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Pay-per-impression ads came next on the list for big spenders, while
the more budget-constricted focused on e-mail newsletters, pay-per-
impression and viral marketing.

Perhaps in anticipation of the end of the recession (see A Short-Term
Marketing Focus), marketers are changing their spending priorities in
the six months after March 2009 to feature more viral marketing, SEO,
behavioral targeting and pay-per-click.
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Marketing Executives, by Tactic, February-March 2009
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Overall, 57% of respondents said they still spend less than 25% of
their marketing budgets online.

Stay ahead of the trends trend. Learn more about an eMarketer Total
Access subscription, today.
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