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Research Objective:

Understand the B2B marketing outlook for 2010 and where
marketers are focusing their budgets

« Discover how the economy has impacted B2B
marketers

« |dentify the barriers and opportunities for digital
iInvestment

« Understand the B2B marketing mix & assess B2B
marketers’ plans for 2010 »

* Analyze ROI of marketing tactics

Source: OTX study commissioned by Google, “2010 B2B
Marketing Outlook” November 2009
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Research Methodology

Methodology: Online survey (Avg. time = 25 minutes)

» Total sample of 637 business professionals within the Manufacturer,
Retail and Services industries

* To qualify, the respondent had to be

« Employed in a marketing or sales role as a Marketing Director/Manager
(or higher) for a Manufacturer, Retailer or Services company

Sample: » Develop or execute initiatives for their company
* Influence or make marketing budget decisions
* Focus their marketing efforts on business (versus consumers)

* Manage at least one of the following marketing initiatives:
* Brand Awareness
» Customer Retention and Development
» Customer Acquisition
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B2B Marketers Feeling Effects of the Economy

97% say the

economy has

affected their
business

No impact
3%

Slight impact

0,
2L Major impact

38%

Moderate
impact
38%

Base: Total, n=637

76% say the
sales cycle has
lengthened

Disagree
6%

Neutral
18%

59% are cutting
budgets

Not sure
5%

(Q27A) How much of an impact has the current state of the economy on your business overall.

thinkB2B

(Q29_1) How much do you agree or disagree with the following statement? The B2B sales cycle has
lengthened because of the economic climate

(Q27B) Is your company making marketing budget cuts due to the current state of the economy?

Go gle Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009
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Actions Taken to Reduce Marketing Costs

Advertising and event budgets cut the most

Reducing advertising spending — 59%
Reducing spending levels on customer or I 7
partner-facing events and sponsorships 0
Reducing headcount || NG 47%
Cutting low-performing programs | GG 27%

Cutting programs that are difficult to _ 39%
measure

Shifting resources to digital marketing 0
orograms I 6%

Shifting budget toward programs with 269
short-term benefit F 0
Base: Total, n=637

(Q28) What is your company doing to reduce marketing costs?

thinkB2B
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Challenges Marketers are Facing Today

Lack of resources and lead generation challenges top the list

Too few resources (dollars, people, or time) _ 73%
ceneraing i es o teas o 7
e Companysweoaie - NN oo
company's website 0
Harder to get our marketing email delivered _ 550
and read 0
Should be doing more online, butnotsure _ 549
whatworks best 0
Notenough customers are findingus on _ 5304
Internetsearches 0
Wasting marketing dollars because unable to _ 45%
reach buyers 0
Mediathat worked in the pastisn't working as _ 249
well today °

0% 20% 40% 60% 80%

Base: Total, n=637
(Is Stilla Challenge in 2009 Summary)

t h i n k BZB (Q15) What have been, or still are, your biggest marketing challenges in 20097

Go 8[6 Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary



Looking Ahead to 2010

64% say 55% see 36% are

marketing benefits to Increasing
measurement Investing more budgets for 2010
will be more In digital

Important

e f e L v

GOUgle' | =

t h i n k BZB Base: Total, n=637, T2B

G I (Q29) How much do you agree of disagree with each of the following statements?
00gle Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary 9



Marketers Predict Return to Growth Q2 2010

45% . 2010 Quarter Anticipate Business Will Bounce Back
40% -
35% -
0% |
25% -
20% -
15% -
10% -
5% -
0% -

Q2 10
April-Jun

Q4 ‘10
Oct-Dec

- Base: Feel Business Will Bounce Back in 2010 n=383
t h I n k BZB (Q30) You mentioned you agree that your business will bounce back in 2010. Please select the time period
Coodle which best describes W_he_n you believe your business will recover.
3 Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary 10
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Types of Data Used to Track Digital Marketing

Web analytics tools — 60%

Revenue from digital leads _ 36%
Cost of acquiring lead _ 36%
Search prominence _ 35%

Social media metrics _ 25%

Interaction between online & offline _ 14%

Customer lifetime value F 13%

Floating Base, ‘Currently Implementing Digital Marketing Campaigns’
(Q21B) Which of the following are you currently using to track your digital marketing efforts? (Select all that apply)

thinkB2B
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Barriers to Development of Digital Marketing

Not enough resources — 55%

The value of dlgltal IS unproven in our _ 2504
industry
Lack of executive support _ 25%
Lack of good digital marketing ideas _ 21%

Inability to scale across product lines or 0

Digital can't be tracked effectively - 13%

Need proof that competitors are investing F 12%

Base: n=381 ‘Determiners of Need to Implement Digital Campaigns from Q20’
(Q31) Which of the following have been barriers to your company’s investmentin digital marketing?
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Top Success Factors for Digital Marketing

Establishing relevant goals/ metrics _ 48%
and tracking results °
Providing ongoing relevant digital _ 0
content 38%

Integration of digital marketing and the
sales organization

Integration of digital marketing and _ 330¢
traditional marketing 0

Executive buy-in and support

Total, n=637
(Q26A) In general, what factors do you believe are necessary to see positive results/ ROl with digital marketing

t h i n k BZB tools/ practices vs. traditional methods? (Select all that apply)

Go gle Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary 14
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2009 Allocation of Marketing Budget by Tactic

Company Website 15%
Industry Events 15%
Direct Mail 10%

15% : :
0 Email Marketing 9%
Print 9%
Publ Search 8%
uplic ;
Relation L nside 6%
elations »= Sales/Telemarketing

Company
Website

5% Webinars, Podcasts
) 5%
Webinars and Online Events
Podcasts and Industry Events Public Relations 5%
. 0 Sponsorships 3%
Online Events 15%
50/ Online Banners & Rich 30
0 Media Ads 0
Inside Social 2%
Sales/Telemark Networks/Communities
eting Online Video 2%
6% Blogs 1%
Direct Mail Online/Vertical 1%
Search 10% Directories
8% ' Prin_ted Ve_rtical 1%
Email Directories
- — . . o

Print Marketing MOb'le_ . 1%
9% 9% TV Advertising 1%
Outdoor Media 1%

. Radio 0.5%

t h I n k BZB Floating Base, ‘Use(d) Communication Channels in 2009’ 0

(Q10) How much of your company’s marketing budget for 2009 is allocated to each tactic?

Go Sle Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary 16



How Advertisers Are Using Marketing Tactics

Branding Acquisition Retention
Outdoor media 81% Inside sales/telemarketing 83% Email marketing 61%

Industry Events (i.e. Webinars Podcasts/Online
Sponsorships 78% tradeshows) 80% Events 59%
TV Advertising 78% Search 80% Direct Mail 58%

_ _ Webinars Podcasts/Online

Public Relations 77% Events 77% TV Advertising 53%
Print 73% Direct Mail 75% Company Website 52%

. . . Industry Events (i.e.

0,

Online banners/rich media ads  72% Email marketing 75% tradeshows) 50%

t h | n k BZB Floating Base ‘Use(d) Communication Channels in 2009)

withG L (Q11) Whatis your company’s marketing objective for using each media platform? (Select all that apply for each)
o 00gie Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary 17



Where Marketers are Increasing 2010 Spend

Company Website 57%

8% increase in Search 55%

digital marketing | webinars, Podcasts and Online
share of Events

marketing sEend Email Marketing 49%

Social Networks/Communities 47%

50%

Blogs 44%
Inside Sales/Telemarketing 40%
Video 40%
Public Relations 37%

Mobile 37%

Online Banners & Rich Media

0,
Ads 31%

Floating Base, ‘Use(d) Channel in 2009’
(Q18) Of all the media you indicated you’ve used in 2009, which do you plan on
increasing budget for, which will decrease and which will be maintained in 20107

thinkB2B
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Where Marketers are Decreasing 2010 Spend

Print — 51%

Printed Vertical Directories __ 50%
Direct Mail __ 37%
Outdoor Media __ 34%
TV Advertising __ 31%
Sponsorships __ 30%
Online/Vertical Directories (i.e. GlobalSpec) __ 29%

Industry Events (Tradeshows, Conferences) | NG 23

Radio _ 28%

Floating Base, ‘Use(d) Channel in 2009’
(Q18) Of all the media you indicated you've used in 2009, which do you plan on
increasing budget for, which will decrease and which will be maintained in 20107
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New Tactics to be Adopted in 2010

Webinars, Podcasts and Online Events 27%

Social Networks/Communities _ 25%

Blogs 18%

Search 18%

Floating Base, ‘Did Not Use Marketing Initiatives in 2009’
(Q19) And of the media you indicated you are not using in 2009, which, if any, do you plan to use in 2010?

thinkB2B
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ADbility to Measure ROI by Marketing Tactic

Inside Sales/Telemarketing

Email Marketing

TV Advertising

Search

Webinars, Podcasts & Online Events
Events (Tradeshows, Conferences)
Direct Mail

Company Website

Online Banners & Rich Media Ads
Radio

Mobile

Outdoor Media

Public Relations

Online/Vertical Directories
Sponsorships

Blogs

Online Video

Print

Social Networks/Communities
Printed Vertical Directories

22%
20%

38%
37%
36%
35%
35%
32%
29%
28%
27%

71%
66%
64%
64%
63%
56%
54%
53%
51%

. Floating Base, Floating Base: Use(d) Communication Channels in 2009, T2B
t I n B B (Q14) And how effective do you think you are in tracking the ROI from each media platform you’re investing in?

Google

Top 2 Box score (Very effective/effective)
Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009
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Satisfaction with Return on Investment by Tactic

Inside Sales/Telemarketing 75%
TV Advertising 67%
Webinars, Podcasts and Online Events 63%
Email Marketing 60%
Search 59%
Company Website 59%
Industry Events (Tradeshows, Conferences) 57%
Public Relations 51%
Direct Malil 50%
Radio 46%
Outdoor Media 38%
Sponsorships 36%
Mobile 34%
Blogs 32%
Print 30%
Online Video 28%
Online Banners & Rich media ads 28%
Online/Vertical Directories (i.e. GlobalSpec) 24%
Social Networks/Communities 22%
Printed Vertical Directories 18%

° Floating Base: Use(d) Communication Channels in 2009; T2B
t h I n k BZB (Q13) How high of a return on investment (ROI) do you see for each tactic in your marketing mix?
G I Top 2 Box Score (Very Strong Return/Strong Return)
00gle Source: OTX study commissioned by Google, “2010 B2B Marketing Outlook” November 2009 Google Confidential and Proprietary



Key insights from B2B marketers’ 2010 outlook

« The economic downturn significantly affected 2009 marketing
programs, but marketers are preparing for a recovery in mid-to-late
2010

« Digital metrics are considered a primary success factor for online
programs, but there is opportunity to improve tracking revenue and
cost per leads generated

« Digital marketing will increase 8% as share of overall budgets in
2010, with web sites, search and webinars leading spend increases

e Measurement will be an increased area of focus in 2010, with
marketers most confident in their ability to measure inside sales,
events and search
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