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Ab o u t

In  th i s  B2B  Dig i ta l  L i te racy  Report

-  we ' re  br ing ing  together  some  of

the  l a test  th ink ing ,  research  and

best  pract ice  focused  on  ra i s ing

the  dig i ta l  l i te racy  and  dig i ta l  sk i l l

base  across  B2B  organisat ions .

 

Throughout  the  past  decade ,

dig i ta l  technolog ies ,  led  by  mobi le

technology ,  have  tota l l y

pervaded  our  everyday  l i ves  –

fundamenta l l y  changing  the  way

we  consume  –  both  products

and  news ,  and  the  way  we

connect ,  with  f r iends ,  fami ly ,

c l ients  and  the  wider

wor ld .

 

At  the  ODA  we  bel ieve  that

bus iness  i s  dig i ta l  –  and  that

d ig i ta l  has  become  an

abso lute  essent ia l  of  not  only

market ing  s t rategy ,  but  a lso

organisat iona l  s t rategy .

DIGITAL  HAS

BECOME  AN

ABSOLUTE

ESSENTIAL  OF  NOT

ONLY  MARKETING

STRATEGY ,  BUT

ALSO

ORGANISATIONAL

STRATEGY



There ’s  no  doubt  about  i t .  We  l i ve

in  a  highly  connected  dig i ta l  wor ld .

 

Dig i ta l  around  the  wor ld  cont inues

to  grow .

 

Data  f rom  the  annual  We  Are

Soc ia l  and  Hootsu i te  ‘Dig i ta l  2020 ’

report    showcases  that  59% of  the

wor lds  populat ion  i s  now

connected  to  the  in ternet .

 

Mobi le  technology  i s  help ing  to

fue l  th i s  cont inued  growth  -  with

two  th i rds  of  the  wor ld ’s

populat ion  a l ready  us ing

mobi le .  

63%  of  global  in ternet  users  say

that  they  are  constant ly  connected

onl ine ,  up  f rom  56% in  2015 .

 

97%  of  dig i ta l  consumers  have

used  a  soc ia l  media  network  in  the

past  month ;  being  an  in ternet  user

means  being  a  soc ia l  media  user . .  

90%  of  customer  buy ing  dec is ions

star t

on l ine .

75%  of  B2B  buyers  use  soc ia l  media

to  research  vendors .

As  a  resu l t ,  sa les  teams  and  B2B

organisat ions  need  to  th ink  and  act

d i f fe rent ly  and  more  'dig i ta l l y

focused '   to  engage  with  and

inf luence  prospects .
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W h e r e  we 'r e  a t  t o d a y



We ’ re  spending  more  t ime  on  the

internet  -  with  average  users

spending  more  than  6.5  hours  each

day .

 

Soc ia l  media  accounts  fo r  the

greatest  share  of  that  t ime  -  with  an

average  2 .20 hours  genera l l y  and  in

some  demographics  a lmost  4  hours  a

day .  

 

The  abi l i t y  to  be  cont inuous ly

connected  -  i s  fue l l ing  changes  in  our

behav iour .    

 

Just  th ink  about  your  own

act iv i ty .    How  connected  you  are .

How  you  buy .  How  you  converse .  How

you  connect .

Your  mobi le  s t rategy  and  soc ia l

media  s t rategy  i s  l i ke ly  to  play  a

much  bigger  part  than  ever  before .

Given  th i s  report  i s  being  fo rmulated

in  Ju ly  2020 ,  we  f ind  ourse lves  in  the

midst  of  a  global  pandemic .

I t 's  been  in terest ing  to  see  how

organisat ions  have  acce lerated  the i r

d ig i ta l  t rans format ion  programs  -

pivot ing  to  ensure  that  teams  are

connected  'dig i ta l l y '  to  both  each

other  and  to  customers .

The  Global  Web  Index  research  in

May  2020  reported  that  soc ia l  media

usage  sp iked  -  with  42%  of

consumers  global l y  say ing  they ’ re

now  spending  longer  on  soc ia l  media

because  of  the  outbreak ,  r i s ing  to

54% among  Gen  Z .  

S o c i a l  M e d i a  I N F L U E N C E

WE 'RE  ALL

SPENDING  MORE

TIME  ON  THE

INTERNET  THAN

EVER  BEFORE . . .
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M O B I L E
MOBILE  DRIVES  OR  INFLUENCES  AN  AVERAGE

OF  OVER  40%  OF  REVENUE  IN  LEADING  B2B

ORGANISATIONS .

MOBILE  CONTINUES  TO  FUEL

THE  STRONG  COMMERCIAL

GROWTH  ALIGNED  WITH

DIGITAL .

RESEARCH

People not only do their research via

their mobile phones but increasingly

will actively buy. Think about your

own behaviour. Have you bought via 

 your mobile? 

WEBSITE  TRAFFIC

People more likely to visit  your

website from a smartphone or tablet

than a desktop. The ratio is visible via

your website analytics. 

MOBILE  MATTERS  IN  B2B

Google partnered with Millwood Brown

Digital running a B2B survey over two year

period to understand research  and

purchasing habits and use of digital.  42%
used a mobile device during the B2B 

 purchase process. As importantly, they saw

a 91% increase in growth of mobile usage

across the B2B purchase path.

Mobile Marketing and the B2B Buyer, BCG in Partnership with Google, 2017



The  in ternet  and  soc ia l  networks  have  changed  the  sa les

process  Buyers  now  have  access  to  more  in format ion  at  the

the i r  f inger t ips ,  and  they  can  quick ly  va l idate  the i r  research

by  search ing  rev iews  and  soc ia l  media  to  see  what  others

th ink .

75% of  B2B  buyers  use  soc ia l  media  to  research  vendors .

As  a  resu l t ,  sa les  teams  need  to  th ink  and  act  di f fe rent ly  to

engage  with  and  in f luence  prospects .

A  huge  part  of  th i s  i s  through  prov id ing  helpfu l  onl ine  content

and  in format ion ,  to  bui ld  t rust  and  credib i l i t y  and  ident i f y  and

engage  with  potent ia l  customers  through  soc ia l  networks  in

an  approach  of ten  re fer red  to  as  'soc ia l  se l l ing ' .

How does content  f i t  into  the socia l  se l l ing process?

Your  f i r s t  impress ion  i s  l i ke ly  to  be  a  dig i ta l  one .  Your  branded

content  has  there fore  become  a  cr i t ica l  component  in  any

sa les  profess iona ls  arsena l  when  i t  comes  to  se l l ing  onl ine

67%  of  top -per forming  sa les  organisat ions

support  the i r  sa les  process  with  in f luent ia l  content  -  and . . .

65%  of  B2B  buyers  c la im  i t  has  in f luenced  the i r  f ina l  decis ion

to  purchase .

We  l i ke  to  th ink  of  content  as  constant ly  keeping  your  brand  /

serv ice  ' f ront  of  mind '  -  showing  your  audiences  that  you  care

and  that  you  know  what  you ' re  ta lk ing  about .  

Soc ia l  se l l ing  i s  rea l l y  about  a  ser ies  of  touch  points  -  growing

cont inuous  share  of  mind ,  moving  the  audience  c loser  to  you  -

by  being  helpfu l ,  usefu l ,  in format ive  and  creat ive .  

B2B  organisat ions  need  to  prov ide  t imely ,  ta rgeted  and

re levant  content ,  cons i s tent ly  to  buyers  and  prospects .  This

content  can  inc lude  blogs ,  guides /eBooks ,  in fographics  and

v ideo  to  share  across  soc ia l  networks ,  capture  in terest  and

data  and  of  course ,  measure  response  rates  -  to  understand

how  content  i s  per forming  as  part  of  the  'soc ia l  se l l ing '

process .

B2B  S O C IAL  S E L L I N G  
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E F F E C T I V E  C O N T E N T
WHICH  CONTENT  IS  MOST  EFFECTIVE?

A  s tudy  by  the  Content  Market ing

Inst i tute  looked  at  content  at

d i f fe rent  s tages  of  the  buyer

journey .  Cons ider ing  ear ly  s tage

(awareness / in terest ) ,  middle  s tage

(cons iderat ion / in terest ) ,  l a te  s tage

(eva luat ion /purchase ) .  

They  found  the  fo l lowing :  

"YOU  ARE  WHAT

YOU  SHARE  -  ALL

CONTENT  THAT  YOU

SHARE  IS  A  BRAND

TOUCH  POINT . "
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72%  expect  vendors  to  personal i se  engagement  to  needs .

69% expect  amazon - l i ke  buy ing  exper iences  -  s imple ,  easy  and  ef f ic ient .  

67%  th ink  vendors  in  the  B2B  space  are  prov id ing  more  ‘ reta i l  l i ke ’

exper iences

67%  s tate  that  they  swi tched  vendors  fo r  a  more  consumer  l i ke  exper ience .

When  i t  comes  to  consumer  expectat ion  -  there 's  been  a  s ign i f icant  sh i f t .  Just

th ink  about  your  own  consumer  expectat ions  and  how  they 've  changed .  

There ’s  a  new  l eve l  of  immediacy  -  which  i s  speeding  up  bus iness  and  serv ice

del i very  processes .  We  expect  brands  and  organisat ions  to  get  back  to  us  quick ly

-  and  in  meaningfu l  ways -not  cook ie  cutter  responses .

 

Consumers  are  a lso  look ing  fo r  t rust  s igna ls  -  such  as  re fer ra l s  and

recommendat ions  -  they  t rust  what  the i r  peers  say  and  even  what  complete

st rangers  say  onl ine .

 

I t 's  never  been  eas ie r  fo r  consumers  to  eas i l y  make  compar i sons .  No  longer

t rudging  around  f rom  suppl ie r  to  suppl ie r  -  they  can  s imply  check  out  webs i tes

and  soc ia l  media  channels  and  onl ine  rev iews  to  bui ld  the i r  own  picture  about

your  product  or  serv ice .  And  of  course ,  th i s  can  a l l  happen  v ia  a  smartphone ,

with in  minutes  -  even  seconds .  

 

These  same  expectat ions  are  t rans fer r ing  to  bus iness  buyers  too .  

 

Sales force  Research  surveyed  7 ,037  global  consumers  and  bus iness  buyers .  They

too  -  discovered  that  bus iness  buyers  expect  a  personal i sed  exper ience  -and  why

wouldn ’ t  they .  

 



I t 's  t ime  fo r  organisat ions  to  rev iew

the i r  dig i ta l  competence  and

embrace  the  dig i ta l  l andscape  and

opt imise  new  technolog ies .

The  technology  i s  now  readi l y

ava i lab le  to  personal i se  engagement ,

retarget ,  remarket ,  ta rget  and  nurture

re levant  audiences  with  compel l ing

and  engaging  content ,  of ten  di rect ly

into  the  palms  of  the i r  hands .

The  recent  global  'pandemic '  has

brought  to  l ight  the  impact  of

connect ion  through  dig i ta l  and  had

resu l ted  in  more  eyebal l s  and  act iv i ty

on  soc ia l  media  than  ever  before .   

The  way  B2B  organisat ions  'se l l '  i s

changing ,  with  teams  rea l i s ing  that  to

bui ld  re lat ionsh ips  with  prospects

and  nurture  c l ients  cons i s tent ly ,  they

can  bui ld  engagement  v ia  soc ia l

networks .  

Of  course ,  the  key  aspect  i sn ' t  pure ly

about  us ing  the  technolog ies  and

plat forms ,  but  how  you  add  va lue

whi l s t  doing  so .  Ensur ing  your

content  i s  usefu l ,  pureposefu l  and

focused  on  'your  audiences  needs '

ra ther  than  pure ly  a l l  about  what  you

do  -  i s  cr i t ica l .  

Dig i ta l  has  tota l l y  dis rupted  the

t rad i t iona l  funnel ,  and  dependency

leve l s  are  sh i f t ing .
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The  move  towards  more  dependency

on  dig i ta l  has  l ed  to  a  huge  sk i l l s

cha l lenge  fo r  ind iv idua ls  and

organisat ions .  

Indeed ,  in  the  l a tes t  2020  Edelman

Trust  Barometer  c i tes  that  83%

employees  fear  los ing  the i r  jobs ,  with

lack  of  sk i l l s / t ra in ing  requi red  fo r  a

dig i ta l  wor ld  as  a  key  factor .

The  pace  of  change  means  a  s imple

process  of  ‘one -of f ’  t ra in ing  i s  no

longer  f i t  fo r  purpose .  The  constant ly

changing  dig i ta l  l andscape ,  requi res  a

commitment  to  cont inuous  l earn ing .  

Sk i l l s  need  to  be  updated  on  an

on -going  bas i s ,  and  a  cul ture  of

cont inuous  l earn ing  needs  to  be

deve loped  by  organisat ions  and

adopted  by  ind iv idua ls .  

And  of  course ,  as  the  nature  of  how

we  work  changes ,  home -work ing ,

remote  teams ,  hot -desk ing  -  and

moving  away  f rom  t rad i t iona l  'of f ice

based ,  9  to  5  rout ines ,  the  degree  of

d ig i ta l  l i te racy  requi red  fo r  many

occupat ion  needs  to  a l ign .  

Dig i ta l  l i te racy  i s  no  longer  a  'nice  to

have '  across  an  organisat ion  -  but

rather ,  a  necessary  sk i l l  across  the

ent i re  employee  base .  Regard less  of

department ,  dig i ta l  l i te racy  i s  a  key

component  of  bus iness .

Bus iness  i s . . .  dig i ta l .  
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RA I S I N G  T H E  D I G I TAL  I Q

P R E S E N T s  A  S I G N I F I CAN T

O P P O R T U N I T Y

D I G I TAL  S K I L L S  T RA I N I N G

A  s tudy  by  Oxford  Economics  and

Vi rg in  Media  Bus iness  c la imed  the

UK  economy  cold  rece ive  a  £92M
boost  i f  organisat ions  fu l l y

deve loped  the i r  dig i ta l  potent ia l .

Another  s tudy  showed  increased
turnover  x3  in  organisat ions  with

dig i ta l l y  competent  workforces .  

The  World  Economic  Forum

est imates  that  by  2022  more  than

hal f  (54%)  of  employees  are  going

to  need  s ign i f icant  t ra in ing ,  with

more  than  a  th i rd , (35%) ,  needing

at  l east  6  months  worth  of  ef for t  to

deve lop  the i r  dig i ta l  sk i l l s .  
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R E F E R E N C E S

ABOUT  THE  ODA  

DIGITAL  SKILLS  TRAINING  FOR  

B2B  ORGANISATONS

The Online Digital Academy is

committed to supporting B2B

organisations, SMEs and individuals

with digital skills training. 

Our training is designed to work for

organisations and individuals. Bite

sized learning that works for you. To

discuss your requirements, simply get

in touch - via

www.onlinedigitalacademy.co.uk

Mobile Marketing and the B2B Buyer, BCG in Partnership with Google, 2017
Edelman Trust Barometer 2020, https://www.edelman.com/trustbarometer
Digital Marketing Institute, Content Marketing https://digitalmarketinginstitute.com/en-gb/blog/how-to-use-content-for-
effective-b2b-social-selling-corporate
Content Marketing Institute: Using Content Marketing to Generate Demand, Create New Audiences, 2018
Digital Marketing Skills Benchmark Report 2020
https://www.targetinternet.com/resources/Digital_Marketing_Skills_Benchmark.pdf
Oxford Economics - Digital Skills and Forecasts https://www.oxfordeconomics.com/my-oxford/projects/324416
PWC - Tech at Work Report https://www.pwc.com/us/en/services/consulting/library/images/PwC_CIS-Tech-at-Work.pdf
Global Web Index: Social Media During Covid 19 https://blog.globalwebindex.com/trends/social-media-covid-19/
Hootsuite / We Are Social  Digital 2020 Report https://wearesocial.com/blog/2020/01/digital-2020-3-8-billion-people-use-
social-media
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