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Content has become a pillar of business-to-business (B2B) marketing.
It can drive leads and enable buyers to self-educate along the path to
purchase. In recent years, investment in content marketing has
increased as more B2B leadership teams buy in to the programs.

However, simply creating content and sharing it without a clear
purpose isn’'t enough for B2B brands to be successful. They must have
a refined and documented strategy to stand out in a very crowded
content landscape. Creating quality content that is focused on the
audience across all funnel stages is a major goal for B2Bs in 2018. A
refined program should include strategic, efficient and innovative
content created by a dedicated team.
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US Companies Using Digital Content Marketing, B2B
vs. Total, 2015-2019
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Note: companies with 100+ employees that create and distribute
nonpromotional content for marketing purposes; includes content
distributed through owned, earned and paid digital media channels
Source: eMarketer, Oct 2017
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The most successful content should be integrated across all B2B
marketing, advertising and sales initiatives. B2B marketers shouldn’t
think of content as a separate entity to bring an audience to. Rather, it
should be woven through all channels and used by all customer-facing
teams, not just marketing.

Measurement and attribution are still major challenges for B2Bs as they
connect their content marketing programs to revenue. While some
brands are building the technology needed to track buyers across
content touchpoints, those that don’t will not be able to prove return
on investment (ROI).

These insights are drawn from eMarketer's latest report, "B2B Content
Marketing 2018: As Usage Nears Saturation, Still Lots of Room for
Improvement." The report examines B2B content marketing adoption,
investment and best practices. It also provides three areas of focus for
B2B brands seeking to refine their approach in 2018. eMarketer PRO
subscribers can access the full report here. Nonsubscribers can learn
more here.
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http://na2.totalaccess.emarketer.com/reports/viewer.aspx?r=2002201
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