The Role of Digital Content in
the B2B Environment
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Overall Objective:-

To understand the value of digital content to business decision
makers (BDM)

Specific Objectives:
* Identify the usage of digital content in the B2B environment

* Identify what role and value digital content has for work related
information needs

* Identify how digital content is used and valued compared to other
information sources
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Business Decision Makers use of
digital content in the B2B environment shows

B2B Websites have 7 Clear Strengths

1. They are almost universally adopted for work purposes

2. They achieve the most time used and are the preferred medium for work
purposes

3. They are considered essential and unique

4. They are considered to be engaging and innovative

5. They provide a trusted and responsive environment for advertising

6. They are intrinsically linked to the purchase decision making process

7. And digital delivery mechanisms are increasingly preferred for information for

work purposes
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1. B2B websites are (a/most) universally adopted

Media used for work purposes

Business websites 97%

News websites 60%

39%

Business magazines

Nat. newspapers 34%

Television 27%

Reg./local
newspapers

Radio

22%

22%

|—\II

Other 9%

News magazines 16%

Business
websites/magazines

98%
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2. B2B websites achieve the most time used compared to other
media and are the preferred media for work purposes

m Spend most time using for work on average day

Preferred source for work

_ tos I 44%
Business websites 51%

I 13%
12%

: : I 9%
Business magazines 13%

W 4%
Nat. newspapers 304

L | 1%
Television 204

News websites

Reg./local M 4%
newspapers ' 4%

. 1 3%
Radio 1%

I 21%
Other 13%

0
News magazines I 302

Business I 53%
websites/magazines 64%
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Usage of B2B websites is frequent and growing faster than any

other media
Changing usage for work purposes
over last 12 months

How often visit B2B websites

For work purposes Decreased ¥ Increased
61% of BDM use B2B websites Business websites 5% 37%
at least 3 times a week .
News websites 4% 26%
38%
Business magazines 9% 18%
23% 23% News magazines 10% 9%
National newspapers 10% 10%
12%
Regional/local newspapers 9% 13%

3%

Television 9% 7%
Onceaday 3-4timesa Onceaweek Less often Never

or more often week Radio 8% 5%
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3. B2B websites are essential and unique

Use of business websites for work purposes
m Agree strongly = Agree slightly

60%

are an essential source
of information in my
work

essential source
of information for work purposes

(1)
provide information that 60A)
| cannot get elsewhere

cannot get elsewhere
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B2B websites and magazines are the top sources of information
for key business related activities

(56% of BDM agree that B2B websites and their magazine complement each other)

Media used for different work activities

Business News Business News National Regional/local | Television Radio Other
websites websites magazines | Magazines | newspapers newspapers
% % % % % % % % %

Sector news 54 31 44 14 24 21 15 11 14
Sector data reports 45 21 34 9 13 10 7 5 14
Research/inform business
decisions 56 29 39 16 16 12 10 7 15
Research/inform purchase
decisions 55 21 33 12 12 11 10 6 21
Interact with people in
industry/sector 40 13 24 11 8 9 6 3 25
Find business opportunities 48 20 36 13 18 19 8 5 15
Conduct market analysis 36 19 25 11 16 14 8 4 13
Look for job 42 14 28 9 30 36 4 3 20
Recruit new staff 29 7 22 6 21 38 3 3 24
Practical tips/advice 52 31 39 17 19 14 15 8 15
As reference source 60 40 42 20 25 18 15 9 20
General news 20 66 16 22 43 32 43 31 6
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4. B2B websites are engaging and innovative

Use of business websites for work purposes

Business websites allow me to get instant access
to information whenever I need it

Using business websites save me time in my job

Business websites offer new and innovative ways

to access information
Business websites provide more engaging content

and advertising than other business information

sources
Business websites allow me to interact/network

with peers more efficiently
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m Agree strongly = Agree slightly

Agree
(Net)

69%

64%

61%

52%

45%




5. B2B websites are a trusted and responsive
environment for advertising

Agree
Use of business websites for work purposes (net)
| " m more |ikely to have confirdence In or do busines
with a company if I have seen it advertised on a 16% 37% : 53%
business website that | know
Advertising on business websites is more relevantto [y 0

me and my work than on other websites or media e el i 44%
Iam more likely to respond to advertising on a 12% 31% - 43%

business website than advertising in other media

Agree strongly = Agree slightly = Neither agree or disagree = Disagree slightly ®m Disagree strongly

Association of Online Publishers




mdl

6. B2B websites are intrinsically linked to the
purchase decision making process

B2B websites are the most used media sources at every stage of PDM process —
well ahead other media, followed by B2B magazines

B Business websites Business magazines
B News websites News magazines
National newspapers B Regional/local newspapers 77
B Television Radio
65
61 63
4
8 37
31
-
1919
4
119 9
1§
Initial ideas /finding Sourcing suppliers Comparing Purchasing Any stage (Net)
out suppliers /products
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7. B2B websites digital delivery mechanisms are
increasingly preferred

Online tools used for work purposes

Email alerts/ newsletters [ 5%
Peer reviews [ 32%

Jobboards [0 4

Community/ forums/ dicussion I 22%
L 18

Online seminars??\j\fégifr:z:tsj e 1;;/0 82%
Image galleries [T 15% at least one
RSSfeeds ' 14%
Blogs/ Webblogs [ 14%

Wiki I 11% 89%
Video streaming [0 11% increase
Mobile content I 10% as much

Virtual exhibitions I 10%
Social bookmarking I 9%

Podcast [ 7%
Vodcast [ 5%
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Usefulness of B2B delivery mechanisms

How useful are online tools used for work purposes

Peer reviews

Community/ forums/ dicussion
Online seminars (Webminars)
Email alerts/ newsletters
Mobile content

Desktop alerts

Image galleries

Job boards

Wiki

Virtual exhibitions

Social bookmarking

RSS feeds

Blogs/ Webblogs

Video streaming

Podcast

Vodcast

® Very useful = Quite useful

90%+
peer reviews
networking mechanisms
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Summary

B2B websites provide a dynamic environment for BDM to
meet work related information needs:

— Usage Is universal, frequent and increasing

— Preference is driven by the uniqueness, recency and essential nature
of content, immediacy of access and time saving

— Engagement is driven by relevance of content and ads and also
efficient interaction with peers

— Innovation is recognised in the ways of accessing information and the
range of delivery mechanisms used

— Action is seen in responsiveness to advertising, and usage throughout
the purchase decision making process
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Methodology

Sample source

Appendix - Survey Method aop™

Online seHcompletion

Ipsos Online Access Panel and approved subcontractor C

la

SEI\WeI{ @ li[elell Friday 9'c Monday 19" May 2008

Business Decision Makers in &Gi&efined as:

Sample definition w ABCI full time working adults aged 18+

Sample size

Weighting

b.Y /1tL.!{

w With input in purchase decision making for organisation

/51

Data weighted by organisation size and region to be
nationally representative of all business decision makers i
GB (Source: CAPIBUS 2008)

N

A a L LJa-Anderviawing/2,00056B ddwt<l5+2very weekdza
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