know you and Jeff, in the B-to-B 
social media book, actually place big emphasis on blogging. In fact, if I remember 
correctly, you tell the readers, "If you're not going to start a blog, you might as 
well close the book because you guys are done." 

 
Kipp: It's true. You and I were talking before the podcast about some alarming studies 

out there about how few B-to-B companies are actually blogging. I think you 
quoted a study that said that 33% of B-to-B companies are actively blogging. The 
reason for that is that it's freaking hard, right? It's not an easy thing to do. If it was 
easy, everyone would do it, and it wouldn't work. 

 
 Blogging is incredibly important because, you know, we've done a lot of research 

at HubSpot and now we know, for example, companies that blog have more 
Twitter followers because blogging feeds social media. It gives you really 
interesting and relevant content to share on social media and subsequently, 
more people are interested in what you have to say and more people follow you, 
for example. 

 
 When it comes to B-to-B companies, I think they're actually in a really good 

position to blog. Most B-to-B companies traditionally, have been pretty content-
minded. Larger B-to-B companies have always done quarterly magazines. You 
had a lot of B-to-B companies do newsletters. It's shifting their mode of 
publishing and kind of the way that they're thinking about the content that they're 
publishing, being more focused on the potential customer and the needs of those 
potential customers, and understanding that the web moves faster. 

 
A quarterly newsletter just won't cut it any more. You need a blog once or twice a 
week about current events, about key issues in your industry, about the key 
problems your prospects are trying to solve. Those are what's going to bring 
more qualified traffic and leads to your website. 

 
Matthew: If companies are having a hard time blogging, because as you said, it is hard and 

I've been involved in a lot of different B-to-B blogs, as it turns out, over the years, 
and certainly it's challenging. It's challenging coming up with topics. It's 
challenging cranking stuff out of proper quality on a regular basis. Are those the 
types of challenges you think hold people back from jumping into blogging or are 
there bigger issues? Do they have bigger problems with it? 
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Kipp: I think the biggest thing with blogging is that it takes a lot of time. I think the two 

core issues are, one, you have to have the right people on your marketing team. 
You have to have someone who is good at creating content. A blog post can be a 
video, it can be an image, it can be text, it can be a lot of things, but it has to be 
in a format that works well for your audience. You have to have the right 
infrastructure of people with the right skills on your team. 

 
 The second part of this is really about giving up something else. We talk a lot 

about integrating social media into your marketing efforts. Social media and a lot 
of the inbound marketing tactics, they need to replace something. Marketers are 
strapped for time and adding yet one more thing onto an already full day isn't 
going to be effective. 

 
 I think to be really effective in blogging you have to really assess your current 

marketing activities and understand what's not working, dig into some data and 
understand what tactics are not as effective as they should be or as blogging, 
based on the benchmarks in your industry, could be. Stop doing something that's 
not effective and adopt blogging for a period of time so that you can see if you 
can have a tactic that yields a more effective result. 

 
Matthew: What is blogging usually a replacement for? 
 
Kipp: It could be a lot of things. It's a great replacement for a lot of traditional 

marketing, a lot of time you spend on direct mail. You may not give up direct 
mail, it can be very effective in some ways, but you could reduce the time and 
frequency of your mailings, which can be a huge replacement for that. 

 
It can be a good replacement for ineffective email marketing. If you're doing basic 
newsletters that aren't really driving leads or core metrics for your business but 
you're having to create a lot of content anyway for it, shifting that content to a 
different publishing medium like blogging can be really effective as well. 
 
It really depends on what that business currently has in their marketing toolkit. 

 
Matthew: I knew even asking that question that it was going to be a sort of, "it depends," 

but I was wondering. 
 
Kipp: It does, and you always hate the "it depends" questions, but it's part of who the 

marketers you have on your team are and the trending of your past tactics. 
 
Matthew: Yes. I have a high tolerance for the "it depends" response because in general, 

most of this stuff, the real nitty-gritty questions that really matter to people, that is 
the best response. If it was just one panacea, "Yes, blogging is great 
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replacement for email, or banner ads, or whatever," as you kind of implied earlier, 
everyone would be doing it. 

 
 I did have another question along those lines in terms of content and content 

strategy, and one of the things that you and Jeff are going to be covering in your 
workshop, which has to do with testing content timing. I think that's one of the 
problems people have with blogging is they put all this effort in and they even put 
out stuff that could be of high quality but they feel like it doesn't hit, or something 
that they wrote six months ago suddenly is getting traction and that kind of 
caught them off guard. 

 
I'm just curious, what are things that companies can do or that you've done in 
your own practice to test and figure out what's the best way to time the different 
types of content that you're publishing? 

 
Kipp: Yes. Timing is an important variable. I would strongly urge folks, though, before 

you start to obsess about timing, make sure that you're content is good and that 
you have enough of it. Those are the two most important variables to focus on at 
the beginning. Am I creating content at a consistent frequency that works for my 
business, and is the content that I'm publishing interesting to my audience? Are 
people actually finding it? Are people actually reading it? 

 
 If the answer to both of those questions is yes, then I think another variable to 

dive into is timing. When you look at timing, part of it is just a clear understanding 
of your audience. If you are serving an international audience, then you're 
probably going to publish at a very different time than if you were serving an east 
coast United States audience. One is the habits and times of your audience. 

 
 What we've found in the testing that we've done is you've got to test similar topics 

at different times. Try to take as many of the variables out of the test as possible. 
Basically, see what type of content in terms of format and topic work at different 
times. 

 
 We've found that earlier in the day works well but again, that depends on what 

day you're talking about. Is it the London early morning? Is it the California early 
morning? That's a big variable, but you really want to have a schedule over the 
course of a week, over the course of a month, so that you can take out some of 
the other variables and just look at timing and when you're content gets the most 
shares, when it generates the most inbound links. 

 
 A lot of the people who blog, blog early in the morning, so publishing content 

earlier in the morning often leads to more inbound links because they see it when 
they're creating their content and can link to you there. 
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Matthew: Obviously timing is getting pretty into the weeds on this stuff. I think you were 
right to take it back to a higher level. Look, just make sure you have enough good 
content and then let's worry about some of the other issues that may be arising.  

 
That made me think about social media strategy, and as you mentioned, 33% of 
B-to-B companies have blogs, I think that was in a blog post that Jeff wrote that 
cited information put out by Penton Marketing Services. There was another 
interesting stat in there, to me, which said something like 47% of the respondents 
were unsatisfied with their company's social media strategy. 
 
Now, from an optimist's perspective, glass is half full, that means more than half 
are happy with their strategy. It means that very close to half are totally unhappy 
with social media strategy. Execution aside, when companies are actually 
developing their social media strategies, where do they go wrong? How do they 
kind of handicap themselves when they're developing the strategy so that it really 
makes the end result unsatisfying? 

 
Kipp: I think it's two things. The first thing is they make too many assumptions. They 

assume that if they do this, X will happen. It's normally like, "I assume that if we 
publish more than once a day, we're going to annoy people," or assume, 
assume, assume. There are a lot of assumptions in social media. 

 
 That's part of marketing, making assumptions, but I think in social media it's very 

easy to be opinionated and make assumptions and they don't let the raw actions 
and data of their community speak to what the tactics and strategy that they 
should be using. I think making too many false assumptions is a big key. 

 
 The second thing is, they don't have a clear goal. They don't have a good plan. 

They don't understand specifically how to impact their business with social 
media. That's why, when we wrote the B-to-B social media book, we made it 
really all about lead generation, because we wanted to make sure that if you start 
with lead generation and you're funding your social media efforts with successful 
lead generation efforts, then you have a chance to do some of the other social 
media marketing, community management, engagement work that is valuable 
but is a little bit harder to grasp and understand. 

 
 Starting out with goals like, "We want to make people like us more," and things 

like that, those are hugely flawed. I think probably the biggest thing is that a lot of 
people start out with no goal at all. Having a clear goal of how it's going to impact 
your business is the most surefire way to make sure that you're happy with the 
direction and execution of the plan. 

 
Matthew: I think it makes sense to actually start with lead generation. In B-to-B and B-to-B 

marketing, that usually is job number one. Obviously, when you're looking at 
social media and trying to sell social media as a tool, or platform, or practice, or 
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tactics, then tying that to what's really at the core of the function's responsibility in 
the enterprise makes sense. 

 
 I'm just wondering, is that what social media's really best at, in a sense? I'm 

actually kind of biased to think that it is. If B-to-B companies are hesitant about 
getting into social media, I think it's because they are thinking of it much more as 
almost a branding platform, "Oh, I'm Coca-Cola and I have umpteen million Likes 
on my Facebook page. That means social media is working for me," but Likes on 
a branding level doesn't really matter for most B-to-B companies. 

 
 Is it really the dirty little secret of social media that it's actually probably better as 

a tool for B-to-B marketers than it is for B-to-C marketers? 
 
Kipp: Absolutely. I think that B-to-B marketers are a much better fit. We know exactly 

what we want to achieve. We have a super clear idea of who we're talking to and 
we can tailor our content perfectly to them. It's a fantastic opportunity here. 

 
 We know where our customers are spending the most time and we can look at 

the data and say, "Hey, my visitor-to-lead conversion rate is higher from LinkedIn 
than Facebook. I'm going to spend a little bit more time on Facebook." We can 
make really actionable changes to our strategy, too, based on data that comes 
back right from our business, not from data we might be digging out of Facebook 
insights and trying to pull out key takeaways if you're kind of a B-to-C brand, 
which is a lot of what they have to do. 

 
Matthew: I was thinking, too, I guess B-to-B is funny. At MarketingProfs, our audience does 

tend to skew B-to-B. It's something like 60% of our audience tends to be B-to-B. 
A lot of times, people will criticize us if we focus too much on B-to-C companies 
because they'll say, "We can't apply that to what we're doing," and things like 
that. 

 
 One of the things that kind of hangs me up a little about it is just this definition of 

B-to-B. HubSpot's a B-to-B company, Hitachi Data Systems is a B-to-B company, 
but so is Staples. You know? I guess the one thing, what I wanted to say was, I 
would think that social media is almost more appropriate for B-to-B companies 
than for B-to-C because of the emphasis placed on relationships and relationship 
development, since that's really what lead generation is. 

 
That's really the core of social media and yet it seems to me that you get a sense 
from some B-to-B marketers that they feel like an emphasis on social media 
marketing and content marketing is just trendy, rather than really trying to 
encourage them to use something that is actually far more appropriate for their 
ends than they imagine. 
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Kipp: Yes. Absolutely. I think B-to-B has always been about the relationships-based 
sale. What social media does is really just help scale those relationships. It 
allows us to have a more scalable relationship with people who know our 
business or might be interested in our business, and are interested in what we're 
working on. 

 
 Without question, there's a huge advantage and a huge leverage when it comes 

to the relationship-based sell. I think, to your point, once B-to-B marketers 
understand that, they're much quicker to adopt social media as a marketing tactic 
because it is clearly rooted in their brain to value the relationship-based process. 

 
Matthew: Getting back to this question of the strategy, you'd said two of the big problems 

people have when they're setting up a strategy—well, three problems, maybe. 
The first is not having a strategy at all. But then the other ones were not making 
too many assumptions about what's going to be good or bad or appropriate or 
not, the platforms that are going to work; and then also not having clear, 
business-related goals. 

 
 Now, let's say you do have those all set up. You're not just assuming things, 

you're actually testing and using the data to guide you. You've set up clear, 
business-related objectives for your social media efforts, but you're still having a 
hard time executing them. What are some of the roadblocks or what are some of 
the things that get in the way of properly executing a social media strategy in a B-
to-B context? 

 
Kipp: I think the biggest one is probably content resources. Social media is a content 

distribution channel. You have to have blog content to share on social media. 
You have to find content from other, third-party sites. In the book we talk a lot 
about the 10-4-1 rule, which kind of is a best practice for sharing content on 
social media lead generation. 

 
That rule says, you share ten articles from someone else, from third-party 
sources, to help bring credibility, to help make you a good curator of information 
for folks in your industry. 
 
Then for every ten articles you share from other people, you share four articles 
from your own blog and from your own site that helps you educate the industry at 
large. These aren't really product-focused articles as much as they're how-to, 
best practice articles. 
 
Then the one in the 10-4-1 rule is really about sharing a webinar, an ebook, a 
landing page. It's much more of a lead generation opportunity but it still has value 
and it's still content-focused. It's still trying to solve a problem for a big prospect. 
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Using that kind of rule, you do have to have some content to fuel that. I think that 
is the core challenge that B-to-B marketers have is, again, having the right 
people on their team to create content and also understanding what topics of 
content to create. Starting a new thing much more like a trade magazine as a 
publishing company, and less like a traditional B-to-B marketer. It's that shift in 
mindset that's definitely a challenge. 

 
Matthew: Joe Pulizzi was on the show a couple weeks back and we were actually talking 

about this specifically, around thinking like a publisher. I ended up having my 
own ideas about what that means, to really think like a publisher, but I was 
curious what that means to you. If B-to-B and content marketing and social 
media marketing means that companies need to think as if they're putting out a 
trade publication, rather than marketing assets or something, what's that mind 
shift look like? I guess that's the real question I'm asking. 

 
Kipp: The mind shift, to me, looks like a couple of things. One, every B-to-B marketer 

who's going to be really great at social and really great at inbound, is going to 
think like they run an educational publishing company. I think part of what we do 
here at HubSpot is we publish a lot of content. We just have a much better 
business model than The New York Times, right? We generate leads and we 
convert those leads into paying customers for our software. That's just a much 
better business model than selling advertisement. 

 
 Every B-to-B company can do that same thing. They need to think, "I want to 

educate, entertain, and inform my target audience. In doing so, I'm going to be 
able to convert a portion of those people into customers." 

 
 That's one big, big part of it, shifting and thinking clearly about being an 

educational publisher. The second thing is really taking that idea and putting it to 
heart. If I were a B-to-B marketer in an industry like manufacturing, I would say, 
"What is the most visited manufacturing news site on the web and how do I get 
more traffic than that?" 

 
 I would be highly aggressive. What does it take to be the most visited 

manufacturing website on the internet? Build a clear publishing and marketing 
plan to attract quality people to your blog, to your website, and understand that 
you have a much better model than a traditional media publication. 

 
Matthew: Actually, that's very close to my own ideas about it. I think what publishers think 

about is they think about this audience. How can you grow and build audience? 
Obviously, that audience may become customers, they may be subscribers. You 
may be able to leverage them for your advertising revenue and things like that. 

 
From what you're saying, I like that model or that picture or metaphor for thinking 
about what it means in terms of who your competitors are, no longer thinking 
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about other companies because it's really online publications who become your 
direct competitors. If you're getting more and building more audience around this 
specific business you're pursuing, then that's the win. 

 
Kipp: Yes. I think that the best B-to-B marketers today aren't concerned with their 

traditional competitors, the people that they're selling against. I think that they're 
more concerned with the companies that are shaping how their prospects think, 
believe, and act. You know, companies like Amazon and Netflix that are 
changing the habits of people. 

 
 Just because I'm a purchasing manager at a manufacturing company doesn't 

mean that I don't use these things, doesn't mean that I don't want better, more 
personalized marketing. I'm getting used to it every day. I don't want to give you 
a free pass just because you're a B-to-B company. 

 
 I think the really great marketers are thinking a little bit bigger in terms of who the 

competition really is. 
 
Matthew: Nice. All right. That's all the time that we have today, Kipp, so thanks so much for 

speaking to us. I did want to say, if people wanted to find out more about the 
book that you wrote with Jeff on B-to-B social media, where would you send 
them? 

 
Kipp: Head on over to amazing and do a quick search for the B-to-B social media 

book, lots of reviews and everything. Please check out over there, and you 
should totally come to MarketingProfs' B-to-B forum because it is going to be 
fantastic. It is one of my favorite conferences of the year. Come, say hi, let's talk 
B-to-B marketing. Be there. 

 
Matthew: Thanks. Thanks for that plug and thank you, listener, for listening here to the end. 

This has been the Marketing Smarts podcast brought to you by MarketingProfs. 
I've been your host, Matthew Grant. Talk to you next week. 

 
  
 


