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94% 71%

91% 88%

1. The content rush shows no sign of abating 



82. Increased commitment to content 

29%65% 44%
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25% 19%

28% 25%

3. Prerequisites not always in place



104. Organisational issues at play

21% 17% 20%



115. Investment in organising for  content 

51% 38%
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44%

6. Budgets being used to create but not amplify or measure

19%29%



137. Different levels of maturity established

ƟWe have teams within 

marketing - comms , digital 

and social - that all work 

closely together to ensure 

that content is used across 

all channelsƠ

ƟEverything 

published has to come 

to corp comms for 

sign off first so we see 

everything being 

producedƠƟContent probably 

exists within various 

business units which 

would make good 

corporate content, but 

we have no way of 

knowing that it existsƠ



14Looking ahead ƥ biggest challenges for companies

1st 2nd 3rd 4th

51% 49% 35% 33%



15Verbatims : Defining what is good content



16Verbatims : Needle in the haystack


