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RESEARCH OVERVIEW 
Now that most technology companies have recovered from the impact that the COVID-19 
pandemic caused over the past several years, they are looking for marketing strategies 
that will help them to accelerate business and possibly make up for revenue lost from the 
pandemic. Content, if targeted correctly, is highly effective at engaging prospects and 
increasing the number of top-of-funnel (TOFU) sales leads. This research studied the ways 
marketers, including both business-to-business (B2B) and business-to-business and business-
to -consumer technology (B2B & B2C) companies make decisions about the content they use. 

RESEARCH METHODOLOGY 
10Fold hired Sapio Research to deploy an online survey to marketing executives with decision 
making and budget authority that were working for B2B or B2B & B2C technology companies 
in the United States, Canada, France, Germany and the United Kingdom. In all, 484 marketing 
executives completed the survey and the results are accurate to a +/- of 4.5% at a 95% 
confidence limit assuming a result of 50%. 

Respondent demographics included 135 executives from the United States, 86 respondents 
from Canada, 79 from France, 84 respondents from Germany and 100 respondents from the 
United Kingdom. Sixty three percent of respondents sold both B2B and B2C and 37% of the 
respondents sold to B2B. 

A wide range of industries were represented by the respondents in this survey including services 
(39%), advertising / ad tech (28%), energy / utilities (23%), networking (21%), manufacturing 
(34%), security (26%) and health-tech (22%).
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Similarly, companies at all stages of revenue were represented by the respondents, including 
$1 million to $50 million (27%), $50 million to $100 million (16%), $101 million to $500 million 
(40%) and more than $501 million (17%).

The intent was to understand the types of content marketing executives were using, how 
often they were publishing content, how they were delivering the content and how they were 
evaluating the content they were using to deliver the desired outcomes (often referred to as 
key performance indicators (KPIs). 

KEY FINDINGS: 

• Nearly 30% of all types and sizes of 
companies build content at least once a 
day 

• 52% of B2B companies believe that 
video is the most important content for 
sales and marketing initiatives

• Only 50% of companies with $500M+ 
revenue build content based on website 
analytics (they tend to ask sales)

• 51% of companies outsource half or 
more of their content creation to third 
parties (and most consider the quality 
good to excellent)

• 57% of companies still rely on the sales 
team’s feedback to measure content 
effectiveness (more than website CRM 
tools in some cases)
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COMPANIES THAT BUILD 
CONTENT DAILY

COMPANIES THAT BELIEVE 
VIDEO IS MOST IMPORTANT

COMPANIES THAT BUILD 
CONTENT W/ SALES INPUT

COMPANIES THAT BUILD 
CONTENT W/ 3RD PARTIES

COMPANIES THAT RELY ON 
SALES TEAM’S FEEDBACK 

TO GAUGE CONTENT 
EFFICACY

30%

52%

50%

51%

57%
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SHOW ME THE MONEY! CONTENT BUDGETS  
In looking at content spend based on revenue, the formula is quite interesting. Companies 
with up to $100 million in revenue spend between $50,000 and $100,000. Similarly, for those 
with revenue over $500 million, the revenue group uses a similar formula of $500,000 to 
$999,999 (.01%). However, for accounts in the revenue range of $250,000 to $499,999 the 
formula increases to be 2.5 times larger. Similarly those with revenues less than $50,000,000 
may spend up to 2 times more on their content.

In reviewing budgets by geography, it looks as though France may be the toughest place 
to get content funds– whereas the United States and Canada may offer the most generous 
content budgets.

HOW DO YOU LIKE IT?  MORE, MORE, MORE!

The mounting pressure to produce content more quickly is certainly being felt across Europe 
and North America. When respondents were asked how much content they were creating 
compared to the prior year, nearly 30% claimed they were producing three to five times more 
content than in 2021. Less than 4% claimed to produce less than last year and only 20% are 
producing the same as last year. 

.

3
10FOLD RESEARCH; EVALUATING THE ROLE OF CONTENT IN 2022

Size by Rev Budgeted   

<$50M $50,000 to $99,999  

$50M - $100M $50,000 to $99,999  

$101M - 
$500M $250,000 to $499,999 

>$500M $500,000 to $999,999 

Geo Budgeted 

USA $250,000 to $499,999 

Canada $250,000 to $499,999 

France $50,000 to $99,999  

Germany $100,000 to $249,999 

UK $100,000 to $249,999 BY REVENUE 

BY GEOGRAPHY 
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To keep pace with the increased production needs, 92% of respondents secured more budget 
to accommodate the new content planned for 2022. 
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NEARLY 30% OF 
COMPANIES ARE 
CREATING 3 TO 
5 TIMES MORE 
CONTENT OVER 
LAST YEAR 

OVER 9 IN 10 (92%) 
COMPANIES THAT 
ARE PRODUCING 
MORE CONTENT 

HAVE INCREASED 
THEIR BUDGET TO 

ACCOMMODATE 
THIS CHANGE

Nearly half of companies are 
producing twice as much 
content as last year. 10Fold 
has more than doubled the 
content we produce for 
clients. 

I don’t know

10 times or more…

6 to 9 times more…

3 to 5 times more…

1 to 2 times more…

About the same as…

Less than last year

<1%

4%

6%

29%

37%

20%

4%

Yes, 92%No, 6%

I don’t know, 1%

Under $50M 89%

$50-$499.9M 96%

$500M+ 91%

4

© Copyright 2022  |  10Fold Communications |  All rights reserved. 10FOLD.COM 

https://twitter.com/10FoldComms
https://www.linkedin.com/company/10foldcomms/
https://www.facebook.com/10foldcommunications/
https://10fold.com/videogallery/
https://10fold.com/


6

THE GREAT RESIGNATION AND THE 
IMPACT ON CONTENT PRODUCTION  

We all know that securing the budget for more people to produce the content we need may 
not be the answer. The professional workforce job changes seen in 2020 and 2021 and now 
considered historic, meant that many companies could simply not find staff. Of course, this had 
an impact on those trying to produce the content needed. Many of the marketing executives 
in our survey handled much of the content production (more than 51%) with outsourced 
resources. In fact, companies with revenues ranging from $50 million to $499,999 million 
(which made up 56% of our respondents) outsourced 51% of their content.

10FOLD RESEARCH; EVALUATING THE ROLE OF CONTENT IN 2022
5
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The best news is that these outside resources were overwhelmingly considered above average 
or excellent! In fact, they were so favorable, that it is statistically improbable that this many 
people could be above average or excellent. 

A look at the geographies led us to some additional interesting insights around outsourced 
resources. Americans were the only geography that offered a “below average” score for 
outsourced resources, but we will also note that they still categorized 73% of their third-party 
sources as above average. Canadians were by far the most enthusiastic about their third-party 
sources and the Germans were the stronger “critics” with only 60% rated “above average.”

10FOLD RESEARCH; EVALUATING THE ROLE OF CONTENT IN 2022

Under $50M $50-$499.9M $500M+ 

52% 56% 40% 

51% OF 
COMPANIES 
OUTSOURCE 
HALF OR MORE 
OF CONTENT 
CREATION TO 
THIRD PARTIES 

ALMOST THREE 
QUARTERS (74%) 

OF COMPANIES 
DESCRIBE THIRD 
PARTY CONTENT 

AS “ABOVE 
AVERAGE” OR 
“EXCELLENT”

Under $50M 67% 

$50-$499.9M 82% 

$500M+ 73% 

I don’t know

None – we produce 
everything in house

1% - 24%

25% - 49%

50% - 74%

75% - 99%

100%

1%

5%

11%

32%

36%

13%

3%

51%

74%

Excellent

Above
average

Average

Below
average

I don’t 
know

25%

49%

25%

1%

0%
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THE CONTENT THAT FITS 

When asked about the content used for marketing, these marketing executives reported they 
were investing in social media and videos. One-third of the respondents suggested research 
reports, newsletters, case studies, webinars and brochures were important. Content used by 
25% of the respondents included infographics, animations and blogs. The content used the 
least (used by less than 20% of the respondents) included slide shows, eBooks, contributed 
articles, white papers and “other.”

Overall, we found consistency in the types of content most often used from an industry 
perspective with two key exceptions: the services industry did not use social as much and the 
energy industry did not use video as much as their counterparts selling into other industries.

Size Excellent Above 
Average Average Below 

Average 
% Above 
Average 

USA 31 63 30 5 73% 
Canada 26 46 8 90% 
France 24 36 16 79% 
Germany 15 32 32 60% 
UK 20 47 27 71% 

Americans and Germans seem to be the harshest content critics

Canadians tend to be the nicest

HOW THE EVALUATION OF THIRD PARTY CONTENT 
CREATORS CHANGE WHEN ANALYZED BY GEO

OUTSOURCE QUALITY BY GEO 

7
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When we look at content used in geographies, only France and Germany varied from a 
content preference perspective. France rated animations their third most frequently used type 
of content and Germany rated brochures their second most often used type of content.

Only the services industry is 
least excited about social and 
only Energy is not convinced 
about video 

Over half of companies 
believe social media 
content is most important 
for sales and marketing 
initiatives, with video 
being a close second.

In looking at content preferences from a revenue size perspective, the largest companies 
prefer webinars as a third choice for content. And when we look at B2B versus B2B & B2C 
focused companies, B2B companies would prefer videos over social media according to our 
respondents. 

Other 
White papers 

Contributed articles 
eBooks 

Slide shows 
Blogs 

Animations 
Infographics 

Brochures 
Webinars 

Case studies 
Newsletters 

Research reports 

Videos 

Social media  

1% 
14% 

15% 
17% 

19% 
23% 

24% 
27% 
28% 

29% 
30% 

30% 

32% 
49% 

55% 

Industry Social % Video % 
Services 39% 49% 
Manufacturing 58% 50% 
Advertising  57% 51% 
Security 49% 56% 
Energy 56% 36% 
Health 58% 56% 
Networking 58% 52% 

THE TYPES OF CONTENT 
MARKETING EXECS VALUE MOST

TOP THREE 
TYPES OF 
CONTENT BY 
GEOGRAPHY

1st 2nd 3rd 

USA Social media (51%) Videos (39%) Research reports 
(36%) 

Canada Social media (75%) Videos (50%) Case Studies (45%) 

France Videos (62%) Social media (49%) Animations (38%) 

Germany Videos (48%) Brochures (39%) Social media (37%) 

UK Social media (63%) Videos (51%) Research reports 
(35%) 

8
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Attracting new prospects to websites is the name 
of the game and the need for consumable content 
and engaging page pathways is the marketer’s 
nirvana. This all leads to the challenge of producing 
content all the time. Long gone are the days 
when content calendars suggested a monthly 
publishing schedule. Even a weekly publishing 
schedule may be unrealistic, most marketers are 
trending towards a daily publishing schedule. 
We looked at daily publishing from a revenue 
perspective, geo perspective and the focus of the 
organizations sales, and we found that 38% of 
companies in the revenue range of $101 million to 
$500 million are publishing daily, that 36% of B2B 
& B2C companies are publishing daily and 48% 
of Canadian companies are publishing daily. It is 
worth noting that nearly 25% of companies in all 
geos are publishing daily.

1st 2nd 3rd 

Under 
$50M Social media (56%) Videos (55%) Research reports /  

Newsletters (29%) 

$50M-
$499M Social media (55%) Videos (44%) Research reports 

(33%) 

$500M+ Social media (54%) Videos (44%) Webinars (38%) 

B2B Only Videos (52%) Social media (45%) Newsletters (32%) 

B2B + 
B2C Social media (61%) Videos (47%) Research reports /  

Webinars  (34%) 

TOP THREE 
TYPES OF 
CONTENT BY 
REVENUE & 
CLIENT TYPE

9
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 TRACKING CONTENT SUCCESS

While it is clear that content is critical to supporting sales and other groups within the 
organization, it must be good to great content to achieve the intended goals. When 
respondents were asked how they knew their content was working (and please recall they had 
extremely favorable thoughts about their third-party content creators), most suggested they 
used Google analysts to track length of stay on web pages to measure efficacy. It was when 
we looked at the results by revenue size and geography that the results got interesting. In fact, 
63% of companies with $500 million or more in revenue ask sales if the content is working.

<$50M $50M - $100M $101 - $500M >$500M 

29% 25% 38% 35% 

B2B  B2B+B2C 
28% 36% 

USA Canada France Germany UK 
33% 48% 37% 23% 25% 

CONTENT PUBLICATION FREQUENCY

FREQUENCY OF DAILY PUBLICATION BY REVENUE

FREQUENCY OF DAILY PUBLICATION BY GEO

FREQUENCY OF DAILY 
PUBLICATION BY B2B/B2B+C

10
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I don’t know

None of the above

Other

We set up landing pages and A/B test

We track through website and CRM tools

We gather feedback from the sales team

We use Google Analytics to Track length of stay on web pages

<1%

1%

<1%

33%

54%

57%

60%
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Those companies with a dual focus (B2B & B2C) are trying everything more, meaning that a 
higher percentage are using CRM tools, A/B testing, Google Analytics and talking to the sales 
teams in total than the B2B focused companies do. However, they use Google Analytics most 
to track the effectiveness of content. From a revenue perspective, the largest companies (as 
stated previously), and also the companies reporting revenues of  $50M to $100M prefer 
talking to the sales team to determine the impact of the content.

63% companies 
with $500M+ 
revenue ask 
sales if the 
content is 
working 

HOW ORGANIZATIONS TRACK CONTENT EFFICACY

Method B2B B2B+B2C 
CRM 48% 58% 

A/B Testing 27% 37% 
Google 

Analytics 52% 64% 

Sales Team 46% 59% 

Method >$50M $50M - 
$100M 

$101M - 
$500M $501M+ 

CRM 54% 47% 61% 44% 
A/B 

Testing 24% 25% 39% 60% 

Google 
Analytics 56% 54% 65% 57% 

Sales 
Team 47% 59% 59% 63% 

TRACKING  EFFICACY BY 
CUSTOMER TYPE:B2B/B2B+B2C TRACKING BY REVENUE SIZE

Small and scaling companies trust Google Analytics for 
judging efficacy. Others use the sales team. 

12
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Tracking the impact of content is done through Google analytics predominantly, for the United 
States and Canadian respondents. However, France, Germany and the United Kingdom prefer 
to confer with the sales team to determine how effective content is. It is fair to note that the 
United Kingdom is only separated by a point on this issue from the sales team, Google analytics 
and website CRM tools.

10FOLD RESEARCH; EVALUATING THE ROLE OF CONTENT IN 2022

Method USA Canada France Germany UK 

CRM 47% 76% 44% 54% 54% 

A/B Testing 39% 32% 24% 31% 35% 

Google 
Analytics 57% 79% 54% 54% 54% 

Sales Team 53% 64% 56% 61% 55% 

HOW ORGANIZATIONS TRACK CONTENT 
EFFICACY BY GEOGRAPHY

51% of companies outsource 
half or more of their content 
creation to third parties (and 
most consider the quality 
good to excellent)

13
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I don’t know

None of the above

Other

We develop content that maps to the requests defined by
our regional sales teams

We develop content at the request of public relations and
field marketing

We closely follow a content calendar based on campaigns
developed to map to the product delivery schedule

We build content based on research and website analytics

<1%

1%

<1%

44%

46%

49%

55%
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IF THEY BUILD IT, WILL PROSPECTS COME?

While most respondents reported that they used website analytics to decide what content to 
build, there were some stark differences between the organizations based on revenue size. 
For example, 56% of companies with $500 million or more rely on content calendars and they 
similarly rely on sales requests (as do companies with revenues under $50 million. 

Once again, we see companies selling into both B2B & B2C using all avenues more often to 
decide when to build content. However, the tool they rely on most is website analytics. 

THE FACTORS INFLUENCING 
ORGANIZATIONS TO BUILD CONTENT

56% companies with 
$500M+ revenue use 
content calendars 

14
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When we look at the data from a geography perspective, we find respondents in the United 
States tend to use content calendars, whereas Canadians, Germans and respondents in the 
United Kingdom rely on Google analytics. Interestingly, France reported responding to PR 
requests. 

The services, manufacturing and security industries all prefer Google analytics while the 
advertising industry is building content for PR. 

THE FACTORS INFLUENCING 
ORGANIZATIONS TO BUILD CONTENT

Method B2B B2B+B2C 
Calendar 44% 52% 

Sales Team 40% 48% 
PR 37% 51% 

Analytics 46% 61% 

Method <$50M $51-100
M 

$101M-
$500M >$501M 

Calendar 37% 50% 54% 56% 
Sales Team 35% 26% 52% 56% 

PR 33% 53% 52% 50% 
Analytics 54% 47% 61% 50% 

B2B / B2B+B2C

GEOGRAPHY
Most countries said analytics 
influenced their content 
decisions, except for the USA, 
whose respondents most 
frequently cited a content 
calendar and France who 
suggested PR influenced their 
decisions.

INDUSTRY
All industries but 
advertising use analytics 
to make content decisions. 
Advertising relies on PR.

REVENUE SIZE

Method USA Canada France Germany UK 

Calendar 51% 67% 38% 49% 41% 

Sales Team 43% 63% 35% 49% 34% 

PR 46% 62% 48% 39% 40% 

Analytics 50% 74% 43% 50% 60% 

Method Services Manufacturing  Advertising Security 

Calendar 56% 56% 49% 56% 

Sales Team 35% 51% 54% 53% 

PR 35% 52% 56% 46% 

Analytics 65% 58% 51% 65% 

Generally, B2B+B2C are more likely to be 
influenced by a variety of factors to build content

Content calendars and the sales team 
had the most influence on the largest 
companies in our survey. However, 
analytics were the most influential to our 
smallest and our 2nd largest. Those in 
the $51 to $101M revenue range said 
PR was the most influential.

15
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IN SUMMARY

Companies are creating more content. Seventy-six 
percent of respondents say their company is producing more 
content than last year, and nearly 30% publish new content 
every day. Almost 40 percent of some sectors are publishing 
daily content. 

Not all content is equal. Social media is the most 
important content to most respondents, followed by video 
and research reports. However, B2B only companies place 
more importance on video (52%), and large companies prefer 
webinars (38%). 

Analytics and sales teams are key for content 
decisions for big companies. Companies with $500M 
revenue seem to rely equally on analytics and their sales team 
to create content and measure its effectiveness compared to 
smaller respondents that rely more on analytics. 

Third parties are essential. Only 5% of respondents say 
they create all their content in-house, while everyone else 
relies on third parties. Of these companies, 74% would 
describe the content produced by third parties as “above 
average” or even “excellent.”

10FOLD RESEARCH; EVALUATING THE ROLE OF CONTENT IN 2022
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FIRMOGRAPHICS 
COMPANY HEADQUARTERS

The companies were headquartered in North America and Europe. The majority were in the 
United States (28%) and the least were in France (16%).  The majority sold into B2B & B2C 
markets.

DEMOGRAPHICS

USA UK
Canada Germany France

Where is Your Company 
Headquartered? 

Both Business &
Consumer Businesses

Do you Sell to B2B & B2C or B2B?

63%

37%

28%
21%

18% 17% 16%

The companies represented by the respondents 
sold their technology into a wide range of 
industries – with mostly equal representation. 
The most represented industries were 
manufacturing, services, security and 
advertising / ad-technology industries. With 
most of the other industries represented by 11 
to 20% of the respondents. 

WHAT IS YOUR COMPANY’S BIGGEST 
MARKET FOR CUSTOMERS? 

15%

32%

17%

CMO / Marketing Executive VP Marketing Director of Marketing
Manager of Marketing Front line Marketing

USA
32% UK

19%

CANADA
17%

GERMANY
17%

FRANCE
15%

17
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More than 60% of the respondents were managers or directors of marketing and VPs and 
CMOs represented 23% of the respondents with the remaining being marketing executives 
described as frontline. All confirmed they had budget and decision-making authority for 
content.

More than 30% of the companies predominantly sold into the United States, with the rest of 
the countries being relatively evenly distributed. 

Finally, from a precise rev-
enue perspective, the re-
spondents reported reve-
nues on a more granular 
level. The most predomi-
nant group (by far, with 28% 
of the respondents report-
ing) was $100 million to 
$500 million).     

DEMOGRAPHICS

3% 11%
14%
15%
15%
17%
17%
18%
19%
19%
20%
21%
23%
23%

26%
29%

34%
39%

Services
Manufacturing

Advertising/MarTech
Security

Energy and Utilities
Health Tech
Networking

Cloud
Transportation

FinTech
Automotive/Transportation
Telecom/5G/Infrastructure

Storage 
Robotics

Blockchain/Crypto
Smart Cities/ Utilities

Clean Tech
Other

WHAT INDUSTRY 
DOES YOUR 
COMPANY SELL 
INTO?

DEMOGRAPHICS RESPONDENT ROLE 

CMO MARKETING 
EXECUTIVE 15%

FRANCE
15%

DIRECTOR OF
 MARKETING

30%

MANAGER OF
 MARKETING

32%

VP MARKETING 8%

FRONTLINE
MARKETING 15%

18
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ABOUT 10FOLD
10Fold is a leading North American integrated communications agency designed to create 
thought leadership and build brand value for deep-technology companies. Among the top 
ten percent of all public relations agencies in the United States (IBIS Research, 2020), 10Fold 
has offices in San Francisco, Walnut Creek, and San Diego, California; Austin, Texas and 
Boston, Massachusetts.

More than 400 complex technology companies in the application development, DevOps, 
big data, artificial intelligence, machine learning, cybersecurity, enterprise software, mobile, 
semiconductor, cloud, networking, healthcare, energy and storage industries have relied on 
10Fold for integrated communications support. The agency is honored to have won more 
than 50 national awards. For more information,  visit 10fold.com and follow us on Twitter and 
LinkedIn.

19

© Copyright 2022  |  10Fold Communications |  All rights reserved. 10FOLD.COM 

https://10fold.com/
https://twitter.com/10FoldComms
https://www.linkedin.com/company/10foldcomms/
https://twitter.com/10FoldComms
https://www.linkedin.com/company/10foldcomms/
https://www.facebook.com/10foldcommunications/
https://10fold.com/videogallery/
http://10Fold.com

