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Who We Are
We  bring confidence to decision making. 

We  draw the roadmap to better buyer journeys. 

We  tell the story of  marketing, sales and 
technology innovation as it unfolds.  

B2BNN is the only source of  information, 
ideas and analysis that connects the needs 
and interests of  CMOs, CIOs, Chief Sales 
Officers and others working with enterprise 
customers.

Our Audience
135,000 unique readers come to the B 2 B N N  
website, http://b2bnn.com for information, insight 
and advice. Our  digitally-focused audience 
finds us through every major online 
channel, including:

11,950 Followers

10,400 Subscribers

Where Are They?
United States  46% 
Canada          23% 
India            7% 
Peru    6% 
UK    5% 
Germany   4% 
France   4% 
Other Int’l  5% 

http://b2bnn.com
http://b2bnn.com


2019 Editorial Calendar Introduction

Your family and friends may not understand what you do for a living, 
and they may never have heard of your company.  

But that’s okay, because we know who you are.  

We know why the work you do is important. And we can tell you a lot 
about many other companies of a similar size, in the same or a 
similar industry, who are overcoming the same challenges you’re 
facing right now.  

We’re B2B News Network. Welcome to our community.  

Our stories connect the dots between those working in marketing, 
sales and IT so everyone can work more cohesively, more 
productively and more successfully.  

There are lots of great consumer-facing companies that become 
icons, like Nike, Coca-Cola or Apple. But the work B2B companies 
do deserves just as much respect and admiration.  

B2B companies help other companies grow, creating jobs and the 
wealth necessary to enjoy all those consumer products. B2B 
companies create innovative ways to collect, manage and use data 
that influence everything from how we play music to collaborating as 
a team. Working in a B2B company allows people to learn about the 
particular issues of highly niche markets and industries while 
experiencing the satisfaction of solving unique problems.   

We don’t think B2B is boring. We think it has never been more 
exciting, and we can prove it, because we talk to people in those 
companies every day and then share their experiences with you.  

In 2019, we’re going to spend each month focusing on a specific 
member of the C-Suite. Those in B2B firms will come to know their 
peers better. Vendors will foster stronger relationships with buyers. 
By 2020, our entire community will be in prime position to thrive in 
the coming decade. Let’s go: 



January: 
The CMO Issue 

B2B marketers are trying to figure out how to create more consumer-like 
experiences across the buying cycle, improve their creative approaches and 
measure in ways that demonstrate the full impact of their contribution to enterprise 
objectives. We’ll look at where CMOs are most likely to be prioritizing their 
investments, the in-house talent they’re developing, the agency and vendor 
relationship expectations and more 

February 
The CRO Issue 

Chief revenue officers must blend a unique mix of sales, business development and 
management skills to help their organizations grow in a way that is consistent and 
makes the best use of resources. CROs also need to build strong alliances with 
marketing, IT and other functions to be successful. We’ll profile some leading CROs 
at existing B2B brands and explore how they’re influencing overall corporate 
strategies.  

March  
The CIO Issue 

They used to be the “No” people in the organization. Now they’re enablers of 
innovation, champions of employee and customer experiences and facilitators of 
complex vendor and technology choices. There are fewer cries for the death of the 
CIO, but how must they advance their thinking in B2B organizations where  more 
processes will be increasingly digitized? We’ll look at who’s leading the way, and 
outline the risks of falling behind.  

April 
The CPO Issue 

Product management can have an awkward position between those those creating, 
those selling, those marketing and more. Largely seen as a function in startups, to 
what extent will we begin to see chief product officers take up a seat at the 
boardroom table within the Fortune 500? We’ll talk to the experts about when and 
how to develop this role, and what’s needed to make CPOs successful. 
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2019 Editorial Calendar cont’d

May 
The CEO Issue 

Everyone has a boss, and the tone they set can have a dramatic effect on the ability 
of everyone else to function. How can those in sales, marketing, IT and other roles 
best help senior executives to execute on their strategy, and to “manage up” when 
CEOs are failing to deliver? We’ll ask coaches, current and former CEOs for their 
advice.  

June 
The CDO Issue 

Most digital transformation projects are far from over, which means CDOs are as 
busy as ever. As digital experiences move from innovative to table stakes, however, 
how will those in the CDO seat keep up with competitors and customer 
expectations? We’ll offer a report card on how CDOs have brought value to the 
enterprise so far, and how they can do even better.  

July 
The CTO Issue 

Though they’re often confused with the CIOs who manage internal technology 
resources, many B2B firms rely on CTOs to create the technologies products and 
services their customers love. What kind of competition for talent is coming from 
the startup world? How can CTOs work well not only with CIOs but CDOs and those 
on the analytics side? We’ll talk to those on the front lines and examine the career 
path for those working in this role today.  

August 
The CFO Issue 
Finance leaders are working hard to evolve their teams from “bean counters” to 
data-driven decision makers, but they also need to help advise their leadership 
team on important decisions on how to allocate and invest resources across the 
entire organization. We’ll make the connection between the priorities of CFOs and 
their counterparts in sales, marketing and IT.  



2019 Editorial Calendar cont’d

September 
The CHRO Issue 

Some call them “chief people officers.” Some still use “head of HR.” Whatever the 
formal title, all B2B organizations are constantly looking at how they can attract the 
right talent, drive employee engagement and retain their best people over time. 
We’ll round up the key technologies, tools and ideas from major organizations on 
how they’re meeting these challenges.  

October  
The CCO Issue 

While many B2B firms invest a sizeable portion of their marketing budget on paid 
media like advertising and owned media like content marketing assets, earned 
media continues to be one of the best ways to drive credible awareness for a brand. 
We’ll look at how public relations practices are mapping onto a digital-first world, 
and what chief communications officers must do to bolster their organization’s 
reputation among buyers.  

November 
The COO Issue 

“Operations” can cover a lot of ground in the enterprise, including decisions 
involving everything from manufacturing and technology to fulfillment and 
customer service. What does a B2B COO persona look like in 2019, and how can 
they best contribute to design, innovation and other key areas that lead to business 
growth?  

December  
The CXO Issue 

Who will be hired or appointed next? A chief AI officer? Chief blockchain officer? 
Senior vice-president of VR? We’ll close out the year by looking at the makeup of 
the C-suite today and what might look like in the future based on how B2B 
organizations are growing, the kind of skills that matter and emerging changed in 
the buyer journey.  


