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Budget
constraints

are far less
prevalent than
in our last survey

The rise of
mobile is starting
to influence
channel choice

Marketing's
principal purpose in
lead generation/
nurturing is as
clear as ever

®

Use of social media
is driving

a strong focus

on content
marketing

Measuring
campaign success
remains slower
than desired

Marcomms teams
are lacking
analysis skills
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Top trends driving B2B marketing today

64% say rise in social media
You
[ |

Rise of social media

Greater focus on driving sales

Rise of mobile data/the “mobile apps” economy

Rise of cloud computing

Consumerisation of IT

Multi-platform access of our website/business systems
Drive to increase revenue from each customer

Increased competition in our primary market

Budget reduction
Industry consolidation

Outsourcing customer insight/analytics

Increasing competition from companies that have traditionally been B2C

Market convergence
Other
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What methods are being used?

Customer insight/
voice of the customer platforms

PR

SEO

Email

Digital/web
Advertising - offline
Advertising - digital
Direct mail

Social media content
Social media analytics
Mobile/mobile apps
Events

Content marketing
Personas

Big data

"
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Digital web Content marketing

90%

84%)

63%

88%,

73%

1K

vansonbourne.com



How well each method is used

Over half of respondents think PR is being used extremely/very well
while more than a third think social media analytics is not used well

R _@_
Customer insight/ @
voice of the customer platforms

PR @ 36% 9%

35%

SEO 27%
Email 18%
Digital/web @ 51% 14%
Advertising - offline B3 @ 23%
Advertising - digital @ 28%
Direct mail
Social media content 43% 24%
Social media analytics 11% 37%
Mobile/mobile apps
Events @ 40% 11%
Content marketing 39% @

Personas 10% 27%

()

Big data 29%

Your choice || Extremely/very well [l Well [l Not well
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Frequency of evaluating campaign success

55% say they would like
to evaluate campaign
success in real time

O

Currently Desired

- B

B inrealtime B Quarterly
[l At regular points throughout a campaign Monthly
[l Attheend of a campaign B Weekly
Q Your choice B Annually B Don't do this
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Where is there a lack of marcomms skills?

53% 48% 44%

ad

Trends analysis Data analysis Buyer analysis

53%
48%
44% 42%
38%
o 34%

33% 33% .y
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Your choice [l Foryou [ Fortechnology marcomms in general
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Vanson Bourne
Newbury House

20 Kings Road West
Newbury

RG14 5XR

Tel: +44 (0) 1635 550 449
Email: enquiries@vansonbourne.com

Web: www.vansonbourne.com
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