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While we’ve had access to the Internet since the early 1990s, we’ve 
only started to experience the full effects of its disruption on public 
relations communications and digital marketing in the past few years. 
As social networking sites like Facebook and Twitter work to saturate 
consumer audiences, marketers and PR representatives have had to 
evolve the way they work: a bit more social media work slips onto the 
PR to-do list here, and a bit more newsjacking goes on within the 
marketing team’s branding efforts there. Until now, it’s been difficult to 
quantify exactly how these changes have taken shape or accurately 
assess the pulse of how marketing and communications professionals 
have adjusted the way they work to keep up with tech-savvy consumers. 

The need for marketing and communications for businesses will never 
go away. Businesses will always have customers, and those customers 
will always be accessible through advertising, entertainment, and 
technology. However, the most critical takeaway from the 2016 Marketing 
Insights Survey, a survey of 543 Social Media Today and Marketing Dive 
readers, is that definitive change has come to marketing and 
communications, and the two fields are as close to blending as ever. 
It’s through this lens that we will explore how both marketing and 
communications professionals use social media and how they have 
adjusted their methods to remain competitive in a new consumer 
environment.
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The need for marketing and 
communications for businesses 

will never go away.

EXECUTIVE SUMMARY



The purpose of our survey is to understand how changing technology 
and consumer expectations have changed the way marketing and 
communications professionals approach their responsibilities, their 
time, and their budget. 

Among these responsibilities, we looked at the shifting value of influencers 
in marketing initiatives, as well as how marketing and communications 
professionals identify and approach these influencers. Influencers 
include journalists, analysts, bloggers, community managers, traditional 
TV and movie celebrities, social media celebrities, and newsworthy 
individuals. We also asked questions about the importance of marketing 
communication formats compared to just five years ago, including press 
releases, email, phone, social media messages and mentions, warm 
introductions, live events, or influencer management firms. 

The result is an insightful and revealing look at how today’s marketing 
and communications professionals approach their work, and how that 
work has changed to meet the new demands and benefits of the Internet. 

The survey received responses from 534 marketing and communications 
professionals and was designed as an informative questionnaire to 
shed light on the responsibilities and priorities of today’s marketing and 
communications professionals. It should not be considered a scientific 
survey and was sponsored by media intelligence software firm Meltwater.* 

*Results are rounded which may fall 1-2% above or below 100%.
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KEY FINDINGS
 

The responsibilities of marketing and communications have blended: 
Survey results demonstrate that there is no standardized position or title 
that covers all elements of digital marketing, PR, and social media. Rather, 
a wide range of titles covers different elements of all of these positions, 
as widespread as straight-forward social media strategists (28%) and 
content marketing professionals (16%) and less-common in-house or 
agency marketing and communications professionals (11%). 

Newsworthy individuals and bloggers are the most desirable influencers 
on the market: The majority of respondents indicated that newsworthy 
individuals were important or the most important part of their influencer 
mix (90%), followed by bloggers (83%) and social media celebrities (60%). 
These changes mirror the consumer shift away from traditional entertainment 
sources like TV and movies and toward Internet-based entertainment 
sources like news sites, blogs, and social media channels.  

Traditional PR outreach has completely shifted: In the past, most 
marketing and communications professionals could deliver tremendous 
results with a press release and a phone. However, survey results reveal 
a surprising retreat from traditional business methods of outreach such 
as press releases, phone, or live events (all ranked lower in importance) 
in favor of interacting almost entirely via social media platform mention 
or email (ranked higher in importance).
 
Conversions are important, but analyzing success is not a budget 
priority: The transition from 2011 to 2016 saw an enormous jump in the 
number of marketing and communications professionals who think that 
the number of website conversions is the most important metric (from 27% 
to 61%). But despite the fact that everyone surveyed spends some amount 
of time per week analyzing their success rates, most respondents placed 
analyzing their success rate as their second to last or last budget priority. 
This represents a significant opportunity for marketing and communications 
professionals to validate their subsequent budgets and influencer initiatives 
by implementing advanced measurement and monitoring techniques
.
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Social media ownership within organizations is not standardized: 
Within the organizations surveyed, there’s no clear standard for which 
department owns the social media process. Rather, it’s spread all over 
the organization, from marketing (38%) to public relations (14%) or 
corporate communications (8%) to a separate social media department 
(11%) or other (11%), including the HR department, an administrative 
assistant, or a split ownership between marketing and communications 
(11%). A smaller percentage of companies give the process to sales 
(3%), customer relations (2%) or outsource it to an agency or team (3%). 
Surprisingly, however, there’s also no clear agreement among employees 
about which department should own that process. 

Content creation and social media planning are the #1 time and budget 
expenses: When compared to traditional priorities like identifying and 
reaching out to influencers, writing press releases, analyzing success 
rates, and monitoring news and social media for brand mentions, the 
majority of respondents identified either content creation or social media 
planning as the #1 priority for both their time and budget. 

Few marketing and communications professionals use a paid monitoring 
or analytics tool: Feeling limited by their budget and time, only 24% of 
respondents use a paid monitoring or analytics tool. This leaves 76% of 
respondents performing their work manually, representing an enormous 
opportunity to reduce the amount of manual labor that goes into identifying 
and reaching out to influencers and analyzing and reporting on the 
success of campaigns. 
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Feeling limited by their budget and 
time, only 25% of respondents use a 

paid monitoring or analytics tool. 
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The survey received responses from 534 people, mostly from 
the United States (49%), Europe (20%), spread across Africa, 
India, and Australia (21%), Canada (5%), and Asia (5%). The 
majority of those surveyed identified themselves as social media 
professionals (28%) or a title related to business owner, 
administrative assistant, or HR manager (35%). The rest of the 
respondents identified themselves as content marketing 
professionals (16%), in-house or agency marketing and 
communications professionals (11%), or corporate communications 
professionals (9%).

Subsequent survey questions indicate respondents perform 
many of the functions of a PR professional, such as identifying 
and reaching out to influencers, coordinating news coverage, 
and submitting press releases. These results confirm what 
industry experts have long suspected: the responsibilities of 
marketing and communications have blended. No standardized 
position or title covers all elements of digital marketing, PR, 
and social media. Rather, a wide range of titles covers different 
elements of all of these positions.

What title best 
describes your role 
within your 
organization?

What is your geographic location?

United States 49%

Other (Africa, India, 
Australia) 20%

Europe 20%

In-house or agency 
marketing and 
communications 
professional 11%

Social Media 
Professional 28%

Corporate 
Communications 
Professional 16%

Content Marketing 
Professional 16%

Other (Business 
Owner, 
Administrative 
Assistant, HR 
Manager, etc. 35%
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How have marketing and communications 
professionals adjusted their influencer mixes over the 

past five years?

Influencers are individuals who have earned, built, or received notoriety 
for any number of reasons. Marketing and communications professionals 
collaborate with influencers in order to boost the image of their product 
or service or show its value to a new or larger audience. 

In the past, influencers were mainly celebrities. However, as 
consumers change the way they receive news and engage 
with their peers, marketing and communications professionals 
have had to adjust their mixes and seek out new kinds of 
information and entertainment sources. Over the past five 
years, influencers have come to refer to anyone of notoriety 
whether the source is a news cycle, blog, YouTube channel, 
or Internet meme.

Journalists
The importance of journalists in the influencer mix of marketing 
and communications professionals has remained roughly 
the same between 2011 and 2016, rising only 1%. However, 
37% of survey respondents considered Journalists to be the 
most important part of their mix in 2011, compared to only 
18% of survey respondents in 2016. This indicates that while 
still important, journalists have fallen behind both newsworthy 
individuals such as industry experts and business leaders 
(48%) and social media celebrities (32%) as the most important 
part of an influencer mix in 2016.

Analysts
Analysts make more attractive influencers in 2016 than in 
2011, as shown by a rise of respondents who think analysts 

INFLUENCERS

In much the same 
way satellite radio 
has come to 
strongly compete 
with FM radio, the 
past five years have 
witnessed the 
evolution of 
Internet-based 
entertainment into 
increasingly 
popular specific 
outlets.

37%
of respondents 
considered journalists 
to be the most 
important part of 
their mix in 2011.

18%
of respondents 
considered journalists 
to be the most 
important part of 
their mix in 2016.



Utility
Br a nd  St ud ioMARKETING INSIGHTS SURVEY 2016 8

are most important (17% up from 11%) and important (46% up from 
37%). In 2016, only 7% of respondents think analysts are not 
important.

Bloggers
In 2011, 22% of respondents considered bloggers not important. 
That number has dropped to 2% in 2016, revealing that the 
majority of marketing and communications professionals (83%) 
consider bloggers to be either important or the most important 
part of their influencer mix. 

Community Managers
In 2016, 55% of respondents agreed that community managers 
were important. This percentage has increased since 2011, when 
community managers were considered important by only 38% 
of respondents.  

Traditional TV and Movie Celebrities
In 2011, 24% of survey respondents considered traditional TV 
and movie celebrities to be the most important part of their 
influencer mix. That number dropped to 5.45% in 2016, revealing 
that traditional celebrities aren’t the most sought-after influencers 
today. In fact, 35% of respondents said that traditional TV and 
movie celebrities are less important in 2016, and 35% of 
respondents say that traditional TV and movie celebrities are 

22%
of respondents 
considered 
bloggers not 
important in 2011.

2%
of respondents 
considered 
bloggers not 
important in 2016.
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not important at all. This demonstrates a swing away from 
relatively old-fashioned forms of entertainment in favor of 
Internet-based entertainment such as YouTube for video and 
social media for personal interaction.

Social Media Celebrities
In 2011, only 12% of marketing and communications specialists 
considered social media celebrities to be the most important 
part of their influencer mix. This number almost tripled in 2016, 
with 32% of respondents indicating social media celebrities 
were the most important part of the mix. Only 18% of respondents 
say that social media celebrities are not important in 2016. 

Newsworthy Individuals
Overall, newsworthy individuals such as industry experts, 
scholars, and business experts are considered the most 
important influencers to have in a mix. Almost half of the 
individuals surveyed (48%) indicated newsworthy individuals 
were the most important, followed by 41% of individuals 
who say that newsworthy individuals are important. This 
is an adjustment from 2011, where only 24% of respondents 
thought newsworthy individuals were the most important 
and 49% of respondents thought newsworthy individuals 
were important. Only 2% of respondents say that newsworthy 
individuals are not important in 2016.

When it comes to finding an influencer for a specific 
campaign or initiative, the majority of marketing and 
communications professionals do manual research to 
identify the best fit (70%), with a much smaller percentage 
opting to use a software or service (11%), assistants (5%), 
and paid access to media contact databases (5%). 

How do you identify 
the best influencers 
for your initiative?

I do manual research 
(via search engine and 
on social channels) 
70%

I use a software or 
service that matches 
me with influencers 
11%

Other (Combination of 
Manual and Paid 
Access, No Research, 
In-Person Research, 
etc. 9%

I have assistants do 
research, then I 
decide 5%

I pay for access to a 
media contact 
database 5%

IDENTIFYING 
INFLUENCERS



Overall, 65% of marketing and communications professionals 
report that the task of identifying influencers takes up 1-2 
hours of their time per week, with 17% spending slightly 
more time (2-5 hours per week) and 4% spending significantly 
more time (6-8 or 8+ hours). About 15% of respondents 
spend zero time per week on this task. 

Many factors could impact why marketing and communications 
professionals choose to do manual research: they may 
not be aware of software or communities that provide 
easier access to influencers, or they may prefer to search 
through large numbers of influencers to find “the one.” 
Regardless, this represents an opportunity for marketing 
and communications professionals to save time and 
resources by investigating new technology that can shorten 
and improve the accuracy of the process.
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0 HOURS
15%

1-2 HOURS
65%

2-5 HOURS
17%

6-8 HOURS
2%

8+ HOURS
2%

How much time 
do you spend 
per week 
identifying 
influencers?



INFLUENCER OUTREACH

Once an appropriate influencer is identified, marketing and communication 
professionals must determine the most effective and authentic way to 
reach out and suggest a collaboration. In the past, marketing and 
communication professionals were limited to low-technology formats 
such as phone, mail, and in-person meetings. Now, the Internet has 
changed how modern marketing and communications professionals 
approach influencers by providing a variety of options for getting in touch 
such as direct messages on Instagram and Twitter lists of media contacts.

The majority of marketing and communications professionals consider 
social media mentions or direct message to be the most important 
method of influencer outreach (54%). Almost a third of respondents 
report that the second most important method of outreach is email 

Social media 
(54% ranked most important)

Email 
(27% ranked most important)

Press Release 
(11% ranked most important)

Live Events
(4% ranked most important)

Warm introduction 
(21% ranked most important)

Phone
(6% ranked most important)

Contact through an influencer 
management firm

(1% ranked most important)

1

2

6

3

5 7

4
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(27%) and a warm introduction through their network (21%). 
Most respondents consider contact through an influencer 
management firm to be the least important (52%). 

These numbers show a surprising retreat from traditional 
PR outreach methods such as press releases, emails, and 
phone calls. Contact through social media has almost 
completely surpassed all three of these outreach methods, 
indicating that both respondents and influencers actively 
engage on the networks rather than personally or by typical 
business communication methods. 

When it comes to how marketing and communications 
professionals spend their time, reaching out to potential 
influencers is a priority: 52% of respondents spend 1-2 
hours per week reaching out to influencers, while an almost 
evenly matched number spend 0 hours (17%) or 2-5 hours 
(20%). 11% of respondents spend 6-8 or 8+ hours per week 
reaching out to influencers.

How much time 
do you spend per 
week reaching out 
to influencers?

0 HOURS
17%

1-2 HOURS
52%

2-5 HOURS
20%

6-8 HOURS
7%

8+ HOURS
4%

These numbers show a surprising 
retreat from traditional PR outreach 
methods such as press releases, 
emails, and phone calls.
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MEASURING SUCCESS

How do you measure media outreach success 
now compared to 2011?

For how much businesses invest in engagement and outreach 
efforts, it’s no surprise that marketing and communications 
professionals want to measure the success of that investment. 
And with the advent of new technology, it’s never been easier 
to measure the success of email campaigns, press releases, 
and social media campaigns. However, most respondents 
placed analyzing their success rate as their second to last or 
last priority. Considering how important it is to the budgeting 
process to show growth and progress toward marketing goals, 
implementing measurement and monitoring techniques is set 
to be a critical priority for marketing and communications 
professionals.

Understandably, the largest shifts in how marketing and 
communications specialists measure success took place in 
how businesses relate to digital media –– the importance of 
social shares, website traffic, and website conversions all 
experienced profound growth over the past five years. 

Email/press release open rates
Open rates for both email sends and press releases have 
maintained nearly the same level of importance to marketing 
and communications professionals. While it’s slightly less important 
now (42%) than in 2011 (46%), it still matters a great deal whether 
or not influencers open emails and press releases. And while 
8% of respondents indicated email and press release open rates 
were not important in 2011, that number almost halved to 5% in 
2016. Clearly, marketing and communications professionals 
understand the importance of opened emails. 

46%
of respondents 
considered open 
rates for both 
email sends and 
press releases 
important in 
2011.

42%
of respondents 
considered open 
rates for both 
email sends and 
press releases 
important in 
2016.

8% of 
respondents 
indicated email 
and press 
release open 
rates were not 
important in 2011, 
that number 
almost halved 
to 5% in 2016.



Amount of coverage
Volume of coverage has also maintained about the same value over the 
years.  Forty-eight percent of respondents agreed that in 2011 the number 
of pieces of online and offline coverage was important and 22% agreed 
it was most important. These numbers rose slightly to 56% and 25%, 
respectively. Fewer people in 2016 think that pieces of offline and online 
coverage are less important (15%) or not important (5%) compared to 2011.  

Number of social shares
Only a portion of respondents considered social shares to be most 
important (13%) or important (36%) in 2011. These numbers saw dramatic 
growth in 2016, with 46% of respondents indicating social shares were 
now most important and 49% indicating the metric is important. Overall, 
marketing and communications professionals in 2011 simply saw social 
shares as less important (30%) or not important (21%). 

Amount of traffic driven to website
Similar growth occurred for how marketing and communications 
professionals value website traffic. In 2011, 42% of marketing and 
communications professionals knew that website traffic was important, 
and only 27% indicated it was most important. These numbers swapped 
places in 2016 when 54% of respondents indicated website traffic was 
most important and 36% indicated it was important. 

Number of website conversions that result from media outreach
The survey data reveals that the majority of respondents prioritize 
website conversions as the most important metric in 2016 (61%), an 
enormous growth over respondents who thought website conversions 
were the most important metric in 2011 (27%). In 2016, only 4% of 
marketing and communications professionals consider website 
conversions to be not important.
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THE SOCIAL MEDIA 
PROCESS

Much like the variety we see in the title given to marketing 
and communications professionals, official ownership of 
the social media process is scattered throughout most 
organizations. While 38% of respondents said the social 
media process was owned by the marketing department, 
that was not true for the majority of respondents (62%). 

According to the survey results, companies intersperse the 
social media process all over the organization, from public 
relations (14%) or corporate communications (8%) to a 
separate social media department (11%) or other (11%), 
including the HR department, an administrative assistant, 
or a split ownership between marketing and communications 
(11%). A smaller percentage of companies give the process 
to sales (3%), customer relations (2%) or outsource it to an 
agency or team (3%).

The results of which department owns the social media 
process are just as fragmented as the results of which 
department respondents think should actually own the 
process. While a significant number of respondents think 
the social media process should be owned by the marketing 
department (31%), the rest are again diffused among many 
different options. Coming in at the highest ranking, 16% of 
respondents thought that the process should be owned by 
a separate social media department. The rest of the 
respondents thought that it should be owned by public 
relations (13%), content marketing (12%), corporate 
communications (12%), or other, including a split between 
departments or everyone in the company (9%). A small 
percentage indicated it should be owned by customer 
relations (5%) or the sales team (3%). 

Marketing

38%

Public Relations

14%

Separate Social 
Media Department

11%

Content or 
Content 
Marketing 
Department

11%

Corporate 
Communications

8%

Other (HR 
Department, 
Administrative 
Assistant, or Split 
Ownership, etc.)

11%

Which 
department and/
or team within 
your organization 
owns the social 
media process?
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The divided ownership of the social media process has its 
downsides: it’s difficult to get the necessary resources or 
financial support if the responsibility is tacked onto a 
department as an afterthought, and it is near impossible 
to see results if social media is not a high priority for the 
team to which it’s assigned. However, if the social media 
process is assigned to a department thoughtfully depending 
on the needs of the company, this variation could very well 
be a positive. It allows flexibility in considering the goals 
and strategy of different social media campaigns, and it 
also allows a company to place the social media support 
with the department that is closest to it, especially within 
companies in which customer support or sales interact with 
clients most and therefore can most naturally manage the 
social media process. 

It’s interesting to note that zero respondents thought that 
social media should be outsourced to an agency or external 
team. This signifies that all respondents thought the process 
should be authentically owned within the company rather 
than handed off to an outside provider.

Marketing

31%

Public Relations

13%

Separate Social 
Media Department

16%

Content or 
Content 
Marketing 
Department

12%

Corporate 
Communications

12%

Who do you think 
should own social 
media within your 
organization?

16
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TIME MANAGEMENT

How much time do marketing and communications 
professionals spend on PR tasks?

The shift toward modern digital marketing methods continues when it 
comes to how marketing and communications professionals spend 
the majority of their time. Few respondents spend a lot of time on press 
releases, while content creation and social media planning and 
engagement take priority. 

Identifying Influencers
The survey shows that 65% of respondents spend 1-2 hours per week 
identifying influencers, with 17% spending more (2-5 hours per week) and 
15% spending less (0 hours per week). Fewer than 4% of respondents 
spend more than 6-8 or 8+ hours identifying influencers per week. 

Reaching Out to Influencers
Respondents spend about as much time 
identifying influencers as they do reaching 
out to influencers. The survey shows that 
52% of respondents spend 1-2 hours per 
week on this task, with 20% spending more 
(2-5 hours per week) and 17% spending less 
(0 hours per week). Fewer than 11% of 
respondents spend more than 6-8 or 8+ hours 
reaching out to influencers per week. 

Content Creation
Content creation appears to be where most respondents focus their 
time. Only 5% of those surveyed spend zero hours on content creation, 
while 15% spend 1-2 hours per week, 36% spend 2-5 hours per week, 
25% spend 6-8 hours per week, and 20% spend 8+ hours per week. 
This may reflect a lack of resources to outsource writing work, or a 
desire to keep content creation in-house for enhanced authority and 
control over branding. 

Respondents spend 
about as much time 
identifying influencers 
as they do reaching 
out to influencers. 



Press Releases
Press releases receive much less attention from the respondents, as 39% 
of marketing and communications professionals spend zero hours per 
week writing press releases, and almost all the rest spend 1-2 hours per 
week (36%). Only a few respondents write press releases for 2-5 hours 
per week (16%), 6-8 hours (7%), or 8+ hours (1%). 

Social Media Planning and Engagement
Social media planning and engagement is another high priority for 
marketing and communications professionals, with only 1% of respondents 
spending zero hours on this task per week. Much more common are 
professionals who spend 2-5 hours on this task per week (35%), 6-8 
hours (24%) or 1-2 hours (23%). Eighteen percent of respondents spend 
8+ hours on this task. 

Analyzing Success Rates
Reflection on ROI is an important part of any marketing or PR initiative. 
The majority of respondents spend 1-2 hours per week analyzing their 
success rates (53%), with the rest spending 2-5 hours per week (30%). 
Few respondents spend zero hours analyzing their success rate (5%), 
6-8 hours (6%), or 8+ hours (6%). 

Promoting Influencer Content and Collaborations
The majority of respondents spend 1-2 hours a week (51%) or 2-5 hours 
per week (26%) promoting influencer content and collaborations. The 
rest of the respondents either spend zero hours per week on this task 
(5%), 6-8 hours per week (4%), or 8+ hours per week (4%). 

Monitoring News and Social Media for Brand Mentions
Monitoring news and social media for brand mentions is another priority 
for marketing and communications professionals. Most respondents 
spend 1-2 hours per week (35%) or 2-5 hours per week (34%) on this task, 
while only 5% of respondents spend zero hours per week on this task. 
A small portion of respondents spend as much as 6-8 hours (15%) or 8+ 
hours (11%) per week on this task.
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MEDIA MONITORING AND 
ANALYZATION TOOLS

The vast majority of marketing and communications 
professionals do not use a paid media monitoring tool (76%). 
Of those that decided not to use such a tool, the most 
common hesitation is the expense (69%), followed by the 
fear that no one within the organization would use it (18%) 
and a lack of time to change existing processes (14%). Some 
respondents also don’t want to invest in such a program 
because they don’t understand how it works (17%), they don’t 
trust algorithms to be as insightful as they are (10%), or it 
would be too hard to learn (6%). 

These results make sense, especially considering that when 
respondents indicated what holds them back from achieving 
more in their position, very few said that the technology was 
hard to understand or implement (11%) or other factors like 
corporate rules, bad timing, or being challenged (8%). Instead, 
respondents feel limited by budget (55%), time (52%) and 
resources including people (57%). 

One of the tasks media monitoring and analyzation tools 
can complete is the compilation of monthly, quarterly, or 
annual performance reports. This is an important feature to 
consider, as the survey results demonstrate that they manually 
track and assemble data for survey reports (24%) or that 

Do you use a 
paid media 
monitoring 
tool?

Yes 24%

No 76%

Why did you 
make the 
decision not to 
use a paid media 
monitoring tool?

No one would use it 
18%

Too hard to learn 6%

I don’t understand how 
it works 17%

I don’t have extra time 
to change my 
processes 14%

I don’t trust algorithms 
to be as insightful as I 
am  10%

Too expensive 69%

The vast majority of marketing 
and communications 

professionals do not use a paid 
media monitoring tool (76%).



their organization does not track such metrics (14%). Some 
respondents use software to monitor their media mentions 
but still manually assemble their report (28%), and only a 
portion of respondents export metrics and charts from their 
analytics dashboard (35%).

Looking ahead, marketing and communications professionals 
have two clear priorities: content creation (ranked #1 by 
28% of respondents) and social media planning and 
engagement (ranked #1 by 24% of respondents). It’s also 
worth noting that zero% of respondents thought social 
media planning and engagement was the least important 
activity, and only 2% of respondents thought that content 
creation was the least important activity. Very low priority 
initiatives include paying influencers (ranked #8 by 41% of 
respondents) and writing press releases (ranked #8 by 25% 
of respondents). It’s also interesting to note that fewer 
respondents intend to prioritize analyzing their success 
rate in their upcoming budget, with 20% ranking it second 
to last and 16% ranking it last among their priorities.

BUDGETING FOR THE 
FUTURE

0 HOURS
5%

0 HOURS
5%

1-2 HOURS
15%

1-2 HOURS
35%

2-5 HOURS
30%

2-5 HOURS
34%

6-8 HOURS
6%

6-8 HOURS
14%

8+ HOURS
6%

8+ HOURS
11%

How much time 
do you spend 
per week 
analyzing 
success rates?

How much time 
do you spend 
per week 
monitoring news 
and social media 
for brand 
mentions?
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These numbers confirm what we already learned about marketing and 
communications professionals –– the majority are investing their time 
and money into content and social media and dropping their investments 
in press releases and other traditional forms of marketing. What’s 
troubling, however, is that so few respondents consider analyzing 
success rates to be a #1 (5%) or #2 (8%) priority. It begs the question: 
why invest in content creation or social media planning if you won’t be 
tracking whether or not it works?

Content creation such as white papers and reports 
(28% ranked most important)

Social media planning and 
engagement 

(24% ranked most important)

Identifying influencers 
(13% ranked most important)

Paying influencers
(5% ranked most important)

Distributing and promoting 
content 

(17% ranked most important)

Analyzing success rate
(5% ranked most important)

Writing press releases
(4% ranked most important)

1

2

6

3

5 7

4

What is your biggest budget priority right now?



Utility
Br a nd  St ud ioMARKETING INSIGHTS SURVEY 2016

OUTLOOK

The 2016 Marketing Insights Survey reveals critical insight into the working 
priorities of modern marketing and communications professionals. The 
survey also highlights some of the disruptive changes that have occurred 
as a result of the increasing popularity of consumer technology and digital 
entertainment. The result is a penetrating look at how marketing and 
communications professionals use social media and how technology 
has changed their responsibilities and priorities. 

One of the most interesting insights of the study surrounds media 
intelligence technology. Few marketing and communications professionals 
use media intelligence tools, and yet they all spend a significant amount 
of time performing tasks that can be completed by such tools: identifying 
and reaching out to influencers, analyzing data, and reporting on the 
results. This represents a valuable opportunity for marketing and 
communications professionals to reclaim their time and resources by 
investing a minimal amount of time in learning to use such technology. 
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Because the majority of respondents feel limited down by time, budget, 
and resources, this survey also reveals what may be the heart of the 
challenge for modern marketing and communication professionals: a 
lack of bandwidth as they struggle to fit too many responsibilities under 
the title of social media or PR. 

After all, an HR manager trying to identify and reach out to influencers, 
or a business owner struggling to implement a social media engagement 
plan will both fail to perform to their potential, and some other business 
function will suffer the consequences. An industry consensus on which 
department should own this process, or at least a clearly communicated 
and limited list of responsibilities assigned within individual companies 
would do a great deal to empower marketing and communications 
professionals to be more successful in their jobs. 

The future of marketing and communications professionals is far from 
settled. New influencer formats, resources, and technology will no doubt 
emerge over the coming years to bring more changes (and opportunities) 
to the hard-working front lines of consumer engagement. This survey 
should make it easier to anticipate those changes, allowing proactive 
marketing and communication professionals to pivot into marketing and 
communication activities that best help them achieve their goals.
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emerge over the coming years to 
bring more changes (and 

opportunities) to the hard-working 
front lines of consumer engagement.



Meltwater helps businesses drive growth and build brands. Our online intelligence 
platform analyses billions of digital documents and online conversations daily 
to extract precise, timely business insights that help more than 20,000 companies 
understand their markets and engage customers. With offices in 27 countries, 
Meltwater is dedicated to global service built on local expertise. For more 
information, please visit www.meltwater.com.
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