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Methodology

For the 14" annual content marketing survey, CMI and MarketingProfs surveyed 1,080 recipients around the
globe in July 2023, representing a range of industries, functional areas, and company sizes. The survey was
emailed to a sample of marketers using lists from CMI and MarketingProfs.

This article presents the findings from the 272 respondents, mostly from North America, who indicated their
organization is a technology company and that they are either content marketers or work in marketing,
communications, or other roles involving content.

Of this group, 84% represent B2B companies, while 13% work for B2B+B2C brands, and 3% say they work for a
tech company of a different nature. Thirty-six percent work at businesses with more than 1,000 employees, 36%
work at places with between 100 and 999 employees, 23% work for brands with 10 to 99 employees, and 5%
work at tech companies with between one and nine employees.
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Technology marketers use generative Al for various content tasks

Brainstorm new topics

Write drafts

Research headlines, keywords, etc.
Online assignments

Proofread

Generate graphics/images
Create/enhance audio

Produce videos

Don't use Al tools

19%
10%
7%
7%
21%

29%

53%

48%

3%

of organizations do not have
guidelines in place for
generative Al tools

Question: Does your content team use generative Al tools for any of these content tasks? Select all that apply. Question: Does your organization have guidelines in place for generative Al tools?
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Content creation process at larger technology organizations

22%

Each department/brand produces its own content

Departments/brands/products pool resources and share
responsibility for content creation

m Requests for content go through one centralized content team

The content creation responsibility is outsourced to one or more

20% agencies

m Other

Question: Who primarily manages the content creation process in your organization? Base: Technology marketers with 100+ employees
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Technology marketers’ content creation challenges

Creating the right content for our audience

Differentiating our content

Creating contetnt consistently

Creating quality content

Optimizing for SEO

Creating enough content to keep up with internal demand
Creating content that requires technical skills

Creating enough content to keep up with external demand

Question: What content creation challenges does your content team face? Select all that apply.
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49%
43%
43%
40%
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Situational challenges technology content creation teams face

Lack of resources
Aligning content efforts across sales and marketing
Aligning content with the buyer's journey
Accessing subject matter experts (SMES)
Workflow issues/content approvals process
Keeping up with new technologies (e.g. Al)
Lack of strategy

Technolgy integration 13%

Keeping up with privacy rules/regulations/compliance 12%

Question: What situational challenges does your content team face? Select all that apply.
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Types of content technology marketers used In the last 12 months

Produce the best results

Short articles/posts

Case studies/customer stories
Videos

Thought leadership e-books/white papers
Long articles/posts

Data visualizations/visual content
Product/technical data sheets
Research reports

Brochures

Interactive content

Livestreaming content

Audio content

35%
34%
31%

96%
93%
90%
82%
81%
63%
62%
56%

45%

#1

#4

#2

#3

Question: Which of these content types/formats has your organization used for marketing in the last 12 months? Select all that apply. Question: Of those you used, which types/formats produced the best results for your

organization in the last 12 months? Select all that apply.
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Distribution channels tech marketers used in the last 12 months

Produce the best results

Blog

Social media platforms (organic)
Webinars

Email newsletters

Email

In-person events

Digital events

Microsites

Podcasts

Hybrid events

Branded online communities

64%
58%
40%
30%
24%
23%

90%
90%
79%
78%
74%

#3

#5

#1

#4

#2

Question: Which of these channels has your organization used to distribute content in the last 12 months? Select all that apply. Question: Of those you used, which channels produced the best results for your organization in

the last 12 months?
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Paid distribution channels tech marketers used in the last year

Produce the best results

Social media advertising/promoted posts 77% #3
Sponsorships 71% #2
Search engine marketing (SEM)/pay-per-click 70% #1
Digital display advertising 66%
Native advertising 38%
Partner emails promoting our content 33% #4

Print display advertising | 11%

Question: Which of these paid content distribution channels has your organization used for marketing in the last 12 months? Base: technology marketers who use paid content distribution channels Question: Of those you
used, which paid channels produced the best results for your organization in the last 12 months? Select all that apply.
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Status of content management technology

11%

29%

o 40%
Likelihood to

invest in
additional tech

Have the right
technology
in place

Yes
® No, we have the technology but aren't using it to potential
® No, we haven't acquired the right technology

Unsure

Likely ® Unlikely m Neither likely nor unlikely

Question: Do you feel your organization has the right technology in place to manage content across your entire organization? Question: How likely is your organization to invest in additional content management technology in
2024?
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Goals technology marketers achieved by using content marketing in

the last 12 months

Create brand awareness
Generate demand/leads
Nurture subscribers/audience/leads

Generate sales/revenue

Grow loyalty with existing clients/customers 46%
Grow a subscribed audience 42%
Reduce customer support costs 14%

Question: Indicate if your organization has used content marketing successfully to help achieve any of these goals in the last 12 months. Select all that apply.
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