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ABOUT
THE STUDY



REVENUE PROFILE
OF RESPONDENT
COMPANIES
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76,996

i

Revenue ($MILLION)

749

1

Average Revenue
per firm ($million)

Consumer Goods

Businesses who resell
to Consumers

Business to Business

Base: Total Respondents N= 207
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WHAT QUESTIONS
DID WE ASK?
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. Is there opportunity during a recession?
CWKEFEGQa GKS 2dzif 221 F2N o
. Is there alignment on the role of marketing?

. To what marketing strategies and tactics
are businesses turning?

. What is the role of ROI?
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President, IMI International






QUESTION:

PLEASE RATE THE FOLLOWING:
DURING AN ECONOMIC
DOWNTURN THERE IS

AN OPPORTUNITY TO

ACQUIRE NEW CUSTOMERS

OR INCREASE SHARE

Gauge



90% AGREE THERE
IS AN OPPORTUNITY

19,9%

e

Strongly Agree 51%
Somewhat Agree 39%
Somewhat Disagree 4%
Strongly Disagree 1%

Don’t Know 5%

Base: Total Respondents N= 207

Gaug



BOTH NCMOso0o & ANACEO:c

9

“CMOs” “CEOs”

Strongly Agree

Somewhat Agree

SomewhatIStrongly
Disagree

Base: Total Respondents N= 207

Gauge



QUESTION:

WHAT IS THE FOCUS

OF YOUR COMPANY OVER
THE NEXT 6 MONTHS?
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GROWING MARKET SHARE
IS A PRIORITY.

Base: Total Respondents N= 207
Growing Cutting

Market Market
Share Costs

Gaug






QUESTION:
1S YOUR MARKETING BUDGET
SUFFICIENT?

Gauge



EXECUTIVES AGREE THAT BUDGETS
ARE NOT SUFFICIENT.

4%
. Strongly Agree 14%
. Somewhat Agree 44%
. Somewhat Disagree 24%
. Strongly Disagree 14%
. Don’t Know 4%

Base: Total Respondents N= 207

Gaug:



NCMOso0o AND nCEOsO

Strongly Agree
“CMOs” “CEOs” Somewhat Agree

Somewhat/Strongly
Disagree

Base: Total Respondents N= 207

Gauge



QUESTION:
WHAT ARE YOU PLANNING
TO DO WITH YOUR MARKETING

SPEND IN 20097

Gauge



OUTLOOK FOR MARKETING
SPEND IS FLAT OR DOWN.

2%

|

4

. Decrease 30%
. Increase 14%
. Stay the Same 54%
. Don’t Know 2%

Base: Total Respondents N= 207

Gaug



NCMOso ARE LESS OPT

THAN NCEOsO

Base: Total Respondents N= 207
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QUESTION:

HOW BIG A ROLE SHOULD
MARKETING HAVE IN SETTING
THE BUSINESS OBJECTIVES?

Gauge



BOTH AGREE THAT MARKETING
SHOULD HAVE A MAJOR ROLE.

. “CMOs”
o

“CEOs”

Base: Total Respondents N= 207
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Major Role Minor Role No Role

at all

Gauge



QUESTION:

HOW WELL DO EACH OF YOUR
DEPARTMENTS UNDERSTAND
YOUR COMPANY®S BUSI
OBJECTIVES?

Gauge



OPPORTUNITY TO GET ALL OARS
PULLING IN THE SAME DIRECTION.

Marketing Strategic Finance Operations Human
Planning Resources

66%

52%

Gauge






QUESTION:

WHAT BEST DESCRIBES

THE FOCUS OF YOUR COMPANY
OVER THE NEXT SIX MONTHS?

Gauge



BRAND ACTIVATION VS. BRAND
EQUITY APPEARS TO BE
THE FOCUS

Q

Generating Sales
Through Brand Activation 55%

. Building Brand Equity 29%
. Other 16%

Base: Total Respondents N= 207

Gaug



QUESTION:

HOW DO YOU ATTRACT
CONSUMERS WHO ARE AWARE
OF YOUR BRAND BUT NOT
PURCHASING?

Gauge



ATTENTION IS ON PRICE
DISCOUNTING.
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Online Experiential Price Traditional TV
Discounting

45%
31%

25%
22%

Gauge



ATTENTION IS ON PRICE
DISCOUNTING.

Base: Total Respondents N= 207
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Placement Efforts
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WHAT IS THE ROLE
OF ROl MEASUREMENT?

Gauge



