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POWER OF CONTENT:

How Content Marketing Impacts Purchase Decisions,
Brand Affinity, and Trust
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/WHY THIS REPORT MATTERS

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:

+ Thelikelihood to purchase immediately after consuming content
+ Thelikelihood to purchase a week after consuming content
« The effect of educational content on brand affinity and trust

ontent Marketing Impacts


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/

KEY FINDINGS

Content’s Impact on Purchase Decisions

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.
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KEY FINDINGS

Content’s Impact on Brand Affinity and Trust

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.

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

+ Aweek 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%)

+ Aweek 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%)
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EFFECT OF EDUCATIONAL CONTENT ON PURCHASE POWER

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.

How Content Influences Purchasing Power
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CONTENT VS. CONTROL: IMMEDIATELY AFTER

READING A PIECE OF CONTENT

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
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+131%
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209
Participants
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CONTENT VS. CONTROL: A WEEK LATER

A week later, content still impacts purchase power.

. +48%
48% are more likely to purchase from the brand More Likely
one week later, compared to a control group who
read no content.

115
Participants

74
Participants

Consumers who read an
educational piece of content

were 48% more likely to buy
one week later.

Content Control
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EFFECT OF EDUCATIONAL CONTENT ON BRAND AFFINITY

1. Helpfulness in Brand

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

“AFTER READING A PIECE OF EDUCATIONAL CONTENT, I FIND THE BRAND WHO WROTE IT TO BE HELPFUL.”

78%

of Respondents

20% 2%

of Respondents of Respondents

|

STRONGLY AGREE / NEUTRAL DISAGREE
AGREE

Conductor | How Content Marketing Impacts Purc e Decisior and Affinity, a st



2. Trust in Brand

64% of consumers feel a brand is trustworthy immediately after they read a piece of educational
content from that brand.

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

34% 2%

of Respondents of Respondents

\

STRONGLY AGREE / NEUTRAL DISAGREE
AGREE

64%

of Respondents
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3. Positive Feelings For Brand

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

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

66% 31% 3%

of Respondents of Respondents of Respondents
STRONGLY AGREE / NEUTRAL DISAGREE

AGREE
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TIME DELAY INCREASES BRAND AFFINITY

A week after reading a piece of educational A week after reading a piece of educational
content from a brand, there was an 9% increase content from a brand, there was an 8% increase
in number of consumers who identified the in number of consumers who identified the
brand as “trustworthy.” (64% to 73%) brand as “positive.” (66% to 74%)
AFTER READING A PIECE OF EDUCATIONAL CONTENT, | TRUST AFTER READING A PIECE OF EDUCATIONAL CONTENT, | HAVE

THE BRAND WHO WROTE IT AS AN EXPERT IN THEIR INDUSTRY. POSITIVE FEELINGS OF THE BRAND WHO WROTE IT.

73% 74%
64% 66%

IMMEDIATELY AFTER  ONE WEEK LATER IMMEDIATELY AFTER  ONE WEEK LATER
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CONCLUSION

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
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METHODOLOGY

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.



WHAT CONSUMERS EXPERIENCED IN THIS STUDY

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.
KITCHENTECH
BLENDERS

AgouT SHOP RECIPES

HOW TO MAKE ALMOND MILK

> while we love the of Boughe almand milk ir's fun to make it yourself! This
recipe allows you to control the ameunt of sweetness and infuse flavers, & well as play around with the

How to Make Almond ehckness. el be your g0 ehen erving henade daryfee il
Milk (written by vauaamono ik
KitchenTech Blenders) e Touitae

Simple homemade almes

customizablel Perfect fo

baked goads.

SHP KITCHENTECH DLENDERS AND GET STARTED
ON MAKING HOMEMADE RECIPES TODAY!

i PRINT FRIENOLY VERSION

ars In wary hot wates]
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Backpacking 101:
What You Need To
Know to Get Started
(written by Ozawa
Peak Outfitters)

Plan Your Trip Shop our Products Camping Guide

HOma > CAMpIng Amcios > BACKpAcking 107 WRAT You Neadq 1o Know 10 Ge1 Stanea

Backpacking 101: What You Need to Know to Get Started

By Jenmifer Smith
For GzawaPeakQutfitters.com

Sleep under e 518rs in & remote wilderness destnation.
Al ASHNAD AT 10 A DADDIING CrRK, AN SID CONBR wWhks
N8 FiLING SLIN CASTS A GOICAN lIGNT ON YOLF NACKEOUNTTY
eamp. Yot hackpacking is as inspiring ¢ it saunds

Hackpaciong is assentially the combination of camping
and hiking, but even if you are a seasoned camper, there
are a few things to consider before you hit the trall and
g0 backpacking for the first time.

(Get Fit Before You Go

vy first-time backpackess complain aboul Ui eching
[Dack and shoulgers. or those dam Dlisters on their feet If
* you get fit before you Q0 DaCKpacking. you'll feel bener
and have mose fun

Find the Right Backpack

In the backpeck world, there are three main distinctions for sizes: day pocks, overnight, and long haul. Which
you need depends completely on what you plen on doing. Ozawa Peek Outfitters has & greet rundown of
some of the best packs for each type.

It atso hedps to pack all of your gear into your pack before walking out the door to go backpacking. Youl
want to make sure everything fits, that your pack isn't heavier than you can handle, and that you know haw
1o pack according 1o weight distribution.

More Ozawa Peak Ourfimers Artcles
9 The Best Energy Bars for Outdoor Activities

] 10 Least Visited National Parks and Why You
Have to See Them

0 7 Scenic U.S. Sumimits

Shop Our Backpacks
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About PowerSoundz  Featured Speakers Headphones Blog

Throwing a Party This Summer? Here are 25
Backyard Party Ideas.

. Everything you need to know to secure a flyaway tablecloth and prevent bugs from diving into
Throwing a Party | ;..
This Summer? Here
are 25 BaCk.yard o 1. Entertain with hidden speakers
Pa rty Ideas (ertten Nothing is more magical than listening to your favorite tunes in the backyard while
by PowerSOundz) O you're entertaining your closest friends. Here's a tip: invest in portable or bluetooth

speakers, and hide them behind in secret spots around your backyard. Check out

o our top picks for best outdoor speakers.

Read ‘This Next

The Ultimate PowerSoundz
Summer Party Playlist

2. Serve icy cold drinks

Keep drinks chilled without watering them down by placing your punch bowl inta
a larger bowl filled with ice. Use a plastic container to freeze a giant ice cube, which
will melt slower than a ton of smaller cubes. To go the extra mile, prepare flavored
ice. Simple pour whatever juice or lemonade you plan to serve into an ice cube tray

and allow it to freeze. For added pizzazz, pop a berry into each cube. Try these

creative uses for ice-cube trays.
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CUSTOMER-FIRST
MARKETING IS HERE

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

Visit www.conductor.com to learn more.

f facebook.com/Conductor Jo youtube.com/Conductorinc

¥ @Conductor in linkedin.com/company/conductor-inc- @Conductor_Inc



