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Advertising Works
The Colouring Book: a collection of research case studies that add colour to advertising in B2B media   
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Why have we produced this book?

This report has one primary objective: to provide solid evidence to show that advertising leads to achieved marketing

objectives.

The report is divided into 2 parts, the first section provides a summary of supporting evidence published by external

sources about the role of B2B media. The second section details some specific case studies that are based around 3 key

client advertising objectives; new launches, building brand awareness and creating & changing perceptions.

All sources are listed on slide 12. Any additional detail of the research findings and case studies quoted in this report are

available on request.

RBI Research & UX Team

rbinsight@rbi.co.uk
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B2B websites: What do business professionals think of them?

69%

64%

61%

52%

45%

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 innovation ways 

to access information

Business websites provide 
more engaging content 

and advertising than other 
business information

Business websites allow 
me to interact/network 

with peers more ef ficiently

% of businesses decision makers agreeing that B2B 

websites are engaging and innovative

Â B2B websites provide a dynamic environment

for BDM (Business Decision Makers) to meet

work related information needs

Â 97% of business decision makers use B2B

websites for work and 74% use them at least

once a week

Â 93% of business decision makers have taken

an action as a result of visiting a B2B website

(e.g. followed a link to another website,

requested a quote)

Â 59% believe that they are the best source for

business news updates

Source : AOP B2B Digital Content Research 2008
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B2B websites: The key elements of engagement

B2B WEBSITE 

ENGAGEMENT

37% have increased their usage of B2B 

websites over the past 12 months

82% use at least one digital delivery 

mechanism for work e.g. email newsletters

61% of business decision makers use B2B 

websites at least 3 times a week

60% agree that they spend more time reading 

business information on the internet nowadays

71% have followed a link through to another 

website as a result of visiting a B2B website

Over half have requested further information / a 

quote or bookmarked a website for future use

61% agree B2B websites offer new and 

innovative ways to access information

52% agree that B2B websites provide more 

engaging content and advertising than other 

business information sources

Source : AOP B2B Digital Content Research 2008

43% agree that they are more likely to respond 

to advertising on a B2B website than other media

53% more likely to do business with a company 

if it has been advertised on a B2B website

B2B websites is the main media used for 

finding (61%) & sourcing suppliers (65%)

B2B websites is the main media used for 

comparing (63%) & purchasing products (58%)

60% agree that B2B websites provide 

information they cannot get elsewhere 

60% agree that B2B websites are an essential 

source of information in their work 

56% to inform business decisions

54% keeping up-to-date with sector news

48% to find business opportunities

40% to interact with people in their industry
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Â 39% of business decision makers read B2B

magazines for work

Â B2B magazines are used to research / inform

decisions and to find business opportunities

by one third of decision makers

Â 54% of business decision makers use B2B

magazines at some stage in making a

purchasing decision

Â 43% of business decision makers use

information / reviews from newspapers or

magazines as a source of information in the

purchasing decision making process

B2B magazines: What do business professionals think of them?

66%

43%

40%

39%

34%

Useful

Authoritative

Accessible

Trustworthy

Insightful

Attributes associated with B2B magazines

Source : AOP B2B Digital Content Research 2008
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67% read them within a few days

87% look through the entire magazine

79% pick up one or two times

Only 24% throw away after reading

Typical magazines is passed onto 5 others

76% have a lifespan beyond the owner

92% think there will always be a place for 

hardcopy business magazines

78%canôt imagine a time when they wonôt 

bother with hardcopy magazines

88% use them to keep up with the latest 

industry news 

71%say itôs important for their job to read 

business magazines

70% notice adverts in business magazines 79% read business magazines at their desk

55% read business magazines when they have 

a break at work

75% of those reading online b2b magazines 

still get enjoyment from hardcopy 

80% find business magazines interesting

66% enjoy receiving business magazines

B2B magazines: The key elements of engagement

Source : Royal Mail - B2B Publishing, The Value of Hard Copy

B2B MAGAZINE 

ENGAGEMENT
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55%

33%

21%

12%

12%

11%

10%

6%

Business websites

Business magazines

News websites

News magazines 

National newspapers

Regional newspapers

Television

Radio 

B2B websites and magazines complement each other

Â B2B websites and magazines are the top sources

of information for key business related activities

including informing purchase decisions, sourcing

sector news and conducting market analysis

Â 56% of business decision makers agree that B2B

websites and their magazine equivalents

complement each other

Â 74% agree that they trust a website more if it comes

from a source that they know of already (e.g.

business publication, industry body)

Â 62% agree that a website is an important part of a

publicationôsoffering

Media sources used to research / inform purchase decisions

Source : AOP B2B Digital Content Research 2008
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The importance of Marketing during a recession
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Advertising spend 

ñMarket leaders market their way through a recession; all other companies try to save their way through a recessionò
(Mike Ganey, Senior Vice Presidenrt. Howard, Merrell. Source: Marketing Leadership Council Report 2002)

Â Historical data shows that companies maintaining or 

increasing their marketing spend during a recession 

experienced higher sales than those who reduced 

marketing spend

Â Companies curtailing their marketing spend damage 

their profitability when the economy recovers, 

whereas companies maintaining or increasing their 

marketing spend gain a higher market share

Â During a recession the typical company will lose 

customers due to factors beyond its control, but 

maintaining marketing spend can grow market share 

by generating high levels of awareness amongst 

customers

UK market share change in first two years of recovery after 

recession compared to advertising spend during recession

Source: Marketing Leadership Council Report: 

Justifying Marketing Expenditures in a Down Economy 2002
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Marketing budget priorities

If you received a substantial increase (+20%) in your 

marketing budget, where would you spend it
A study amongst B2B marketing heads gave the 

following recommendations for investment priorities 

to help businesses survive economic downturns:

Â Upgrade your web experience ïcan customers find 

what they are looking for on your website? Does it tell 

them everything they need to know about you.? If not, 

you could be missing huge potential for sales.

Â Deepen customer knowledge ïit is much harder to 

recruit new buyers than to retain your current 

customers. The more you know about them the better 

you can develop retention strategies.

Â Focus on measurement technology ïmeasuring 

ROI becomes increasingly important when budgets 

are tight.  It is vital to understand the impact of a  

campaign, see examples in the 2nd half of this report.  

11
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9

8

7

7

6

6

5

4

4

Advertising, increasing awareness

Improving customer data

Generating more leads / spend on programs

Developing customer insight, intimacy

Company website

Upgrade marketing infrastructure

Establishing thought leadership

Product marketing / research

Industry-specific marketing

Building our international business

Increasing influence / PR

Source: Forrester , B2B CMO Investment Priorities 2008
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Independent research conducted by the AOP amongst 751 business decision makers weighted to represent all 

business decision makers in GB. The aim was to measure the use of digital content and other information sources in 

the B2B arena
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An independent report commissioned by The Royal Mail and conducted by Quadrangle based on 250 interviews 
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Produced in 2002 by the MLC, this report brings together findings from a number of sources on the effects of 

marketing spend  cuts and increases during a recession.

B2B CMO Investment Priorities for 2008

A report compiled by Forrester  based on interviews with 32 marketing  heads at B2B firms to learn how they 

expected to invest in 2008. Companies involved included Hewlett-Packard (HP), Motorola and Symantec.
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Advertising Case Studies
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How were the case studies collected?

ÅEach case study was collected using a quantitative survey amongst readers of the publication in

which the advertisement appeared.

ÅThe research was conducted in 2 stages. Stage I took place at the beginning of the campaign

(after the 1st insertion) and stage II took place at the end of the campaign.

ÅCase studies are divided into the following advertising objectives:

1. New Launch (to prove sales growth and brand awareness)

2. Building Brand Awareness (to prove increase in brand awareness)

3. Creating & Changing Perceptions (to measure the change in brand perception)
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New Launch

ñthe opportunity to tell the market about a 

new product or serviceò
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Case study 1: Background (new launch)

Advertiser: Villeroy & Boch

Product Advertised: La Scala tableware

Media Used: Caterer & Hotelkeeper magazine

Campaign details: 3 full page adverts

Advertising dates:  3 months (January-March)

Campaign objectives:

To build awareness of a new product, a range of china 

tableware called La Scala

Research Methodology:

100 interviews with hospitality decision makers:

- stage I took place after first advert (January)

- stage II took place after 3 adverts (April)


