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The State of Content Marketing 2021
We analyzed:
e 600 000+ tweets,
e Hundreds of thousands of search queries,
e 1,200,000+ blog posts.

Surveyed 1,500+ marketers across the globe.
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Top 20 Hashtags Used

with #contentmarketing

#digitalmarketing
#marketing

#seo
#growthhacking
#smm

#business
#socialmedia
#onlinemarketing
#startup

#analytics
#socialmediamarketing
#marketingstrategy
#content

#bigdata

#sales
#marketingtips
#entrepreneur
#inboundmarketing
#ai
#affiliatemarketing

21%

16%

14%

14%

14%
13%
12%
12%
12%

10%

71%
64%
62%

44%
40%
37%
33%
27%
25%
24%
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To create the present report, we leveraged data from the following SEMrush tools:

Content Marketing
Platform

a unigue set of tools covering the whole
content marketing workflow, from content
ideation, creation and management to

optimization and performance measurement.

Discover the platform —>

affic
nalytics

a quick way to get information about any
website’s traffic channels, geographic
distribution, visitor behavior, etc.

Learn more —

an easy-to-use keyword research tool
that provides all the data you need to
start an effective SEO or PPC campaign.
Discover the tool —>

cial Media
racker

an advanced solution for social media
analytics and competitive research.

Tryitnow —>




Content
Marketing Trends
2020
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Top 20 Topics Discussed LEICESTER

DIGITAL

with #contentmarketing LIVE

strategy

SEO

social media
tools

trends

Al

content ideas
startup
blogging

ads

health

visual content
influencers
monetization
sales

video marketing
analytics
content formats
statistics

travel

4%

3%
3%
3%
3%

2%
2%
2%
2%

1%
1%
1%
1%
1%
1%
1%
1%

34%
18%
10%

What we did:

We used a mixture of machine learning and
human expertise to analyze the topics (key
themes) that were discussed in the most
popular tweets (20+ retweets) published
between January and September 2020 with

the #contentmarketing hashtag.
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DIGITAL

The Usage of Links and Visual Content in LEICESTER
Tweets with #contentmarketing LIVE

The Usage of Visual Content in the Analyzed Tweets

Overall image use 88%
Image 74%
Summary w/large image 26%
Infographic 20%
Text (no visuals) 8%
Video 2%
Gif = 1%

The Usage of Links in the Analyzed Tweets

Tweets with links 96%
Tweets without links 4%

<) SEMRUSH



Top 20 Content Marketing Influencers
on Twitter

@NealSchaffer y 10 @MartinAButters

11 @JonathanAufray

@BenKamauDigital 12 @apolineadiju
@MikeSchiemer Ll

14 @iamjony94
@jeffbullas 15 @Nitish_Sharma23
@LindaGrass0 16 @lilachbullock
@JoePulizzi 17 (@Robert_Rose
@RebekahRadice 18 @jeffsheehan
@BrennerMichael 19 @PamMktgNut
@janetmachuka_ 20 @heidicohen
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Top 20 Google Search Queries LEICESTER

Related to Content Marketing S o

10 content marketing manager 2,400

11 seo content marketing 1,900
2 content marlmtmg agency 5'_400 12 types of content marketing 1,900
3 contentmarksting examples | 5,400 13 content marketing jobs 1,600

14 content marketing tools 1,600
4  content marketing institute 5,400 15 content strategy example 1,600
5 content marketing definition 3,600 16 content advertising 1,300
6 content marketing plan 3,600 17 content marketing blog 1,300
7 content marketing services 2,900 18 content marketing companies 1,300
8 digital content marketing 2,900 19 content marketing funnel 1,300
9 b2b content marketing 2,400 20 social media content marketing 1,300
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Top 20 Questions about Content

Marketing Asked on Google

why is content marketing important

what is content marketing strategy

how to content marketing

how to develop a content marketing strategy
how to write content marketing

what is content marketing in seo

what is b2b content marketing

how to measure content marketing success

10

1

12

13

14

15

16

17

18

19

20

what does content marketing mean

what is visual content marketing

how much do content marketers make

how to create content for affiliate marketing
what is content syndication in digital marketing
what is interactive content marketing

what makes good content marketing

how content marketing helps

how content marketing is changing the game
how to create a content marketing calendar

how to get started with content marketing

LEICESTER
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LIVE
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Key Takeaways: LE'Dﬁ'aﬂi'f@

LIVE

Q?o It takes a strong strategy to do
o[-0 content marketing well.
gdo

Businesses are looking for new

" E@;! " ways to promote themselves on

social media.

:[u The ties between SEO and content
are getting stronger.




Key Takeaways:

3
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Analytics and technology are
getting serious.

Automation and outsourcing are
here.

Everybody likes visuals.



Most Expensive
Keywords
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Top 20 Most Expensive Keywords
in the Content Marketing Industry

content strategy

conferences 2020 2ol
:::nc&ntent marketing 19.91
e
account based content marketing 18.27

linkedin content marketing strategy  17.00

linkedin content marketing score 12.98

content marketing analytics tools 12.86

content marketing for b2b companies 11.55

b2b content marketing platform 11.33

1

12

13

14

15

16

18

19

20

b2b content marketing stats

saas content marketing agency

magic quadrant for content
marketing platforms

healthcare content marketing agency

linkedin content marketing

enterprise content management
market size

b2b content marketing trends 2020

b2b content marketing 2020

b2b content marketing funnel

b2b content marketing trends

keyword research for content
marketing

11.07

10.58

10.54

9.77

9.07

8.92

8.66

8.24

814

AL
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Key Takeaways:

LEICESTER
DIGITAL
LIVE

The pandemic didn't extinguish the
interest in content strategy
conferences.

B2B companies are interested in
automating and outsourcing their
content creation.

There's a strong demand for
solutions that can streamline
keyword research and analytics.



Anatomy
of Performing
Content

SSSSSSS



LEICESTER
Longreads D'G'JCE@

Long texts (3000-7000 words) get x2 pageviews and 24%
more shares than articles of average length (900-1200
words).

7000+ word articles drive almost 4x more traffic than
articles of average length (900-1200 words).

Short posts (300-900 words) gain 21% less traffic and 75%
less backlinks than articles of average length (900-1200
words).

Short articles (300—600 words) are shared 3x less often
than longreads of 7000+ words.

P RHYIFYSH



: i
Visual Content Ve

e Posts with one image get twice as much traffic as posts
containing text only. These also get 30% more shares and
25% more backlinks.

e Posts with 7+ images get X4 more traffic than articles
containing just text.

e Posts that don't contain a video get 92% less traffic and 24%
less shares than posts with at least one video.

S REMRYEH




LEICESTER
Longreads D'G'JCE@

Long texts (3000-7000 words) get twice as many pageviews
and 24% more shares than articles of average length (900-1200
words).

7000+ word articles are absolute leaders in terms of content
performance, as they drive almost 4 times more traffic than
articles of average length (900-1200 words).

Short posts (300—-900 words) gain 21% less traffic and 75% less
backlinks than articles of average length (900-1200 words).
Short articles (300—-600 words) are not shared at all 3 times
more often than longreads of 7000+ words.

P RHYIFYSH
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DIGITAL
Content Length LIVE
Impact on Performance
Avg. Unique Pageviews Shares Backlinks
300-600 59 300-600 20 300-600 ‘EEE 5
601-900 77 601-900 19 601-900 CEEED
901-1200 82 901-1200 21 901-1200 GEEEEEES 14
1201-1500 93 1201-1500 24 1201-1500 CEEEEEEEEED 18
1501-2000 100 1501-2000 28 1501-2000 CEEEEEED 12
2001-3000 104 2001-3000 24 2001-3000 GEEE——» 12
3001-5000 122 3001-5000 24 3001-5000 == 13
5001-7000 188 5001-7000 27 5001-7000 cEmEEmED 14
7000+ 302 7000+ 30 7000+ cEEEENEES 15
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300-600
601-900
901-1200
1201-1500
1501-2000
2001-3000
3001-5000
5001-7000
7000+

Non-Shared Articles
By Length

51%
44%
42%
41%
40%
34%
27%
19%
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59%
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Headline Type
Impact on Performance

Avg. Unique Pageviews Shares
questions 162 questions 19
guides 190 guides 26
lists 247 lists 25
how-to 206 how-to 23
<other> 137 <other> 21

Backlinks

questions
guides
lists
how-to

<other>

LEICESTER
DIGITAL
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CEEEED 6
Ee=_eE=EmeE 7
G 8
EE=EAE 7
S 5
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Avg. Unique Pageviews

<7
7-9
10-13
14+

102
152
194
185

H1 Length:

Impact on Performance

Shares

<7

10-13
14+

14
17
21
17
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Backlinks

<7 AN

7-9 cEINNEES
10-13 CEENENENENED
14+ Gl .

3D ;O U W
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Low performance

No H2

H2 only
H2 + H3

H2 + H3 + H4

39%
24%
19%
16%

Distribution of Heading
Depth by Performance

Medium performance

No H2

H2 only
H2 + H3

H2 + H3 + H4

42%
40%
37%
27%
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High performance

No H2

H2 only
H2 + H3

H2 + H3 + H4

> 19%
[ Jomtl] 2 35%
S e R 44%

CGEENENENEED 56%
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LEICESTER
Number of Lists: D'G'LT“/}E
Impact on Performance

Av. Monthly Unique Pageviews Shares Backlinks
No lists 118 No lists Nolists N
1list / 500 words 204 1 list / 500 words 1list / 500 words N D D
2 list / 500 words 187 2 list / 500 words 2 list / 500 words G D D
3+ lists / 500 words 189 3+ lists / 500 words 3+ lists / 500 words N D

<) SEMRUSH
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Number of Images
Impact on Performance

Av. Monthly Unique Pageviews Shares

No images
1

2-3

4-5

6-7

7+

65

124
184
208
241
275

No images
1

2-3

4-5

6-7

7+

16
19
26
25
29
26
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Backlinks

No images GHENENED 8
1 cGEEEIREEEEE 12

2-3 GEEEEEp

4-5 CGEEEEEP

6-7 GEIEED
7+ AP

© O N N
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No videos
1

2-3

4-5

6-7

7+

131
216
186
174
198
187

Number of Videos
Impact on Performance

No videos
1

2=3

4-5

6-7

7+

21
24
31
26
19
21

LEICESTER
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Backlinks
No videos CENINENED 10
| GEEEEEEE) 13
2-3 CEEED 8
4-5 CEEEEED 9
6-7 CEIEEED 7
7+ CEEEED 8
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Key Takeaways: L%&ﬂiﬁ@

LIVE

Longreads are the best traffic
o[-0 drivers.

Explanatory headlines look more

|[E@_:l]| attractive.

[u A clear structure makes
-V your content better.




Key Takeaways:

I
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Visuals are great for increasing
engagement.

Lists can increase your number
of readers.



Content
Marketing in
2020: Survey
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LEICESTER
Use of Content Marketing D'G'J\/)E

Are you using
content marketing 6%
as an approach in
your company?

. Yes
@

94%

<) SEMRUSH



LEICESTER

Strategy and Budget e

Does your company have
a content marketing
strategy?

16%

84%

. Yes
‘ No

LIVE

How would you evaluate
the performance of
your content marketing
strategy in 2020?

30% 6% 2%

51% 1%

. Good

Average
@ Excellent
Fair

p
) Poix ) SEMRUSH



Strategy and Budget LEICESTER
it

How would you rate your
content marketing strategy’s
maturity / complexity?

How would you evaluate
your company'’s content
marketing success in 2020
compared with 2019?

22% 6% 6%

21% 7% 1%

46% 20%
50% 21%
. Promising
@ More successful Young
Same @ Advanced
. Much more successful Mature
Less successful @ First steps

@ Much less successful

<) SEMRUSH



LEICESTER

Strategy and Budget 2CLVE

What are the most efficient content marketing
tactics implemented by your team in 20207

Search engine optimization GEEENENENENENEED 75%

Updating and repurposing existing content 61%
Publishing more “How to” guides / educational content @R EENENNE 45%
Optimizing the customer journey 4%
Creating more video / visual content GENEERENEN 41%
Analyzing competitors’ content 37%
Diversification / Using new content types @ENEENEND 34%
Collaborating with other teams (Sales, CS, etc.) 32%
Optimizing content for mobile @EREEED 23%
Testing new distribution channels 21%
Using UGC (User Generated Content) @ 10%
Other 5%

<) SEMRUSH



Strategy and Budget

What priority goals do you plan to achieve
through content marketing in 2021?

Generate more quality leads

Attract more traffic to our website

Improve brand reputation

Improve customer engagement and loyalty
Promote positioning of new products
Increase the number of payments

Other

(G I S /9%
75%
G S57%
47%
aEEmp 26%
17%
b 2%

How much did your company spend

on content marketing in 2020?

$10,000 or less
$10,001 to $25,000
$25,001 to $50,000
$50,001 to $100,000
$100,001 to $500,000
$500,001 to $1M
$1.01M to $5M

More than $5M

| don't know

L 1 1 [ | | Ny
19%
G 8%
8%

amw 8%

2%
1%

1%
GEEN» 15%

LEICESTER
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Strategy and Budget LEICESTER @
LIVE
How do you expect
your content
marketing budget
to change in 20217

14% 13% 3%

. Small increase (up to 10%)

Medium increase (11-25%)

O Remain unchanged

Large increase (more than 25%)
. Decrease 16% 25% 29%

| don’t know
<) SEMRUSH



Content Marketing Team

How many people do you have in your content marketing team?

1-3 specialists

4-10 specialists

11-20 specialists

21-35 specialists

More than 50 specialists

(G I I N . /6%
20%
® 3%
0.5%
I 0.5%

Which specialists are working in your content marketing team?

Writer/Content Creator

SEO Content Manager

Social Media Manager
Designer

Content (Marketing) Strategist
Head of Content Marketing
Content (Marketing) Manager
Web Developer

Email Marketing Specialist
Editor

Project/Campaign Manager
Data Scientist

Other

(1 | [ | [ | | JE&W
38%
G ) 30%
29%
G 27%
23%

GEEEE 21%

19%
aEmmy 17%

17%
aEme 13%

4%

aEmmp 7%

LEICESTER
DIGITAL
LIVE
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Content Marketing Team

What are your team’s top content
marketing challenges?

Creating content that generates quality leads

Creating content that attracts more traffic

Proving the ROI of our content

Developing content that resonates with our target audience
Improving the SEO performance of our content

Finding ideas for creating new content

Identifying the most efficient channels for content distribution
Proving the effectiveness of our content marketing strategy
Managing the editorial calendar

Coordinating the workflow

Maintaining a consistent tone of voice through all channels
Hiring highly qualified specialists

Organizing and managing content marketing campaigns
Finding the right content marketing technologies

Other

I 51%
47%
GEEEEREED 44%
43%
CGEEEEEE 42%
31%
aum=» 25%
24%
o 22%
18%
oD 16%
16%
mp 15%
12%
0 4%

LEICESTER
DIGITAL
LIVE
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LEICESTER

Content Creation and Distribution D'G'LT“/)E

What types of content do you produce?

Blog post N T . 027
Email 66%
Case study NI 47%
Infographic 45%
Ebook / White paper G 37%
Success story 35%
Webinar o 33%
Video tutorial 26%
Original study @y 22%
Interview 21%
Print o 17%
Product manual 15%
Quiz / Test e 15%
Template 13%
Podcast @ 13%
Other 5%

<) SEMRUSH



Content Creation and Distribution

Which channels are you using for content distribution?

Organic search

Social media

Email marketing

PPC / Paid advertising
External publications
Influencer marketing
Content syndication
Other

G N N .  89%
87%
I P 727
47%

D 24%

16%
@ 15%

1%

What social media is the most effective
for content distribution?

Facebook
LinkedIn
Instagram
Twitter
YouTube
Pinterest
Other

G S 36%
36%
@ 9%
8%
@ 5%
4%
® 2%

LEICESTER
DIGITAL
LIVE
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LEICESTER

Content Creation and Distribution D'G'LT“/)E

Do you outsource content creation?

No G N N " 707
Yes 30%

Which of the following content-related services are you

outsourcing?
Writing  (HR D D . 81%
Graphic design 40%
Video design / Animation G 40%
SEO Optimization 28%
Editing / Proofreading @immmmm®» 23%
Content marketing strategy 10%
Translation @ 10%
Analytics / Audit 9%

Other @ 2%
What funnel stages have you created the most content for in 2020?

Top of the funnel  CEIIN N N 69%

Middle of the funnel 43%
Bottom of the funnel G 20%
Retention 18%

<) SEMRUSH



Content Measurement

Do you measure your content marketing strategy success?

Yes
No

G I N . 83%
17%

What are the key metrics you use to
measure your content success?

Organic traffic
Sessions / Pageviews
Leads
Conversion rate
Time on page
Bounce rate
Social shares
ROI

Backlinks
Comments
Other

G N D . 837
70%
G N . 667
53%
G S 497
38%

G e 38%

32%
G 31%

19%

® 3%

LEICESTER
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Content Measurement

How often do you conduct content audits?

More than three times a year 38%
Twice a year GIRED 27%
Once a year 21%
Never 9%
Once every 2-3 years 5%

LEICESTER
DIGITAL
LIVE
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LEICESTER
Content Measurement DlGILTn/)E

Does your company
measure content 39%
marketing ROI?

. Yes
® -

61%

<) SEMRUSH



Key Takeaways:
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Building a perfect strategy isn't
easy.

Content should drive traffic and
leads.

Businesses expect a lot
from their content.



Key Takeaways:
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Small teams achieve big goals.

The challenges are being
addressed with technology.

Educating is the key to
success.






LEICESTER
Top 10 Skills Required in the Content PG E
Marketing Industry

Email marketing

Research
skills

Metrics

Strategy @

Analytics

Blogging

@ Google tools

Editing skills @

<) SEMRUSH



Top 5 Soft Skills Required in the Content
Marketing Industry

Leadership
= Respecting deadlines

Problem solving

Written communication

Self-motivation

LEICESTER
DIGITAL
LIVE
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Key Takeaways:
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Social media and SEO are the key
content marketer skills.

You'll have to build an informed
strategy.

Strong leaders are always
in demand.
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Identify keywords

Create content

Optimise your

shippet

W W

'3

Analyze relevant
SERP features

LEICESTER
DIG I'I'/\IIE

<@

Maximize real
estate in SEPR

Identify relevant
keywords and topics.
Search for
non-branded search
terms, especially with
lower volume and
high relevance

Get the best
expertise to
answer these
queries and
create informative
content

Change the
copy, increase
the number of
customer
reviews and
implement the
star rating.

Analyze local
pack, featured
snippets,
knowledge panel,
PAA, carousels,
etc

Your presence
is not only your
shippet, it's
your social
pages, forums,
work of your PR
team

<) SEMRUSH



LIVE

Key Takeaways: LE'DC'EG%%E@

Users are driving the conversation

g%% and intrusive irrelevant ads don't
gdo work anymore

Always think of the distribution
channels before creating the
content. If it's text, then it's Google

Create content with users
& search engines in mind
from the first word.




Key Takeaways:
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Aim for text that is 800 words
long, reading level should be above
plain language. Reading time 3
minutes.

Visibility of your content in
search is a collective effort of all
marketing team members.

Look for low hanging fruit
— long tail keywords
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Get the full report

https:/www.semrush.com/state-of-content-marketing/ l/
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