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INTRODUCTION TO

THE RESEARCH

Welcome to the largest repository of 1st party B2B 

content consumption data on the web. Broken down 

into actionable, strategic takeaways, the 2019 Content 

Consumption and Demand Report continues the 

tradition of delivering as much of our data as possible 

in a way that helps marketers grow stronger content 

marketing programs which ultimately feed a healthy 

demand generation machine.

Inside, you’ll find that we’ve gathered and digested 

data from the real consumption behavior of 

professionals across our platform (we’re talking over 

4 million downloads, and the dozens of data points 

resulting from each of them).  These aren’t interviews, 

these aren’t exhaust signals from search patterns—

the data herein is gathered from real engagements 

with B2B content from our clients and partners. 

For B2B marketers, the results of this research and 

packaging of this data creates a unique opportunity 

to let data inform and direct a content marketing 

strategy. Rather than play very expensive guessing 

games with content and hope for ROI, our clients and 

partners have leveraged our technology and data 

to drive meaningful engagements with downstream 

impacts on pipeline. 

So, jump in to a year’s worth of downloads to discover 

the information that will help your content resonate 

better with your audience, and target the most 

engaged cross-section of professionals in your desired 

industry. 
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THE

DATA SETS
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This report contains analysis of data collected from B2B 

buyers who have agreed to share their information in 

order to receive professional content from our clients or 

partners. These are professionals across 300+ industries 

globally, varying job levels, company sizes, and company 

revenue. As you can imagine, this results in quite a bit of 

data. 

That raw data is broken out into two categories—Active 

Audience and In-Demand Audience. 

• Active Audience is comprised of all users who

requested content and is measured by their self-

identified first-party data. They may or may not have

met the discerning needs of our clients.

• In-Demand Audience is comprised of data from those

users who fit the lead profile of our clients.

Between the two categories, we can review the 

consistency or divergence in expectations of marketers 

relative to what activity takes place outside the scope of 

accepted leads. This report covers all Active Audience data 

through over 4 million downloads globally. 

Another term worth defining is what we call the 

Consumption Gap:

• Consumption Gap is the time that passes between

when a user has requested content and when they

download it to read or watch from the thank you

email they receive.

This is a significant statistic year-to-year as it reveals the 

degree of intent exhibited by users relative to their areas 

of interest. Marketers can rely on this as a measurement 

of engagement and proclivity to have an informed follow-

up conversation with sales.

From there, we’ll provide content tips and best practices 

based on what was trending in 2018 and which content 

types performed the best among those audiences. 

HOW TO READ

THIS GUIDE

By the People

By the Company

By the Industry

Humanize with Data ......................

........................................... 5

..................................... 12

........................................ 13

............. 14

1. Much like last year, we’re sticking with the “no assembly

required” approach. Read all of it in sequence or jump

to your targeting sweet-spot for first party data on what

happened over the past 12 months in that cross-section of

the total audience.

2. To get the most from this data, we suggest going into

the content with a few questions in mind for yourself or

your team:

What does your target audience look like? If you 

haven’t defined personas yet, spend some time 

with this data to assemble audience profiles. 

Is your target prospect limited to a single industry 

or does their job area span verticals?

What types of content formats perform best for 

you and for your prospects? Sometimes your best 

volume performing asset might very well be your 

worst late-stage converting asset. 

How much do lifestyle preferences factor into your 

B2B strategy? 

Ready? Set? Go. 

 ?

 ?

 ?

 ?
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For B2B marketers looking to overcome lots of noise and competition, understanding your audience is always the 

top priority. By delving into what they are actually consuming, marketers can more concisely connect their objectives 

with the interests and concerns of their audience. First, let’s dig into a tough reality to set the stage. Professionals 

are inundated by content, making it harder to get them back for more requests. This begs the question:  What 

can you do to maximize engagement right away so there is less reliance on additional content to push a lead 

through the funnel?

The chart pictured here illustrates the increase in days between content requests from 2017 to 2018. This reflects 

an ongoing trend over the years—professionals are taking longer to come back for more. That means content needs 

to have impact with relevance, usefulness, and readability.  
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BY THE

PEOPLE
CONNECT ENGAGEMENT WITH YOUR OBJECTIVES

% INCREASE IN DAYS BETWEEN CONTENT REQUESTS (YOY)

70%

60%

50%

40%

30%

20%

10%

0%

TAKEAWAY:  The good news is that while many professionals aren’t coming back to the table as quickly for more content, 

they’re much faster to consume that which they have requested. More data on that later, but the takeaway? Quality over 

quantity is what defined content consumption in 2018.
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Consumption Gap Profiles

Consumption Gap data provides perspective on a few things:  content resonance, user bandwidth, and likelihood to be 

sales-ready. Consumption Gap is the time between the moment content is requested and the moment it’s opened for 

consumption. This data reflects the change in time to consume over last year’s data. 

INCREASE IN 

TIME TO CONSUME 

IMPROVEMENT FROM 

ALMOST ALL JOB LEVELS

26%

CONSULTANT

25%

EXECUTIVE VP

18%

INDIVIDUAL 
CONTRIBUTOR

OWNER

13% 12%

SENIOR 
EMPLOYEE

11%

C-LEVEL

7%

SUPERVISOR

5%

DIRECTOR

3%

VICE PRESIDENT

3%

CONTRACTOR

24%

SENIOR MANAGER

2%

SENIOR VP

1%

MANAGER

Executive VPs and Individual Contributors 

are the fastest to consume requested 

content, clocking in just around the 24 hour 

mark. To continue closing that timeframe, 

marketers should innovate content types 

and incorporate relateable themes. 

CLOSE

THE GAP

INDIV.CONTRIBUTOR

- 24 h -

C-LEVEL

- 29 h -

OWNER

- 38 h -

EXECUTIVE VP

- 22 h -

In a year-to-year comparison, time to consume requested content has gone down by the these amounts for 

these job levels:

Only three job levels saw an increase in time to consume content after the request. Senior Managers are the 

only to show a significant increase in how long it takes to consume content, clocking in at nearly 30 hours.
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Not all C-level are Enterprise

Regardless of company size, these are the top title terms 

in C-level content for 2018. These are well aligned with 

the more obvious concerns of C-level management and 

less focused on granular skills-based or tactical topics. 

USE

WORDS THAT STICK
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While C-level engagement numbers are more 

promising this year than last, we need to break 

down the org chart a bit more for context 

around the actual types of C-level execs that 

are so active. 

COMMUNICATION

LEADERSHIPTIME 
MANAGEMENT

MOTIVATION

9%
10,000+

46%
1 - 20

10%
21 - 50

3%
5,001 - 10,000

7%
1,001 - 5,000

4%
501- 1,000

5%
251 - 500

10%
101 - 250

6%
51 - 100

As the chart depicts, nearly 60% of C-level are 

from companies no larger than 50 

employees. However, those at companies 

1,000 and larger constitue nearly 20% of that 

audience. For marketers, this means a 

continued focus on understanding the value of 

reaching other areas of the org chart to try and 

influence-up.

Conversely, C-level at companies with up to 50 

employees have shown greater appetite and 

bandwidth to consume content. 

CONTENT CONSUMPTION 

C-LEVEL PROFILE

TOP ATTRIBUTES: 

Industry & Sub-Industry
High-Tech

Job Area
IT/Computers/Electronics

Job Function
Human Resources General Management

Depending upon objectives, this trend could help marketers achieve a faster sales cycle by expanding into 

smaller company sizes. 

C-LEVEL + COMPANY SIZE
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TOTAL AUDIENCE

JOB LEVEL BREAKDOWN

Individual Contributor 18%

Manager 16%

C-level 14%

Senior Employee 11%

Director 10%

Consultant 6%

Owner                                           6%

6%Senior Manager

VP 3%

Remaining Values 10%

Targeting with job areas can help narrow the audience 

and aid lead quality. Marketers can improve engagement 

and content resonance by understanding their target 

audience’s primary roles and develop content that 

speaks to their concerns. For example, create a 

profile that views job level, job area and function as 

an individual and then tailor content to solving their 

problems alongside the buyer’s journey.  

THAT’S A LOT OF INFLUENCE.
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TOP 5 JOB AREAS

IT/Computers/Electronics

Human Resources

Executives

Marketing

Sales

As we’ve seen in years prior, when looking at 

job levels alone, Individual Contributors are still 

leading the pack for activity. Managers are a 

close 2nd and when you look at the typical org 

chart, it’s no mystery that these professionals 

would take interest and invest time in 

consuming content. 

So, when we talk about improvements in C-level 
engagement, the structure of that buying committee is a 
bit different than the picture you might envision. Smaller 
org, less red tape, which can accelerate buying decisions; 
but many marketers’ objectives tend to favor larger 
enterprise organizations. 

TAP INTO THE 

BUYING COMMITTEE
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2018 paints a positive outlook for C-level targeting ambitions. Those who self-identified a job area of Executive and job 

level of C-level are the number one most active cross section of users when evaluating audience based on job areas 

and job levels. 

TAKEAWAY: Depending on your goals, keep company size and the larger buying committee in mind when targeting 
by job level; particularly C-level. C-level reach for larger companies is challenging compared to smaller company size 
(where we’re finding the most C-level activity). Also note the improved rate of consumption among all job levels as an 
area of opportunity to target outside the C-suite with greater confidence that a prospect has digested content prior to 
outreach.

Executives + C-level

IT/Computers/Electronics+ Individual Contributor

IT/Computers/Electronics + Senior Employee

IT/Computers/Electronics + Manager

IT/Computers/Electronics + Director

TOP 5 

MOST ACTIVE JOB AREAS BY JOB LEVEL

2019 State of B2B Content Consumption and Demand Report for Marketers  

Year-to-year, the job level breakdown remains fairly static; 

however, the behavior and content preferences do fluctuate. This 

being the case, when targeting “by the people”, use the individual 

behavior profile as a starting point for content. It can be 

comfortable to develop personas, but we’re challenging 

marketers to go beyond the persona and speak to the person 

with their content. 
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TOP 5 JOB FUNCTIONS

IT Systems Management

HR General Management

CEO

Marketing Management

Sales

This is where the tried-and-true advice comes 

back into play—while you’re probably encouraged 

by the improvement in C-level’s time to consume 

content (11% faster than last year to consume 

requested content) and their overall predomi-

nance as consumers, realize that this is perhaps 

outdone by the obvious, cumulative influence of 

many other job levels beneath C-level that inform 

buying decisions. 
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Content Insights

When it comes to targeting via job level, it’s clear that 

engagement is up across the org chart and marketers 

should take this into account when developing their 

content. Even if job level isn’t a primary area of focus 

in a targeting strategy, it’s important to understand 

the person behind the data as they will likely influence 

the internal buying committe and ultimate purchase 

decision. 

So, now that it’s more apparent than ever that quality 

and targeting mattered most in 2018, what can you 

do to make sure content is relevant and has impact in 

2019? 

Get to know your audience better by 

understanding what they’re looking for. 

For example, we know that Executive VPs were the 

fastest to consume content requested in 2018, let’s 

examine what type of content created the appetite. In 

2018, Executive VPs enjoyed content with themes 

such as: 

• Top Interview Questions

• How to Increase Profitability

• Product-based Learning

• Communication & Career Development

Many marketers leverage content syndication as part of 

a top-of-funnel strategy, which is why the top content 

types are recurring favorites year after year. But we 

encourage B2B marketers to challenge the mindset that 

these are the only options. 

POPULAR CONTENT ACROSS ALL FILTERS: 

Among the top 100 downloads,  eBooks, Tips + Tricks 

Guides, Cheat Sheets and  White Papers were the 

most popular content types.

Titles elements included,  “25 Tips”, “How to”, “Report”, 

“Secrets”, “Guide to”.

Top themes included  productivity, work-life balance, 

interview best practices, leadership and skills-mastery.

TAKEAWAY: Emphasize relateable messaging that seeks to solve a problem or provide a solution in a simplified, 
“always-on” format. For a competitive advantage, marketers should start adopting webinars more routinely as 
on-demand webinar content can speak to any stage of the buyer’s journey and requires less effort to consume. 

LEVERAGE DATA FOR CONTENT CREATION 

What about other media types? For example, can 

a webinar be top of funnel if it’s usually a larger 

investment of time? 

The answer is:  totally; and the benefits are two-fold. 

Our platform supports on-demand and live events, 

making it even easier for leads to engage with content 

on their schedule and it humanizes your brand. For 

marketers aligning content to the buyer’s journey, a 

live webinar can be an opportunity to interpret how 

engaged a user is in their message. 
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WORDS AT

WORK
TOP WORDS IN THE TOP 100 TITLES DOWNLOADED 

BY THE ENTIRE IN-DEMAND AUDIENCE.
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Operating in extremes a bit in 2018, the leading active 

company sizes were a mix of either large enterprise orgs 

or small businesses. 

While some marketers are committed to a singular 

company profile, aiming for big deals and rapid ROI, 

others may be tasked with pivoting their business 

towards SMB. In either case, both audiences are highly 

engaged with content and can be hyper-targeted in two 

ways: company employee size or company revenue. 

Discerning the value from each filter depends on which 

camp you’re in. 

SET THE SCALE BY EVALUATING COMPANY 

SIZE AGAINST OBJECTIVES

HOW VALUABLE IS VALUE? 

TARGETING BY EMPLOYEE SIZE & 
REVENUE

COMPANY EMPLOYEE SIZE

11%
101 - 250

4%
51 - 100

7%
21 - 50

27%
1 - 20

7%
251 - 500

7%
501 - 1,000

13%
1,001 - 5,000

6%
5,001 - 10,000

18%
10,000+

TAKEAWAY: If you’re aiming to fast-track the buying 

committee by targeting a C-level at a smaller org, it’s less 

likely that the smaller org chart is that of a multi-

million-dollar company. Revisit the earlier discussion, 

“Not all C-level are Enterprise” to connect the dots on 

which company sizes have the most active C-level. 

As can be expected, across the 4 million downloads in 

2018, there’s a positive correlation between 

company size and revenue. There is also some overlap 

in mid-market company size and revenue targeting with 

both the 501-1,000 and 1,001-5,000 company size 

sharing the same revenue targeting of $100-499.9 

million. Marketers can put this information to practical 

use by aligning with expectations for better, more 

realistic filtering. 

AUDIENCE BY EMPLOYEE SIZE & REVENUE

1 - 20   

21 - 50   

51 - 100   

101 - 250   

251 - 500   

501 - 1,000   

1,001 - 5,000  

5,001 - 10,000  

More than 10,000 More than $5 Billion

$1 - 4.99 Billion

$100 - 499.9 Million

$100 - 499.9 Million

$50 - 99.99 Million 

$25 - 49.99 Million 

$10 - 24.99 Million

$5 - 9.99 Million

Less than $500K

EMPLOYEE SIZE REVENUE
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BY THE

INDUSTRY

CONSUMPTION DATA FROM OVER 300 

INDUSTRIES

LIMITED OR LIMITLESS WITH A 

VERTICAL STRATEGY?

As an industry-agnostic platform, our audience and 

publisher partners span the interests of professionals 

in over 300 industries. With that scale, we’ve captured 

insights on which industries are most active. These are 

the trending industries, as reported by users who are 

actively consuming content. 

Consider the following questions when researching 

industry-based consumption trends:

High Tech 

Education

Manufacturing

Retail

Software 

Financial Services  

Medical, Pharma, Biotech

Hospital, Clinic, Doctor Ofc

Advertising/Marketing/PR

Government/Federal

Telecommunications

Energy/Chemical/Utilities

Insurance

Transportation & Distribution

Aerospace & Defense

Hospitality/Travel/Tourism

Are professionals in certain industries simply 

more or less inclined to conduct research related 

to their profession? 

Do some professionals require routine 

certifications or education on products/software?

Does your B2B product or solution span 

industries or are you targeting niche audiences?

With the capability to target and capture even more data on 

leads, we’ve compiled a top five list of attributes associated 

with job area and sub-industry. This helps give a more 

granular perspective to build profiles, personas, or 

to better-humanize your content. 

JOB AREA AND SUB-INDUSTRY TRENDSHigh Tech        IT/Computers/ Electronics

Education        Education

Education        IT/Computers/Electronics

Government-Federal       IT/Computers/Electronics

Financial Services       Finance/Accounting

TOP 5 JOB AREA + SUB-INDUSTRY COMBOS

TAKEAWAY: If your campaigns are industry-specific, take a deeper dive into sub-industry filters and even combine with job 

levels to build personas and more concise targeting strategies. Leverage content title to speak to the target industry 

or sub-industry. 

ACTIVE AUDIENCE INDUSTRIES 

www.morrisconsulting.online

http://www.morrisconsulting.online


2019 State of B2B Content Consumption and Demand Report for Marketers  

14
HUMANIZE

WITH DATA

ENHANCE CONTENT RESONANCE

Admittedly, the title of this section sounds a bit 

contradictory; however, B2B marketers are faced with 

the challenge of making content that breaks through a 

lot of noise—not just across B2B but also ensuring that 

B2C content doesn’t gain mindshare. With the right data, 

marketers can relate better to their target audiences.

At the beginning of the report, we suggested 

considering this question: “How much do lifestyle

preferences factor into your B2B strategy?”

This is where that takes shape and we ask you to

challenge your preconceived notions on what B2B 

content ought to look like. As you can tell from the data, 

some of the most popular content is built upon a 

relatable framework; blending work and life into 

interesting bits of useful knowledge are the secret recipe 

for engaging content. 

That being the case, we dug into our higher-level 

audience data outside of the content consumption 

and demand data. By referencing our website analytics 

software, we’re able to discern other qualitative charac-

teristics of the busy professionals consuming content 

across our platform. 

Check out the profile and affinity groups of the many 

users who engaged with content over the past 12 

months and use this information to develop content 

that will catch their eye while being informative and 

enjoyable .

Shoppers/Value Shoppers

Lifestyles & Hobbies/Business Professionals

Technology/Technophiles

Sports & Fitness/Health & Fitness Buff

Banking & Finance/Avid Investors

Lifestyles & Hobbies/Green Living Enthusiasts

Lifestyles & Hobbies/Shutterbugs

Technology/Mobile Enthusiasts

Home & Garden/Do-It-Yourselfers

Media & Entertainment/Movies

AFFINITY CATEGORIES

GET TO KNOW USERS 
OUTSIDE OF B2B

While we’re providing more granular perspectives on the 

content preferences and individuals across our network, 

In-Market Segments provides a valuable overview for 

marketers developing personas. This data is a holistic 

understanding of research tendencies, categorically.

IN-MARKET SEGMENTS

BUILD PERSONAS THAT 
SPEAK TO PEOPLE

TAKEAWAY: Test a more humanized approach to 

content by integrating B2B concepts with relateable, 

lifestyle-oriented themes. 

Employment

Software/Business & Productivity Software

Employment/Career Consulting Services

Education/Post-Secondary Education

Financial Services/Investment Services

Travel/Hotels & Accommodations

Business/Advertising & Marketing Services

Consumer Electronics/Mobile Phones

Travel/Air Travel

Business Technology/Enterprise Software
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SO,

WHAT’S NEXT?

First party data makes a difference 

If by now you haven’t caught our enthusiasm for data, you may want to have another look around the Report! Unlike other 

lead generation providers, our technologies and capabilities are premised wholly on first party data that’s fully accessible 

by our customers. Every download is part of a transparent, mutually beneficial transaction from a network that’s 

completely owned and operated by us. Using the data that results means marketers can rest assured that consumption 

data is speaking for itself and can be put to immediate use. 

Whether that’s simply through prescriptive takeaways of this Report, or utilizing our solutions, first party data delivers on 

authenticity. Before focusing on campaign details, we encourage marketers to take a critical look at their current providers 

and ask tough questions about data integrity, reporting and accuracy. Discerning value from vapor is more important than 

ever as the martech landscape continues to grow exponentially.  

Professionals want quality over quantity

With the stand-out statistic of this year’s data being the large improvement in time to consume requested content 

(Consumption Gap), marketers should walk away from this Report feeling even more inspired to live by “quality over 

quantity”. The bigger picture from this data shows that professionals are more concisely selecting what they want, taking 

action quickly, and not as keen on coming back for additional content as prior years. 

This decline in return rate for additional content also speaks to improved quality and concise messaging in content that 

pushes leads into a sales cycle or nurture track more efficiently. While users are still returning for content, it appears that 

they are finding more value from content at their initial point of interaction. Marketers should see this as a win and as an 

improvement to potential downstream conversion rates. 

Understanding intent

The improvement in Consumption Gap points to a key value prop of content syndication as a lead generation tactic. 

Raising a hand for content is inherently more indiciatve of engagement and intent, while revealing the user’s stage in the 

buyer’s journey. When users are faster to download, there is likely a correlation with interest or readiness to buy. 

For marketers who are still in the early phases of mapping content to the buyer’s journey, keep buyer intent in the 

foreground with each piece. By designing content that aligns with each stage of the buyer’s journey, marketers capture 

more insights on their leads and can personalize outreach or lead nurture messaging; all of which improves conversion.

SUMMARIZING TAKEAWAYS TO GET STARTED
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JOIN THE 
MOVEMENT
#DEMOCRATIZINGLEADGEN
With a continuously expanding martech landscape, 

marketers are faced with the challenge of being discerning 

consumers; with obligations to sales and other stakeholders, 

the pressure is on the deliver.  

We get it—and that’s why our entire perspective on lead 

generation and content marketing is pervasive throughout 

every solution we roll out:  making it easy for marketers to 

get measurable results through leads with content.  

To make this possible, we’re leading the charge with a 

movement to democratize lead gen. This means putting the 

power into the hands of marketers by providing on-demand 

access to our network of professionals who are actively 

researching content to help inform their technical and 

business-related challenges or needs.

With a CPL model, marketers can confidently measure 

downstream outcomes of their content and budget. Serving 

up real leads for sales to contact and nurture, marketers no 

longer need to grandstand on the value of impressions while 

pipeline sits empty.  

Through our ability to actively monitor first-party B2B buyer 

engagement patterns, we’re further advancing the move-

ment to democratize lead gen; arming marketers with access 

to the largest consolidation of real-time B2B buyer 

engagement data sets to extract greater value from 

marketing content. Now, we encourage you to take these 

insights and forge ahead on your own path to 

content-success. 

 

“
“

MARKETERS NO 
LONGER NEED 

TO GRANDSTAND 
ON THE VALUE 

OF IMPRESSIONS 
WHILE PIPELINE 

SITS EMPTY

www.morrisconsulting.online

http://www.morrisconsulting.online


State of B2B Content Consumption and Demand Report for Marketers  

19

ABOUT

MORRIS CONSULTING

Morris Consulting empowers B2B Marketers 

with the reach, technology, and expertise required 

to drive scalable lead generation results and 

accelerate the sales funnel. MC provides content-

centric lead generation and buyer engagement 

insights through the largest B2B network on the 

web. 

 Superior quality and interactive campaign reports 

deliver measurable ROI, enabling marketers to 

achieve lead generation success. 

OUR

COMMITMENT TO YOU

As the professional Lead Generation Network, we 

feel that it is important to share with you how we do 

business. MC operates according to five core values: 

innovation, teamwork, integrity, customer 

satisfaction and accountability. Our advanced 

technology and massive scale are uniquely 

positioned to achieve the results marketers are 

looking for. MC’s  dedicated team of experienced 

lead generation experts ensure that you will only 

pay for leads that meet your assigned campaign 

obstacles – nothing less. Expand your footprint and 

competitive market share. 

Morris Consulting  |  Successful B2B & B2C Marketers 
www.morrisconsulting.online
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