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Greetings Content Marketers,

Welcome to our 2014 report on the content marketing practices of business-to-business (b2b) marketers working in the 
manufacturing industry. In this report, we look at how manufacturing marketers approach content marketing when compared 
with a wider group of b2b north American marketers representing a range of industry segments.

Manufacturing marketers have been slower than their peers to adopt content marketing (86% vs. 93%). It makes sense, then, 
that fewer say their organizations are effective at content marketing (30% vs. 42%) and still fewer have a documented content 
strategy (21% vs. 44%).

Although they use the same average number of content marketing tactics (13) as their peers, manufacturing marketers use 
social media platforms less frequently. They’re also more likely to use print magazines and newsletters when compared with 
other b2b marketers.

Manufacturing marketers allocate only 21% of their total marketing budget to content marketing. However, 46% say they plan 
to increase content marketing spend over the next 12 months. We look forward to learning how that investment pays off next 
year.

on with the content marketing revolution…

Joe Pulizzi
Founder
Content Marketing Institute

B2B MANUFACTURING CoNTeNT MARkeTING IN NoRTH AMeRICA

http://www.contentmarketinginstitute.com
http://www.eloqua.com
http://www.marketingprofs.com
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3

SponSored by

Percentage of 
Manufacturing Marketers 
Using Content Marketing

86% 

use content
marketing

14% 

 do not
use content
marketing
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Content Marketing Institute/MarketingProfs

86% of manufacturing marketers use content marketing.

USAGE

 93% of b2b marketers overall use 
content marketing.

Percentage of 
Manufacturing Marketers
Using Content Marketing
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30% of manufacturing marketers say they are effective 
at content marketing.

 42% of b2b marketers overall say they are 
effective at content marketing.

OVERALL EFFECTIVENESS

How Manufacturing Marketers 
Rate the Effectiveness of 

Their Organization’s 
Use of Content Marketing

3%
27%

46%
20%
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How Manufacturing Marketers
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Their Organization’s Use of
Content Marketing
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AT-A-GLANCE

B2B Content Marketers At-A-Glance
 Manufacturing  Overall Sample of
 Marketers B2B Marketers

Has a documented content strategy 21% 44%

Has someone who oversees content marketing strategy 60% 73%

Average number of tactics used 13 13

Average number of social media platforms used 5 6

Percentage of marketing budget spent on content marketing 21% 30%

Plans to increase content marketing spend over next 12 months 46% 58%

Percentage that outsources content creation 55% 44%

Challenged with producing engaging content 62% 47%

Challenged with inability to measure content effectiveness 48% 33%

2014 B2B Manufacturing Content Marketing Trends—North America: Content Marketing Institute/MarketingProfs

B2B Content Marketers At-A-Glance
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21% of manufacturing marketers have a documented 
content strategy.

 44% of b2b marketers overall have a 
documented content strategy.

STRATEGY

Percentage of Manufacturing
Marketers Who Have a Documented 

Content Strategy

21% 

Yes

68% 

No

11% 

 Unsure
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Percentage of Manufacturing 
Marketers Who Have a 

Documented Content Strategy
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60% of manufacturing companies have someone in 
place to oversee content marketing strategy.

 73% of b2b organizations overall have 
someone in place to oversee content 
marketing strategy.

STRATEGY

Percentage of Manufacturing 
Organizations with Someone Who 

Oversees Content Marketing Strategy

60% 

Yes

31% 

No

9% 

 Unsure
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Percentage of Manufacturing 
Organizations with Someone Who 

Oversees Content Marketing Strategy
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70% of manufacturing marketers are producing more 
content than they did one year ago.

 73% of b2b marketers overall are producing 
more content than they did one year ago.

CONTENT VOLUME

Change in Amount of Content Creation 
Among Manufacturers

(Over Last 12 Months)

26% 

Significantly
More

44% 

More

24% 

Same Amount

4% 

Less
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Change in Amount of Content 
Creation Among Manufacturers

(Over Last 12 Months)
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Manufacturing marketers use an average of 13 content 
marketing tactics.

 b2b manufacturing 
marketers are far 
more likely to use 
print magazines (69% 
vs. 35%) and print 
newsletters (35% vs. 
22%) when compared 
with b2b marketers 
overall.

 b2b manufacturing 
marketers are far less 
likely than their b2b 
peers overall to use 
blogs as a tactic  
(54% vs. 76%).

TACTIC USAGE

Content Marketing Usage Among 
Manufacturing Marketers 

(by Tactic)
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Manufacturing marketers say in-person events and  
videos are the most effective tactics they use.

 b2b manufacturing marketers rate  
in-person events (71% vs. 70%) and videos 
(71% vs. 63%) as more effective when 
compared with their b2b peers overall.

TACTIC EFFECTIVENESS

Effectiveness Ratings of Tactics Among 
Marketing Manufacturers Who Use Them

71% 29%
29%

42%
44%

48%
50%

45%

53%

71%

58%
56%
55%

52%
50%
47%

Say It’s Effective* Say It’s Less Effective

100 90 80 70 60 50 40 30 20 10 10 20 30 40 50 60 70 80 90 100

In-person Events

Videos

White Papers

36%64% Case Studies

* Percentage of respondents who rated these tactics as a 4 or 5 in terms 
   of effectiveness (on a scale of 1 to 5, with 5 being “Very Effective”)

48%52%
Articles on Your Website

eNewsletters

Blogs

Microsites

Webinars/Webcasts

Books
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Effectiveness Ratings of Tactics Among 
Marketing Manufacturers Who Use Them
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Manufacturing marketers cite YouTube as the social media 
platform they use most often to distribute content.

 b2b manufacturing marketers use an average 
of five social media platforms to distribute 
content, whereas b2b marketers overall use 
six.

 b2b manufacturing marketers use youTube 
more frequently when compared with their 
b2b peers overall (81% vs. 73%); however, 
they use all other platforms less frequently.

SOCIAL MEDIA USAGE

0 20 40 60 80 100

81%
76%

73%
63%

42%

20%

12%

21%

10%
7%
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13%
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Percentage of Manufacturing Marketers 
Who Use Various Social Media 

Platforms to Distribute Content

Twitter
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Percentage of Manufacturing 
Marketers Who Use Various Social 

Media Platforms to Distribute Content
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Manufacturing marketers say YouTube and LinkedIn  
are the most effective social media platforms.

 When compared with their b2b peers 
overall, manufacturing marketers have 
more confidence in YouTube (59% vs. 
48%) and less confidence in LinkedIn 
(56% vs. 62%) and Twitter (35% vs. 50%). 
both rate Facebook low (26% and 30%).

SOCIAL MEDIA EFFECTIVENESS

Effectiveness Ratings of Social Media Platforms
Among Manufacturing Marketers Who Use Them

59% 41%
44%

65%
74%

56%
35%
26%

Say It’s Effective* Say It’s Less Effective

YouTube

LinkedIn

Twitter

Facebook

100 90 80 70 60 50 40 30 20 10 10 20 30 40 50 60 70 80 90 100

*Percentage of respondents who rated these tactics as a 4 or 5 in terms of 
effectiveness (on a scale of 1 to 5, with 5 being “Very Effective”)
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Manufacturing marketers cite brand awareness as  
their organization’s top goal for content marketing.

 b2b manufacturing marketers and their b2b 
peers overall cite brand awareness as their 
top goal. Otherwise, they have very different 
goals, with manufacturing marketers 
placing more emphasis on customer 
retention/loyalty (68% vs. 57%) and less 
on lead generation (67% vs. 74%). The 
biggest difference, however, is with thought 
leadership (44% vs. 68%).

ORGANIZATIONAL GOALS

Organizational Goals for
Content Marketing

(Manufacturers)

100 20 30 40 50 60 70 80 90 100

Brand Awareness                                   87%
Customer Retention/Loyalty  68%
Engagement                             67%
Lead Generation                     67%
Customer Acquisition  58%
Website Traffic                57%
Sales                                    56%
Thought Leadership  44%
Lead Management/Nurturing  36%
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Organizational Goals for
Content Marketing

(Manufacturers)
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Manufacturing marketers cite Website traffic as 
their top content marketing metric.

 Like almost all other B2B content 
marketers, manufacturing marketers cite 
Website traffic as their top metric.

 Manufacturing marketers place less 
emphasis on social media sharing when 
compared with their b2b peers overall 
(40% vs. 50%).

MEASUREMENT

2014 B2B Manufacturing Content Marketing Trends—North America: 
Content Marketing Institute/MarketingProfs

Metrics for 
Content Marketing Success

(Manufacturers)

100 20 30 40 50 60 70 80 90 100

Website Traffic                      63%
Sales Lead Quality   48%
Time Spent on Website   45%
Sales Lead Quantity   42%
SEO Ranking        42%
Direct Sales          41%
Qualitative Feedback from Customers   41%
Social Media Sharing   40%
Benchmark Li� of Product/Service Awareness   29%
Increased Customer Loyalty   28%
Subscriber Growth   28%
Benchmark Li� of Company Awareness   21%
Inbound Links   21%
Cross-selling   7%
Cost Savings   6%

Metrics for
Content Marketing Success

(Manufacturers)
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46% of manufacturing marketers plan to increase their 
content marketing budget over the next 12 months.

 58% of b2b marketers overall plan to 
increase spending over the next 12 months.

 none of the manufacturing marketers 
surveyed said they would decrease content 
marketing spending over the next 12 
months.

 

BUDGET

Content Marketing Spending
Among Manufacturing Marketers

(Over Next 12 Months)

8% 

Significantly
Increase

38% 

Increase46% 

Remain the
Same

7% 

Unsure
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Content Marketing Spending Among
Manufacturing Marketers

(Over Next 12 Months)
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On average, manufacturing marketers allocate 21%  
of their total budget to content marketing.

 b2b marketers overall allocate 30% of their 
total budget to content marketing.

 

BUDGET

Percentage of Marketing Budget 
Spent on Content Marketing

(Manufacturers)

2%
5%

18%
19%

17%
14%

2%
23%

0%
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100%

75%-99%

50%-74%

25%-49%

10%-24%

5%-9%

1%-4%

0%

Unsure

Average Spent: 21%
2014 B2B Manufacturing Content Marketing Trends—North America: 

Content Marketing Institute/MarketingProfs

Percentage of Marketing Budget
Spent on Content Marketing

(Manufacturers)
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55% of manufacturing marketers outsource 
content creation.

 Manufacturing marketers outsource more 
frequently when compared with b2b 
marketers overall (55% vs. 44%).

INSOURCING VS. OUTSOURCING

Insourcing vs. Outsourcing
of Content Creation

(Manufacturers)

In-house Only

Outsourced Only

Both

45%

1%
54%

0 10 20 30 40 50 60 70
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Design and writing are the functions that manufacturing 
marketers are most likely to outsource.

INSOURCING VS. OUTSOURCING

Functions that Manufacturing
Marketers Outsource

73%
49%

39%
19%

19%
12%

8%

Design

Writing

Content Distribution/Syndication

Measurement/Analytics

Content Planning & Strategy

Editing

Buyer Persona Creation
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 While their b2b peers also cite design 
and writing as the top two functions they 
outsource, manufacturing marketers 
outsource design more frequently  
(73% vs. 54%), whereas their peers 
outsource writing more frequently  
(64% vs. 49%).

 Manufacturing marketers outsource content 
planning and strategy more frequently when 
compared with b2b marketers overall  
(19% vs. 8%).

Functions that
Manufacturing Marketers

Outsource
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Manufacturing marketers most often tailor  
content based on industry trends.

 94% of b2b manufacturing marketers 
segment their content in at least one way, 
compared with 95% of their b2b peers 
overall.

 With the exception of tailoring content based 
on company characteristics, manufacturing 
marketers tailor content less frequently than 
their b2b peers overall.

 

SEGMENTATION

How Manufacturing Marketers
Tailor Content

55%
53%

40%

0 10 20 30 40 50 60 70 80

Company Characteristics

56%Industry Trends

Profile of Individual Decision Makers

5%None

Stage in the Buying Cycle

8%Competitors’ Content

17%Personalized Content Preferences
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Lack of time and producing engaging content are top 
challenges that manufacturing marketers face.

 When compared with their b2b peers 
overall, manufacturing marketers are far 
more challenged with producing the kind 
of content that engages (62% vs. 47%) and 
inability to measure content effectiveness 
(48% vs. 33%).

CHALLENGES

Challenges that B2B Content Marketers Face

Lack of Time 69%  69%

Producing the Kind of Content that Engages 62%  47%

Producing Enough Content 56%  55%

Inability to Measure Content Effectiveness 48%  33%

Lack of Budget 43%  39%

Producing a Variety of Content 43%  38%

Lack of Knowledge and Training 31%  25%

Inability to Collect Information from SMEs 30%  25%

Lack of Buy-in/Vision 28%  23%

Lack of Integration Across HR  24%  15%

Lack of Integration Across Marketing 27%  26%

Finding Trained Content Marketing Professionals 6%  10%

Manufacturing
Marketers

Overall Sample of
B2B Marketers
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Challenges that B2B 
Content Marketers Face
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Lack of time and budget are the biggest content marketing 
challenges that manufacturing marketers face.

CHALLENGES

8%

100 20 30 40 50 60 70 80 90 100

Biggest Content Marketing Challenge
for Manufacturing Marketers

Lack of Time

Lack of Budget

Producing Enough Content

Producing the Kind of Content that Engages

Lack of Buy-in/Vision

Lack of Knowledge and Training 4%

16%
14%

23%

13%

2014 B2B Manufacturing Content Marketing Trends—North America: 
Content Marketing Institute/MarketingProfs

 Fewer b2b manufacturing marketers say 
lack of time is their biggest challenge when 
compared with their b2b peers overall  
(23% vs. 30%).

 Manufacturing marketers are more likely to 
say lack of budget is their biggest challenge 
when compared with their b2b peers overall 
(16% vs. 11%).

Biggest Content Marketing
Challenge for 

Manufacturing Marketers
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B2B Manufacturing Content Marketing: 2014 Benchmarks, Budgets, and Trends—North America was produced by Content Marketing 
Institute (CMI) and sponsored by oracle Marketing Cloud. It is based on the responses of a subset of 125 business-to-business (b2b) 
manufacturing marketers located in north America who replied to the fourth annual Content Marketing Survey. Sections of this report 
compare the manufacturing respondents with the overall sample of 1,217 b2b marketers from north America, whose responses were 
previously reported on in the CMI/Marketingprofs study, B2B Content Marketing: 2014 Benchmarks, Budgets, and Trends—North America.

The fourth annual Content Marketing Survey was mailed electronically to a sample of marketers using lists from CMI, Marketingprofs, 
brightcove, blackbaud, King Content, The Association for data-driven Marketing & Advertising (AdMA), the direct Marketing Association 
UK (dMA), Industry Week, and New Equipment Digest. A total of 4,397 recipients from around the globe—representing a full range of 
industries, functional areas, and company sizes—responded throughout July and August 2013. 
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About Content Marketing Institute
Content Marketing Institute (CMI) is the leading global content marketing education and training organization. 
CMI teaches enterprise brands how to attract and retain customers through compelling, multi-channel storytelling. 
CMI’s Content Marketing World, the largest content marketing-focused event, is held every September, and Content 
Marketing World Sydney, every March. CMI also produces the quarterly magazine Chief Content Officer, and provides 
strategic consulting and content marketing research for some of the best-known brands in the world. CMI is a 2012 
and 2013 Inc. 500 company. 

View all original CMI research at www.contentmarketinginstitute.com/research. Learn how to create a documented 
content marketing strategy, a key component for improving overall content marketing effectiveness.

About Oracle Marketing Cloud
Modern marketers choose oracle Marketing Cloud to build customer-obsessed cultures, create and manage ideal 
customers, and power revenue performance. They use award-winning technology and expertise to transform 
marketing by truly knowing the customer, engaging with always-on multichannel marketing, and achieving 
data driven accountability. Integrated data from Digital Body Language™, content 
marketing, social marketing, big data, and dozens of AppCloud apps enables them 
to target, engage, convert, analyze, and use marketing technology to orchestrate the 
customer experience. Visit eloqua.com, subscribe to the It’s All About revenue blog, call 
1.866.327.8764, or email demand@eloqua.com. 

To learn more about 
content marketing for 
manufacturers, attend 
a full-day Industry Lab 
sponsored by oracle at 

Content Marketing World 
on September 11, 2014. 
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