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WELCOME

Hello Content Marketers,

Welcome to 2015 B2B Small Business Content Marketing Trends, North America. In this
report, we look at how the practices of small business marketers {10-99 employees)
in the business-to-business space have changed over the last year. You'll also find
new insights on how content marketing is structured within organizations, how often

marketers are publishing new content, initiatives they’re working on, and more.

It's been a year of many changes for content marketing. B2B small business marketers

are juggling many competing initiatives and are feeling more challenged in every area of

content marketing. They’re also feeling a bit less effective with content marketing overall.

The exceptions are marketers who have a documented content marketing strategy: 60%

say they are effective at content marketing and they are less challenged in every area.

It’s sure to be an interesting year ahead as content marketing continues to become

increasingly sophisticated. We look forward to helping you navigate the changes.

Yours in content,

Joe

Joe Pulizzi
Founder
Content Marketing Institute
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USAGE & OVERALL EFFECTIVENESS

Percentage of B2B Small Business
Respondents Using Content Marketing
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USAGE & OVERALL EFFECTIVENESS

How B2B Small Business Marketers
Rate the Effectiveness of Their
Organization’s Use of Content Marketing

5 Very Effective 9%
4
3 40%
2 17%
1 g Not At All Effective 1%
o 1 2 30 40 50

Q

Overall, how effective is
your organization at
content marketing?

40% say they are effective

Note: For purposes of our annual survey, we
define effectiveness as “accomplishing your overall
objectives.” Those who rate their organizations

a4 or5(on ascale of 1 to 5, with 5 being “Very
Effective” and 1 being “Not at all Effective”) are the
“most effective” or "best-in-class.” The 1s and 2s
are considered the "least effective,” while the 3s
are neutral.

Last year, 45% of B2B small business
marketers said they were effective at content
marketing. Even though there is a decrease
this year, having a documented content
marketing strategy helps in this regard (60%
of small business marketers who have one
say they are effective).
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STRATEGY & ORGANIZATION

Percentage of B2B Small Business Marketers
Who Have a Content Marketing Strategy

Yes, and itis documented 39%

Yes, butit is not documented

No 12%

Unsure 1%

1 1 1 1 I
0 10 20 30 40 50

Does your organization
have a content marketing
strategy?

The 39% of B2B small business marketers who
have a documented content marketing strategy
are more effective in nearly all aspects of
content marketing than their peers who either
have a verbal-only strategy or no strategy at all.
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STRATEGY & ORGANIZATION

Percentage of B2B Small Business Marketers
Who Say Strategy Guides Efforts

Very closely 44%
Somewhat
Werarely use it 4%
Unsure 2%
o lJD llD ?:D 41[2I 5ID EID

How closely does your
content marketing strategy
guide your organization’s
content marketing efforts?

Having a strategy is one thing—following it

is another. The more effective the B2B small
business marketer, the more likely it is that his
or her organization follows the strategy very
closely (64% of the most effective follow their
strategy very closely).
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STRATEGY & ORGANIZATION

Does your organization

have a dedicated content
marketing group?
49% say yes
Percentage of B2B Small Business Marketers ednl ialtgrB2E Nl QEGIIESS (EEEEE
Who Have a Dedicated Content Marketing GI’DUD said their companies have a dedicated content

marketing group. The percentage is even higher
for the most effective small business marketers
Yes, and it functions independently as its own unit 10% (69%), as well as for those who have a

" _ = = documented content marketing strategy (69%6).
Yes, and it works horizontally across the organization silos 5 By (69%)

planning to have one 14%

e one that | know of 37%
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STRATEGY & ORGANIZATION

Areas Accountable for
B2B Small Business Content Marketing

I Demand Gen Marketing

I Owner/C-level

I Product Marketing

[ PR/Corporate Communications
B social Team/Social CRM

[l other

. NoOne, Unsure, or No Answer
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GOALS & METRICS

Organizational Goals for
B2B Small Business Content Marketing

87%
Brand Awareness
80%
78%
75%
Customer Retention/Loyalty :
56%

Upsell /Cross-sell

How important are each
of the following content
marketing goals to your
organization?

87% say lead generation is
an important goal

Note: Percentages shown represent marketers
who rated each goal a 4 or 5 on @ 5-point scale
where 5 = “Very Important” and 1 = “Not at oll
Important.”

Lead generation has replaced brand awareness
as the top goal. Last year, 85% of B2B smalll
business marketers cited brand awareness and
78% cited lead generation.

Customer evangelism is new to the list this year.

10

.'::F'M‘- CONTENT - q. . ¥
(G Ry M atkeingbrubs

.................

o



GOALS & METRICS

Metrics for B2B Small Business
Content Marketing Success

Website Traffic

55%
52%
49%
SEQ Ranking
| solesteadquantiy 4
Inbound Links

41%

Which metrics does your
organization use to assess
content marketing success?

67% say website traffic

Note: Fewer than 30% cited the following
metrics: Benchmark Lift of Company Awareness
(22%), Benchmark Lift of Product/Service
Awareness (199), Customer Renewal Rates (19%),
and Cost Savings {5%).

Website traffic and sales lead quality were the
two most often cited metrics among B2B small
business marketers last year as well. In 2014,
64% cited website traffic and 57% cited sales
lead quality.
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GOALS & METRICS

How successful is your
organization at tracking
. the ROI of its content
How B2B Small Business Marketers marketing program?
Rate Their Organization’s Success ;
at Tracking RO 25% say they are successful
5 Very Su ccessful 6% This was a new guestion on the survey this
_ year. As the percentages show, tracking ROI can
be a challenge. Having a documented content
marketing strategy helps, though, as 38% of the
3 35% B2B small business marketers who possess one
say they are successful in this area.
2
i |

We Do Not Track 12%

I ] 1 I
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CONTENT CREATION & DISTRIBUTION

Change in B2B Small Business
Content Creation (Over Last 12 Months)

" Significantly More
M More
W same Amount

B Less
B Unsure
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CONTENT CREATION & DISTRIBUTION

How many different
audiences does your
organization target
Number of Audiences that with separate content
B2B Small Business Marketers Target marketing strategies?

Lo+ The average number is 4

There is a correlation between company

size and the number of audiences targeted.
Generally speaking, the larger the company, the
more audiences it targets.

4-6
3:3 54%

1

Unsure

C T\ :"Q(n-i-.ar_kgringvmfs # RAINMAKER PLATFORM

i
“?:‘:?’ IKETITUTE



CONTENT CREATION & DISTRIBUTION

B2B Small Business
Content Marketing Tactic Usage

Social Media Content - other than blogs

87%
83%
79%
Case Studies
74%
73%
Illustrations/Photos
Online Presentations
T L I

Which content marketing
tactics does your
organization use?

The average number of
tactics usedis 12

Note: Fewer than 45% said they use the following
tactics: eBooks (40%), Microsites (40%l, Research
Reports (40%), Branded Content Tools (34%), Books
(29%), Print Mogazines (25%), Digital Mogazines
(23%), Mobile Apps (22%), Virtual Conferences (21%),
Podcasts (18%), Print Newsletters (16%), and Games/
Gamification (9%).

The percentages shown here are fairly similar to last
year's. The biggest changes have been with the use of:

+ Social media content (other than blogs)—up 5
percentage points (88% last year vs. 93% this year)

+ Blogs—up 10 percentage points (7 7% last year vs.
879 this year)

+ Infographics—up 12 percentage points
(489 last year vs. 60% this year).
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CONTENT CREATION & DISTRIBUTION

Effectiveness Ratings for
B2B Small Business Tactics

eBooks
65%
62%
61%
60%
60%
Research Reports
Case Studies
White Papers

How effective are the
following tactics that
you use?

65% say ebooks and
webinars are effective

These are the 12 tactics that B2B small
business marketers find most effective.

Case studies saw a big decrease this year.
Last year, marketers said they were the most
effective tactic (69% last year vs. 57% this year).

Other tactics that small business marketers
have less confidence in this year are;
= In-person events (67% last year vs. 62%
this year)
« Blogs (65% last year vs. 60% this year)
« eNewsletters (65% last year vs. 60% this year)

Confidence in all of the other tactics decreased
within a few percentage points.
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CONTENT CREATION & DISTRIBUTION

Which social media
platforms does your
organization use to
distribute content?
B2B Small Business Content Marketing :
Social Media Platform Usage 97% use Linkedin

Average Number Used: 6

97%
91% Note: Fewer than 20% said they use the following
platforms: Flickr (14%), StumbleUpon (14%),
Foursquare (13%), Tumblr (11%), Vine (10%), and
SnapChaot (6%).

Facebook 89%

G@gle+ As with last year, B2B small business marketers
SlideShare : use an average of 6 social media platforms.
Pinterest 36% Once again, LinkedIn, Twitter, and Facebook are

the platforms they use most often.
Instagram

The percentage of marketers using all of the

Vimeo

platforms shown here increased this year,
a 10 20 T a0 5 &0 T 20 a0 100 except for YouTube {T5fo: last Year vs. 74% this
year) and Pinterest (which stayed the same).

The biggest increase was with Google+
(61% last year vs. T1% this year).
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CONTENT CREATION & DISTRIBUTION

Effectiveness Ratings for
B2B Small Business
Social Media Platforms

60%
56%
YouTube

Vimeo
Facebook

Pinterest

Instagram PR
clele X 2 0%

Ta

How effective are the
social media platforms
that you use?

60% say LinkedIn is effective

Both last year and this year, 60% of B2B small
business marketers said LinkedIn is effective.
Confidence in Twitter rose by 7 percentage
points (49% last year vs. 56% this year).

The biggest decreases were with SlideShare
(49% last year vs. 41% this year) and Pinterest
(30% last year vs. 24% this year).
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CONTENT CREATION & DISTRIBUTION

How Often B2B Small Business Marketers

Publish New Content

9%
11%

" Daily

[ Multiple Times per Week
B weekly

[ Multiple Times per Month

| Monthly
B Less than Once per Month

14%

17% 29%

18%
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CONTENT CREATION & DISTRIBUTION

B2B Small Business
Paid Advertising Usage

Search Engine Marketing (SEM)
49%

ion 44%

ds 42%

oted Tweets) 41%
Native Advertising

Discovery Tools 14%

Which paid advertising
methods do you use to
promote/distribute
content?

61% use search engine
marketing (SEM)

Average Number Used: 3

This was a new question on the survey this
year. The most effective B2B small business
marketers are more likely to use each of
these paid methods, especially social ads
(57% vs. 49%).
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