CONTENT MARKETING:

HOW MUCH IS TOO MUCH?

THE REALITY

In the tech industry, two-thirds of the buying
process is influenced by content marketing.
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The average B2B tech marketer uses:

WRITTEN: eNewsletter, Blog, eBook, White paper, Case study
VISUAL.: Video, Microsite, Mobile app, Games, Infographic
EVENTS: Webinar, In-person, Virtual

forms of content

Each day:
You ‘ C;/
Tube )
144,000 hours of 58 million tweets 2.4 million new blog
video are uploaded are sent posts are written

But, there is a point at which you've gone overboard.

THE 5 WARNING SIGNS

Crucial marketing tasks — like obtaining customer insights, ‘ .

analytics, and sales alignment — have taken a back seat to
content marketing

Content marketing consumes more than 40% of your marketing budget -

Content engagement declines by more than 15% quarter over quarter
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Tenacious focus on content quantity jeopardizes the overall
quality of the information created

content is produced

A cohesive distribution plan fails to exist or is designed after the (O')\

INTERESTED IN MORE TECH MARKETING CONTENT?

Follow or visit us at @mktg4technology or www.emiboston.com/technology.
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