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Content is everywhere.
But thought leaders are rare.
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Global Digital Content Creation Market
Size, by Component, 2024-2033 (USD Billion)
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Only 29% consider their
current content strategies
to be “very” or "extremely”
effective.

- B2B Content Marketing Benchmarks, Budgets, and Trends



Why B2B content strategies aren’t as effective as they could be

Lack of clear goals

Not tied to customer journey

Not data driven

Ineffective audience research

Other

Unrealistic expectations

Emphasis on content quantity over quality
Failure to iterate / adapt

Inconsistent brand voice

Poor content quality

I a2%

0 20 40 60

Q: Why is your content strategy not as effective as it could be? (Select all that apply.)
Base: B2B marketers who indicated their content strategy was moderately, not very or not at all effective.
Source: 15th Annual Content Marketing Survey: Content Marketing Institute / MarketingProfs



52% of B2B marketers plan
to produce more thoug t
leadership content in 2025.



Its effects are
undeniable.

78% 76%

Market share growth Revenue growth

Thought Leadership impact on business growth, according to B2B decision makers

- MX Thought Leadership Research

76%

Profit growth



To win, we need to validate

What to track How to measure it What to do with our
learnings



So, what traits do
successful thought leaders
have in common?



We found five.
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Authority



MAYO
CLINIC

8 innovations in neuroscience

and brain research at Mayo
Clinic




Expertise and
Foresight



Back Issues

The Furrow

AVIEW FROM ABOVE
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Trust






Visibility



2024

Social Media Trends
Report + Expert Panel

Create a winning social media strategy tailored for success in the

year ahead with our exclusive look info how people engage across

social personally and professionally.




Content Leadership



Authority

Expertise and foresight
Trust

Visibility

Content leadership



Audience Be

Authority

Brand Authority

Domain Authority

Content Quality

Keyword and SEO Leadership

Branded Search Volume

Expertise +
Foresight

Search Ranking by
Target Topics

Industry Citations

Audience Engagement
Content Quality

Keyword and SEO Leadership

Innovation

havior

Trust

Website Trustworthiness
Content Engagement and Sharing
Net Promoter Score

Customer Feedback
and Reviews

Brand Sentiment Analysis

Visibility
Site Visits & Traffic

Content Distribution and
Engagement

Social Media Mentions,
Connections and Followers

Share of Voice

Media Citations

Content Leadership

Content Cadence and Volume
Content Channel and Format Mix
Content Quality and Credibility
Content Organization/UX



Audience Perception

Your target audience

Primary, Secondary and
Influencers

By Industry / Job Titles
N =250

Content
Leadership

Visibility

Trust

Expertise &
Foresight



Content

Maturity of Strategy
Content Volume
Content Types / Formats
Organization
Distribution

Content Mix

Quality

Credibility / Accuracy

Tone and Voice
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Impacting the Strategy

Prioritize resources to improve on the right pillars

Optimize against team size, budget and short-long

term initiatives
Strengthen your competitive position over time

Monitor your progress year over year as an annual benchmark



Influence isn’t instant.



B2B Like It Oughta Be.
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