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STATISTA CONTENT MARKETING TREND STUDY 2023

What is the current state of content marketing worldwide? What strategies are B2B and B2C businesses pursuing and how are these playing
out in different regions globally? What are the most important success factors in the field today and which trends and technologies are going
to determine the future of content marketing? We surveyed businesses and agencies working in content marketing from around the world to
discover the trends that are driving the topic in 2023.

statista ()

Statista provides over 1 million statistics and facts covering 600 industries and more than
50 countries on a single platform.

In addition, the company offers individualised market research, research and analysis services.

Statista Content & Design is specialised in data-based storytelling and the production of visual
content such as infographics, animated videos, microsites, presentations, audio formats and
corporate publishing,.

statista.design/en


https://statista.design/en/

STATISTA CONTENT & DESIGN

OUR MISSION We are inundated by hundreds of pieces of
information and messages every day. In order to stand out from
the crowd, it is all the more crucial to communicate with succinct
and relevant content. Our mission is to shape and design complex
information in an easily comprehensible manner using detailed
research and solid design - to generate more attention, trust and
leads for your brand.

STATISTA DATA
STORYTELLING

Content to increase awareness, trust and leads
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OUR WORK We turn data into brand expeciences - in an understandable and
detailed manner - with our individual graphics, animated videos, presentations,
whitepapers and interactive microsites.

( Get in touch: content-design@statista.com )
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More companies publish content daily compared to

the previous year

How often do you publish content?”

B2B

Daily

Several times a week

Once a week

Several times a month

Once a month

Less than once a month

B2C

2023

2022



2 out of 3 B2B companies want to publish more content -
lack of time remains the biggest obstacle

Would you like to publish content

What is preventing you from publishing content
more frequently?”

more often?™

Yes =
)
B2B
2023 Time Financial Expertise Technical
resources resources resources resources
2022
Yes 6
o [

B2C



Generating leads remains the most important objective
for B2B companies

What strategic content-marketing objectives do you pursue in your company?*

B2B Generate demand/leads

B2C Enhance brand recognition/awareness

2022 . -
Build up trust and credibility
Inform/educate target groups
Acquire prospective customers/e-mail subscribers
Become an opinion/thought leader
Boost brand loyalty and customer retention

Support product launches

Generate event participants

Recruit and retain employees



Around 3 out of 7 companies have documented their
strategic goals in writing

Have you documented these goals in writing as part of a content-marketing strategy?”

Yes
| 9
Partially B2B & B2C

No




B2B needs bhetter ideas and themes, whereas B2C wants
more budget

How successful is your content- What do you think would need to change to make your content marketing
marketing strategy?” (even) more successful?*
Not (very) Better ideas and themes
successful
® Regular and more precise measurement of results

Better execution

Use of marketing tech (tools and software)

,Q Bigger budget
B2B & B2C Larger team

Better processes

More effective planning

Very/somewhat
successful More time for implementation B2B

More continuity B2C
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ORGANISATION AND TEAMS

Most content marketing teams comprise

less than 5 people

How large is your content marketing team?”

—

B2B

1 person
58% 2-5 people

6-10 people
11-25 people
26-50 people

50+ people

No team

B2C

Does your company also outsource
content marketing activities to an
agency?”

49%

No , Yes

B2C




ORGANISATION AND TEAMS

When companies outsource processes, it's mainly
content production

Which content marketing activities do you outsource?”

Production
(content creation and landing page creation)

69%

Conception
(idea development, design concept and editorial planning)

43%

Distribution
(publishing, promotion, outreach, monitoring and optimisation)

43%

Analysis
(target and audience definition)

26%

Evaluation
(controlling, lead management and assessment)

18%

Other 3%
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BUDGET

Content marketing budgets will predominantly
increase for 2023

How is your content marketing budget expected to change in 2023?*

B2B g B2C

Significantly/
tend to increase

56% 61%

34% 20%

Remain the same

Significantly/
tend to decrease

4% 8%

* Persons who work in companies that engage in digital content marketing
B2B companies: n = 113; B2C companies: n =122




BUDGET

More than half of companies allocate less than 16% of
their marketing budget to content marketing

How much of your marketing budget does your company allocate to content marketing?*

a
B2B — ¢ B2C

14%

<5%

5-15% 19%
16-30%

. >30%




BUDGET

Every third B2B company spent more on content
marketing in the crisis year of 2022

Thinking about the various crises in 2022, to what extent did your content-marketing expenditure change compared
to the originally allocated budget as a result of the impacts of these crises?”

B2B g B2C

Increased
considerably/somewhat

33%

42% Stayed the same

Decreased
considerably/somewhat

19%
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FORMATS AND CHANNELS
In addition to a company’s own website, social media is

the most popular channel

Which of the channels below do you use for your content marketing?”

Own website Social media Newsletter Digital/hybrid events

93% 85% 65%

58% ’ 41% ’ 15% 11%
‘ B2B

Corporate blog Separate content pages Content distribution apps Audio platforms




FORMATS AND CHANNELS

Instagram and Facebook are neck and neck in the B2C
sector now - in B2B, Linkedin is still the most popular

Which social media channels do you use for your content marketing?”
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Linkedin Facebook YouTube Twitter Instagram WhatsApp TikTok Quora Pinterest Snapchat Reddit



FORMATS AND CHANNELS

Whitepapers have become more popular with
B2B companies over the last 3 years

Which formats do you CURRENTLY use online for your content marketing?”

B2B ranking:
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Text-based Videos Infographics Webinars Whitepapers Image-based Presentations™ Studies
formats formats

19%
25%

)
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Microsites™

18%
20%

10
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Audio formats




FORMATS AND CHANNELS
B2C companies mainly use image, text and video formats

Which formats do you CURRENTLY use online for your content marketing?”

B2C ranking: 2023
2022
2021
o 2, © 4 5 6 7 8 © 10,
S = @ o I| = @ v|x
P A~ == @ =0
Videos Image-based  Text-based Infographics Webinars Whitepapers  Microsites™ Presentations™ Audio formats Studies

formats formats




FORMATS AND CHANNELS

Almost two-thirds of B2B companies would like to use

more video formats

Which formats would you like to make more use of online for your content marketing IN THE FUTURE?"

B2B ranking:

66%
67%

49%

38%

1 2

> )

Videos

Webinars

43%
35%

3

g

Audio formats

42%
47%

4

©

Infographics

33%
35%
29%
27%

5 6

—
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Whitepapers Presentations™

)=

28%

34%

7
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Studies

24%
26%

AN

Image-based
formats

24%
27%
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Microsites™

22%
22%

10
Text-based
formats



FORMATS AND CHANNELS
Audio formats rank higher on the wish list for

B2C companies this year

Which formats would you like to make more use of online for your content marketing IN THE FUTURE?"

B2C ranking: 2023
2022
2021
o 2, © 4 5 6 7 8 © 10,
S = = v|x .
> g © H ®\m B I B
Videos Audio formats Infographics  Webinars Image-based  Microsites™ Text-based Presentations™ Studies Whitepapers

formats formats




FORMATS AND CHANNELS
The majority distribute content via their own channels

Which channels are the most important for you for distributing your content to your target groups?*

Earned media Earned media

@ B25
Owned media @ Owned media [

Paid media Paid media

13%

* Persons who work in companies that engage in digital content marketing; multiple answers possible
B2B companies: n = 113; B2C companies: n = 122
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DISTRIBUTION
Compared to B2B, B2C puts more focus on paid posts

Which of the following measures have you implemented at your company in order to improve the visibility
of your content?”

79%

Organic social media posts 78%

Paid social media posts

E-mail marketing: own newsletter 68%
Targeted SEO actions
Search engine marketing
PR and media relations

Classic online advertising

Native advertising/sponsored posts

Influencer marketing R 36%

Lead generation via in-house channels 29% 50%

_mai o 21%
E-mail marketing: external newsletter from partners 21% . B2B

. . 28%
Content syndication 21% v () B2C

* Persons who work in companies that are pursuing a strategic goal with their content marketing
B2B companies: n = 112; B2C companies: n = 121




Distribution of personalised content has a (very) high level
of importance for most companies

What level of importance do you attach to distributing personalised content in your company along
the customer journey?”

B2C
B2B 9
(Very) high level of importance ® ®
Medium level of importance ® P
No importance/eradicated or o o

reduced personalised content



DISTRIBUTION
B2B companies are more advanced in automated nurturing

than B2C companies

How advanced is your automation in addressing (‘nurturing’) leads and customers?”

‘ (Very) advanced

‘ Not very/not at all advanced

45% 39%

55% 61%

* Persons who work in companies that engage in digital content marketing or who are planning to start doing so soon
B2B companies: n = 113; B2C companies: n = 122
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PERFORMANCE MEASUREMENT

Concepts for measuring success are slightly more common
among B2B companies

Do you have a specific approach to measuring the success of your content marketing activities?”

No
9%
15% Yes
41%
38%
Working on it/ =
planning it [
O B2B vs. B2C
50%
48%

* Persons who work in companies that engage in digital content marketing
B2B companies: n = 113; B2C companies: n =122




PERFORMANCE MEASUREMENT

Web analytics tools and social media metrics are most
commonly used to measure success

Which of the tools below do you at least occasionally use to measure the success of and/or optimise your
content marketing?*

Commissioning of
Web analytics tool Surveys of own users market research surveys

21%

‘

17%

Social media monitoring Technical measurement via Social media listening
and metrics ad servers or engagement tracking




PERFORMANCE MEASUREMENT

Website traffic and website engagement are the main KPIs
used to measure success

Which of the KPIs below do you use to measure the success of your content marketing activities?”

Website traffic | 79%
Website engagement kPis | 70%
Conversion rates/sales transactions | 66%
Social media analytics [ 60%
E-mail engagement kPis | 53%
Response rates to paid media (CTR) T 4%
E-mail subscriber growth _ 44%
Search rankings | 43%
Qualifiedleads | 40%

Number of downloads of whitepapers [N 30%




PERFORMANCE MEASUREMENT

Around 4 out of 10 companies have strong insights
on their ROI

Which of the following statements best describe how you measure your content marketing success?”

6%
We have pretty much no data about which content
marketing measures work well and which don't.

22%
We have holistic data for measuring
return on investment (ROI).

o
1%
We have assumptions rather
than hard facts. —
8
B2B vs. B2C ¢

24%
We have already proven the ROI for at
least one of our CM campaigns and have

@ strong insights for the remaining

37%

campaigns.
We have strong insights but are still
unable to prove the specific ROI.

‘ B2B

B2C



PERFORMANCE MEASUREMENT

More than half of companies link their content marketing
to commerce conversions

How strongly is your content marketing linked to commerce conversions?”

‘ (Very) strongly

() Less strongly/not strongly at all 53%

52%

47% 48%

* Persons who work in companies that engage in digital content marketing; multiple answers possible
B2B companies: n = 113; B2C companies: n = 122
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TRENDS

Al tools are more important for B2C than for

B2B companies

How important are the following topics for your company (very important/important)?”

Marketing automation
Webinars

Personalised content

Data storytelling

Community building

Live videos and webcasts
Predictive analytics
Situational content marketing
User-generated content

Social selling

63%
55%

63%
45%

62%
71%

62%
61%

60%
74%

59%

50%

52%
62%
50%
61%

44%
53%

36%
57%

Podcasts

Use of Al-based tools

Influencer marketing

Chatbots
Augmented/virtual/mixed reality
Metaverse

Voice assistants

Memes

NFT

* Persons who work in companies that engage in digital content marketing or who are planning to start doing so soon; multiple answers possible

B2B companies: n = 113; B2C companies: n = 122

53%




TRENDS

In 2023, B2B companies want to invest the most in website
and content creation

In which of the following content marketing activities/areas do you plan to invest (even) more in 2023?"

Content creation and production
Website enhancements

Organic content distribution

Social media community building
In-person events/trade fairs
Improving the customer experience
Marketing tech (tools and software)

Greater user understanding

More effective planning of
content marketing actions

Continuity of content
marketing actions

I 65%
I 53%
I 45%
I 42%
I 41%
I 40%
I 39%
I 33%
PN 34%

— 34%

Digital/hybrid events

Earned media

Development/expansion of own team
Cooperation with specialised providers
Paid media content distribution

Influencer marketing

I 34%
I 24%
I 24%
I 21%
T 17%

F 16%
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ABOUT THE STUDY

A total of 488 participants were questioned via an online survey between 9 January and 3 March 2023. The survey was distributed via the Statista newsletter,
CMCX and Content Marketing Forum. People were also made aware of the survey via LinkedIn.

Location:
economic

Digital
content

Location:

continent . .
regions marketing
n total = 488
n total = 488 n total = 488
Percentage of Number of Percentage of Number of Percentage of Number of
participants participants participants participants participants participants
Africa 7% 32 AMER 42% 205 Engage in digital 0
. retin 72% 353
Asia 20% 100 APAC 19% 91 content marketing
Australia 2% 12 EMEA 39% 192 Podhc?t elngage o o
Furope 23% 139 in digital content 0
. marketing
(I\é())(gh ?LTS%IC&] 7% 36 Are planning to
P engage in digital 14% 66
South America 8% 38 content marketing

USA 27% 131




Position within
the company
n total = 488

Type of
business®
n total = 353

Target group®

n total = 353

Percentage of Number of Percentage of Number of Percentage of Number of
participants participants participants participants participants participants
Companies B2C 52% 183 Executive manager/ 0
that engage in chairperson/CEO 32% 15
gagein . B2B 48% 170 P
content marketing 67% 235 ) - | Head of division/ 30 113
them§e|ves Persons who do digital content marketing director 0
(publishers) Team manager/
: 0
Agenue; that project manager 7% 84
engage in content 33% 118 :
marketing (service Employee with 10% 48
providers) supervisory role
* Persons who do digital content marketing Employ.ee with no 12% 59
supervisory role
None of the above 6% 29

positions




INDUSTRY IN WHICH THE COMPANY OPERATES®

Percentage of Number of

Industry participants participants Size of the

Associations, societies and public bodies 4% 13 company

Automotive 2% 9

Banking, insurance and FinTech 5% 19

Construction and architecture 2% 8

Industrial products and machine building 2% 6 Percentage of Number of
Internet, digital business and media 15% 56 participants participants
Law, controlling, personnel and administration 2% 7 Less than 50

Manufacturing industry and consumer goods 7% 27 employees > 223
Marketing, advertising, PR and consulting 14% 50 50 to 249 18% 36
Pharmaceuticals, heathcare and medical systems 6% 24 employees

Rayv materials extragtion, agriculture/forestry, nature, 30 11 irSnOptlgyArege?s. 6% 28
animals and the environment

Recreation, gastronomy and tourism 3% 11 >00+ employees 2% 121
Retail 6% 22

Transport, warehousing and logistics 2% 7

Utilities 1% 3

Other 26% 97
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