Digital Marketing
in the B2B Food
and Drink sector
A report on it’s perceived value
as a tool for business growth

Introduction
In the current digital age, online marketing has taken centre stage. Few
people question the integral part it plays in a businesses decisionmaking process.
However, as big players continue to invest heavily in online marketing
tools, spearheaded by ecommerce; are wholesalers and distributors
embracing these digital transformations?
In a bid to understand the extent of digital marketing adoption across
the wholesale industry, particularly in the Food and Drink sector, we
invited our customers to have their say.
These include industry leading businesses that operate across the B2B
food and drink industry in the UK and Ireland.

Key findings

38%

of businesses surveyed DO NOT have a marketing strategy

85%
2 in 3

say digital marketing is an
IMPORTANT PRIORITY
for their business

Businesses have launched a new website or rebranded in the past 24

Over

HALF
of businesses
outsource their
marketing activity

Only

15% engage in Content Marketing on a regular basis

69%

say SEO is the key
area that they
want to improve

What we asked….

?

Do you develop a detailed marketing budget
prior to the start of each year?
Only 70% of respondents said they allocate a budget for their marketing
activity. Demonstrating that marketing as a business function isn’t
always given the recognition that it deserves in B2B food and drink
businesses.
This doesn’t mean that money isn’t being spent on marketing, just that
there is no financial limit or target to work towards.
In a industry in the midst of a move online, or digital transformation, we
expect the spotlight on marketing to grow as more businesses continue
to embrace digital platforms and the benefits they provide.

?

62%
said Yes

Do you develop a yearly, quarterly
or monthly marketing strategy?
The majority of respondents said they do develop a
marketing strategy, either on a yearly, quarterly or
monthly basis.

38%
said No

However, as the percentage of those who set a
marketing budget is higher, it can be concluded that
more importance is given to allocating a budget than
developing a detailed marketing strategy to execute it.

Why marketing budgets and plans are important
Setting a budget for marketing activities, regardless of how big
or small, is absolutely crucial. A marketing budget forces a
business to be strategic.
With no budget or clear strategy in place, it is easy to overinvest, and more often than not, in the wrong marketing
platforms. This leads to overspending and aggressive
campaigns that generate no positive results.

A marketing budget is indispensable because it justifies and
tracks money spent. It helps business stay on target so that the
overall marketing strategy is delivered as efficiently, and
successfully, as possible.

?

What degree of importance does your
company give to Digital Marketing?

53%
said it was
important

15%
said it was
Very
important

0%
said it was
unimportant

15%
said it was
extremely
important

This demonstrates that a majority of businesses are recognising
the benefits of digital marketing.

However, as we have seen in earlier responses, this recognition
is not always being translated into actionable marketing
strategies.
To ensure businesses reap the full benefits of Digital Marketing,
it’s important that detailed marketing plans and marketing
budgets are developed to maximise Return on Marketing
Investment (ROMI).

1st

Social Media
2nd

Email Marketing
3rd

Advertising

SEO

4th

?

Which Marketing
Communication channels
does your company
actively engage in?

5th

Content Marketing
6th

Video Marketing
7th

PPC
8th

Affiliate Marketing

£

£

On average 36% of respondents said
they NEVER engage in PPC, Affiliate or
Content Marketing

Social Media is the most popular digital marketing channel
with
of respondents saying they use it ‘Often’ or ‘Very Often’

54%

Why Content Marketing should be more of a priority
Content Marketing is the consistent creation and distribution of
information, either online or offline. This could be newsletters, blogs,
images, infographics or videos.

Only 15% of
respondents said
they engage in
Content Marketing
‘Often’ or ‘Very
Often’

These are essential tools that help promote your brand and inform
customers about your products. Providing relevant and frequent content
also demonstrates your understanding of your customers needs. For
example, a recipe blog using ingredients from your product collection, an
article about market trends.
Another reason for Content Marketing is Search Engine Optimisation (SEO).
Many search engines now favour the quality and frequency of published
content, in detriment of quantity. As a result, a continuous stream of highquality, relevant content will not only improve your ranking in search page
results, but also increase the authority of your website.
A content-led, organic SEO strategy, coupled up with on-page SEO and
keyword strategy, is crucial to maximise your ROMI.

?

Have you launched a new website or gone through a
re-branding process in the last 24 months?

YES

NO

70% of respondents told us that they have launched a new website or rebranded in the last 24 months.
This demonstrates the industry’s increasing awareness of the need for user-friendly and mobile services
and a strong brand presence to ensure competitive advantage.

?

Do you have an in-house marketing team ...
92% of respondent said they have an in-house marketing
team. 61% of which have between 1 and 3 individuals, and
23% have between 4 and 10.
Only 8% have a marketing team with over 10 employees.
Having marketing resources is important because it takes a
full team of individuals to strategise, coordinate and
implement a marketing plan. Therefore, it’s important to
have the right talent and allocate the right responsibilities.

?

...or do you outsource?
Outsourcing is often a common solution if the
marketing skills and resources required are not
available in-house.
54% of respondents admitted to outsourcing some of
their marketing activities.
For those businesses that do, 57% said they selected
their provider through word of mouth, or direct
referrals.
This is probably because trust in the marketing
agency’s capabilities is as essential as the range of
services they provide.

4 reasons to outsource your digital marketing


It’s more cost-effective than employing a team of people in-house
and means you have a full team of experts at the ready, along with
access to all the platforms you may need.



It saves you time researching the latest digital trends and platforms.



An agency serves as an extension of your team, so you can scale
and coordinate your marketing efforts. Thereby removing the
constraints of internal workloads and ensuring marketing activity is
more consistent.



As discussed, many wholesalers that undertake digital marketing
activities don’t have processes in place to track activities against
costs. By outsourcing you will receive regular updates so you can
better track performance and ROI.

SEO
Social Media
Content Marketing

PPC

Affiliate Marketing
Email Marketing

Video Marketing
Advertising

?

What areas of your Digital
Marketing need improving?
The majority of respondents said that SEO was the
area that they want to improve. Social Media is also
high in priority which is unsurprising considering this is
the channel that respondents engage with the most.
39% said that content marketing is an area that they
need to improve on. This is encouraging considering
few currently undertake this activity. However
businesses must remember that content marketing
isn’t just the act of creating content, but utilising SEO
and PPC tools effectively to increase visibility and
brand awareness online.

Contact us to find out more!
We have a range of solutions and a dedicated team to
help you meet your customers expectations and
ensure you provide the best possible journey on their
path-to-purchase.
Find out more about developing and managing your
omnichannel strategy by contacting us on:
T: 0161 355 3000
E: andy.pratt@oporteo.co.uk

