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Digital Marketing Checklist for B2B Companies

Use this to make sure you're covering all the key elements without wasting time on

generic tactics.

Rate yourself: [ Strong | )\ Needs Work | ) Not in place

propositions easy to find and
understand?

. v !

1. Website & Core Assets ,. . X
Fully in place Needs Work Not in place

Is your website clear, professional, and O O O

reflective of your brand?

Do you have case studies, project O O O

showcases, and proof points visible for

decision-makers?

Are your key messages and value O O O

Quick check: Could a first-time visitor grasp who you are and why you matter in under a minute?

challenges and priorities, not just what
your company does?
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2. Content & Messaging ,- . X
Fully in place Needs Work Not in place

Do you regularly publish insights, O O O

guides, or thought leadership that

demonstrate your expertise?

Are your messages consistent across O O O

website, LinkedIn, and any other

channels?

Do your pieces address client O O O

business, not just selling your services?

Quick check: Could a client reading your content see you as someone who understands their




spark %

3. LinkedIn & Social Presence

|
Needs Work

X

Fully in place Notin place
Is your company profile complete, O O O
branded, and up-to-date?
Are key team members visible and O O O
positioned as experts in your industry?
Do you post regular updates, project O dd O

highlights, or insights to stay
top-of-mind?

Quick check: Are you showing up consistently where your decision-makers are already looking?
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4. Email & Direct Outreach _. . X
Fully in place Needs Work Not in place

Do you maintain an email list of O O O

prospects, clients, and partners?

Are you sending regular updates or O O O

newsletters that are relevant and

valuable?

Do your emails reinforce your credibility O O O

and brand, rather than just promoting

services?

Quick check: Could someone on your list see value in every email without feeling spammed?
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5. SEO & Visibility .. . X
Fully in place Needs Work Notin place

Is your website optimised for search O O O

terms your clients use?

Are your projects, case studies, and O O O

thought leadership discoverable

online?

Do you track traffic and engagement to O O O

know what content is working?

Quick check: Could a client searching for your services find you quickly, or are they seeing your

competitors first?

Scoring Guidance

Fully in place recent projects, or refreshing
messaging on your website.
e Meaning: This area is well-defined and

consistently applied. Clients and X Notin place
decision-makers can quickly see your
credibility and expertise online. e Meaning: This area is missing or

e Impact: You're effectively leveraging largely undeveloped.
your digital presence to attract leads, e Impact: Opportunities may be lost,
stay visible, and reinforce your brand. and other digital efforts are less

e Next steps: Maintain consistency and effective.
look for small improvements, like e Next steps: Start with the most critical
adding more project showcases, elements first, such as a clear website
content insights, or case study overview or one key piece of thought
updates. leadership, and build visibility

systematically.
I\ Partial / Needs Work

e Meaning: Some elements exist but

aren't fully developed, visible, or ”Digitol presence iS Gbout
consistent across channels. . . .

e Impact: Decision-makers may get a ShOW|ng the l’lght thlngS to
partial view of your business, leaving the I’ight people,
opportunities on the table.

e Next steps: Identify the gaps and Consistently.”

prioritise high-impact fixes, e.g,
updating LinkedIn profiles, posting
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