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The New B2B
Buyer Mindset



/V Self-guided experiences

Broadcasting Beyond /\/ Authentic brand voices
the Buy Button

The B2B buyer of 2025 is nothing like the buyer of
even five years ago. They're not waiting for your sales

team to reach out—they're already halfway down the /\/v TrUSt, Not transaCﬁOnS

funnel before you even say hello. They're researching,
comparing, lurking on LinkedIn, and absorbing

/V Content that educates

everything your brand shares (or doesn't). - N :
Your content isn't just supplementary—it's foundational to your

buyer's decision-making process. And that's where



Humanize their expertise

Build community and credibility

Why Social Media is the

New Trust CUYT@TIC:V Respond to real-time conversations

and challenges

Social isn’t just about broadcasting—

Buyers don't trust brands who only
show up when they want to sell something. They
trust brands that listen, engage, and consistently
add value.

Create ongoing value far beyond
the sales cycle

S %

would you rather buy from a brand that speaks at
you once a quarter—or one that shows up with you every week?



Signal Two

Plattorm Power Plays:
Where to Show Up and Why



In today’s hyper-connected world, social media channels are the new battlegrounds for
B2B brands. But it's not just about being everywhere; it's about showing up where your

audience 1s most active, engaged, and primed for meaningful interactions.

o Thought leadership

« Lead generation

« Social selling

o Resource hub

« Audience engagement
« Brand amplification

Industry dialogue
Real-time insights
Brand personality
Industry hashtag
conversation
Humanize your brand

« Employer branding

o Visual storytelling

« Audience engagement
« Brand story

o Company culture

o Thought leadership

o Tips and tricks

« Authenticity

Credibility

Engagement

Education and value
Product demos

Case studies and guides
o Inform, inspire, trust

e Private shares

e Direct messages
o Group chats

« Organic reach

o Personalization
« Private groups

o Slack channels



Signal Three

Content that Converts:
The B2B Social Framework



At Thulium,




Value + Visibility +
Voice = Connection

When you strike the right balance of
iInformative, engaging, and authentic
content, your audience will begin to trust
you, engage with you, and—yes—buy from
you.

Here's how we break it down:

Educational Content

Relationship Content

Engagement Content

Conversion Content

B2B buyers are actively researching to
make informed decisions. This is where
how-tos, case studies, and industry
insights come into play.

This content should showcase the
human side of your business and make
people feel like they re connecting with

real people, not faceless corporations.

Social media is about dialogue, not just
monologue. So ask questions, listen to
your audience, and engage in
meaningful exchanges.

Once you ve nurtured the relationship,
it's time to seal the deal. This is where
offers, free resources, webinars, and
product demos come in.






Signal Four

Soclal Selling without
Being “That Person”



Key Tactics

we believe social selling
should be authentic, value-driven, and
human. Let's break down the best
practices that help you build
connections that actually lead to
opportunities.

Build relationships first

Personalize your outreach

Share meaningful content

Be consistent

Focus on long-term relationships

Give before you get



Signal Five

Employee Advocacy
that Actually Works



How to Activate
Employee Advocacy

—and the power of employee-
driven content Is often underestimated in B2B
marketing. By empowering your team to share
their insights, stories, and experiences, you not
only boost your brand’s credibility, but you also
foster a sense of community and connection.
When employees feel aligned with your brand'’s
mission and are given the tools to amplify your
message, the results can be incredibly powerful.

Empower, Don’t Force

Create Shareable Content

Encourage Authenticity

Track and Celebrate Wins

Empower them with the freedom to
share content they re passionate about.

It’s vital to create materials that resonate
with employees and their networks.

Encourage them to share their own
voices and bring their personalities
into the mix.

Set clear goals, track engagement, and
celebrate the wins—whether it's
increased brand visibility or a specific
milestone in lead generation.



Signal Six

Community Building
and Crisis Management



Building a Community
that Trusts You

can significantly
Influence how well your brand weathers a storm.

ﬁW Be present and listen actively

/V Provide value beyond products

Foster connections between
members

are more likely to rally
behind you In difficult times, while your ability to handle crises with
empathy can transform potentially negative situations into
opportunities for growth.



Crisis Management on
Social Media

and
effectively managing crises when they arise are
two sides of the same colin.

Stay calm, clear and
empathetic

Own up to mistakes

Keep the lines of
communication open

22

In creating a thriving community and a
crisis management strategy that keeps your brand strong, no
matter the situation.



Signal Seven

Metrics that Matter:
Beyond the Likes



Vanity Metrics to
Business Impact

Vanity metrics like likes, shares, and
comments still have their place, but they
don’t paint the full picture. What truly
matters is how social media efforts translate
Into tangible business outcomes:

Focus on Business-Centric KPIs

Measures Social’s Role in the
Sales Funnel

Assess Community Growth
and Loyalty

Track Lead Quality,
Not just Quantity

Replace superficial metrics with KPIs
that align with your business objectives.

Social media is a tool to move prospects
through the sales funnel. Track
metrics that show where prospects
are in their journey.

Track community engagement rates, the
growth of followers, and sentiment.

Not all leads are created equal. Focus
on metrics like lead quality, not just the
sheet number of leads generated.












