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1o understand the
evolving landscape
and opportunity in BZB,
we surveyed BZB leaders
in eight countries.

These countries represent core
BZB growth markets with a
vibrant LinkedIn member base.
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Research Methodology
lpsos recruited a sample of 1,954 B2B Leaders from various industries.
Participants took a 15-minute device agnostic survey on mobile or desktop.

Survey development drew from existing lpsos expertise as well as findings from LinkedIn research. The focus of the survey was
. challenges being faced by senior-level B2B marketers globally. The large sample size allows for confident projection of results and

O U r p e rS p e Ctive - S analysis of subgroups of the target audience.

. We also did an analysis of 1,000 B2B Brands to understand how B2B companies are faring in this environment. \We used our B2B Index,
b O C ke d by d O 'tO 1 rO m a new LinkedIn metric that measures eftective brand building, to identify the 1,000 B2B companies we could analyze in aggregate to

determine BZB trends on LinkedIn.

Data Collection Timeline

. . . March 24 to May 9, 2023
Primary quantitative research was

conducted by lpsos via a device-agnostic

online survey, designed with each market Quadlifying Criteria
- i i : d B2B Marketing Leaders and CFOs at B2B organizations working in Advertising, Marketing & Communications, General Management,
1N ﬂd. L] A ked | A ]ﬂterng] dOtO prOV]ded Client Services/Account Management, Sales, Finance, Analytics/Data roles at small (10-49 employees) n=231, medium (50-499 employees)

CH.J[].CC]] COHJ[eXJ[ Qﬂd Uﬂdergtgﬂdiﬂg J[Q n=806, and large (500+ employees) n=91/ enterprises.
losos guantitative findings.

Respondent Profile

* Regions: North America (n=350), LATAM (n=200), EMEA (n=904), APAC (n=500)

* Job title: C-suite, including CMOs and CFOs (n=/51), Senior manager/Director/\V/P/President (n=1,203)

* |ndustries: Financial services (n=346), Tech (n=443), Agency (n=400), Health (n=226), Education (n=259), Professional services (n=283)
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Analytical Groups and Total Sample Breakdown

Our results analyze the responses of three key groups: BZB leaders, BZB marketing leaders and C-suite executives.

Vientions of B2B leaders reter to the full sample of respondents (CMOs, CFOs and senior marketers).

Vientions of B2B marketing leaders refer to CMOs and senior marketers, which represent 81% of the total sample.

Vientions of C-suite refer to CMOs and CFOs, which represents 88% of the total sample.

Totdl 1,954 9% 1,203 627 9% 1,577 81% 587%
U.S. 350 o0 14% 200 /1% o0 14% 300 36% 100 29%
UK 501 ol 15% 200 /1% o0 14% 301 36% 101 297%
France 277 46 17% 1/8 64% 05 19% 224 81% 99 367
Germany 276 o7 19% 174 63% o0 18% 226 82% 102 37 %
Singapore 150 29 19% 88 9% 33 227 117 /8% 62 41%
Australia 150 46 317% 62 41% 42 28% 108 /2% 38 59%
India 200 o0 207% 100 007% o0 207% 150 /0% 100 007%
Brazil 200 o0 207% 101 01% 49 207 1ol /6% 99 007%
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Key Findings

In helping their companies tlourish

in such a difficult environment, BZB
marketing leaders face a tough road
ahead. But they are resilient and up to
the challenge. During the past few years,
BB marketing leaders have found new
ways to drive influence, impact and
growth across their organizations.

1. Base size: n=1954
BUDGETCHANGEFUTURE: How do you predict your (top client’s) company’s B2B
marketing budget will change one year from now?

2. Base size: Total (n=1954); APAC (n=500)
OUTLOOK: Which of the following best describes how you feel about the likelihood of
whether your marketing team'’s efforts will drive business revenue in the next year?
BUDGETCHANGEPAST: How would you describe the change in your [top client's]

company's B2B marketing budget compared to one year ago?

3. Base size: LATAM (n=99)
CMOROLECHANGE: In which of the following ways has your/the CMO's role changed in
the last two years?
CMOATTITUDES: Please indicate how much you agree or disagree with each of the
following statements.

4. Base size: n=1577
BRANDIMPORT: When thinking about your brand-building efforts, please indicate how
much you agree/disagree with the following statements.

BZB marketing budgets are up, a finding that's largely
consistent worldwide.

While some minimal differences exist, B2B leaders across regions expect budgets and spending
to increase in the coming years.

B32B leaders are hopetul about driving revenue in the tuture,
oarticularly in APAC.

Around half of B2B leaders say they are optimistic they will be able to drive revenue in the
coming year. B2B leaders in the APAC region are especially optimistic about the future and are
excited about emerging technologies as well as additions to existing B2B marketing tools. This
optimism may be fueled by increasing budgets, which are higher in APAC than in other regions.

LATAM illustrates how CMOs worldwide are rising in influence.

Between the expanding role of the CMO in business intelligence decision-making and the
intentional skill-building to demonstrate the impact of brand building, B2B CMOs in LATAM are
poised to be at the forefront of technology adoption and preparedness for future challenges.

B2B organizations across the globe are recognizing the
importance of brand. Especially in APAC and NAMER.

Globally, roughly 6 in 10 B2B marketing leaders say their C-suite has increased the
importance of brand building given economic conditions. Additionally, B2B marketing leaders
are reporting increased spending on growing brand awareness.
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Key Findings

In helping their companies tlourish

in such a difficult environment, BZ2B
marketing leaders face a tough road
ahead. But they are resilient and up to

the challenge. During the past few years,

BB marketing leaders have found new
ways to drive influence, impact and
growth across their organizations.

0. Base size: n=/51
SELFSKILLIMPORT: In your opinion, which of the following skills are most important for
you in your current role?

6. Base size: NAMER (n=350)
BUDGETALLOCATION: Please rank the following objectives in order of how much of
your [top client's] B2B marketing budget is allocated to each, with 1 being the largest
portion of the budget and 4 being the smallest

/. Base size: NAMER (n=127)
AIUSES: Thinking about the various uses of generative Al for B2B marketing, which, is
your [top client's] business currently using?
Base size: APAC (n=375)
AIUSESFUTURE: Which, if any, of the following would your top client/you consider using
generative Al for in the next year?

8. Base size: EMEA (n=749)
TOPCHANNEL: In your opinion, which channel is most effective at meeting your [top

client’s] needs?
Base size: EMEA (n=7/51)
SOCIALPLATFORM: Which of the following social media platforms have your top

client/you used for B2B marketing in the past year?

9. Base size: NAMER (n=245)
DEIIMPORTWHY: Please select any of the following reasons why DEl is very/somewhat
important to you.

BZB marketing leaders are using creative skills to succeed in EMEA.

B2B marketing leaders in EMEA have an entrepreneurial mindset and are focused on upskilling.
Almost 7 in 10 marketers say creative strategy and execution is the top skill required for their roles.

B2B leaders in NAMER are tfocused on a full funnel approach in an
uncertain environment.

While B2B leaders cite lead generation and generating new business as top areas of budget
allocation and spending, they also plan to prioritize branding and demand generation.

BZB leaders in NAMER and APAC are focused on integrating

generative Al into their marketing toolkits.

B2B leaders in NAMER report the highest usage of Al to gain a competitive advantage
(43%) compared to other regions. Meanwhile, 1 in 3 B2B marketing leaders in APAC plan
to integrate generative Al in the marketing mix in the near future.

BZB marketing leaders in EMEA are focused on making
connections with thought leadership content and video.

Thought leadership is the top marketing tactic in EMEA in conjunction with LinkedIn usage,
significantly higher than in any other region. What's more, marketers in EMEA plan on boosting
video use in the next year

DEI and accessibility is top of mind for BZB leaders in NAMER.

Almost 7 in 10 B2B leaders say DEI provides greater perspective for better decision-
making, significantly more than other regions.
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Amid uncertainty, optimism

Budgets are up A——
worldwide and B2B ﬁr b, &
leaders are feeling — | — =
optimistic about their > |
ability to drive

E

revenue for their
companies.
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378 Leaderboard:
Top Global Brands

Leveraging Linkedln's B2B Index, The BZB Leaderboard
identifies a distinct cohort of B2B companies worldwide
that excel at brand building.

By examining factors such as creativity, distribution

and investment, we generate a composite score for every
organization in the BZ2B Index. This allows us to build a
comprehensive and comparable assessment of effective
BB brand building for companies within the same
industry.

Not just one, but four regional lists (APAC, EMEA,
LATAM-Brazil, NAMER) complement a singular
global index, underscoring these brands’ diverse
and widespread intluence.
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Global B2B Budget Changes

027

45%

247

217

15%

8%
4% o,
-

Increase 20+% Increase 1-24% Stay the same Decrease 1-24% Decrease 20+%

14% 1o%

m L ost Year! m Next Year?

1. Base size: n=1954
BUDGETCHANGEPAST: How would you describe the change in your company’s / your top client’s B2B marketing budget compared to one year ago?

2. Base size: n=1954
BUDGETCHANGEFUTURE: How do you predict your company’s / your top client’'s B2B marketing budget will change one year from now?

[
Research conducted by lpsos, March 2023 to May 2023. Llnked m ‘ E




" The best revenue generating

campaigns are also Over 61in 10 BZB marketing
those that are the most leaders say their companies
unconventional. When nave increased spending on
we've run some tests that growing brand awareness.”?

COL‘H.d hC’]Ve been seen o Globally, 997% ot BZB marketing leaders say their
as ﬂSky , the perfOrmci nce C-suite has increased the importance of brand

wWas Usugﬂy better thdn fOr building given economic conditions.
COnventioncﬂ cam pGlg ns."l * Asignificantly higher percentage ot CFOs believe

their company has the right creative skills on their
marketing team to support brand building efforts,

compared to CMOs (/9% vs 68%).

Director, UK

1. Base size: n=1/35
CSUITEOE: What is the one thing you would like your (top client’s) C-suite to know about what your team brings to the table?

2. Base size: Total (n=1577); CFO (n=377); CMO (n=374)
BRANDIMPORT: When thinking about your brand-building efforts, please indicate how much you agree/disagree with the following statements.

[
Research conducted by Ipsos, March 2023 to May 2023. Llnked m ‘ @



But despite BZB marketing
organizations broad support
and understanding of brano
building efforts, BZB marketing

campaigns still favor product

oromotion over brand building.

Base size: n=157/
CAMPAIGNSTYPE: Of the campaigns your top client runs/you run, which of the following are more common?

Research conducted by Ipsos, March 2023 to May 2023.

9!

6276

Product Promotion

‘\ﬁ !
577

Brand Building
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95-5 Rule: Future customers
e source of your future

are tr

cash

flows

Considering the 90-0 rule, which posits that
95% of B2B buyers are out-ot-market and
won't be in the market tor months — or
even years, this is not an ideal balance.

To be remembered in a buying situation,

oefore they enter the market.

orospects must see your advertising long

This means that advertising to the 99% of
out-market buyers — people who won't

buy today but are likely to buy in t
— is critical.

ne future
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Follow the 95-5 Rule to Grow

Current Buyers Future Buyers

“In Market” “Out Market”

D76

| s s s s

Invest in lead-generation efforts targeting the 0% of people

who are “in-market” today, but don't forget to invest tar more
heavily in reaching the entire category with brand advertising that
resonates with future buyers, thus generating future cash flows.

Linked @ | 8



“There is no [failsatfe]
for weathering an economic
downturn in demand
generation. Rather, teams
need to work to optimize
everything — often in
small ways.™

Senior Manager, Tech, U.S.

1. Base size: n=1/35
CSUITEOE: What is the one thing you would like your (top client’s) C-suite to know about what your team brings to the table?

2. Base size: n=1954

he Top Trends Shaping Global
BB Budget Allocation and Speno

BB leaders are looking at-the full funnel in their prospecting
efforts to ensure success.

o Although Lead Generation (86%) receives the highest share
of BZB budget allocation, BZ2B leaders are also allocating
budget to Brand Building (30%) and Demand Generation
(20%).

o QOverdll, 7in 10 B2B leaders say their budget is tocused on
generating new business.’

* [ech sector (85%) more likely than Agencies (/2%),

Financial Services (70%), Professional Services (68%),
Health (6/%) or Education (69%) to allocate budget to
generating new business.

BUDGETALLOCATION: Please rank the following objectives in order of how much of your (top client’s) B2B marketing budget is allocated to each, with 1 being the largest portion of the budget and 4 being the smallest.

3. Base size: Total (n=1954); Tech (n=443); Education (n=259); Financial Services (n=346); Health (n=226); Professional Services (n=283) Agency (n=400)

BUDGETALLOCATIONCU.S.TOMER: Now, please rank the following types of business in order of how much of your (top client’s) B2B marketing budget is allocated to each, with 1 being the largest portion of the budget and 2 being the smallest.

Research conducted by lpsos, March 2023 to May 2023.
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Asia Pacitic
Neleliilelal:
The BZB Leaders in the APAC

region are optimistic about the
future and are excited about
Upcoming technologies and
additions to existing BZ2B
marketing tools.




3/B Leaderboaro

Top Brands in Asia Pacific

Leveraging Linkedln's B2B Index, The BZB Leaderboard
identifies a distinct cohort of B2B companies worldwide

that excel at brand building.

By examining factors such as creativity, o

istribution

and investment, we generate a composite score

for every organization in the B2B Index. T

Nis allows us

to build a comprehensive and comparable
assessment of effective BZB brand building for

companies within the same industry.

Not just one, but tour regional lists (APAC

, EMEA,

LATAM-Brazil, NAMER) complement a singular

global index, underscoring these brands’
and widespread intluence.

diverse

Lenovo

mahincra

NTTDdATa

' TikTok for Business

Linked [ | 9
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VWhile expectations around increasing budgets exist across all
regions, they are significantly higher in APAC.

B2B Budget Increases Next Year - Regiondl

APAC
NAMER
— W
‘ | ATAM 65%
64%

Base size: APAC (n=500); NA (n=350); LATAM (n=200); EMEA (n=904)
BUDGETCHANGEPAST: How would you describe the change in your [top client's] company's B2B marketing budget compared to one year ago? L. k d m ‘ a
Research conducted by lpsos, March 2023 to May 2023. Inke

74%

667




32B Marketing Leaders in APAC say new tech adoption
is one of the most important current skills for their marketing team.

&

B2B Budget Increases Next Year — Regionadl

APAC

03%

EMEA 45%

LATAM 427

NAMER

59%

Base size: APAC (n=375); NA (n=300); LATAM (n=151); EMEA (n=751)
TEAMSKILLIMPORT: In your opinion, which of the following skills are most important for members of your team who report to you/members of the B2B marketing team? L' k d
inked D | 19

Research conducted by lpsos, March 2023 to May 2023.
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Many BZB marketing organizations in APAC
are thinking about leveraging Al applications.

1in 3 B2B marketing
leaders in APAC are
interested in integrating
(Generative Al into their

marketing mix in the future.

Linked [ | 9



Ot B2B marketing leaders in APAC
say they are likely to use or continue

using generative Al to promote
business when Al-driven advertising
opportunities become available.!

There's excitement
around and eagerness
to embrace the

technology in APAC.

Ot B2B marketing leaders in APAC
claim they have a good understanding

of how to promote business using
generative Al in marketing
campaigns.?

6/ 7

1. Base Size n=1577
AICONSIDER: How likely are you to continue/consider using generative Al to promote your/ your top client’s business when advertising opportunities become available that utilize the technology?

2. Base Size n=1577
AIUNDERSTAND: How would you describe your level of understanding of how to promote your/ your top client’s business using generative Al in marketing campaigns? L. k d
inked ) | BB

Research conducted by lpsos, March 2023 to May 2023.



O

In APAC, BZB organizations

so consider employee

advocacy and Share of Voice
as important indicators of brand

health.

Base s

Employee advocacy is a significantly
stronger measure of brand health in APAC
than other regions (28%, vs 18% in NA, 217%
in LATAM, and 16% in EMEA).

Share of Voice is a significantly more
important tool for brand measurement in

APAC than other regions (45%, vs 2/7% in
NA, 21% in LATAM, and 34% in EMEA).

ize: Total (n=1577); APAC (n=375); NA (n=300); LATAM (n=151); EMEA (n=/51)

BRANDMEASURE: How does your top client/do you measure brand health?

Resea

rch conducted by Ipsos, March 2023 to May 2023.

M f *“ ’ if

BrZ?'::IUIiIeesccl)th APAC EMEA LATAM NAMER Globadl

cocta 46% 33% 36% 38%  37%

1stening

Share of o o o o o

v 45% 34% 1% 7%  34%
ol1ce

Employee 28% 16% 21% 18% 20%

advocacy
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- urope, Midadle
- ast & Africo
Neleliilelal:

BB marketing leaders in EMEA have

an entrepreneurial mindset and are
focused on upskilling. They are more
inclined to consume thought leadership
content and utilize professional
networking platforms such as

LinkedIn — signiticantly more than

BZB leaders in other regions.




83/B Leaderboard
Top Brands in Europe,
Middle East & Africa

Leveraging Linkedln's B2B Index, The BZB Leaderboard
identifies a distinct cohort of B2B companies worldwide

that excel at brand building.

By examining factors such as creativity, distribution
and investment, we generate a composite score

for every organization in the BZB Index. This allows us
to build a comprehensive and comparable
assessment of effective BB brand building for
companies within the same industry.

Not just one, but four regional lists (APAC, EMEA,
LATAM-Brazil, NAMER) complement a singular
global index, underscoring these brands’ diverse
and widespread influence.

orange’

Schyiider

SIEMENS
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BB marketers in EMEA

use video to connect
with audiences.

\ideo stands out as one of the

highest intended usage channels
according to almost 2 in 3 BZB
Marketing Leaders, signiticantly
more compared to other regions.

Base size: EMEA (n=751)
CHANNELS: What B2B marketing techniques (does your top client / do you) plan to use in the next year?

Research conducted by lpsos, March 2023 to May 2023.

Marketing Techniques Planned to be Used in the Next Year

In-person events

Thought Leadership Content

Display Ads

Digital Events

Hybrid Events

Influencer Marketing

Podcasts

Online Communities

Generative Al

41%

59%

S/%

567%

24%

61%
61%
49%
49%
Linked | [N



1 hought leadership
content 1s the top
Marketing tactic in

- MEA in conjunction
with high LinkedIn usage.

Around 1in 4 BZB Marketing leaders in

EMEA say thought leadership content
is the Top Channel for meeting
marketing needs, significantly

more than any other region.

Base size: Total (n=1575); APAC (n=375); NA (n=300); LATAM (n=151); EMEA (n=749)

TOPCHANNEL: In your opinion, which channel is most effective at meeting your [top client’s] marketing needs?

Research conducted by Ipsos, March 2023 to May 2023.

" Y e

Top Channel for

Meeting Marketing Needs EMEA APAC LATAM NAMER Global
(hovghtLeadership 24% 19% 7% 16% 20%
In-person events 21% 21% 227 227 217

Video 12% 9% 12% 10% 11%

Display Ads 10% 9% 11% 147% 11%

Influencer Marketing 8% 13% 227 10% 11%

Hybrid Events 8% 9% 9% 5% 8%

Digital Events 7% 6% 3% 6% 6%

Online Communities 4% 5% 8% 5% 0%

Generative Al 3% 0% 4% 0% 4%

Podcasts 2% 3% 1% 0% 5%

Linked {3} | [N



Professional networking
platforms such as LinkedIn
are used significantly
more in EMEA, compared
to other regions.

Base size: Total (n=1577); APAC (n=375); NA (n=300); LATAM (n=151); EMEA (n=751)
SOCIALPLATFORM: Which of the following social media platforms have your top client/you used for B2B marketing in the past year?

Research conducted by Ipsos, March 2023 to May 2023.

LU

Top Channel for

Meeting Marketing Needs EMEA APAC LATAM NAMER Global
LinkedIn 84% 77% /8% /0% 380%
YouTube 617% 64% /0% 63% 63%
Facebook 017 627% 627 627% 0/ 7%
Instagram 49% 00% 82% 49% 02 %
Twitter 30% 46% 207 487% 39%
TikTok 15% 15% 2387 16% 16%
Spark/Amazon 8% 10% 10% 11% 9%

Snapchat 4% 0% 0% 8% 4%

Linked {3} | [N



Skills like innovative

th] f <| f g an d C I’eC]J[]VG Creative Strategy & Execution
strategy are of
g re(]t ]m pO rtO NCce., Marketing Technology / Data

Analytics Proficiency

e Almost 7in 10 B2B Marketers in EMEA

say creative strategy & execution is the

top skill required for their current role. Problem Solving

* More than 1in 2 EMEA BZB Marketing

_eaders say Selt-sufficiency /

- ntrepreneurial mindset is a top skill
required in their current role,
significantly higher than other regions.

Innovative Thinking

Self-sufficiency / Entrepreneurial
Mindset

Diplomacy / Consensus-building

Base size: Total (n=1577); EMEA (n=7/51)
1. SELFSKILLIMPORTFUTURE: In your opinion, which of the following skills will be most important for you in your role in the next one to two years?
2. SELFSKILLIMPORT: In your opinion, which of the following skills are most important for you in your current role”?

Research conducted by Ipsos, March 2023 to May 2023.

Most important Skills for Role (Now vs. Next 1-2 years)

I, ©5 %
R, 68%
. 47%
T 47%

I, 17
I, (0%
R, 54%
T 53%

-
I, 0%
I, 2%
I 37%

I, 55 s
B
R, 48%
I 44%

I, /%
I, 54%
I, 34%
I 33%

I B Global NOW
N 53 m EMEA NOW
B 08% B Global Future
I 29% = EMEA Future
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| atin America -
sitevaliNYelejiile]al

BB CMQOs in LATAM are setting

themselves up for success - between

the expanding role ot CMOs in
business intelligence decision-making,
and the intentional skill building in order
to demonstrate the impact of brand
building, LATAM is poised to be at the
forefront of technology adoption and
oreparedness for future challenges.




3/B Leaderboaro

Top Brands in
Latin America - Brazil

Leveraging Linkedln's B2B Index, The BZB Leaderboard

ide
tha

ntifies a distinct cohort of B2B companies worldwide
t excel at brand building.

By examining factors such as creativity, distribution
and investment, we generate a composite score

for every organization in the BZB Index. This allows us
to build a comprehensive and comparable

ass

essment of effective BZ2B brand building for

companies within the same industry.

Not just one, but four regional lists (APAC, EMEA,

LA

AM-Brazil, NAMER) complement a singular

glo

oal index, underscoring these brands’ diverse

and widespread intluence.

C € EMBRAER
cosan

@

al)
O
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A significantly higher percentage of LATAM B2B C-Suite believe the role of
the CMO has evolved to have more intfluence over data management
and business intelligence decisions, compared to other regions.

More direct role in driving revenue & growth 038%
Under more pressure to prove ROl in less time 46%
More influence over data management and business intelligence decisions || KGN 44 %
Expected to be able to demonstrate marketing impact to bottom line 44%,
More involvement in product offerings/pricing decisions 377
Helping to drive overall company strategy & budgeting 36%
Expected to leverage creative brand building to improve memorability of... 347
More agility when it comes to adapting to new circumstances 347
Collaborating more with others in the C-Suite 31%
Collaborating more with the CFO 19%

None of the above 2%

Base size: LATAM (n=99)
CMOROLECHANGE: In which of the following ways has your/the CMO's role changed in the last two years? If you were not in your current role two years ago, please provide your best estimate based on your knowledge of the company's history

[ ]
Research conducted by lpsos, March 2023 to May 2023. Llnked m ‘ &



Almost all B2B Marketing CMOs in

demonstrate BZ2B marketing impac
of brand marketing, signiticantly more than in other regions.

| have strengthened my skills to demonstrate B2B marketing

impact to help the CFO/CEO understand the value of brand..

Learning the language of finance has helped me secure more

marketing budget

| try to involve as many C-Suite members in B2B marketing

decisions as | can

| am under pressure to prove ROl in the short term

My CFO/CEQ prioritize investment in brand-building

Base size: LATAM (n=50)

My relationship with our CFQO is stronger than ever

Before

CMOATTITUDES: Please indicate how much you agree or disagree with each of the following statements about your role.

Research conducted by lpsos, March 2023 to May 2023.

_ATAM say they have strengthened their skills to
' to help the CFO & C

- O understand the value

I, 0

0%

86%

86%
80%
80%

/6%
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BZ2B marketing leaders in LATAM say problem solving and MarTech/data analytics proficiency are significantly
more important current skills in their role compared to other regions; And 2 in 3 state MarTech/ data analysis
mastery will be the top skill for their role in the next 1-2 years, significantly more than other regions.

Most Important Skills For B2B Marketers In Current Role

- L4 %" 4

APAC NAMER - MEA LATAM Global

reative Strategy 60% 66% 68% 62% 65%
and Execution

Problem Solving 62% 9% 60% 4%
Marketing Technology / o o o o

Data Analytics Mastery oL 0% Uz 78%
Innovative Thinking 61% 61% 006 08%

Base size: Global (n=1577); APAC (n=375); NA (n=300); EMEA (n=/51); LATAM (n=151)
SELFSKILLIMPORT: In your opinion, which of the following skills are most important for you in your current role?

Research conducted by lpsos, March 2023 to May 2023.



Marketing Techniques Planned to be Used in the Next Year

Influencer Marketing

In-person events 667%

& SOC-]O-‘ Medig Influencer Marketing _61%
are Popular in Video 57%

LATA M . Digital Events 549,

Display Ads 46%

LATAM (617%) stands out compared

. . Hybrid Events 40%
to other regions regarding use of
influencer marketing, with projected Online Communitios 40%
use expected to grow (/9%)
according to BZB Marketing Leaders. Podcasts 37%

Thought Leadership Content 36%
Generative Al 21%

Base size: LATAM (base size floating)
CHANNELFUTURE: Thinking about the next year, how, if at all, do you think your [top client's] usage of each of the following channels will change?

[ J
Research conducted by Ipsos, March 2023 to May 2023. Llnked m ‘ &



North Americo
Neleliilelal:

BZB Marketers in the NAMER region are

prudent about the upcoming disruptions
in the market. More than halt of BZB
Leaders say their biggest business
oriority for the next year is balancing
brand and demand marketing initiatives
IN AN uncertain environment.




3/B Leaderboaro
Top Brands in

North America

Leveraging Linkedln's B2B Index, The BZB Leaderboard
identifies a distinct cohort of B2B companies worldwide

that excel at brand building.

By examining factors such as creativity, o
and investment, we generate a composi

istribution
e score

for every organization in the B2B Index. T

Nis allows us

to build a comprehensive and comparable
assessment of effective BZB brand building for

companies within the same industry.

Not just one, but tour regional lists (APAC

, EMEA,

LATAM-Brazil, NAMER) complement a singular

global index, underscoring these brands’
and widespread intluence.

diverse

=) citi

Abbott

o~
<J

=" Microsoft

el
(O)JLL
@ Pﬁzer
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https://www.linkedin.com/pulse/introducing-b2b-index-yardstick-brand-effectiveness%3FtrackingId=ZaSX2oo6xDQ0MPVBQP6bFA%253D%253D/?trackingId=ZaSX2oo6xDQ0MPVBQP6bFA%3D%3D

% of B2B Marketing Budget Allocated by Region

J4%
/1% /1% /1%
6/%
-OCUs on generating
new business is higher
than retaining existing s s s 55%
. . 26%

customers in North America,
compared to other regions.

Overall NAMER LATAM EMEA APAC

B Generating New Business Retaining Existing Customers

Base size: Total (n=1954); NAMER (n=350); LATAM (n=200); EMEA (n=904); APAC (n=500)
BUDGETALLOCATIONCUSTOMER: Now, please rank the following types of business in order of how much of your [top client's] B2B marketing budget is allocated to each, with 1 being the largest portion of the budget and 2 being the smallest.

[ J
Research conducted by Ipsos, March 2023 to May 2023. Llnked m ‘ E



Balancing brand ano
demand marketing
INtiatives in an uncertain
environment stands out
as one of the biggest
ousiness priorities for

the next year in North
America, comparec
to other regions.

Base size: Total (n=1954); NAMER (n=350); LATAM (n=200); EMEA (n=904); APAC (n=500)
PRIORITIES: Which of the following are your [top client's] biggest business priorities over the next year?

Research conducted by Ipsos, March 2023 to May 2023.

Biggest business priorities

for the next year Global | NAMER | LATAM | EMEA | APAC
Improving B2B measurement tools and
relying on data and insights to demonstrate 60% 60% 5/% 59% 62 %
effectiveness
Creatmg. relevant and useful thought 51 509 51 509 A0
leadership and content for customers
Championing bolder, more creative tactics o o o o 0
in B2B brand campaigns to win share ol7% 497% 027 oA 457
!BC.J].on.cing. brand and d.emon.d marketing 49%, 54% 49% 44% 54%
INtiatives in an uncertain environment

imizi keti Is by buildi
grz:g]rir;?tzzirsg l:nkg 906 By BHIEINS © 41% 41% 47% 3/ 7% 447
Supporting my (top client's) company’s o o o o o
digital transformation goals 40% 427% 45% 5/7% sl
Building a strong relationship with the CFO A% 29/ 6, 29 59/

and mastering the language of finance

Linked @ | N



Change in the CMO role

in the last two years EMEA

NAMER LATAM APAC

Globadl

BZB leaders ir

North

America say, that CMOs

are expecteo

to leverage

creative brand building
to improve memorability

of
LO

the

O
O

r

-products & se
N

igher rate

‘egions.

V1CEes

‘han in

Base size: Total (n=/51); NAMER (n=100); LATAM (n=99); EMEA (n=302); APAC (n=250)

CMOROLECHANGE: In which of the following ways has your/the CMO's role changed in the last two years? If you were not in your current role two years ago, please provide your best estimate based on your knowledge of the company's history.

Research conducted by Ipsos, March 2023 to May 2023.

Expected to be able to demonstrate marketing
impact to bottom line

477

447%

447%

45%

027

More direct role in driving revenue & growth

477

027

087%

40%

007%

Under more pressure to prove ROl in less time

40%

45%

467

59%

567

Helping to drive overall company strategy &
budgeting

597%

42%

567%

547

45%

Collaborating more with others in the C Suite

597%

45%

51%

5/%

427

Expected to leverage creative brand building to
improve memorability of products/services

37%

46%

34%

33%

38%

More agility when it comes to adapting to new
circumstances

S/ %

59%

547%

567

587%

More influence over data management and
business intelligence decisions

507

557%

447%

55%

507

More involvement in product offerings/pricing
decisions

547%

51%

S5/%

51%

S5/%

Collaborating more with the CFO

207

51%

19%

237

2/%

None of the above

1%

1%

27

27

1%

Linked @ | N



DE| and Accessibility are top of mind for BZB Leaders in NAMER.

Just under /in 10 senior leaders in North America say that DEI provides greater perspective for better decision-making, significantly more than
any other region. Welbsite compatibility with screen readers, mobile devices, and keyboard navigation (62%) is highest in NA amongst regions.

Why is DEl important to you Why is DEI NOT important

Provides more perspectives for better _ 67% Just not something | know or think very much about — 4 3%
o

decision-making )
| SIS Nl B | ey

clients/prospective clients

Companies need to strive for equity in an 60% appearances
increasingly diverse workforce © , , o
| There are no tangible benefits to my company _ 29%
Hel trract talent 7 4
€lps Us attract taien 097 Impacts hiring/promotions too much _ V9%
Improves our brand/reputation 58% It is not important to management _ 1/%
Too difficult to implement effective DEI policies - 14%
. o
Helps us retain talent 58% i
i Other/ Don't Know [ 11%
Improves the quality of our work/products 50% |
Doesn't matter to clients/prospective clients . 5%
Makes us more attractive to o |
10% Hire based on skill/ competence F 2%

NA leads in tracking turnover rate of diverse employees (43%), which is significantly higher than all other regions.

Base size: NA (n=285)
DEIIMPORTWHY: Please select any of the following reasons why DEl is very/somewhat important to you.
Base size: NA (n=65)
DEIIMPORTWHY _1: Please select any of the following reasons why DEl is neither important nor unimportant/not very important/not at all important to you. L' k d
inked | M8

Research conducted by Ipsos, March 2023 to May 2023.



328 marketers in NAMER are tocused on being inclusive and
accessible in their marketing content and advertising campaigns.

DEI efforts in marketing content and campaignst How does the marketing organization
measure the impact of DEI| efforts?2

1in 2 B2B companies reported

creating accessible content * T[rack number of diverse em p]oyees
65% and inclusive campaigns. ACross orgonizoh’on (54_0/0)

0% 53%

 Track number of diverse leaders across
organization (017%)

* [rack participation in DEI training
sessions/programs (46%)

Include POC Images Accessible Content Inclusive Campaigns

1. Base size: NA (n=230)
DEINVOLVE: What kinds of DEl initiatives does your marketing organization participate in?

2. Base size: NA (n=230)

DEIMETRICS: How does your marketing organization measure the impact of its DE| efforts”? .
Linked] | 9
Research conducted by lpsos, March 2023 to May 2023.
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LinkedIn connects the world'’s
orofessionals to make them more
oroductive and successful and
transforms the way companies hire,
learn, market, and sell. Our vision
1S to create economic opportunity
for every member of the global
workforce through the ongoing
development of the world'’s first
Economic Graph. LinkedIn has
over 930 million members and
has offices around the globe.

Tequia Burt

E ditor in Chief,
LinkedIn Collective &
LinkedIn Ads Blog

Steve Kearns

Global Head of Content,

Marketing Solutions

Nicholas Hassebrock Manasi Bhadane

Product Marketing Manager,
LinkedIn Marketing Solutions

Data Scientist,
LinkedIn
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Jessica Phan Ken Kluch Brandon Isaac

SVP, Director, Director,
: Media & Entertainment Media & Entertainment Media & Entertainment
We are the third largest market research company Slatforme Slatforme Slatforme

in the world, present in 90 markets and employing
more than 18,000 people.

Our research professionals, analysts and scientists
have built unigue multi-specialist capabilities that

provide powerful insights into the actions, opinions
and motivations of marketers.

Ayesha Anum Liya Minkashevao

Senior Account Manager, Senior Research Analyst,

Media & Entertainment Media & Entertainment
Platforms Platforms
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