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Overview
The economy, media, money and influence 

Marketing rarely has the final say in decisions that 
impact the health of a business, but often gets the 
blame when companywide objectives arenʼt hit. 

With this survey we sought to cut across several 
facets that influence marketers, but do it in the 
fewest number of questions possible. Afterall, weʼre 
marketers and havenʼt the patience to click and click 
and click. The marketing industry has the ability to 
shape our world in many ways, because we are 
tasked with defining what people want and need. 

That said, we ask that you give yourself about 30 
minutes to review the results and consider how 
these trends and answers may affect and influence 
how you approach decision making in 2023. 

We begin with economic health. In the end, 
money is the root of all strategies. How much 
money is your organization willing to spend when 
facing economic uncertainty?



Agree or disagree: Your company 
performed better than expected in 2022.

3.2 Average rating
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Disagree Strongly Agree

9.3% 20.9% 20.9% 34.9% 14%

Agree or disagree: You expect your 
company to beat expectations in 2023.

3.7 Average rating
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Did your competitors outperform 
you in 2022?
Yes 34.9%

No 65.1%

Do you expect to outperform your 
competitors in 2023?
Yes 88.4%

No 11.6%

Did your company layoff employees 
in 2022?
Yes 34.9%

No 65.1%

Observation
One takeaway worth mentioning is how optimistic our respondents are 
when facing an objectively uncertain future. It also appears to suggest that 
marketing budgets will focus on media buying, not content creation in 2023.



Effectiveness
Reaching your audience

Marketing is consumed everywhere. Thatʼs the first 
conclusion weʼve drawn from the results of the next 
section of the survey. 

Talk about a challenge for the modern marketer. 
How can we be everywhere at the same time? Many 
of us lean on our martech stack to give us the assist, 
but our buyers consume media at a faster rate than it 
can affordably be created. 

Who we target, how we target them, and with what 
media are among our biggest marketing challenges 
today and well into the future. We should be 
focused on facilitating conversations within buyer 
groups, rather than on specific “decision makers” 
that might change due to layoffs and job-hopping. 



Websites 88.4%

Digital media outlets 74.4%

Social media (Facebook, Instagram, LinkedIn) 74.4%

Video (YouTube, TikTok, Reels) 53.5%

Friends, family or in uencers 48.8%

Print 
media

23.3%

Television 9.3%

Other, includes email and events 14%

Where do you think your customers 
get their information?

Respondents tend to be  influenced by social media, friends, family and 
coworkers when consuming information. However, the results differed 
slightly when it comes to their opinions about how buyers consume 
information about brands.



Where do you think your customers get 
information about your brand?
Websites 76.7%

Social media (Facebook, Instagram, LinkedIn) 74.4%

Email 72.1%

Corporate events 67.4%

Industry press 65.1%

Advertising 62.8%

Blogs 51.2%

Digital media outlets 51.2%

Friends, family or influencers 41.9%

Video (YouTube, TikTok, Reels) 32.6%

Print media 18.6%

Television 7%

Reddit 4.7%

Other, including conferences and talent marketplaces 4.7%



Social media (Facebook, Instagram, LinkedIn) 79.1%

Websites 69.8%

Digital media outlets 48.8%

Email 48.8%

Friends, family or in uencers 41.9%

Industry press 39.5%

Blogs 34.9%

Video (YouTube, TikTok, Reels) 34.9%

Television 25.6%

Reddit 14%

Print media 9.3%

Where do you consume or gather 
most of your news and information?

Corporate events 4.7%



Who do you trust the most for unbiased 
information about products and services 
you might purchase?

Independent online research 67.4%

Friends 44.2%

Coworkers 39.5%

Family 34.9%

Newsfeeds (Social media or RSS) 30.2%

Social media influencers 20.9%

Celebrities 2.3%

Talk shows 2.3%

Television commercials 0%

Other, including analyst reports and alternative media sources 11.6%



Influence
Earning trust in a room full of cynics

Trust becomes a key driver in outcomes. This simple 
truth exists everywhere in society. It is especially 
challenging for marketing professionals. Earning 
trust is the key to getting a consumer to buying 
intent. Ultimately, it is the brand that is trusted most 
that wins the business. 

So, how do you think we gain trust? The following 
questions and answers point to some different 
opinions about trust signals. Should we appeal to 
the greater good by leveraging charitable giving to 
build trust? Do audiences trust video more than a 
white paper or website? How do you both give a 
buyer privacy, but track them through the marketing 
funnel or sales pipeline? 

Trust is clearly one the most important objectives 
of any marketing effort. 



Strongly disagree Strongly agree

1 2 3 4 5

Agree or disagree: Consumers will 
increasingly rely on video to learn about 
products and services.
4.1 Average rating

2.3% 0% 41.9% 48.8% 7%



Offers are important to winning customers, 
increasing revenue and profitability. 
Which of the following do you use to generate sales, 
conversions or hit goals at your company?

Incentives/gifts 60.5%

Discounts 44.2%

Freemiums 27.9%

Other, including demos and free assessments 23.3%



4.5 Average rating
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How likely are you to fill out a survey 
that is tied to a charitable donation?



Social media, advertisers and marketers face 
increasing pressure to respect consumer 
privacy. Will privacy concerns affect your 
marketing strategy in 2023?

Yes 65.1%

No 34.9%



Do you think dark social (B2C) or dark funnel 
(B2B) activities are making it harder to build 
effective marketing attribution models?

Yes 37.2%

Not sure 25.6%

I don't know what those are. 18.6%

No 18.6%



1 2 3 4 5

Less likely About the same More likely

1 2 3 4 5

Is your company more or less likely to create 
and distribute video content in 2023?

4.2 Average rating

2.3% 2.3% 18.6% 27.9% 48.8%



1 2 3 4 5

Agree or disagree: Social media influencers 
will play a larger role in your customers 
buying decisions in 2023.
2.7 Average rating

Disagree Agree

18.6% 23.3% 32.6% 25.6% 0%



1 2 3 4 5

Below average About average Very effective

How effective is your company's current 
marketing strategy?

3.6 Average rating

2.3% 0% 41.9% 48.8% 7%



4.7% 30.2% 20.9% 34.9% 9.3%

1 2 3 4 5
Strongly disagree Strongly agree

Agree or disagree: You know exactly what part 
of your marketing budget is having the 
greatest impact on revenue.
3.1 Average rating



Sources
Who responded to this survey

Our goal was to reach an eclectic audience with this 
survey. As an agency, we also wanted to understand 
the role we play as part of your extended team. One 
way to do that is to see how respondents view 
agencies, or use agencies to further their goals. 

Consider the role internal bandwidth constraints 
play in how you spend budget on external resources. 
Regrettably, we did not include a question about 
budget allocation. We assumed a significant amount 
of drop off would occur if we included a question 
that could easily be mistaken for lead qualification. 

That said, how money is spent outside people-costs 
will likely impact your profitability more than 
whether or not you use internal or external creative 
teams to create content. 

The answers to the questions below are almost more 
interesting when you consider what or who is not 
represented. For example, only 20% of respondents 
came from SMB or SME. The majority of 
respondents work at companies with a fair 
amount of bureaucracy with which to contend. 



Check all that describe your company's 
firmographic breakdown.

In-house marketing operations team 83.7%

Salesforce is our CRM 72.1%

Publicly traded 37.2%

More than $1Billion in annual revenue 32.6%

Fewer than 250 employees 20.9%

Small business 20.9%



Why would you hire a marketing agency?

Creative team augmentation (bandwidth constraints) 67.4%

Marketing operations and technical expertise 37.2%

Cheaper than keeping a big, in house marketing 
team

18.6%

Get third-party feedback about your brand (avoid echo chambers) 16.3%

Other 9.3%



Summary
Where do we go from here?

This is going to be a challenging year for marketing 
professionals. Cash-rich companies with dominant 
market share will be able to flex their muscles and 
negatively impact smaller competitors. 

That said, we are generally optimistic about a few 
things. We think this year will be better than last. We 
share concerns about the role privacy laws and the 
impact they have on technology will alter our ability 
to target key influencers and decision makers. 

Content creation will (or should) include video. We 
should all observe that people continue to research 
and watch videos that influence buying decisions. 
This includes people that research and influence B2B 
and B2C buyers. 

The biggest surprise of the survey was in the area of 
media consumption. Respondents seem to agree 
that social media, friends, family and coworkers 
influence what and how they consume media. Yet 
when asked how their customers consume media, 
websites came out on top. 

Thanks to everyone that completed the survey. It 
is by no means citable for research purposes. It 
does, however, give us all food for thought going 
into 2023.
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