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In the beginning of 2015, Percolate conducted a survey of 
more than 190 senior marketers to understand their 
marketing workflows. This report is broken up into three 
sections: (1) Creation and Sourcing Workflows; (2) 
Collaboration Workflows; and (3) Analytics Workflows. We 
hope it helps it gives you and your team insight into how 
marketers are working in 2015.



Technology has disrupted the way marketers used to do business. 
Now, marketing is always-on, digitally influenced, and often mobile-
first. Marketers have more channels than ever before. And the coming 
revolution of smart, connected devices - known as the ‘Internet of 
Things’ will increase the number of places marketers will be 
distributing their messages by an order of magnitude. 

How marketers work - the steps, tools, and processes they use when it 
comes to creation, collaboration, and analytics - and how this can be 
done more efficiently (particularly around decreasing non-working 
dollars in digital), are two important questions for executives in 2015. 

Key Workflow Study Findings: 

– The main workflow challenges marketers face is collaboration and 
speed around content creation. Collaboration and a single source 
of truth for planning and assets is an especially acute challenge for 
larger companies. 

– Compounding this problem, approximately 80 - 90% of written and 
image content requires more than 2 approvals, slowing marketers 
down. And even more approvals are required, the larger the 
business. 

– Mobile is the first screen, and marketers are increasingly looking to 
collaborate and publish content via a mobile device. 

– Key performance indicators are heavily influenced by social (# of 
likes, favorites, comments, shares, etc.). However, most marketers 
also value metrics like email subscriptions. 

Executive Summary

https://learn.percolate.com/trillion-dollar-customer-experience-trend/


Collaborating with my team & partners on content creation

Creating content faster

Creating a greater volume of content

Having a single place for planning,  
content/media, and publishing

Knowing what everyone else is working on

Other   7%

  31%

  31%

  31%

  37%

  39%

Which of these issues do you consider to be major challenges for your marketing team?

Marketers are struggling with collaboration

*Survey respondents could select multiple responses, and thus the sum of these percentages will be greater 
than one hundred percent. For more information on methodology, contact justin@percolate.com.

Overview

mailto:justin@percolate.com


Creating content faster

Collaborating with my team &  
partners on content creation

Creating a greater volume of content

Having a single place for planning,  
content/media, and publishing

Knowing what everyone else is working on

Other 5%

24%

27%

37%

34%

36%

  11%

  36%

  46%

  21%

  50%

  32%

>1000 employees <1000 employees

Which of these issues do you consider to be major challenges for your marketing team?

Collaboration is especially hard for large companies

Overview



Creating content faster

Collaborating with my team &  
partners on content creation

Creating a greater volume of content

Having a single place for planning,  
content/media, and publishing

Knowing what everyone else is working on

Other 6%

25%

28%

37%

37%

34%

  7%

  42%

  36%

  21%

  29%

  26%

>$250M revenue <250M revenue

Which of these issues do you consider to be major challenges for your marketing team?

Split by revenue, we see a similar story

Overview



Advertising & Marketing

Education
Entertainment

Finance
Healthcare

Manufacturing
Nonprofit

Telecom

61%

42%

55%
52%

39%37%

70%

37%

Overview

Which of these issues do you consider to be major challenges for your marketing team?
(Number one marketing challenge by industry)

Telecom & entertainment industries is about volume

Knowing what everyone is working on
Creating a greater volume of content
Creating content faster

Collaborating with my team and partners on content creation

*Industries where greater than 10 participants were members



Do you have established content topics (e.g., "Design", "Healthy Living", "Parenting") 
that your team creates against?

Most senior marketers use content topics to plan

Yes

No, but we plan to develop 
them in the next 6 months

No, and we have no 
plans to develop them   32%

  13%

  54%

Creation and Sourcing Workflows



How do you determine what content your audience is interested in?

Marketers are data-driven when it comes to planning 

Performance data of past content/campaigns

Active monitoring of general activity 
on social channels

Market research on demographic trends

Personal intuition

Active monitoring of selected 
influencers, fans, or brand advocates

Software to programmatically 
identify trending content or topics    8%

   29%

   31%

   32%

   38%

   38%

Creation and Sourcing Workflows

*Survey respondents could select multiple responses, and thus the sum of these percentages will be greater 
than one hundred percent. For more information on methodology, contact justin@percolate.com.

mailto:justin@percolate.com


How do you determine what content your audience is interested in?

Surprisingly, personal intuition is still a big factor

Performance data of past content/campaigns

Active monitoring of general activity 
on social channels

Market research on demographic trends

Personal intuition

Active monitoring of selected 
influencers, fans, or brand advocates

Software to programmatically 
identify trending content or topics    8%

   29%

   31%

   32%

   38%

   38%

Creation and Sourcing Workflows



What of the following statements best describes how you feel about externally sourced 
content?

Most senior marketers see value in sourced content

A valuable option for my marketing team

Might be useful in some situations but not all

Not an effective or viable option

I'm not really familar with externally sourced content   9%

  16%

  49%

  26%

Creation and Sourcing Workflows



User-generated content is something we actively solicit and showcase in our brand’s 
marketing. (5 point scale of Agreement).

However, UGC has not totally caught on

Creation and Sourcing Workflows

Strongly Disagree Disagree Neither Agree nor Disagree Agree Strongly Agree

20%

17%

31%

18%

14%



How many people typically touch a piece of content before it goes live? (Creating, 
editing, approving).

~80-90% of content requires multiple approvals

1 2-3 4-6 7 or more Not sure

4%

10%

28%

47%

11%

3%
6%

25%

58%

8%

Written Content Visual Content

Collaboration Workflows



How many people typically touch a piece of content before it goes live? (Creating, 
editing, approving)*

2-3 approvals most common in smaller companies

1 2-3 4-6 7 or more Not sure

2%5%

24%

55%

15%

2%3%

19%

64%

12%

Written Content Visual Content

Collaboration Workflows

*<1000 employees



How many people typically touch a piece of content before it goes live? (Creating, 
editing, approving)*

Even more approvals are required in the enterprise

1 2-3 4-6 7 or more Not sure

13%

21%
17%

42%

8%
4%4%

33%

50%

8%

Written Content Visual Content

Collaboration Workflows

*>1000 employees



It is important for my team to be able to create/publish marketing content through their 
mobile devices. (5 point scale of Agreement).

Marketing is no longer a desktop activity

Strongly Disagree Disagree Neither Agree nor Disagree Agree Strongly Agree

11%

29%28%

19%

13%

Collaboration Workflows



What is the #1 hardest thing about reviewing your marketing performance?

Marketing’s greatest challenge is ROI…

Analytics Workflows

Measuring the ROI of our campaign

Understanding why something did well or did poorly

Drawing conclusions and knowing  
how to take action from the data

Figuring out how to replicate success  
(or avoid failure) in the future

Segmenting campaign performance  
(e.g., by demographic or geography)

Producing reports for my supervisor or other stakeholders on  
                                           how our marketing performed   3%

  6%

  8%

  16%

  21%

  47%



We track the links we publish on marketing content and tie them back to hard ROI 
(leads, sales). (5 point scale of Agreement).

…and marketers have largely embraced link-tracking

Strongly Disagree Disagree Neither Agree nor Disagree Agree Strongly Agree

22%

32%

25%

13%

9%

Analytics Workflows



What metrics do you track in your marketing?

Social tops campaign metrics…

# of Likes/Favorites

Total Reach/ Views

Total Fans/Followers

# of Shares/ Retweets/ Repins

Email Subscriptions

Growth in Fans/Followers

Leads Attributed to a Campaign

Revenue Attributed to a Campaign

# of Comments

Shopping Cart Conversions

None of the above

Other 2%

6%

9%

34%

37%

38%

38%

39%

42%

44%

46%

47%

Analytics Workflows

*Survey respondents could select multiple responses, and thus the sum of these percentages will be greater 
than one hundred percent. For more information on methodology, contact justin@percolate.com.

mailto:justin@percolate.com


What metrics do you track in your marketing?

…but email subscriptions is still an important KPI

Analytics Workflows

# of Likes/Favorites

Total Reach/ Views

Total Fans/Followers

# of Shares/ Retweets/ Repins

Email Subscriptions

Growth in Fans/Followers

Leads Attributed to a Campaign

Revenue Attributed to a Campaign

# of Comments

Shopping Cart Conversions

None of the above 6%

9%

34%

37%

38%

38%

39%

42%

44%

46%

47%



What metrics do you track in your marketing?

Enterprise marketers are tracking even more

# of Likes/Favorites

Total Reach/ Views

Total Fans/Followers

# of Shares/ Retweets/ Repins

Email Subscriptions

Growth in Fans/Followers

Leads Attributed to a Campaign

Revenue Attributed to a Campaign

# of Comments

Shopping Cart Conversions

None of the above 5.9

8.9

32.5

33.1

36.1

36.1

40.2

39.1

43.2

44.4

46.2

7%

14%

36%

39%

50%

46%

39%

54%

43%

54%

54%

>1000 employees <1000 employees

Analytics Workflows



Marketing workflows have never been more important. As the owner 
of the customer experience, marketers need to be able to easily 
collaborate with their team, centralizing workflows and making 
execution faster, easier, and more consistent. 

As this report shows, marketers are struggling with workflows, and 
this challenge becomes more pressing the larger the company. 
Having a single source for marketing truth around planning and 
collaboration is an acute challenge for companies with more than 
1,000 employees. The number of approvals these marketers need for 
a single piece of content is also much greater. 

As a whole, marketers are are beginning to apply a systems-view to 
their execution of marketing activity - largely looking for data to 
inspire new campaigns, as well as using content topics for planning. 
At the same time, the number one question on every marketer’s mind 
is understanding how their campaigns are making them (or not 
making them) money. 

If you liked this report, you can find even more research on the future 
of marketing and technology at the Percolate Marketing Library

Conclusion

http://learn.percolate.com


NUMBER OF RESPONDENTS

JOB TITLES

HIGHEST EDUCATION LEVEL

196
Manager

Director

C-Level  10%

 32%

 10%

GENDER

AGE

LOCATION

Associate degree

Bachelor degree

Graduate degree  33%

 52%

 15%

PERSONAL INCOME

Men Women

84%

16%

18-29
30-44
45-60

61+  15%
 47%

 29%
 9%

New England
Middle Atlantic

East North Central
West North Central

South Atlantic
East South Central

West South Central
Mountain

Pacific  14%
 7%

 9%
 7%

 18%
 7%

 14%
 15%

 9%

$25k - $49k
$50k - $99k

$100k - $149k
$150k+  38%

 24%

 32%

 6%

Our Survey Respondents



$1M - $10M
$10M - $75M

$75M - $250M
$250M - $1B

$1B+  17%

 10%

 16%

 24%

 33%

BRAND VS AGENCYANNUAL REVENUES

$0-$100k
$100k - $1M
$1M - $10M

$10M - $100M
$100M+  3%

 9%
 11%

 26%
 52%

ANNUAL MARKETING BUDGET INDUSTRY

Advertising & Marketing
Agriculture

Business Support & Logistics
Construction, Machinery, and Homes

Education
Entertainment & Leisure

Finance & Financial Services
Food & Beverages

Government
Healthcare & Pharmaceuticals

Insurance
Manufacturing

Nonprofit
Retail & Consumer Durables

Real Estate
Telecom, Technology, Internet

 9%
 2%

 4%
 11%

 10%
 2%

 12%
 1%

 4%
 6%

 9%
 5%
 5%

 3%
 1%

 2%
 14%

1-10
11-50

51-200
201-500

501-1,000
1k - 5k

5k - 10k  6%
 12%

 9%
 14%

 24%
 26%

 9%

TOTAL EMPLOYEES

Our Survey Respondents

Agency Brand

72%

28%



Percolate is the system of record for marketing.  
Our technology helps the world's largest and fastest-growing 

brands at every step of the marketing process.  

Want to learn more?  

Contact learn@percolate.com for more information  

or request a demo today at percolate.com/request-demo

mailto:learn@percolate.com
http://percolate.com/request-demo

