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Statista Content
Marketing
Trend Study

What is the current state of content marketing worldwide? What strategies are B2B and B2C businesses pursuing and how are these
playing out globally? What are the most important success factors in the field today? Which trends and technologies are going to
determine the future of content marketing?

We surveyed businesses from all over the world working in content marketing to discover the trends that are driving the
international content marketing community.

i Statista provides over 1 million statistics and facts covering 170 industries
StatISta and more than 150 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,
presentations, audio formats and white papers.

statista.design

NetLine Corporation empowers B2B Marketers with the reach, technology,
and expertise required to drive scalable lead generation results and
accelerate the sales funnel. Operating the largest B2B content syndication
lead generation network, NetLine reaches 125 million unique visitors

and processes more than 700 thousand leads monthly across 300 industry
sectors. NetLine's AudienceTarget™ technology drives prospect discovery,
quality customer lead acquisition, and buyer engagement from real
prospect intent as professionals consume content directly across the
network. Superior quality, on demand access, and advanced campaign
reports enable all clients to achieve lead generation success. Founded

in 1994, NetLine is a part of Informa Tech, a FTSE100 leading provider of
market insight and market access to the global technology industry.

netline.com


http://statista.design
http://netline.com

Transforming

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
intriguing design - to generate more attention, trust and leads for your brand.

At Statista Content & Design, we turn data into a brand experience - with
customised infographics, videos, presentations, whitepapers and much more!
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The Era of the
Electric Vehicle
is Here (s squer

Und wie sieht es
in Zukunft aus?

Die Zukunft der Arbeit ist hybrid

Sieben von zehn wollen zukiinftig értlich flexibel oder von zu Hause arbeiten.
INTRODUCTION W Wie arbeiten Sie derzeit?

Enabling an All_electric I8 Wie méchten Sie in der Zukunft arbeiten?
Vehicle Future

AusschlieBlich  AusschlieBlich
im Biiro/Betrieb  von zu Hause

We have the ambition, the talent
and th

Die Zukunft der Arbeit ist asynchron

Asynchrones, also zeitlich flexibles Arbeiten, ist unter den
Fiihrungskraften schon weit verbreitet.

EXECUTIVE SUMMARY

Arbeiten aktuell Ist es (sehr) wichtig in
zeitlich flexibel Zukunft zeitlich flexibel
arbeiten zu konnen

asin
capturing busy consumers' attention during noisy, media-cluttered days.
By combining sophisticated technology with clever content, advertisers

GM Commits to 20 New Electric
Vehicle Models by 2023

Learn more
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B2C puts more focus on brand loyalty o2 @
and customer retention T —

What are the five most important objectives that you pursue with your content marketing strategy?*

ORGANISATION

AND TEAMS
B2B B2C
74% Enhancing brand recognition/awareness 72%
BUDGET
74% Generating leads 58%
69% Building up trust and credibility 62%
FORMATS AND
CHANNELS
60% Becoming an opinion/thought leader 35%
56% Informing/educating target groups 57%
DISTRIBUTION
47% Boosting brand loyalty and customer retention 58%
33% Supporting product launches 37% STV
MEASUREMENT
18% Generating event participants 25%
18% Building and maintaining investor relation TRENDS
18% Acquiring newsletter subscribers
13% Employer Branding METHODOLOGY



Almost half of companies have documented their <72 @
strategic goals. Around 3 in 4 companies deem their | gy
strategy successful

ORGANISATION

Have you documented these objectives in writing How successful is your content AND TEAMS

as part of a content marketing strategy?* marketing strategy?*+*

H Yes Partially H No B Very/somewhat successful Not (very) successful BUDGET

= Yes (2023) Partially (2023) = No (2023)
FORMATS AND
CHANNELS
DISTRIBUTION
PERFORMANCE
MEASUREMENT

41%

TRENDS
METHODOLOGY

* Persons who work in a company that pursue concrete goals with their content marketing ** Persons who work in a company that pursue concrete goals with their content marketing
B2B companies: n =112 (2023) / 175 (2024); B2C companies: n =121 (2023) / 162 (2024) B2B companies: n = 175; B2C companies: n = 162



A larger budget
could bring
more success?

What do you think would need to change to make your
content marketing (even) more successful?*

m B2B W B2C

Bigger budget

. 47 %o
. 49%
More effective planning
I 44%0
N 45%

More effective distribution
I 41%
I 33 %

Regular and more precise measurement of results

I 40 %0
I 38%

More time for implementation

I 4 0%
I 34%

Use of marketing tech

I 39%
N 43%
Better ideas and themes
N 39%
I 39%
Greater specialist knowledge in own team
N 36%
I 2%

More continuity
I 36%
I 3 1%

Larger team

I 36 %0
I 27 %

<:> @
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Both B2B and B2C are publishing daily less o2 @
often than in 2023 | commnmmens

How often do you publish content?*

ORGANISATION

® B2B B B2C AND TEAMS

W B2B (2023) m B2C(2023)

[ ) [ ) [ ] [ ) 0000000
‘ 4 . . cecesss BUDGET
[ ] [ ] o000O0OCO
Less than once Once a Several times . .
Once a week Several times a week Daily
a month month a month
FORMATS AND
CHANNELS

7% 7% 11% 15%

18% 8% 43% 42% 18% 26% DISTRIBUTION

PERFORMANCE
MEASUREMENT
(4, B 103 ODe-1% 17% 16% 13% ' 10% 36%  34% 25%  37% IRENDS

METHODOLOGY



More than 2 in 3 would like to publish more often. () @
Time constraints are the most common challenge | o

Would you like to publish content more frequently?* What is preventing you from publishing
?2%% ORGANISATION
o ves  No content more often? ORGANISAT
B2C
BUDGET
Time
resources FORMATS AND
CHANNELS
DISTRIBUTION
Financial
resources
PERFORMANCE
MEASUREMENT
Expertise
resources TRENDS
Technical
resources
METHODOLOGY
* Persons who work in a company that engages in content marketing ** Persons who work in a company that would like to publish content more often; multiple answers possible

B2B companies: n = 180; B2C companies: n = 178 B2B companies: n = 124; B2C companies: n =118
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The majority of content marketing teams <22 @
consist of fewer than 5 people

How large is your content marketing team?*

I ORGANISATION

B B2B H® B2C AND TEAMS

1 person 2-5 people 6-10 people 11-25 people 26-50 people 50+ people
BUDGET

FORMATS AND
e @ CHANNELS

DISTRIBUTION

PERFORMANCE
MEASUREMENT

© o ®

TRENDS

METHODOLOGY



B2B content marketing teams either stay the <u2 @
same size or grow

How will the size of your content marketing team change in 2024?*

I ORGANISATION

B Grow (sharply) Stay the same B Shrink (sharply)** AND TEAMS

BUDGET

FORMATS AND
CHANNELS

DISTRIBUTION

PERFORMANCE
MEASUREMENT

64%

TRENDS

METHODOLOGY




Shift in B2B towards less outsourcing this year <12 @

Does your company also outsource content Which content marketing activities oL
marketing activities to an agency?* do you outsource?**
B Yes No B B2B W B2C ORGANISATION

I AND TEAMS

= Yes (2023) No (2023)

BUDGET

59% 51% Produktion
FORMATS AND
|__| CHANNELS
B2B Distribution
DISTRIBUTION
57%
53%
Konzeption
PERFORMANCE
MEASUREMENT
Evaluation
TRENDS
Analyse

2023 2024 METHODOLOGY
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More than half allocate up to 15% of their marketing  <*? @
budgets to content marketing P —

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

ORGANISATION
AND TEAMS

m<5% o 5%-15% = 16%-30% = >30%

I BUDGET

FORMATS AND
CHANNELS

DISTRIBUTION

PERFORMANCE
MEASUREMENT

TRENDS

METHODOLOGY

* Persons who work in a company that engages in content marketing
B2B companies: n = 180; B2C companies: n =178
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CONTENT MARKETING
STRATEGY

Looking back over 2023: How has your content marketing expenditure changed compared to your

ORGANISATION

earmarked budget on account of economic developments?* AND TEAMS
B2B B2C BUDGET
) ) 31%
48% 45% 37% ? - FORMATS AND
Remained the same Significantly/ Significantly/ Remained the same CHANNELS
rather increased rather increased
DISTRIBUTION
PERFORMANCE
MEASUREMENT
12% TRENDS
7% Significantly/
Significantly/rather decreased rather decreased

METHODOLOGY
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CONTENT MARKETING
STRATEGY

How is your content marketing budget expected to change in 2024?*

B2B B2C ORGANISATION

AND TEAMS

Significantly/tend to increase 59%

BUDGET

FORMATS AND
CHANNELS

Remain the same 29%

DISTRIBUTION

PERFORMANCE
MEASUREMENT

Significantly/tend to decrease 12% TRENDS

METHODOLOGY
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Social media is the most important channel for
content marketing, even ahead of website

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

m B2B m B2C
Social media Own website Digital/hybrid events
e @
Corporate blog Newsletter Separate content pages

Customer magazines Content distribution apps Audio platforms

®© © e @ o @

20> @A
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\Y eta cha n nels Which social media channels do you use for {21) @

your content marketing?*

top the list in

B2C while 94% Linkedin
Linkedin is clearl st o AR
y
° Instagram 78%
head in B2B
a ea I n YouTube BUDGET
X
Whatshpp | Sinas
TikTok
Quora DISTRIBUTION
Pinterest
Threads PERFORMANCE
MEASUREMENT
Reddit
Twitch TRENDS
Xing
Snapchat METHODOLOGY

* Persons who work in a company and use social media channels for their content marketing; multiple answers possible
B2B companies: n = 162; B2C companies: n = 153



YouTube is more relevant for B2B than for B2C

Which of these social media channels are most relevant for achieving your marketing objectives?*

i

m B2B W B2C

2

92% @

87%

75%

62%

Instagram YouTube LinkedIn Facebook X

{2) A
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TRENDS

METHODOLOGY



. i ino?%
Aro un d Which formats do you currently use online for your content marketing?

every second
company uses ebasatomes Videos nfographics
infographics,

B2B even slightly
more than B2C mage-based formats Whitepapers wetinare

53% 69% 50% 25%

Presentations Studies Microsites

44% 24% 30% 19%

Audio formats

m B2B W B2C

67% 54% 58% 46%

47%  28%

22% 22%

17% 22%

{B) A
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DISTRIBUTION

PERFORMANCE
MEASUREMENT

TRENDS

METHODOLOGY



i . i ievi iactives?* 24
V| d eo fo rma ts Which formats performed best in terms of achieving your objectives: ( ) (R

m B2B W B2C

[ ]
are considered
Videos Text-based formats Image-based formats
the most

ORGANISATION
AND TEAMS

effective

43% 57% 41% 31% 36% 47%

BUDGET

White papers Infographics Webinars

28% 29%

Presentations Studies Microsites

PERFORMANCE
15% 9% 14% 16% MEASUREMENT

Audio formats
TRENDS

8% 10%

FORMATS AND
CHANNELS

31% y [L7) 26% 16%

DISTRIBUTION

23% 17%

METHODOLOGY




Paid and earned media are a supplement (=2 @
to the own ChannEIs g?RI\XI_'rIEI\é'LMARKETING

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

ORGANISATION
AND TEAMS

B2B B2C

BUDGET

73%

Owned media

74%

Owned media

FORMATS AND
CHANNELS

DISTRIBUTION

PERFORMANCE
MEASUREMENT

TRENDS
12% 12% 13%

Paid media Earned media Paid media

METHODOLOGY
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1 i Which of the following measures have you implemented at your
E mal I ma rkEtl ng company in order to raise the visibility of your content?*

iISs more relevant .. ...
fO r ViSi bi I ity Organic social E-mail marketing:
in B2B

Social media advertising

media posts own newsletter

78% 52% 59% 74%

Targeted SEO actions PR and media relations Search engine marketing

49% 43% 46% 43% 40%

Email marketing: external

newsletter from partners Display Ads Content syndication

27% 26% 26% 40% 26% | 25%

27) @A
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DISTRIBUTION
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TRENDS

METHODOLOGY



Distribution of personalised content has a high
importance for 2 in 3 companies

What importance do you attach to distributing personalised content along the customer journey?*

B2B B2C

67% 69%
(Very) high importance (Very) high importance

10%

24% 21% No importance/

Medium importance Medium importance stopped
doing so or

as much

{28) @A
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TRENDS

METHODOLOGY



1 i 3 How far advanced is your automation in the addressing ( 29 ) @
N ' ad
(‘nurturing’) of leads and customers?*

co m pa n ies a re m (Very) advanced Not very/at all §$R“,'\TTEE“§Y“"AR"ET'“G
advanced in
lead nurturing

ORGANISATION
AND TEAMS

BUDGET

ih

B2B

FORMATS AND
CHANNELS

62%

I DISTRIBUTION

PERFORMANCE
MEASUREMENT

0,
65% TRENDS

METHODOLOGY

* Persons who work in a company that engages in content marketing
B2B companies: n = 180; B2C companies: n = 178
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The majority Do you have a specific approach to measuring the success of your ( 31 ) A
content marketing activities?*

do not (yet) “ o e
have a concept

for measuring

success 41% a0

49%

48%

ORGANISATION
AND TEAMS

BUDGET

FORMATS AND
CHANNELS

DISTRIBUTION

11% I PERFORMANCE
0
10% MEASUREMENT

TRENDS

Working on it/
planning it

Yes NoO

METHODOLOGY



In order to measure success, B2B and B2C use web <22 @
analytics the most often

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

B B2B m B2C

Web analytics tool BUDGET

Social media monitoring and metrics FORMATS AND

I 71% S

Surveys of own users
I, 42%
I 35

Technical measurement via ad servers or engagement tracking

DISTRIBUTION

PERFORMANCE
MEASUREMENT

Commissioning of market research surveys
I 16
I 16%

TRENDS

Social media listening

I 15%
I 25%

METHODOLOGY




BZB t Which of the KPIs below do you use to measure the success of your < 35 > [
puts s below ¢
content marketing activities?*

higher focus on

B2B B2C

(] [ ]
q u a ntltatlve 74% Social media analytics 69%
67% i i 60% ORGANISATION
measurement ° Hebstterate °
58% Website engagement KPIs
Conversion rates/sales transactions e
E-mail engagement KPIs
Qualified leads .
CHANNELS
Search rankings
E-mail subscriber growth
DISTRIBUTION

Number of downloads of white papers

Response rates to paid media

I PERFORMANCE

Response rates to surveys MEASUREMENT

Continuous collection of feedback
TRENDS

Number of participants in own surveys

Willingness to recommend

Surveys on brand awareness and image METHODOLOGY




More than 2 in 3 B2B companies have difficulties (2> @
determining their ROI

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

ORGANISATION

AND TEAMS
B2B B2C
We have holistic data for measuring return on investment (ROI) 26% BUDGET
We have already proven the ROI for at least one of Eﬂiﬁﬁﬁf?m
our CM campaigns and have strong insights for the
remaining campaigns
DISTRIBUTION

We have strong insights but are still unable to

40% prove the specific ROI

31%

I PERFORMANCE
MEASUREMENT

We have assumptions rather than hard facts
TRENDS

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

METHODOLOGY



B2C companies have linked their content marketing (32 @
more closely to commerce conversions

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

ORGANISATION
AND TEAMS

B (Very) strong Less/not strong at all

BUDGET

FORMATS AND
CHANNELS

DISTRIBUTION

ih

B2B

58% I PERFORMANCE

MEASUREMENT

TRENDS

METHODOLOGY
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CONTENT MARKETING

What importance do the following topics have for your company?*

B2B B2C
. STRATEGY
Data storytelling 67%
Community building 81%
ORGANISATION
Personalised content 72% AND TEAMS
Marketing automation 56%
Use of Al-based tools 56% BUDGET
Situational content marketing 60%
FORMATS AND
User-generated content 60% CHANNELS
Social selling 58%
Webinars 36% DISTRIBUTION
Live videos and webcasts 49%
Influencer marketing 50% PERFORMANCE
MEASUREMENT
Podcasts 27%
Voice assistants 26%
TRENDS
Augmented/virtual/mixed reality 25%
Metaverse 25%
METHODOLOGY




In which of the following content marketing activities/areas will you to invest (even) more in 2024?*

B2B m B2C

Content creation and production

I 56%

Website enhancements

I 44%

Social media community building

I 45%

Organic content distribution

I 41%

More effective planning of content marketing actions

I 36%

Building up Al expertise for marketing functions

I 31%

In-person events/trade fairs

I 15%

Greater user understanding

I 27%

Improving the customer experience

I 36%

Marketing tech

I 26%

Paid media content distribution

I 27%

Digital/hybrid events

I 22%

Development/expansion of own team

I 21%

Influencer marketing

I 28%

Cooperation with specialised providers

I 19%

{38)> A
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METHODOLOGY



Which Al-based tools do you already use on a regular base?*

B2B W B2C

ChatGPT/Bing Chatbot

84%

Midjourney

16% (123

In-house Al tool

w @

Canva

53%

Adobe Firefly

w @

Stable Diffusion

@ 3

Google Bard
-

Copy.ai

& ©

Mindverse

@ 2%

DALL-E
23% @

Jasper

8% @ 3~

Runway

{39)> A
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For which of the following use cases do you employ Al-based tools?*

B2B

Shortening, summarising and rewriting existing copy
Creating social media posts
Writing SEO copy (SEO title, meta description, alt text)
Developing campaign ideas
Converting existing content into other formats
|dentifying search intent and keywords
Drafting product descriptions
Producing advertising banners/creative content
Producing briefings
Search engine optimisation of existing copy
Automating processes

Measuring marketing performance

20> A
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Methology - Who was surveyed? (22 @

A total of 527 participants were questioned via an online survey between 16 January and 11 February 2024. The survey was distributed via the Statista newsletter, CMCX and Content CONTENT MARKETING
Marketing Forum. The participants were also made aware of the survey via LinkedIn. STRATEGY
Location Type of business Target group
ORGANISATION
AND TEAMS
M Asia MW Europe = USA B Africa m Companies that do their own m B2B B2C
® North America* m South America Australia digital content marketing (publishers)
Agencies that do digital content
2% marketing (service provider) BUDGET
FORMATS AND
CHANNELS
; 49%
DISTRIBUTION
PERFORMANCE
MEASUREMENT
Economic Percentage of
regions participants I
AMER 34%
APAC 27%
EMEA 39% I METHODOLOGY




Position within the company (o1 - 527) Size of the company

Executive manager/Chair person/CEO M <50 employees m 50-249 employees

m 250 - 499 employees >500 employees
30%

Head of division/Director

26%

Team manager/Project manager

22%

Employee with supervisory role

7%

n total = 527

Employee with no supervisory role

8%

None of the above positions

6%

<{B) A

CONTENT MARKETING
STRATEGY

ORGANISATION
AND TEAMS

BUDGET

FORMATS AND
CHANNELS

DISTRIBUTION

PERFORMANCE
MEASUREMENT

TRENDS

I METHODOLOGY



Industry in which the company operates*

Internet, digital business and media

Marketing, advertising, PR and consulting
Manufacturing industry and consumer goods
Banking, insurance and FinTech

Retail

Pharmaceuticals, health care and medical systems
Automotive

Associations, societies and public bodies
Industrial products and machine building

Recreation, gastronomy and tourism

Raw materials extraction, agriculture, forestry,
nature, animals and the environment

Construction and architecture

Law, controlling, personnel and administration
Utilities

Transport, warehousing and logistics

Other

7%
7%
6%
6%
4%
4%
3%
3%
2%
2%
2%
1%
1%

13%

17%

23%

4) A
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The study as an
interactive paper

The results of the Statista Content Marketing
Trend Study 2024 are now also available as an
interactive paper. Experience the latest in B2B
and B2C content marketing with interactive and
animated data.

To the interactive paper

Interactive Paper



https://statista.design/en/doi/statista-content-marketing-trend-study-interactive-white-paper-doi-done/?utm_source=Statista+Content+Design&utm_medium=Content+Marketing+Trend+Study+2024&utm_campaign=Content+Marketing+Trend+Study+2024&utm_term=Organic&utm_content=Cross+Reference
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