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Our world is no  
stranger to technological 
advancement. 
With each passing year, traditional touchpoints are being 
transformed by innovative ideas, promising streamlined  
experiences, hyper convenience, and enhanced 
personalization.

In fact, 80% of B2B 
buyers now  
expect the same  
buying experience  
as B2C customers.  
Source: IBM

At the same time -  
a typical B2B buying  
process involves six  
to 10 different  
decision-makers,  
with each one 
independently scouring 
online for five to six 
content pieces to bring 
to the table.   
Source: Gartner
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But as we navigate this era of accelerated innovation  
and digital efficiency, an important question reveals  
itself: How can brands offer a more personalized and  
engaging website experience without relying on personal  
data and imposing on user privacy? How can brands  
maximize their content visibility by delivering the right  
content at the right time to the right people?

Emerging expectations have raised the bar for B2B  
businesses to offer relevant content and a personalized  
website journey.



So how can organizations personalize the 
website experience when they don’t know  
who that person is more than 85% of the time?  
Source: SoloSegment

85%
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Of course, many companies have an in-depth understanding 
of their customers, market and personas, as well as website 
and marketing technologies to target them. However,  
that technology isn’t effective when it comes to those that  
are browsing anonymously. 

So, the question becomes, how is your brand going to 
connect with the other 85%? 

How are you going to meet the expectations of your 
audience long before you obtain their personal information? 
If your website serves as your 24/7 customer service  
and sales representative, how can you ensure it is doing  
its job effectively?

Ultimately, developing engaging content is only one half  
of the equation, because that content can’t work if no one  
is seeing it. As the saying goes, “It doesn’t matter how good 
you are, if no one knows you exist.” An advertising agency 

Fortunately, it is possible to personalize 
a website experience without personal 
information. With the help of next-generation 
technology powered by artificial intelligence 
(AI), organizations can finally drive engagement 
and more productive leads in a way that 
directly benefits the bottom line, as well as the 
customer experience.
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can create the most memorable billboard campaign on the 
highway, but if no one is driving that route, that messaging 
simply cannot fulfill its intended purpose. 

This same principle proves to be integral to success when  
it comes to B2B marketing. Website content, when 
distributed in an intelligent and personalized manner, is a 
key driver in the purchase decision of a prospective buyer. 

Introduction

85%
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Chapter 1  
Digital Personalization  
in an Era  
of Data Privacy
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Do digital connection and convenience 
come at the cost of user privacy?
It was precisely this question that led to the development 
and implementation of The General Data Protection  
Regulation (GDPR) in 2018. As the push for personalization 
was felt across industries, consumers  
and B2B buyers became increasingly  
concerned about the visibility of their  
personal data. 

Although buyers crave a relevant browsing experience, 
traditional website cookies are often a bone of contention 
with internet users when considering the push for privacy 
protection. To this effect, Google adopted intelligent  
tracking prevention (ITP) in May of 2019, which provides 
information to the user about cookies placed and their  
likely intended use, giving the user options to control or  
block the cookies.  
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Known as their “Privacy Sandbox”, Google hopes  
this intervention will help to sustain a healthy,  
ad-supported web in a way that will render third-party 
cookies obsolete. Eventually, Google also plans to 
phase out support for third-party cookies in Chrome.
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In the last month,  
which of these have you done?

0 10 20 30 40 50 60

Audience %

Deleted cookies from your internet browser

Used a private browsing window 
(e.g. Chrome Incognito, Microsoft InPrivate window)

Used an ad-blocker to stop ads being displayed

Used a Virtual Private Network (VPN) or Proxy Server

All Internet Users

Source: GlobalWebIndex, Dec 2020 Questions in the last month, which if these have you done?

51.5

48.1

44.5

21.5
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Ad-blocking tools have started to dominate recently. Expectations of consumers are increasing 
and they want to take full control of what they would like to see on the internet.

Why do you use an ad-blocker?
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Source: GlobalWebIndex, Q3 2020 Question: Why do you use an ad-blocker?

0 5 10 15 20 25 30

Audience %

Too many ads are annoying or irrelevant

There are too many ads on the internet

Ads are too intrusive
Ads sometimes contain viruses or bugs

To speed up page loading times
Ads take up too much screen space

I try to avoid all ads wherever, whether on TV or online

To avoid having to see video ads before watching clips/shows

To stop ads being personalized based on my browsing history
Ads might compromise my online privacy

To stop my device’s battery life being drained

I want to stop my data allowance from being used up

I want to speed up the time it takes for things to load on my mobile (To Q2 2016)

I want to stop the battery life on my phone from being drained by ads (To Q2 ...

Other

All Internet Users

27.9

24.1

22

19.1

18.6

17.9

17.3

16.5

14.1

13.9

10.8

7

6.2

5.5

1.9
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Data reveals that 51% of users delete their cookies, and  
48% use private browsing. Additionally, 21% use a VPN (virtual 
private network) and 44% use a private browsing window. 

Research also indicates that “excessive form field 
requirements” would deter 69% of B2B buyers from 
completing a contact form, with 65% stating they  
wouldn’t submit a form if “too much personal information” 
was required (Source: Blue Corona)

However, at the same time, website visitors value 
personalization and want content that is relevant and 
educational. In the Personalization Development study,  
93% of responding companies said that advanced 
personalization led to revenue growth. (Source: Monetate). 
In 2020, 76% of B2B buyers have increased expectations 
around personalized and tailored solutions to their  
specific needs, (Source: Weidert Group). Studies also 
indicate that providing personalized website experiences 
can increase sales by 19%. (Source: Martech Advisor)
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51% of users delete cookies use virtual  
private network

wouldn’t submit 
a form if too  

much personal  
info required

use a private  
browsing window

said advanced 
personalization 
led to revenue  

growth

21%

65%

44%

93%
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This is the ‘privacy paradox’ at work; customers crave an experience  
informed by personal data, but they aren’t comfortable with the idea  
of their data changing hands across the internet. 

 So, the question becomes —  
how can the era of personalization  
and the era of data privacy co-exist? 

The writing is on the wall: businesses no longer have the option of  
relying on traditional personalization methods that involve the extensive  
collection of personal data. 

It’s time to consider a new approach. 
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Chapter 2  
Enhancing B2B Engagement  
Across All Digital Touchpoints
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Marketers everywhere find themselves facing the same question: 
What drives true website engagement 
that converts to sales?
After all, it’s not enough to simply attract visitors to your website if they aren’t  
sticking around to discover what your company has to offer or making a purchase. 
Rather, the emphasis for any website should be to position the right content to the  
right customer at the right time, in a way that drives improved marketing outcomes. 

If a consumer enters a retail store with a specific purchase in mind, but they  
are unable to easily locate that item in the store or have a negative experience  
with a sales associate, they will likely take their business elsewhere.

11
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Online Behaviors and Attitudes

Source: GlobalWebIndex

I research a product online before buying it

I worry about how companies use my personal data online

I prefer being anonymous online

I look for expert opinions before buying expensive products

I feel in control of my personal data online

I try to avoid all types of advertising

0 10 20 30 40 50 60

Audience %All Internet Users

56

42.2

35

32.7

21.2

17.7

SoloSegment Report   |    Website Engagement in a Changed World



The same rules apply to the online experience. With over 
56% of people relying on online research before buying, 
and 32% looking for expertise, while 17% avoid advertising 
all together, marketers are looking to boost their online 
educational content to drive sales more than paid ads.

If a prospective buyer comes to your site and is unable  
to easily locate the information they seek, they are likely  
to close out of your site and explore your competitors 
instead. In fact, website studies across both B2B and  
B2C audiences show that a single bad experience on a 
website makes users 88% less likely to visit the  
website again and 75% of user judgment about a 
business’s credibility is based on their website design.  
A well-designed website user experience could  
raise your website’s conversion rate by up to 200%.  
(Source: intechnic)
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56% 32% 17%

Online research before buying

Looking for expertise

Avoids advertising

200%

10

20

30

40
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70% of the buyer’s journey is completed primarily 
online before a buyer even reaches out to sales 
(Source: SiriusDecisions)

So what can organizations do to engage with buyers during 
that 70% of the journey? How can the right content reach 
that buyer at the right time? And how can the technology 
deliver the personalization that will lead the buyer down the 
path that will result in winning their business? 

If real-time tracking and optimization of the customer 
journey are integral to meeting website visitor expectations, 
why do so many organizations fail to deliver?
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The answer is simple:  
they aren’t using the right 
technology, or the right approach. 
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Chapter 3  
Online Activity Accelerated  
by the Pandemic
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Back in 2019, just a quarter of business  
professionals said that 
remote working was broadly 
permitted by their company.
A similar proportion reported that it wasn’t allowed under any circumstances,  
with the remaining half stating that it was permissible in some situations only.  
In 2020 this changed almost overnight, and all online activity understandably  
surged, as communities around the world were placed under stay-at-home  
orders. Digitization of business has reached a whole new level in a matter  
of months.

Recent studies from GWI confirm the dramatic nature of the change; compared  
to 2019, the number of those who typically work at home during a typical  
week is 46%. Two-thirds now say they do this, making the home the most  
common work location, making online engagement, including websites, the  
primary way of doing business.

16
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work at home 
during a  

typical week

46%
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Which of the following actions  
have you done online in the past month?

Source: GlobalWebIndex, December 2020 Question: Which of the following actions have you done online in the past month?  
The figures represent users aged 16-24.

0 10 20 30 40 50 60 70

Audience %

Visited a brand’s website

Read an email / newsletter from a brand

Watched a video made by a brand

Liked / followed a brand on a social network

Visited a brand’s social network page

Used a social networking “share” button on a website

Downloaded / used a branded app

Clicked on an online ad on the top or side of a website

Left feedback or a review on a brand’s website

Played a branded game

Clicked on a promoted / sponsored post on a social network

Used a company’s live-chat service on website

Unliked / stopped following a brand on social network

Shared a brand’s post on a social network

Asked a question to a brand on a social network

Used a QR code provided by a company or brand

Read a branded blog

Uploaded a photo / video to a brand’s social network page

Provided ideas for a new product / design

Interacted with a brand on a messaging app

All Internet Users

60.2

29.3

21.2

17.1

16.9

14.6

13

11.9

11.1

11

10.8

10.3

9.4

8.1

7.8

7.5

6.9

6.1

5.8

5.6
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B2B  
transactions  
start  
online

We also know that 61% of B2B transactions start online and a third of B2B  
buyers revealed that their expectations of the customer experience had increased.   
(Source: Content Marketing Institute).

To this effect, brands have had to look at their web presence under a new,  
more critical lens.  

Were they making the right impression on  
prospective customers?  
 Or were they losing leads on account of  
an impersonal, ineffective website experience? 

Across all industries, websites are often the best way to engage with your target 
audience. To this effect, your website creates an environment that will inform  
your relationship with customers. If you fail to optimize that environment, you fail  
to optimize that relationship, and, usually, you fail to convert leads to sales.
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61%
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Chapter 4  
Meet the Expectations  
of your Audience
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Customer expectations are always  
evolving and, consequently,  
so are the strategies brands employ  
to connect with their target market.
Early on in the sales funnel, before buyers are seriously  
considering a purchase, the provision of value-driven  
content is incredibly important. When it comes to your  
brand’s website, selling the best product is important,  
but it’s not the whole story.

20
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Which of these things do you want  
brand website to do

Additional data reveals that more than half of all B2B buyers view at least eight pieces of content  
during the purchase process, and 82% of buyers viewed at least 5 pieces of content from the vendor  
prior to purchase. (Source: Forrester)

Source: GlobalWebIndex, Q2 2020, Q3  2020, Q4 2020

Be transparent about how they collect and use your data

Help you improve your knowledge / skills

Offer customized / personalized products

0 105 2015 25 30 35 40 45 50

Audience %All Internet Users

44.3

39.2

24.4
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Chapter 5  
The Role of Technology in 
Personalizing the Anonymous 
Website Experience
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When considering the 
B2B sales funnel, 
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oftentimes, website visitors choose not to follow a call  
to action or fill out a form. So without that direct input  
from a prospective customer, such as a name or an  
email address, and the increase in anonymous browsing,  
how can businesses effectively tailor their experience  
and lead them effectively down the sales funnel? 

Anonymous personalization is, in fact, possible thanks  
to behavior-based personalization using AI. 

So does this mean AI is the future  
of optimizing the website experience 
to drive more personalization, 
engagement, and sales?

You might be surprised to learn that many of the plays  
in this year’s Super Bowl LIII were likely designed  
via AI. The NFL uses AI to predict “formations, play 
outcomes, routes, and key events in a game,” according  
to Amazon Web Services, on which NextGenStats 
technology the NFL relies (Note that coaches are not 
obsolete. Even with predictive analytics, every team  
still needs a champion). Amazon uses ML/AI throughout 
its fulfillment centers to slice seconds off the handling of 
millions of packages by allowing workers to track the  
exact location of packages throughout warehouses with  
as few scans as possible.

Amazon Go stores use AI and vision computing to not  
only track what a consumer picks up throughout the 
shopping experience, but also to isolate precisely what 
product they leave the store with, then charge them.  
These many uses of AI has given Amazon not just a  
product edge but also powerful time-and money-saving 
efficiencies.
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Artificial intelligence aims to enable computers to replicate 
human behaviors and, in turn, improve and streamline 
the decision-making experience. AI powered website 
engagement technology can use anonymous information 
(such as location, device, referral source) to identify  
visitor intent, the potential to purchase, and more.  
Armed with this information, companies can automate 
content, workflows, and engagement opportunities  
that are more relevant to a potential buyer. With AI working 
in the background to power intuitive website content 
recommendations, businesses can automatically help 
prospective customers find what they’re looking for, based  
on aggregated historical behavioral data.

In the coming years, the impact of AI will be pervasive  
across all online engagements. Those organizations  
that commit early and with an appropriate strategy will 
clearly outperform and dominate those that don’t.  
But what does this technology look like? How does  
it harness anonymous information about intent, context,  
and content to better hone content recommendations?

Using data filtering technology and algorithms, your  
website will recommend the most relevant items to a  
particular user — acting as a powerful tool not only for  
meeting the needs of customers but exceeding them with 
cross-selling opportunities. In simplified terms, machine 
learning works to discern what visitors need in any given 
moment, using complex analysis of behavior and content  
data such as text analytics. Over time, this process  
improves as it has the opportunity to learn about your  
website visitors and gain feedback that can help to further 
optimize the visitor experience. 

The power of personalized recommendations  
is tangible and, in the B2B realm, directly  
impacts a company’s bottom line. Improved  
lead conversion not only helps to increase  
revenue but also works to drive down the  
acquisition cost associated with new leads  
and customers.
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A personalized path to increase engagement and conversions pays off, literally. Today’s B2B buyers  
are digital natives and expect content to be available on-demand. Leading organizations have found  
proven ways to drive 5-15% increases in revenue and 10-30% increases in marketing-spend efficiency,  
thanks to intelligent product recommendations and triggered communications (Source Mckinsey).

However, B2B buying processes are often complex and rife with multiple (anonymous) buyer personas 
conducting research across multiple sites. With the help of AI, B2B website personalization becomes  
truly possible. Better yet — it’s simplified.

Similar to the experience a consumer has when shopping on Amazon, serving up relevant purchase  
suggestions and purchase pathways throughout a browsing session can be incredibly effective.   
What’s more, the anonymous data leveraged by this technology will never be regulated and ensures  
you are offering the right content to the right visitor at the right time. 
 

No cookies, no privacy concerns, no problem. 
The only question that remains is... what are you waiting for?
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About SoloSegment

SoloSegment helps speed up website buyer’s journeys 
to improve conversions. We use AI and behavior-based 
personalization to match your visitors with the content  
they need, at the time they need it.

Understanding customer intent is a powerful marketing  
tool. The right intent data will allow you to effectively 
connect potential customers to the content that is going  
to help them achieve their goal. So where do you find intent 
data? It exists in the systems you use today. 

Behavior based personalization is a strategy to offer  
content recommendation that considers your customer’s 
intent. If you know where to look and you have the  
ability to mobilize that data you can use it to progress 
journeys, convert more business and win more often.

GuideBox incorporates predictive personalization so 
users find exactly what they need before they know  
they need it. It accelerates content discovery and 
enables effortless navigation—the website does all the 
work. GuideBox works from anywhere on the site.

With SoloSegment technology and expert guidance, 
web marketers are able to make smarter decisions, 
deliver more relevant content, and improve sales. 

Click to learn more
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https://solosegment.com/about-us/


Figures represent Global Web Index (GWI) online interviews from over 700,000 internet users via an  
online questionnaire Some of these respondents complete a shorter version of this survey via mobile, 
while others answer additional questions about their brand and media consumption, hence the  
sample sizes presented throughout this report may differ as some questions are asked of all 
respondents while others are only asked of a subset.

GWI Work: Base: 17,692 Business Professionals aged 21-64 in 10 countries.  
Waves Q4 2020 (GWI USA), Q3 2020, Q2 2020, Q1 2020, 

GWI Core: All Internet Users  Countries: Canada, USA   
Waves: Q4 2020 (GWI USA), Q3 2020, Q2 2020, Q1 2020
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