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Who we are
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Mm What we wanted to know

How do strategic planning agencies view business-to-
business (B2B) websites and what are the barriers to
including it on the schedule?

What kind of do business decision makers
have with B2B websites?

What do B2B websites play in the decision making
(especially purchasing) process?

How do these users to advertising on B2B
websites, and what can this tell us about its
effectiveness?



Methodology
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* Independent market research company
IPSOS RSL undertook survey work

- Two phases:

1. In-depth interviews with strategic planning agencies

« 12 telephone depth interviews with execs in 9
agencies, involved in:
- media strategy/selection
- b2b planning

* Interviews completed 1 Nov — 22 Nov 2004

2. 366 telephone interviews with business decision
makers
» Using Dun & Bradstreet sample
* Representative of UK business industry
 Interviews completed 11 Jan — 28 Jan 2005



B2B websites: definition

B2B media websites, carrying: news, editorial
features, analysis

Respondents given list of 4-5 websites
dependent on sector, e.g.

IT:
ComputerWeekly.com
VNUnet.com
Techworld.com
Silicon.com

Catering:
Caterer-Online.com
HotelandRestaurant.co.uk
ThePublican.com
RestaurantMagazine.co.uk




Finaings — Stage 1

Agency views on B2B websites:
attitudes and barriers



aop™ Findings — Stage 1

Individual agency structures are key

Main selling point of online is direct response,
though not exclusively

Key strengths are accountability and audience
targeting capabilities
Key weakness Is its potential to be intrusive

Main barrier: lack of knowledge and
misconceptions among agency decision makers

B2b online will grow and usage will become
more sophisticated and integrated (with site
content and other media in the campaign mix)



Findings — Stage 2

Use of B2B websites by business
decision makers



High penetration
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B2B websites have achieved a high penetration among
target decision makers

4 out of 5 using these sites

don't use
18%

use B2B
websites
82%

Base: All respondents (366)



UK
a0P They are heavy users

BDMs spend an average of almost an hour per day
online, for work purposes, or 4.8 hours per week

Up to 1 hour

More than 1 hour

45%
up to 5 hours

More than 5 hours
up to 10 hours

10 hours or more

Base: All respondents who use web for work (300)



aop’ " And visit these sites frequently
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Several times a day _

Once a day

3-4 times a week

Once a week

Once a fortnight 5%

12%

Once a month

Less often 7%

Base: All respondents who use web for work (300)

16%

17%

16%

'\

6%

33% use B2B
websites at least
once a day

75% use B2B
websites at least
once a week




Keeping up to date with news in their sector
Technical reference source
Review/analyse competitor activity
Research and inform business decisions
Review products and suppliers

Research and inform purchasing decisions
Conduct market analysis

Generate sales leads

Look for a new job

Recruit new staff

Base: All respondents who use web for work (300)

An integral part of the workflow

B Every/most times O Sometimes



Registration and paid-for content
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22%
News

20%

Editorial features » 39% have registered

for online content

» 17% have paid for
online content

Digital editions of
newspapers/magazines

23%
Online services

Base: All respondents who use web for work (300)



Most often accessed via Favourites

K
aop

Through favourites
Search Engine

Email alert

Through an advert on _

another website

Handheld

Base: All those who use B2B websites (300)



Findings - Stage 2

Perceptions and attitudes
towards B2B websites



K Most useful media source for finding
work-related information

Search engines (eg Google)
B2B websites

Business publications

B2B email alerts/newsletters

Regional newspapers

National newspapers .

Portals (eg MSN, Yahoo, Wanadoo)

Exhibitions !

Base: All those who use B2B websites (300)




Perceptions on B2B websites

aop™

/3% agree B2B websites provide useful
information on products and services

/0% expect their usage of B2B websites to
Increase over the next two years

64% agree B2B websites are a trustworthy
source of information in their industry

63% would recommend b2b websites to a
colleague

58% agree there are a good range of B2B
websites relevant to them in their line of work

53% agree B2B websites are an essential
source of information in their work



Findings — Stage 2

Advertising on B2B websites
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Kk They actively respond to advertising on
B2B websites

Actions taken as a result of seeing an ad on a B2B website

Clicked through to find
out more

Visited a website for 1st
time

Requested further
information/quote

Registered with a website

Bought a product online

Bought a product offline

Bookmarked a website

Remembered advert and
responded at a later date

Base: All those who use B2B websites (300)

83%

54%




Perceptions: advertising on B2B websites
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83% have done something as a result of seeing
an advert on a B2B website

63% see B2B websites as a modern
environment for a company to advertise

54% have purchased a product as a result of
seeing an advert on a B2B website

45% agree that B2B websites contain
advertising and links that are useful to them in
their job

40% agree that B2B ads less intrusive than
those on other websites (compared to 22% who
disagree and 37% who don't know)



Conclusions



Outcomes against objectives
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How do strategic planning agencies view business-to-
business (B2B) websites and what are the barriers to
including it on the schedule?

What kind of do business decision makers
have with B2B websites?

What do B2B websites play in the decision
making (especially purchasing) process?

How do these users to advertising on B2B
websites, and what can this tell us about its
effectiveness?



aop™ Relationship

—  82% of Business Decision Makers use B2B websites

— Among those using B2B websites:

75% use B2B websites once a week or more often

/5% use to keep up to date with news in their
sector

39% have registered for online content and 17%
have paid for online content

/0% expect their usage of B2B websites to
Increase over the next two years

64% feel B2B websites are a trustworthy source of
iInformation

B2B websites are accessed via a number of
different methods, most often through Favourites



Role in purchasing process

— Regarded as the primary media source of
work-related information, more so than
business publications, national newspapers,
or portals

—  Of the 82% of BDMs who use B2B websites:

« 73% agree B2B websites provide useful
iInformation on products and services

* 62% say they use B2B websites to review
products and suppliers

* 55% say they use B2B websites to research
and inform purchasing decisions



aqu " Advertising effectiveness
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Agency concerns about B2B websites from Stage 1:

1. Better for direct response than brand building

*  64% find that B2B sites are a trustworthy source of
iInformation

*  63% believe that B2B sites provide a modern
environment for a company to advertise

«  >50% visit to research and inform business decisions
«  31% remembered ad and responded at later date

2. Potential to be intrusive

* 40% agree that advertising on B2B sites is less intrusive
than other websites

3. Lack of understanding (agency decision makers)
« That’s where this research comes in!



MM The future

Agency view:

/0% of BDMs expect their usage of B2B
websites to increase over the next two years

63% see B2B websites as a modern
environment for a company to advertise



Mm Any questions?
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