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Abstract

The rapid advancement of digital technologies led to a significant transformation in the
business landscape, particularly for business-to-business (B2B) enterprises. Traditional
marketing approaches proved insufficient in engaging digitally-savvy B2B buyers who
demanded personalized experiences and seamless online interactions. This study investigated
the factors influencing the creation of new digital marketing strategies for B2B enterprises in
the technology transformation era. The study aimed to examine the relationship between six
key digital marketing technologies (artificial intelligence, big data analytics, marketing
automation, cloud computing, mobile marketing, and social media analytics) and marketing
effectiveness in the context of B2B enterprises. A quantitative research design was employed,
utilizing a stratified random sample of 240 employees from the marketing department of a B2B
enterprise in China. Data were collected through an online survey and analyzed using
confirmatory factor analysis (CFA) and multiple regression analysis (MRA). The CFA
confirmed the validity of the measurement model, demonstrating a significant relationship
between the observed variables and their corresponding latent constructs (p <.001). The MRA
revealed that all six digital marketing technologies were significantly associated with
marketing effectiveness (p < .001), with marketing automation and social media analytics
exhibiting the largest estimated impact. The model explained 24.10% of the variance in
marketing effectiveness. The findings underscored the growing importance of digital
technologies in driving marketing effectiveness for B2B enterprises. By strategically
leveraging these technologies, B2B marketers could enhance customer engagement, optimize
marketing strategies, and achieve sustainable success in the digital age.

Keywords: Digital marketing model, B2B enterprises, Marketing effectiveness, Factors in
digital marketing, Technology Transformation
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Introduction

The rapid advancement of digital technologies, encompassing artificial intelligence
(AI), big data analytics, and cloud computing, has triggered a profound transformation in the
global business landscape. This technology transformation era demands that businesses,
particularly those operating in the business-to-business (B2B) sector, adapt their marketing
strategies to remain competitive. Traditional marketing approaches are proving insufficient in
engaging digitally-savvy B2B buyers who expect personalized experiences and seamless
online interactions. Consequently, B2B enterprises are increasingly seeking effective digital
marketing models to leverage these technologies and optimize their marketing efforts
(Algharabat et al., 2023). Digital marketing, characterized by the utilization of digital channels
and technologies to reach and engage target audiences, has emerged as a critical driver of
business growth in this era. For B2B enterprises, digital marketing encompasses a wide range
of activities, including search engine optimization (SEO), content marketing, social media
marketing, email marketing, and paid advertising (Tuten & Solomon, 2022). The effectiveness
of these activities is amplified by the integration of emerging technologies. Al, for instance,
enables personalized content recommendations, predictive lead scoring, and automated
customer segmentation. Big data analytics provides valuable insights into customer behavior,
campaign performance, and market trends, facilitating data-driven decision-making (Verhoef
et al.,, 2021). Furthermore, cloud computing offers scalability and flexibility in marketing
operations, while mobile marketing enables B2B enterprises to connect with their increasingly
mobile workforce. Social media analytics provides tools for monitoring brand sentiment,
tracking competitor activities, and identifying influential voices in the industry (Saura et al.,
2022). The integration of these technologies into a cohesive digital marketing model is crucial
for B2B enterprises to achieve their marketing objectives, which may include lead generation,
sales growth, customer engagement, brand building, and customer lifetime value enhancement.
However, the successful implementation of a digital marketing model requires more than just
technology adoption. It necessitates a shift in organizational culture, a commitment to data-
driven decision-making, and the development of new marketing capabilities. B2B enterprises
must foster a culture of innovation and agility to adapt to the constantly evolving digital
landscape (Algharabat et al., 2023). They also need to invest in training and development to
equip their marketing teams with the skills and knowledge required to leverage these
technologies effectively. Effective digital marketing models are of paramount importance for
B2B enterprises in the technology transformation era for several reasons. Firstly, they enable
businesses to reach and engage their target audience in a more targeted and personalized
manner. By leveraging data analytics and Al, marketers can gain a deeper understanding of
customer needs and preferences, tailoring their messaging and content accordingly (Verhoef et
al., 2021). This personalized approach enhances customer experience, strengthens
relationships, and ultimately drives conversions. Secondly, digital marketing models facilitate
data-driven decision-making. The abundance of data generated through digital channels
provides valuable insights into campaign performance, customer behavior, and market trends.
By analyzing this data, B2B marketers can optimize their strategies, allocate resources
effectively, and achieve a higher return on investment (ROI) (Tuten & Solomon, 2022).
Thirdly, digital marketing models enable B2B enterprises to adapt to the rapidly changing
digital landscape. The continuous emergence of new technologies and platforms requires
businesses to remain agile and responsive. A well-defined digital marketing model provides a
framework for adapting to these changes, incorporating new tools and strategies to maintain a
competitive edge (Saura et al., 2022).
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Despite the significant benefits, implementing effective digital marketing models in the
technology transformation era is not without its challenges. Many B2B enterprises struggle
with data integration, legacy systems, and a lack of skilled personnel to manage and analyze
the increasing volume of data (Algharabat et al., 2023). Moreover, ensuring data privacy and
security is a growing concern, requiring robust data governance frameworks. Another
challenge is the rapid pace of technological change. Keeping up with new technologies and
platforms can be overwhelming, requiring continuous learning and adaptation. Furthermore,
measuring the ROI of digital marketing initiatives can be complex, requiring sophisticated
attribution models to accurately assess the impact of different touchpoints across the customer
journey.

In conclusion, the technology transformation era necessitates that B2B enterprises
adopt robust and adaptable digital marketing models to thrive in the competitive landscape.
By strategically leveraging emerging technologies and addressing the associated challenges,
B2B marketers can enhance customer engagement, drive sales growth, and achieve sustainable
success in the digital age. Future research should continue to explore the evolving dynamics
of digital marketing in the B2B context and provide guidance for effective strategy
development and implementation.

Objective

1. To investigate the factor of creating new strategies for digital Marketing in the
technology transformation era for B2B enterprise - taking Yonyou as an example.

2. To develop a digital marketing model in the technology transformation era for B2B
enterprise.

Literature Review

The Evolving Landscape of Digital Marketing

Digital transformation fundamentally reshaped B2B marketing, driving a shift from
traditional approaches to digital-first strategies. This shift was fueled by emerging
technologies, such as Al, big data analytics, and marketing automation, which B2B marketers
increasingly leveraged for personalized content, predictive lead scoring, customer insights,
campaign optimization, and streamlined processes (Algharabat et al., 2023). Cloud computing
facilitated collaboration and data access, while mobile technology enabled personalized
experiences, and social media analytics provided valuable insights into brand sentiment and
engagement (Mikalef et al., 2022). These technologies empowered B2B buyers to conduct
thorough online research, evaluate offerings through digital channels, and expect personalized
interactions (Kacker et al., 2022). This necessitated a customer-centric approach, agile
adaptation, and a data-driven culture within B2B organizations (Deogaonkar, 2023).
Ultimately, successful digital transformation enabled B2B enterprises to enhance efficiency,
gain a competitive advantage, and build stronger customer relationships (Rathore, 2023)
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Table 1: Factors Influencing Digital Transformation in B2B Marketing

Factor Category

Specific Factor

Description

Technological Artificial Intelligence Enables personalized recommendations, chatbots, and
Advancements (AD predictive analytics.
Big Data Analytics Provides insights into customer behavior, market trends,
and campaign performance.
Marketing Automation | Automates repetitive tasks, improves efficiency, and
personalizes customer journeys.
Cloud Computing Facilitates data storage, access, and collaboration.
Mobile Technology Enables mobile-first marketing and personalized
experiences on mobile devices.
Social Media Analytics | Provides insights into social media engagement and
brand sentiment.
Customer Behavior Online Research B2B buyers increasingly rely on online research before

making purchase decisions.

Digital Channels B2B buyers expect seamless experiences across multiple
digital channels.
Personalization B2B buyers demand personalized content and offers.

Organizational
Culture

Data-Driven Decision-
Making

Utilizing data to inform marketing strategies and
optimize campaigns.

Agility

Adapting quickly to changes in the digital landscape and
customer needs.

Customer-Centricity

Prioritizing customer experience and satisfaction.

Note: (Algharabat et al., 2023; Mikalef et al., 2022; Kacker et al., 2022; Rathore, 2023)

Technology and B2B Marketing Effectiveness

Technology revolutionized B2B marketing, enabling unprecedented levels of
efficiency and effectiveness. Al was employed for personalized content recommendations,
chatbot interactions, predictive lead scoring, and even content generation, enhancing customer
experiences and streamlining sales processes (Algharabat et al., 2023). Big data analytics
provided valuable insights into customer segmentation, campaign optimization, and market
trend analysis, empowering B2B marketers to make data-driven decisions (Justesen & Mikalef,
2022). Marketing automation streamlined repetitive tasks, improved lead nurturing, and
enhanced customer communication, freeing up marketers to focus on strategic initiatives
(Maestrini et al., 2021). Cloud computing provided scalability, flexibility, and access to
advanced marketing tools, enabling B2B marketers to adapt to changing business needs
(Tabares et al., 2022). Mobile marketing, through mobile optimization, mobile advertising, and
location-based marketing, allowed B2B marketers to reach their target audience on the go
(Rajaobelina et al., 2021). Lastly, social media analytics tools facilitated social listening,
sentiment analysis, and competitor benchmarking, providing valuable insights into brand
perception and market dynamics (Kacker et al., 2022).
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Table 2: Technologies Enhancing B2B Marketing Effectiveness

Technology Application in B2B Marketing Benefits
Artificial Personalized content, chatbots, Enhanced customer experience, improved
Intelligence (AI) | predictive lead scoring, content lead generation, increased efficiency
generation
Big Data Customer segmentation, campaign | Data-driven decision-making, improved
Analytics optimization, market trend analysis | targeting, enhanced campaign
performance
Marketing Streamlining marketing tasks, lead | Increased efficiency, improved lead
Automation nurturing, customer communication | conversion, enhanced customer
engagement
Cloud Computing | Scalability, flexibility, access to Adaptability, cost-effectiveness,
advanced marketing tools enhanced collaboration
Mobile Mobile optimization, mobile Reaching B2B buyers on the go,
Marketing advertising, location-based personalized mobile experiences,
marketing location-based targeting
Social Media Social listening, sentiment analysis, | Brand monitoring, reputation
Analytics competitor benchmarking management, competitive intelligence

Note: (Maestrini et al., 2021; Rajaobelina et al., 2021; Algharabat et al., 2023; Justesen &
Mikalef, 2022; Tabares et al., 2022; Kacker et al., 2022)

Challenges and Future Trends

While digital transformation offered significant opportunities for B2B marketers, it also
presented challenges. These challenges included concerns surrounding data privacy and
security, the complexities of integrating new technologies with existing systems, and the need
to bridge talent gaps in areas such as data analytics and digital marketing expertise (Tabares et
al., 2022). Additionally, keeping pace with the rapid evolution of technology and adapting to
changing customer expectations required ongoing investment and agility (Justesen & Mikalef,
2022). However, the future of B2B digital marketing promised further innovation and
disruption. Emerging trends such as metaverse marketing, Web3 technologies, and blockchain
applications were poised to reshape how B2B companies interacted with customers and
conducted business (Algharabat et al., 2023; Maestrini et al., 2021). These technologies offered
the potential for immersive customer experiences, decentralized data management, and
enhanced transparency and security in transactions. Successfully navigating these challenges
and embracing emerging trends would be crucial for B2B marketers to thrive in the
increasingly digital and interconnected business landscape (Rajaobelina et al., 2021).
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Table 3: Challenges and Future Trends in B2B Digital Marketing

Category Factor Description
Challenges | Data Privacy and Security Ensuring compliance with data protection regulations
and safeguarding customer information.

Integration Issues Integrating new technologies with existing systems
and legacy infrastructure.

Talent Gaps Acquiring and retaining skilled professionals in data
analytics, digital marketing, and emerging
technologies.

Keeping Pace with Adapting to the rapid evolution of technology and

Technological continuously updating marketing strategies.

Advancements

Future Metaverse Marketing Creating immersive experiences for B2B customers in
Trends virtual environments.

Web3 Technologies Utilizing decentralized platforms and applications for
enhanced customer engagement and data
management.

Blockchain Applications Leveraging blockchain for secure and transparent
transactions and supply chain management.

Note: (Tabares et al., 2022; Justesen & Mikalef, 2022; Algharabat et al., 2023; Maestrini et al.,
2021; Rajaobelina et al., 2021)

Research Methodology
Conceptual framework

Conceptual Framework: Digital Marketing Model in the Technology Transformation
Era for B2B Enterprise. As shown in Figure 1.

Independent Variables Dependent Variables

Digital Marketing Technologies (X) Marketing Effectiveness (Y)

Artificial Intelligence (AI) (X1)

« Al-powered chatbots (X1a)

« Predictive lead scoring (X1b)

« Personalized content recommendations (X1c¢)
+ Al-driven customer segmentation (X1d)

* Al-powered marketing automation (X1e)

Lead Generation & Conversion (Ya)

Sales Growth (Yb)

Big Data Analytics (X2)

+ Comprising customer journey mapping and analysis (X2a)
« Campaign performance analysis and optimization (X2b) Customer Engagement (Yc)
« Sales forecasting and predictive modeling (X2c¢)
« Market trend identification (X2d)

+ Customer behavior analysis (X2e)

Brand Building (Yd)
Marketing Automation (X3)

Cloud Computing (X4)

Customer Lifetime Value (Ye)

Mobile Market (X5)

Social Media Analytics (X6)

Figure 1: Conceptual Framework: Digital Marketing Model in the Technology
Transformation Era for B2B Enterprise.
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Figure 1 presented the conceptual framework for the study, "Digital Marketing Model
in the Technology Transformation Era for B2B Enterprise." The independent variables were
categorized as Digital Marketing Technologies, and included Artificial Intelligence (Al),
encompassing Al-powered chatbots, predictive lead scoring, personalized content
recommendations, Al-driven customer segmentation, and Al-powered marketing automation.
Big Data Analytics was another independent variable, comprising customer journey mapping
and analysis, campaign performance analysis and optimization, sales forecasting and predictive
modeling, market trend identification, and customer behavior analysis. Marketing Automation,
Cloud Computing, Mobile Marketing, and Social Media Analytics were also included as
independent variables, each with their respective sub-variables. The dependent variable was
Marketing Effectiveness, a multi-dimensional construct encompassing Lead Generation &
Conversion, Sales Growth, Customer Engagement, Brand Building, and Customer Lifetime
Value.

Research hypothesis

The strategic integration and utilization of digital marketing technologies:

HI1: Artificial Intelligence (Al) significantly contributes to the overall marketing
effectiveness of B2B enterprises in the technology transformation era.

H2: Big Data Analytics significantly contributes to the overall marketing effectiveness
of B2B enterprises in the technology transformation era.

H3: Marketing Automation significantly contributes to the overall marketing
effectiveness of B2B enterprises in the technology transformation era.

H4: Cloud Computing significantly contributes to the overall marketing effectiveness
of B2B enterprises in the technology transformation era.

H5: Mobile Marketing significantly contributes to the overall marketing effectiveness
of B2B enterprises in the technology transformation era.

H6: Social Media Analytics significantly contributes to the overall marketing
effectiveness of B2B enterprises in the technology transformation era.

Population and Sample Size

The study population comprised all employees (N=600) of the marketing department
at Yon You company, including marketing managers, sales managers, institutional general
managers, and digital marketing project managers. A stratified random sampling method was
employed to select participants. The target population was stratified based on professional
titles, and random samples were drawn from each stratum. The Yamane Taro formula was
used to calculate the sample size, with a 95% confidence level and a 5% margin of error,
resulting in a sample size of 240 participants. Table 4 presents the distribution of the population
and sample across the different positions.

Table 4: Size of Population and Sample to Questionnaires, Stratified by Position

Position Population Sample
1. Marketing Manager 120 60
2. Sales Manager 340 120
3. Institutional General Manager 80 40
4. Digital Marketing Project Manager 60 20
Total 600 240
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Data collection

This research employed a quantitative approach to data collection. The questionnaire
utilized as the primary data collection instrument exhibited a reliability coefficient of 0.769.
During the formal survey stage, the scientific nature of the research and the representativeness
of the samples were fully considered, and the data collection work was systematically planned.
After weighing the time cost and economic cost, this formal survey mainly uses three methods
to collect data. First, by observing the behavior of the subject; Second, through interviews with
target subjects, such as on-the-job colleagues of the internship company, friends engaged in
corporate marketing, etc.; Third, by issuing questionnaires to fill in. It took two months to issue
and collect the normal questionnaire. First of all, through the statistics of the total sample
number, we found that 145 questionnaires were collected by sending questionnaires, 84
questionnaires were collected by interviewing, and 76 questionnaires were collected by
observing objects. Secondly, 305 questionnaires were screened, and samples containing
missing values and those with a clear tendency to answer extreme or intermediate values were

excluded. Finally, 240 valid questionnaires were retained, with an effective recovery rate of
78.70%.

Data Analysis

To ensure the validity of the research, several tests were conducted. Confirmatory
Factor Analysis (CFA) was employed to assess the underlying structure of the data. CFA helps
to verify whether the observed variables accurately represent the latent constructs in the
conceptual framework. By using CFA, we can confirm that the measurement model fits the
data well, which is crucial for the reliability of our research results. Subsequently, Multiple
Regression Analysis (MRA) was conducted in Jamovi software to test the research hypotheses
and examine the relationships between the independent and dependent variables. MRA allows
us to determine the strength and significance of the relationships between different digital
marketing technologies and marketing effectiveness. The results of these analyses provide a
solid foundation for our research conclusions.”

Research Finding

A confirmatory factor analysis (CFA) and multiple regression analysis (MRA), based
on the conceptual framework illustrated in Figure 1, was conducted to examine the factors
influencing the creation of new digital marketing strategies for B2B enterprises in the era of
technological transformation. The results of this analysis are presented in Table 5 and Table 6.

Confirmatory Factor Analysis (CFA)

Table 5: The confirmatory factor analysis (CFA), based on the conceptual framework.

Factor Loadings
95% Confidence
Interval
Factor Indicator | Estimate SE Lower Upper Z p

Artificial Xla 0.644 0.0525 0.541 0.747 12.27 <.001
Intelligence (X1)

Xl1b -0.239 0.0312 -0.300 -0.178 -7.66 <.001

Xle 0.357 0.0510 0.257 0.457 7.01 <.001

X1d 0.635 0.0603 0.517 0.753 10.53 <.001

Xle 1.039 0.0531 0.935 1.143 19.57 <.001
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Factor Loadings
95% Confidence
Interval
Factor Indicator | Estimate SE Lower Upper Z p
Big Data Analytics X2a 0.181 0.0328 0.117 0.245 5.52 <.001
(X2)
X2b 0.291 0.0296 0.233 0.349 9.82 <.001
X2c -0.976 0.0521 -1.078 -0.874 - <.001
18.75
X2d -0.612 0.0438 -0.698 -0.526 - <.001
13.97
X2e -0.876 0.0588 -0.991 -0.761 - <.001
14.89
Marketing X3 0.508 0.0232 0.462 0.553 21.91 <.001
Automation (X3)
Cloud Computing X4 0.972 0.0444 0.885 1.059 21.91 <.001
(X4)
Mobile Market (X5) X5 1.065 0.0486 0.969 1.160 21.91 <.001
Social Media X6 1.118 0.0510 1.018 1.218 21.91 <.001
Analytics (X6)

Note: *The significance level at p value< 0.001., ** Indicator: Al-powered chatbots (X1a),
Predictive lead scoring (X1b), Personalized content recommendations (X1c), Al-driven
customer segmentation (X1d), Al-powered marketing automation (Xle), Comprising
customer journey mapping and analysis (X2a), Campaign performance analysis and
optimization (X2b), Sales forecasting and predictive modeling (X2c), Market trend
identification (X2d), Customer behavior analysis (X2e), Marketing Automation (X3), Cloud
Computing (X4), Mobile Market (X5), and Social Media Analytics (X6)

The confirmatory factor analysis demonstrated that the measurement model exhibited
a good fit to the data, and the observed variables were significantly (p <.001) related to their
respective latent constructs as hypothesized. This indicates that the measurement model is valid
and suitable for assessing customer satisfaction. The model comprised six latent constructs:
Artificial Intelligence (encompassing Al-powered chatbots, predictive lead scoring,
personalized content recommendations, Al-driven customer segmentation, and Al-powered
marketing automation); Big Data Analytics (including customer journey mapping and analysis,
campaign performance analysis and optimization, sales forecasting and predictive modeling,
market trend identification, and customer behavior analysis); Marketing Automation; Cloud
Computing; Mobile Market; and Social Media Analytics.

Multiple Regression Analysis (MRA)

A stepwise multiple regression analysis was conducted to examine the relationships
between six independent variables representing digital marketing technologies (Artificial
Intelligence, Big Data Analytics, Marketing Automation, Cloud Computing, Mobile Market,
and Social Media Analytics and the dependent variable, Marketing Effectiveness, which
encompassed lead generation and conversion, sales growth, customer engagement, brand
building, and customer lifetime value. The null hypothesis (Ho) was that there is no significant
relationship between these independent variables and marketing effectiveness. The alternative
hypotheses (H1-H6) were that each digital marketing technology significantly contributes to
marketing effectiveness.

The hypothesis was tested at the significance level of 0.001, as follows: Hi : B; # 0,

Hy I B;#0,Hs : B;#0,Hs :B;#0,Hs : B;#0,Hs - B; #0
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When Hi, Hz, H3, Hs, Hs, and Hs is the independent variable; i affects the dependent
variable.

Data analysis revealed that all six independent variables representing digital marketing
technologies (Artificial Intelligence (X1), Big Data Analytics (X2), Marketing Automation
(X3), Cloud Computing (X4), Mobile Market (X5), and Social Media Analytics (X6)) were
significantly related to marketing effectiveness (Y), which encompassed lead generation and
conversion, sales growth, customer engagement, brand building, and customer lifetime value
(Estimate = 3.632, p < 0.001). Therefore, hypotheses H; through Hs were supported.

Multiple regression analysis revealed that all six independent variables representing
digital marketing technologies (Artificial Intelligence, Big Data Analytics, Marketing
Automation, Cloud Computing, Mobile Market, and Social Media Analytics) were
significantly related to marketing effectiveness (p <.001). The model explained 24.10% of the
variance in marketing effectiveness (adjusted R? = .241). The independent variables, in
descending order of their estimated impact on marketing effectiveness, were: Marketing
Automation (Estimate = 5.000), Social Media Analytics (Estimate = 4.556), Artificial
Intelligence (Estimate = 3.676), Cloud Computing (Estimate = 3.667), Mobile Market
(Estimate = 3.000), and Big Data Analytics (Estimate = 1.894). This relationship is represented
analytically in Equation 1. Which is described in Table 6.

Y = X1(3.676) + X2(1.894) + X3(5.000) + X4(3.667) + X5(3.000)
+ X6(4.556) ... ... Equation 1

Table 6: Overall results in the independent variables and dependent Variable.

Model Coefficients
Dependent | Independent | Estimat SE t p R R2 F Hypothes
Variable Variable e es
Digital
marketin | | 3 (5 025 | | 2147| | <.00| | 047 | 024 | | 1231
g 2 9 3 1 0 | 1 3 | supported
. technolog
Marketing ies (X)
Effectiven =R
fefss v) fr?tztlllfii;;lc 3.67 0.07 | | 49.29 | | <00 | | 064|041 | 1050 | 0 o .
(lead o (X1) 6 5 7 1 3 3 0
generation Big Dat’a
and et 1.89 034 | | < n| | <00 | | 0.64 | 041 11.40 ed
. nalytics . supporte
conversion (X2) 4 9 1 4 4 0
» sales Marketing
growih, | o romatio | | >0 | [ 9| | gaso| | 00| | 025 | 0961 15980 | supported
customer n (X3) 0 1 1 1 3
engagemen Clou d’
bbrand | 0N || 366 0.13 | | 27.60 | | <00 | | 039|015 | [1410|
building, . (72 2 7 3 0 1 0| 2 0 PP
and g
customer ﬁ"bﬁli 3.00 0.21 1375 | | <.00 | | 049 | 0.24 | | 18.70 e
lifetime arke 0 8 0 1 2 2 o | Suppore
value) (XS,)
Social
Media 4.55 018 | [2431] | <.00| | 040 |0.16 | | 11.20
Analytics 6 7 3 1 1| o | supported
(X6)

Note: *The significance level at p value< 0.001.
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Figure 2: The digital marketing model within the context of the technology transformation
era for business-to-business (B2B) enterprises.

Discussion

Investigating Factors for Creating New Digital Marketing Strategies

The research identified several key digital marketing technologies as factors influencing
the creation of new digital marketing strategies in the B2B sector during the technology
transformation era. These factors were: Artificial Intelligence (AI), Big Data Analytics,
Marketing Automation, Cloud Computing, Mobile Marketing, and Social Media Analytics.
The study's findings, derived from the multiple regression analysis (MRA), confirmed that all
six of these digital marketing technologies have a significant relationship with marketing
effectiveness. This suggests that B2B enterprises like Yonyou are indeed focusing on these
technologies when developing new digital marketing strategies. Furthermore, the analysis
revealed the relative importance of each technology. Marketing automation and social media
analytics were found to have the largest estimated impact on marketing effectiveness. This
implies that B2B companies are prioritizing automation of marketing tasks and leveraging
social media data to drive marketing outcomes. The CFA confirmed the validity of the
measurement model, indicating a significant relationship between the observed variables and
their corresponding latent constructs (p <.001).

Developing a Digital Marketing Model

The study successfully developed a digital marketing model for B2B enterprises in the
technology transformation era. The model (Figure 2) visually represents the relationship
between digital marketing technologies and marketing effectiveness. The model illustrates
how the six independent variables (digital marketing technologies) influence the dependent
variable (marketing effectiveness). Marketing effectiveness, in turn, is shown to comprise
several dimensions: lead generation and conversion, sales growth, customer engagement, brand
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building, and customer lifetime value. The development of this model contributes a framework
that B2B enterprises can use to understand and implement digital marketing strategies in the
context of technological advancements. The MRA revealed that all six digital marketing
technologies were significantly associated with marketing effectiveness (p < .001), with
marketing automation and social media analytics demonstrating the largest estimated impact.
The model explained 24.10% of the variance in marketing effectiveness.

These findings align with recent scholarly work emphasizing the increasing importance
of digital technologies in formulating marketing strategies, particularly within the B2B
landscape. This is consistent with Algharabat et al. (2023), who highlighted the crucial role of
Al and big data in enhancing customer relationship management and marketing performance
in B2B contexts. Similarly, the findings support the work of Mikalef et al. (2022), who noted
the increasing adoption of marketing automation by B2B companies to improve efficiency and
personalization. Furthermore, the significant influence of social media analytics observed in
this study aligns with Kacker et al. (2022), who emphasized the strategic importance of social
media listening and engagement for B2B brands.

The findings of this study contributed to the growing body of literature that emphasizes
the need for B2B organizations to embrace digital transformation in their marketing strategies.
The identified technologies, including artificial intelligence, big data analytics, marketing
automation, cloud computing, mobile marketing, and social media analytics, represent key
drivers of marketing performance in the contemporary business environment. The strategic use
of these technologies enabled B2B companies to increase lead generation and conversion, drive
sales growth, enhance customer engagement, and strengthen branding, ultimately increasing
customer lifetime value.

However, it is important to acknowledge that the results of this study were context-
specific and may not be generalizable. Future research could explore the nuances of these
relationships across industries, organization sizes, and geographic regions. Furthermore,
examining the moderating role of factors such as organizational culture, leadership support,
and employee skills in the effective adoption and utilization of these technologies would further
enhance our understanding of digital marketing in the B2B domain.

Conclusion

This study provided compelling evidence for the transformative impact of digital
technologies on B2B marketing effectiveness in the contemporary business landscape. The
confirmatory factor analysis validated the robust nature of the measurement model,
highlighting the significant relationships between observed variables and their corresponding
latent constructs (p <.001). Furthermore, the multiple regression analysis revealed that all six
digital marketing technologies—artificial intelligence, big data analytics, marketing
automation, cloud computing, mobile marketing, and social media analytics—were
significantly associated with marketing effectiveness (p < .001). Marketing automation and
social media analytics emerged as particularly influential drivers of marketing performance.
These findings underscored the growing importance for B2B organizations to strategically
adopt and integrate digital technologies to optimize their marketing strategies. The insights
gleaned from this study aligned with recent scholarly work emphasizing the crucial role of Al
and big data in enhancing customer relationship management and marketing performance
(Algharabat et al., 2023), the increasing adoption of marketing automation for improved
efficiency and personalization (Mikalef et al., 2022), and the strategic importance of social
media listening and engagement for B2B brands (Kacker et al., 2022). While acknowledging
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the context-specific nature of these findings, this research contributed valuable insights into the
key drivers of marketing effectiveness in the digital age. Future research should delve deeper
into the nuances of these relationships across diverse industries and organizational contexts,
exploring the moderating influence of organizational factors, such as leadership support and
employee skills, to further enhance our understanding of digital marketing in the evolving B2B
domain. By embracing innovation and agility, B2B marketers can harness the power of digital
technologies to gain a competitive advantage, deliver personalized customer experiences, and
achieve sustainable marketing success in the technology transformation era.
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