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Executive Summary
Driving Content Marketing Success - European Edition

The popularity of content marketing has grown dramatically over the last few
years as more and more companies shift budget away from traditional paid
advertising towards inbound marketing. Content is at the core of a successful
inbound funnel. It helps to not only attract people to a website, but also

to convert them into happy successful customers. In our State of Inbound
Marketing report for Europe we found that 58% of companies had adopted

an inbound strategy, with 42% planning to increase spend on inbound. These
stats highlight the changes that are happening in marketing right now and why
content is playing such a key role in todays marketing strategy. You can find out

more about inbound marketing here.
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In 2014, content marketing will remain a key focus for marketers seeking to
increase their traffic, leads, and sales. In a recent Smart Insights poll, for the
second year running, content marketing was rated the top digital marketing
technique thought by marketers to give the most commercial benefits in 2014.
30% rated content marketing as the best investment ahead of mobile marketing,

Big Data, search personalisation, CRO and other digital marketing techniques.
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To find out what drives success, we asked over 2,600 marketers across Europe,
from different types of businesses about their approaches to content marketing.
We explored not only the techniques they have found work best for content

creation and distribution, but also how to manage the process, which is less

commonly considered. In our research we uncovered a number of insights such
as that 56% of European marketers are doing content marketing with no proper
content plan, and measuring the ROI of content marketing continues to be a big

challenge for marketers.

We hope you enjoy the report and it provides insights that help you to be more

successful with content marketing in 2014.

Kieran Flanagan

Marketing Director (EMEA at HubSpot)

Dave Chaffey

CEO and Publisher Smartlnsights.com

2014 Driving Content Marketing Success - European Edition



About HubSpot

HubSpot is the world’s #1 marketing software platform. We help more

than 10,000 companies in 56 countries attract leads and convert them into
customers. A pioneer in inbound marketing, HubSpot aims to help its customers
make marketing that people actually love. (Learn more about HubSpot software
and Inbound Marketing.)

About Smart Insights

Smart Insights helps experts in over fifty countries plan, manage and optimise
their commercial goals through practical marketing resources.

Our templates, guides and courses are based on our strategic RACE Planning
approach where marketing success demands:

Plans: A planned approach based on clear digital strategies
Insight: Focus on using digital analytics and customer insight to optimise results

Optimisation: Continuous optimisation of inbound marketing techniques

£ pmart Health Check ©

T,

Plan Fasch 8 Cooesl  Bogegs

Plan digital marketing

Wy | iy 1o st Tha sl Gt fo Lhee
CAnEDiity ) yOuT DUSINEEE BN Ba%ect M for Meddnack

Complete our free digital marketing healthcheck

View most popular Smart Insights resources
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The Popularity of Content Marketing

The growth in content marketing this year has continued to gather pace. There
is no doubt this has been influenced by the changes Google has made to their

algorithm; Panda, Penguin, and Hummingbird have all helped to shine the

spotlight firmly on the importance of content.

Looking at Google Trends you’ll see a dramatic decrease in the interest of link
building in favour of content marketing as a search term. A lot of SEO agencies
have wisely pivoted their business model in 2013 away from link building and

towards content.
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Of course, the reasons for doing content marketing stretch a lot further than just
acquiring links. Content helps companies generate traffic, leads, and sales. But

this is just one chart that highlights how popular content marketing is becoming.

The first thing we wanted to know was how companies in Europe were

embracing content marketing.
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How has your organisation embraced content marketing?

None-limited use
We make little use of content marketing and there is little senior
management support.

Basic use of content marketing
We make some investment in content marketing, but senior management
doesn’t support further investments.

Inconsistent
We invest sufficiently in some areas and have good capabilities with management
support, but other areas aren’t committed to or integrated sufficiently.

Advanced
We invest in content marketing as needed with management support, but
could optimise and integrate further.

Optimised.
We make little use of content marketing and there is little senior
management support.

Responses that were N/A have been removed from this chart

From the responses we can see that marketers are struggling with content adoption within
their companies. 71% of companies’ adoption of content marketing has been inconsistent or
worse. Only a small percentage (9%) felt that they had their content strategy optimised. Even
if we add in those who felt their company had embraced content at a basic level, that’s only

29% of marketers who feel their company’s use of content is basic or better.

So why is that number so low? A lot of the problems marketers have are not just around
getting the initial investment to make their content marketing dreams come true, but
sustaining that initial support when results take time. It’s important to set the right
expectations when pitching for your initial investment. Senior management teams are
probably used to the timeframes of success they get from paid campaigns — or even the
quick wins they had from SEO before the various Google updates of the past year. The
results from content take a little longer, plus everything you do with content won’t necessarily
be successful. Keeping that support as marketers figure out how to make content work

for their company is the difference between staying at that inconsistent level and moving

towards a more optimised strategy.
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The greatest challenge for content marketing is often in the
Boardroom. The fear of sharing too much knowledge is a threat to

content creation.

| recommend using using Google Analytics or your analytics tool to
show the volume of traffic completing an action, driven from your
content sources. Gather an evidence base to convince the senior

team.

Annmarie Hanlon

Evonomie, @AnnmarieHanlon

2014 Driving Content Marketing Success - European Edition


http://www.evonomie.net/
https://twitter.com/annmariehanlon

Following on from that, we wanted to know how marketers were planning to
improve on those inconsistencies this year. We asked our marketers how much
of their marketing budgets will be dedicated to content in 2014. The majority

of marketers are still only spending a small portion of their budget on content
marketing. 49% of respondents are spending between 0-20% of their budget on

content marketing this year.

How Much are Marketers Investing in Content Marketing?

80-100%

60 - 80%
0-20%
40-60%
What percent of the marketing
budget will you spend on
content marketing in 20147
Don't Know
20 -40%

Responses that were N/A have been removed from this chart

Marketers are planning on using their budget to bring content creation in-house,
with 55% planning to increase their internal headcount in 2014. This is
substantially higher than the numbers of marketers who are planning to increase

spend on external content creation (40%).
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Content marketing runs like a thread through a connected and
integrated marketing approach. Taking into account that content
marketing is an umbrella term and that the awareness is not as high
in Europe as it is in the U.S, it’s not surprising that content marketing

budgets are low.

However, it is also related to a lack of an integrated and customer-cen-

tric view in which content intervenes at multiple levels.

J-P De Clerck

i-SCOOP, @conversionation
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Key Content Marketing Activities Favoured by Marketers

Other interesting points are the numbers of marketers planning to increase
spend on paid AdWords and paid social distribution. Our expectation would be
that paid social distribution would be increasing at a higher rate, but this isn’t
the case. In our experience, paid social distribution is a lot more effective for
seeding content. The data suggests European marketers still haven’t started
to move spend from traditional platforms like AdWords into social for content

marketing purposes.

How will your investment in these content marketing activities changes in 2014?

I INCREASE

Content Creation (External Resource)

Paid Adwords or Advertising [ STAYTHE SAME

Network Promotion
[ DECREASE
Paid social distribution ( e.g. through
social network )

Content promotion through earned 2.7%
media ( social mediaand PR)
Content creation (internal - headcount) _ 1.9%

Responses that were N/A have been removed from this chart

Lastly, we are impressed by the large number of marketers who are going to
increase spend in creating their own inbound machine to promote their content.
69% of respondents said they were going to increase their spend on content
promotion through earned media. This means a lot more resources and budget
are being spent by companies in creating an audience for their content through

organic channels (search, website, social, PR etc).

Next, we wanted to know more about how marketers were leveraging both

internal and external resources to help with their content marketing efforts.
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Approaches to Resourcing Content Marketing

The majority of marketers are using internal resources to create their content
marketing strategy and assets. The skew towards in-house resources could
reflect the growing strategic importance of content. Successful content is

created with both the audience and brand in mind.

An internal content team can understand each of these elements a lot better
than someone who is external. However, with so many companies use of
content being inconsistent or worse, leveraging external specialist skills around
content strategy, creation, and distribution can help to make an internal content

team more successful in the long term.

How do you resource these Content Marketing activities?

Paid promotion of content assets

Outreachand PR
Content asset creation

Content marketing strategy

. Mainly in-house . Mixture . Mainly outsourced . We don't invest in this activity

Responses that were N/A have been removed from this chart

2014 Driving Content Marketing Success - European Edition



When developing an internal resource, success depends on whether
the company can attract, motivate, and retain an editorial team. There
is a big question for brands about who they should trust to make the

most of the content marketing opportunity.

Naturally, we would say that the best partner is an editorial expert who
only ‘does’ content and whose primary concern is your brand and your

audience, not theirs.

Kevin Sutherland

Seven, @AgencySeven
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Key Takeaway #1 Using the Right Resources

The majority of marketers do not feel their company is
using content effectively, but are still planning to increase
their investment in a number of key areas. If you are going
to succeed at content marketing, hiring the right people
both internally and externally is critical. To help you with

both of these you can download:

How to find and hire the perfect Inbound Marketer

The Ultimate [Printable] Marketing Agency Report Card

Digital Marketing careers article [Smart Insights]
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Making Content Marketing More Effective

The next part of our survey looked into how effective content marketing was for

marketers in Europe.

. I AM CONVINCED OF THE VALUE THAT
INVESTMENTS IN CONTENT CAN DELIV-
ER AND THAT IT CAN BE A MEASURABLE
ROI

| SEE OPPORTUNITES FROM SOME CONTENT
MARKETING CHANNELS BUT MEASUREMENT

How would you rate the

value of content marketing OF ROIIS LIMITED
for your company?
I'M NOT CONVINCED OF THE POTENTIAL OF
CONTENT MARKETING TO DELIVER VALUE AND SEE
IT AS DIFFICULT TO MEASURE ROI
44.4%

Responses that were N/A have been removed from this chart

We asked our marketers how valuable content marketing was for their
organisations, and found that almost half of respondents were already getting a

return on their investment.

Marketers See the Value in Content Marketing, but Measurement of

ROl is Challenging

Very few marketers are not convinced by the potential of content marketing
(6.6%), but a large percentage of marketers are struggling to put a value on
content as they can’t measure the ROI of it (44%). This inability to measure the
ROI of content is going to be an issue for marketers who want to make content
a more consistent part of their strategy. This is evident in our first section where

most companies’ use of content was inconsistent at best.
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Those organisations that develop content marketing within a
measurement focused strategy have the greatest chance of achieving
their desired business objectives. An ad-hoc and scattered approach
to content marketing will become increasingly unlikely to work as the

market matures.

Daniel Rowles

Target Internet, @DanielRowles
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There are many variables to content marketing that define whether or not you
will see success with it. In order to get the balance right, it is essential to have

a solid plan and strategy in place. Creating a content marketing strategy is a
clear winner when looking at what content marketing techniques marketers have
found to be effective in their experience. The next most effective is properly
measuring the ROI of your content. Both of these techniques are a critical part

of being successful with content.

The Most Effective Content Marketing Techniques

How would you rate the effectiveness of these content marketing techniques?

Creating a content marketing strategy

Customer and buyer personas

Customer journey mapping

Editorial calendars

Content ROl and value assessment (via analytics)

Responses that were N/A have been removed from this chart

It seems there is a lot of potential for marketers to make better use of planning
as part of their content marketing efforts. 56% of marketers are doing content

without what they feel is a proper plan.
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Every facet of successful content marketing has its own blueprint. The
blueprint for evaluating content marketing ROI is no exception, but it

remains a holy grail for most marketers.

My advice to marketers struggling with implementing successful
inbound content marketing is simple: Start planning, and stop feeling

that you’ve got to get your next piece out.

Stephen Bateman
Concentric Dots, @ConcentricDots
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Companies with Marketing Plans are Still in the Minority

YES - IT'S INTEGRATED INTO OUR MARKETING
COMMUNICATIONS INBOUND MARKETING

Does your organisation have

a dlearly defined content W YES - IT'S DEFINED IN A SEPARATE DOCU-
marketing strategy or plan? MENT

32.3%
B NO - WE ARE DOING CONTENT MARKETING,
BUT NO DEFINED STRATEGY

This again could be a contributing factor to those numbers we saw in the first
section. Without proper planning of content, it’s difficult to prove the ROl and

move towards an optimised strategy.

When we looked at what types of content were generating leads and customers
for marketers, blogs and articles were the clear winner (42%). After this,

38% have generated leads and customers through eNewsletters and online
magazines. This just goes to show that you shouldn’t confine your thinking
around content to only a few different types of formats. You should always test

what topics and formats work best for your audience.
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Which Content Formats Work Best?
How would you rate content marketing assets by the volume of leads or sales generated?

Blog posts or articles

Enewsletters or online magazines
Own community for forum

Animated explainer videos

Branded engagement and viral videos
Whitepapers or Ebooks

Infographics

Mobile specific apps or engagement tools
Industry or consumer research reports
Webinars

Competitions

Calculators and interative tools
Quizzes

Games

Responses that were N/A have been removed from this chart

What’s interesting is the number of people who are not using any of these

formats.
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Blogging is the core of any content marketing program — but it’s often
not the thing that generates leads directly. It tends to be higher in the
funnel, leading folks towards content that is more likely to generate

a lead. Marketing automation helps you build an attribution model
that will show the value of a blog even if it’s not the number one lead

generator.

Doug Kessler

Velocity Partners, @DougKessler
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People who answered“Don't use” or“Not relevant”

Mobile specific apps or engagement tools
Quizzes

Competitions

Games

Own community or forum

Calculators and interactive tools

Webinars

Branded engagement / viral videos
Animated explainer videos

Industry or consumer research reports

E-newsletters or online magazines
Infographics
Blog posts or articles

Whitepaper or Ebook

Responses that were N/A have been removed from this chart

Some Content Formats are still Underused

It’'s extremely important to think outside of the content formats everyone else
is doing. As the number of companies investing in content continues to grow,
it’s going to become even more challenging to stand out from the crowd.
Understanding how you can leverage all types of content for your audience will

give you a unique advantage over your competitors.
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Key Takeaway #2: Optimise a range of
content formats

Looking at the data it would seem European marketers
know how important it is to have a content strategy as
part of their process, but a large percentage still don’t
implement one. It also looks as if marketers simply aren’t
trying out different content formats for their audience.
Although they are having success with formats like blogs,
articles and eNewsletters, there is a reluctance to try
new things. To help you create a content strategy for
your business and experiment with new formats, you can

download:

A Practical Guide to Building a Killer Content Strategy

A Treasure Chest of Remarkable Content Ideas & a Guide to Create

Your Own

Selecting the right content using the Content Marketing Matrix

[Smart Insights]
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Planning for Success with Content

To get content marketing right, there are multiple variables to be considered.
We need to get really good at forward planning, execution, promotion, and

measurement of the ROI of each campaign.

In our previous section we saw how marketers felt that having a content
strategy/plan was the most effective technique in their experience. Our survey
found that the majority of European marketers (42%) are planning their content
on a campaign level or across the quarter. This isn’t a bad number and would
suggest that marketers are making some progress with implementing a content
plan for their company. Although 56% of our respondents did say they didn’t
have any plan for their content marketing, these stats would suggest they are

doing some form of planning, at least at a campaign level.

Most companies don’t have a long-term view of Content Creation.

How far into the future is content marketing planned?

One year or more vision and strategic initiatives

Annual plans maximium

Campaign and quarterly plans maximum

Mainly day-to-day, week-to-week planning

Responses that were N/A have been removed from this chart
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We perhaps need to move away from the online marketing silver
bullet — the click — and reconsider the more subtle ‘view’ as the metric
to measure. We just need to find the other meaningful metrics that the

view can tie to.

James Carson

Carson Content, @MrJamesCarson
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Their top challenge is measuring the ROI of their content marketing efforts, but
closely followed by creating enough content and creating quality content. All of
these different challenges add to a company’s struggle to embrace content to a

high level (as we saw in section one, most are inconsistent at best).

Challenges Faced by Content Marketers

What are some of the major challenges with content marketing?

Measurement - measuring ROl and effectiveness

Content strategy - choosing quality content to engage

Content quality - Creating sufficient quality content

Content frequency - Developing sufficient content

Budget and making the case - insufficient budget or buy-in
Outreach - forming and managing partnerships to share content
Integration - integrating content marketing into other activities
Skills - lack of specific content marketing skills

Other

Responses that were N/A have been removed from this chart

In order to really reap the results of content marketing, we need to have well
defined targets, understand who we are trying to attract to our site, a clear
distribution plan to maximise our content’s reach, and a method for tying

the results back to the initial goals set for the company. These are the areas
marketers will need to focus on in 2014 if they want to join the 9% who feel their

content marketing efforts are well optimised.
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So who should you trust to develop your content strategy? Well,
there is an analogy that is often cited when commentators talk about
the essentials of developing content strategy for your brand. They
compare the task and the necessary expertise to that of the editor
of a magazine or newspaper; planning, creating and managing
content across multiple pages or publications to ensure a rewarding,
consistent and varied experience for the reader. So it is this editorial
experience and expertise that brands really need - simply applied

across all your content in all your channels.

Kevin Sutherland

Seven, @AgencySeven
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Key Takeaway #3 Define your KPIs to Measure
Content ROI

Measuring the ROI of content and producing enough
content of a high quality are two of the biggest challenges
we hear consistently from marketers when discussing
content marketing. To succeed long-term at content and
make it a viable part of a company’s strategy; marketers
will need to solve these puzzles. To help, we’ve gathered

some additional resources that will help you in these areas:

Everything Marketers Need to Measure and Prove Content ROI

How HubSpot created a Content Machine [SlideShare]

Creating a Content Machine [Ebook]

KPIs for measuring content marketing article [Smart Insights]
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Methodology

This research was completed in December 2013 by recruiting cus-
tomers and subscribers to Hubspot and Smart Insights. There were
2688 responses from marketers throughout Europe, showing a fan-
tastic level of interest in how to get the most from content marketing

— thank you if you took part!

Senior marketers such as business owners, marketing managers

and digital marketing were the 3 main types of respondent as would

be expected from a report on managing content marketing.
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WANT TO KNOW HOW
YOU CAN STEP UP YOUR
CONTENT MARKETING?

HubSpot are offering you a complimentary marketing assessment to

evaluate where you could improve your efforts in order to gain a better

ROI for your efforts.

GET YOUR DEMO

HTTP://BIT.LY AWESOME-DEMO

2014 Driving Content Marketing Success - European Edition


http://offers.hubspot.com/demo?source=ebooks-ctas
http://bit.ly/Awesome-Demo
http://www.linkedin.com/company/hubspot
http://www.linkedin.com/in/stephaniesammons
http://offers.hubspot.com/demo?source=ebooks-ctas
http://bit.ly/Awesome-Demo

	About the Authors 
	Key Takeaway #1 Using the right resources
	Approaches to resourcing content marketing
	Key content marketing activities favoured by marketers
	How well are marketers managing content marketing?
	Driving Content Marketing Success - European Edition
	How much are marketers investing in content marketing?
	The Effectiveness of Content Marketing
	Marketers see the value in content marketing, but measurement of ROI is challenging
	The most effective content marketing techniques
	Companies with marketing plans are still in the minority
	Which content formats work best?
	Some content formats are still underused
	Key Takeaway #2: Optimise a range of content formats

	Making Content Marketing More Effective
	Most companies don’t have a long-term view of Content Creation. 
	Challenges faced by content marketers
	Key Takeaway #3 Define your KPIs to measure content ROI


