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B-TO-B MARKETING

SOURCE: B2B MAGAZINE: 2014 MARKETING OUTLOOK. N=364

MOBILE, CONTENT NEW
FOCUS FOR B-TO-B IN ’14
Annual BtoB Marketing Outlook Survey notes 
shift to digital platforms, events, sponsorship

As new media channels such as social and mobile
give marketers more ways to reach their target audi-
ences, b-to-b marketers are shifting greater portions
of their budgets to digital, according to  Advertising
Age’s 2014 BtoB Outlook: Marketing Priorities and
Plans survey.

The biggest boost will be seen in digital spending,
with 79.9% of b-to-b marketers planning to increase
that spending next year, up from 67.0% last year. 

That increase will result in a greater portion of
budgets going to digital. This year, 38.7% of b-to-b mar-
keters said they will spend 30.0% or more of their
marketing budgets on digital, up from 30.0% last year.
Content and mobile marketing move into the fore-
front, with most marketers planning to invest more of
their energy and resources on both this year. 

Tellabs, with a slightly reduced overall budget this
year, is a good example of these trends. “Our 2014
budget continues to emphasize content, digital media
and events. We plan to rebuild our website in 2014.
We’ll add responsive design to make the site even
friendlier to smartphones. We’ll build a broader con-
tent-management system to make all our web content
easier to freshen up. And we’ll intensify our focus on
website conversions in order to strengthen overall
demand generation results,” said George Stenitzer,
VP-communications, Tellabs.

By Kate Maddox —
adageeditor@adage.com
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MARKETING BUDGET 
52.5% of b-to-b marketers plan to increase their total
marketing budgets in 2014, up from 48.7% in 2013.

CONTENT MARKETING
B-to-b marketers are embracing content marketing
strategies, especially for mobile and social platforms.

DIGITAL SPENDING
What percentage of your marketing budget will be
spent on digital in 2014?

MOBILE ADVERTISING
In 2013, just 21% of respondents cited mobile as a
priority. This year is a different story.

47%

61.3% SAY NO38.7% SAY YES

Still lots of room for learning on this platform, with most
marketers currently not using it. 

Do you currently use mobile as part of your 
marketing strategy?

By how much will your budget increase
in 2014?

Planned marketing budget changes, 2011-2014:
Will next year’s marketing budget be up, down or flat?

52.7% SAY NO47.3% SAY YES

Of those using mobile, nearly half are using apps, a
significant jump from 2013’s 21% using apps.

Do you currently use apps as part of your
mobile strategy?

SSAAYY IITT’’SS EEXXTTRREEMMEELLYY
IIMMPPOORRTTAANNTT TO THEIR

ORGANIZATIONS TO HAVE
ADVERTISING ON MOBILE

PLATFORMS IN 2014

61%
OF B-TO-B MARKETERS SAY 

THEY WILL  SPEND MORE THAN 25% OF THEIR
2014 BUDGET ON DIGITAL PLATFORMS

10%
of b-to-b marketers surveyed say 

they will spend 75% to 100% of their 2014
on digital platforms

And a majority say that content-marketing campaigns 
will be their priority this year.

Do you use content marketing as part of your 
go-to-market strategy?

A majority of b-to-b marketers are investing
more in content-marketing campaigns. 

In 2014, content marketing will be...

What are your staffing plans for 2014?

73.7% 
SAY YES

26.2% 
SAY NO

75.1% 
SAY UP

23.6%
SAY FLAT

1.3%
SAY DOWN

On which platforms do you plan to deploy 
content marketing in 2014? 
(Select all that apply.)
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Just 36.4% of
marketers
said they plan
to increase
marketing
budgets by
more than
10%. In 2013,
53% planned
budget
increases
over 10%.

Slightly
more
respondents
(5.2%) say
they will
decrease
staff in 2014
than the 3%
that said
they would
in 2013. 
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MEDIA SPENDING
Four out of five respondents plan to increase digital spending this year, a 13% increase over the number of respondents who said they would in 2013.
Spending on traditional media - print, outdoor, radio, TV — will remain essentially flat. Direct mail spending will also be flat, but telemarketing was cited by
4.3% more respondents this year as getting a budget increase, and 7.2% more respondents this year said they plan to increase spending on events.
(Respondents were asked: “For the following media, which of these platforms do you plan to increase spending next year?”)

ONLINE SPENDING
Evidence of content marketing’s new emphasis is the 9.4% increase in respondents who say they will increase their budget for webcasts and webinars. Video,
mobile, and sponsorships also will get increases. Banners, perhaps as a way to drive viewers to created content, are also up. (Respondents were asked: “For the
following online platforms, which of these do you plan to increase spending next year?)
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“We will probably hold
steady or reduce some
traditional media. We
always use TV; our
television is focused on
financial cable around the
world. Airports we will
continue to use, regardless
of the circumstances—it’s
the place we keep our face
the most fresh and it
indexes so well against our
customers. We will
increase our digital
presence in all the things
we do. We will also spend
more on recruiting
marketing talent next
year.”

KATHY 
BUTTON BELL
VP-CMO, Emerson
Electric Co.

“Customers increasingly
conduct research using
mobile devices and tablets.
We need to adapt our
content-delivery strategy
to this changing behavior.
We will begin to do this in
two main ways. First, we
will ensure mobile
friendliness of our content
through responsive design
of our content platforms.
Secondly, we will make our
streaming content
available on the third-
party apps and readers our
customers use every day on
their mobile
devices.”

RISHI DAVE
Executive director-
business digital 
marketing, Dell 

SOURCE: 2014 MARKETING OUTLOOK, NOVEMBER/DECEMBER 2013. N=364


