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Srovnani cenikové hodnoty reklamniho prostoru v letech 2011 a 2012

Mediatyp 2011 Narast / Pokles
2012
()
TV 29 162 933 000 K¢ 30126 262 000 K¢ 3% ]
L 4
Tisk 19 507 934 000 K¢ 17 604 300000 K¢| -10%
()
Internet*® 4 168 781 000 K¢ 5436 436 000 K¢ 30% ]
) 4
OOH 4 107 591 000 K¢ 4 056 608 000 K¢ -1% ]
) 4
Radio™** 1122 994 000 K¢ 989 663 000 KC| -12%
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BUDOUCNOST 2010

b2k

L

TRADITIONAL DIGITAL
MARKETING METHODS MARKETING METHODS
(trade shows, magazines, direct mail, etc.) (social media, SEO, email marketing)

v
BREAKDOWN OF TRADITIONAL
MARKETING METHODS

(as a percentage of the total marketing budget)
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8 Z 10 KORPORACI DOPORUCUIJE DIGITAL

TOP 10 MOST EFFECTIVE MEDIA CHANNELS

SEARCH VISITING USING ONLINE PODCASTS, ONLINE SOCIAL MOBILE EVENTS, MAGAZINES,
ENGINES WEBSITES EMAIL CONTENT WEBCASTS VIDEO MEDIA TRADE SHOWS PUBLICATIONS

out of the top 10 most effective

b marketing channels are digital. g
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OCEKAVANI VS. NEDUVERA

45% M24% B 12%

Motatall Minimally Moderately Very Extremely
challenging challenging challenging challenging challenging
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CO DELAT?

Average Number of Tactics
B2B Marketers Use

Average: 12
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2013 B28 Content Marketing Benchmarks-Nerth America: CMI/MarketingPraofs



NASTROJE B2B VS B2C

luse the mllr:ming methods (o market my business [select all that
apply)?
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JAK SI STOJi B2B NA SOCIALNICH SITICH?

Do you use socual media to markel your business?
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Vic nez 56 % B2B marketéru
uvadi, ze ziskali nova obchodni

partnerstvi diky socialnim
meédiim.

V B2C jen 45 %.
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Percentage of B2B Marketers
Who Use Various Social Media Sites
to Distribute Content

12% Vimeo

10% Flickr
10%

10% StumbleUpon
8% Foursquare
7% Instagram

7% Tumblr

6% Quora W 2012 | 2011

L | | | | |
0 20 40 60 80 100

2013 B2B Content Marketing Benchmarks-North America: CMI/MarketingProfs
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0.80%

11.50%
40.00%

41.00%

W Direct ™ Organic W™ Referral ™Paid Search ™ Social Media ™Email ™ Other
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NEJDRIVE SE PTEJME ,,PROC?“ AZ POTOM , JAK?“

brand awareness

697

custormner acquisition

687%

lead generation

677%

customer retentiory/loyalty
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NA INTERNETU ROZHODUJE OBSAH
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VSECHNO SE DA DELAT SPATNE
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T ARKETER

“NEW MARKETING” is
"any marketing tactic
that relies on earning -0
r ! ﬁ
people’s interest 9 9
instead of buying it.” -~

4

J

Communication is
interactive and two-way.

Customers come to you:
e Via search engines,
referrals, social media

Marketer seeks to entertain
and/or educate.

INBOUND o

THE OUTBO
MARKETER "0

“OLD MARKETING" is
“any marketing that
pushes products or

services on customers.”

Communication is one-way,

Customers are sought out:
» Via print, TV, radio, banner
advertising, cold calls

Marketer provides little to
no added value.

Marketer rarely seeks to
entertain or educate.
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KDYZ NEVITE, KAM JDETE, NEDOJDETE TAM

Organizational Goals for
B2B Content Marketing

//,:’Brand awareness, customer acquisition,

Brand Awareness
e, and lead generation remain the top
B2B content marketing goals.

Lead Generation
Customer Retention/Loyalty p Compared with last year, more B2B marketers
Thought Leadership are using content marketing to achieve all of
= these goals, with one exception: Slightly fewer

Bage are using content marketing to generate sales.
Website Traffic >
Lead Management,/Nurturing
Sales

| ] | | | | | I |

2013 B28 Content Marketing Benchmuarks-Nerth Amernce: CM MarketingProfs
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o B2B Content Marketing Usage

(b Iact'c)
80 —
60 —
40 —
32%37%
ol
) 27% E
2 &
& -
- g =
20 = " = @ g
E t E 17,] Q ‘,Z‘.
= = A £ @ 3 = O
- w (=% b= = 3= N =
o e [} S g I~ g. 7 o) =
c - o < afl oo
=8 = O ) 2 o © &
- © S -l O o 2E-d<l= O
$ o E QL @ = v -§ (7} p— v
= [ (] =l = P < = [ @
2 6 2 i o = 21 5 F= B2 =
£ = &  © £ 4 8 K=l =
0 <T = [ Sl = o ail=l=15 D

2013 B2B Content Marketing Benchmarks-North America: CMI/MarketingProfs



Challenges that
B2B Content Marketers Face

asure Content Effectiveness
ledge, Training, and Resources
ration Across Marketing
in/Vision
g Trained Content Marketing Professionals
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2013 B28 Content Marketing Benchmorks-Nerth America: CMI/MarketingProfs
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SDILEJTE SVE
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HRAJTE SI



NECO NAVIC

nttp://socialmediab2b.com/
nttp://www.b2bsocialmediaguide.com/
nttp://www.socialmediaexaminer.com/
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http://socialmediab2b.com/
http://www.b2bsocialmediaguide.com/
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