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Chief executive

Chief financial Q

Chief operating
Chief information

—— Chief marketing

The
Research

What sets high-performance
content apart from the rest?
What does credibility mean in
the eyes of the C-suite¢ What
role do editorial and design
play in securing attention?

Chief customer 4%

Chief commerical @

We set out to answer these UK & Ireland Up to £249m

questions by speaking to
500 senior executives and

Western Europe £250m - £999m

, L. ] Eastern Europe £1bn - £4.9bn

investigating how the C-suite

really consume content. Southern Europe £5bn - £9.9bn
Nordics £10bn +

5@ C-suite respondents 20
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The case for content
A question of credibility
Bridging the credibility gap 13

Getting into view

The future of content

contents
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The key to Creating great
success is content isn’t
simple. You easy. If it were,
must be everybody
relevant and would be
superior” doing it”

Mark Schaefer Jason Miller
Marketing consultant REELUGIelY
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Appetite

C-suites have a
strong desire, with
more than two in
three prepared to
seek out and read
content from brands
they trust.

THE ELUSIVE C-SUITE

29, 379,

Hungry
| have a voracious appetite for content and

actively seek out and/or subscribe to content
from a wide range of businesses

370

Pragmatic

I'm always willing to look at something for
the first time from a brand or business but
if it doesnt resonate I'll probably ignore that
provider in the future

Discerning

| only pay attention to content from brands and
businesses that | know or am already familiar
with, or that is shared or recommended to me
by someone | know and trust

Conservative

| tend to rely on content from a small number
of brands and businesses | know and trust,
and have little appetite for discovering content
from new sources
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Need When | need | When I'm When I'm Ongoing - When I'm
confidence or | evaluating or | looking for just keeping looking for
Business leaders r’eassura}nce comparlng. pot.entlal abreast of value-add
q ) I’'m making the expertise | advisors, the latest from current
0 recognise the ) ) : . :
) the right of specific suppliers thinking advisors,
important role that . . :
decision brands or or partners and trends suppliers or
content should play ho | bus; Y t0 hel ¢ .
in making purchase gn w of m ) usinesses o tepkl partners
decisions. Hying from me tackie
a specific
problem”
O O O O O
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Action

The value of thought
leadership speaks
for itself with the
c-suite reporting
multiple positive
actions on reading
good content.

THE ELUSIVE C-SUITE

Asked the producing brand
or business to meet with me
to discuss how they might be
able to help my business

Top 8 actions taken as
a result of reading CPB

Purchased products or
services from the producing
brand or business

Changed my opinion about
the producing brand or
business, in a positive way

Initiated an action within
my organisation as a direct
result of the content

| reviewed

Sent the content
to colleagues inside
my organisation

Sent to colleagues with a
request that we meet and
discuss the implications
for our business

Sent the content to a
contact or peer(s) outside
of my organisation

Shared the content with a
positive recommendation
on social media
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A
Question
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1% Disillusion

find most CPB boring , expected
and repetitive, lacking original
thought and fresh thinking

Enthusiastic Receptive Agnostic Sceptical

| think the subject | think content | am generally neutral | feel most
feel most CPBI see simply matter experts in from brands and to most content content produced
provides commentary on consultancies and businesses is produced by brands by brands and
established industry trends vendors have an generally useful, and businesses, and businesses is self-

O rather than Creating and Ieading important contribution informative and tend to disregard serving and offers

future-focused conversation to make to advancing offers valuable more than | pay little to no insight

the thinking and professional insight attention to or professional

distrust most content
produced by brands and
businesses because it tends
to be too self-serving

knowledge base in my value
industry or profession
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The

think it is
Chle 8 4 (y boring, expected 6 (y think it lacks
O & repetitive O editorial quality
Executive
think it simply prefer it to
provides take bold,
O commentary O contrarian or
on established even provocative
O industry trends O points-of-view
5 8 (y think it is too ; () (y expect depth
O self-serving O and substance

Financial

Marketing

Officer’s
Perspective
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51

think most CPB
lacks credibility

THE ELUSIVE C-SUITE

12

In)credibility

There is a strong negative perception of the quality
of most content produced by brands (CPB), with
concerns about originality and bias.

How credible do you find most content you
encounter produced by brands or businesses?

....\\

Lacks credibility Credlblle

J




Bridging

the " geq oqe
Credibility
Gap
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take a atch the
Position  Eye

uild nd your
Influence  Voice



RACONTEUR

Z

uild
Influence

Partnering with
respected third-parties,
whether publishers,
organisations or key
opinion leaders, makes
content more appealing
to the C-Suite.

THE ELUSIVE C-SUITE

NoT

EXPERT

15
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Top 5
the C

If the author or producer is a
recognised expert in my industry

ild
u I or profession
If it’s shared or recommended O
n u e n Ce by a respected or influential 47 /O

figure in industry

Whilst co-creation is If the content is based on
. . original, primary research 42(y
Optlmals gettlng your or empirical evidence O
content shared by | |
. If it’s shared with me or O
respected IIldUStI'Y recommended by someone 42 A)
figures is also eftective. | know or trust

If the content is hosted or
published by a respected
independent platform
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Voice I

Brands might know
their subject but
they’re considered

weak at turning it into I a C ks
a narrative. Marketers q u a I ity

must invest in
professional storytellers.
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“®

ake a
Position

The C-Suite want more
than a report of the facts,
they want an insight that
tells them something
new and challenges the
status-quo.

THE ELUSIVE C-SUITE

g V4

simply provides

F

bold, contrarian
provocative

18
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— What frustrates the C-suite?

Unlike C-suite peers, for CEOs, CFOs and CMOs the lack of practical
application is the greatest irritation with content produced by brands.

o
Format or design
\ unsuitable
for mobile
consumption

\ Low design
quality

24% 25% 26% 27% 28%

Executive

Lacking

Financial
o — practical
Marketing application

Oﬂ:lcer ? S L fconeran A No 1
A

irritant for

® . .
Perspective e
or angle and CMOs
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The

Chief

E Executive

Financial
Marketing consider clear recommendations and
Officer’s conclusions the most compelling reason

Per SpECtiVe to read branded content
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Top S Top 5
irritation engagement
factors factors

atch the 28%
Eye 28%

Design can make the 0
difference between 27 %)
engaging and irritating

the C-Suite. The O
difference between 2 6 %)

success and failure.

25%




RACONTEUR

atch the
Eye

Design should be an
integral component

of content rather than
simply a nice-to-have, it
is the delivery vehicle for
a brand’s message.

THE ELUSIVE C-SUITE

think not enough

70

brands take

and

seriously enough

22
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ACcesS

C-suites consume
CPB within and
outside work hours
with the traditional
mediums of desktop
or laptop and
written printed
material from the
brand preferred.

THE ELUSIVE C-SUITE 24

How the C-suite Printed material

On a On a desktop
access content smartohone @ Onateblet @ J125UER @ produced by the

747
S8%
S4%
49%
367
29%

First thing in
the morning

On my daily
commute

During the day
at work

At the
weekend

At home in the
evening

When travelling
on business
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AcCcesS

The C-Suite still
prize the written
word above newer
formats and

show enthusiasm
for traditional
mediums.

THE ELUSIVE C-SUITE

Preferred format

Written

(e.g. articles)

Events

(e.g. seminars)

Audio

(e.g. podcasts)

(e.g. infographics)

Preferred medium

Desktop D 9%
or laptop

Print

Tablet 2 3%

Smartphone I 3%

»
»
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Share

Getting your
content in front
of the C-Suite
through a
respected third-
party is proven
to incline them
to read.

THE ELUSIVE C-SUITE

26

Get it shared /]\

Most sharable formats
No 1
for \
48% e , MD, COO, CMO, CCO
435%

. CFO, CTO

Y

% Y TR CEO, CCuO
21%  News articles with brand commentary -
Top 3 sharers of content NO1 Noz N03
Alumni Colleagues Personal or
network outside executive

division assistant
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The

Chief

Executive
Financial
Marketing

Officer’s,
Perspective

Whilst many
formats are actively
shared, it pays

to consider what
specifically gets
through with your
target audience.

THE ELUSIVE C-SUITE

50%

40%

30%

20%

10%

Formats most commonly
shared with C-suite

4 ceo 4V cro 4P cMO .\ The C-suite

IR i  _isnewe

ATt i -,
AR IRy,

ATt
ATt

AR Tntnee
ARy

AN

Short-form Video Other video Individual Long-form White papers Infographics News articles
articles or blogs interviews (i.e. animations) data points articles or research featuring
or statistics reports research and
commentary
from brands and
businesses
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The

Future
ofContent
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Forward

According to

European C-suites,

the future is long-
form, with

in-depth,
insightful

EEEEEEEEEEEEEEEEE

~Short-form

— Long-form
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CEOs CFOs CMOs

E Executive

Marketing
Officer’s,
Perspective Jarsstiruee
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Recap

‘ ake a atch the
Position Eye

uild nd your
Influence Voice

by working with to give yourself that gives a with distinctive,
recognised a distinguished perspective and premium design
industry experts editorial character an insight they

can act on



RACONTEUR

Freddie Ossberg
Founder & CEO

fo@raconteur.net

38-40 Commercial Rd,
London E11LN

© 2018 Raconteur Ltd.




