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B2B Customer Journey Maturity

Infographic: 5 Key Takeaways

The State of B2B Customer Journey Maturity Report, published by London Research in
partnership with Adobe, is based on a 2022 survey of more than 600 B2B professionals.

The research looks in depth at the make-up of the current B2B customer journey,
the challenges companies face, and the use of technology for more seamless and
personalised journeys. It explores how ‘leaders’ differ from the mainstream in how they
approach the customer journey, and sets out 16 characteristics of organisational maturity.

1. Less than a fifth (18%) of respondents describe their companies’
ability to provide seamless customer journeys as ‘advanced’.
Nearly all companies have opportunities to enhance the experiences they provide to

their contacts and accounts through a more joined-up approach, underpinned by the right
culture and better use of data and technology.

18%

Advanced — experiences are
seamless irrespective of the
channel

227

Basic — very limited ability to
provide seamless experiences
across channels

2. Companies use an average of 11 channels to engage with B2B
customers and prospects on the customer journey, including six
primary channels and five secondary ones.

Key channel @ Secondary channel @ Not a channel

13% 1%

41% 45%

Website Sales or Email Search Events and Social media Customer
Key Account marketing marketing conferences  (e.g. Facebook service
Managers (in-person) / Twitter) (call centre)
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20% 35%

44%

37%

On-site chat LinkedIn Webshop / Outbound Webinars / Mobile On-site chat
(humans) marketplace calling virtual events messaging and/ (virtual)
or notifications
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3. The greatest barrier to creating a seamless B2B customer journey is
the lack of understanding around customer behaviour and intent.

Lack of actionable real-time data, and lack of digital capability within the organisation,
also feature prominently as challenges.

Major barrier @ Minor barrier @ Not a barrier

45% M% 46%
Lack of Lack of real-time Lack of digital Difficulty creating and Disconnected
understanding data for more capabilities managing content and/or sub-
around customer timely and relevant within the for personalised standard software
behaviour interactions organisation experiences platforms

43% 45% 44% 46%

Lack of Sales-driven Lack of Difficulty Invisibility of buyer
leadership buy- culture with alignment proving the due to changes
in for investment marketing not between sales business case around privacy,

in digital taken seriously and marketing for investment remote working and

engagement functions third-party cookies

4. Leaders in B2B customer journey management draw on more data,
from more sources, than their mainstream counterparts.

Companies excelling in this area are more likely to be getting great insights from sources
including user testing, digital analytics and customer satisfaction surveys.

@ Leaders @ Mainstream

70% Digital analytics

68% Real-time user feedback

Feedback from

68% customer-facing teams

Customer satisfaction

65% surveys
64% User testing
54% Revenue attribution

46% AB / multivariate testing

Note: figures above show percentages of respondents describing sources of data and analytics as
‘very insightful’ for optimisation of the B2B customer journey.

5. Leaders in B2B customer journey management are more than twice
as likely to be very much focused on personalisation.

Personalisation tactics adopted more widely by leaders include creating content relevant
to specific buying stages to increase relevance at individual touchpoints.

@ Leaders @ Mainstream

58%
Creation and Creation and Creation and Real-time targeting
marketing of content marketing of content marketing of of information
relevant to specific relevant to specific content relevant to based on on-site
buying stages personas specific industries behaviour

Building of Focus on Use of machine learning Propensity
profiles based on permission-based to serve next best offer, scoring based on
interactions first-party data content or experience interactions

We are very much focused

(o)
69% on personalisation

Download the full report here
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