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As marketers it can seem like we’re under  
pressure to deliver more and better content,  

across channels with improved results. 

Being accountable matters more than ever.  
But what does good performance really look like?
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Please note, the research is pulled from multiple sources and at times paints  
a contradictory picture of what’s going on. As always, examine the evidence  

and make your own mind up.

Essential B2B Marketing Benchmarks

‘Proving ROI for marketing’ continues to be the top challenge faced by marketers;  
above securing budget, targeting content and controlling technology. We’re under  

increased pressure to ‘justify our place at the table’; 79% of C-suite execs agree that not  
measuring ROI makes it hard to justify investment in marketing budgets.

(Source: b2bmarketing.net)  

The worrying reality is that only 50% of B2B marketers formally measure the return  
on their online marketing investments and only 18% of us are confident in the accuracy  

of our measurement of ROI. 
(Source: Marketingprofs.com)

Whilst the most important thing for us is still understanding what it is our customers  
want and what the best way to reach them is, a need to be better accountable for our actions  

and budget is undeniable. 

We have more ways of measuring the efficacy of our efforts than ever before – crucial tools  
for justifying the increase in B2B marketing budgets.

This eBook collates the latest research in B2B marketing  
to give the essential industry benchmarks for various channels –  

from budgets, to traditional outbound activity through to the  
growingly popular content marketing.

http://www.b2bmarketing.net/knowledgebank/return-on-marketing-investment/features/b2b-leader-opinion-roi-essential-justify-futur
http://www.marketingprofs.com/charts/2011/4231/b2b-brands-score-with-online-marketing
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If you’ve only got time for the digested read, here’s what you need to know: 

Executive summary

[average] size of marketing 
budget as a % of company 

sales revenue

the difference between 
blogging  and non-blogging 

companies

of B2B buyer research   
is now conducted online of us are using  

 social media for B2B  
marketing in some form

you can still expect a 
response rate of

from  
direct 
 mail

from email
compared to only

the conversion rate you 
 can expect from a B2B 
 SlideShare

of us are measuring   
the impact of our  
social activities

of adults keep  
their phone within 

reach 24/7

of B2B marketers are 
now using content 

marketing – and 
finding that it delivers 

more leads than 
traditional  

marketing efforts

which might 
 explain why

reduction in  the 
popularity in the 

 last 9 years...

of emails are opened 
 on a smartphone

the increase in response 
rates you can expect from 
personalised direct mail

of  B2B marketing 
budgets are spent online

in 2013

Source: The CMO Survey.org, Feb 2013 and Feb 2014

Source: Nielsen.com
Source: TopRankMarketing.com

Source: Marketingprofs.com

Source: briefyourmarket.com

Source: marketingcharts.com

Source: marketingcharts.com

Source: adage.com Source: socialmediatoday.com

Source: adage.com

Source: dmnews.com
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A fter a tough 2013, marketing 
budgets are rebounding – showing 
growth regardless of organisation 

size. Though % spend is dependent on the 
size of the company and remains relatively 
small compared to revenue (especially in 
larger firms), we’re learning where to 
spend our pennies to achieve the greatest 
impact and largest ROI. 

(Source: CMO Survey, Forrester.com)

Marketing Budget by Firm Size and Sector

Marketing spending a percentage of  
company sales revenue

% Feb 2012 Feb 2013 Feb 2014

<$25m 11.8 11.1 12.7

$26m – 
$99m

9.0 6.0 12.6

$100m – 
$499m

14.7 8.6 6.5

$500m – 
$999m

1.7 3.5 6.6

$1b – $9.9b 2.8 5.5 9.7

>$10b 5.2 6.0 7.8

Average: 7.4 6.8 9.31

(Source: The CMO Survey.org, Feb 2013 and Feb 2014)

•  Firms with revenues <$100m are 
increasing their marketing spend

•  $100m - $499m continue to decrease  
their spend

•  Firms with revenues >$500m are 
increasing spending

•  In 2014 B2B marketing budgets are 
expected to rise by 9.31% on average

Marketing percentage of firm budget  
by sector

% Feb 2012 Feb 2013 Feb 2014

B2B  
Products

7.3 8.8 10.4

B2B  
Services

4.8 7.7 8.7

B2C  
Products

13.8 9.4 14.9

B2C  
Services

16.6 9.2 11.4

(Source: The CMO Survey.org, Feb 2013 and Feb 2014)

B2B operations are spending an ever 
increasing slice of their budget on 
marketing, in contrast to the uncertain 
allocation of B2C budgets over the past  
few years. B2B products have seen over  
3% growth in two years and B2B services 
spend has nearly doubled (4.8%-8.7%).

Who’s spending what, and where?  
B2B Budget Benchmarks

B2B budgets are catching up –  
but still have a way to go to match  

our B2C counterparts

http://www.cmosurvey.org/results/
http://blogs.forrester.com/laura_ramos/14-01-21-b2b_marketers_expect_bigger_2014_budgets_how_will_you_spend_it_wisely
http://www.cmosurvey.org/results/
http://www.cmosurvey.org/results/


2014 changes in digital and traditional spendor B2B buyers nearly 80% of the 
research phase is now conducted 
online - meaning there has never 

been a more important time to maximise 
your digital presence.

It’s no surprise that our digital spend is on 
the increase, with up to 27% of B2B 
marketing budgets spent across online, 
content, banner ads and email marketing.

(Source: dmnews.com, adage.com) 
 

F

How are we spending? 
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B2B Products

B2B Services

B2C Products

B2C Services 

0 2 4 6 8 10 12 14 16 18 20

%

(Source: The CMO Survey.org, Feb 2014)Change digital spend

Change traditional spend

http://www.dmnews.com/digital-commands-25-of-marketing-budgets/article/286160/
http://adage.com/article/btob/8-pillars-demand-generation-modern-b2b-marketers-a-holistic-approach-managing-demand-generation-operations/290738/
http://www.cmosurvey.org/results/


arketers in 2013 allocated 34%  
of their budget to inbound 
strategies, compared to 23% for 

outbound (like banners, DM, etc). Nearly 
half (48%) plan to increase their inbound 
spend in the next year.  

And the money is well spent; inbound is 
delivering on its ROI promises with 34%  
of all the leads generated in 2013 coming 
from inbound sources. A whopping 82%  
of regularly blogging marketers see a 
positive ROI for their inbound tactics. 

(Source: MarketingProfs.com)

Is your content marketing up to scratch?
As of 2014, 93% of B2B marketers are  
using content marketing. And given that  
it costs 62% less than traditional marketing 
and delivers 3 times as many leads begs  
the question: what are the other 7% of  
us doing?

We are using, on average, 12 different 
content marketing tactics. 87% of us are 
using social media (other than blogs),  
81% are writing articles, 80% are sending 
eNewsletters and 76% of us are regularly 
writing blogs. 

M

If you build it, they will come:  
Inbound Marketing Benchmarks
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Average and Best Practice Conversion Rates for Inbound Marketing

Lead Stage Average Conversion  
Rates (%)

Best Practice  
Conversion Rates (%)

Inquiry 4.4 9.3

Marketing Qualified Leads 66.0 85.0

Sales Accepted Leads 49.0 62.0

Sales Qualified Leads 20.0 29.0

Overall Lead to Revenue  
Conversion Rate

0.28 1.42

 
(Source: B2B Marketing Directions)

Jargon buster 

Inbound marketing 
We take inbound marketing to mean  

activities that bring visitors in, having  
earned their attention through interesting 

content and incentivised action.

Outbound marketing 
Where marketers initiate the  

conversation by sending a message  
out to their audience.

Content marketing 
A strategy used by inbound marketers,  
we take content marketing to mean the 

creation and distribution of content  
targeted to a clearly defined audience.

http://www.marketingprofs.com/assets/files/pdf/B2B_Research_2014_MProfs.pdf
http://b2bmarketingdirections.blogspot.co.uk/2013/08/an-inconvenient-truth-about-b2b-demand.html


Top 12 content  
marketing tactics
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B2B buyers’ top 5 most valued types  
of content are:
1.  Research reports and studies  

(valued by 65% of buyers)
2.  Technical spec sheets and data  

sheets (50%)
3.  Analyst intelligence and insight (46%)
4. White papers (35%)
5. Articles on trade publishing sites (30%

(Source: MarketingProfs.com)

The most effective of us are  
devoting 39% of our marketing  
budget to content marketing;  

the least effective of us only 16%.

Infographics

Webinars 

Online presentations 

White papers

Articles on other websites

Videos

Case studies 

In-person events

Blogs

eNewsletters

Articles on your website

Social media (other than blogs)

0 10 20 30 40 50 60 70 80 90 100

Ta
ct

ic

%

http://www.marketingprofs.com/assets/files/pdf/B2B_Research_2014_MProfs.pdf


Engagement measured by page views was 
highest via LinkedIn (2.48%), which was 
almost double that for Twitter (1.51%).
64% of social referrals to home pages come 
from LinkedIn, compared with 17% from 
Facebook and 14% from Twitter. 
(Source: ukmarketingnetwork.com)

When it comes to conversion rates 
however, there is an undisputed champ – 
SlideShare knocks the socks of the 
competition with a stunning 25.32% 
conversion rate.
(Source: socialmediatoday.com)

Conversion rates by social media 
platform

Platform Conversion rate (%)

Slideshare 25.32

YouTube 2.11

LinkedIn 1.90

Pinterest 1.42

Twitter 1.28

Facebook 1.08

(Source: socialmediatoday.com)

As with display ads, LinkedIn ads yield  
a low CTR – they say 0.02% is healthy.
(Source: marketingmojo.com)

41% of LinkedIn visits are via mobile, 88% 
of Facebook visits and 76% of Twitter visits 
are mobile.
(Source: tech crunch, dazeinfo.com, blufferapp.com)

But we’re still learning, as little under half 
of us (49.2%) measure the impact of social 
media on our businesses.

(Source: adage.com)

o, if for any reason it needed saying 
(we hope it doesn’t), social media for 
B2B is here to stay – 84% of us use it 

for marketing in some form and 59% of us 
are active for more than 6 hours a week.
(Source: hubspot.com) 

Best in class marketers generate about 
17.5% of their leads via social media, 
compared to about 5% for average 
performers.

Like and Share
1.5m business searches daily on YouTube, 
second only to Google for business 
searches.

YouTube reaches half of online UK small 
businesses – more than 7 times the reach  
of FT.com 
(Source: panovistamarketing.com)

LinkedIn is ranked as the most effective 
lead generation tool for B2B marketers 
with 65% having acquired a customer 
through it. 60% of marketers had  
acquired a customer through a company 
blog, 43% through Facebook and 40% 
through Twitter. 
(Source: marketingcharts.com)

Leads and Likes:  
Benchmarking your Social Media
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http://www.ukmarketingnetwork.co.uk/profiles/blogs/64-of-social-media-referrals-come-from-linkedin
http://www.socialmediatoday.com/content/slideshare-undisputed-heavyweight-champion-b2b-social-media-marketing
http://www.socialmediatoday.com/chadpollitt/2211521/slideshare-champion-b2b-social-media-marketing
http://www.marketing-mojo.com/blog/5-linkedin-ads-best-practices-for-the-b2b-market/
http://techcrunch.com/2014/02/25/linkedin-near-mobile-majority/
http://www.dazeinfo.com/2014/04/15/facebook-inc-fb-mobile-app-usage-instagram-pinterest-mobile-behaviour/
http://www.postplanner.com/what-new-twitter-profile-design-means-for-you/
adage.com/article/btob/duke-survey...impact-social-media/290066
http://www.hubspot.com/marketing-statistics
HTTP://panovistamarketing.com
http://www.marketingprofs.com/assets/files/pdf/B2B_Research_2014_MProfs.pdf


Speaking of B2C, let’s have a brief look at 
what we’re spending in B2B compared to 
our friends with a consumer focus:

Social Media spending as % of total marketing budget

% B2B Product B2B Services B2C Product B2C Services

Current social spend 6.9 7.2 7.7 8.9

Social spend next 12m 9.7 9.5 10.4 11.4

Social spend next 5 yrs 17.4 18.4 17.2 20.3

(Source: CMO survey.org Feb 2014)

Maybe we can take a lesson from the B2C 
guys here, their top 8 metrics (as used by 
CMOs) to measure their social media 
activities effectiveness are:

Site traffic 68%

Conversion 66%

Number of fans/members 63%

Number of positive  
customer mentions

63%

Number of contributors 50%

Revenue 50%

Number of page views 43%

Number of mentions 41%

(Source: infographicb2b.com)
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 With spending on social set to increase 
dramatically in the next 5 years, as 

marketers we’re going to be able to do 
more online. We’re also going to have to 

be more accountable and prove the 
effectiveness of our spending.

http://www.cmosurvey.org/results/
http://infographicb2b.com/wp-content/uploads/2013/03/the_roi_of_social_media_mdg_advertising_infographic.png


                      

Twitter Best Practice
•  Tweet 3-5 times a day
•  100 characters – allow space for RTs, 

hashtags and links
•  Maximum 2 hashtags
•  Know your keywords
•  Remember the rule of reciprocity –  

I follow you & you follow me, you follow 
me & I give you something

•  A 10-4-1 ratio is a good guideline for 
content. 10 links to external articles –  
4 company blogs/updates – one link  
to a landing page.

The average CTR for a link on Twitter  
is 1.6%, but by following these best practice 
recommendations you can improve on this.

Promoted Tweets in timelines that ask for  
a follow, on average, increase follows by 
258%. Follows increased by an average of 
86% when the same call to action is 
included in Promoted Tweets in search.

(Source: Twitter.com)

t’s important to track what works for 
you so that you can adjust your tactics, 
but here are some guidelines to help 

optimise your performance.

Social Media  
Best Practice 
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Tweets that ask people to download content 
along with a link increase URL clicks by an 
average of 13%. Tweets in search that also 
feature this CTA increase clicks by 11%  
on average. 

(Source: Publitek.com)

Accounts with 50-1000 followers generate, 
on average, a 6% CTR.

I

Account size

Accounts with >10,000 less than 0.5%.
Tuesday has the highest CTR (1.8%).  
Friday the lowest (just under 1.5%) 

(Source: BitRebels.com)

https://blog.Twitter.com/2013/tweet-tips-most-effective-calls-to-action-on-Twitter
http://www.publitek.com/news/best-practice-for-twitter-a-b2b-perspective/
http://www.bitrebels.com/social/twitter-marketing-click-ctr-infographic/


LinkedIn best practice
Most interesting LinkedIn content?

•  60% of members are interested in 
industry insights

•  53% are interested in company news
•  43% are interested in new products and 

services

(Source: LinkedIn.com)

Post at least 20 status updates to improve 
your reach by approx. 60% of your unique 
audience per month.

Best in class marketers are posting 3-4 
status updates a day, per audience.

The average status update reaches 20%  
of followers.

(Source: LinkedIn.com)

Busiest times on LinkedIn are 8am-12 
midday, Monday to Friday.

(Source: bufferapp.com)

Employees are 70% more likely to click, 
share and comment on a LinkedIn update 
than a typical user. So engage the people 
you work with!

(Source: LinkedIn.com)

Facebook best practice
Post 3-4 times a week to ensure maximum 
sharing. 

Photos get 53% more likes, 104% more 
comments and 84% more click-throughs 
[on links] than text-based posts.
(Source: kissmetrics.com)

Keep your posts short – below 250 
characters can get up to 60% more 
engagement and less than 80 characters  
up to 66% engagement.
(Source: Blufferapp.com)

Emoticons get a 33% higher share rate,  
a 33% higher comment rate and a 57% 
higher like rate.
(Source: leadgenix.com)

86% of posts are published Monday-Friday, 
with engagement peaking on Thursday and 
Friday – 18% higher. 

1pm is the optimum time for generating 
shares, whilst 3pm is the best time of the 
day to generate clicks.
(Source: bufferapp.com) 
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http://www.slideshare.net/LImarketingsolutions/linked-in-targetedstatusupdatesbestpractices
http://www.slideshare.net/LImarketingsolutions/linked-in-targetedstatusupdatesbestpractices
http://blog.bufferapp.com/7-vital-statistics-to-help-with-your-linkedin-marketing-strategy
http://www.slideshare.net/LImarketingsolutions/linked-in-targetedstatusupdatesbestpractices
http://blog.kissmetrics.com/guide-to-facebook-insights/
http://blog.bufferapp.com/7-facebook-stats-you-should-know-for-a-more-engaging-page
http://www.leadgenix.com/blog/social-media/business-facebook-and-emoticons-o-d/
http://blog.bufferapp.com/best-time-to-tweet-post-to-facebook-send-emails-publish-blogposts


YouTube best practice
Be sure to make your videos searchable by 
optimising their titles, descriptions and 
tags. With over 20 hours of videos uploaded 
to YouTube every second you need to make 
sure you can be found.

Update your content and videos regularly 
– don’t upload everything in one go!

Vary your content:

•  How to guides and advice
•  Case studies
•  Event coverage
•  Thought leadership
•  Demonstrations

Embed your videos on your website, in your 
blogs and other content – 23% of YouTube 
users watch videos outside of YouTube. 

Track your videos’ performance using 
YouTube Insight or Google Analytics.

(Source: Youtube Insights via SlideShare.net)

SlideShare best practice
45% of the presentations on SlideShare 
contain 10-30 slides.

The average is 24 words per slide.

The six most used tags on SlideShare are: 
business, statistics, social media, market, 
trends and research. 
(Source: forbes.com)

SlideShare saw 223% increase in mobile 
views in 2013. 
(Source: cmo.com)

Infographics receive 5 times as many  
likes as presentations and 21 times  
more than documents. Which indicates 
that good design is important to  
SlideShare consumers – a little effort  
can pay dividends. 

Be sure to include a clear CTA that aligns 
closely with the message of the slide deck. 
(Source: forbes.com)
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http://www.slideshare.net/fullscreen/ArtilleryMarketing/best-practices-for-youtube/1
http://www.forbes.com/sites/marketshare/2013/02/28/slideshare-the-quiet-giant-of-content-marketing/
http://www.cmo.com/articles/2014/3/10/mind_blowing_stats_slideshare.html
http://www.forbes.com/sites/marketshare/2013/02/28/slideshare-the-quiet-giant-of-content-marketing/


Response rates for 2013 are as follows:

Type Response rate (%)

Letter sized DM 3.4

Oversized mail 3.95

Postcards 2.47

Catalogues 4.26

 
Sending out a piece of direct mail using 
your own in house list garners on average  
a 3.52% response rate, however if it is a 
prospect list you are using you may want  
to set you sights slightly lower and expect 
1.6% to respond.

as DM had its day? Not on your 
nelly. Though response rates  
may have reduced by 25% over  

the past 9 years, letter sized DM actually 
outperforms email - 3.4% to 0.12% 
respectively.
(Source: marketingcharts.com)

Wait a minute Mr Postman:  
Benchmarking your Direct Mail
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Compared to other sectors, it’s only a small 
percentage of B2B marketers who are 
personalising their direct mail – 17% of us 
to be precise. That’s compared to a massive 
71% of insurance DM, 71% financial 
services, 34% in technology and 6% in 
retail.
(Source: directmarketingiq.com)

However, a little personalisation can go  
a long way. Although costs of production 
are roughly 2x as high you can expect 
response rates 3-10 x higher from prospects 
and clients.

And the higher the response rate, the better 
your potential ROI.

(Source: briefyourmarket.com)

H

http://www.marketingcharts.com/wp/traditional/direct-mail-tops-email-for-response-rates-costs-per-lead-similar-22395/
http://www.directmarketingiq.com/article/personalized-direct-mail-trends-insurance-financial-service-fundraising-more/1
http://news.briefyourmarket.com/Newsletters/Welcome-to-our-February-Newsletter1/Higher-Return-On-Investment-Direct-Mail-Marketing.aspx


% Open rate CTR COTR

B2B Sales 24.80 2.68 10.19

B2B Services 22.31 2.11 8.81

B2C Retail 23.66 3.57 13.98

General B2C  
Marketing

22.82 3.25 12.08

(Source: Smartinsights.com)

Across industries, the averages for UK SME 
email campaigns have held fairly steady in 
the past year.

% 2013 2014

Open rate 21.47 22.87

CTR 3.16 3.26

Unsub rate 0.53 0.47

CTOR 14.72 14.25

(Source: Smartinsights.com)

of organisations believe that email 
marketing is producing an ROI whilst  
32% believe that it will eventually  
produce an ROI. 

For B2B Sales, the 2014 report revealed that 
the CTR for email marketing was 2.68% 
compared to 2.11% for B2B Services, 3.57% 
for B2C Retail and 3.25% general B2C 
Marketing.

(Source: signupto.com) 

You’ve got mail:  
Benchmarking your Email Marketing 
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60%

Jargon buster 

Open rate 
The number of people who open or view  
an email. Calculated by emails opened  
divided by emails sent minus bounces,  

it is expressed as a %.

CTR 
‘Click through rate’ is the number of 

recipients who follow a link through to  
your landing page. Expressed as a %, it is 

calculated by dividing the number of click 
throughs by the number of messages opened.

Unsubscribe rate  
The number of email recipients requesting 

subscription. Expressed as a percentage  
of open rate.

CTOR 
‘Click to open rate’ is a measure of how 

effective your message is, calculated  
by dividing the number of unique clicks  

by the number of unique opens.

t’s easy to execute and cheap, so it is no 
surprise that B2B marketers love it. But 
does bludgeoning the addresses of your 

prospects and customers actually work?

I

http://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/
http://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/
http://www.signupto.com/email-marketing-benchmarks/email-benchmark-2014/


It’s important for us to look a little closer at 
this and find out what has been used to take 
action related to emails this past year:
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Mobile opens
Desktop opens
% Click to Open Mobile
% Click to Open Desktop

B2B

Finance

Retail

Healthcare 

Marketing
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(Source: yesmail.com)

How are B2B buyers  
interacting with emails?

How we read and interact with email 
is changing - more emails are opened 
than ever before on mobile devices. 

In retail and finance more emails are 
opened on mobile devices than 

desktop, and the dynamic is 
changing rapidly in other sectors. 
One constant across sectors is the 

higher click-to-open rate achieved on 
mobile devices.

http://www.fiercecmo.com/story/yesmail-interactive-nearly-half-b2b-emails-opened-mobile-device/2014-02-18


Email Best Practice
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What’s the best time of day  
to send email? 

Time of day:
•  10pm–6am: Everyone is asleep or 

watching Game of Thrones.
•  6am–10am: A good time for consumer 

marketing emails, but not so hot for B2B.
•  10am-noon: We’re either busy working  

or thinking about lunch.
•  Noon–2pm: News, newsletters, 

magazines are read and opened.
•  2–3pm: After lunch lots of people are 

pretending to work and ignoring emails.
•  3–5pm: A good time for property and 

financial emails – the ‘get your house in 
order’ emails to be sent.

•  5–7pm: Best time of the day for B2B.
•   7–10pm: Consumer promotions will get 

looked at after dinner

The best days for B2B emails to be sent 
are, in descending order:
1. Thursday
2. Friday
3. Tuesday – Wednesday – Saturday
4. Sunday
5. Monday

(Source: Bufferapp.com)

Length of email
Keep your subject under 70 characters long 
and remember the four U’s – think useful, 
unique, urgent and ultra-specific.  

it’s worth bearing in mind that on mobiles 
the subject line should be 40 characters 
long maximum. Take note, a good subject 
line will be reflected in your open rates.

Make sure your body copy:
•  Is personal
•  Highlights any prior connections 
•  Demonstrates a clear value proposition
•  Is brief and scannable
•  Highlights a single, clear call to 

action (CTA). 

Your CTA needs to be obvious, easy to 
identify, and readily understandable.  
And it’ll need to work without images.

Keep the email in the sub 50KB range.  
In Europe, the mean message size is  
22.2KB whilst the USA keeps it a little 
leaner at 17.3KB.

Keep in mind that 45.9% of B2B emails  
were opened on a mobile device in 2013 
when bringing all this stuff together in  
a beautiful email. 

(Source: Yesmail.com, elevationb2b.com,  
Silverpop.com)

http://blog.bufferapp.com/best-time-to-tweet-post-to-facebook-send-emails-publish-blogposts
http://www.yesmail.com/
http://www.elevationb2b.com/blog/2013-b2b-email-copy-best-practices
http://www.silverpop.com/blogs/email-marketing/click-to-open-rate-metric.html


By traffic
Organic search is still the most important 
driver of traffic to B2B websites – 
accounting for up to 40% of referrals. 
Google alone accounted for 36% of all 
referrals to B2B websites. 
(Source: forbes.com)

Paid search makes up a rather more 
modest, but still important, average of 4.7% 
of referrals to B2B sites.
(Source: ad-ology.com)

rganic and paid search remain  
key strategies for lead generation 
in B2B.

Organic search was responsible for 26.50% 
of leads whilst paid search generated 10.5% 
of leads to B2B websites.

According to one report, over 10% of B2B 
marketers have discontinued their paid 
search activities.
(Source:marketingprofs.com) 

The importance of being found:  
Paid and Organic Search Benchmarks
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O By leads and conversions
Paid search performs better when it comes 
to leads – accounting for 10.5% of B2B leads 
– whilst organic search accounts for 26.5% 
of leads. 

Paid search averages a conversion rate of 
1.96% against 1.45% for organic searches.

(Source: Optify via SlideShare.net)

http://www.marketingprofs.com/charts/2013/10026/b2b-benchmarks-top-tactics-for-driving-traffic-and-leads
http://www.ad-ology.com/b2b-smbs-to-rely-on-organic-search-email
http://www.marketingprofs.com/charts/2013/10026/b2b-benchmarks-top-tactics-for-driving-traffic-and-leads
http://www.slideshare.net/ScottValentine1/2012-b2b-markeng-benchmark-report


The average CTR for display ads are lowest 
in the UK and Australia (both at 0.07%) and 
highest in Malaysia (0.3%) and Singapore 
(0.19%) – averaging out at 0.11% globally. 

Large rectangle ads (336 x 280) pull the 
highest CTRs of between 0.21-0.33% and 
full banners (468x60) the lowest at 0.04%.
(Source: SmartInsights.com)

Who clicks the most?  
Benchmarking online ads
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The average rich media CTR is between  
2-3 times as high as standard banners;  
up to 0.34%. 
(Source: Adform.com)

If a rich media ad is opened in-app, its CTR 
leaps to 1.53%; and if it’s opened on the 
mobile web it is 1.12% - but that may just be 
our fat fingers when playing angry birds. 
(Source: econsultancy.com)

8% of internet users account for  
85% of display ad clicks.

(Source: hubspot.com)

enowned for their low CTR, display 
ads only gain 1 click per 1000 
impressions. Never the less, here 

are some vital stats for you to gauge the 
performance of your ads.

R

http://www.smartinsights.com/internet-advertising/internet-advertising-analytics/display-advertising-clickthrough-rates/
http://blog.adform.com/rich-media/is-rich-media-the-key-to-better-engagement/
https://econsultancy.com/blog/63119-rich-media-mobile-ads-are-four-times-as-effective-as-banner-ads-report%23i.1kn3idx51te0r1
blog.hubspot.com/marketing/horrifying-display-advertising-stats


The website that sits  
at the centre of it all
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Across all the B2B websites surveyed the 
conversion rate via all sources was 1.6%.

For email it was (2.89%), referrals (2.04%), 
paid search (1.96%), direct (1.65%), organic 
(1.45%) and social media (1.22%).  
(Source: b2binboundmarketer.com)

Over 3/4 of marketers (77%) say that 
content marketing has increased traffic  
to their website and 71% say that their 
ranking in organic search has improved 
through content marketing. 
(Source: hubspot.com) 

In case you need any more convincing  
that high quality, targeted content is very 
important; B2B companies with blogs 
generate, on average, 67% more leads per 
month than non-blogging companies. 
(Source: TopRankMarketing.com)

he top three sources of leads to B2B 
websites are direct (34%), organic 
search (26.5%) and referrals (12.5%) 

whilst the relative lead conversion rate 
between sources differs significantly  
with paid search and email contributing 
proportionally more leads than their 
relative share of traffic. 

T 41% of traffic driven to content sites comes 
from search, compared to 11% from social 
media – meaning great, relevant website 
content is key to driving traffic.
(Source: TopRankMarketing.com)

Another study showed an even greater 
disparity with search accounting for 40% 
of all traffic (Google alone picking up 36%) 
and social media for only 5%.
(Source: forbes.com)

http://www.b2binboundmarketer.com/inbound-marketing-blog/bid/263299/Optify-s-2012-B2B-Inbound-Marketing-Benchmark-Report
http://www.hubspot.com/marketing-statistics
http://www.slideshare.net/toprank/war-of-words-mythbusting-social-media-seo-content-marketing
http://www.slideshare.net/toprank/war-of-words-mythbusting-social-media-seo-content-marketing
http://www.forbes.com/fdc/welcome_mjx.shtml


B2B 24/7: 
Benchmarking your Mobile Marketing 
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In behavioural terms, a massive 45.9% of 
emails were opened on smartphones in 
2013 – demonstrating just how important 
mobile is to our marketing plans.  
(Source: yesmail.com)

82% of mobile media time is accounted  
for by apps and only 18% from browsers. 
(Source: Nielsen.com)

Mobile ads perform 4-5 times better  
than online ads in key metrics like  
brand favourability, awareness, and 
purchase intent. 
(Source: hubspot.com)

o, it’s probably fair to say that 
mobile isn’t a fad. 91% of adults have 
their phone within reach for 24 

hours of the day and the global mobile 
market will be worth $22bn in 2016. In the 
UK 53% of mobile phones are smartphones 
compared to 21% globally meaning  
massive potential for growth.
(Source: Nielsen.com)  

S And yet, 45% of marketers do not have 
a mobile optimised site. 

(Source: Adobe.com)

During the B2B buying process 48% of 
consumers start on search engines, 33%  
on branded websites and 26% start on 
branded apps. 
(Source: ThinkWithGoogle.com)

Mobile ads perform 4-5 times better  
than online ads in key metrics like  
brand favourability, awareness,  

and purchase intent.

http://www.fiercecmo.com/story/yesmail-interactive-nearly-half-b2b-emails-opened-mobile-device/2014-02-18
http://www.nielsen.com/us/en/insights/news/2010/led-by-facebook-twitter-global-time-spent-on-social-media-sites-up-82-year-over-year.html
http://www.hubspot.com/marketing-statistics
http://www.nielsen.com/us/en/insights/news/2010/led-by-facebook-twitter-global-time-spent-on-social-media-sites-up-82-year-over-year.html
http://success.adobe.com/en/na/programs/products/digitalmarketing/migration12/1208_21408_digital_marketing_optimization.html
http://www.thinkwithgoogle.com


B2B, Face-to-Face:  
Benchmarking your Event Marketing 
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Conferences and trade shows are allocated 
the highest budget and 72% of B2B 
marketers believe events still pack a punch. 
(Source: brightbull.co.uk)

of us business 
professional types 
say that face-to-face 

meetings are essential for the development 
and retention of long term relationships, 
and that 28% of current business would  
be lost without it.
(Source: hbr.org)

41.5% of marketers will boost their event 
budgets this year whilst the IDC 2012 CMO 
Tech Marketing Study revealed that, on 
average, event marketing constitutes a 
fifth of the marketing budget. 
(Source: idc.com)

95%

http://www.brightbull.co.uk/blog/%3FTag%3DMarketing%2BStatistics
http://www.hbr.org/hbr-analytic-service
http://www.idc.com/downloads/IDC-2012-Tech-Marketing-Barometer


Hey you, watch this! – 
Benchmarking your Webinars
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So a webinar can continue to generate 
substantial engagement long after it’s 
taken place. Speaking of which, 11am-3pm 
is the most popular time to host a webinar 
and Tuesday and Wednesday the most 
popular days.

Day %

Monday 9

Tuesday 30.8

Wednesday 25.6

Thursday 16.7

Friday 17.9

(Source: clickz.com)

47% of us are using B2B Webinars as part  
of our content marketing strategy. 

An average of 55% of registrant view the 
webinar recordings and 30-40% attend live. 

51% average registration conversion.

36% average attendance rate.

50% downloaded slides, if made available.

54% of attendees participated in polls.

(Source: Adobe.com)

B2B Webinar CTR %

Excellent 35-50

On target 25-33

Underperforming <25

Only 16% of B2B consumers preferred  
live webinars – 84% had no preference  
for watching live or a recording. 
(Source: clickz.com)

Indeed – it may be the case that you get 
more leads from the recording than the 
live webinar itself. Web conferencing 
company ReadyTalk reported a 10% drop  
in webinar attendance in 2013; but this was 
offset against generating 3-5 times the 
leads from the webinar recording. 

http://www.clickz.com/clickz/column/2272468/only-16-percent-of-b2b-consumers-prefer-live-webinars
http://blogs.adobe.com/adobeconnect/2014/05/a-content-marketers-guide-to-webinars.html
http://www.clickz.com/clickz/column/2272468/only-16-percent-of-b2b-consumers-prefer-live-webinars
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Keep housekeeping to a minimum – 30 
seconds of introductions maximum and 
then get to the content!

Plan an interaction every 5-7 minutes – 
keep the audience engaged and don’t allow 
more than 3 seconds of silence.

Interactive activities during webinars 
typically spike engagement anywhere 
from 60-80%. So include polls, open chats, 
feedback sessions, and group exercises – 
just be interesting and interactive.

Webinar CTRs

You ideally want to be aiming for a CTR  
of at least 25% with your B2B webinar; 
anything above 35% is excellent and 

anything under 25% is underperforming.

Divide your time between content delivery 
and interactive events – an engaging 
webinar might run off a 60% content  
to 40% interactivity ratio. 

Make sure you have a clear CTA in the 
webinar – online video hosting company 
Wistia reports a 20% conversion rate  
on videos with a direct CTA in the video 
content. 

(Source: clickz.com)

Webinar Best Practice

http://www.clickz.com/clickz/column/2272468/only-16-percent-of-b2b-consumers-prefer-live-webinars


Lets wrap this up
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So there we have it; some of the most important benchmarks and industry  
stats for you to use and abuse. We hope they’re helpful, and that you make  

good use of them. We hope you keep up the good work; making cool and  
engaging content, delivering excellent campaigns and really proving your  

value back to the business.

After all, it’s a pretty interesting time to be working in B2B.



What next? 
For campaigns that really perform, call or email us at:

+44 (0)20 3463 9447 and info@earnest-agency.com 

Earnest, who?
Earnest is a full service marketing agency combining  
game-changing strategy and creative to deliver real  
results for clients in the business-to-business space.

We specialise in helping brands stand out from the crowd; 
devising high performance marketing strategies; and 

developing campaigns that surprise, engage and perform  
in equal measure.

earnest-agency.com

@earnestagency

mailto:info%40earnest-agency.com?subject=
http://www.earnest-agency.com/
https://twitter.com/earnestagency

