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Abstract

The digital transformation of the global economy has fundamentally reshaped advertising
strategies, particularly in the business-to-business (B2B) sector. This article explores the key digital
tools used for analyzing the effectiveness of advertising campaigns, focusing on metrics such as Cost
Per Lead (CPL), Conversion Rate, and Customer Lifetime Value (CLV). It highlights the integration
of web analytics platforms, customer relationship management (CRM) systems, and artificial
intelligence (Al)-powered solutions as essential components for optimizing campaign performance
and enhancing return on investment (ROI). The study also discusses challenges like data
fragmentation and accuracy issues, alongside opportunities presented by emerging technologies such
as blockchain and predictive analytics. By adopting a data-driven approach and leveraging advanced
tools, B2B companies can improve their competitive positioning and foster stronger client
relationships.
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AHHOTAIUSA

[udposas TpanchopMmaiuss MHUPOBOH SKOHOMHUKH KapJAMHAIbHO HW3MEHMJIA TOIXOABl K
pEeKJIIaMHBIM ~CTpaTerusiM, OcoOeHHO B cekTope «Ou3Hec mansi Ousneca» (B2B). B cratbe
paccMaTpuBalOTCs KIIIOUEBBIE IU(PPOBbIE HHCTPYMEHTHI IS aHaln3a d()(PEKTUBHOCTH PEKIIAMHBIX
KaMIIaHWi, C aKLIEHTOM Ha Takhe METPUKH, Kak crouMocTb uaa (CPL), koadduument konsepcun u
noxxku3HeHHass 1eHHocTh kimueHTa (CLV). Ocoboe BHUMaHHE yAENsSeTCS WHTErpalud BeO-
AHAIMTUYECKUX TIaTGOpM, CHCTEM YIMpaBieHHs B3auMooTHomeHusMu ¢ kiaueHtamu (CRM) u
pemieHnii Ha ©0aze wucKyccTBeHHOro wuHremiekra (MU), KoTopbie SBISIOTCS BaKHEHIIMMHU
KOMITOHEHTaMU JJI1 ONTHUMH3AINH MPOU3BOIUTEIIHHOCTH KaMIIAaHUH U MOBBIIIEHUS] PEHTA0CTbHOCTH
unaBectuimii (ROI). Takke oOcykmaroTcss mpoOjembl, Takue Kak (parMeHTalusl JaHHBIX U UX
TOYHOCTb, & TAK)KE BO3MOKHOCTH, MTPEIOCTABISIEMbIC HOBBIMU TEXHOJIOTHUSMHU, TAKUMU KaK OJIOKYEIHH
YW TpOrHO3HAs aHaiduTHKA. [IpuMeHeHue 1mojxo/a, OCHOBAaHHOTO HAa JAHHBIX, M MCIOJIb30BaHHUE
MepeOBbIX MHCTPYMEHTOB MO3BOJISIOT KOMIaHUsM B2B ykpemisTb KOHKYpPEHTHbIE MO3UIUU U
BBICTpanBaTh 00JIee MPOYHBIC OTHOIICHUS C KITUCHTAMH.

KiawueBble ciaoBa: B2B-peknama, 1udpoBble WHCTPYMEHTHI, aHAJIW3 KaMIIaHUH,
ucKyccTBeHHbIN nHTEeKT, CRM-cuctemsl, ontumuzanus ROL.
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Introduction

The growing digitalization of the global economy has significantly transformed advertising
strategies, particularly in the business-to-business (B2B) sector. Companies now rely on a variety of
online tools and platforms to enhance the reach and efficiency of their marketing efforts. However,
with the proliferation of advertising channels, analyzing the effectiveness of campaigns has become
a critical challenge for marketers aiming to maximize their return on investment (ROI).

The unique nature of B2B advertising requires a focused approach, as target audiences in this
sector are narrower, and purchasing decisions are often complex, involving multiple stakeholders. To
address these challenges, businesses are increasingly adopting digital analytics tools that provide
insights into campaign performance and customer behavior. These tools include web analytics
platforms, customer relationship management (CRM) systems, and artificial intelligence (AI)-
powered solutions.

The objective of this article is to explore the key digital tools used for analyzing the
effectiveness of B2B advertising campaigns. The study highlights the benefits and limitations of these
tools while providing practical insights into how they can be integrated into a company's marketing
strategy to improve overall campaign performance.

Main part. Key metrics for evaluating campaign effectiveness

To effectively analyze the success of advertising campaigns, businesses must focus on specific
performance metrics that reflect their goals. In the B2B sector, the following metrics are commonly
used [1]:

1.  Cost per lead (CPL): This metric measures the cost of acquiring a potential customer. Lower
CPL indicates more efficient use of advertising budgets.

2. Conversion rate: This reflects the percentage of leads that convert into actual customers. A
high conversion rate demonstrates a successful targeting strategy.

3. Engagement rate: This includes metrics such as click-through rate (CTR), time spent on a
webpage, and the number of interactions with the content.

4.  Customer lifetime value (CLV): CLV measures the total revenue generated from a customer
over their relationship with the company, providing a long-term perspective on campaign
success.

5. Attribution models: Attribution helps identify which channels and touchpoints contribute
most to conversions, enabling businesses to optimize their marketing mix.

These metrics are visualized in Figure 1, which highlights the importance of each key indicator
in evaluating B2B campaign performance.
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Figure 1. Key metrics for evaluating advertising campaign effectiveness
The visualization of key metrics in Figure 1 underscores the need for a balanced approach to
campaign analysis in the B2B sector [2]. While metrics such as Cost Per Lead (CPL) and Conversion
Rate directly measure the effectiveness of a campaign, indirect metrics like Engagement Rate and
Customer Lifetime Value (CLV) provide deeper insights into customer behavior and long-term
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business impacts. Focusing solely on one category of metrics may result in a skewed perspective,

underestimating either short-term gains or long-term sustainability.

Moreover, attribution models play a critical role in understanding the customer journey by
identifying which channels and touchpoints are most effective in driving conversions. This
information helps B2B companies allocate their advertising budgets more strategically [3]. For
instance, a multi-touch attribution model may reveal that email campaigns are highly effective during
the consideration phase, while paid search ads generate more value during the decision-making phase.
By leveraging such insights, companies can refine their strategies and achieve higher ROL.

Digital tools for advertising campaign analysis

The B2B sector has access to numerous digital tools designed to evaluate campaign
performance. These tools can be broadly categorized into the following groups [4]:

1. Web analytics platforms: Tools like Google Analytics and Adobe Analytics provide detailed
insights into website traffic, user behavior, and campaign performance. They are essential for
tracking engagement rates and identifying high-performing content.

2. Customer relationship management (CRM) systems: Platforms such as Salesforce and
HubSpot allow companies to monitor lead generation, conversion rates, and customer
interactions. They integrate seamlessly with other digital tools to provide a unified view of the
customer journey.

3. Social media analytics tools: For B2B companies leveraging LinkedIn, Twitter, or other social
platforms, tools like Hootsuite Insights and LinkedIn Analytics enable the measurement of
engagement and ad performance on social channels.

4.  Al-powered solutions: Advanced tools powered by machine learning and artificial
intelligence, such as Adobe Sensei and Tableau, assist in identifying patterns, predicting trends,
and optimizing campaigns based on real-time data.

These tools, when used in combination, enable B2B marketers to make data-driven decisions
and improve the ROI of their campaigns [5]. Figure 2 illustrates the distribution of tool usage across
various stages of the advertising funnel in B2B marketing.
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Figure 2. Digital tools across the B2B advertising funnel
Figure 2 highlights how digital tools are distributed across the B2B advertising funnel. At the
awareness stage, web analytics platforms are heavily utilized to gauge the effectiveness of efforts
aimed at capturing the attention of potential customers. For example, metrics such as traffic sources
and bounce rates provide insights into the initial interest generated by advertisements. As prospects
move through the consideration stage, CRM systems become critical for tracking and nurturing leads,
helping companies maintain engagement until a decision is made.
At the decision-making stage, Al-powered tools and predictive analytics come into play,
enabling businesses to optimize their final messaging and targeting strategies [6]. These tools not
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only enhance the precision of marketing efforts but also provide real-time feedback, allowing for
immediate adjustments. The seamless integration of digital tools across these stages ensures that
marketing strategies remain aligned with the company's overarching objectives, fostering stronger
customer relationships and improving overall campaign outcomes.

The role of Al in campaign analysis

Al has emerged as a transformative force in the analysis of advertising campaigns, particularly
in the B2B sector. By automating complex processes, Al-powered tools enable businesses to identify
trends, predict outcomes, and optimize strategies with unprecedented precision. One of the key
applications of Al in campaign analysis is predictive analytics, which uses historical data to forecast
future customer behaviors and campaign performance.

For instance, Al algorithms can analyze data from multiple touchpoints, such as website visits,
email interactions, and social media engagement, to predict which leads are most likely to convert.
This helps businesses prioritize high-value prospects and allocate resources more effectively.
Furthermore, machine learning models continuously refine these predictions as new data becomes
available, ensuring that marketing strategies remain adaptive to changes in customer behavior [7].

Al also plays a critical role in sentiment analysis, where algorithms evaluate customer feedback
and social media content to understand perceptions of a brand or campaign. This insight allows B2B
marketers to address pain points and tailor their messaging to better resonate with their audience.
With the integration of AL, businesses can achieve higher levels of personalization, ultimately leading
to improved customer satisfaction and stronger brand loyalty.

Challenges and opportunities in digital campaign analysis

Despite the numerous benefits offered by digital tools, B2B companies face several challenges
when analyzing advertising campaigns. One major obstacle is data fragmentation, which occurs when
information is scattered across multiple platforms and tools. For example, social media analytics may
not seamlessly integrate with CRM systems, resulting in a lack of a unified view of the customer
journey [8]. This fragmentation can hinder decision-making and reduce the effectiveness of marketing
strategies.

Another challenge lies in ensuring data accuracy and reliability. Errors in data collection or
analysis can lead to incorrect conclusions, which may negatively impact campaign performance. To
address this issue, businesses must invest in high-quality data integration and cleansing solutions, as
well as establish robust governance frameworks for data management [9].

On the other hand, the growing availability of advanced analytics tools presents significant
opportunities for B2B marketers. Technologies such as Al, blockchain, and big data analytics offer
new ways to enhance transparency, security, and scalability in campaign analysis. For example,
blockchain can be used to verify the authenticity of ad impressions, ensuring that advertising budgets
are spent efficiently. By overcoming these challenges and leveraging emerging technologies,
businesses can unlock the full potential of digital campaign analysis.

Conclusion

Digital tools have revolutionized the way B2B companies approach advertising campaign
analysis. By leveraging advanced platforms such as web analytics, CRM systems, and Al-powered
solutions, businesses can gain deeper insights into their target audience, optimize resource allocation,
and enhance the effectiveness of their marketing efforts. The use of key performance metrics,
including Cost Per Lead (CPL), Conversion Rate, and Customer Lifetime Value (CLV), allows
marketers to align their strategies with business objectives and achieve higher ROI.

While the integration of digital tools offers substantial benefits, challenges such as data
fragmentation and accuracy issues must be addressed to ensure reliable decision-making. Companies
that adopt robust data governance frameworks and invest in cutting-edge analytics technologies will
be better equipped to overcome these obstacles. Moreover, emerging innovations such as blockchain
and predictive analytics hold the potential to further enhance campaign transparency, scalability, and
efficiency.

The dynamic nature of the B2B sector calls for continuous adaptation and evolution of
marketing strategies. Businesses that embrace a data-driven, technology-centric approach to
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advertising analysis will not only improve their competitive positioning but also foster stronger and
more lasting relationships with their clients.
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