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POWER OF CONTENT:
How Content Marketing Impacts Purchase Decisions, 
Brand Affinity, and Trust
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Early-stage content – content that provides educational value and does not explicitly sell 
products – is frequently leveraged as a strategy for brand building and lead nurturing. After 
all, 50% of leads are qualified but are not immediately ready to buy.

And while the investment in content marketing is increasing – 87% of marketing executives 
reported they were spending more on content in 2017 – the impact of content marketing on 
purchase decisions has yet to be proven. 

To fill that gap, this study investigates the impact that educational content has on 
consumers’ likelihood to purchase, trust and brand affinity, both immediately and after 
time. 

Conductor surveyed hundreds of consumers to discover:

• The likelihood to purchase immediately after consuming content
• The likelihood to purchase a week after consuming content
• The effect of educational content on brand affinity and trust

WHY THIS REPORT MATTERS

http://images.msgapp.com/uploads/95603/LicensedGleansights_comp7564jvl493sa/Gleansight%20-%20Lead%20Nurturing%20-%20Q42010%20-%20Licensed.pdf
https://www.conductor.com/learning-center/marketing-and-technology-study-2017/
https://www.conductor.com/learning-center/marketing-and-technology-study-2017/
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KEY FINDINGS

Consuming educational content dramatically increases likelihood to purchase. The effect is 
strongest immediately, and decreases somewhat a week later.

• Immediately after reading a piece of content by the brand, consumers were 131% more 
likely to buy from that brand than consumers who did not read any content. 

• One week after reading educational content, consumers were still 48% more likely 
to purchase from that brand compared to consumers who had not read a piece of 
educational content.

• When deciding between 4 brands, 83.6% of consumers who read a piece of 
educational content by a brand chose that brand when prompted to purchase.

Content’s Impact on Purchase Decisions
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KEY FINDINGS

Consuming content greatly increases affinity and trust, and those positive feelings for the 
brand actually increase over time, suggesting a subliminal impact. 

• 65% of consumers feel a brand is trustworthy/positive immediately after they read a 
piece of educational content from that brand.

• 78% agree or strongly agree that they found the brand “helpful” immediately after 
they read a piece of educational content from that brand.

• A week after reading a piece of educational content from a brand, 74.49% of consumers 
identified the brand as “positive,” an 8% increase since initially reading the 
content. (66.0% to 74.49%)

• A week after reading a piece of educational content from a brand, 73.3% of consumers 
identified the brand as “trustworthy,” an 9% increase since initially reading the 
content.  (64.4% to 73.3%)

Content’s Impact on Brand Affinity and Trust
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78%

86% 86.6%

Immediately after reading a piece of educational content, consumers were asked which 
brand they would like to purchase from — overwhelmingly, they selected the brands that had 
provided content.

EFFECT OF EDUCATIONAL CONTENT ON PURCHASE POWER

13.6%

4% 4.4% 2.8% 6.4% 4.8%

Kitchen Tech 
(Content 
Provided)

Master
Blender

Blender 
Guru

Blendertent Ozawa Peak 
Outfitters

(Content Provided)

Adventure
Firefly

Land/
Water

Trailentrek Elmaudio Premier 
Sound Inc.

VMVPowerSoundz
(Content 
Provided)

0.8%
9.2%

3.2%

Brands in green are the brands that provided educational content

How Content Influences Purchasing Power

I.
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Immediately after reading a piece of content by 
the brand, consumers were 131% more likely to 
buy from that brand compared to consumers 
who did not read any content.

Consumers were 131% more 
likely to buy after reading a 

piece of educational content
Content Control

CONTENT VS. CONTROL: IMMEDIATELY AFTER 
READING A PIECE OF CONTENT

209
Participants

91
Participants

+131%
More Likely



Conductor  |  How Content Marketing Impacts Purchase Decisions, Brand Affinity, and Trust 7

A week later, content still impacts purchase power. 
48% are more likely to purchase from the brand 
one week later, compared to a control group who 
read no content. 

Content Control

CONTENT VS. CONTROL:  A WEEK LATER

115
Participants

74
Participants

+48%
More Likely

Consumers who read an 
educational piece of content 
were 48% more likely to buy 

one week later.
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EFFECT OF EDUCATIONAL CONTENT ON BRAND AFFINITYII.

78% agree or strongly agree that they found the brand “helpful” immediately after they read a 
piece of educational content from that brand.

1. Helpfulness in Brand

78% 
of Respondents

STRONGLY AGREE /
AGREE

20% 
of Respondents

NEUTRAL

2% 
of Respondents

DISAGREE

“AFTER READING A PIECE OF EDUCATIONAL CONTENT, I FIND THE BRAND WHO WROTE IT TO BE HELPFUL.”
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64% of consumers feel a brand is trustworthy immediately after they read a piece of educational 
content from that brand.

2. Trust in Brand

“AFTER READING A PIECE OF EDUCATIONAL CONTENT, I TRUST THE BRAND WHO WROTE IT AS AN EXPERT IN THEIR INDUSTRY.”

STRONGLY AGREE /
AGREE

64% 
of Respondents

NEUTRAL

34% 
of Respondents

DISAGREE

2% 
of Respondents



Conductor  |  How Content Marketing Impacts Purchase Decisions, Brand Affinity, and Trust 10

66% of consumers have positive feelings of a brand immediately after they read a piece of 
educational content from that brand.

3. Positive Feelings For Brand

“AFTER READING A PIECE OF EDUCATIONAL CONTENT, I HAVE POSITIVE FEELINGS OF THE BRAND WHO WROTE IT.”

66% 
of Respondents

31% 
of Respondents

3% 
of Respondents

STRONGLY AGREE /
AGREE

NEUTRAL DISAGREE
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A week after reading a piece of educational 
content from a brand, there was an 9% increase 

in number of consumers who identified the 
brand as “trustworthy.” (64% to 73%)

AFTER READING A PIECE OF EDUCATIONAL CONTENT, I TRUST 
THE BRAND WHO WROTE IT AS AN EXPERT IN THEIR INDUSTRY. 

IMMEDIATELY AFTER

64%

ONE WEEK LATER

73%

TIME DELAY INCREASES BRAND AFFINITY

AFTER READING A PIECE OF EDUCATIONAL CONTENT, I HAVE 
POSITIVE FEELINGS OF THE BRAND WHO WROTE IT. 

IMMEDIATELY AFTER

66%

ONE WEEK LATER

74%

A week after reading a piece of educational 
content from a brand, there was an 8% increase 

in number of consumers who identified the 
brand as “positive.” (66% to 74%)
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Early stage content has a powerful impact on consumers’ likelihood to purchase. Educational 
content also has a powerful, positive impact on consumers feelings about that brand, 
dramatically increasing brand affinity and trust.
 
These findings strongly support the importance of customer-first marketing: when brands 
create valuable content that educates consumers, both brands and consumers win. 

 
To learn more about creating a customer-first content marketing strategy, visit Conductor.com

CONCLUSIONIII.

http://www.conductor.com
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METHODOLOGYIIII.

500 incentivized respondents were split into two groups: control group and content group. 

Using a survey platform, we screened out respondents who:

• Have never purchased anything online.

• Have never searched for anything online.

• Are experts or have interacted heavily with products similar to those in the survey.

Groups were asked to participate and answer one questionnaire and a secondary questionnaire 
one week later to examine the lasting effect of test variables.  

Participants were asked to interact with 3 different products, and 12 different brands. 

Group 1: 250 participants were asked to read a piece of educational content, and answer 
comprehension questions based on the content. Then, they interacted with the products and 
brands in question.

Group 2 (control): 250 participants did not read a piece of educational content. They interacted 
with the products and brands.



Conductor  |  How Content Marketing Impacts Purchase Decisions, Brand Affinity, and Trust 14

WHAT CONSUMERS EXPERIENCED IN THIS STUDYV.

Both Group 1 and 2 interacted with 3 different products from mock brands: blenders, hiking 
backpacks, and outdoor speakers. Group 1 was asked to read a piece of educational content 
related to each product.

How to Make Almond 
Milk (written by 

KitchenTech Blenders)
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Backpacking 101: 
What You Need To 

Know to Get Started  
(written by Ozawa 

Peak Outfitters)
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Throwing a Party 
This Summer? Here 

are 25 Backyard 
Party Ideas (written 

by PowerSoundz)
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Visit www.conductor.com to learn more.

It’s never been more important to listen to your customer, 
provide real value, and meet their needs.  Conductor will help.

@Conductor @Conductor_Inc

facebook.com/Conductor youtube.com/ConductorInc 

linkedin.com/company/conductor-inc-


