MARKETERS WITH
DOCUMENTED STRATEGY ARE

4.7x more likely
TO BE SUCCESSFUL
THAN THOSE WHO DON’T.
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SUMMARY

Let’s Begin

Participant Snapshot

This “State of Marketing Strategy Report” outlines our findings from

Here is an overview of the team sizes of those who participated in

surveying nearly 1,600 professional marketers worldwide.

the survey.

Our purpose was simple. We wanted to know: “Are there factors

59%

correlated with marketing success?”
The results are in—and it turns out, there are.

Testing Assumptions
Like most marketers, we’ve made assumptions about what works in
marketing strategy. We’ve operated with some common truisms.
But what if these bits of standard marketing wisdom are actually
myths?
Because we believe everything is anecdotal until the data backs it

17%

16%

up, we tested our hypotheses against the numbers.

6%

In this report, you’ll find each question along with its results and our
contextualized conclusions. Our conclusions are fueled by

3%

measuring responses against one another and crunching the
numbers on correlation strength.
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2-5

6-10

11-25

26+

We asked them questions to determine:

Report Data

How successful they are;

All report data is from a blind survey over a two-week period in

Whether or not they document strategies and
processes;

August 2017. We received 1,597 responses from professional

Whether or not they set goals and achieve them;

study; with 85 countries in total.

marketers. Every continent (besides Antartica) is represented in our

Their key performance indicators;
Their content quality, publishing frequency, primary
content type, and time investment in creating
individual pieces of content;
And how often they conduct audience research.

Throughout this report, successful marketers will be defined as
those who responded that they either “strongly agree” or
“somewhat agree” their marketing is successful. And elite marketers
are those who “strongly agree” and “always achieve” their marketing
goals “within 90% – 100%+” of the time.
Struggling marketers are defined as those who responded regarding
marketing success: “neutral,” “somewhat disagree,” or “strongly
disagree.”
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Because of rounding, not all percentages equal 100%. Lastly, all
calculations are based upon total numbers, or a relevant sample
from total numbers. Sample size is indicated as an “n = X” value.

KEY INSIGHTS

1. Top marketers document their marketing strategy.
Marketers who document strategy are 538% more likely to report
success than those who don’t.

2. Top marketers document their marketing processes.
Marketers who document process are 466% more likely to report
success than those who don’t.

3. Top marketers set goals.
Marketers who set goals are 429% more likely to report success than
those who don’t. And 81% of those successful, goal-setting marketers
achieve them.

4. Top marketers conduct audience research.
Successful marketers are 242% more likely to report conducting
audience research at least once per quarter. And 56% of our study’s
most elite marketers conduct research once or more per month.
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THE

Questions

QUESTION #1

Is your marketing successful?

IS YOUR MARKETING SUCCESSFUL?

57% of Marketers Report Positive Marketing Results

Conclusions

Just over half of marketers reported positive results. With 48%

We predicted:

reporting they “somewhat agree,” and 9% reporting they “strongly
agree.”

Content is king. Marketers who spend more time
creating content will say their marketing is successful.

This left 43% of marketers reporting either “neutral” or lackluster

Quality over quantity. Marketers who have higher
quality content will say their marketing is successful.

results.

There is virtually no correlation between time spent
creating content and marketing success.
(R = 0.02; N = 1,597; P-VALUE < 0.0001)

S TRON G LY D I SAG R EE

SO M E HWAT D I SAG R EE

N EU TR A L

SO M EWHAT AG R EE

S TRON G LY AG R EE

But here’s what the data actually say:

There is some positive correlation between content
quality and marketing success. But, nothing earth
shattering.
(R = 0.29; N = 907; P-VALUE; P-VALUE < 0.0001)

First, these stats don’t definitively prove quality content has been
dethroned as a significant part of marketing success.
However, they do cast shade on blanket statements like our
hypotheses above. And undermining the credibility of such
statements was a steady theme in our study.

9%

9

48% 26% 12%

4%

IS YOUR MARKETING SUCCESSFUL?
Here’s a reason for this.
Data are good, but they don’t always tell the whole story.
The question isn’t simply, “Are you creating epic, high-quality
content?”
Instead, it’s, “Are you creating the right kind of epic, high-quality
content?”
You can spend 30 hours or more on a single piece. But if it’s not
laser-focused on the right audience… Or converting traffic into
customers…
It won’t move the needle for your organization.
Content is not king; relevant content is. Don’t simply focus on
creating high-quality content. Devote yourself to creating the right
kind of high-quality content.
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“

W E A S K E D J AY S O N D E M E R S T O W E I G H
IN ON THESE FINDINGS:

This is very interesting data, but I wonder if it reflects the ease
with which perceptions can be altered by goals, rather than
speaking to the objective reality of "success."
My experience strongly suggests that quality content correlates
with success, so it's surprising that these results don't reflect that.
It could be because goal-setting eliminates subjective
perceptions of reality, making success objectively measurable. In
that context, success isn't a vague idea; it becomes demonstrable.
To me, this study shows that defining what "success" looks like,
and breaking it down into quantifiable, calculable components, is
essential for perceiving success in a campaign.

— J AY S O N D E M E R S , C E O O F A U D I E N C E B L O O M

QUESTION #2

Do you set marketing goals?
If so, do you achieve them?

DO YOU SET MARKETING GOALS?

The Best Marketers Set Goals (And Achieve Them)
While almost two-thirds of our marketers reported success—the

However, setting goals is not the same thing as achieving them.

crowds divided sharply when it comes to goals.
So we asked the marketers who set goals this follow up question:
It’s true 70% said they set goals…

“Are you successful in achieving your marketing goals?”

...but 81% of the “marketing goals” crowd also reported success. In

Goal setting is great. But…

fact, successful marketers are 4.3X more likely to set goals.
...do these marketers actually hit their goals?
Our research shows marketers who set goals are 429% more likely
to report success. And there is a reasonable correlation between

Our respondents answered:

these data, as well.

58% often achieve them,

(R = 0.37; N = 907; P-VALUE < 0.0001)

21% seldom achieve them,
9% don’t know,
6% always achieve them,
And 6% rarely achieve them.
Here's a breakdown of those values:

70% 30%

Often achieve = within 70 – 89%
Seldom = 50 – 69%
Always = 90% – 100%+

YES
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NO

Rarely = 49% or less

are you
successful
in achieving
your marketing
goals?

6% ALWAYS
48% SOMEWHAT AGREE58% OFTEN
21% SELDOM
6% RARELY
9% I DON’T KNOW

N = 1,101

DO YOU SET MARKETING GOALS?
Our research shows marketers who both set goals and report
marketing success accomplish 82% of those goals. There is a strong
correlation between these data, as well.
(R = 0.5; N = 889; P-VALUE < 0.0001)

Further, 60% of marketers who set goals also have a documented
strategy.
(R = 0.45; N = 1,101; P-VALUE < 0.0001)

A N D T H E T R I F E C TA : 5 9 % O F M A R K E T E R S W H O
REPORT SUCCESS BOTH SET GOALS AND HAVE
A D O C U M E N T E D S T R A T E G Y.

Conclusions
To set your team up for success, set goals. And do so understanding
that maintaining the status quo is risky, too.
Achieving new goals will require new actions and skills. But old
habits are tough to break and new ones hard to form.
Understanding the psychology behind habit formation will be
helpful. When setting audacious goals, consider how your work
needs to depart from the status quo.
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QUESTION #3

What is the primary key performance
indicator on which you base your
marketing’s success?

W H AT A R E YO U R P R I M A RY K P I s ?

Marketing Success By The Numbers
We found the top three KPIs were:

However, we found virtually no correlation between the primary

Qualified leads at 30%,

KPIs tracked and marketing success.

Traffic at 19%,

(R = 0.15; N = 889; P-VALUE < 0.0001)

And direct revenue earned from content at 18%.
So primary KPI doesn't have much to do with success. But there’s
Q UALIF IE D L E ADS

more to the story.
Interestingly, 61% of those who responded, “I don’t have a key
performance indicator,” also answered that they do not set

What’s more, only 4% of successful marketers said that they do not
have a primary KPI.

Conclusions
While we found weak correlation between specific KPIs and

E MAIL

SO CIAL

success, the evidence points to measuring KPIs as a contributor to
OTHER

I DO N’T H AVE ON E

D IR ECT RE VE NU E F ROM CO NTE NT

TRAF F IC

marketing goals.

success.
Because our finding that marketers who set goals were 429% more
likely to report success than those who don't, we conclude that

30% 19% 18% 10% 8%
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7%

7%

your specific goal-driven KPI isn’t the most important thing.

QUESTION #4

Do you have a documented
strategy that drives all of your
marketing efforts?

D O YO U H AV E A D O C U M E N T E D S T R AT E G Y ?

A Documented Strategy Matters
It turns out, less than half of marketers responded positively to

Our research shows marketers with a documented strategy are

having documented strategy, with 48% saying they did.

538% more likely to report success than those who don’t.

And this finding is where things got really interesting.

There is a definite correlation between these data, as well.
(R = 0.48; N = 889; P-VALUE < 0.0001)

48%
HAVE A DOCUMENTED
STRATEGY

13% STRONGLY AGREE
36% SOMEWHAT AGREE
22% NEUTRAL
18% SOMEWHAT DISAGREE
12% STRONGLY DISAGREE
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D O YO U H AV E A D O C U M E N T E D S T R AT E G Y ?

Conclusions
84% of our survey participants work on marketing teams.
Why does this matter? Because documented strategy is an engine
for clear communication.
And when you consider that 60% of marketers who set goals also
document their strategy, you have a recipe for a team rowing in the
same direction.
In fact, a team from MIT’s Human Dynamics Laboratory
documented “the behavior of teams that click.’”
Using what they dub “sociometric” badges, they collected data on
communication behavior within teams.
One of their key findings: “Patterns of communication [are] the
most important predictor of a team’s success.”
Documenting strategy isn’t a magic panacea for your team’s
communication issues. But it is a centralized way ensure everyone
on board knows where you’re going, how you’re going to get there,
and what their involvement should be.
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QUESTION #5

Do you have documented
workflows or processes to execute
your marketing tasks efficiently?

DO YOU HAVE A DOCUMENTED PROCESS?

Your Documentation Should Get Granular
With Workflows
We found 34% of marketers “somewhat agree” to documenting

Our research shows marketers with documented processes are

workflows/process. And only 13% “strongly agree.”

466% more likely to report success. There is a definite, positive
correlation between these data.

This figure is almost identical to the number of marketers who

(R = 0.45; N = 889; P-VALUE < 0.0001)

document their strategy.
However, the hypotheses we were testing were: “Marketers who
marketers who publish more content often reach their goals.”
But…

ST RONGLY DI SAGREE

SOMEHWAT DI SAGREE

…documented processes are weakly correlated with increased
NEU TR AL

SOMEHWAT AGREE

ST RONGLY AGR EE

document workflows/processes publish more content. And

13% 34% 22% 18% 14%
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publishing frequency.
(R = 0.21; N = 1,597; P-VALUE < 0.0001)

Additionally, there is an even weaker frequency between publishing
frequency and achieving marketing goals.
(R = 0.19; N = 1,597; P-VALUE < 0.0001)

DO YOU HAVE A DOCUMENTED PROCESS?

Conclusions
Documenting processes is strongly correlated with success—and
even holds a 4.7X greater likelihood of success.
To supercharge your marketing success, document processes and
workflows.
A process is made of a series of tasks. To document process means
to outline the tasks needed to complete a given process...
...plus documenting each task.
Here's a simple task documentation formula:
1. Task description.
Name the task in this schema: {strong action verb} +
{overview of task details}. For example: "Research
keywords and LSIs."
2. Definition of done.
Unambiguously define what the task will look like when
complete. For example: "Find keyword with difficult of 60
or lower with a volume of at least 100 searches per month."
3. Person responsible.
Simply put, who is going to do the work?
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4. Deadline.
When must the work be complete by?
5. Estimated time to complete.
Providing an estimate for how long a task should take is a
major boost to productivity and getting past roadblocks.
For example: "Keyword research should take 30 minutes or
less."

QUESTION #6

How often do you
publish content?

HOW OFTEN DO YOU PUBLISH CONTENT?

Does Publishing Frequency Really Matter?
Most marketers publish at least once per week:

Our research surprised us. There is a weak correlation between

24% publish 2–3 pieces per week

publishing frequency and marketing success.

21% publish 1 piece per week

(R = 0.2; N = 910; P-VALUE < 0.0001)

12% publish 6+ pieces per week
11% publish 4–5 pieces per week

And a slightly weaker correlation between publishing frequency and
achieving goals.

That’s a whopping 68% of pro marketers publishing four or more

(R = 0.19; N = 910; P-VALUE < 0.0001)

times per month. With 57% of respondents publishing 2 times or
more per week!

Conclusions
The key takeaway here is that a stat like frequency should be a

...but the million-dollar question is what kind of results are these full

guidepost rather than gospel.

publishing schedules generating?
Results in our survey showed that 52% of successful marketers
6+ PIECES PER WEEK
4-5 PER WEEK

12%

publish content 8+ times per month. But the correlation strength
simply isn’t there to give a blanket statement that high publishing

11%

frequency equals better results.
2-3 PER WEEK

24%
For example, what if only one or two pieces of content are

1 PER WEEK

21%
1-2 PER MONTH

NEVER

5%

responsible for the lion’s share of those results?

27%

Instead, if you experiment with increasing your publishing
frequency, continue to measure the effectiveness of individual
pieces of content as well.
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HOW OFTEN DO YOU PUBLISH CONTENT?
After all, the more content you produce, the greater your chances
of hitting a homerun…
...so long as you publish the right stuff.
But the true benefit would be discovering the patterns that exist
throughout your most successful pieces.
What if you could find a way to increase success while actually
decreasing the volume of content you publish?
At CoSchedule, we increased our publishing volume by four pieces
per month. And do you know what increase in results we saw?
Virtually none.
Our conclusion: increase publishing frequency as a test, not as a
rule.
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QUESTION #7

Do you consider your content to
be higher quality than your
competition’s content?

DO YOU CONSIDER YOUR CONTENT AS BET TER?

Is Content Quality A Marker Of Success?
74% of our study’s successful marketers consider their content

However, our research shows surprisingly little correlation between

higher quality than their competition’s.

time spent creating content and the quality of their content.

Additionally…

SO M EWHAT AG R EE

There is an even weaker correlation between those with
self-reported “high-quality content” and achieving their marketing
(R = 0.15; N = 1,121; P-VALUE <0.0001)

So, even though three-fourths of marketers say they have better

S T RO NG LY D ISAG R EE

SO M E H WAT D I SA AG R EE

goals. This was surprising.

N EU T R A L

ST RO N G LY AG R EE

(R = 0.17; N = 1,121; P-VALUE <0.0001)

content than their competitors: Time spent creating it has no
impact on its quality. And its quality has little correlation to
achieving their goals.
Additionally, content quality was only mildly correlated with
self-reported marketing success.
(R = .29; N = 1,121; P-VALUE <.0001)

Another is that content quality and the time invested in creating it
are weakly correlated as well.

19% 42% 30%

7%

2%

(R = .17; N = 1565; P-VALUE < .0001)

(Continued on page 30)
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QUESTION #8

On average, how much time do
you collectively spend creating a
single piece of content?

H O W M U C H T I M E D O E S I T TA K E T O C R E AT E ?

Does Time Spent Guarantee Results?

Conclusions

Let’s go further down the rabbit hole with a related question:

So do these marketing statistics mean content quality is irrelevant?

“On average, how much time do you collectively spend creating a

And that it’s pointless to spend loads of time creating content?

single piece of content?”
We don’t think so. But, it does mean that a simple “quality over
Our hypothesis was more time spent creating content would

quantity” mindset won’t cut it. And that sinking loads of time into

directly influence its reported quality.

content creation doesn’t equate to rock-solid results.

Did this hold true?

There was a slightly positive correlation between content quality and
marketing success. But nothing earth shattering.

There is a pretty weak correlation between a marketer’s time spent

(R = .29; N = 1,101; P-VALUE < 0.0001)

creating a single piece of content and the reported quality of that
content.

Instead, what these stats indicate is we may have an epidemic of

(R = 0.17; N = 1,597; P-VALUE < 0.0001)

marketers creating the wrong kind of content.

This was surprising. Also surprising was this finding…
Our research shows a very weak correlation between time spent
creating content and achieving marketing goals.
(R = .08; N = 1,597; P-VALUE < 0.0001)
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time spent on a single piece of content

14 %

7-9
hours

28%

1-3
hours
24%

4-6
hours

11%

10-19
hours

less than
1 hour

1 , 5 9 7 P EO P L E S U RV E Y E D

QUESTION #9

What is the primary type
of content you create?

W H AT T Y P E O F C O N T E N T D O YO U C R E AT E ?

The Blogosphere Is As Crowded As Ever

Conclusions

Overwhelmingly, marketers are creating:

There is no correlation between type of primary content created

Blog posts at 48%,

and marketing success.

Social media campaigns at 24%,
And email campaigns at 14%.

However, blogging is a priority for marketers across the board.
Three things stand out here.

This left just 14% of marketers focusing on content types like
ebooks, courses, webinars, and similar.

First, the blogosphere will continue to be one of the most crowded
publishing arenas. After all, there are 80 million new Wordpress

BLOG P OS T S

posts published every month.
Second, blogging is a competitive, full-contact sport. But, it’s also a
low-barrier to entry activity with a high potential reward—when
done well.
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WH I T E PA P ERS

COU RS E S

WE BI N AR S

P OD C AST S

5%

a podcast or write an ebook. Then measure your ROI against your

EB OOK S

48% 24% 14%

AD S

EM AI L S

S OC IA L CA M PAI G N S

Third, consider adding lower-competition content to your mix. Pilot

2%

2%

2%

1%

1%

other content.

QUESTION #10

How often do you conduct
audience research such as surveys
or customer reviews?

DO YOU CONDUCT CUSTOMER RESERACH?

Audience Research Is A High-Value Activity
The majority of marketers rarely conduct research, with 65%

What impact does research have on the 35% who do?

reporting seldom to none at all.
Our research found successful marketers are 242% more likely to
(when compared with those who don’t).

SELD O M

And marketers who do so at least once per year or more are 303%
more likely to achieve their marketing goals (80% of the time or
more).

N EV ER

1 - 3 T I M ES P ER YEA R

1- 2 TI M ES P ER Q UA R TER

1+ T IM E S P ER M O N T H

report conducting audience research at least once per quarter

Additionally, 56% of marketers who “strongly agree” their marketing
is successful conduct audience research once or more per month.
These methods could be anything from a survey to customer
interviews.
What is compelling is that elite marketers are research-fueled and
data-focused.
How can your team get into the same game?

8%

35

10%

18%

38%

27%

DO YOU CONDUCT CUSTOMER RESERACH?

Conclusions
There is definite value in conducting research.
For content marketers, an angle to consider is using audience
research to create user personas.
As one study conducted by Cintell on audience personas found:
“Companies who meet or exceed revenue goals are 2.4X as likely to
be effective or very effective at using personas than those who
mislead and revenue goals.”
This closely pairs with our findings. And even sheds more light on
surprisingly weak correlation between content quality and success.
To create the right kind of content, you need to deeply understand
your audience. And research is a prime way to do so.
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L I M I TAT I O N S

Before You Go Wild…
A final note before you go wild applying these findings.
These data points are guide posts. Keep in mind there are often caveats the
numbers themselves don’t tell us.
Whenever you come across a report like ours, it’s always important to keep a
few things in mind.
1. Correlation does not equal causation.
Just because two data points are correlated doesn’t necessarily
mean one causes the other.
2. Contextualize all findings to your marketing goals.
Resist the urge to blindly follow data. Be smart in learning from our
study. Apply the key findings like we have. Then measure your results
to ensure they work for you.
3. There are limitations to even the best survey data sets.
We’ve crunched the numbers on the marketing stats... But numbers
don’t always tell the full story. So be a savvy marketer and assess our
conclusions for yourself.

37

SURVEY

Demographics

WE S URVEYED 1,597 PROFE SSIONAL MARKE T E RS FROM 8 3 COUNTRIES.
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CHILE

K EN YA

SW E D E N

CHINA
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SW I TZ E RL A ND

CO LO M B I A

M AL AY S IA

TA I WA N

C ROAT I A

M ALTA

TA NZ A NI A , UNI TE D RE P UBLI C OF

C Y PRUS

M AU RITIU S

TH A I L A ND

C ZEC H R EPU B L I C

M EXICO

TURKE Y

DEN M A R K

M O RO CCO

UGA NDA

DO M I N I C A N R EPUB L I C

N AM IBIA

UKRA I NE

EGY PT

N ETHERL AN DS

UNI TE D A RA B E MI RATE S

EL S A LVA DO R

N EW ZEAL AN D

UNI TE D KI NGD OM

ET H I O PI A

N IG ERIA

UNI TE D STATE S

FINLAND

N ORWAY

URUGUAY

FRANCE

PAK IS TAN

VE NE Z UE L A

G ER M A N Y

PAN AM A

W H O PA R T I C I PAT E D ?

MARKETING TEAM
SOLOPRENEUR
BLOGGER
AGENCY

5%

40%

33%

12%
11%

ENTERPRISE

SMALL TEAM (2-5)

59%
17%
6%
3%

40

MEDIUM TEAM (6-10)
SOLO (1)

LARGE TEAM (11-25)
ENTERPRISE TEAM (26+)

59%

R E A D Y T O A D D R O C K E T F U E L T O Y O U R R E S U LT S ?

CoSchedule is the #1 marketing tool
to document strategies, processes, and keep
your team completely organized.
S TA RT A 14 -DAY FRE E T RI A L

