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EXECUTIVE
SUMMARY

We asked, you answered: The 2015 State of Digital Marketing
Survey results are in. Over 600 U.S. marketing professionals
weighed in on what they see as this year’s top objectives, toughest
challenges, and hottest trends.

It's clear marketers continue to face one major, overarching
challenge this year: Revenue-driven marketing is the goal, but not
always the practice.

While most marketers recognize “driving sales” as a top priority, it's
also the #1 challenge for over 27% of marketers - easier said than
done.

However, there’s hope. Despite the increasing complexity of digital,
marketers continue to make strides toward revenue reporting with

more marketers than ever investing in attribution this year.

Read on to discover your fellow marketers’ habits, tactics, and
investments in 2015.
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2015 SURVEY HIGHLIGHTS

Revenue maintains top billing.
Sales is the #1 B2C and #2 B2B objective for the second year running. The
marketing-sales alignment trend is sticking.

Digital gets the buzz, but not the budget.

While overall digital marketing spend is increasing YoY, marketers struggle to
win more budget because of their continued inability to tie ROI to digital. As a
result, about half of marketers spend less than 25% of their total budget online.

Proving ROl has become a major challenge.
For B2B marketers, "measuring and proving ROI" emerged as a major pain
point with a sharp 46% increase YoY.

Gut instinct trumps attribution.

When it comes to allocating budget, it seems many marketers still rely on
"gut instinct". Ability to prove ROI does not correlate with the channels
used. Although 9% more marketers have invested in revenue reporting this
year, 38% still don’t have an attribution model at all.

Video dominates content marketing.

3 out of 4 marketers (B2B & B2C) use video in their marketing mix, and 7
out of 10 believe it's the most effective content marketing tactic, trumping
eBooks, case studies, infographics, webinars, blogs, and mobile apps.

Marketers are disenchanted with display.
Surprisingly, only a single digit percentage of marketers (B2B & B2C) believe
display is effective.

Account-based marketing is the B2B secret weapon.

Just 29% of B2Bs practice account-based marketing, but a whopping 95% of
those that do find it effective.

Marketers take mobile seriously.
Of the 36% of B2B marketers who still lack a mobile-friendly site, 3 out of 4
plan to invest in responsive design this year.
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Question

n What is the #1 objective of your digital marketing efforts?

~\

B2B

GCenerate Leads

Drive Sales

ImproveBrand
Awareness

Increase
Website Traffic

Improve ROI

=

Generate Leads

Drive Sales

Improve Brand
Awareness

Increase
Website Traffic

Improve ROI
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Lead generation is the #1 B2B digital
marketing objective for the fourth
year running.

l 4]0fo

I 21%
B 6%
0%

B 5%

Sales is top priority for B2Cs again
this year.

I 229

m— 350/,

I 179

ONCE THE TOP RANKING
OBJECTIVE FOR B2CS IN 2012,
BRAND AWARENESS TUMBLED
INTO FOURTH PLACE, WHILE
‘INCREASE WEBSITE TRAFFIC”
GREW 77% YOY.
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Question

n What is your biggest digital marketing challenge?

~\

9 ROI trumps lead generation as the
B2B biggest B2B digital marketing challenge.

249/
Proving ROI

8%

Securing Budget

229%

Producing Content

23%

Converting Leads

23%

Generating Leads

THE NEARLY 4-WAY TIE For TOP B2B CHALLENGE
HIGHLIGHTS THE RAPIDLY CHANGING LANDSCAPE OF DIGITAL, YET
“PROVING ROI” EMERGED AS A MAJOR PAIN POINT WITH A SHARP
46% INCREASE YOY.
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Question

H What is your biggest digital marketing challenge? (cont.)

B2Cs struggle to convert leads to
customers.

27%

Proving ROI

15%

Securing Budget

12%

Producing Content

) 33
Converting Leads

12%

Generating Leads

mMeanwHILE, 'PROVING ROI" FELL FROM THE TOP

B2C CHALLENGE LAST YEAR TO A CLOSE SECOND THIS YEAR.
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Question

What percentage of your overall marketing budget goes
to online marketing? (Vs. offline)

& 2

Almost half of marketers spend only 25% or
less of their budget online.

2190

19% @

20%

149 1704

9%

Less 10-25% 26-40% 41-60% 61-80% 81-100%
than 10%

DESPITE THE OVERWHELMING ADOPTION OF DIGITAL, MARKETERS
STRUGCGLE TO SECURE ONLINE BUDGET DUE TO THEIR CONTINUED
INABILITY TO PROVE ROI. OF MARKETERS THAT ALLOCATE LESS THAN
10% TO DIGITAL, ALMOST HALF CAN'T TIE ROI TO DIGITAL CHANNELS.
HOWEVER, OVERALL DIGITAL SPEND IS RISING WITH A 12% YOY
INCREASE IN MARKETERS THAT SPEND OVER 25% OF BUDGET ON
DIGITAL.
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Question

Which of the following channels is a part of your digital
marketing mix?*

A whopping 93% of B2B marketers
practice email marketing.

930%

87%

Social Media

78%
SEO

56%
Paid Search

56%
Display

CONTRARY TO POPULAR BELIEF, EMAIL IS FAR FROM BEING “THE
DINOSAUR OF DIGITAL." EMAIL IS UBIQUITOUS TO B2B MARKETING.

wHy? EMAIL IS THE ONE CHANNEL WHERE
THE MAJORITY OF B2BS CAN PROVE ROI.

AND, SURPRISINGLY ONLY HALF OF B2B MARKETERS DO SEM!

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.

webmarketing1]2|3 2015 STATE OF DIGITAL MARKETING | 8



Question

Which of the following channels is a part of your digital
marketing mix?* (cont.)

Social media is the most commonly used
B2C marketing channel.

80%

Email

81%%o

Social Media

72%
SEO

64%

Paid Search

61%
Display

ALTHOUGH B2B MARKETERS ARE CLOSING THE cap, B2CS

ARE 149% MORE LIKELY TO INCORPORATE
PAID CHANNELS THAN THEIR B2B COUNTERPARTS.

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.
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Question

Which channel makes the biggest positive impact on
revenue?

8 &

Nearly 1/3 of marketers don't know which
channel makes the biggest impact on revenue.

@33

26%

Email

5%

Social Media

17%
SEO

15%

Paid Search

5%
Display
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Question

Which channel makes the biggest positive impact on
revenue? (cont.)

7~\

B28B

Not Sure

Email

SEO

Paid Search
Social Media

Display

=

Not Sure

Email

SEO

Paid Search
Social Media

Display

IN FACT, COMPARED TO A YEAR AGO, 690 MORE
B2B MARKETERS ARE UNSURE wHicH

CHANNELS DRIVE THE MOST REVENUE.

()1 320/

P 31%
B 16%

I 12%

B 4%

B 4%

B2C MARKETERS ARE GAINING
CONFIDENCE IN PAID SEARCH AND

S EO, WITH A 29% INCREASE AND 57% INCREASE IN THEIR ABILITY TO PROVE
ROI, RESPECTIVELY. DISPLAY IS THE BIGGEST SURPRISE HERE, AS EVEN B2C
MARKETERS AREN'T SURE IT'S WORKING.

m(@) 259

I 19%
B 19%
I 24%
B 6%

M 6%
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Question

What is the #1 metric you use to measure digital
marketing performance?

8 &

Nearly 20% of marketers still rely on “website
traffic’ to measure success.

25%

ZO%
14%
12%
10%
I I 7% 7% 7%
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Question

What is the #1 metric you use to measure digital
marketing performance? (cont.)

Conversion Rate
Website Traffic
Total Lead Volume
Not Sure

Total Revenue
Cost per Lead
Return on Ad Spend

Cost per Acquisition

Conversion Rate
Website Traffic

Total Lead Volume
Total Revenue

Cost per Lead

Return on
Ad Spend
Cost per
Acquisition
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IT"S NO WONDER MARKETERS STILL STRUGGLE TO PROVE ROI. ONLY LESS

THAN 9% OF B2B MARKETERS TRACK TOTAL REVENUE BROUGHT IN BY

DIGITAL MARKETING.

mmn@)1 26900
E— 20%
18%

B 119
B 2%

7%
B 5%
W 4%

B2CS NARROWLY BEAT OUT THE B2B CROWD WITH JUST OVER 12%

TRACKING DIGITAL PERFORMANCE TO REVENUE.

Bl 6%
B 2%
7%
B 1%
I 12%

mm@) 210/,

BN 20%

B2B MARKETERS THAT MEASURE DIGITAL
SUCCESS BY “TOTAL REVENUE" ARE 41% MORE
CONFIDENT IN THEIR ABILITY TO PROVE ROI
THAN THOSE THAT CHOOSE ANY OTHER METRIC.

UNSURPRISINGLY, THE 20% OF B2BS THAT
MEASURE SUCCESS BY WEBSITE TRAFFIC HAVE
THE TOUGHEST TIME PROVING ROI. NEARLY
HALF ARE “NOT SURE” WHICH DIGITAL CHANNEL
MAKES THE BIGGEST IMPACT ON REVENUE.
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Question

Do you have clear ROI from any of the following?*

The overwhelming majority of B2B marketers
use social media, yet only less than 1/7% can
prove ROI.

WHEN IT COMES TO ALLOCATING BUDGET, IT SEEMS MANY MARKETERS

sTiLL RELY oN “‘cuT INsTINCT. ABILITY TO PROVE
ROI DOES NOT CORRELATE WITH THE
CHANNELS USED. B2B HAS STRONGER CONFIDENCE IN

THE EFFECTIVENESS OF EMAIL MARKETING, WHILE B2C RELIES MUCH
MORE ON PAID SEARCH AND SOCIAL MEDIA.

7 @

oo

L%

Email
37% 5]010
Paid Paid
Search Search
17% 27%
Social Social
Media Media
23% 31%
SEO SEO
21% 25%
Display Display

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.
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Question

Which of the following attribution models do you use
to measure ROI?*

38% of marketers still lack an attribution model.

YET, 990 MORE MARKETERS HAVE INVESTED IN ATTRIBUTION
SINCE LAST YEAR.

&oo

@ Don’t have an attribution

model in place

21%

Multi-Channel
(all influencing touch points)

15%

First Touch
(lead source)

18%

First and Last Touch
(lead source & conversion)

19%

Last Touch
(conversion)

9%

Other Custom Model

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.
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Question

Which of the following attribution models do you use
to measure ROI?* (cont.)

aLmosT 3 IN 10 B2C MARKETERS USE
THE “"LAST TOUCH” ATTRIBUTION
® © MODEL, DOUBLING FROM LAST YEAR.

Don’t have an attribution

model in place

23%

Multi-Channel
(all influencing touch points)

12%

First Touch
(lead source)

18%

First and Last Touch
(lead source & conversion)

28%

Last Touch
(conversion)

8%

Other Custom Model

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.
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Question

Which of the following social media channels below
have generated revenue for you?*

~ LinkedIn is the best social channel for
B2B driving B2B revenue, while Facebook
takes the cake for B2Cs.

recebool | I 20%

LinkedIn 37%
Pinterest [l 3% A LARGE PERCENTAGE
, STILL DON'T KNOW IF THEY
Twitter | [ 199% GENERATE REVENUE AT ALL
Srlcr - .IZ% FROM SOCIAL MEDIA.

Not Sure ] 460’0

® O
Facebook I 560’0

LinkedIn - 14%
Pinterest - 6%

Twitter | [EEE 5204 DESPITE THE HYPE, JUST OVER

. 6% OF B2C MARKETERS HAVE
Other - 9% GENERATED REVENUE FROM

PINTEREST.
Notsure | I 349

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.
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Question

n Is your website mobile friendly?

36% of B2B marketers continue to
ignore mobile.

HOWEVER, 78% OF THE B2B MARKETERS
WITHOUT A MOBILE SOLUTION PLAN TO

INVEST IN RESPONSIVE DESIGN NEXT YEAR.

22‘;@
780{?5

'@ B2C marketers still have B2Bs beat
e o Whenitcomesto mobile.

25%

T5ok
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Question
n Do you have a company blog?

B2Bs have fully bought into content marketing:
60% of B2B brands have a blog compared to only
49% of B2C marketers.

BB QO%

40%
No

=
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Question

n How often do you update the company blog?

No slackers here. 60% of marketers (both B2B
and B2C) with a company blog post at least once
a week.

~\

B2B
e ) 6200

once a week

once vy | N 195

other week

Once a Month
B 159

Once a Quarter I 29,

Our Blog is Dead I 19

=

T )1 580/

once a week

Once every - 149

other week

Once a Month
B 229

Our Blog is Dead I 1%
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Question

Which of the following content marketing tactics do you

use?*

Video is the most widely used and the most
effective content marketing tactic according to
both B2B and B2C marketers.

7\

B2B

eBooks

Case Studies
Infographics
Webinar
Blogs

Mobile Apps

Videos

=

eBooks

Case Studies
Infographics
Webinar
Blogs

Mobile Apps

Videos

I 239%

69%

I 549

I 019
B 19%

I 10%

I 259%
I 40%
I 25%

I 44%
I 449%

l 149

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.

webmarketing1/2|3

2015 STATE OF DIGITAL MARKETING | 21



Question

Which of the following content marketing tactics do you
think is effective?*

The surprise here is that B2B marketers favor
infographics more than their B2C counterparts do.

~\
VIDEOS BEAT WEBINARS AS THE SINGLE MOST EFFECTIVE
B2B MARKETING TOOL FOR B2B MARKETERS.

eBooks | NG 30%6

Case Studies

Infographics | I NEEE 5300

Webinar

Blogs | NN 5506

Mobile Apps | [N 29%
' 6820

63%

©66%

Videos

other | I 1196

B2C MARKETERS AGREE VIDEOS ARE HIGHLY EFFECTIVE. IF
YOU DON'T HAVE A VIDEO STRATEGY FOR 2015, IT'S TIME TO

CATCH UP!
e O

eBooks | I 1596
Case Studies | NG 32%
Infographics | [ NN /0%
Webinar | NN 3490
Blogs | NIEGIGINGGEEEEEEEEEE G0/
47%

Mobile Apps

Videos

other | [N 169%

*RESPONDENTS WERE ASKED TO CHOOSE ALL THAT APPLY.

‘ 139%0
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Question

n Do you have a marketing automation system in place?

Even given the crowded space, only less than
half of marketers (both B2B and B2C) have a
marketing automation system in place.

499%

Yes

:-3010/0

This is a rare instance where B2B leads the pack.

5500 = 650%

Yes
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Question

n Do you have a marketing automation system in place?
(cont.)

. 2

ONLY 38% OF THOSE THAT HAVE A MARKETING AUTOMATION

system EMPLOY ADVANCED TACTICS LIKE
PROGRESSIVE PROFILING.

38%

620%0

YET, THOSE THAT DO GO THE EXTRA MILE FIND PROGRESSIVE PROFILING EFFECTIVE.
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Question

n Do you have lead scoring in place?

6/% of B2B marketers use lead scoring
compared to 47% of B2Cs.

&

| r— )1 670/

B2C

YET, B2CS ARE
MORE CONFIDENT
IN THEIR ABILITY
TO GET IT RIGHT.
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Question

17 Do you believe your current lead scoring is useful and
effective?

3 out of 4 marketers believe in lead scoring.

68%

Yes

32%

. Y7€S4°Io

26%
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Question

n Do you use marketing personas?

.
B2B - l 5]0I0 ABOUT HALF OF

MARKETERS USE

4995 PERSONAS TO SHAPE

0 anp nearty 9090

e | @n51% | oo
4L9% EFFECTIVE.

Question

n Do you think marketing personas are effective?

&@ Marketing personas get a big
e thumbs up from both sides.
@n 900%

YES

[ 10%

B2B

@n 909

B2C

WO 10%
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Question

m Have you ever tried, or are you currently engaged in
account-based marketing?

f you haven't tried
account-based
marketing yet, it's time
to give it a whirl. Only
29% of B2Bs have
tried account-based
marketing, but 95%
of those who have
consider it effective.

29%

Yes

ZJ %o

Question

n Do you think account-based marketing is effective?

959,

Yes

5%
No
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The fourth annual Webmarketing123 State of Digital Webmarketing 1 | 2 |3
Marketing Survey was conducted in the winter

of 2014. Over 600 U.S. marketing professionals
completed the survey. All participants responded to
an email invitation, and answered questions using an
online survey tool.

For more information about the survey, please contact
marketingteam@webmarketing123.com.

ABOUT WEBMARKETING123

A two-time winner of Inc. 500/5000, the #9 Fastest
Growing Private Company in the Bay Area in 2012, and
a certified Google Partner, Webmarketing123 builds

digital marketing strategies that go beyond leads and Partner

SAN FRANCISCO

traffic to make a direct impact on revenue.

Spanning SEO, SEM, Website Design, and Content
Marketing, Webmarketing123 has served as a strategic
marketing partner to hundreds of enterprises

and fast-growing startups across a wide variety of
industries since 2004. Please visit
www.webmarketing123.com to learn more.
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