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MAPKETUHT

Summary. Introduction. Achieving competitiveness in both domestic and foreign markets, amidst dynamic changes in con-
sumer motivations and technologies that influence society, companies must implement relevant content marketing strategies
that clearly meet the requirements of the time.

Purpose. The purpose of this article is to analyze and systematize approaches to defining content marketing and establish-
ing relevant KPIs for different stages of the sales funnel. The article examines the approaches of various authors in defining
the essence of content marketing and proposes an improved scientific definition. It also highlights the degree of utilization of
various content marketing indicators by companies in both B2B and B2C markets, systematizes content marketing indicators
used to measure the effectiveness of its implementation, and proposes various content marketing KPIs for tracking at successive
stages of the user’s journey through the sales funnel.

Materials and methods. The article analyzes the approaches of various authors to defining the essence of content market-
ing. A review of the literature and the definition of three dimensions of content marketing made it possible to define it as a tool
for exchanging information, creating product value in the eyes of the target audience, as well as attracting, retaining, engaging
customers and building long-term relationships with them.

The article states that only 41% of companies in the B2B market and 38% in the B2C market have developed approaches to
measuring the effectiveness of content marketing strategies. At the same time, the issue of identifying relevant indicators for
measuring the effectiveness of content marketing is extremely relevant, as it affects the adoption of strategic goals and direc-
tions of the company’s development at various stages of its life cycle.

In the process of conducting the research, the following scientific methods were used: analysis and synthesis, generalization
and grouping, and formalization.

Results.The article states that content marketing indicators can be summarized in four main directions: indicators of con-
sumption (consumption), distribution (sharing), attracting potential customers (lead generation) and indicators of sales (sales).
The author proposed different types of content marketing KPIs for tracking at different stages of the user journey: from brand
awareness to engagement or conversion
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AHHoOTaUis. BcTyn. [Jocsi2HeHHS! KOHKYPeHTOCTIPOMOXHOCTI HO BITYM3HSIHMX TA 3apyOiKHUX PUHKAX B YMOBAX UHAMIYHMX
3MiH CIOXXMBYMX MOTUBALIIN T TeXHOMORIN BIINBY HA CyCMibCTBO, NIGNPUEMCTBA MAIOTb BIPOBAGXKYBATH PeleBAHTHI cTpateaii
KOHTEeHT-MAapKeTuH2y, L0 gyske YiTKO BignoBigaroTb BUMOAM 4acy.

Merta. MeTolo CTATTi € aHANI3 Ta CUCTeMATU3ALIA MIgXOGiB go BU3HAYEHHS! KOHTEHT-MAPKeTHH2Y Ta BU3HAYEHHS PeleBAHTHNX
KPI gns pizHnx eTanis BOPOHKM MPOJAXiB.
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Marepiann i meTogu. B cTaTTi NpoaHanisoBaHo nigxogu piHux asTopiB go BU3HAYEHHS CyTHOCTI KOHTEHT-MapkeTuHzy. O2/sg
NiTepatypu Ta BU3Ha4eHHs TPbOX BUMIPIB KOHTEHT-MApPKeTHH2y GO3BOMAN BUSHAYMTU K020 SIK IHCTPYMeHT 0OMiHy iHpopmaLliero,
CTBOPEHHS LiiHHOCTI MPOgYKTY B 04AX Li/IbOBOI ayguTOPIl, a TAKOX 3a/1y4eHHS], yTPUMAHHS, 3aLiKAB/IeHHS! KNIEHTIB Ta nobygosu

gOB20CTPOKOBYUX BIGHOCUH i3 HUMM.

B cratTi 3a3HayeHo, o auwe 41% KoMnaHiii Ha B2B puHky Ta 38% Ha B2C matoTb po3pobieHi nigxogu go BUMipy egexTns-
HOCTi CTpaTezii KOHTeHT-MAapKeTUHaY. [py LbOMY, MUTAHHS igeHTUGIKALi pefeBAHTHUX MOKA3HMKIB BUMIPY pe3ylbTATUBHOCTI
KOHTeHT-MApKeTUH2Y € HAg3BMYANHO AKTYAbHUM, OCKiJIbKM BOHO BMJINBAE HA NPUAHATTSA CTPpATE2iYHNX Li/ie i HaNpAaMKIB

PO3BUTKY KOMIAHII HA PI3HMX eTanax ii XUTTEBO20 LMKIY.

B npoueci 3giiicHeHHs1 gocnigeHHs 6Y10 BAKOPUCTAHO HACTYMHI HAYKOBi MeTOgu: aHaNi3y Ta CUHTe3Y, y3a2a/lbHeHHS Td

2pynyBaxHs, popmanizauii.

Pesynbratu. B cTatti 3anponoHOBAHO y3a2a/1bHATH MOKA3HUKM KOHTEHT-MAPKETUH2Y B HOTUPbOX OCHOBHUX HANPSAMKAX:
MOKA3HWKM CIOXMBAHHS (consumption), nowwmperHs (sharing), 3anyyeHHs noTeHuiiHux KnieHTiB (lead generation) i mokasHukm
npogaxis (sales). ABTOpoM 3anponoHOBAHi pi3Hi Tun KPI KOHTEHT-MAPKETUHRY §/1sl BICTEXEHHS HA Pi3HUX eTanax LWasxy
KOpHMCTyBaya: Big NoiHPopMoBaHOCTi npo 6peHg go 3anyqeHHs abo koHBepCil

KntoyoBi cnoBa: MapkeTnH20Ba CTparezisi, KOHTEHT-MApPKeTnH2, BOPOHKA npogaxis, KPI, CnoxmnB4ya nosegiHka.

Problem statement and its significance. The
rapid development of digital technologies and the
penetration of the Internet into all areas of economic
life have led to radical changes in the way enterprises
satisfy the expectations and interests of their stakehold-
ers [1, p. 76-85; 2] and carry out corporate communi-
cations [3, p. 108-117]. In today’s digital environment,
the novelty, usefulness and meaningfulness of content
determine the effectiveness of marketing strategies of
enterprises. Developing a content marketing strategy
involves analyzing new communication models that
are very different from the classic ones used by com-
panies since the 1980s. Content marketing attracts
attention, attracts and keeps potential consumers,
building long-term business communication with them
[4, p. 47-56]. This is done by creating, distributing
and sharing content that is relevant and valuable for
existing and potential customers.

In 2023, 58% of companies increased spending on
content marketing, while its share in the total market-
ing budget of 35% of companies increased to 30%, and
17% of companies — up to 50% [5]. This means that
in order to achieve competitiveness in domestic and
foreign markets in the conditions of dynamic changes
in consumer motivations and technologies influencing
society, enterprises must implement relevant content
marketing strategies that very clearly meet the re-
quirements of the time.

In the scientific and business literature, there are
a large number of studies [6—10], in which the authors
define the essence of content marketing, consider the
forms and types of content. However, the issue of mea-
suring the effectiveness of various forms of content
marketing and its general impact on the effectiveness
of marketing strategies also needs attention. This ac-
tualizes the issue of researching the modern essence of
content marketing, shifts in market requirements and
indicators for measuring the effectiveness of content
marketing strategies.

Analysis of recent research and publications.
The nature and breadth of content usage has under-

gone major transformations with the spread of digital
communications and the role of social networks in
the daily lives of people and businesses. This turned
content into the most influential digital marketing
tool and formed a separate strategic direction: content
marketing.

Digitalization of the economy has led to changes in
the creation, distribution and management of content,
and, accordingly, to the formation of such a term as
digital (digital) content marketing [7; 11]. Over the de-
cade, the number of studies on the essence and mean-
ing of content marketing has grown rapidly [6; 8; 9;
10; 11]. However, the metrics used to measure it are
still debated. Thus, the systematization of definitions
on this topic seems particularly relevant.

The analysis of the definitions of the concept of
“content marketing” in the approaches of different au-
thors allows us to systematize them into 3 dimensions
that characterize content marketing: 1) the content of
content marketing; 2) content marketing goals; 3) na-
ture of interaction with the audience.

In the initial dimension of “content,” Handley A.,
Chapman A.A., Lieb R., Pulizzi J., and Barrett N. con-
tend that content marketing entails creating superior
quality, distinctive, meaningful, valuable, dynamic,
and relevant content compared to competitors. This
content should fulfill the following criteria: 1) Elicit
interest, engage, while also informing and educat-
ing the clientele; 2) Reflect the values that define the
business in terms of uniqueness, consistency, quality,
and compliance; 3) Be proactive, capable of evolving
over time.

The second dimension of the interpretation of the
concept of “content marketing” concerns the goals pur-
sued by content marketing. They are not reduced to
a single component of operational marketing, but refer
to “the creation, distribution, adjustment and manage-
ment of content throughout the company in order to re-
alize its economic interests” [15]. According to Rakic R.,
Beba R. and Mira R. [11], companies use digital con-
tent marketing to support the implementation of many
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business goals, such as increasing brand awareness,
attracting customers, and building customer loyalty.

As far as consumer engagement is concerned, the
main role of content is thus reflected in the informa-
tion management system. The business must have
a clear understanding of the target audience, based on
the constant adaptation of content to the needs of the
client [15]. Customers increasingly participate in the
value creation process through frequent interactions
with businesses (value co-creation), reshaping con-
ventional communication patterns via technological
advancements. Particularly, the digitalization of the
economy has expedited the personalization of offerings,
fostering a more informed and interconnected relation-
ship between end consumers, the company, and oth-
er customers. By empowering customers, businesses
facilitate the co-creation of valuable content through
dialogues with the target audience.

A review of the literature and an outline of the
three dimensions of content marketing allow us to
define it as a tool for exchanging information, creat-
ing product value in the eyes of the target audience,
as well as attracting, retaining, engaging customers.

Formulation of the purpose and objectives
of the article. The purpose of the article is to ana-
lyze and systematize approaches to defining content
marketing and defining relevant KPIs for different
stages of the sales funnel. The purpose of the article
is realized through the following tasks: analyze the
approaches of different authors to defining the essence
of content marketing and propose an improved sci-
entific definition; to determine the degree of use of
various indicators of content marketing by companies
on B2B and B2C markets; systematize content mar-
keting indicators used to measure the effectiveness of
its implementation; 4) offer different types of content
marketing KPIs to track at different stages of the user
journey through the sales funnel.

Presentation of the main research results. The
issue of identifying relevant indicators for measuring
the effectiveness of content marketing is extremely
relevant, as it affects the adoption of strategic goals
and directions of the company’s development at various
stages of its life cycle.

According to a Statista study, only 41% of compa-
nies in the B2B market and 38% in the B2C market
have developed approaches to measure the effective-
ness of content marketing strategies [19].

Determining the approach to measuring the effec-
tiveness of content marketing and selecting relevant
indicators requires coordination with the company’s
development goals. According to a Statista study, for
companies in the B2B and B2C markets, the biggest
strategic goals in 2023 were to increase demand and
attract customers, increase brand recognition, and
build long-term relationships with users based on trust
and reliability (Fig. 2).

Based on the study of the goals of the companies
and the challenges they face, it is possible to propose
an approach to the systematization of content market-
ing measurement indicators.

Content marketing indicators can be summarized
in four main areas: consumption, sharing, lead gener-
ation and sales. These areas allow companies to assess
the contribution of the three dimensions of content
marketing to value creation. Content marketing indi-
cators will allow you to identify any gap between the
results obtained and the planned ones and adjust the
content marketing strategy in time.

1. Consumption metrics.

Consumption metrics help measure brand aware-
ness and website traffic, and the level of engagement
with company content. Some of the more well-known
consumption metrics are page views, downloads, visits,
time on page/site.

Content marketers often use these metrics because
they:

1) are intuitive and easy to measure using software
such as Google Analytics;

2) provide a large amount of useful information
about patterns of audience behavior in the digital en-
vironment.

2. Sharing metrics.

Sharing metrics gauge the extent to which con-
sumers share content within their network of con-
tacts, significantly influencing the attraction of new
audiences. Examples of content distribution metrics
include likes, tweets, email forwarding, and inbound

They plan to develop it this year |
They do not have a measurement system —"
They have a measurement SyStem

0

EB2C mB2B

10 20 30 40 50 60

Fig. 1. Shares of companies that have developed a system for measuring the effectiveness of content
marketing strategies, in %

Source: developed by the author based on data [19]
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Fig. 2. Strategic goals of content marketing in companies on B2B and B2C markets, in %
Source: compiled by the author based on data [19]

links. While these metrics are invaluable for assessing
content distribution and consumption among a wide
audience and their networks, they do not inherently in-
dicate the economic effectiveness of content marketing.

3. Lead acquisition metrics.

Lead acquisition metrics assess the frequency with
which content consumption translates into generat-
ing more leads. Lead generation typically constitutes
the primary objective of content creation, particularly
within the B2B market. Key metrics within this cate-
gory encompass form fills, email subscriptions, engage-
ment with newsletters and blogs, blog comments, and
conversion rates. These indicators of potential custom-
er generation enable the determination of the economic
and financial value derived from content marketing.

4. Sales metrics.

Sales metrics aid in evaluating the impact of con-
tent marketing on business performance. These met-
rics gauge how content marketing influences custom-
er acquisition and the attainment of sales objectives.
Examples of such indicators include online and offline
sales, customer retention, and return on investment
in content marketing. Despite their significance, the
abundance of these metrics can sometimes lead busi-
nesses to misprioritize. Content marketing’s utiliza-
tion often remains confined to content distribution
and sharing functions rather than recognizing it as
a pivotal tool for value creation, resulting in the es-
tablishment of irrelevant goals.

According to an international study, in 2023, the
key metrics most focused on by companies were the
conversion rate at different stages of the sales fun-
nel, the quality of leads, and website engagement (the
percentage of people who decide to interact with the
content after viewing it).

In 2023, the top 3 goals of companies were to create
brand recognition, build audience trust in the brand,
and increase audience knowledge (table 1). The table
shows the key goals of companies in the field of con-
tent marketing and the degree of their achievement,
according to an annual survey of 1100 companies from
around the world conducted by the Content Marketing
Institute [20].

Our analysis shows that there are dozens of key
content metrics that can be tracked, but the depth of
analysis depends on how effectively KPIs are selected
and analyzed at each stage of the sales funnel (Table 2).

Table 2 suggests different types of content mar-
keting KPIs to track at different stages of the user
journey: from brand awareness to engagement or con-
version. these KPIs work to track content marketing
performance, whether it’s content marketing for HR
technology, eLearning SaaS, or another industry.

Conclusions. A relevant assessment of content
marketing indicators should be based on the regular-
ity and relevance of indicators relative to the stage of
the product/company life cycle, as well as the stage
of the sales funnel. The first objective results can be
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Fig. 3. Indicators for evaluating the effectiveness of content marketing by direction
Source: developed by the author

obtained only after a quarter or six months from the
beginning of the implementation of the content strat-
egy due to the cumulative effect of marketing actions.
Indicators that allow you to assess the audience’s in-
terest in the Internet resource and its content include

traffic, reach, social activity, the number of comments,
quotes, reposts, and engagement indicators. Their
correct analysis and development of a content strat-
egy will allow you to effectively influence product/
brand recognition, create and adjust the company’s

Table 1
The companies’ goals and the level of their achievement in 2023 and 2022
Objectives % of companies that % of companies that
achieved the goal in 2023 | achieved the goal in 2022

Achieving brand awareness 83 80
Building/increasing brand trust 77 75
Training/education of the audience 72 70
Building/increasing loyalty 63 60
Demand/lead generation 67 60
Increasing number of followers/audience/leads 54 49
Increasing the attendance of offline or online events 49 47
Increase sales/income 42 41
New product launch support 42 42
Building/growing an audience of subscribers 44 37

Source: compiled by the author based on data [20]
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Table 2

Schematic relationship between KPI and different stages of the sales funnel

The top of the sales funnel

Indicator

Entity description

Traffic growth

It measures the number of new visitors to the website that appeared as a result of
the implementation of the content strategy. Indicates the attractiveness and rele-
vance of the content.

Conversion to leads

Determines the percentage of visitors who became leads after interacting with the
content. Testifies to the quality and attractiveness of the content for the target au-
dience.

Increasing audience par-
ticipation

Measures the number of comments, reposts and other forms of audience interaction
with content. Testifies to the interaction and involvement of the target audience.

Increasing brand recogni-
tion and awareness

Measures how successfully content marketing helps increase brand awareness and
recognition among target audiences.

The level of interaction in

Estimates the number of likes, comments and reposts of publications in social net-

[T

; E’ social networks works, indicating the activity and interest of the audience in the content.

;5 § Impact on key perfor- Determines the extent to which content marketing affects the achievement of key

g “5 mance indicators (KPIs) |performance indicators defined in the enterprise’s business strategy.

é = | Audience loss percentage |Considers the percentage of audience loss when engaging with content. Allows you
to identify problematic aspects and improve the quality of content.

2 Cost per click (CPC) Determines the average cost per click for content advertising. Important for eval-

3 uating the effectiveness of advertising campaigns and optimizing the advertising

; g budget.

S ‘E Increase in sales volume |Evaluates the impact of content marketing on increasing sales of products or ser-

E ,;: vices. Performance indicator in the context of the main business objective.

g = Customer retention Determines how effectively the content retains existing customers and increases

E

their loyalty. Helps maintain a steady stream of repeat purchases.

Source: developed by the author

positioning and UTP, and increase the level of cus-
tomer loyalty and trust.

Metrics expressed in monetary terms: average cost
per customer from advertising, cost per conversion,
cost per targeted action, conversion rate, average
check, profit margin, ratio of profit to investment in the

current content strategy. Their goal is to increase sales
in the short term. With their help, you can: control
invested funds and evaluate their effectiveness, learn
about the source of receiving a client, trace the client’s
path from the first acquaintance with the company to
the targeted action.
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