
 

About AMR International
AMR International is a market-based strategy consultancy 

that specializes in media and publishing. AMR’s work for 

major public and private media groups encompasses strategy 

reviews, commercial due diligence (CDD), benchmarking, 

and performance improvement projects. We have also 

assisted numerous private equity investors in evaluating 

management buy-outs and other investments in media. AMR INTERNATIONAL

655 Third Avenue

Suite 2500-05

New York, NY 10017

 

Tel: (646) 465 5970

Fax: (646) 465 5988

Email:  info@amrinternational.com 

Web:  www.amrinternational.com/reports

Order form

To order your copy please visit  
www.amrinternational.com/reports/

Alternatively please complete the form below: 

 Name:

 Job title:

 Company:

 Address:

 Zip code:

 Country:  Tel:

 Email:

Preferred report format:
 Paper

 Paper and electronic

Please indicate which payment option you prefer:
 Invoice

   Please invoice me for $__________ 

 Check
   I enclose a check for $__________ made payable to  

‘AMR International Consulting Inc.’

 Credit / Debit Card
   I authorize you to take payment of $__________ from  

my credit / debit card
  MasterCard / Visa. Please circle card.  

Card No.
        
      

         Security Code (3 digit number on reverse of card)      

Expiration Date                 /                                  

 Name on card:

 Signature:

 Date:

Please return this form to:

Katalin Lugosi

AMR International Consulting Inc.

655 Third Avenue, Suite 2500-05

New York, NY 10017

Tel: (646) 465 5970 Fax: (646) 465 5988

Email:  katalin.lugosi@amrinternational.com

Pricing

Paper and electronic copy – $999

B2B online marketing in the United States:  
Assessment and forecast to 2013



The report

AMR International, the strategy consulting firm, is proud 

to present its strategic report on the future of online B2B 

marketing in the United States.

The post-recession resurgence in online advertising poses a 

challenge to media owners: What are the best strategies to 

capture online marketing dollars? AMR’s report drills down 

into the issues media owners face, using hard data from 

extensive primary research to support our findings.

This report examines:

• What strategies are needed to succeed as a B2B publisher?

•  How will B2B online marketing spending evolve over the 

next four years?

•  What share of B2B marketing budgets does online 

command compared to other marketing options?

•  Which online marketing options will be the winners in the 

fight for marketing dollars?

•  What is the B2B marketer’s mindset and what is their 

motivation? Does this differ when they move online?

•  Are B2B marketers satisfied with online? Do they perceive 

it as cost effective and / or measurable?

• Do B2B marketers measure ROI when advertising online?

•  Are marketers satisfied with their online marketing 

options? Which do they find effective – paid search, online 

publications, social media, lead generation websites or 

advertising networks?

What will this report tell you?

Based on in-depth interviews with marketers and media 

owners, analysis of proprietary survey data from over 1,000 

marketers, and AMR’s unique understanding of B2B media, 

this report will provide:

•  Insights into how media owners can best serve B2B 

marketers and generate revenue 

• Online B2B marketing budgets and forecasts

• Online B2B channel / product spending and forecasts

• Insight into B2B marketers’ mindsets, goals and needs

•  Budget forecasts for paid search, online publications, 

advertising networks, social media, lead generation 

websites, online directories and online marketing services

Key findings include:

•  Annual growth in US B2B online marketing spend is 

forecast at 8% in 2010 and is set to reach 14% by 2012

•  B2B advertising spend on social media and lead generation 

sites is forecast to grow at an annualized rate of 21% and 

17% respectively to 2013

•  Online accounted for 7% of the B2B marketing mix in 

2008. This is set to reach 12% by 2013

•  Two thirds of B2B marketers believe that online must be 

complemented by traditional marketing activities

•  Only 50% of B2B marketers formally analyze metrics to 

judge ROI – but those that do find online marketing more 

effective

Who will benefit from this report?

The report is for B2B media owners who are interested in 

learning what their customers really want from online and 

where they will spend their marketing budgets:

• Chairman / CEO

• SVP Strategy

• SVP Digital Media

This report will also be of benefit to digital marketing 

professionals in the B2B sphere, including B2B brand 

advertisers, portals and technology providers.
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