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About the Research

Budget constraints and content creation are challenging new obstacles to agency client success. How do agency
professionals plan to overcome these new obstacles to achieving important content marketing objectives?

To find out, SharpSpring and Ascend? fielded the Content Marketing Trends Survey and completed interviews
with 290 marketing professionals; 74 of whom work for agencies that provide marketing solutions to other organi-
zations.

The charts in this edition of the study, titled Content Marketing Trends 2015 Benchmarks from the Agency Perspective,
represent the broad range of client experience agencies provide.

This research has been produced for your use. Put it to work in your own marketing strategy planning and presen-

tation materials. Clip the charts and write about them in your blog or post them on social media. Please share this
research credited as published.

All the best,
Rick Carlson, President / Founder

&/ SharpSpring




Generating quality leads for clients is the most-important

content marketing objective for agencies.

What are the MOST IMPORTANT OBJECTIVES of a content marketing strategy?

Increase lead generation
Improve customer engagement
Increase brand awareness
Improve lead nurturing
Increase website traffic
Increase sales revenue

Improve search engine rankings

Increase customer retention
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SPRING FORWARD

Quality leads fuel the
entire sales process.
Without leads, the
whole sales process
grinds to a halt. Market-
ing automation helps
you generate more
leads, and identify the
anonymous traffic you
already have.



90% of marketing agencies rate content marketing

as successful.

How do you RATE THE SUCCESS of content marketing to achieve important objectives?

SPRING FORWARD

Measuring the success
of marketing initiatives
is notoriously difficult.
Marketing automation
changes that, by identi-
fying exactly which
campaign generated
each lead. See the full
ROI for each campaign,
and know what works
and what doesn't.

Very successful Somewhat successful Somewhat Very unsuccessful
unsuccessful
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Budget and resource constraints are the biggest obstacles to

content marketing success.

What are the MOST CHALLENGING OBSTACLES to content marketing success?

Budget constraints

Lack of content creation resources
Lack of an effective strategy
Inability to measure effectiveness
Lack of cross-channel integration
Lack of employee skills

Lack of a variety of content types

Lack of management support
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Content can be expensive
and difficult to create, so
it's crucial to get all the
mileage out of it you can.
Offering it as gated con-
tent and breaking off
pieces to use as part of
nurturing campaigns are
two ways you can make
content work harder. With
marketing automation,
you'll know the right
people are getting the
right content at the right
time.



Agency clients are spending more than ever on content

marketing.

How are content marketing BUDGETS CHANGING?

0%

Increasing Staying the same Decreasing
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SPRING FORWARD

As clients shell out more
for content marketing, it's
more important than ever
that they see results.
Agencies have to be able
to prove that they're using
client money well and that
they're driving revenue
with those dollars. Come
to the table armed with
the full picture of how
many leads and sales each
campaign produced.
Double down on what
works, cut loose what
doesn't.



Heavy-hitting content like case studies and videos lead the pack as

the most-effective forms of content.

What are the MOST EFFECTIVE types of content used?

Articles/case studies

SPRING FORWARD

Sending prospects case
studies is an extremely
powerful way to demon-
strate the value of your
products and services.
Agencies and clients use
these in drip campaigns to
engage prospects and
help push them down the
sales funnel. Videos offer a
briefer engaging way to
show off that you have
what they want.

Videos

Infographics

Research/white papers

eNewsletters

Photos/illustrations

Webinars/online events

News releases
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Videos and webinars are the most difficult content for

agencies {0 Create.

What are the MOST DIFFICULT types of content to create?

Videos

Webinars/online events

Research/white papers

Infographics

Articles/case studies

eNewsletters

Photos/illustrations

News releases
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It's important for all
content to get delivered
where and when it will
make the biggest differ-
ence, but it's even more
important when that
content is difficult to
Create. It takes a lot of
resources to produce
content that works, so
make sure that it's
driving leads, boosting
engagement, and
closing sales.



Almost all agencies recommend outsourcing some or all of

content creation.

What are the MOST EFFECTIVE RESOURCES for creating content?

In-house content Qutsource content °

creation resources only. creation to a specialist
9% 9%

Combination
of outsourced
and in-house

resources 82%
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The key to delivering
results is leveraging your-
self and your agency the
right way. Many agencies
are now using outside
content-creation resources
to free up their time for
the parts that only they
can provide. When you
aren't so busy designing
content, you can spend
more time designing
campaigns and strategies,
and your clients will see
the difference.

11



An effective content marketing strategy is a balancing

act between results and budget.

Most effective types of content versus most difficult to create.

m Most Effective  m Most Difficult

Articles/case studies

Videos

Infographics

Research/white papers

eNewsletters

Photos/illustrations

Webinars/online events

News releases
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In an ideal world, you
could use as much of
every type of content as
you want, but obstacles
like time and budget
mean we have to make
smart decisions about
what to work on. Instead
of guessing at which
content is paying off, use
marketing automation to
see exactly how well
content is performing, so
you can generate more
results from the same
time and money.



The best indicators of content marketing success are traffic

volume, conversion rates, and lead quality of that traffic.

What are the MOST USEFUL METRICS for measuring content marketing performance?

Website traffic

Conversion rate

Quality of leads

Number of leads

Subscriber list growth

Social media sharing

Sales revenue

Search engine rankings
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At the most basic level,
content marketing has
two main goals. First,
generate more leads.
Second, convert those
leads into sales. That
means the best way to
gauge success is by
looking at the three main
pieces involved: leads,
conversion, and sales.
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Discover Why Hundreds of Agencies Around
The World Choose SharpSpring

* Build higher-value relationships
» Generate monthly recurring revenue

* Prove ROI to your clients

/ . .
Built To Work
t‘ Sharps prl ng With Everyone



http://sharpspring.com/agency/ppc?utm=a2

Research Methodology And Survey Demographics

Ascend? benchmarks the performance of popular digital marketing strategies and
practices using a standardized questionnaire, research methodology and 3-Minute
Survey format. Findings are examined in a quantitative context by experienced an-

alysts and reported objectively.

This survey was conducted online from a panel of more than 50,000 US and inter-
national marketing, sales and business professionals. The following is a breakout of
the demographics represented in this report:

Primary Marketing/Sales Channel
+ B2B (Business-to-Business)  80%
+ B2C (Business-to-Consumer) 20%

Number of Employees

* More than 500 4%
- 50 to 500 14%
+ Fewer than 50 82%
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Role in the Agency
+ CEO/ COO / CMO / CSO etc
* Marketing VP / Director / Manager
* Sales VP / Director / Manager
* Marketing or Sales Staff

« Other

58%
23%
7%
9%
3%
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About The Research Partners

M\ SharpSpring

Simple Marketing Automation for Agencies

Powerful, affordable marketing tools that help you automate workflows, drive more
leads and convert them to sales, with an agency - pricing model as little as 1/10th

the cost of competing solutions. SharpSpring is built to help your marketing agency
attract new business, create a recurring revenue stream and tie your clients to you.

Learn more at www.SharpSpring.com

Ascend2

Research - Based Demand Generation for Marketing Solution Providers

Marketing software firms and marketing agencies partner with Ascend?2 to reliably
generate new business opportunities. Our integrated research, content creation

and demand generation programs are transparent - putting the spotlight on your
brand and the interests of your audience.

Learn more at www.Ascend2.com
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