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Successful B2B
marketers must move

from social mediato ™
community marketing.

Agenda

What challenges face B2B marketers in 2010?

How effective are B2B marketers’ tactic and mix
choices on branding and demand?

How do 2010 program and budget plans compare to
2009 results?

What should B2B marketers do to maximize
marketing mix effectiveness given the rise of social
media?

“§L MarketingProfs @
Research

www.forrester.com © 2010, Forrester Research, Inc.



Agenda

What challenges face B2B marketers in 2010?

How effective are B2B marketers’ tactic and mix
choices on branding and demand?

How do 2010 program and budget plans compare to
2009 results?

What should B2B marketers do to maximize
marketing mix effectiveness given the rise of social
media?
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Demand generation is the No. 1 B2B
challenge

“What top B2B marketing challenges do you face in 2010? (Select up to five.)"

Generating more leads 50%

Reaching decision makers 46%

Improving lead quality

Increasing product/service awareness
Demonstrating marketing impact on business
Working within budget/economic constraints

Developing the company’s brand

Enabling sales, improving sales support
Retaining customers, developing loyalty
Understanding buyer/prospect behavior
Improving customer data quality and availability
Deepening customer insight/relationships

Allocating the marketing budget across the mix

Aaking partner relationships more productive

Base: 241 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Su ;
gProfs'Q ng Budg nesuvey D>

Rescarch
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Do Not Use Social
Media for Business

Decision Making

Percent of Business Technology
Professionals that . . .

Base: 793 BT decision makers at companies with 100 or more employees

Source: Forrester’s North American and European B2B Social Technographics °"""ﬁ‘(¥§)ﬁéﬁl L&% Ps @

Rescarch

Understanding buyers’ social behavior

The Social
Technographics®
ladder

+ Publish a blog

+ Publish your own Web pages

+ Upload video you created

* Upload audio/music you created

* Write articles or stories and post them

+ Update status on a social networking site* ]

« Post updates on Twitter*

N N N N\
« Post ratings/reviews of products or services

« Comment on someone else’s blog
« Contribute to online forums
« Contribute to/edit articles in a wiki

« Use RSS feeds
« Vote for Web sites online
+ Add “tags” to Web pages or photos

+ Maintain profile on a social networking site

« Visit social networking sites

« Read blogs

« Listen to podcasts

« Watch video from other users

« Read online forums

* Read customer ratings/reviews
* Read tweets

J

None of the above

~

J

= c%i
Creators $
Conversat- ®
ionalists
Critics ®
Collectors ®
\
Joiners O
'd
Spectators | @
Inactives '3—(
-

« Groups include people participating in at least one
of the indicated activities at least monthly.
« *Conversationalists participate in at least one of

S the indicated activities at least W‘nrkc[i“gpn,'; @
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© 2010, Forrester Research, Inc.



-
BT Decision Makers Are Big On Social Media

US online adults, BT decision-makers,
for any purpose* for business purposes
0, 0
24% Creators 33%
33% Conversat- 21%

ionalists
37% Critics 45%

Percentages include US online
20% Collectors 41% respondents who said that theyengage in
selected social activities for any
purpose and BT decision-makers who said
they engage in selected social activities for

Joiners business purposes or for
59% 46% both business and personal purposes

Base: 793 business technology decision
Spectators makers at firms with 100 or more
70% P 79% employees
Source: Forrester's North American And
European B2B Social Technographics®
Online Survey, Q1 2010

Inactives
17% 12%
*Base: US Online Adults
Source: North American Technographics®
Groundswell Heroes Online Survey, Q4
2009 (US) _

[
BT Pros Socialize for Professional Help

“Which of the following would motivate you to participate in social activity —
or participate more — for work purposes?” (Up to three responses accepted)

Get answers to business problems | need to solve

Tap into a broader network of peers for answers/opinions
Career advancement

Surface insight or new ideas

Financial compensation or gain

Personal satisfaction

Recognition by peers, colleagues, executives, etc.

Gain customer appreciation

Public recognition

Opportunity to win a contest or prize

Nothing, I'm not motivated to participate for any reason

Base: 793 BT decision makers at companies with 100 or more employees

Source: Forrester’s North American and European B2B Social Technographics Onlinﬁu{ﬁ& (3%39‘];9\ @
R i Ay

Rescarch
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Business marketing requires new

interactions
Old New
Market interactions Market interactions based
based on products on business outcomes
Seller Buyer Seller Buyer

T+ &7

Source: May 7, 2008, “Community Marketing: A New Discipline For Business Technology Marketers” Forrester report
= MarketingProfs
Research

You Have To Demonstrate That You
Understand the Outcome

“How important are the following factors when selecting the best vendor for a
technology purchase?” (Sum of critical and somewhat critical)

Fit for a specific need at a specific time 72%
Sales person's ability to understand problem 63%

Sales Person's ability to get things done for us

Vendor's reputation in the marketplace

Prior experience with Vendor

Executive-Level Relationships

Base: 793 BT decision makers at companies with 100 or more employees
Source: Forrester’s North American and European B2B Social Technographics Onlmwa?)ﬁc%%ﬁ%g

et G
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What does this mean?

Demand management continues to be the No. 1 job.

Yet, traditional marketing approaches can fail to
reach online, socially savvy buyers.

“§L MarketingProfs @
esearch

Agenda

What challenges face B2B marketers in 2010?

How effective are B2B marketers’ tactic and mix
choices on branding and demand?

How do 2010 program and budget plans compare to
2009 results?

What should B2B marketers do to maximize
marketing mix effectiveness given the rise of social
media?
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Worldwide revenue

In 2009, what were your ¢

y's worldwide

dontrman Y Less than $20M
14% 23%
$108 or more
6%

$110$9.98
10%

$250 to $999M
1% $20 to $99.9M
27%

$100 to $249M
8%

Who did we survey?

Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

Total marketing program budget

In 2009, what was your c y's total marketing program budget?
Perfer not to say/
‘i';’;}, tknow Less than $499,999
37%
$100M or more
2%
$10 to $99M
6%
$5t0 $9.9
4%
g: 9(: $4.9M $500,000 to $999,999
1%

y MarketingProfs

Research

Title, position

Senior-most
Other marketing marketing exec
position 14%
20% Non-marketing
senior exec

4%

Marketing Exec
(VP, SVP, EVP)
16%

Marketing director
or management
47%

Who did we survey? (cont.)

Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

Industries, vertical

Other industries Business services
19% 31%
Public sector, healthcare
3%
Financial services, insurance
5%
Other manufacturing
15% High tech
28%

:“( MarketingProfs
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Web sites and email dominate marketing mix

“Which of the following marketing tactics does your marketing organization use?”

Company Web site
Email
Tradeshows (in person)

98% 94% — 2009 survey results
8%% 84%
83% 84%

Public relations 78% 81%
Search marketing 77% 68% — up significantly!
Social networks 68% New!
Inside sales/telemarketing 65% 62%
Direct mail 62% 67%
Webinars, webcasts 62% 56% — up! B2B marke.te:rS
Sponsorships 59% 56% turned tc,) dlglta_"
Tiies R New! and social tactics
Executive events 55% 54% in 2009!
Print advertising 51% 67% — way down!
Online display ads 50% 47%
Blogs 49% 32% — up significantly!
Online video 49% 43%
Other Web 2.0 tools 33% 250%
Podcasts or other rich media 29% New!
Discussion or support frums B30%  Base: 249 B2B marketers at companies with 50 or
Radio 11%9% more employees
Outdoor media 9% 9% (multiple responses accepted, does not include “other”)

TV advertising 8% 9% y.\L)rkc(ingl’mfc @
Research

Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

In 2008: PR, TV, and Web delivered
branding results

“How effective are the tactics you use at building brand awareness?”
Percentage of firms that say tactic is highly effective
60% B
i Niche | Popular |
I |

mTVv | ) R |
lations m e
So% [Tttt e Public re o vany Web site® **=**

T

40% | - - - 4 Trade shows® "

mRado ® Executiveevents
M Outdoor

I
1
|
30% MBlogs | Webinars,m mEmail or
‘ webcasts Print WM Search e-newsletters
| marketing
0% - 5 _®mOnline . W __MDirectmail |
V'dét ¢ display ads ' Inside sales/telemarketing

m Sponsorships |

10%

m Virtual trade shows
0%

0% 20% 40% 60% 80% 100%

Percentage of firms that use each tactic
Base: B2B marketers
Source: Forrester Q1 2009 B2B Marketing Budgets And Tactics Online Survey With Marketingvf_ﬁmmi“gpmﬁ @

Rescarch
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In 2009: marketers said brand building
suffered

“How effective are the tactics you use at building brand awareness?”
Of firms that use each tactic, percentage that say it is highly effective at building brand awareness
60%

L R T T T T T T T e T e e e e P P R P P PO P

40% | Executive events Public relations &
Webcasts® g Inside sales COmMPany Webssite
uTV* i
30% | Search marketing m m Tradeshows
m Email
20% | Online vidéom psin orks
mOutdoor* Online  advertising . :
— display ads g w " Direct [nall
| Radiom odcastsm Sponsorships
10% ETwi
Discussion forums m Other Web 2.0 tools
0% Niche | Popular
0% 20% 40% 60% 80% 100%

Percentage of firms that use each tactic
Base: 249 B2B marketers at companies with 50 or more employees

Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey @

Rescarch

In 2008: Face-to-face events generated
leads

“How effective are the tactics you use for generating leads?”
Percentage of firms that say tactic is highly effective
60%

|~ Niche [Popular
I
! m Executive events
50% : | Inside sales/telemarketing
|
I
0% - - T o m Webinars,webcasts ~~
I
| Company Web site m
30% 1 h
| Search marketing m M Trade shows
| Email or e-newsletters ®
20%| - - AL Siredt ozl B public relations.
TV. Radio mForums dr communities W Direct mai
B yirtual trade shows I
10% Video, podcasts, etc.m "~ m Sponsorships
M Outdoor mBlogs | WOnlinedisplay  mPrint
MOther Web 2.0 media ads
0% ‘
0% 20% 40% 60% 80% 100%
Percentage of firms that use each tactic
Base: B2B marketers
Source: Forrester Q1 2009 B2B Marketing Budgets And Tactics Online Survey With Marketingigrgfs., i.cineprof
W it a=D>
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In 2009: Inside sales continued to lead

“How effective are the tactics you use for generating leads?”

Of firms that use each tactic, percentage that say it is highly effective at generating leads
60%

50% sensssssnsssnnnsnsnnnnnnnnnnnnnnnnnnnnnnnnnnnnnngnnnnnnnnnnnnenfipinsidesaleg s nsnsnnnnnnnnnnnnnnn

0% Executive eventvsv :bcasts - Tradeshows g
Search marketingm
o~ Company Web site
Emailm

o
mTV* Direct mailm

Online display ads HPublic relations

) Podcasts Sponsorships
o - - ---- St
L ums, Online Video - ~
Qutdoor*m  Other Web 2.0 toolsm 1 Print advertising
0% Niche | Popular
0% 20% 40% 60% 80% 100%

Percentage of firms that use each tactic
Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Surveyrofi
svacss mvsassgst FOfS

* ormaTm
Research

Marketers focus on Web site and “LinkedIn”
“How do you expect your use of these digital tactics to change in the 2010 mix?”

Plan to use less Plan to use more

2% | My company's Web site

76%
6% Public social networks 61%
2% Email 60%
5% Webcasts, Webinars 59%
9% Interactive demos, RIAs 5304
9% Microblogs (Twitter, etc.) 51%
8% Video recordings 49%
7% Blogs
1% Online advertising
10% Content syndication

Base: 241 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

5‘(.\!nrkctingl’rnis @
Rescarch
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- ____________________________________ .
Virtual worlds and mashups fail to win B2B favor

“How do you expect your use of these digital tactics to change in the 2010 mix?”
Plan to use less Plan to use more

Audio or video podcasts 35%

Discussion forums
Virtual events

Private community sites

Ratings and reviews
Mobile ads, media
Wikis
Mashups

Virtual worlds

Base: 241 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

:‘y.\l.)rkclingl’rnf\ @
Research

|
What does this mean?

Marketers must shift strategy from outbound
campaigns to inbound dialogue creation.

Marketing mix must develop, not just generate,
demand.

Integrating physical and digital channels is essential.

“§L MarketingProfs @
Research
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Agenda

What challenges face B2B marketers in 2010?

How effective are B2B marketers’ tactic and mix
choices on branding and demand?

How do 2010 program and budget plans compare
to 2009 results?

What should B2B marketers do to maximize
marketing mix effectiveness given the rise of social
media?
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2009's budget squeeze was not as
painful as expected

“How did your actual marketing program budgets change in 2009 relative to plan?”

Increased
13%

®) The average increase

in program budget was 37%
Decreased
33%

. The average increase in
program budget was 26%

Relatively even with plan
54%

Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

“§L MarketingProfs @
Rescarch
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The budget outlook brightens further in 2010

“By how much do you expect your marketing program budget to change for 2010?”

Decrease

Increase
42%

® . The average expected
increase is 40%

No change
47%

The average decrease
was 22%

Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

y MarketingProfs @
Research

Trade shows enjoyed the lion’s share of
program budget; direct mail lost share in 2009
“What percentage of your program budget is dedicated to each tactic?”
© Average percentage of budget  }----| Budget range, 2nd & 3rd quartiles only In 2008
Tradeshows, conferences (in person) I Wiy 1 20%
Print advertising e | 13%
Inside sales/telemarketi t 12 i 13%
Search marketing |28 9% — up!
Company Web site - likg....... i 11%
Executive events poome- Mgy 10%
Direct mail | prsessesseens 19%8gneneene] 15% — down!
Public relations peeee 199 1 11%
Sponsorships | f--------- 2% 9%
Email | peeeeeees fikg...| 8%
Webinars, webcasts | f======" 7%, 9 | 7%
Online display ads [Ty 6%
0% 5% 10% 15% 20% 25% 30%
Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Ta:llc,s( o,ﬂ!\::"'i iﬂ?ﬁxf; @

www.forrester.com © 2010, Forrester Research, Inc.



Social media garnered little budget, but
costs were hidden in 2009

“What percentage of your program budget is dedicated to each tactic?”

@ Average percentage of budget }----{ Budget range, 2nd & 3rd quartiles only In 2008

Podcasts or other rich media

5%
Online video

Blogs 3%

Other Web 2.0 tools 3%
Social networks

5%
Discussion or forums

Twitter NA

0% 10% 15% 20% 25% 30%

Base: 249 B2B marketers at companies with 50 or more employees
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

fy.\hrkcliugl’qu @
Research

Majority of Social Media Marketers Say
Social Media Isn't Part of Their Job Description

Is blogging, posting to sites like Twitter, Facebook, YouTube or LinkedIn, or
monitoring buzz for work considered to be part of your job?

Yes, this is included in my job
description.

Yes, but it is something | do in addition to
my regular job.

No, but | do it anyway.

No, | do not do this for work. 36.9%

i

0% 10% 20% 30% 40%
Source: MarketingProfs Fall 2009 ¢

logy: Online survey of

34 marketer

‘( MarketingProfs @
Research
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No Social Media Budget, Yet Yearly Salary of
Social Media Marketers Likely to Top Six Figures

Average Yearly Compensation vs. Average Hours Spent Per
Day Updating/Posting To Corporate Social Media Profiles

" United States Average Global Average
$160,000 1 $139,462
$140,000 - $1157%1718,863 $132,600 !
$120,000 1 : $102,198
$100,000 - $90,834
$80,000 - $71,670
$60,000 - $54,500
$40,000 -
$20,000 -
$0 -
<1 hour/day 1-3 hours/day 4-7 hours/day 7+ hours/day

Source: MarketingProfs Fall 2009 Survey
Methodology: Online survey of 5,140 MarketingProfs members
Chart Base: 393 Global, 277 U.S. social media marketers

y MarketingProfs @
Research

Digital transformation continues through 2010

“How will 2010 spending on the following differ from 2009?”

Less (-10% or less) or
don't plan to use thisin 2010 More (10% or more)

Webcasts
Search marketing
Company Web site
Social networks
Email
Online video
Executive events
Inside sales
Blogs
Public relations
Other Web 2.0 tools

Twitter

*Over 3% of respondents said they don't plan to use in 2010

Base: 249 B2B marketers at companies with 50 or more employees who use each tactic
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey
W AR 1 @

Research
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- ____________________________________ .
Digital transformation continues through 2010

(cont.)

“How will 2010 spending on the following differ from 2009?”

Less (-10% or less) or
don't plan to use thisin 2010 More (10% or more)

Discussion forums 23%

Online display ads 23%

Podcasts 22%
Tradeshows 21%
Direct mail 20%

Sponsorships

36%*

Print advertising

*Over 3% of respondents said they don’t plan to use in 2010

Base: 249 B2B marketers at companies with 50 or more employees who use each tactic
Source: Forrester Research and MarketingProfs' Q1 2010 B2B Marketing Budgets And Tactics Online Survey

“§L MarketingProfs @
Research
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Agenda

What challenges face B2B marketers in 2010?
How effective are B2B marketers’ tactic and mix

choices on branding and demand?

How do 2010 program and budget plans compare to

2009 results?

What should B2B marketers do to maximize
marketing mix effectiveness given the rise of

social media?

“§L MarketingProfs @
Rescarch

© 2010, Forrester Research, Inc.



Set marketing mix strategy in four steps

Learn who buyers are and how they buy.

Decide what you want to accomplish.

Plan for how relationships with customers will change.

Decide which marketing tactics to use.

“§L MarketingProfs @
Rescarch

Match tactic mix to customer social profile

Publish a blog.
. Publish your own Web pages.
The Social Creators © — Upload video you created .
H ® Upload audio/music you created.
TeC h n Og rap h ICS I ad d er Write articles or stories, and post them.

Post ratings/reviews of products/services.
e @ — Comment on someone else’s blog.
Critics Contribute to online forums.
Contribute to/edit articles in a wiki.

Use RSS feeds.
Collectors © Add “tags” to Web pages or photos.
“Vote” for Web sites online.

Maintain profile on social networking site.

) o
Joiners Visit social networking sites.

Read blogs.
Watch video from other users.
Spectators @ — Listen to podcasts.
Read online forums.
Read customer ratings/reviews.
Groups include people participating in at
least one of the activities monthly.
Inactives © — None of the above

“§L MarketingProfs @
Research
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Align tactics with social/business
objectives

Social
objectives

Functional alignment Success metrics

B ;
MarketingProfs @
Entire contents © 2010 Forrester Research, Inc. Al rights reserved, ‘(H
37  Entire contents orrester Research, Inc. All rights reserved anch

Integrate tactics to move buyers forward

Reach Interest Desire % Enrich Retain Lifetime
customers

Sales qualification

Large audience Smaller audience
Poorly qualified Highly qualified

38 Entire contents © 2010 Forrester Research, Inc. All rights reserved ‘(Markﬂmsl’rofs @

Research
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Market to communities; start with
customers

Structure Roles

Community ecosystem
« Distributed R

- Local
Community hub
Listening and
supporting customers,

« Centralized partners, etc
- Governing

+ Community managers
«Outreach
« Interactive marketing

« Core team
« Social chair/
leader

Corporate village
Emlalu customers,
partners, influencers

Source: February 3, 2010, “Organizing For B2B Tech Community Marketing” Forrester report 5§(.\1.xrkui
Research

ngProfs @

www.forrester.com

Recommendations

Focus on programs, not tactics.
Shift budget to digital, but measure the impact.

Understand audience and business outcomes to

make online tools work.
Develop a listening practice.

Monitor the impact of social on awareness and
pipeline.

Social media in B2B: where customer referenc

management converges with community — create
social programs with current customers in mind.

“§L MarketingProfs @
Rescarch
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- _______________________________ .
Thank you

Peter Burris, Principal Analyst and
Research Director, Forrester's
Technology Marketing Research Team

Tim McAtee, Director of Research,
MarketingProfs

“§L MarketingProfs @
tesearch

- " """ "' oo
Selected Forrester research

February 3, 2010, “Organizing For B2B Tech
Community Marketing”

December 9, 2009, “Deepen B2B Tech Customer
Engagement With Community Marketing”

April 24, 2009, “B2B Marketers’ 2009 Budget Trends”

April 24, 2009, “The Down Economy Pushes B2B
Digital Tactics Ahead”

February 19, 2009, “Community Marketing Boosts
B2B Marketing’s Value During Tough Economic
Times”

January 26, 2009, “Tell Your B2B Marketing Story
With Online Video”
2 Y4 \‘l.\rk‘ctv’i'ngl'mh @
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Selected Forrester research (cont.)

December 23, 2008, “Predictions 2009: Economic
Trends Will Set The Tone For Technology Marketers”

October 21, 2008, “Making Social Media Work In
B2B Marketing”

August 25, 2008, “How To Make B2B Webinars
Deliver Better Leads”

May 7, 2008, “B2B Marketers Fail The Community
Marketing Test”

December 12, 2007, “B2B Marketers’ 2008 Budget
Trends”

August 2, 2006, “B2B Marketing Needs A Makeover
— Now”
§ yarketinerots (D
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