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Abstract: the Internet has become a powerful marketing tool for sales, 

communications and market analysis of B2B companies. To correctly assess the 

results of a company‘s activities on the Internet, it is necessary to introduce an 

Internet marketing complex into the company‘s unified marketing information 

system. 

Key words: Internet, B2B, Internet marketing, website, e-mail marketing, 

advertising campaign, strategy, marketing communications. 

Marketing theory developed by considering the relationship between the 

seller and the consumer in the B2C market (business-to-customers, ―business for 

the consumer‖). The rules and laws formulated during this time can also be applied 

to the B2B (business-to-business) segment. However, marketing activities in the 

B2B sphere are very specific and have a number of significant differences. Having 

gone from a simple information repository to an effective sales and analysis tool, 

the Internet has taken a significant place in modern life and made a real revolution 

in marketing. 

Erasing time and geographic boundaries, the Internet has become a 

platform on which companies can directly interact with consumers of their 
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products. Thanks to the Internet, a new direction has emerged - Internet marketing, 

which includes a set of various tools (Internet marketing complex). Today, not a 

single enterprise can afford to ignore the achievements of information technology 

development, since this will lead to significant financial losses. 

Companies operating in the corporate sector are no exception. At the same 

time, Internet marketing in the B2B sector is a relatively new phenomenon, little 

studied and requiring comprehension and systematic research. The B2B market is 

characterized by the need to build long-term marketing relationships with the 

channel. It is characterized by large volumes of purchases, narrow market 

segments, rational consumer behavior, a long sales cycle, a complex purchasing 

process in which a wide range of people participate. The most significant forms of 

marketing communications in the corporate sector are personal selling and sales 

promotion, advertising and PR should be developed taking into account the 

principles of content marketing. 

However, the maximum effect is achieved when using integrated marketing 

communications, when each form complements each other. According to the 

results of the study, both heads of industrial enterprises and companies, and 

specialists in the field of Internet marketing unambiguously called the website the 

main, integrating marketing tool. This is also explained by the fact that a well-

designed website allows you to solve several marketing problems (from consumer 

research , understanding the communication impact and directly converting contact 

with the site into an order or purchase. 

Using the site allows you to improve the quality and availability of the 

service: for example, materials on the company‘s website are available 24 hours a 

day, 7 days a week. But the most important advantage of the site is that if it is built 

correctly, it is able to integrate all elements of the marketing complex (product and 

service policy, pricing, promotion and sales, as well as staff work). 

In this regard, Internet marketing in an industrial company should always 
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begin with a website and a significant part of resources and efforts should be 

concentrated on working with it, since the very fact of having a website does not 

always allow solving problems companies both in terms of attracting new clients 

and in terms of translation contacts in transactions. In order for the site to fully 

perform all marketing functions, it needs support from other online marketing 

tools. In this regard, let us note the fundamental points that should be taken into 

account when developing Internet marketing programs for industrial companies: 

1. Changes in consumer attitudes towards communications. According 

to Kim Larson, international director of Google BrandLab, the majority of 

consumers (including industrial ones) have little trust in ―official‖ communications 

from the company itself, and are more inclined to believe information from the 

same consumers or other independent sources. In particular, she says: ―Instead of 

telling your story through video, invite users to participate in its creation.‖[2]. 

Therefore, news sites, professional forums and even social networks must 

necessarily be included in the communication channels of an industrial company, 

since news and any other information from these sources will be considered more 

reliable and trustworthy (especially if the news resource or forum makes it possible 

to generate and view ―feedback‖ with other consumers). The company, of course, 

may face difficulties in managing these uncontrolled communications, especially if 

it has previously used only its controlled channels. However, this is not a reason to 

refuse to use social networks, forums and other professional sites, but rather an 

opportunity for appropriate adjustments to marketing activities. 

 2. Rapid growth in the number of industrial companies with their own 

website. Commercial users of the Internet are the fastest growing part of it, and the 

presence of a company‘s website is no longer its absolute competitive advantage, 

but rather, the absence of a website automatically excludes the company from the 

competition rent struggle. 

 3. The company and its website must be supported not only by company 
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employees, but also by constant communications with consumers.  

4. In industrial marketing, good optimization for search engines, as well as 

regular updating of information on the website allows you to save money on the 

production of expensive printed products and quick updates provide the necessary 

information. 

5. Numerous opportunities that are provided by just one registration 

procedure on the site: conducting a customer survey, organizing personalized e-

mail mailings taking into account the interests of a particular group of potential 

customers. consumers without significant costs, introduction of loyalty programs 

(establishment of special discounts for registered users). 

To increase the effectiveness of Internet marketing programs in industrial 

companies, it is worth paying attention not only to those tools that are most 

interesting and convenient for the company, but also to those that are interesting to 

the buyer (i.e. they want to solve his problems in the best way). It is worth noting 

that an industrial company can achieve significant dividends from Internet 

promotion only through joint use of its website and a complex of additional tools 

for its promotion for the purposes oh group of consumers and experts. 

In addition, modern effective marketing in the B2B sphere also involves 

the integration of online and offline tools, since it is mainly the company‘s 

employees who serve customers and close transactions. Therefore, the expansion 

of the activity of an industrial company on the Internet must necessarily be 

accompanied by adequate organizational changes in the company. 

Summarizing the above, it can be noted that in order to increase the 

effectiveness of Internet marketing programs in industrial companies, it is worth 

paying attention not only to those tools that are the most interesting and convenient 

for the company, but also those that are interesting to the buyer (i.e., allow him to 

solve his problems with the best way).  
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