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01 Introduction

Demand generation remains one of the most challenging activities 

for B2B marketing and sales across multiple industries. In fact, 51% 

of sales professionals find demand generation a difficult task. 

As a B2B demand generation company for over a decade, Bython 

runs extensive global campaigns. The data from these campaigns 

offers  insights as to why demand generation is so challenging. This 

information leads to the current and upcoming trends that 

marketing and sales should be aware of to increase effectiveness 

and improve costs.

Previous reports are available at 
Bython.com for download and cross 

reference purposes.  

In the annual 2022 State of Demand 

Generation Report, Bython shares 

insights from content consumption 

behaviors across multiple industries, 

changes to those content behaviors 

year over year, and key content 

marketing trends, plus ideas to 

implement going into the new year.

https://www.pipedrive.com/en/blog/sales-professionals-struggle-to-find-leads
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Content topics and consumption continue to change year over 
year.  The changes from 2021 to 2022 have been significant as 
follows:

Summary

• Only 15 percent of the C-Suite consumed content

from 2021 to 2022.

• There is a decline in hospital and healthcare

content consumption, with negligible consumption in

higher education and computer software.

• The technology industry consumes content at a

higher rate than any other industry.

• Comparing the job functions consuming content

over a 3-year-period, the IT function has averaged at

the top with 55% of all downloads attributed to them.

• Security content consumption has risen from

5.45% to 13.5% from 2021 to 2022 respectively.

• Network content consumption is an emerging

category along with document management in 2022.

• Budgeting, planning and the strategy categories

dropped in consumption a whopping 19%!

• Corporate finance is consuming far less content

dropping in 2021 and now out of the top 3 in content

consumption in 2022.
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For this report data was pulled from Bython demand 
generation campaigns that ran from January through 
December 2022. In this timeframe, 54% of content 
consumption was in the Information Technology sector. The 
majority of the content consumed in 2022 – nearly 40% – was 
information technology business needs. Operations, 
Management, Finance, and Sales all fell under 10%. 
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Professionals at the manager and director levels consumed 
64% of all the content.  Only 15% of the C-Suite accessed 
content. 

Marketing” as a theme did evoke interest up to  4.86%. The 
common categories - email, CRM, content, sales, demand 
generation, website publishing, social, branding, events, and 
marketing tech -  amounted to 2% of the interest. 

Digging deeper, of the 
64% manager and 
director-levels , just over 
34% were within the IT 
department.
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When we look at content behaviors by themes and 
categories, Information Technology topics focused 
on e-signature software contributed 3% of the 
content, identity management 2%, domain message 
authentication reporting (DMARC) 1% and 
Network-as-a-Service at less than 1%. 

Content Themes and 
Categories by Industry
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One of the key highlights in content consumption behavior 
year-over-year is the steady decline in hospital and healthcare 
content. This content declines from 2021 at 5.91% to 4.14% 
in 2022. Similarly, higher education, seen as one of the top five 
industries consuming content in 2021, and computer software 
seen in 2021, are no longer occurring in 2022. 

Comparing the job functions consuming content over the 
3-year-period, the IT function has averaged at the top with
55% of all downloads attributed to them. Operations,
finance, marketing, and sales have garnered less than 10% of
the downloads from 2021 to 2022.

Within the organization, managers and directors combined 
continue to read far more content than other staff or C-level 
leadership ranging from 62% to 65% year over year. 
Interestingly, both C-level and the VP level employees have 
trended lower over the last two years by almost 5%. Staff 
other than those belonging to these C-level and VPs have 
changed from 10.2% in 2021, dipping to 8.03% in 2021 then 
spiking to 14.81% in 2022. 

Looking at themes, technology has been the overriding content 
theme in the period 2021 to 2022, with around 38% of the 
content consumed, and continues to dominate with this year’s 
spotlight on business technology. Consumer tech as a theme 
stayed steady at around 14% and business themes dipped 
from 30% to 13% from 2021 to 2022. Content themed around 
marketing took a  dip from 8.07% to 4.86%.

Changes in Content Consumption 
Year-on-Year From 2021 to 2022
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Content focused on security has seen a steady rise since 2021 
from 5.45% to 13.56% in 2022. A surprising find has been the 
radical shift in content consumption from the budgeting, 
planning & strategy category with the drop in consumption 
being a whopping 19%!

One emerging category (an overarching classification for 
relation topics) was networking with content around this 
consumed at 6.15% in 2022. Also, content around document 
management received attention at nearly the same rate 
(5.28%) for the first time in the last three years since the 
pandemic. 

Cloud and data management as categories saw a combined 
audience of about 15% in 2021, which dipped to around 12% 
in 2021, and then further saw an even smaller audience of just 
around 4% consuming it in 2022.

Worth mentioning are categories like IT management, CRM, 
analytics, and reporting, which came up for content 
consumption for the first time in 2021 and dropped to a 
single-digit percentage of audiences in 2022. IT management 
went down in demand from 4.75% to 2.55%, CRM dipped from 
4.05% to 2.33% and analytics and reporting went down from 
3.61% to 0.90% in 2022. The same is the case with emerging 
tech and APIs and services, which were seen in 2021 at 8.98% 
and 3.47% respectively, and in 2022 at a lower rate of 1.16% 
and 2.47% respectively. 
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Content on the topic of digital transformation decreased from 
25.08% in 2021 to 5.14% in 2022. Related focus areas such as 
digital customer service, AI automation, business 
transformation and agile transformation combined to account 
for over 12% of this interest.  

Artificial Intelligence as a topic was at 8% in 2021 but has 
seen a steady decline and gone from 1.58% in 2021 to 0.23% 
in 2022. Data security, IT management and cyber threats saw 
a cumulative 8.48% in 2021, but similar to digital 
transformation, other nuanced topics under security have seen 
a rise in content consumption around it in 2022. Content 
around e-signature software, identity management, 
domain-based message authentication, reporting and 
conformance (DMARC) added up to 8.71% of content 
consumed among information technology professionals. 

Business operations continued to be at the top with a higher 
percentage in 2022 after dipping in 2021. Another interesting 
trend that coincides with the drop in budgeting, planning and 
strategy content is the absence of corporate finance 
individuals consuming content. It dropped in 2021 and then 
dropped out of the top 3 in 2022. 



The State of Demand Generation 2023 Edition

09

Data can be complex but here are some insights and key 
considerations that can help your marketing team shape 
targeting with the right content themes going into the next 
year.

Key Content Marketing Takeaways 
for B2B Companies

While c-suite executives may still be the 
decision-makers for investing in technologies that 
support organizational needs, the manager and 
director-level employees are important in influencing 
technology choices. The typical responsibilities of 
mid-level management make their content 
consumption percent far more elevated than other 
levels in an organization. Mid-level employees 
continue to learn more about trends and new and 
emerging IT solutions to align them with company 
needs and educational material as it relates to them. 
Technology marketing and sales will do good to create 
content that is aligned to these audience personas 
and direct their content activities to these targets 
rather than the c-suite or vp-level employees in a 
company. 

Within this level too, the managers and directors for 
the IT function in organizations are the key persons 
consuming content. The high interest in security 
further validates this. Hence, content must reflect 
their enhanced understanding of information 
technology. Content marketers must also give thought 
to the search intent of personas from the IT function. 
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organizations has been on the rise. With enterprises 
moving to remote work or a hybrid work model, the 
risks for data breaches have increased. In fact, 
Cybersecurity Ventures estimates that due to an 
increase in cybercrime, businesses will spend 
upwards of $1.75 trillion between 2021 and 2025. 
Bython campaign intelligence shows that starting 
2021 through 2022, there has been an increased shift 
in content consumption focused on digital security 
measures including multi-factor authentication, 
e-signature, and ID management.

The technology industry is consuming content at a 
higher rate than any other industry. Nevertheless, 
financial services, retail, IT services, and healthcare 
continue to consume content at an even pace from 
2021 to 2022. This interesting report from Deloitte on 
the manufacturing industry ‘2022 Manufacturing 
Industry Outlook’ validates Bython’s findings in 
multiple ways. The report states that leading 
manufacturers are eyeing growth and looking to 
boost their digital transformation so that they build 
resilient supply chains, scale their operational 
efficiencies, increase security to face rising threats, 
and bring  more sustainability to their operations. 

Persona targeting is crucial in order to develop the 
right content for specific buyers. Even more critical is 
taking the time to analyze buyer behavior and 
innovate on various content formats and distribution 
platforms that will reach your audience . 

https://cybersecurityventures.com/cybersecurity-spending-2021-2025/
https://www2.deloitte.com/content/dam/Deloitte/us/Documents/energy-resources/us-2022-manufacturing-industry-outlook.pdf
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Demand generation comes with its challenges. Bython brings 
together a wealth of marketing channels, operational tactics, 
and the Byonic platform to drive demand generation results for 
your brand. 

Looking to drive business 
growth in 2023 and beyond?

Let’s chat.



https://bython.com/



