
ENGAGING 
THE C-SUITE  
WITH CONTENT

As a marketer, getting through to the elusive 
C-level executive audience can be tough. They’re 
time poor, and more demanding, analytical and 
disparaging than the average consumer. They think 
most branded content is boring, predictable and 
repetitive. So how do you deliver original, thought-
provoking fresh thinking to cut through the crowd? 
Raconteur research looked into the how, where, 
who and when of content marketing to help  
answer this dilemma

Most valuable content
What types of content do you find most valuable?

TOTAL

Group chief executive

Regional or divisional head

Chief financial officer

Chief operating officer

Chief information/
technology officer

Chief marketing officer

Chief customer officer

Chief commercial officer

Visual  
(infographics)

Written 
(articles)

Audio 
(podcasts)

Events 
(seminars, 
webinars)

38% 67% 46% 50%

30% 74% 39% 57%

33% 73% 46% 48%

43% 62% 48% 47%

35% 63% 49% 52%

42% 72% 38% 48%

40% 65% 48% 48%

0% 100% 50% 50%

36% 55% 50% 59%

Approaches to consuming content are mixed
Which of the following statements best describes your 
approach to consuming content?

PRAGMATIC - willing to view 
content from a brand/business, 
but will ignore that provider in the 
future if it doesn’t resonate

DISCERNING - only pay 
attention to content from brands/
businesses I know or am familiar 
with, or that is recommended to 
me personally

HUNGRY - voracious 
appetite for content and 
actively seek out/subscribe 
to content from a wide range 
of businesses

CONSERVATIVE - 
rely on content from a 

small number of brands/
businesses I know and 

trust; have little appetite 
for discovering content 

from new sources 37%

23%

33%

7%

C-suite executives are highly critical 
To what extent do you agree or disagree with the following statements?

I distrust most content 
produced by brands and 

businesses because it tends 
to be too self-serving

Most branded content 
I see simply provides 

commentary on 
established industry 

trends rather than 
creating and leading 

future-focused 
conversation

I prefer content that 
takes bold, contrarian 

or even provocative 
points of view

Most shareable content formats
What types of thought-leadership formats do 
people you know share with you the most (top 
three choices)?
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Agree Disagree

48% 65% 64%

52% 35% 36%

Choice of medium depends on time of day

When C-suite executives spend more of their time 
consuming content and how they typically access it*

When do you spend most of your time consuming/
exploring content (top three choices)?

On a smartphone

On a tablet

On a desktop or laptop

Printed material produced 
by the brand or business 

Raconteur conducted interviews with 500 
European C-suite executives in May 2017; 
respondents were representative of the 
leading industries and key geographies in 
the region. For more details and further 
results, please visit custom.raconteur.
net/c-suitestudy  
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During the day at work

At the weekend

At home in the evening

When travelling on business

74%

58%

54%

49%

36%

29%
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