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YOUR MARKETING ISN’T WORKING. 
HERE’S HOW INNOVATION CAN TURN IT AROUND. 

As a B2B marketing consultant, one of the most common questions I hear from my clients is: “How do I 
make my marketing work?” They’ve got a strategy, but it’s not getting results and they don’t know why. 

There is no magical, one-size-fits-all formula for marketing success. However, in my experience, there 
are a few common reasons that businesses struggle with their marketing:

• They haven’t created a viable plan. 
• They’ve lost their momentum. 
• They’ve failed to innovate. 
• They’re reluctant to pivot. 

I’ve written before about the importance of developing a strong marketing plan, and how to keep up 
your momentum. But what about those last two points -- what does it mean to innovate and pivot, and 
how can it improve your marketing efforts?

In my 15 years of marketing, the industry has changed almost beyond recognition. The growth of 
digital marketing has revolutionised the way B2Bs do business, bringing endless new opportunities for 
collaborating with clients, suppliers, and creative teams. 

However, some businesses prefer to stick with what they know — even when it’s not working. As the 
famous quote goes:

“Insanity is doing the same thing over and over again and expecting different results.”

This saying has become a little cliched over the years, but like all cliches, there’s a strong element of 
truth. If you want to succeed in today’s marketing landscape, you must innovate, and you must be 
willing to change direction when something isn’t working out. 

Innovate

In marketing, innovation can be described as the application of new and creative strategies to increase 
value to an audience. It can set a B2B apart as a leader in their field, increase their competitive advantage, 
and create faithful, long-term clients.

Despite these benefits, innovation is typically one of the most neglected areas of a B2B marketing 
strategy — if it even features at all. Why is this?   

Well, true innovation involves risk. Investing time and money into new, untested ideas can be daunting 
for a budget-conscious B2B. If there’s nothing drastically wrong with your current strategy, it can be 
hard to justify pumping resources into something different just because all the cool kids are doing it! 
Most businesses prefer to stick with tried-and-tested marketing tactics instead. 

However, I would argue that not innovating is the greater risk by far. It’s not just the marketing industry 
that’s changing. Your own industry is changing, and so are your clients. Innovation is one of the most 
effective ways to demonstrate that you’re in touch with their needs and committed to offering them a 
valuable service. 



One business that does this very well is SEO marketing brand MOZ. Spotting a growing trend for online 
learning and ‘freemium’ content, MOZ developed Whiteboard Friday. The weekly segment features free 
video tutorials teaching the latest highly specialised SEO techniques.

You can imagine the potential pushback to an idea like this one. “We’re giving away hours upon hours of 
specialist content for free?! It would cost a fortune to create! And why would anyone buy our products 
when they could just look at our free library? The blog is popular — why don’t we just stick with that?”

This is a common attitude to innovation. MOZ, however, was among the first to embrace freemium 
content. Today, their huge library of expert tutorials positions them as leaders in the SEO industry. 
They’re a valuable resource for their target clients, who come to MOZ first when they need paid SEO 
solutions. 

Like MOZ, be highly responsive to your audience’s wants and needs. Think of your marketing strategy as 
a living document, and don’t be afraid to adapt it to grow with your clients. If you know your audience 
well, then this isn’t as difficult as it seems. 

The new year is the ideal time to introduce innovation into your B2B marketing strategy. Take this 
opportunity to touch base with your audience and evaluate how their needs and priorities may have 
shifted. While your goals may be the same, you may find that you need to take a new approach to 
achieving them. 

Think creatively and look for emerging trends that can bring value to your audience. And don’t shy away 
from taking calculated risks, because the biggest risk is doing nothing at all.

Pivot

Closely related to innovation is pivoting. This is the practice of changing your strategy when something 
isn’t working. Logically, it’s pretty hard to argue against this, but many B2Bs feel reluctant to change 
course.

When you’ve poured time and resources into your marketing strategy, it can be difficult to accept that 
it’s not working. Maybe you’re too busy to come up with a new approach. Maybe you fought hard for a 
particular tactic and you don’t want to admit defeat. Or maybe you feel like you’re committed now and 
it’s too late to change.

I understand. However, the ability to pivot is absolutely essential to a successful marketing plan. As an 
old manager of mine once said:

“If it’s not working, change it. Adapt, innovate, think of new ways, but don’t stand still until we’ve 
reached our goal.”

Continuing with something that doesn’t work just because you feel committed is a variation of the 
sunken cost fallacy. This says that the more we’ve invested in something, the harder it becomes to 
abandon it. We judge the real loss of what we’ve already invested to be much more painful than the 
hypothetical loss of future investments.

Let’s say you spent $5000 on Facebook advertising in the last three months, but you haven’t seen 
much of a return. Your colleague suggests trying something different, but all you can think of is the $5k 
you’d be throwing away. 

The truth is that you’ve already ‘lost’ the money. Whether or not you continue with ads, that $5k is 
gone. Spending another $5k is simply going to double your loss. This applies to money, time, manpower, 



research, development, or anything else you invest in your strategy. If it’s not working, pivot and try 
something else. 

If pride is preventing you from calling time on a particular tactic, know that every strategy requires 
some degree of refinement. In fact, it shouldn’t just be expected, it should be positively encouraged. 

Change is inevitable, so reviewing and refining your strategy is a wise move if you don’t want to get left 
behind. Audit your strategy on a regular basis, and don’t be afraid to discard anything that isn’t bringing 
you closer to your goals. 

Work creatively

When we talk about innovation, most people are thinking about the marketing strategy itself. However, 
you can also benefit from thinking creatively about your marketing team. 

Traditionally, you had two options as a B2B — creating an in-house team, or outsourcing your marketing 
to local agencies or contractors. From the pre-internet days, right up to the early stages of digital 
marketing, these were perfectly adequate options for most businesses. 

Today, we’re a much more globalised society, connected by technology we couldn’t have even imagined 
just a few short years ago. Not only have those advances brought new ways to connect with your 
clients, but they’ve opened up many more options for creating a marketing team. 

The remote working concept has given B2Bs access to — quite literally — a world of marketing talent. 
You can hire competitively priced, highly trained specialists from all over the globe, as and when you 
need them. And with new digital collaboration tools popping up every day, it’s never been easier to 
manage a virtual team. 

Take some time to review your marketing plan and clarify the resources you need. You might find the 
traditional team model is no longer working for you. Perhaps it’s costing you too much money, it’s not 
flexible enough for your needs, or you don’t have the workload to justify full-time in-house staff.

If you only have one or two social channels, would it make more sense to hire a social media manager 
for a few hours per week, rather than a full-time employee? Could you benefit from having a dedicated 
SEO specialist, rather than a marketing all-rounder? Would it be more time- and cost-effective to 
outsource your marketing to a virtual agency (like us), instead of hiring and training an in-house team? 

If so, then it’s time to look at new ways of working.

Planning your virtual team

The contractors you choose can make or break your marketing efforts, so keep these key considerations 
in mind when planning your team…

1. Choose wisely. 

Approach hiring a virtual team member as you would an employee. Rather than grabbing contractors on 
the fly, aim for consistent, long-term relationships with proven, reliable people. Check references and 
testimonials, and be sure to do a low-risk trial job to ensure you’re a good fit. 

2. Integrate your team.



Whether you have a combination of in-house staff and remote workers, or an entirely virtual team, it’s 
important that they work together efficiently. Use tools like Monday.com, Slack, or TeamWork to help 
your team easily integrate and collaborate. 

3. Be prepared to pay for quality. 

On remote working sites like Upwork, you can get blog posts for as little as $5. That doesn’t mean you 
should! You really do get what you pay for, so even if you’re trying to keep your costs down, don’t be 
tempted to go too low. 

4. Be flexible. 

Some businesses are nervous about hiring somebody in a different city or country. However, if you plan 
well and put the right systems in place, it really doesn’t have to be an issue. After all, if you hired a local 
agency instead, how often would you be seeing them in person anyway?

Are you ready to embrace change in 2018? 

So now you understand the importance of continuing to innovate, pivoting when things aren’t working 
out, and thinking creatively about how you structure your team. However, I know that actually taking 
the plunge into new ways of working can be a daunting prospect. 

The Marketing Project specialises in helping B2Bs like yours to embrace innovation in all areas of 
marketing. Whether you’re looking to integrate new tactics and techniques into your marketing strategy, 
or you’re building a virtual dream team, our hands-on marketing experts will be right there with you 
every step of the way. 

Let’s talk about how we can make 2018 your best year yet… 

Email me now at holly@themarketingproject.com.au or give me a call on 0420 683 951 to arrange your 
free consultation. 

TMP founder Holly is on a mission to help B2Bs maximise their marketing. With over a decade of 
experience, she shows businesses how to supercharge their strategy, amplify their brand voice, and 
magnify their ROI. 
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