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This Report

For the past three consecutive years, MarketingProfs
has reported on trends in B2B marketing with respect
to budget and marketing mix allocations. In 2010, for
the first time, MarketingProfs supplemented this basic
research with an additional survey in order to produce an
expanded report on a wide range of issues affecting busi-
ness-to-business marketers. By comparing these results
with those observed in 2009, the year most economists
declared a formal worldwide recession, we planned to
mark the shifts that had occurred through the ups and
downs of the economy. Specifically, we wanted to mea-
sure and assess the effects of the changing economy on
current marketing strategies and budgets and thus pro-
vide updated guidance to organizations facing marketing
planning decisions for the future.

Here's what we found.
Executive Summary

In 2009, marketing professionals indicated that the eco-
nomic downturn had accelerated pressure to reduce
spending. Budget cuts and increasingly inefficient tradi-
tional media meant marketers had to do more with less.
This led many to begin exploring the potential of new
digital media as part of an integrated marketing mix, all
the while assuming a “play it safe” attitude toward new
technology investments.

Fortunately, results from our most recent study indicate
that things appear to be turning around. Coming out
of one of the worst years for business in recent times,
global marketers are increasing marketing expenditures.
They see digital media and online marketing as vital
to increasing the effectiveness of spend in the face of
slower, more complex selling cycles and more restrained,
price-conscious customers. Their media plans are leaner,
more efficient, and more integrated. And their marketing
strategies are more likely to be data-driven, thus bringing
higher levels of focus and insight to campaigns and more
personalized levels of service to customers.

Overall, this survey of B2B marketing professionals pro-
duced four key findings:
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M 1. Marketing budgets are increasing.
TOOTT
NEWS | 2, Lead generation and promot-

ing brand awareness are mar-

keting professionals’ top two
challenges.
3. The lead generation potential

for new media is gradually being
realized.

4. As the effectiveness of traditional

3 media for driving brand awareness

declines, the perceived effective-
ness of Web. 2.0 tactics increases.

Key Findings: A Closer Look

1. Marketing budgets decreased significantly in
2009, but are returning to normal levels and
are expected to continue going up.

In 2009, marketing leaders worldwide were primarily
focused on controlling costs and fighting to preserve
revenue and market share in a down economy.

In 2009, more marketers (28.6%) saw budgets
decrease than in 2008 (18%). And though 25%
of respondents planned for a budget increase in
2009, only 16.6% saw that increase occur.

Nearly twice as many of the marketing pro-
fessionals (46.2%) surveyed in January 2010
planned for increases in budget over the course
of the year. At the same time, a mere 10.1%
expected their budgets to decrease.

Small and midsize companies were more likely to
expect budget increases than large companies
(those with 500+ employees).



Generating Leads and Driving Brand Awareness
are top two challenges for companies.

When asked what challenges loom largest today,
the marketing professionals we surveyed iden-
tified lead generation (53.2%) and increasing
product/service awareness (46.5%) as the most
prominent.

Finding ways to reach the right decision-makers
(46%) and improving lead quality (43.3%) were
also named as high priorities.

Though some traditional tactics are still high-
ly valued for lead generation, their dominant
position is eroding as social media and com-
munity marketing replace broadcast and print
advertising.

Inside sales and telemarketing are considered
effective and continue to be widely employed
for lead generation (47.6% rated them “high-
ly effective”), but we do note a significant
decline from 2009 to 2010 in their perceived
effectiveness.

Hosting executive breakfasts and other events
dropped from first place to third place in the
rankings, with just 36.2% finding them “highly
effective” (this percentage tended to be higher
among companies with 500+ employees). Public
relations, TV, print, and radio all lost ground in
terms of perceived effectiveness. Outdoor media
received the poorest marks with 30% of those
who use it rating it “ineffective”

The only category of traditional marketing that
showed positive movement was tradeshows/
conferences. This category came in as the sec-
ond most effective channel for generating leads
according to the 40.1% who rated it “highly
effective” (up from 28.7% in 2009).

Surprisingly, despite the attention on new digital
media, online marketing tactics were still less likely
to be rated “highly effective” for generating leads
than traditional channels. In terms of effectiveness,
webinars (35.8%), search marketing (83.1%), and
company websites (27.9%) ranked the highest.

Personal interactions help identify strong pros-
pects in B2B selling. More than half of business
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marketers from large companies (500+ employ-
ees) who use inside sales and executive events
consistently rate these highly for generating
leads. Smaller companies are more likely to use
lower-cost digital tactics for lead generation—
search marketing, company websites, podcasts,
and discussion threads—although these tactics
are not among those they rate most effective.

The adoption of new digital tactics (e.g., social net-
works, Twitter, and blogs) has not had time to provide
the results companies look for in lead generation.

However, with marketers investing more in online

tactics, these newer Web 2.0 channels are catch-

ing up in terms of effectiveness. Even today, leads

that come from word of mouth, referrals and other
inbound sources convert to pipeline and revenue at a
much higher rate than leads from traditional demand

generation sources.

f Even today, leads that come from word of mouth,

referrals and other inbound sources convert to pipeline
and revenue at a mueh higher rate than leads from
Iraditional demand generation sources. J)

4. Web 2.0 tactics and digital channels continue
to improve as brand awareness tools.

break-
fasts and events (37.8%) and public relations

Two traditional channels—executive
(36.8%)—were ranked highest in terms of effec-
tiveness for brand marketing. By contrast, among
the relatively small number of respondents using
this channel, TV ads were considered the most

“ineffective” for driving brand awareness.

Many other traditional channels are seen as less
and less effective at driving brand awareness.
These include radio (down 22.2 percentage
points), sponsorships (down 17.3 points), out-
door media (down 15.2 points), and public rela-
tions (down 12.7 points).

Webinars (34.4%) have taken over as the most
popular online channel for driving awareness,
bumping websites to second place (33.3%).
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Search marketing also saw a boost in the num-
ber who rated it “highly effective” for driving
brand awareness (25.5%).

When looking at effectiveness ratings by com-
pany size, smaller companies (fewer than 50
employees) are more likely to consider social
media, such as podcasts and Twitter, “highly
effective” in promoting their brand.

Additional Insights

Overall utilization of marketing tactics is up, with
less expensive, more targeted online channels
seeing the greatest gains.

Social networks/online communities (68.5%)
are showing twice their reported 2009 usage.
Blogging (51.7%) is up 17.6 percentage points.

The most widely used tactics involve company
websites (95.49%) and email marketing (87.7%),
followed by in-person tradeshows (75.7%) and
public relations (72.6%).

Although only 10.5% of those using blogs con-
sider them to be “highly effective” for lead gener-
ation, more than half (53.7%) of our respondents
nevertheless plan to increase usage of this tactic.

Digital tactics typically cost less to implement
than tactics relying on traditional media channels
and thus tend to receive a smaller share of cur-
rent budget dollars. However, small companies
with fewer absolute dollars to spend on mar-
keting tend to devote a larger share of mar-
keting budget to digital media.

Interestingly, we also see higher usage rates
of certain online tactics among companies
with the largest marketing budgets. It would
thus appear that the larger the budget, the
more likely an organization is to adopt digital
communication vehicles.

One exception to this increase in online market

was found among companies that sell indirectly |

through channel partners. While this segment
only represents 5% of total respondents, no
online marketing tactic in particular received more
than 10% of their marketing budget allocation.

Of the top 10 marketing tactics respondents plan
to use more, eight of them involve digital media. To
compensate, marketers expect to reduce spending
on traditional media.

Online channels are far more likely to receive an
increase in marketing dollars than traditional tac-
tics. Websites (47.8%), webinars (47.7%), and
search marketing (47.5%) are among the top
three channels targeted for increase. Given this
trend, it is not surprising to learn that 44.1% of
respondents plan to increase spend on social
networks, whereas only 30% plan to increase
their public relations spend.

When it comes to online tactics, larger com-
panies are showing a greater willingness to
increase their current marketing budgets, espe-
cially for social networks/online communities
(51.1%) and webinars (48.3%).

The majority of all survey respondents plan
to engage more with social networks, such as
Facebook and LinkedIn (62.9%), and blogs
(53.7%). 48.3% of marketing professionals sur-
veyed plan to increase usage of microblogging
platforms such as Twitter.

Companies that sell primarily to businesses are
more likely to increase their use of content syndi-
cation on websites (46.2%). Those who sell to a

mix of businesses and consumers are less likely
to do so (28.6%).




= Over a third of all B2B2C companies plan to
increase their use of mobile ads (349%), while only
7.6% of strictly B2B companies plan increased
usage of this tactic.

When it comes to investing in marketing technol-
ogy to manage this increasingly complex function,
the study reveals that marketing organizations are
taking baby steps and only slowly becoming more
willing to adopt emerging technologies.

= The largest companies appear to be the most
cautious, with at least two-thirds considering
their organizations “not very/not at all aggressive”
when it comes to investing in new technology. By
contrast, less than half of those companies with
fewer than 50 employees fall into this conserva-
tive category.

Implications for Business-to-Business
Marketers

B2B marketing continues to be a rapidly changing disci-
pline. With budgets rebounding from the lows of 2009,
increasing adoption of technology to manage operations,
and the embrace of new social media channels, B2B
marketers are faced with both disruptive challenges and
unprecedented opportunities.

To successfully navigate their digital transforma-
tion, marketers will need to blend the old with the
new. 46% of respondents expect a budget increase
by year's end, usage is up among every online media
channel, and nearly one in five marketers consider their
company “very aggressive” in its willingness to adopt
emerging technologies. That's an impressive improve-
ment over years past. Although social media won't
replace traditional media, it is shaping up to be a sig-
nificant part of the marketing mix and growth plans for
virtually every business. Companies that fail to thought-
fully engage these new channels and tools risk being at a
competitive disadvantage.

Developing tactics that focus on customer needs
and the buying cycle is essential to B2B marketing
success. Marketing organizations must focus less on
campaigns and leads and more on developing relation-
ships with prospects. To do so, marketers will need to use
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social media, search engine optimization, and content
marketing. Conversations that have a profound impact on
brands and products are already happening in these new
channels. By joining the conversation through listening,
blogging, and active community management, companies
can shape the nature and the outcome of this ongoing,
multi-faceted dialogue.

Measurement of business impact remains a chal-
lenge especially now as budgets are being restored
after the major declines during 2009. Marketers
need to move beyond top-line performance metrics, such
as site traffic and registration, and begin linking specific
marketing tactics to specific buyer and prospect behav-
iors. Developing these linkages requires new approaches
to campaign planning and management, intelligent lead
nurturing, and the adoption of tools and platforms that will
allow both for the execution of marketing programs and

-
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The majority of companies represented in the survey main-
tained a marketing budget of $1 million in both 2008 and
2009. However, we saw significantly fewer companies
reporting larger marketing budgets—$5 million or more—
in 2009 (8.4%) than in 2008 (11.5%); this is partly due to
the fact there were fewer respondents representing large

the capture of relevant data.

Marketing Budgets (Past,
Present, and Future)

companies in 2009.

A number of factors influence the size of a company’s
marketing budget:

=  Companies that are strictly B2B report smaller
marketing budgets than companies whose cus-
tomers include consumers.

= Companies that operate under a direct sales
model have smaller marketing budgets, on aver-
age, than those that include a mix of direct and
indirect sales channels.

= When looking at median marketing budgets by
company size, those that employ fewer than
50 employees reported a median marketing
budget of $263,800 in 2009. Midsize compa-
nies with 50 to 499 employees show median
budgets of $1.2 million. However, we saw an
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exponential increase in 2009 median marketing
budgets—$15.6 million—among companies that
employ 500 or more worldwide.

We asked respondents in this current study how their
actual marketing budget in 2009 compared to what they
had originally planned, as well as what changes they
anticipated by year end in 2010.

= In 2009, 25% expected their budget to increase
by year's end; however, by the end of 2009, only
16.6% had actually increased their budgeted
expenditures relative to their plan. This is signifi-
cantly lower than the percentage of respondents
who increased their year-end budget in 2008
(28.4%).

= Likewise, 28.6% saw their budget decrease by
the end of 2009 while just 18% experienced
such reductions in 2008.

Finding ways to work within budgetary or economic con-
straints was still a challenging issue for many marketers
going into 2010, particularly given the corporate restruc-
turing and downsizing that resulted from 2009 budget
shifts.

Despite these constraints and concerns, 46.2% of global
marketers surveyed predicted an increase in market-
ing spend in 2010 (43.8% predicted they would see no
change in budget).

Marketing Tactics and Usage

TOP CHALLENGES TODAY

Reflecting the universal need to stimulate growth, respon-
dents say their top marketing challenges today include:
better alignment with sales to ensure the generation of
“quality” leads; expanding awareness of products and
services; and finding better ways to gain access to key
decision-makers. Working with budget constraints—
another strong challenge for 4 out of 10 professionals—
means marketers are adjusting their marketing mix to
accomplish these goals.

= Large companies are most likely to say reaching
the right decision-makers is their biggest chal-
lenge. Despite larger marketing budgets, we see
that working within budget constraints (43%)

and demonstrating ways to measure marketing’s
impact on business (43%) also pose significant
challenges for these companies.

= B2B companies that sell indirectly through chan-
nel partners/OEMs name working within budget
(54.5%) and developing their company’s brand
(50%) as their biggest challenges. Finding ways
to retain customers and cultivate loyalty are also
very important (40.9%).

kf

B2B companies that sell indirectly through channel
partners/0EMs name working within budget (54.5%) and
teveloping their company’s brand (50%) as their biggest
challenges. JJ

But what changes are marketing professionals willing
(or able) to make to ensure these goals are successfully
reached?

CURRENT MARKETING TACTICS

We compared marketing tactics currently used, both tra-
ditional and online, to those reported in 2009. Overall,
companies are using an average of 11 marketing chan-
nels to reach their audiences today.

= Reported rates of marketing tactic usage today,
across both traditional and online channels, have
increased slightly from those reported in 2009,
with online tactics seeing the greatest gains.

= Companies still use their website (95.4%) and
email (87.7%) more than any other tactic, fol-
lowed by in-person tradeshows (75.7%) and
public relations (72.6%).

= The most notable changes are increased usage
of specific online marketing tactics. Social net-
works/online communities (68.5%) are showing
twice 2009's reported usage (33.7%). Blogs
are also up 17.6 percentage points over 2009
(51.7% vs. 34.1%).

=  Print advertising has seen the most significant
drop with only 42.3% reporting usage today
compared to 55% in 2009.

_
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— Though print is still being used today by the
majority of large companies, less than a third
of companies with 50 employees or fewer
report the same.

— We also find print advertising to be more
common among companies with indirect
sales models (60.9%). This segment only
accounts for 5% of those surveyed.

= Webinars and executive breakfasts/events are
more widely used by companies whose custom-
ers are other businesses. Direct mail and online
display ads are more common among compa-
nies that cater to a mix of both businesses and
consumers.

PERCENTAGE OF BUDGET ALLOCATED TO
EACH TACTIC IN 2009

Survey respondents  were
asked to indicate what per-

centage of their marketing

-

budget they applied to various
tactics through 2009. Those
using tradeshows and confer-

ences assigned the greatest
amount to this medium (an
average of 20% of their marketing budget). Among the
decreasing number of respondents using print advertis-
ing, a significant percentage of marketing dollars (14.2%
on average) was allocated toward this channel.

Though digital tactics are on the rise, they generally
receive a smaller share of budget dollars since they typi-
cally cost less to implement. Of the top 10 tactics, based
on highest average share of budget allocation, eight are
traditional/offline media.

= Smaller companies with fewer employees tend to
show larger budget allocations to digital media.

= Regardless of company size, trade shows were
allocated the largest share of budget dollars by
the three quarters of survey respondents who
used this tactic in 2009. Smaller companies
generally surpass larger companies in terms of
average allocation of marketing dollars to inside
sales, direct mail, company websites, search
marketing, and blogs.
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= Companies that sell directly to their customers
indicate that the greatest percentage of their
budget goes toward tradeshows (20.5%), print
(14.9%), and search marketing (14.8%). These
three traditional tactics are also at the top for
companies who sell indirectly through channel
partners; however, their respective allocation
percentages are higher.

TACTICS: Lead Generation

Because B2B marketers are almost obsessive about
leads, we asked them what the most effective tradi-
tional/offline marketing tactics are for lead generation.
According to their responses, the most “highly effective”
tactics for generating leads are inside sales/telemarketing
(47.6%), tradeshows/ conferences (40.1%), and execu-
tive breakfasts (36.2%). Outdoor media is considered the
least effective channel.

Even though a preference for inside sales and telemar-
keting remained stable and strong, we found that other
traditional media did not fare as well from 2009 to 2010.

= Hosting executive events dropped from first to third
in the rankings, with just 36.2% finding these
events “highly effective” Public relations, TV
advertising, and radio also saw significant drops
in the number of marketing professionals ranking
them “highly effective” for generating leads.

= Recovering from the erratic trade show atten-
dance patterns experienced in recent years,
conferences/tradeshows was the only traditional
category that saw positive movement; 40.1%
rated it “highly effective” in 2010, up from 28.7%
in 2009.

*  Over half (50.9%) the respondents from large
companies consider executive breakfasts and
events to be “highly effective” for generating
leads. Far fewer respondents from small compa-
nies hold this view.

Despite the fact that digital channels are more targeted
and measurable than traditional offline channels, even
the most popular online media channels fail to deliver the
same lead generation results as some of the more tradi-
tional channels.



Webinars (35.8%), search marketing (33.1%), and com-
pany websites (27.9%) come in as the top three digital tac-
tics found “highly effective” for generating leads. Search
marketing gained five percentage points in this category.
This is an important finding, as search marketing is one of
the few tactics that targets buyers actively seeking solu-
tions. Email, rated by 24.5% as “highly effective” in gen-
erating leads, helps B2B marketers create and continue
conversations vital to high-consideration, negotiated sales.

= Businesses that sell to a mix of both businesses
and consumers tend to find online marketing tac-
tics more effective for generating leads than B2B
only companies.

= Podcasts and discussion threads are much more
popular tactics for lead generation among small
companies (fewer than 50 employees).

TACTICS: Brand Awareness

The top two tactics considered -
highly effective for driving brand -
awareness are fairly traditional: |
)4
= Executive breakfasts and
events (37.8%) is the most “highly effective” tac-
tic for driving brand awareness, followed closely
by public relations (36.8%).

= Comparable to 2009, tradeshows/in-person
conferences are still found to be “highly effec-
tive” by just over a third of respondents (33.7%).

Several traditional tactics have suffered declines in per-
ceived effectiveness for driving brand awareness over the
past year.

= While still frequently judged a highly effective
tactic, the effectiveness rating for TV advertis-
ing has continued to slip markedly, from 53% in
2009 to 30.8% in 2010, among its increasing
limited base of users.

= Although public relations still stands as one of
the leading tactics for driving brand awareness,
its “highly effective” rating dropped 12.7 percent-
age points. While marketers consistently agree
that public relations outperforms other chan-
nels when building brand, the increase in non-
traditional influence sources, such as bloggers
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and customer ratings, is diminishing the value of
established marketing communication vehicles
like press releases and editorials.?

We find a different story when we look at the effective-
ness ratings of digital tactics. As investment patterns
for brand awareness shift, mass advertising is being
replaced with smarter ways to build brand through social
media channels.

= Webinars (34.4%) have taken over as the most
popular online channel for driving brand aware-
ness, bumping websites to the second slot
(33.3%). While industry studies show websites
provide important information when making pur-
chase decision, they also tend to lack the basic
building blocks needed to build engagement and
support customer relationship efforts.

= Search marketing, which includes SEO and paid
placement (82.3%), also saw a boost in effec-
tiveness ratings (25.5%).

= TV advertising is losing popularity as a driver of
brand awareness. 69.2% of respondents who
use this channel find it not very effective or inef-
fective, more than any other tactic listed. The
same is true among 3 out of 10 respondents for
print and sponsorships.

=  Websites dropped 11.7 percentage points from
2009 to 2010 in terms of their perceived effec-
tiveness at driving brand awareness.

= Organizations whose customer base is split
between consumers and business (though small
in number) more often find print advertising
(40.5%) and TV advertising (45.5%) to be “high-
ly effective” in driving brand awareness. They
also find online marketing tactics more effective
overall for driving brand awareness than those
who sell primarily or only to businesses.

Expected Changes in Marketing Tactics

EXPECTED CHANGES IN BUDGET
ALLOCATION

Companies are moving away from traditional tactics and
placing more emphasis on digital. In fact, of the top 10
tactics that figure more prominently in today's marketing




mix, eight are digital approaches that create more target-
ed, measurable, and engaging interactions.

= Although small in percentage, a significant num-
ber of respondents overall plan to abandon radio
(7.7%), outdoor media (6.7%), print (6.3%),
direct mail (5.8%), sponsorships (4.1%), and TV
advertising (3.8%) all together. Online marketing
tactics in the main do not see such numbers of
abandonment.

= However, marketing budgets are up from 2009
levels and almost a third of marketing profession-
als plan to increase budget allocations for tra-
ditional tactics like executive breakfasts, inside
sales/telemarketing, and public relations.

= Online channels will see greater increases in
marketing spend than traditional tactics, overall.
Websites (47.8%), webinars (47.7%), and search
marketing (47.5%) are among the top three tac-
tics targeted for increased budget allocation.
Contrary to what we see for traditional/offline
tactics, very few respondents expect to spend
less of their budget on any of the online tactics.

= When it comes to online tactics, larger com-
panies are showing a greater willingness to
increase their marketing budgets, especially with
social networks/online communities (51.1%)
and webinars (48.3%).

= Companies that employ 50-499 employees cite
search marketing as the tactic most likely to
receive additional marketing dollars going for-
ward, while most small companies (fewer than
50 employees) plan to allocate more budget
toward their company website.

EXPECTED CHANGE IN USE
OF SOCIAL MEDIA AND
WEB 2.0 TACTICS

As we've seen throughout this
study, social media is a growing

marketing channel for most types
of businesses. Web 2.0 tactics are
also on the rise. We asked survey respondents, overall,
how they expect their use of social media channels, as
well as Web 2.0 tactics, to change with respect to their
marketing mix.

' B2B MARKETING TODAY

»  The majority (62.9%) plan to use more social net-
works (such as Facebook and LinkedIn). Blogs
(53.7%) are also expected to see increased
usage, as is microblogging like Twitter.

= Virtual worlds (such as Second Life) attract sig-
nificantly less enthusiasm compared to other
social networks, with 38.4% planning to use
them /ess.

= Besides the obvious leaders among digital chan-
nels to see more use overall (websites 77.5%
and webinars 55.7%), email (62.1%) is a strong
second. As we noted earlier, only 37.7% of cur-
rent email users plan to allocate more budget to
this medium. Plans for increased usage with little
or no increase in spending indicate that email
is seen as a tool that can impact sales without
requiring significant additional budget dollars.

* Mobile ads (26.7%) and mashups, such as
Google Maps (22.3%), were the Web 2.0 tac-
tics that had the highest number of respondents
saying they intended to reduce usage.

= Over a third of all B2B/B2C companies plan to
increase their use of mobile ads (34%), com-
pared to just 7.6% that are strictly B2B.

AGGRESSIVENESS OF MARKETING
TECHNOLOGY INVESTMENTS

Finally, respondents were asked how aggressive their
company is when it comes to investing in marketing tech-
nology. We find that marketing organizations are slowly
becoming less conservative than they were even one year
ago when it comes to marketing technology investments.
The number of companies that consider themselves to be
“very aggressive,’ frequently adopting emerging technolo-
gies (16.3%), is up slightly over 2009 (13.3%). Likewise,
fewer classify their companies as “not at all aggressive”
(12.5%), only adopting tried and true technologies, com-
pared to 16.8% in 2009.

= If we look at companies according to their cus-
tomer base, we find those that are strictly B2B
slightly more conservative. Over half (54.7%)
claim they are “not at all aggressive” when it
comes to adopting new technologies, versus
26.2% of those who market to both businesses
and consumers.
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Interestingly, companies with the smallest bud-
gets (20.4%) are more likely to consider them-
selves ‘“very aggressive” in adopting emerging
technologies versus those with budgets exceed-
ing $1 million (11.9%).

The same holds true for organizations, based
on head count. The largest companies (500+

111

Appendix: Respondent and Company Profiles

The vast majority of professionals surveyed
(76.2%) are employed by a company/commer-
cial operation, and another 8.7% work for an
agency or marketing organization. Two-thirds
represent companies that are located within the
United States.

Eight out of 10 respondents include interac-
tive marketing (such as Web, email, and social
media) as part of their job functions. Advertising
and media, brand identity and public relations
functions are the responsibility of three out of
four B2B professionals.

Similar to our 2009 study, the 2010 sampling of
professionals consists of a comparable mix of
decision-makers (49.8%) and influencers (50.2%)
with respect to purchasing media, programs, ser-
vices and technology for their companies.

Fewer marketing professionals surveyed in 2010
come from larger companies when compared
with 2009. While more represent companies that
employ 50 to 499 people (2010 — 37.2%; 2009
- 29.4%), fewer represent companies with staffs
of 500 or more worldwide (2010 - 24.1%; 2009
— 30.6%). While we did not control for accurate

employees) appear more cautious, with at least
two-thirds (67.4%) considering themselves “not
very/not at all aggressive” when it comes to
investing in new technology. In contrast, less
than half (46.5%) of smaller companies, with
fewer than 50 employees, fall into this conserva-
tive category.

~ Eight out of 10 respondents include interactive marketing (such as Web, email, and
u social media) as part of their job functions. Advertising and media, brand identity and

public relations functions are the responsibility of three out of four B2B professionals. J)

representation by company size upon qualifying
respondents, this slight decrease in companies
with high staff counts could also be attributed to
the corporate restructuring and downsizing that
occurred in 2009.

Most of the professionals surveyed (58.4%)
indicate their organization’s customers are oth-
er businesses only; 25.5% say their customers
are primarily businesses; and only 16.1% cater
to customers split between businesses and
consumers.

About one half (48%) of the marketing organiza-
tions represented support a mix of both direct
and indirect sales models, a bit less than half sell
direct, and a small remainder (5%) focus only on
channel partners, retailers, and OEMs.

About one third of the professionals surveyed
(30%) represent companies for which world
wide revenue for 2009 was less than $5 mil-
lion. Another 36.1% report revenues between
$5-$100 million, 11.7% fall between $100-
$999 million and another 10% reached $1 bil-
lion or more. (And 10% don't know or prefer not
to say.)

' ClickPredictions: Key Content Marketing Trends and Predictions for 2010.

2 See Forrester’s April 24, 2009, “The Down Economy Pushes B2B Digital
Tactics Ahead " report.




11

B2B MARKETING TODAY

About Citrix:

Citrix Online offers easy-to-use tools that enable people to
quickly and securely connect online from anywhere, with
anyone: GoToMyPC® for remote access, GoToAssist®
for remote support, GoToMeeting® for online meetings,
GoToWebinar® for Web events and GoToTraining® for

online training sessions.

CITRIX | online

About MarketingProfs:

MarketingProfs is a rich and trusted resource that offers

actionable know-how on

current marketing topics like

lead generation, email marketing, customer behavior, and

market research as well as

the provocative world of social

media marketing. Marketers from the world'’s largest corpo-

rations to the smallest businesses make up our more than

360,000 members. They count on our timely and practical

content delivered via our website, newsletters, virtual and

live events, seminars, forums, and library of articles to find

the tools, templates, and tactics they need to quickly turn

even the toughest marketing challenge into a marketing

success story. The MarketingProfs team is committed to

helping you market products and services smarter.

N\V
-

MarketingProfs

Smart thinking ... pass it on.



