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THE PUSH PARADOX

FOREWORD
Nothing changes really ……
Social media has dramatically changed marketing for B2B companies in
recent years. The ability to personalize marketing communication through
digital technologies at lower costs has rapidly shifted the allocation of
resources from traditional to digital marketing initiatives.
But while the digital transformation has even found its way into the
boardrooms of the most traditional industries, there is growing evidence
that a major part of digital media spending is perceived to offer limited
value for money.
This raises the question: Are we dealing with another Internet bubble?
Even if the answer to this question is unclear, and social media-based
marketing spending offers disappointing returns, not transforming is
not an option. Research shows that 95% of B2B buyers orientates online.
Based on the outcome of the orientation, 30% of buyers will only consider
1 or 2 suppliers. So being part of the consideration is key.
But how to balance disappointing digital marketing returns with an
unavoidable reality of the dominating and still growing impact of social
media on purchasing behavior?
The answer to this question is reassuring: It is all about the customer.
Understanding the customer journey has always been the basis for sound
marketing. And it will become even more important as social media allow
buyers to share and compare experiences and opinions.
Keep the customer in mind while experimenting how to deliver the right
content at the right time in the right context. Getting this right in a rapidly
changing technical and commercial landscape is not a quick fix. It requires
an open attitude of continuous learning, measurement and adjustment.
Start small, fail and learn fast before scaling up is the exciting way towards
powerful personalized customer communication – eventually resulting in
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digital marketing that delivers sound returns.
This book fuels the needs of curious minds and provides the opportunity
to learn from the numerous real-life cases and examples that you will
find. I hope you will enjoy the journey and advise you to keep both feet on
the ground.

– Gert-Jan Maasdam
Wavin Global VP Market Strategy and Innovation
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INTRODUCTION –
The Push Paradox

“Together, we form a necessary paradox;
not a senseless contradiction.”
– Criss Jami, Healology
They say that opposites attract. From a marketing point of view, we
started to refer to this alignment of two contrasting forces as “The Push
Paradox.” Simply put, it’s when the push and pull marketing approaches
work in tandem. There are the naysayers who will argue that Push tactics
are outdated – no longer viable in this digital world we live in. But it’s
only the successful marketers who are savvy enough to know how and
when to draw on the strength of both – so as to effectively execute a fully
integrated marketing strategy and plan.

Push vs. Pull
Marketing tactics are generically divided into two categories: Push and
Pull. Push (outbound) marketing is when you use various direct response
marketing tools (i.e. advertising, direct mail, email or even trade shows)
to get your message directly in front of your (assumed) customer. This
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tactic is used by companies who need to reach out to prospects that may
not be familiar with them or their products. To create awareness, push
methods have proven to be smart. By contrast, Pull (inbound) marketing
draws customers in by offering them the content and solutions that they’re
looking for. By using the law of attraction through strategic marketing
materials (i.e. podcasts, eBooks, whitepapers, special offers, and solutionsoriented blogs) companies demonstrate their value to their target clients.
With the Push approach, the balance of power lies with the marketer. He/
she controls what the message is – and how, when and where it is seen;
whereas in the Pull approach, the customer retains the power. Below you
can see some of the key differentiators between the two methods:
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PUSH

PULL

Concept

Outbound – you’re finding
the prospects

Inbound – the prospects
are finding you

Strategy

Creating ways to present
a product or service offer
before prospects, or to
create awareness to a
solution/product that is yet
unknown.

Creating awareness,
increasing brand visibility
and generating leads with
online content (although it
can be offline, as well)

Channels

Typically starts offline –
drives prospects to a store,
unwanted phone calls,
mail, remarketing, TV
advertising, in-video ads,
social advertising.

Mostly online (web-based)
content – drives prospects
to a website landing page
or contact number

Application

Direct response print
offering, direct mailings,
repetitive Facebook
advertising, cold calls

SEO, social media, niche
targeted opt-in campaigns

Engagement

Done properly, it can
engage customers
by making them feel
special (i.e. customized
communications).

Done properly, it
generates a higher level
of engagement because
prospects show an interest
without your prompting;
however good and targeted
content is key to success
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In recent years, there has been a steady but transformative shift towards
the use of Pull marketing tactics – drawing customers towards the brand,
providing high-caliber online content that attracts them because it is
valuable to them.

How well and intelligently a company uses digital

marketing to engage and attract customers will make all the difference, in
terms of prospect-to-customer conversion rates.

From product to solution thinking
We see many B2B’s are still trying to push their products online. With
customers in charge of what solutions they are looking for, companies
first need to make sure prospects can find the solutions they’re looking
for. They need to find content that makes them trust the company before
product marketing kicks in.

Digital marketing has come of age
Online marketing has come a long way since it first started to blossom in
1994. Today there are hardly any companies that do not have a website.
Social media first emerged in 1997, in the form of a social media site
called “Six Degrees” (named after the “six degrees of separation” theory)
where people could create their personal profile and then connect with
other users. Since then, social networking and digital marketing has
exploded into a phenomenon that not only allows people to connect with
each other on a personal level, but it also provides businesses with one of
the most powerful tools for building relationships with their customers.
Social media enhances the customer experience, by empowering them
with new and meaningful ways to engage with people, events and brands.
Remember this: almost every customer journey now starts online!

A strong brand is about people
People connect to you and your brand. A connected company is what
you want as an entrepreneur or organization. With content marketing,
you can reach a targeted and engaged community of people and they
can reach you. But how do you connect them to your brand? By being
connected. By truly understanding their needs and wants. By adopting an
engaging attitude, that’s how. Many brands have a unique and compelling
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story to tell. Connect your audience to your story. Tell them about your
creative process, why you started your business, what challenges you
overcame, what triumphs you accomplished, and how your product or
service provides unique solutions to your customers’ problems. Having an
engaging attitude definitely means sharing relevant content, reacting to
other people’s content and connecting with people. Being active and visible
is what will attract your target audience to your company and your brand.

Finding the right pulse in B2B social marketing strategies
The purpose of this book is to engage you in the Push Paradox and all
that it entails. This is, in essence, a digital marketing manifesto for B2B
sales and marketing decision makers and professionals – the strategists
and the implementers. Digital marketing is fluid. It changes all the time.
If companies don’t move with it, they will be left behind. The transition
to content-driven, digital-centric marketing (from push to pull) has
already happened. This book will serve as a hands-on guide, using proven
building blocks, to help you navigate through the social marketing realm
as it stands today — and make you aware of the changes that are yet to
come.

A wealth of knowledge from a breadth of experience
We will leave no stone unturned as we will cover the most important
aspects of B2B digital marketing in this handbook. As seasoned digital
marketing experts, we will share everything we know about:
• How to set up your offline and online brand positioning
• How to develop a healthy social media strategy
• What Pull tactics you need to use and how, when, where to use them
• How to create phenomenal content and effective SEO
• How to manage and monitor your content
• How to bring your marketing campaigns online
• When, where and how to use social media advertising
• How to adjust your social media plan for franchise organizations
• How to sell and network online
• How to track and measure your social media ROI
• Why social media education and coaching is important
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• What the future of social media has in store for us
We will show you how to listen to your online community. It always comes
down to the H2H (human-to-human) connection. Pay close attention to
the content that your target audience posts online (comments, questions,
reviews, discussion forums) relating to your business. User-generated
content can be extremely valuable and beneficial for small and mediumsized enterprises (SMEs). It is “social affirmation” to their friends and this
can be a powerful sales generator. Indeed, the social customer experience
provides a plethora of opportunities for companies to communicate and
engage with their customers. It’s relationship-building, pure and simple.
And as with any relationship, it must be built on trust and respect in order
for it to flourish. And give and take. Yet another paradox.
We hope that you will find this book informative and that you will put it to
good use. It is not the kind of book that should stay on a shelf, collecting
dust. It’s a practical handbook that will guide you as you embark on your
digital marketing journey.

– Nicoline Maes & Rudy Godding
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Chapter
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ON YOUR MARK,
GET SET, GO!
setting up your offline and online brand positioning

“In order to tell better stories, brands must actually
be better stories. Our brave new media world hasn’t
just put audiences in charge; it has also given them the
tools to instantly peel back the curtain on marketing
campaigns and look at the substance behind them.”
– Jonah Sachs, CEO of branding agency Free Range
Studios
ON YOUR MARK, GET SET, GO!
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Good branding is all about standing out from the crowd. Brand positioning –
whether offline or online – should differentiate you from your competitors.
To accomplish that, you need to determine ways to emotionally connect
with your target audience. For example, we executed an engaging Europewide promotional campaign for a key client targeted to one of their pivotal
customers – plumbers and MEP installers. When this leading supplier of
plastic pipe systems and solutions launched its first Gear Up campaign
the chosen theme was “Gear Up with Wavin” as they deliver the perfect
day for the installer. John the Plumber was the campaign “mascot” and
was featured throughout the social marketing campaign blitz, including
posters and videos. The promotion ran for three months in participating
outlets around Europe. Valuable information was exchanged, and the
campaign had lots of interactive activities… and the opportunity to win
great prizes. The campaign was a resounding success and received lots of
interesting feedback and interactive discussion on social media – between
and European plumbers/installers. The campaign was a success precisely
because it emotionally connected with this specific target audience.

Brand positioning is key if you want to really succeed in the business
world. And online brand positioning is critical if you want to survive and
flourish in this era of digitalization. The objective is to identify your desired
marketing niche and then dominate it so powerfully that your brand
creates an impression in the mind of the customer that makes it stand
out from the rest of the competition. Simply put, your brand positioning
should reflect how you want to be seen in the eyes of your customers. After
all, it’s all about the customer. Always. There are some steps to take when
positioning your brand.
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Here’s how we work:

STEPS TAKEN TO CREATE A SOLID ONLINE POSTIONING

1. Who are you? Defining your brand values and identity
Your brand Identity is what instantly connects customers with brands. It
can create interest, curiosity, affinity and connections. It should reflect your
company’s values, the reason why your target prospects would want to
work with you or buy your products, services and solutions.
What is unique about your company and your brand? In other words,
what sets you apart from your competitors? You need to understand
this clearly (and objectively) and leverage your marketing and branding
strategy accordingly – to attract the right customers. Understand what
value you bring to the table – value that no other competitor provides. We
use an online value proposition document to find out where you stand as
a company.

BRAND VALUES AN THE NEEDS OF YOUR CUSTOMER
Gain creators

DESIGN

Gains

Products &
Services

Customer
jobs
Pain relievers

ON YOUR MARK, GET SET, GO!

OBSERVE

Pains
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