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The Content Marketing whitepaper is part 
of the 2018 State of Marketing reporting.

On behalf of the San Diego Chapter of the American Marketing 
Association, Q2 Insights and FreshForm teamed up produce 
a multi-year Qualitative Research study on the state of 
marketing in the U.S. from the San Diego perspective. In 2018 
a total of 40 high-profile corporate marketing and non-profit 
executives from a broad spectrum of 35 small, medium, and 
large Business to Consumer (B2C) and Business to Business 
(B2B) organizations participated in the State of Marketing 
Study. A total of 38 interviews were conducted in 2017. 
In 2018 a small number of the interviews were conducted 
with agencies. The study is designed to describe inspiring 
marketing practices, trends in marketing and the state of 
marketing today.

The full version of the report can be downloaded at 
www.sdama.org/report
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Content Marketing
Content marketing is focused on 
creating, publishing, and distributing 
digital content. A solid content 
marketing strategy appears to be a 
tablestake for most brands. Unlike 
2017, in 2018 content does not seem 
to be a “hot marketing topic” but 
rather a “must do.” 

Content marketing is critical for SEO and 
search rankings, branding, differentiation, 
demonstrating expertise, and establishing 
authenticity. When brands get content 
creation and distribution right, it drives 
traffic and engagement with the brand. It 
is also an affordable approach to targeted 
messaging. A key element of effective 
content marketing is content that is easy 
to digest and understand. Also, it typically 
provides value to consumers and does not 
have a direct ask for business. 

A brand operating in the financial space 
reports that content marketing is both 
the most exciting thing happening in 
marketing today as well as the scariest. It is 
exciting because in our fast-paced digital 
environment there is a need for a lot of 
content. It is scary because it is necessary 
to create content at a really fast pace and 
maintaining quality is sometimes difficult. 

A senior marketer at a news and media 
organization believes that consistently fresh 
content is imperative in terms of moving  
the business forward. Content must stay  
true to the brand, be uncomplicated and  
of high quality. 

Content is shared in a wide variety of ways 
including, but not limited to: all social 
platforms, blogs, mobile apps, conferences, 
in the media, podcasts, and even on cable TV. 

In 2017, marketing executives focused on the 
different types of content being developed: 
consumer generated content, company 
generated content, storytelling, thought 
leadership content, and B2B content. In 2018, 
the various brands represented narrowed 
in on more of the nuts and bolts of content 
marketing. While it is generally accepted 
that user generated content is more readily 
accepted than company generated because 
the latter tends to be associated with sales, 
much of the discussion in 2018 centered on 
company generated content. It is unclear if 
this finding represents a trend or whether 
it is symptomatic of the organizations 
interviewed for the study this year. 

In-House versus Outsourced  
Content Creation

While some companies do the vast majority 
of their written, photographic, and video 
content creation in house, many are 
outsourcing content creation. This is one 
area of marketing that does not appear to be 
moving in-house. For example, a consumer 
goods brand uses a social media agency to 
do their daily postings, aggregate content, 
follow trends and hashtags, and work toward 
bringing the target audience into the brand’s 
space on Instagram. 

Data-Driven Content Development

For company generated content, several 
marketing leaders rely on different types of 
research to determine what content will be 
most attractive to their audiences. 

• An e-commerce firm regularly sends out 
surveys using True Social to determine 
what content their consumers want. The 
company has a very dominant organic 
position. While content is not housed 
on their website, it is easily found via 
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a Google search. The content provides 
strong support for engagement, 
relationship building, purchase 
consideration, and post-purchase  
support. They do not engage in  
direct sales using content. 

• An agency executive talked about “body 
jumping” as a means to develop content. 

“Body jumping” refers to stepping outside 
your own body, jumping into the body 
of someone else, and thinking through 
all the things they are going through in 
their life when they interact with your 
messaging. He pointed out that the most 
powerful marketing comes from stepping 
into the shoes of someone else. “Body 
jumping” is closely aligned with the 
empathy element of Design Thinking. 

• A business advisory and executive 
coaching organization develops their 
content based on conversation with 
customers. They try to keep content 
relevant based on where prospects  
are in the sales funnel. 

Content Strategy

There are different content production 
strategies for online versus print. Online 
operates at a much faster pace, and 
includes integration with social media, email 
communication, and profiling how customers 
interact with the brand. Video and print 
content is also repurposed in many ways and 
not just used once. Additionally, there is a 
significant storytelling element to content 
marketing. The more human, relevant, and 
simple the story, the better the content. 

Leveraging Brand Advocates

Brand advocates, a powerful tool in content 
marketing, are leveraged for content in  
the form of:

• Testimonials

• Case studies

• Joint speaking events

• Conferences

• Talking to the media

Video, Podcast, and  
Cable TV Content

Video continues to play a prominent role in 
content marketing. There is some indication 
that video gets three to four times more 
views than other forms of content. For 
the most part, consumers are looking for 
snackable, easily digestible information. 
An organization in the financial industry is 
working on a unified series of videos that 
are each two minutes in length in order to 
capitalize on the attraction of video. 

Podcasts are also becoming more ubiquitous 
in marketing. 

Cable TV is used for content marketing. An 
organization in the travel and tourism space 
has 32 hours of non-repeating children’s 
programming that is used in children’s 
hospitals. They are currently in 140 hospitals 
in five countries, and 42 states in the U.S. The 
organization owns all the content and the 
broadcasting system. 
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Content Marketing versus Context Marketing

One senior agency marketing executive does not believe that 
content and marketing belong together.

“ I don’t think content and marketing should go together. 
I have a hard time when people put those two together. 
It takes the emotion out of great content when you are 
experiencing it. The last thing you are thinking about is 
the robotic part of marketing.”

RYAN BERMAN
COURAGEOUS, I.D.E.A., SOCK PROBLEMS

The agency marketing executive believes that rather than content 
marketing, marketers should be focus on context marketing. 
Context marketing refers to delivering “the right content or 
experience to the right person, in the right place, and at the right 
time based on the sum total of that person’s past brand interactions 
and current needs.” How they interact with the messaging is 

“context marketing.” 
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Storytelling
Storytelling is a hot trend in marketing. 
Conveniently, many marketers are 
storytellers at heart, so storytelling 
resonates well with marketers. It 
also seems to work well because 
storytelling convention is part 
of the human experience. Digital 
storytelling is a real transformation 
in the way in which marketers are 
called upon to engage. Different 
technologies and channels enable 
marketers to “do things differently 
and in an exciting way.”

“ I believe marketers who understand 
how to tell the best story and use 
technology to convey that message, 
so the story is relevant to that user, 
do the best marketing.”

CHRISTOPHER FOSTER
MODERN POSTCARD

“ Demonstrating the research we 
are doing, student success and 
experience, and grateful patients. 
These three areas help us in telling 
a story that aids our reputational 
awareness.”

SUZIE STERNER
UC SAN DIEGO

Storytelling for Brand Building and 
Differentiation

Storytelling is used to build and differentiate 
the brand. It allows marketers to communicate 
what the brand stands for, and why people 
would want to buy from the brand rather 
than another. 

Increasing Traffic to Digital Sites

Storytelling is used to drive traffic to digital 
sites, particularly when the stories provide 
resources and information for consumers. It 
is very important that the site experience is 
very positive for those who visit. 

“ Not only can you buy our product 
there, you can also learn about us, 
you can learn about our community, 
our give back and sustainability 
efforts, our impact work. We 
provide resources for travelers 
around packing tips, where to go. 
We introduce them to our brand 
ambassadors who inspire people to 
travel. We try to take the anxiety 
out of travel. Our goal is to become 
a top to bottom resource when it 
comes to travel and adventure travel, 
and outside outdoor activities as 
well on Eagle Creek.”

MONICA RIGALI
EAGLE CREEK

Storytelling in 30 Seconds

Due to short attention spans and the need 
for “snackable” digital stories, for some 
marketers storytelling is challenging and may 
have lost some of its charm due to the need 
to tell stories in 30-second snippets. Others 
find telling stories in short snippets exciting 
precisely because it is challenging. 
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Video Storytelling

Video storytelling is a significant growth area for many marketers. 
It is useful to marketers because video can be repurposed in many 
ways such as the brand’s website, via email, and on social platforms 
such as Facebook, Instagram, Twitter, and YouTube. Videos can be 
anything from a five second story to a well-polished three-minute 
advocacy piece. It can be as simple as live video shot in an office or 
in locations where the brand is interacting with its consumers, or it 
may have high production value with an emphasis on quality over 
quantity. The trend is toward simple, low-cost video storytelling. 

Storytelling at Scale

Storytelling at scale within an organization underscores the fact that 
stories can be repurposed and reused by many.

“ We are storytelling on the campus. We have established 
12 to 15 different channels of communication within 
the university. We created a website where all the 
marketing folks from around the schools can access 
that website and then push out the communications 
themselves so that they don’t have to come to us [for 
the stories]. We are empowering all of the marketing 
representatives to have the same ability to push out 
information from a common source.”

PETER MARLOW
UNIVERSITY OF SAN DIEGO



Conclusion
From 2017 to 2018, the content discussion moved away 
from the different types of content being developed 
to a greater focus on company generated content 
development. In 2018, content marketing appears to 
be a table stake for brands. Content marketing is both 
tremendously exciting while also a little intimidating, 
with both emotions being caused by the speed at 
which the digital environment operates. Maintaining 
high quality content while simultaneously attending 
to the different forms of content and all the platforms 
on which to share content can be challenging. Many 
are out-sourcing content creation in order to keep up. 
Also, data-driven content development and the use 
of advocates is employed to keep content fresh and 
exclusive to the brand. Content is likely to figure heavily 
in marketing in the coming years with a heavy focus on 
faster delivery and unique material.

A comprehensive version of the 2018 State of Marketing Report 
from the San Diego Chapter of the American Marketing Association 
(AMA) can be downloaded at www.sdama.org/report



The San Diego Chapter of the American Marketing Association 
(AMA) is the organization for high-performing marketers who are 
serious about furthering their careers. AMA San Diego is the only 
education- and networking-focused organization that provides 
information, resources, international presence and valuable 
connections in a fun, approachable environment where its  
members can achieve their personal development goals.
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