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In today's fast-paced, digital world, it's crucial for companies to
build trust with customers while providing engaging, valuable
information. Content marketing has become a great strategy to
help companies establish a positive brand reputation, attract new
customers and generate more sales.

According to a recent HubSpot report, the top challenges marketers
face with content marketing are creating content that generates
leads, finding ideas for new content and creating content that
receives high levels of engagement. Over 60% of marketers measure
the success of their content marketing strategy through sales.*

In this International Pool | Spa | Patio Expo™ and Deck Expo survey,
we examine content marketing preferences and perceptions of
industry professionals in relation to their research and purchasing
decision processes. In addition, we look at key details on how they
make buying decisions for their business in today’s marketplace.

The data in this survey will provide critical insights to help you plan
your content marketing strategy and improve customer engagement.
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""""""" S * Daniel, Kirsty. “The State of Media & Content Planning in 2022" HubSpot, April 12, 2022. https://blog.hubspot.com/marketing/state-of-content-marketing-infographic 4
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IPrimaryJob Function & Job Level

A variety of job functions are represented in the sample, most commonly Ownership/Board (38%) followed by Sales
(25%), Operations (11%) and Corporate/ Organizational Management (11%). The vast majority (90%) hold some degree of
managerial responsibility, including 40% with Executive level or higher positions.

Primary Job Function

Ownership/Board
Sales

Operations

Corporate/Organizational...

Marketing

Research & Development
Purchasing

Engineering

Finance

Legal

Other
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I Company Size & Purchase Involvement

While the sample includes companies of all The vast majority of respondents are

sizes, most respondents (58%) represent small 0
companies, with fewer than 50 employees. ® 91 /o

involved in specifying and/or purchasing
for their organizations (91%).

are involved in
specifying or

purchasing
Determine the business needs T )0
Fewer than 50 I—— NV Evaluate products/services/vendors B e
50-99 mm 12% Authorize purchase/make final decision I

100-499 mm 13%
Recommend and select vendors for purchase T - 90

500-999 mm 4%
Set budget and/or strategy T /Y%

1,000 -4,999 mm 5%
Influence decisions/champion internal buy-in T S50

5000-9999 m 3%

10.000 - 19999 20 Implementation I )
’ - 1 . 0

20,000 or more mm 4% Determine technical requirements T )%
' 0

None; | am not involved in purchasing Tl 9%
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Content Types Used for
Researching Solutions

Industry events/trade shows/conferences (in-person) 56%
Industry news 46%
Analyst intelligence/market outlooks 41%
Product reviews & testing 39%
Product demos 39%
Data sheets/specifications/technical articles 38%
Courses/educational sessions/certifications 37%
Case studies/customer testimonials 32%
Researching solutions 280%
Email newsletters/direct emails 27%
Webinars 26%
When researching solutions for their Videos 26%
organizations, respondents indicate the HOW-o-content | — ) 5%
heaviest reliance on: Blog posts | — 4%
Photo galleries )30
In-person industry events Industry events/trade shows/conferences (hybrid) o e—— ) )0
Industry events/trade shows/conferences (virtual) L —— ) ] )
Industry news Cheat sheets/tips/lists/short content e— ) ] 0
Original/independent research  —— ) ()
Analyst intelligence/market outlooks FAQs  mm— | 8%
Supplier directories e 20
Product reviews & testing INterviews/QRAS | o— | 60/
Podcasts 0
Product demos Whitepapers — or— 60,
Infographics —— | 50/
Data sheets/specifications/technical articles Opinion pieces/editorial | — 1504
ROI calculator/assessment tools —— | /0
Courses/educational sessions/certification EBOOKS | o 120
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Content Types Used for
Purchasing Decisions

. . . Industry events/trade shows/conferences (in-person) 50%
When lOOklng to mform.pu.rchasmg Product reviews & testing 40%
deC|S|.ons, re§pondents indicate the Broduct demos 250
heaviest reliance on: Analyst intelligence/market outlooks 37%
. Data sheets/specifications/technical articles 299%
In-person industry events Buyer's guides -
Product reviews & testing | Industry news 28%
Case studies/customer testimonials e— ) ) U,
Product demos Courses/educational sessions/certification e— ) ()0
Email newsletters/direct emails | — ) Q0

ROI calculator/assessment tools — | 70

Industry events/trade shows/conferences (hybrid) ——— | 0/
Videos —— | 504

Analyst intelligence/market outlooks

Original/independent research —— | 50
Webinars —— | 50
Supplier directories —— | /0
Industry events/trade shows/conferences (virtual) —— | /0
How-to-content —— | 40
Photo galleries | — ] 30
Cheat sheets/tips/lists/short content ——— | 30,
FAQS o Q0/)
INnterviews/Q&AS  — Q0
Blog posts o 304
Podcasts o 704
Whitepapers o 770,
Infographics e 504
Opinion pieces/editorial  =mmm 504
eBooks =mm A0,
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Sources of Content Used for
Researching Solutions

Manufacturers 54% When researching solutions for their
Online search (e.g., Google) — 5% organizations, the sources of content
Analysts/Industry experts L — respondents rely on most heavily include:
Industry events/conferences/meetings e 20/
Industry publications - digital (e.g., websites) o T—— ) HEnUEGLIRETS
Industry associations L meee— 330 Online search
Peers/word-of-mouth S ———
YouTube 3304 Analysts/industry experts
Industry publications - print (e.g., magazines) ) In-person industry events
Communities/forums o D1
Facebook | — 30 Industry publications - digital
LinkedIn e ) 30

Instagram I e
Consultants/agencies ———— | 50
Influencers - social media or bloggers — —1 /0,
Research firms/market intelligence (e.g., Gartner) o 30,
Podcasts @ o 120,
Paid subscriptions/data products s (%
Reddit -———mm 80
Television ——emm 804
Twitter  —mmm 704
Radio e 70

TikTok - 70

LI
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Sources of Content Used
for Purchasing Decisions

Manufacturers 56%
Industry events/conferences/meetings 38%
Peers/word-of-mouth L Tee—— 30
Analysts/Industry experts L — O
Industry publications - digital (e.g., websites) L — 0
Online search (e.g., Google) L reee— 30
Industry associations L — )
Industry publications - print (e.g., magazines) — ) /|0
YouTube T ) Y

Communities/forums e | 505

When making purchasing decisions,
the sources of content respondents
rely on most heavily include:

Consultants/agencies o )0,
Linkedin  om— 110
Facebook o 1009,

Manufacturers Instagram  — Q0

Research firms/market intelligence (e.g., Gartner) - Q0

Industry events/conferences/
Influencers - social media or bloggers 70,

meetings
Paid subscriptions/data products = 604
Peers/word-of-mouth podcasts mm 49%
Analysts/industry experts Reddit = 29
Radio = 20
Industry publications - digital Television |m 19%

TikTok = 19
Twitter = 109

Online search

INTERNATIONAL ¢
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I Most Helpful Types of Video Content

The types of video content respondents
find most helpful include:

Product review, short (under 1 minute) I

Short product review Educational T
Educational Presentation Teaaa—
Presentation Product review, long (over 1 minute) e
Long product review Explainer/tutorial  seee——
Explainer/tutorial

In-person event/booth tour E— EEWL
In-person event/booth tour .

Brand overview i EJCT
FAQ video TR ) 5%

Testimonials B
Interview/Q&A I /4%

Company culture T 10%
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Content Perceptions &

Preferences
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Recommendations

In order to improve the quality of digital
content, respondents would most like to

see B2B marketers:

Provide guidance through
demonstrative content

Personalize the content

Use more data and research to
support the content

INTERNATIONAL ¢
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for Improving B2B

Digital Content

Content should be demonstrative, provide guidance
Personalize the content by business role, industry, or topic
Use more data and research to support the content
Deliver content in video format
Create shorter content
Restrain the sales messages
More insight from industry analysts
Content should focus on business pain points
Deliver content in more interactive experiences

More insights from thought leadership content

Content that aligns with the stages of my
purchase process (e.g., discovery, evaluation)

Create longer, more detailed and specific content

Deliver content in audio format (e.g., blog, podcast)

el
T
B R
B
e
I
|
S
B
L
B I
e

s /%
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Impact of Third-Party Involvement
on Content Credibility

Most respondents (64%) find the involvement of an independent third-party
increases the credibility of content.

. 64%

find 3 party
39% . involvement
increases content
credibility

25%

24%
10% Q <
_—
Increases credibility Increases credibility Does not change Decreases credibility ~ Decreases credibility
significantly somewhat my perception somewhat significantly
Ipl\é)ToESNATI‘ONAL ; E



Key Considerations
in Deciding to
Attend a Webinar

Date & time
Topic specificity
Webinar content types

Compelling speaker
When attending, or making the decision

to attend a webinar, respondents are Concise format: 30 minutes or less
most likely to consider:

Webinar format (single speaker or panel discussion)
Date and time

Resources for download

Topic specificity

Interactive components (polling, surveys, networking,

Webinar content types breakout rooms, discussions, Q&A, etc.)

They are least driven by: Formal presentation/deck

¢ Customer testimonials Customer testimonials (video clips, demos, etc.)

INTERNATIONAL ¢
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TR 7%

T 58

. aamm

T V5%

I 4%

N 3%

B 10%

6%
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Average Number of Content Pieces
Downloaded/Consumed

When researching products and services for a business need, the typical respondent reports downloading and/
or consuming an average of three content pieces online before speaking directly with a sales representative.

42%
22%
14%
12%
8%
-
1 2 3 4 5-9

< 4
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Types of Content for
Which Respondents are
Willing to Register

Most respondents (74%) are
willing to register for content
by sharing professional and/or
personal company information,
most commonly in order to
access:

Product demos
Webinars

How-to guides

P .

INTERNATIONAL E
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Product demo

Webinars

How-to guides

Research/survey reports

Industry newsletters

Case studies

Analyst intelligence/reports/market outlooks
Free trial

Video content

Virtual events

Whitepapers

Podcasts

Cheat sheets/listicles

Industry/sector revenue or rankings data
eBooks

Compendiums/aggregated content

S
O eee——
o e——
Ceee——
ST |
T
S T— |
O ee—— |
L —

|
o ||
—— 300

— 300
/0
/0

1%
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Sales Rep Follow-Up: Communication
Attributes & Timing

After downloading or consuming information related to a specific solution, respondents are most looking for
sales rep follow-up from someone highly knowledgeable who can answer their questions (72%). The vast
majority (88%) are open to receiving follow-up communication from a sales rep, most commonly within 2-3
days of downloading/consuming information (52%).

Important Sales Communication Attributes after

Downloading Content Related to a Specific Solution Preferred Timing for Sales Communication Follow-Up

's highly knowledgeable and ee—— Fast-tracks follow up,
able to answer my questions contacts me immediately

Provides me with additional supporting
content to aide my evaluation

I 4%

I I Prioritizes follow up, contacts 5o
L B
me within 2-3 days 0

[ E— Il
Offers a product demonstration 42% Delays follow up, contacts

e I 15%
Personalizes follow up to 370, me within 7 days
o — | b
meet my specific objectives Pauses follow up,
tacts after 7-14 days | i 9%
Provides competitive insights and data I 0 contacts arte ays
s qualified to speak with Doesn't contact me, I'm not interested p——r

someone at my level el in receiving additional follow up

>
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Number of People Involved in Major
Purchasing Decisions

On average 78% of respondents report fewer than 5 people are involved in

major purchasing decisions at their organizations. 780/

. Fewer than five

people typically
involved in major

purchasing
decisions
26%
24%
17%
T 2 3 4 5 6to10 11 or more

<

INTERNATIONAL :
POOLISPAI
EXPO

22



@ informamarkets

Construction

Roles Involved at Various Stages of the
Purchase Process

A variety of roles are involved in establishing the need for purchase, most commonly C-Levels and Owners.
Managers, C-Levels and Owners are most likely to identify a short list of vendors, and C-Levels and Owners are most
likely to make the final purchase decisions. This high incidence of C-Levels and Owners at all stages of purchasing is
likely driven by the high volume of small companies in the sample.

Establishing the Need Identifying Short List Making the Final

for a Purchase of Vendors Purchase Decision

C-Level & Owner B R

C-Level & Owner I C-Level & Owner T
Executive (President, EVP, SVP, VP) R Manager Em— I Executive (President, EVP, SVP, VP) .
Manager . Executive (President, EVP, SVP, VP) B Manager T 9%
Director . Director I )09 Director P——h
Individual Contributor (no direct reports) T 11% Individual Contrioutor (no direct reports) T 12% Individual Contributor (no direct reports) 1l 6%
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When considering purchasing
a new product or from a

new vendor, the top factors
influencing the purchase

Product pricing
Product availability
Product specifications

Company reputation

}D

Key Factors in Purchase of a New
Product or from a New Vendor

Product pricing

Product availability

Product specifications

Company reputation

Product reviews/testimonials
Product demos/training available
Sales rep relationship

Brand recognition

Product shipping costs
Company review/testimonials

Special offers available

© N )

B R

B R

B PR

s

.

B 0%

N 6%

I 6%
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Content Consumption Behavior
Surrounding In-Person Events

Virtually all respondents (99%) report attending in-person industry events. While they are most likely to search
for related content and resources prior to the event (76%), half do so after the event as well (52%). Almost half (48%)
begin looking at content and resources at least one month before the event they plan to attend, including 31% who
do so 2+ months in advance.

Content Consumption Around an In-Person Lead Time Prior to an Industry Event When
Respondents Begin Looking at related

Content & Resources

Industry Event: When Respondents Search
for Related Content & Resources

Two+ months before T - %
76%

63% One month before T 17%
529
A few weeks before T Y
One week before T 8%

A few days before T 8%

Prior to During After
the event the event the event ‘
| don't prepare in advance A 9%
INTERNATIONAL ¢
POOL|SPAI| E
EXPO ¢

JEE—— St v woncnen |55




Construction

Typical Means of Preparing for
an In-Person Industry Event

In preparation for an in-person industry

. . i i i
event, respondents engage in a variety of Visitevent website — ] 3%
actions, most commonly: ,
Review the agenda R
. . Review speakers and sessions P WEYAV]
Visit the event website
. Search for exhibitors in certain categories B W
Review the agenda & 53%
. . i i i i i
Review speakers and sessions Visit the websites of exhibitors E— NV
Search for exhibitors in certain Download event app L ——

categories
Plan for networking and social events, such as happy hours E— e

Look for information on speakers . ) /%
Schedule meetings with exhibitors T ) /Y%
Schedule meetings with other attendees I )30
View exhibitor presentation materials T — 8 ? (0%
View past or related keynote and content sessions  #E 9%

Look for insider’s tips to make the most of the experience = 8%

A
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Post-Event Opportunities: Improving

the Overall Event Experience

After attending an in-person industry
event, half of respondents report the
following would improve their overall

Ability to connect with exhibitors for further exploration

Event materials for my reference

event experience: and sharing with colleagues
Abi|ity to connect with exhibitors Continued networking opportunities with exhibitors
Event materials for reference and Recordings of keynotes and sessions | was
Sharing unable to attend or want to view again

Post-event summary consolidating

Recordings of keynotes and key highlights from the event

sessions
Expanded content from speakers/
Continued networking presenters beyond the session

opportunities with exhibitors Future educational sessions,

virtual events and/or webinars

Recommendations for additional content/materials
that can be incorporated into existing work

Survey research of attendees benchmarking
objectives, pain points, trends, etc.

INTERNATIONAL ¢
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Thank You

www.poolspapatio.com



