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Business to Business (B2B) Marketing
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Business to Consumer (B2C) Marketing attracts headlines in advertising research.

Unlike B2C, B2B marketing focuses on suppliers selling products and services to other businesses.
e.g., software systems, engines to airplane manufacturers

In B2B, 
An account is a business buyer, prospective or existing

Each account comprises individuals, called leads

Leads interact with potential suppliers’ website or through other channels, increasingly digital

The buying cycle is long: 6 to 18 months or more

The Account’s decision whether to buy is a consultative decision among the Leads
- group decision making
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B2B’s contribution to the Web’s success
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“[t]he global B2B eCommerce market valuing USD 12.2 trillion in 2019 is over 6
times that of the B2C market"  (https://www.statista.com/study/44442/statista-report-b2b-e-

commerce/)

B2B’s digital marketing growth is at par with that of the more commonly
studied B2C setting. (https://cmosurvey.org/wp-content/uploads/2019/08/The_CMO_Survey-

Highlightsand_Insights_Report-Aug-2019-1.pdf, pp. 20)
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Cross Selling

Use Cases
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B2B: Research Setting
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(a) the group collaboratively decides whether to buy and the decision is dynamic; 

(b) differences exist among the individuals’ interactions with the supplier; 

(c) over the long purchase cycle, depending on scoring the group dynamics, the supplier engages with the 
individuals, including allocating costly human salespersons toward some individuals, but not toward all

individuals in the group.
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B2B: Research Questions
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How to Jointly Score

(a) Collaborative group decision only from activity data of individual members of the group, 
without any data of consultations among individual members.

(b)  Dynamics of the group’s decision

(c)  Dynamics of each individual in the group for differently allocating resources to them at 
different time periods.
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Data
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Joint Scoring – Group (Account) and Individuals (Users, Leads)
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Dynamic, Snapshots – Group Scoring vs. Individuals’ Activities
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Architecture 1 (HAN)[1] : Sequence of Activities
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Architecture 2: Frequency of Activities
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Results
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Conclusion
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• Joint Scoring of Group Decision and Individuals’ Interests

• Without data on the group decision consultative process, only individual level data 

• Using different types of aggregation to pool information across individuals

• Good performance evaluation for conversion decision 

• Influence of each individual on the group decision obtainable from attention 
weights

• Evaluation of influence yet to be done
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