Why online for B2B?

An online advertising campaign can deliver big returns. Here's why:

It’s targeted. You can connect with a specific audience based
upon site content, interests, geography, and/or demographics—
at the exact time your audience chooses to engage.

It’s cost-effective. Developing and executing an online
campaign is relatively inexpensive and easy, freeing up resources
for other needs.

It's measurable. Detailed analytics and reporting let you
determine your campaign’s effectiveness and ROl and make
changes on the fly.

It's immediate. Online provides for quick and easy
direct-response so you can capture leads and make sales.

It reaches new prospects. You'll expand your customer base
by connecting with prospects you may never have reached
otherwise.
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It’s always “on.’
especially sites that are frequently updated—so your brand and
message are viewed again and again.

People visit their favorite sites regularly—

It strengthens your brand. The more exposure you have
across authoritative media platforms, the greater your impact.

Business decision makers (BDMs) rank industry-specific web sites and
e-newsletters as the top 2 digital resources they rely on at their jobs —
far ahead of general business web sites.

Source: Forrester Research

BDM s are highly involved with industry-specific media.
Source: Forrester Research

BDM:s are shifting to digital media use at a faster rate than B2B
marketers are adopting these media.
Source: Forrester Research

The internet is becoming a major source of information for American
business leaders, with over two-thirds spending more time reading
business information on the web than in the past.

Source: Ipsos Media

Although executives view the internet as being a particularly good
source for business news updates, only 7% are willing to pay for
online business news.

Source: Ipsos Media

Among average American business leaders:

e 9outof 10 say they like to keep up with the news.

e 9inten 10 do business only with companies with a
favorable brand image, with 5 out of 10 claiming those brands
need to be well known.

Source: Ipsos Media
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