Key Drivers

ROI | | | | | 6690
Audience reach | ‘ ‘ ‘ 45%
Audience knowledge | ‘ ‘ 36%
Audience composition | ‘ ‘ 26%
Integration opportunities | | ‘ 25%
Customized program operations | ‘ ‘ 24%
Ease of buying process | ‘ 22%
Data targeting | ‘ 22%
Ad sales customer service _ ] 11%
0% 1 C;% 2C;% 30% 40% 50%  60% 70%

Question: Please select the most important factors in determining the amount of money you spend with a media
company on marketing, agency, and communications services? Select up to three.
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Media Partner: Services Valued Most (1 of 2)

Lead generatian 38%

Frint ads (creative production) 32%

SEO (Search Engine Optirmization) 32%

Banner ads (creative production) 1%

E rrail marketing programs 31%

Promoting through social media 30%

Market research services 30%

Customw ebinars 28%

5B (Search Engine Marketing) 26%

Yieh marketing strategy developrment 23%

Customnew sletters 22%

Marketing strategy development 22%

Custorm online contentblons/microsites 21%

0% 5% 10% 15% 20% 25% 30% 35% 40%

Question: Which of the following marketing. communications, or typical agency services do you find provide the
greatest value when offered by a media company? Check all that apply.
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Satisfaction with Media Partner ROI
Metrics

60% 55%

50%

40%

30% K
21%

20% 16%

10% 4% —&* 4%

Do/b T T T T
Least Most satisfied
satisfied

Question: How would you rate your satisfaction with the ROl metrics provided by b-to-b media
companies? Please rate on a scale of 1to 5 where 1 is least satisfied and 5 is most satisfied.
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