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1. tsvoyanandu walks
s1wa:dga KSaUayandNdu
yovnautKnNgudvAY

wAdayaUs:sINSWUUADTU o1oo:TutWeowD
oncolUuad Atudwbudovsdnnautdinuig
yovAtudn3 U Tasatusududovdnuauto
AULIUDALSNUDOWINLYY SOUED 35MsBD,
anmunnldiawds, susuoouladniiaousow,
A2IWATNIgA dovIoD ua:doyninivdvAu
Arhdvaulo

2. vunuwsaund:=Usutlagu
DglaUD

WipvoNaamuMsicho a thnuie Tusw:du
msuwss:=unauovlsachv a [Ubufivauiucy
N1VNISLJDY dvoWalKLNQNID:LASUYND
nanoy uatusdvlAdAruLY Aldnaiedu
amumsainaguulaviupgnvsda§ddnsu
wusud ua:Rusina lagunnisaalauinno
ASolLWevLEUSUUAgURFMOYMSHoUtul
2021 imdu udluussarAunWasunin 83%
goldmmsusuasuiiv 2 - 4 asvlukiivl

uonoINd Nv HubSpot gowu31 20% vov
unmsaaaldusuasuluudd Wiovoinmo:
msugﬁanonaar‘imalﬁoz‘fu lagtuU 2023
Agoo:itunistudgundaviutdovd
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nagnsmsaaragaaligy

O unnisaarasruduuINT uldnalknas
UsuwasutduaouktvusouWuyDOWININ

€ nagnsmsaaantddoya Wudvnidnou
oulu

€) wusudchv a oasonpuinudna:Aaudiv
ATUAUDYAULDYUINTU

¢) unnisaaialds:uu CRM tWodaou uas
USKISSaNSTDYALWULUINTU

O mslwhAanus:aumsnivovanm D:¥38aa
¥DVI1V S:KI1OMSIKUSMS ua:NMsaana

( nagns DM KSo Direct Message uov
Social Media Mavidsua>udsuwudu

€2 nmsasvsususaulatuDvLUUSUGUDVALU
g wdAtydonisasionisidadousou

FmSunagyns ua:tnsuduIEIUIKATUSIEVIU
U 2022 uov HubSpot fin:tkufivAudiAty
vIndutumsdadutolastsvoyallunan,
msaaaiiinousaasd ua:adovdd (Agile
Marketing) ua:msasivuusuasiu Social
Media (Bouno:daoudAtycio nagns ua:ms
Usuwasunsdaiss dovsudutunaannssu
nisaaxatuucia:du) lagsouudd unmsaalq
SIUDULINTUMADISPNSUDUMS wa=nagns
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tudouciplU d:lludayaiBvanuindu oo:
¥outhAtuussanagnsnaguudavinandla
duso

tInsuanNnisaalagaqausy
tuU 2023

Insudnisaalagoalsuitinnisaalanav
WUs:Tostng Ao 3dTouuuau (Short-form
Video), msoanuuuidulsdathitnuizaunu
aunsnicv a 981 duisniwu K3puAULaq,
misasivasultnudia:ioudivAuAIYDY
wusua ua:msis Direct Message uov
Social Media &xSumsiruSMsanmM aNUIICDE
SEO (Search Engine Optimization), misdv
vandwriulnsAwnuano, nisaaralaglys
Influencer La:msuvignaantunlasasvmu
mvouauwalasu Social chv a

What trends are marketers leveraging in their marketing sirategy (lop 9)?

B 32%

30% 9
29% 29% 28%

Short-form video Mobile-friendly Creating content that  Using social media SEO (search engine Mobile messaging  Influencer marketing Selling products Virtual events,
content (TikTok, Reels, website design reflects your brand's  DMs (direct messages) optimization, visual (SMS, Facebook directly in social media webinars, and
YouTube Shorts, etc.) values (e.g. social for customer service  search optimization) Messenger, WhatsApp, apps (e.g. Instagram conferences

responsibility) etc.) Shops)



1 5aTouvudu (Short-form
Video) o:o0msiGulagvda
ut 2023

5alouuudu (Short-form Video) tuinsud
AlasuAWdgUUINAgatungulinNIsaalq
ua:gvdus:ansmwuinnga ua:o ROI gonaa
oNADY

tud 2023 Salouuudud:omsiaulagoda
WdJsgulngunuinsuddu a Tagunmsaana
DIVUWUND:avNUIULNSUATUINNINSUGDU A

90% yDOUNNISAAANEIATDUUU&U DLW
nS$ogvAvavnuniudalouuuduasiuUnii ua:
21% ypvUNMSAa10VUNUND:BUS:TusU
on3albuuudutdunsousniut) 2023 dotdu
InsudngoRgalsuniu

Which marketing trend has the highest ROI (top 5)7

10%

6%

Short-form video content (TikTok, Reels, Influencer marketing Using social media DMs (direct SEO (search engine optimization, visual Creating content that reflects your
YouTube Shorts, etc.) messages) for customer service search optimization) brand’s values (e.g. social responsibility)

HubSpt



2. MSQa10UVUSUWGIDULLDS
d:1aqulaa>g ROI nauaawaaluau

tudouu unmsaana vinnc 1w 4 se atsUs:losu
inmsaaalasls Influencer 8otk ROI gogatdusudu
2 yovinsudcho a ua:nlsAd Afo Aruasaldus:Tusd
pInmMsaaralasgmsis Influencer GsouAUMSIE5aTo
wuudau IWatklaus:lgstoinno 2 agonld ROI gogal
wsounulalay

tul 2023 sarumsiGulaashvidiedacyadinsunisaara
10815 Influencer 108 17% UDVUNNISAAIADIVUNUAD:
avnutumsaaialastsd Influencer Wuasvusn Bogoidu
DUQU 2 yovlnsudciv a

msaaialastd Influencer goudutnsudsudu 2 A
Jdnnisaaiao:avnuuinn3itnsuddu @ W 2023 ua:
89% uovUnnMsaalantdnagnsto:lWy KipgvAONIS
avnuBtudnun

Which marketing irend do marketers plan 1o invest the most in for 2023 (top 3)7

Short-form video content (TikTok, Reels, YouTube Shorts, etc.) Influencer marketing SEO (search engine optimization, visual search optimizati

HubSELE

nisd1sooinsudusinauov HubSpot udaaviRikudy
33% uovngu Gen Z ldBowaantunmuAtu:iuoo
Influencer B 3 1@dDUAKILLY wa:luaDUAWININ
AdaduloBo ngu Gen Z na1d31 Awuzthuow Influencer
A& AtyuINNIIFuUzLthoINtvau ua:AsauAS



3. nagnsuavuusudniin1sty Direct
Message uov Social Media
mavtaula

mslS Direct Message uov Social Media d&wsums
tusmsanAduAaudnotdudoviny uaAbinmsaaia
29% A0MstBUTULED Taumists Direct Message @ i ROI
goidududu 3 yovinsudnisaaladu a ua:nistdviu
praulagutut) 2023 Tag 15% upvUNNISAAIAIOUNU
Av:naaovidviutdunsvusn

las 87% wvovlnnmsaalantsd Direct Message uov
Social Media d&KSUNISIKUSNISANAPLWUKSDEVAY
avnufuu 2023

tuuru:A uDUWaLABU Social Media oghv Instagram,
Twitter ua: Facebook gvAvWwauuriAdIWaILISOAIU
E-Commerce col miknmisthusnisanAmiu Direct
Message d:§viianudAcyuinduiitu

MisasooNsudrusinAvoY HubSpot gowu31 uInn3
1%u 5 vovnau Gen Z ua:Nou 25% vovnau Millennials
Tddadouusud 1WoSUMSIKUSMSaNAIKIUNY Social
Media Wuyov 3 1@ounrun

mistdindovilonisd o - vrwkuNIv Social Media
Wusninsudmsaaranrhaviaula ua:id ROI §o 8vADUF
WUnumssdwwosaniumv Direct Message lagtfiou 30%
upoNau Gen Z ua:ngu Millennials 8odummu Social
Media ugov 3 1@ounmiuw



4. SEO voviSulsdgvavid
amwlaaiau

foo:IUtEIEp VKL udnstdus:Tostuoin Blog
ddunagns SEO ADUs:ansmwhAgvavidu
1ndovilioNduIn Tas 29% vovlinmsaaials
Website 1WodvqQa ua:aso Lead

mistdUs:Tostioin SEO agtududun 4 udu
yov ROI ua:auds:ansnmw wa: 88% uov
AN SEO o:tWu wéagonomsavnulsiud
2023

KINWQGvINSUGA UNN1Saa1a0:aonuLdu
uInAgatud) 2023 Ju SEO agtududun 3
sovoIn3dlauuudu uaznisaalalasld
Influencer

Which marketing trends are mosi etfective (fop 6)?

42% 42% 42%
Short-form video content Selling products directly in social Influencer marketing Using social media DMs (direct SEO (search engine Creating content that reflects
(TikTok, Reels, YouTube Shorts, media apps (e.g. Instagram messages) for customer service optimizaticn, visual search your brand’s values (e.g. social
efc.) Shops) optimization) responsibility)

HubSppt



5. unmsaarao:=gvontKruusud
awnsannvenaulacalu

30% uovunnisaalanmdavasivaAsutnudn
ammaufivaumuavuusud mMtkuinsudn
lasunwigugvdatdusudu 3 tuasul

TasmsasivAouinudna:AauiivAtuIuDY
wusudi ROI nAgatdusudun 5 vavinsud
du @ uao:Unstaulatut 2023 lay 16%
ypLUNNISAaIAIVULWUAD:IBUS:TostiDIN
Aputnudna:ApudivAtuAUDLIUSUALTUASY
usntudl 2023 ua: 89% vovNavnurihluudd
A210UNUND:WL KEDEIVAVNISAVNUYDOWIN
tiplle)

How are marketers changing their investmentis in 2023 (among the trends they currenily leveragez)

53%

49%

47% 46% 46%

46%

10%

Short-form video Influencer marketing Blog/Website/SEO Selling products directly in Virtual events Creating content that Using social media DMs for
social media apps reflect's your brand's values customer service

® Increasing investment @ Maintaining investment @ Decreasing investment

HubSppt



6. unnisaarao:Iasuls:Tosu
Dnvayalut 2023

DINALNsUTSnouktndsY UnnisaalandulAdaudoy
Jayav:Us:aunudusotut) 2023 ilovoindoayan:y¥oy
trunnmisaarawhdvndaudinumelasgivibUs:ansmw
vIndu, aswasutnudnisaarathibus:InsSnavindu,
maawnid3nagnsmoumsaaralkuidus:anSmwuin
ﬁqa, 1Wu ROI yavAIWWENEIINMYMSAAIQ ua:wgou
AUAIUDYMSAANA UANDNSSUUDVWINIU

‘Whait are the biggest advaniages of using dafa fo inform your markefting siraiegy?

Hiinnn

Drhlpmeeachmy Dlhlpmr Data helps me ihROIfDTh\pmp ethe Data helps me plan my D*lmprueth D$red
target audie effectiv emork1 ng understand which mymmrkl ing efforts alue frnymmkl ng media mix more e people haw im
effectiv Iy mclk' ng stra leg effectively wThmvb nd
most effective
HubSppt

insuanmsaaralad:=ziaulalut 2023?

Salouvudu, msvignaancaunlagasviuusuwalnsu
Social tarmsaaralagnists Influencer o:iJNIstBoiu
ASvusnuINAgaonunMisaanalud 2023

Which marketing trends do marketers plan on leveraging tor the first time in 2023 (top 7)?

21%

0,
18% 17%

16% 16% 16% 16%

Short-form video content Selling products directly  Influencer marketing ~ Mobile messaging (SMS, Mobile-friendly website Creating content that  Virtual events, webinars,

(TikTok, Reels, YouTube in social media apps (e.g. Facebook Messenger, design reflects your brand’s and conferences
Shorts, etc.) Instagram Shops) WhatsApp, etc.) values (e.g. sccial
responsibility)
HubSpot



insualonunnNIsaalQ
amwnsoiantsidiolag?

aovLNQINsUdAUNNsaalap:lanidus:Tositul 2023

1 u 3 YoVLUNMSAAIOVUNUAD:LENTS NFT ua: 29%
MVUNUAD:AaNIsSaalauuu Metaverse ua: Audio
chat Room (Kovusniawsawanunuldosv) Wl 2023
uanNoINT MstwuUs:ansmwmsAumadlgidsv (Voice
Search) ua: Virtual Reality (VR) rnSo nisohaovlan
laoulasusgnoonoinlanA>wilduosy / Augmented
Reality (AR) nSo msthaanialouunidnulanaoutduoso
ADEUBUAUAU 9 UDVINSUANTINMSAAIATVUWURD:HKELS
tudnn

Which marketing trends do marketers plan (o stop leveraging (1op 5)2

33%

28%

Using NFTs in your marketing strategy Marketing in the Metaverse (e.g. Audio chat rooms (Clubhouse, Twitter  Voice search optimization (Alexa, Siri, Using VR and AR (Augmented Reality)
Horizon Worlds, Roblox) Spaces, etc.) ete.)

HubSppt

1 —

fvinsudikaito:liAssurdoqato udidunnisaala
DIUOULINNOIVULWUD:aDVIGINsudduasvousniut 2023

Which marketing frends do marketers plan on leveraging for the first fime in 20237

15%

13%

Metaverse VR/AR NFTs Voice search optimization Audio chat room

HubSELt



3 sovmvmsaaragaaiguvavl 2023

Unmsaanatdus:Tostioinsovnmomsaaiacihv a lagas
4 yoomv lagunmsaaials Social Media uinno1 42%
mtkdugaomvosudu 1 Aunmsaalarhdvldus:lusioe
a: goid ROI gogaointunnydooniv ua::laulapenouIn
tud 2023

Which channels are marketers leveraging (1op 9)2

42%

29%

26% 26% 26% 259
! :
Social media Website/blog/SEO  Email marketing Content marketing Social media Search/Display ads Influencer Social media DMs Virtual events,
(search engine shopping tools (e.g. marketing (Direct Messages) webinars, and
optimization) Instagram Shops) conferences
HubSppt

1 tu 3 yovunmsaaranmavidus:losuoin Blog KSo
Website uooautow sounv SEO ua: SERP (Search Engine
Result Page) nSo misudaavouduuu Search Engine Tu
ytu:lGeonu 32% vovunmsaala nlatdnmsmmsaala
siu E-mail

lagns(s Blog, mstsiAgoviiomsso - viwWiIuMmo Social
Media ua:msaaralagmsts Influencer 0 ROI Agonda
uuganu

Which marketing channel has the highest ROI (top 3)?

9%

Website/blog/SEO (search engine optimization) Social media shopping tools (e.g. Instagram Shops)

HubSppt

WD Social Media WusovMvuDATzUBUAULSNUDY
Unnisaala apvuiQnudl uwaawosu Social Media ta
gus:anSmwuinnga



ovmvnisaaia Social Media
goqusou

unnisaaxatsus:lasuoinuwaawoasuy Social
Media laginds 4 uwaawosu &v Facebook
Wuuwaawosu Social Media AUnMsaaals
viniga Aau 64% auWAdY Instagram
(58%), YouTube (57%), Twitter (43%),
TikTok (42%) la: Linkedin (33%)

What social media platforms are marketers leveraging (top 6)2

64%

58%

43% 42%

Facebook Instagram Youtube Twitter TikTok LinkedIn Snapchat



ciolU 1shaovuiqQuaa:uwaawoasutuldoan
UINTU ua:QdIwdnwidniIstdSguLtngu
uwaawasSunuoevls

1. Facebook I ROI gvuh

usdwalasudu a

avuu M MDUWAIABUDU
saulaundu

Facebook TUlaiUuiwgvuAuwaawosu
Social Media AtdunAgalunguinmsaana
wcighotk ROI gogaanade lag Facebook 1Wu
¥2OMLAUNMSAA1AOUWUTUMSAYNULIN
Agatutl 2023 ua:gon318ooN1vdu a

What social media plaiform do marketers plan o invesi the most in for 2023 (fop 5)

18%

14%

8%

Facebook TikTok Youtube Instagram LinkedIn

HubSELE

Tagunmsaalatfiou 25% 210uWuAD:avNu
fu Facebook Wunsvusniut 2023 ucins
laulado:3in3upudu a 281v YouTube,
Instagram, TikTok ua: Twitter no:1G1ku
tudnn



2. YouTube o:imsiaulagvda

21NN 9 uwaawadsuiud 2023

tudoouu 57% vovunmsaanalals Youtube
wa:zo ROI Wududun 2 inunu Youtube
wa: TikTok

YouTube o:Unist@ulagvogaodinnn a
uwaawasutull 2023 Tagy 91% uovRINS
YouTube 210unufD:IWU KépgoAvmMsavnuls
uaztuvtu:ldednu 29% uopvuNNIsaalq
>10UWURD:apvld YouTube 1uASousn 6o
gongaldaifgunuuaUwalAdu Social du

Which social media plaiforms do marketers plan to invest in for the firsi time in 2023 (fop 5)7

25%

Youtube Instagram TikTok Twitter Facebock

HubSppt



3. Instagram agitusucun 2
lucnu ROI ua:zo:omsisviu
Asvusngvlut 2023

58% vovunmsaalanvkua 3 Instagram
gogatdusudu 2 oINnn a uwaawosu
uonoInd v ROI Wududun 2 rinunu
Youtube ua: TikTok Tago:omsitGulaoeino
gusdiAnytul 2023

What social media platform has the best ROI (fop 5) 7

16%

Facebook Youtube Instagram TikTok LinkedIn

HubSpt

layg 14% wvpvunNiIsaala»=avnunu
Instagram uInn3wwaawasudu a tud
2023 ua: 29% upvUNMSAa1adIVUNUAD:
aould Instagram WunsousniuUktn



4. unmsaamnamsuauma
TikTok 1Wamsa Dnuluauma

TikTok nahatduuinnuweuwansuitduinsud

aehosoaldd Buiarouooo:tuAngu Gen Z
nsWurkan TagunnisaalacivnlikAIuaulo
Wuogouin

42% vovunmsaalats TikTok 1ao TikTok
golduuwaawosugoataunasio ROl wWu
oudun 2 tNNunu Youtube ua: Instagram

lae TikTok o:gvoavitkumsiGulauovuusud
AWLZUtUY 2023 Tag 56% upvRAtS TikTok
20UWUAR:IWUMSsavnuiutkth Botdunis
Wudufgoga WalAgunuuaUwalAsu Social
Media du @ tuytu:A 34% AD1OUWUND:AY
msavnui3tudopuu

How are marketers changing their investments in 2023 (among the platiorms they currently leverager)

56%

® Increasing investment @ Maintaining investment @ Decreasing investment

HubSENE

uonond 26% uaoﬁnmsmammouwuﬁo%ﬁ
TikTok Wunsousntut 2023 tuucu:n 16%
yoounnmisaalav:avnuiu TikTok uinno
UDUWAELABUDU a tUUKUN



dayamsnmsaalasu Social Media
S:1210SsNMOUUVU B2B ua:uvu B2C

tuuvusvUWAAWDSUAWINWALS Unnisaailanvuuu B2B
la: B2C o:0nd>waanonuuin lagauuanchonuinnga
Ao Unnisaalauuu B2B Juudltiuno:ts Linkedin

What social media plaiforms are marketers leveraging (top 5 B2B vs. B2C)?

Facebook Instagram i LinkedIn

® B2C ® B2B

HubSpt

DINWaNIsd1soo wud1 Dunnisaalauuu B2B twev 14%
A3 Linkedin Tduan31 Linkedin du TR ROI gogaoinnn
uwaawasu BotufigoldulUnsiBudndindy Facebook,
Instagram ua: TikTok

What social media plaiforms are offer the biggest ROI (top 5 B2B vs. B2C)?

Facebook TikTok

® B2C ® B2B

HubSESE



unmsaalQissSAdULNUC
WU Social Media agnvls

Wiovoin Unnisaalaldiduauwalasu
Social Media tJuousuunluwsou a fiu
$oAtuDIDD:aVdY31 Unmsaalatkaiiu
ladsuppulnuAlAKuIzNULCazDYNIY
KhSolu KSowdNnwILsSADULNUALAEDNU
tunnuwaawosu

DINSIWLIU WU Unnisaalatiisuasv
TwadAauNUALGUEIWIUKANEUWAOWDSU
uov Social Media tuutu:iA 35% uov
UnnisaarauudsunduNUATAKUNULCA:
uwaawasu ua: 19% vovtinnmsaana Tarhno
2 pghvvvlanuog

How do marketers share content across different social media platforms?

_46%

® I usually re-purpose the same marketing content across various social media platforms @ I usually tailor content to the platform I'm sharing it on

@ I do both about equally

HubSppt



n:numnwmumsmmsaam
WU Social Media nlmynaa

AIWAMEdUAUAU a AUNNsaaladiu Social Media
dovloo Ao msasivaduinudi asromsiddousou,
msdvqQa uasSnuiridamu (Follower), mswhiivndu
wWhnuhg, mMsAaumuudAaadinsSunUINUGIKL 9, MSasv
Lead rnSagilomaunluanm, msmuinsualinu ua:
msJa ROI

Whar are the biggesr challenges social media markerers face (fop 7)?

TIITT

Creating engaging content Gaining a dk eping F?eqh gy I target Finding ideas for new content Crex ontent that Keeping up with new trends Measuring ROI
f\lw g erof leads

HubSppt
tudouciplU anvunQuoyalngdNuUdoMsaa1aRUuNNISaanQ
Buasus:anSmwuinnga

unmsaaralsus:losupndasduuvula?

ASvkivupvuNMsaanaldiddald lay 47% (alssumw
cwade 33% nlwadunnoiutu Blog, 30% (Gaulwnsawn
a: 28% 15 Podcast nSoAdulNUAUUULAZVDU

What media formals are marketers leveraging in their marketing strategy (1op 6)?

47%

28% 28%

Infographics

HubSppt



5a1od ROI gogaldoiisunudoasuuuu
3u a lagsovaowl Ao sumw, Twad
Blog ua: Podcast nSonoultnuduuu
1Fovdu a

Which media formais have the highest ROI (top 6)7

25%

12%

8%

7% 7%

Videos Images Blog posts Case studies Podcasts or other audio content Infographics

HubSpt

nistddaloo:taulangrvuintud 2023
lag 24% upoUNNISAAIAIVUNUND:
avnunu 3alauinnshdosuuuudu a ua:
Podcast o:0n1savnugvgaltdusudu
A 2 uonond 10% wovlnmisaala
D:avNUUINTUAUADULNUALUULEYD
NN dosUnuUdU @

Which media formait will marketers invest the most in for 2023 (1op 6)2

24%

10% 9%

8%

7% 7%
Videos Podcasts or other audio Images Blog posts NFTs Case studies

content

HubSppt



tul 2023 Saloo:imsiavlagoaatiunduridoiunsousn
Tau 1 u 3 >wuwWuRD:aavlE3alatulnin Bosumw
(29%), lwaad Blog (26%)., undunmuai (25%) ua:
Podcast (24%) fio:lRunistdviugvasvousniunau
unmsaarafudrkin

Which media format will marketers leverage for the tirst time in 2023 (lop 5)2

33%

29%
26%

25%

24%

Videos Images Blog posts Interviews Podcasts or other audio content

HUbSELE

dmsundudnunmisaaraldiiiausndputnuddu wusa
11u 3 ypvUinmsaarathiduondutnud 2 - 3 ASocpdUalk
tuytu:ASN 2 u 3 vovunmsaalatilauaAduNUANNSU
ua:ounnmisaalawev 13% AttauomdUINUAKAIEAS

—

ciodu
How often do marketers publish content?

Multiple times per month 6%

_Multiple tfimes per week 34%

Multiple times a day 13%._

Once a day 33%



lagnv HubSpot goldaounmiuunnmsaalaaiunsultnud
1NuOAUADIMMENgolntdAganwoNIdDvIDBTUIEDY
nagnSupvADUNUA WU wdoduuunmsaanamuAdUNUA
A1dowergIuuInA gatumsasivasutnudi 2:1dsu
msidousoutus:augo, mswhdvnavthkuig, msAaum
uudAadmsuapuinudin @, msasvadutnudiasio
Lead nSagiTomauvinluandl uazmsasivnadutnuc
Advqa Traffic WS> mswWhswSulsd

What are the biggest challenges content marketers face (top 5)2

15% 15%

Creating content that receives high Reaching your target audience Finding ideas for new content Creating content that generates leads  Creating content that attracts more
levels of online engagement (clicks, traffic to your website
shares, comments, etc.)

HubSpt
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AWMMESUAUAU a AUNMSAMACDOWULDD Ao MSaS1D
Traffic ua:msasv Lead, mshogiinowanunsalus:augo,
msU§uulé=9unaqnémomsaam, nisidnausuiu
winviu, mscuinsudaaaliAnu ua:msivumMsuygviu
fuuusud3u a

What challenges are marketers facing in their role (fop 9)7

Generating traffic and Hiring top talent Having to pivot your  Training your team Keeping up with the Facing increased Keeping up with new  Securing the budget Sales-marketing
leads marketing strategy latest frends competition from social you need/gaining alignment
due fo major events other brands platforms/features stakeholder support (smarketing)
(e.g. recession,
pandemic)
HubSppt
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Which of the challenges marketers face are they struggling with the most (fop 8)2

54%

Updates fo data raging your CRM to Sales-marketing Lack of high quality data qu If/d Gefting a better
regulatior (GDPR/OSIS) t fullest potential alignment (smarketing) understanding fy

ustomers and thei
needs

HUbSELE

WowadvAummengotkadiganunnmsaaramanisal
ul 2023 MmsuNsSuGEFATRAUILIDERUSUAUAU 9 NUADY
msmioz‘iuﬁ:uﬁuil”'u, mstsus:losuoan CRM vovwonuun
DENVIAUANIMW Ua:msddvusunagnSmomsaana

What are the biggest challenges marketers anticipaite struggling with in 2023 (top 8)2

13% 13%

12% 12%
Keeping up with the latest Facing increased Leveraging your CRM to Having to pivot your Training your team Securing the budget you Adopting a data-driven  Generating traffic and
trends competition from other its fullest potential ma k ting strategy due need/gaining stakeholder  marketing strategy leads
brands to maj J r events (e.g. support
recession, pandemic)

HubSELt
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A WMMentkodAga ffo ngsalisuduanndudoudd
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Whai ar¢ the biggest challenges marketers face in (rying 1o understand their target audience?

21%

20%

I I ! : : 17% :
|

Increased data Consumers are Iess How rap d\y \/o ur A lack of Data doesn't A \ock of A lack of Poor data quality A lack of Alack of

prive cvreg ulaftions  frusting gwnh thei es information on their integrafe well with  informatio: information on information on the information on their

that n d ess nal data hav over  shopping habits marketing tools products rh ey a where they consume social causes they pain
to per \d ta Vhep |f wy ars ( g online, through potential Ily ontent/media (e.g. care about (e.g. points/challenges
al mex d apps, interested in buying Instagram, TV, environmentalism, they are facing
in retuxl stores) podcasts) racial justice)

HubSppt
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Wl 2022 wWhruignmMomsaala:olun
mstwus la/msue (27%), miswcuua
Js:aumsaivovanm (22%), MSIWUNS
sSusSuusuad uammswhavnautthrnnelsi a
(20%) aapapumstwumIsausou ua:
mstasuasivanunnadoauusuaiilums
asoanuanuduwusnuanm (18%)

lagunmsaaragoidunagnsuovd 2022
tunsmAUWNDaNAMIKAHVTU, NISIWL
pudurdiaa (Follower) tu Social Media
KSoUUBUCY a La:MsSWauuNMsUSUNMsug
nuMsaa1atkidAUIKUI:EY

ucitut 2023 dnnisaailansSvklv naidn
wWhinnawmaraozwasuld




Increasing revenue/sales

dmsulnnisaalano:rninisusutlasudu
mstwusld/mswe Agoavutdudududu a
ucinisiwnao:wWasulun  mswauuanisusu
MsSVg ua:Mmsaaralidadul:ay, Msdv
L@sSUAWELWUSHUaNA LWDIWUADWANGCD
wusuqg, msusumsluuvan, MswaJuiAdIY
WhlouovanANAUIAUNAAAMA/USMS ua:
A onduithrneldadu

How are marketers changing their goals in 20232

Improving sales/marketing Fostering relationships with your | Advertising your products/services | Improving customer understanding | Getting a better understanding of
alignment customers/increasing brand loyalty of your products/services your customers and their needs

@® 2022 @ 2023

Ordered by marketers’ top goals for 2023. 2023 data is among marketers planning to change their goals from 2022 to 2023.

HubSpt
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How do marketers describe their marketing strategy in 20222

55%

36%

7%

2% 0%

Very effective Somewhat effective  Neither effective nor Somewhat ineffective Very ineffective
ineffective

HubSppt

mv HubSpot TainsasumuinmsaaiaiNganunagns
nivonNisaaitauovwINIUU 2022 ua: 91% uond
nagnsnwonNBuu Tanad

Dwev 2% rhdunuan3 nagnsuavwonNNTUTAWaA uutu:n
7% uUDNDOY ADUWEIYIUNIVNISaatauovwoNNlula
dasowadiuau KsoaiuudNla a Lag

Tasunmsaaiadiuloduov3n nagnsuovauduldnad
Aavuu apvuIQadBIamvmsaailanss KPI Awonunts
IWodanwdISoudnd



cdrdiamvmsaala ua: KPI hdwacynda

Wawadvnisdaus:ansnmwuovnagnsdiunautnud
msaalaunnmisaala Naidot msvig, mswhsudulsad
ua:nmisddousouniv Social Wud>85and1AuAga
cuudoedasa Conversion, mstivuduuav Follower/
Subscriber ua:msasv Lead néogniilomaunuanan

What are the most important metrics for measuring the effectiveness of your content marketing strategy (top 6)2

40%

0y
32% 0% o
27% 27%

Sales Web traffic Social engagement Conversion rate Follow/subscriber growth on Lead generation
social media

HUbSELE

aovuIQNU3T vuUs:tumsaaiawasuulavluogols
uaso:gmstdaguudavaalUtudniunidaudnoninoeols?

vuds:urcumsaarawaguudaviuaenvls?

54% vovUNMSOaIaLKuUN LUUSHNCUSIDAVIMILAIIUSEKOND
U 2021 fiv 2022 tuucu:=n 39% wRuvuUS:uIcuNtWUgU
ua:gwev 8% tNUuns1gvIudl UNisaavuus:uituav

How did markefing budgets change from 2021 o 20227

My marketing budget decreased in 2022 8%‘

My marketing budget increased in 2022 39%
\)

My marketing budget stayed about the same in 2022 54%

HubSppt



dnsul 2023 47% vovunnisaala Aad1 vuus:zuicu
D:lWUTU uucu=A 45% A1Q31 VUUSIUIUD:IVAVLAILAL
wa: 7% A1ad1 vuus:zuituo:aqav

How do marketers expect their budgets to change in 20237

I expect my marketing budget to decrease in 2023 7%,

I expect my marketing budget to increase in 2023 47%

|

I expect my marketing budget to stay about the same in 2023 45%

HubSELE

WowafivnsavnuouUs:uicudu Unmsaaladiutned
(58%) Apudnolutolladaduln3 o:tdvuUs:UITUYDYAU
aehvlsiWalwu ROI tRldgvga tuyru:A Unmsaaiatweo
28% $3nUutoun uazunmsaataus:uicu 14% Touto
tu3sAwoNIwIavNULUUS:LICUMSAAIQ

How confident are marketers in deciding how to invest their budget to maximize ROI?

Not very confident 12%,

Very confident 28%
N

[

Somewhat confident 58%

HubSELt
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INSUANINUMSMIVIU
yovunnisaala

pInMsadisooAsvardauav HubSpot Tdm:antivanuru:
MSMVIU LazamwudadauiunisiiviuyavunmsaalQ

unnisaaraniviwunio

DINN1sd1soD wud1 unnisaaralandutdiuiniviu
ApoWWrTul 2022 Tas 80% uovinnisaala [anduul
roiufDaWWADgvUDguUUTLIGUDaY TUUTU:AGIWE D
20% rmudunnrviutuu Work from home téutan

Where are marketers working from (2021 vs. 2022)z

50%

Working in-office Hybrid Working from home

® 2021 ® 2022

HubSpt

® 38% vovunnmsaaramviutuoowWweatul 2022
Toowwuduldu 73% WolRsunuyovidudnuupo
Unudd

e 42% vovunmsaaranivutusduuu Hybrid tut
2022 Tagaaaviiu 16% plAgUNUEIVIGUINU
vooUALAD

e 20% wovunnisaalanmviutuu Work from
home WU 2022 lasaaavidu 29% WdlAgu
AUBOVLGEDAUYDVUALAD



Neither high nor low 26%._

d'nmsaamg‘é"nafh vls
NUUSUICUVIUTDVWINIYT

Wowativusmuviu 70% vaodnmsaana
s:y31 Usuncumuyovaudugv tuutuzn 26%
ypLUINMSaaa s:u3 Igoréaliich ua:iiweo
5% ypvUinMmsaaathiufusnsich usniktio
DINUSINCUDIUAGOUULAD 46% uooinMmsaana
NaD31 ) 2022 UStUDUuaoWINIIWUTU
o1nU 2021

How do marketers describe their current workload?

Very high 17%

* “Somewhat high 52%

HubSpt
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2022 SwuduuAuWdAWINY mMoiutuuda:
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56'!3uuuz-'1"u, msaaralagnists Influencer
ua:mséo - vroru Social / msis Direct
Message dnSumstkusnisanm Ao tnsud
gpalsuAtinMsaanalsiut) 2022 wa:owldasu
A WGgUDEVCDLUDYIUY 2023
Facebook gvasovUadvniduuwaawosu
Social Media A ROI goda uci YouTube,
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Source : https://blog.hubspot.com/marketing/
hubspot-blog-marketing-industry-trends-

report#marketingstrategies
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