
EBOOK
THE STATE OF B2B DIGITAL 
ADVERTISING FOR 
FINANCIAL SERVICES



It’s the best possible time to be alive, when almost 
everything you thought you knew is WRONG.”
Tom Stoppard

“



Before you read this eBook, there is something we should 
tell you. Depending on how fast you read, you might spend 
anywhere from 10 minutes to the better part of an hour 
consuming this content. As we all know, time is precious. 
And we really don’t want you to waste your time. 

So before you get started, we want to be very clear: you don’t have to read this eBook. You’re probably doing a 
fine job with your display ad campaigns right now, and there’s no reason to rock the boat. Sure, you’re running 
epic campaigns with tiny returns. You’re not 100% certain whether the click-through rates you’re getting are actually 
good, but the agency says they are “industry standard” and somehow, every quarter, that explanation works for 
your boss. It nags at you a little, but you’re a marketer, and it’s your job to spin things, even the questionable results 
of your ad campaigns. If this sounds like you, don’t read this book. Have a latte or take a walk or tweet something. 
If you don’t mind running B2B display ad campaigns and never being sure if they worked, we don’t want to waste 
your time.

If you’re ready to learn, ready to innovate and ready to run a marketing campaign 
that makes the rest of the organization say “wow,” you might want to close 
Facebook and read a little further.
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CHALLENGES FOR FINANCIAL SERVICES DIGITAL MARKETERS

Welcome! If you’re here, it’s because you read the previous page and 
decided that mediocrity wasn’t for you. Or maybe you’re here because you 
pay attention to the world around you. You’ve noticed that there are some 
specific challenges facing you as a financial services marketer targeting B2B 
accounts, but you’re not about to give up.

Many B2B marketers are unable to rise above some of these challenges 
because at a fundamental level, we’re approaching our problems with the 
wrong solutions. We’ve been trying to apply the same advertising strategies 
of marketing our retail offerings to our corporate accounts, which leads us 
to the incorrect conclusion that display advertising just “doesn’t work”. We 
spend more time massaging data and bargaining for budget than we do 
proactively optimizing campaigns.

We’ve all been in that spot at one time or another. But when it comes 
to display advertising, if it doesn’t work for you, it’s because you’re not 
approaching it the right way. Being successful with B2B advertising simply 
means rethinking our approach and retraining our teams on the concepts of 
advertising technology and campaign strategy.

You have to be willing to go beyond typical advertising tactics like targeting 
using cookies only, buying based on CPM and measuring based on CTR – 
which were designed for your consumer groups. We need to stop planning 
our ad strategies based on short-term campaigns, ignoring the fact that 
commercial accounts needs an always-on approach to win clients. But before 
you can do any of that, you need to adopt a strategy that leverages the 
most important principles of B2B digital marketing, providing you with the 
opportunity not only to exceed your goals but also to drive innovation across 
your organization.

It’s just a matter of identifying the problems and uncovering solutions. 

94% 
of Financial Services 

companies plan on spending 
heavily on digital marketing. 

Econsultancy 2015 - Digital Trends in the Financial 
Services and Insurance sector
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The ads you currently use depend 
on cookie data and target individuals. 
Cookies by themselves are insufficient as 
a primary vehicle for B2B targeting. When 
you use them as your main means of 
targeting, you can’t be certain that you’re 
targeting the right person or company. 
It’s fine for targeting individuals, but for 
your commercial offerings, you need to 
reach decision makers, and it’s often not 
just one person.

YOU’RE MAKING A GUESS BASED ON 
INFERRED, CORRELATED AND OFTEN 
OBSOLETE DATA AND HOPING FOR 
THE BEST.

And if you believe that mobile is the way 
of the future, consider yourself dead in 
the water if you’re still relying on cookies.

Targeting individuals

for corporate offerings

PROBLEM

Target companies 
without the limitations 
of cookies

SOLUTION
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The scope of your targeting is also limited by the cookie data you have. B2B sales people have a specific list of accounts they want to sell into, but 
there’s no guarantee that the cookie pools marketers have access to will include those companies.

In B2B advertising, you need to be able to target specific high value accounts and the most reliable way to do that is not with cookies. Advanced IP 
technology allows you to focus ad dollars on accounts you know you can sell to instead of wasting money on people who will never buy. 

HOW THE COOKIE CRUMBLES

THE TRUTH ABOUT COOKIES

The average shelf-life of a third party cookie is 
three days1

Over 60% of home computers are shared, which 
means shared cookies2

30% of Internet users delete their cookies 
an average of four times per month3

Cookie deletion means that reports on Reach and 
Unique Visitors may be inflated by 150%4

Cookies get gender wrong 30-35% of the time5

1Quantcast, 2,3,4ComScore, 5Digiday
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Your current inventory 
has invisible limits

PROBLEM

Say “no” to silos and 
personas

SOLUTION

Most ad campaigns are run through one 
specific exchange, network or publisher. 
The problem is that no one channel can 
target your whole audience.

LIMITING YOURSELF TO A SPECIFIC 
NETWORK MEANS THAT YOU’RE 
NOT REACHING ALL THE IMPORTANT 
INDIVIDUALS, VERTICALS OR 
JOB FUNCTIONS WITHIN THE 
ORGANIZATION.

Even if you are able to target individuals 
at specific companies, your ads still 
have minimal impact because there are 
multiple stakeholders in every B2B sale.
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Certain networks may only be particularly strong with verticals you don’t really care about reaching – they may be disproportionately heavy 
in certain job functions. For example, you may be interested in reaching IT professionals in financial services companies, but the network you are 
advertising with skews high in sales and recruiting professionals. Furthermore, leaders or major decision makers don’t necessarily spend time on 
specific social networks or publishers, and when you narrow your reach, you miss the opportunity to deliver ads to these critical groups.

In order to reach the people who actually have the power to drive the buying process, you need access to the right inventory. The right mix of 
inventory is not only key for driving superior engagement, it’s also necessary if you want to reach key stakeholders on an account.

REACH THE DECISION MAKERS AND CLOSE DEALS

THE B2B SALE REQUIRES CONSENSUS

The average B2B
decision-making
group includes
5.4 buyers.6

At enterprise 
companies, buying 
committees can 
include as many 
as 34 decision 
makers.7

78% of B2B
buyers say the
buying group is
getting bigger.8

Decision-makers
care most about
consensus across
their team.9

Most buyer research
takes place before
lunch, Tuesday
through Thursday.10

6,8,9CEB, 7Gallup, 10Salesforce

M T W TH F
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Financial services marketers often struggle 
to prove ROI on advertising. The famous 
John Wannamaker saying, “Half of my 
advertising dollars are wasted, I just don’t 
know which half” is still an unfortunate 
reality for most. 

WE’VE GOTTEN STUCK ON DIRECT 
RESPONSE METRICS LIKE CLICK-
THROUGH RATE (CTR) AND PAY FOR 
ADS BASED ON COST PER THOUSAND 
(CPM) OR COST PER CLICK (CPC).

These measurements don’t even begin to 
capture the nuances of the B2B 
buying cycle.

Ad metrics used to target 
retail can’t be used for 
commercial

PROBLEM

Say goodbye to CPM 
and CTR

SOLUTION
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Your commercial clients don’t click ads and then make a decision. Seeing 
an ad is just one element of an ongoing, multi-channel campaign. Ultimately, 
marketing’s influence on that campaign will be measured by some sort of last 
touch attribution, which is very unlikely to be an ad. A metric like CTR is easy 
for marketers to capture and evaluate. But it distracts us from the longer term 
goal of engaging the right people, at the right companies over the course of 
the buying cycle. If you’re running campaigns that are being measured on CTR, 
you’re never going to generate – or demonstrate – significant value. You’re 
implicitly limiting the scope of your influence on key accounts because you’re 
not tracking the impact across the buyer’s journey. 

WHAT’S THE ALTERNATIVE?

The website is a leading indicator of buying intent. At any point in the buying 
cycle, decision makers are visiting the vendor’s website consuming information 
that will help drive a purchase. An increase in website engagement signifies 
that an account is moving further through the funnel and closer to a purchase. 

It follows that if we want to measure the success of ads, we need to measure 
whether we’re successfully increasing website engagement with the accounts 
we care about. For that, a “lift” metric is required. We need to be able to 
measure whether our ad campaigns are resulting in “account lift,” or an increase 
in website activity by a targeted company.

FOCUS ON METRICS THAT ACTUALLY MEAN SOMETHING

THE LIMITS OF CTR 

Only 8% of online users click on an ad in 
any given month.11

The typical Internet user sees 1,707 
banner ads a month and the average
click-through rate is .1%.12

8% of users account for 85% of clicks.13

Most people who click ads are under 18 
or over 50 and have an annual income 
of less than $30,000.14

11,14 Quantcast, 12,13ComScore
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Most B2B marketers have recognized the 
importance of personalized campaigns, 
but they assume they need to wait until 
they have contact information before 
they start personalizing.

IN FACT, THE MOST IMPORTANT TIME 
TO DELIVER PERSONALIZED MESSAGE 
IS DURING THE PERCENTAGE OF THE 
BUYING CYCLE WHEN THE PROSPECT 
IS UNKNOWN.

You don’t have your buyer’s attention yet, 
and you need to stand out in order to 
break through the noise.

Not knowing who’s on 
your website means 
losing time and money

PROBLEM

Turn anonymous buyers 
from an obstacle into 
an opportunity with 
personalization

SOLUTION
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To personalize during the unknown stage of the buying cycle, you need the ability to 
identify and target the companies that have the best opportunity to become customers. 
Then, you need to personalize the message and the experience for those accounts. You can 
customize messages to specific companies or segments defined by industries, stage in the 
buying cycle, prospect vs. customer or other account attributes.

When an account visitor reaches your website, either through a direct click or a visit on their own 
soon after receiving the ad, your website should have a connected, personalized message. This 
is critical not just for driving engagement, but also for building consensus among stakeholders, 
collaboration with Sales and ultimately, measurement.

DOCUSIGN CASE STUDY

DocuSign® is the leader 
in eSignature transaction 
management. Like many B2B 
companies, DocuSign needed the 
ability to attract the right audience 
and serve visitors the content that 
engages them in a meaningful 
way. Their goal was to create a 
personalized digital experience for 
targeted buyer segments. 

DocuSign combined targeted, 
personalized advertising with a 
tailored experience through the 
entire customer lifecycle. It was 
able to launch company-specific 
digital campaigns for six industries, 
attracting target accounts to the 
website, engaging them with relevant 
content, and converting them to 
sales prospects.

By combining personalized targeted ads 
with website content, Docusign was able to:

• Grew the sales pipeline by 22% for its 
top six industries

• Increased average time on site by more 
than eight minutes

• Boosted page views by over 300%

• Decreased the bounce rate from an 
average of 35.29% to only 13.5%

PERSONALIZE CREATIVE OFFSITE AND ONSITE TO 
BREAK THROUGH THE NOISE

THE CHALLENGE THE SOLUTION THE RESULTS

74% of consumers get frustrated 
when website content appears that has 

nothing to do with their interests.15

15Janrain
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Retargeting has been popular as a top of 
the funnel program that delivers significant 
results with a comparably low cost of 
acquisition. 

BUT FOR B2B MARKETERS, TARGETING 
EVERY INDIVIDUAL SITE VISITOR IS A 
WASTE OF RESOURCES.

Effective and efficient B2B retargeting 
means focusing on companies who show 
legitimate interest on your website by 
demonstrating buying signals. 

We’re using retargeting 
solutions built for 
consumer accounts

PROBLEM

Segment your message 
from Individual to 
commercial

SOLUTION



The State of B2B Digital Advertising  |  14

Most B2B website visitors aren’t from companies that will buy 
from you, so retargeting them with display ads is money down 
the drain. The B2B buying process is long, and companies can go 
months without showing any signs of activity on your website. But 
when they do start to engage with your site, there’s a small window 
for you to impact the account. With an always-on approach you can 
retarget the companies that matter most to your business.

Retargeting that focuses on account activity allows you to further 
nurture companies showing active buying signals on your website 
with ads to the extended stakeholder group. Not only does it 
eliminate the waste inherent in traditional retargeting, but it uncovers 
otherwise anonymous opportunities and moves potential customers 
to conversion more quickly and effectively.

STOP RETARGETING YOUR OWN EMPLOYEES

Your B2B Site
Personalized

ACCOUNT-BASED RETARGETING

Monitor candidate 
accounts

Capture active
buying signals

Identify highly 
engaged accounts

Re-target engaged accounts
with personalized ads
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Your consumer buyers can be driven to 
make a purchase by a promotional ad 
campaign in a short period of time.

THE DIFFERENCE BETWEEN 
CLOSING A DEAL AND LOSING IT 
TO YOUR COMPETITORS IS THE 
ABILITY TO REACH PROSPECTS 
CONTINUALLY THROUGHOUT 
THE BUYING CYCLE.

You need to drive engagement with an 
account and its buying group over several 
months. This requires an always-on, 
strategic approach.

Wasting resources on 
one-off campaigns

PROBLEM

Deliver always-on, 
integrated display 
advertising

SOLUTION
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BUILDS CONSENSUS
WITH STAKEHOLDERS

GET BETTER VISIBILITY
ON THE PROGRESS

OF ACCOUNTS

OPTIMIZE ON AN
ONGOING BASIS

DEVELOP A
PARTNERSHIP WITH

YOUR VENDOR

Always-on advertising ensures 
that you’re consistently getting
your message in front of key 
decision makers at a target 
account. More importantly, your
message matches and 
influences the experience your 
target accounts have as they
move through the funnel.

Over the course of a 
prospect’s buying cycleboth 
marketing and sales gain 
access to data and buying 
signals that can provide critical 
insight for moving prospects
through the funnel. Without an 
always-on approach, you’re 
unable to measure how your
marketing efforts are impacting 
those prospect companies.

The longer you have targeted 
advertising campaigns running,
the better data you have 
on the common behaviors 
associated with your ideal 
customer. For example, you 
can track the patterns of 
engagement and types of 
content consumed
for accounts that close.

Rather than getting stuck 
setting up a new campaign 
every month, you not 
only benefit from a more 
streamlined process, but the 
focus shifts from negotiating 
deals to ensuring that your 
campaign is optimized for 
performance at
all times.

WHY B2B ADVERTISING SHOULD BE “ALWAYS-ON”  
 
The difference between closing a deal and losing it to your competitors is the ability to target and engage prospects as they come in and out of the 
buying process. This requires a strategic approach that engages audiences consistently throughout the buying cycle.

BE READY WHENEVER YOUR PROSPECTS ARE

1 42 3
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BECOME AN ABM EXPERT
AT YOUR COMPANY

Demandbase o�ers two ABM Certification courses online that you and your 
team can take in the convenience of your home or o�ce. An Expert-level 

course is also o�ered in select cities throughout the year.

FOUNDATIONS ABM CERTIFICATION
Learn the importance of Account-Based
Marketing and gain how-to tips that’ll get

you started on the path to success.

ADVANCED ABM CERTIFICATION
Get best practices on topics including sales
& marketing alignment, target account list

development, metrics and budgeting.

Register now: www.demandbase.com/cert

http://www.demandbase.com/cert


Demandbase is a leader in Account-Based Marketing (ABM). The company offers the only Artificial Intelligence-enabled, comprehensive ABM platform that spans Advertising, Marketing, 
Sales and Analytics. Enterprise leaders and high-growth companies such as Accenture, Adobe, DocuSign, GE, Salesforce and others use Demandbase to drive their ABM strategy and 
maximize their marketing performance. The company was named a Gartner Cool Vendor for Tech Go-To Market in 2016. For more information, please visit www.demandbase.com 
or follow the company on Twitter @Demandbase.

A BETTER APPROACH TO B2B ADVERTISING

Success in B2B advertising requires more than just adhering to these best practices. 
It also requires that your advertising is part of a focused B2B strategy, and most 
importantly, is fully integrated into your tech stack.

Demandbase Advertising solutions enable you to target key accounts with personalized 
display ads, retarget based on buying signals, and measure the impact of your 
campaigns at every stage of the buying cycle.

http://www.demandbase.com
https://twitter.com/Demandbase
https://twitter.com/Demandbase
https://www.facebook.com/Demandbase
https://www.linkedin.com/company/demandbase

