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Methodology Q

« Online survey conducted PRIMARY OBJECTIVES

March 2019

* ldentify most influential and valuable content to public sector
* 400 total respondents: o _
decision makers during the procurement of technology products

o 200 federal government and services

o 200 state and local government _ _ o o
* Understand how the public sector is obtaining information in

current environment

* ldentify differences between what federal government and state
and local government perceive as valuable




Demographics



CONTENT MARKETING REVIEW

Agency Type & Location

Federal Agency Type State & Local Agency Type Top 10 Participating States

m Defense, military, or intelligence agency m City or municipality government

m Federal civilian or independent agency = County government f

State government
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CONTENT MARKETING REVIEW

Most Valuable Content
PRODUCTS

Federal State & Local
Product demos NG 42% Research reports NG 10%
Research reports NN 39% White papers NN 36%
White papers NG 27% Product demos NG 26%
Marketing collateral [INNEGEGEGEGEGEGE 26% Case studies NG 26%
Case studies NN 20% Webinars I 24%
Trials T 19% Marketing collateral IIIIIEGEGEEE 23%
Blogs/articles I 17% Trials GG 22%
Webinars [N 16% Videos NN 17%
Videos I 15% Infographics I 12%
Online magazines [N 14% eBooks [N 12%
Infographics M 8% Podcasts [ 12%
eNewsletters [l 8% eNewsletters [N 10%
eBooks M 5% Online magazines I 10%
Podcasts 1M 4% Blogs/articles [N 8%

0% 10% 20% 30% 40% 50% 60% 0% 10% 20% 30% 40% 50% 60%



CONTENT MARKETING REVIEW

Most Valuable Content
SERVICES

Federal State & Local
Research reports N 36% Research reports N 46%
White papers I 36% White papers  REEEEG— 32%
Case studies G 33% Case studies IEG— 31%
Product demos NG 32% Marketing collateral NG 28%
Webinars NG 24% Product demos [INENEGE 21%
Trials G 22% Webinars NS 20%
Marketing collateral NN 17% Infographics N 18%
Videos N 16% Trials I 16%
Blogs/articles NG 14% Videos 1N 14%
Online magazines [ 9% Podcasts I 11%
eNewsletters [ 9% Online magazines N 11%
eBooks M 6% Blogs/articles N 11%
Podcasts [l 5% eBooks I 10%
Infographics Il 4% eNewsletters M 9%

0% 10% 20% 30% 40% 50% 60% 0% 10% 20% 30% 40% 50% 60%



CONTENT MARKETING REVIEW

Vlost Valuable Content
EMERGING TECHNOLOGIES

Federal State & Local
Research reports NG 38% Research reports NG 50%
Product demos NN 32% White papers I 32 %
White papers [N 30% Marketing collateral NG 30%
Case studies NG 26% Case studies IINNEGEGEGEGENEN 26%
Webinars  MEEG_—— 25% Trials G 23%
Trials S 18% Webinars N 20%
Blogs/articles NN 18% Product demos NG 18%
Marketing collateral N 15% Videos N 15%
Online magazines I 15% Infographics NN 14%
Videos N 14% eNewsletters N 12%
Infographics N 10% Online magazines I 12%
eNewsletters M 8% Blogs/articles I 9%
eBooks M 6% Podcasts I 8%
Podcasts Ml 4% eBooks M 7%

0% 10% 20% 30% 40% 50% 60% 0% 10% 20% 30% 40% 50% 60%



CONTENT MARKETING REVIEW

Significant Gaps: Valuable Content

Products Services Emerging Technologies
M Federal W State & Local
o, 0,
Product demos m 42% Product demos m‘y32A) Product demos
0 0
0, 0,
Blogs/articles 17% Podcasts H/Z‘l).l% Blogs/articles
4% . 17%
Podcasts Market llateral R h t
L 12% arketing collatera ‘ 28% esearch reports
v) 0,
Webinars 6;’4(y Infographics w 18% Marketing collateral
o 0

0% 20% 40% 60% 0% 20% 40% 60% 0% 20% 40% 60%
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CONTENT MARKETING REVIEW

Work-Related Content Features
AVERAGE RANKING

FEDERAL

Least important Most important

Visual contents Content tailored to my org type Data and research to support content
Insight from gov’t thought leaders Content without sales messages Product specifications
Content tailored to my vertical Insight from industry thought leaders Examples of past performance

Content focused on value

STATE & LOCAL

Least important Most important

Visual contents Content without sales messages Data and research to support content
Insight from industry thought leaders Insight from gov’t thought leaders Examples of past performance
Content tailored to my vertical Content focused on value Product specifications

Content tailored to my org type



CONTENT MARKETING REVIEW

Work-Related Content Features

FEDERAL

Videos
Data and research to support content
Product specifications
Examples of past performance
Content tailored to my org type 39%
Content without sales messages 28%
Insight from industry thought leaders 15%
Content focused on value
Visual contents
Insight from gov’t thought leaders 13%
Content tailored to my vertical 17%

Podcasts

o\°III

X

00
X

eBooks

46%
35%
24%
30%
25%
16%
23%
25%
15%

16%

IIII!I

White
papers

48%
41

33%
29%
31%
21%

17%

19%

12%

Webinars

38%
27%
32%

33%

25%
22%
19%
26%
23%

14%

Blogs

27%

30
33

28%

—
2

20%
30%

23%

18%
26%

18%

MARKET CONNECTIONS, INC. | 703.378.2025



CONTENT MARKETING REVIEW

Work-Related Content Features
STATE & LOCAL

B,

Videos Podcasts eBooks White Case Webinars Blogs
papers Studies
Content tailored to my org type 31% 18% 26% 17%
Content without sales messages 22% 21%
Insight from industry thought leaders 22% 18% 20% 20%
Content focused on value 22% 20%
Insight from gov’t thought leaders 31% 29% 22% 22%
Content tailored to my vertical 17% 18% 18% 20% 20% 22% 21%

MARKET CONNECTIONS, INC. | 703.378.2025
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CONTENT MARKETING REVIEW

FEDERAL

Search engines

Government related news websites
Government-focused online communities
General news sites/online magazines
Corporate websites

Email

YouTube/Vimeo

LinkedIn/LinkedIn communities
Slideshare

iTunes, Google Play or other podcast hosting sites
Facebook/Facebook communities

Twitter

Effectiveness of Online Channels

% Somewhat/Very Effective

I mmmmmmmm———————, 827
I mmmm—————— 7%
. 74%
I 70%
I 7%
. 657
——— 63%
. 47 %
I — 45%

I —— 3%

I 28%

N 24%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%



CONTENT MARKETING REVIEW

Effectiveness of Online Channels
STATE & LOCAL

% Somewhat/Very Effective

Government-focused online communities [ NG 81%
Government related news websites [ I 78%
Email [ 74%
Search engines [N 73%
Corporate websites [ N NEEEGEGEGEEEEEE—— 70%
LinkedIn/LinkedIn communities [N 69%
YouTube/Vimeo NG 68%
General news sites/online magazines |GG 65%
Slideshare [ NEEGEGGEEEE 59%
Twitter NG 57%
Facebook/Facebook communities |GGG 53%
iTunes, Google Play or other podcast hosting sites | IIEIEGININGNGNGNGEGEGEGEEEEEEEEEEEE 52%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%



CONTENT MARKETING REVIEW

Significant Gaps: Effectiveness of Social Media Channels

% Somewhat/Very Effective

M Federal M State & Local

100%

80%

69%

59%

60% 27% 53%

40%

20%

0%
Twitter Facebook/Facebook communities LinkedIn/Linkedln communities Slideshare
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CONTENT MARKETING REVIEW

Source Agencies Relied on Most

B Federal m State & Local

50% 47%
40% 37%
30%

20%

16%

10%

0%
Government Industry: Professional associations
bodies/agencies Contractors/vendors

10% g9

Trade press

8%

Academic institutions



CONTENT MARKETING REVIEW

Frequency of Clicking on or Downloading Work-Related Content
FEDERAL

W Never/Rarely Sometimes m Often/Always

Professional associations | am a member of or familiar with 9% I 36%
Vendors | work with 10% l 46%
Trade or industry publications | subscribe to or are familiar with 12% . 35%
Vendors | don’t work with 34% .9%
Trade or industry publications | have never heard of 31% l9%
Professional associations | have never heard of 30% I 8%




CONTENT MARKETING REVIEW

Frequency of Clicking on or Downloading Work-Related Content
STATE & LOCAL
® Never/Rarely Sometimes ®m Often/Always E@J

Vendors | work with 6% I 31%
Trade or industry publications | subscribe to or are familiar with 9% l 44%
Professional associations | am a member of or familiar with 11% . 43%
Trade or industry publications | have never heard of 50% . 14%
Professional associations | have never heard of 43% - 18%
Vendors | don’t work with 40% . 11%
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CONTENT MARKETING REVIEW

Time Willing to Spend Consuming Work-Related Content

Federal
33%
ﬂ Blog
24% Video
26% White paper
18% Podcast
20% Case study
38% ﬂ eBook
7% :
35% # Webinar
40% 35% 30% 25% 20% 15% 10% 5% %

[ Quick Bites: 1 to 5 Minutes

X

State & Local

24%
12%

11%
14%

16%

11%

14%
16%

15%
3%

14%
14%

12%

1

22%

[ 'n Depth: At least 30 minutes

5% 10% 15% 20% 25% 30% 35%

40%



CONTENT MARKETING REVIEW POAAAN <

. .

Time Willing to Be Spent Consuming Work-Related Content
FEDERAL

* Over 40% are only willing to spend up to 5 minutes
on a blog post

t Blog ,

Video

* QOver 1/3 are willing to spend an hour or more on a
webinar or with an eBook

Webina&
4

eBook




CONTENT MARKETING REVIEW *’ - ST
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Time Willing to Be Spent Consuming Work-Related Content
STATE & LOCAL

* In general, written work should be 15 minutes or
less

* Half of respondents are willing to spend more than
15 minutes on podcasts, videos, and webinars




CONTENT MARKETING REVIEW

When Work-Related Content Is Consumed
FEDERAL

Weekdays/During Work Hours Weeknights/After Work Hours Weekends

élNever/Rarer Sometimes lOften/AIwaysé

Watch A3 48% 7 32% I12% 18% I8%
Listen I 33% GRS zz%l12% 1%' 9%
Use 22% (Y7 28% I9% 12%. 9%




CONTENT MARKETING REVIEW

When Work-Related Content Is Consumed
STATE & LOCAL

Weekdays/During Work Hours Weeknights/After Work Hours Weekends

55% 29% I16%

H Never/Rarely Sometimes M Often/Always

38% 44% 34% ¥y
42% 39% 35% 26%

E——

Read 3%

Watch 8%

Listen 12%

51% 34% .16%

Use 10%

56% 28% I16%



CONTENT MARKETING REVIEW

Significant Gaps: Work-Related Content Consumption Times

% Sometimes/Often/Always
W Federal M State & Local
100%
100% 95% °
86%
77%

80%
60%
40%

20%

0%
Weekdays/During Work Hours Weeknights/After Work Hours Weekends



Content Engagement



CONTENT MARKETING REVIEW

FEDERAL

Actions Taken
Shared it electronically with a
. I
colleague/supervisor/team
Printed it out to share with a
- D 43%
colleague/supervisor/team
1. Isrelevant at a particular point in time

Incorporated it into an RFP/RFI [ 20% 2. Includes valuable data points

Top Motivations to Share

3. Contains thought-provoking ideas

Shared it on LinkedIn/social media - 10%

0% 20% 40% 60% 80%



CONTENT MARKETING REVIEW

STATE & LOCAL

Actions Taken [@]
Shared it electronically with a
.
colleague/supervisor/team
Saved it to my computer for later reading _ 50%

Incorporated it into an RFP/RFI _ 33%
Printed it out for later reading _ 31% : S
1. Isrelevant at a particular point in time

Printed it out to sh ith : : . .
rinted it out to share with a _ 24% 2. Confirms my viewpoints and opinions

colleague/supervisor/team

Shared it on LinkedIn/social media _ 24%

0% 20% 40% 60%

Top Motivations to Share

3. Contains thought-provoking ideas




CONTENT MARKETING REVIEW

Significant Gaps: Actions and Motivations

Actions Taken Motivations to Share

B Federal Ml state & Local
- - : 56% . 66%
Printed it out for later reading m Includes valuable data points “
42%

Printed it out to share with a r 43% Is relevant at a particular point
colleague/supervisor/team 24% in time
Saved it to my computer for - 68% Contains thought-provoking - 58%
later reading 50% ideas 38%
Shared it electronically with a - 72% Comes from an independent ' 38%
colleague/supervisor/team 57% third party 26%
[v) [v)
Incorporated it into an RFP/RFI EM’ 339 Comes from a media outlet m 26%
Shared it on LinkedIn/social . 10% Confirms my viewpoint and ﬂ
media 24% opinions 40%

0% 20% 40% 60% 80% 0% 20% 40% 60% 80%




Buzzwords



CONTENT MARKETING REVIEW

Annoying Buzzwords/Phrases

FEDERAL
5‘; sy F o

= hl“;;ﬁ:umrcmchuuwdll;nn g 6 wﬁ::n:*::m
2 g % mainienance iree
high tech next big thing...%» =
[ a5y value oriented
~=-2'%, groundbreaking % g
reaching out =% 0 V" artificial imelligence
- %%
new approach
e | 3 0 est inclass . nne stop sllnm]lng stove pive
o 1E = Ile itiswhat itis “ e,
§ sg stakeholder LN teasioe
E

“flfnm centric
=g, SYNErgy 00 tllsrunt&w:;:

ST anern % cheau P G
et 0 A
—{iingvative N

Hj‘ Q’r@ mu S robust ~ S

Meial %,/ critical vasimaven
on point e >
pusght leader cns{-ﬂﬂeﬁ compliant é’
Isﬂlzhéfh :Iﬂ:lllil'lus‘ read SECHUTE “rge“‘- e

ility pariner
& asiep sbe unprecedented
ne<1 big break throush uvmnecessary
fledible decisive

Top Annoyances

Innovative/Next generation/
Cutting edge/Disruptive

Industry leading/Best in class - 10%

Value added - 7%

Dynamic/Agile - 6%

Leader for Government/ 0
Military/Federal - 5%

Streamlined/Efficient . 5%

Cost-effective/Savings . 5%

0%

20%

40%
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Key Takeaways

Overall Content
Development

* C.O.P.E. YOUR CONTENT: CREATE ONCE, PLAY
EVERYWHERE

Research, data and past performance are the building blocks of all
content marketing pieces throughout the public sector.

* STRIKE A BALANCE: LEAN FORWARD/BACK
Marketing content mix should incorporate elements that require little
effort to find and digest, with pieces that individuals have to engage
with more actively.

* MEET YOUR AUDIENCE WHERE THEY ARE

Opportunity exists for economies of scale across the public sector,
but remember key differences lay in the access points to your
customers.



Key Takeaways

Federal « REMEMBER TO BE PRINTER-FRIENDLY

Make it easy for federal audiences to print and share. It may seem
“old school,” but it is where they are.

* GROW YOUR CUSTOMER ACCOUNTS

Customers are most likely to be the ones opening and reading your
content. Speak to them as customers.

* EXPAND AWARENESS BEFORE YOU DROP THE
KNOWLEDGE

Content sent to unwitting prospects, or through unknown channels,
falls on deaf ears.




Key Takeaways

State & Local e TELL THEM A STORY

State and local customers are more likely to have to explain (and
justify) new technologies and their benefits to non-technical people.

* LEVERAGE THE NEED FOR INFORMATION TO
INTRODUCE YOURSELF

Research, data and past performance is a must, but include
introductions and backstories to increase awareness.

* CREATE ON-THE-GO COLLATERAL READY TO SHARE
Experimenting with informative video and podcasts at the state and

local level can build momentum and allow those willing to share to
increase your reach.




Contact
‘ nfo rm at | O n Lisa Dezzutti, Founder & CEO

LisaD@MarketConnectionsinc.com | 571.248.7864

Aaron Heffron, President

AaronH@MarketConnectionsinc.com | 267.332.4947

o °%2¢ Market Connections®

o0 ®
®  Research you can act on.
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