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INTRODUCTION

Whether you’re marketing for a B2B or B2C company, chances are content creation and promotion of that

content on social networks is a large part of your inbound strategy.

Three out of four marketers across the globe are prioritizing inbound marketing, which means hundreds of

thousands of marketers are creating blog posts, ebooks, webinars, videos, quizzes, templates, social media
campaigns, and content to get found on search engines.

Content isn’t a new thing: in fact, over 2 million blog posts are written and published every day around the

world.

So, how on earth are you to stand out in a sea of 2 million posts every day? New data from BuzzSumo and
HubSpot Research in this report will give you all of the insight on how to optimize your content and blog posts
to maximize for sharing across each social network around the world: Facebook, LinkedIn, Twitter, Google+,
and Pinterest.

In this report, you'll learn:
- Data-backed insight into what specific content topics do well on specific social networks
- Best practices from examples of top performing B2B and B2C posts to consider when creating your

own content

- Data on what type of headlines and post length maximizes shares on social media
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Summary

Do you need different content approaches for B2B and B2C content? People often assume that:

The B2B procurement process is lengthier and more complex which requires longer content and
more rational, benefits based content.

B2C buying is more emotional and consumers want shorter, more entertaining content

Some social networks are better for B2C content distribution and amplification, whilst some work
better for B2B content such as LinkedIn.

We decided to test some of the assumptions about B2B and B2C content. We reviewed 175,000 articles,

49,952 from Hubspot B2C customer sites and 124,876 from Hubspot B2B customer sites. The aim of our

research is to explore the nature of B2B and B2C content, to gain insights into the content that performs best

in terms of social shares and the social networks that maximise content amplification.

We found:

B2C content achieves higher total shares on average than B2B content.

The average content length, in terms of number of words, is very similar for both B2B and B2C
published content.

Longer form content in our sample did not perform better for either B2B or B2C content.

B2C content performs significantly better on Facebook and Pinterest.

B2B content performs better on LinkedIn, though on average B2B content gets a similar number of
LinkedIln and Facebook shares.

There is little variation in the shares of B2B and B2C content across Twitter and Google Plus.

There is evidence that entertaining content, image content and quizzes work particularly well for B2C
content on Facebook.

The full results and the key lessons for marketers are set out in this paper.
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THE B2B & B2C MARKETING CONTEXT

Differences and Assumptions

Do you need a different content marketing approach for B2B and B2C audiences? It is often

argued that the context is very different and this requires a different approach. The argument

runs as follows:

HubSpHt

- The B2C purchasing process is typically faster and often involves just a single consumer.

The B2B purchasing process by contrast is slower, there may be procurement stages
and there are often multiple people involved.

B2B buyers are not as involved emotionally when purchasing and tend to focus on the
logical benefits of a product or service in relation to their business.

Secondarily, there is also more risk involved: the person recommending a product is
putting their reputation on the line and will want evidence to back up their decision. This
might be in the form of case studies, references and other collateral. The aim of a B2B
company in many ways is to make their buyer look a hero inside their organization.
This might include providing them with the latest news and information.

B2C buyers can make a more emotional decision, which is theirs alone, they want
convenience and may be less likely to want longer content.

B2C content needs to be simpler than B2B content, as it is often, though not always,
pitched at a more general audience.

Whilst a niche audience will understand industry phrases and language, this is less likely
for a wider consumer audience. Thus the tone can vary, for example a more professional
tone for B2B content.

B2C audiences want to be entertained and will accept more frivolous, shorter, emotional
messages.

B2B buyers whilst appreciating some entertainment are more likely to be driven by
rational business benefits.
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- The aims of B2B companies may also vary for example, they may have a greater focus
on lead generation and content that gathers lead generation information.

- LinkedIn is clearly aimed at a more B2B audience whilst Facebook has a greater
consumer focus. Some B2B companies still do not distribute content on Facebook.

- Finally, some social media channels work better for B2B than B2C content. B2B and B2C
buyers may use different social media channels to share and discuss products and
services.

We decided to take a look at performance of B2B and B2C content in terms of social shares on
each major global social network (Facebook, LinkedIn, Twitter, Google+, and Pinterest) to see if
we could examine and test some of these assumptions.
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TOTAL SHARES OF B2B AND B2C
CONTENT

The table below shows the total shares across all networks for the B2C and B2B content in

our sample of 175,000 posts.

1st quartile 6 8
Median shares 17 72
Mean (Average) 114 68.5

3rd quartile 51 56

Maximum shares 196,853 458,040

Immediately we can see that the average shares for B2C posts were much higher at 114

shares compared to just 68.5 for B2B posts.

Average shares by company type

114

120
100
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Interestingly, B2B posts had a higher number of median shares at 22 than B2C posts

where the median was 17. This means 50% of B2B posts got less than 22 shares, while
50% of B2C posts got less than 17 shares. A number of very highly shared B2C articles

disproportionately increase the average shares. We look at the skewed distribution of

shares below.

There is a skewed distribution of shares for both B2B and B2C content

As we have found in previous research, most content receives relatively few shares. The

histograms below clearly show the distribution of shares for B2B and B2C content.
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There were some outlier posts in both the B2B and B2C data sets that received over
100,000 shares. These outlier posts and other high performing posts skew the average
share count higher and it may be more appropriate to look at the median rather than the

mean.

Content Length
We found there was no real difference in content length (number of words) between the
124,876 B2B posts and 49,952 B2C posts. The median was very close to 550 words and

the average was close to 605 words for both sets of posts.

We also found a more normal distribution of posts by number of words for each data set as

we can see below.

B2B Posts: Word Length Histogram
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For B2C posts the median number of words was 545 and the average was 601.
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B2C Posts: Word Length Histogram
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The median number of words was 556 words and the average was 610 words.
Relationship between content length and shares

We looked at the correlation of article length and number of shares for all the posts.

Previous studies have found that longer posts receive more shares on average.

In this study, we found no correlation between post length and social shares either for B2B

or B2C content.

The charts below show the relationship between word count and shares.
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B2B Posts: Word Length vs Total Shares
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In both cases we can see there is no correlation of shares and article length i.e. as the number

of words increases the number of shares increase. Correlations can vary from +1for a perfect
correlation to -1 for a perfect negative correlation. In our sample the correlation was close to zero
and the longer posts did not receive more shares on average than shorter posts. For this sample set,

our findings indicate article length does not impact social shares.
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PERFORMANCE ON SOCIAL NETWORKS

In this section we look at the performance of B2B and B2C posts on the main social
networks.

Our main findings were as follows:

- B2C posts received an average of 114 shares compared to just 68.5 for B2B posts.

- The breakdown by network was as follows:

Average shares of a B2C post: 114
Average shares of a B2B post: 68.5

85.6
Facebook*

Linkedin

. B2C
Twitter i

N 628

Google Plus

Pinterest

0 20 0 60 80 100
Average number of shares

*Facebook data includes shares and likes

« 75% of the shares of a B2C post came from Facebook. B2C posts performed much

better on Facebook than B2B posts. The average Facebook shares for B2C posts
was 85.6 compared to 26.1 for B2B posts.

- Pinterest also delivered more shares for B2C posts. The average Pinterest shares
received by B2C posts was 4.97 compared to just 0.83 for B2B posts.
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- B2B posts performed much better on LinkedlIn, on average posts received 25.7,
LinkedIn shares compared to just 9.8 for B2C posts.

- There was little variation in the performance of B2B and B2C posts across both
Twitter and Google Plus, particularly when you look at medians. The median
Twitter shares were 4 for B2B posts and 3 for B2C posts.

The detailed findings are set out below.

Facebook Shares
We can see from the table below that B2C content gets significantly more Facebook shares
and likes than B2B content both on average and the median. On average B2C content gets

85.58 shares compared to 26.1 shares for B2B content.

Facebook Shares For Blog Posts

1st quartile 1 0
Median shares 6 2
Mean (Average) 85.58 26.1

3rd quartile 24 7

Maximum shares 193,719 458,004

This is not surprising, as many B2B companies do not actively promote their content on
Facebook, as they consider it more a consumer platform.

However, there is increasing evidence that Facebook is growing in importance for both
B2B and B2C content, partly due to the significant reach of Facebook. For example,

parse.ly estimates that Facebook now drives more traffic to news sites than Google.

PARSE.LY NETWORK TRAFFIC FROM GOOGLE VERSUS FACEBOOK
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Shareaholic also estimate that Facebook now drives a quarter of traffic to all websites.

'3 Shareaholic Social Media Traffic Referrals (December 2011 - 2014)
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Data based on activity across 150,000+ sites and 200+ million unigue monthly visitors

It is difficult to ignore a social network that is driving between 25% and 30% of traffic to
websites. Below are some examples of the types of content and formats that we found

performed well on Facebook.

The top blog post by a HubSpot customer is by Solar City on how homes kept cool before
air conditioning. It was shared and liked almost 200,000 times on Facebook.

N

=~.:SolarCity | Blog

How homes kept cool before the age of AC ~ About This Blog
By SolarCity ‘ July 22, 2015 SolarCity's mission is to

accelerate the mass adoption of
= = Gl iy

clean energy. Follow solar’s
progress here.

Subscribe to Email Updates

Email*

Social Profiles

W] £ ] Jin

Posts by Topic

mage: Gresn Connections via G

The modern air conditioner was invented only in the 1920s, and it didn't Solar (78)

become a common home feature until the latter half of the 201 century. News (48)
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It is difficult to know why this post was shared so much. We had a further look at the
Facebook pages that shared the post using the BuzzSumo analyser to see if we could
uncover more.

BuzzSumo found the post was picked up and shared by many Facebook pages such as
historic sites and home sites. Many of these posts were shared in turn as we can see below.
One post was re-shared 3,500 times.

& 4650721435 5 ® | Farmhousefavorites Loghomemomdiane ¥ Dandelionacresharves
How homes kept cool How homes kept cool How homes kept cool How homes kept cool How homes kept cool How homes kept cool
before the age of AC before the age of AC before the age of AC before the age of AC before the age of AC before the age of AC

B8 26 jul Wiink  MEngish B3 ju Wunk  WEnglish o ¥] Wiink  WEngizh B9 26 jul Wink  WeEngiish 828 ju Wink  MWEnglish 2% pul Wiink  MWEngish
My thanks to Dr. Shirley Do SRRy, ComMan- Diog ORIy, COMYTow- Biog soianciy.comehow- Imagine that Haven't liked Diog sokarcily com/how
Stawart Burns for sharing homes-kept-cool-before-the hames-kept-cooi-beforethe- Fames-bept-cool-before-the- Log Home Mom yet? Please Pomes-kepr-rookbeforr-ihe-
this quick read on how age-of-ac age-of-ac oge-afac do age-afoc

homes were kept coal
before AC. Here are also a
few eost-saving reasons ta
Irvest In an older home. via-
David Sibray

biog, solarcily.com/how-
thormes kept-cool-Before-the.
age-of-ot

Bilog salarity. comyhove.
homes-kepe-coolbefore-ifre-
ageafoc

ohics e sz @ ol e [ F5 oy s [ T
B2 Pz Pi2e  Pasos Paoz  Fusar P20  Pazs
e e
m #*  llovethegreatstateofte: Homesteadingways 3351 ,3»531
oy 7 ™. How homes kept cool How homes kept cool How homes kept cool How homes kept cool
before the age of AC before the age of AC before the age of AC 57 Paulacidasdirt before the age of AC
e - o
3508 s B30jd  Wunk  WEngish B2kl WUk MEngsh S WUk Wingish B¥n Wik WEngsh
How homes kept cool
Interesting! Although it Is not about Intesesting! before the age of AC on earth did oeonle used

We also found that health posts were well shared on Facebook. This article on Sjogren’s
Syndrome from the Sjogren’s Syndrome Foundation was shared and liked 34,000 times on

Facebook.
Sjﬁgren's YOUR CREDIBLE SJOCREN'S RESOURCE Home | Login/Register | S5F Store | Contact us
ndrome
@S#undation About the Foundation | Get Connected | Research Programs | Become a Member!
Make a Donation
Conquering Sjogren’s: Follow us on our journey to Subscribe via E-
change the face of Sjogren’s mail
Email*
13 Types of Sjogren's Fatigue
Fosted on Thu, Apr 17, 2014

Subscribe

] E This is a revival of an essay | wrote ten years ago,

Far reprint permission

originally entitled 11 Types of Fafigue. I've been requests, please contact us

asked by the Sjégren's Foundation to give it new at info@sjogrens.org.
life. | thank them for the opportunity and hope that
in the ten years that have passed since the original Donate
Types Of essay, there is increased acknowledgment of
. fatigue as a major factor in Sjiigren's. I've decided Help support the SSF's 5-
FOhg ue to add two new types of fatigue to the list, which is Year Breakthrough Goal
T by no means meant to be exhaustive. initiatives by donating.

A guick update: The friend mentioned below was

my first friend with Sjogren’s and as such, has
always been very special to me. We still speak in a kind of shorthand, as | do with most if not all of my
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Another HubSpot customer example is an ebook on relieving back pain by the lllinois Back

[nstitute.

IHlinois
Back
Institute

Sign Up Now for Your Free Back Tips!

10 Tips & 10 Videos for a Healthy Back!

. P First name
Studies show that you can eliminate 60% of your back related
symptoms by following a simple daily routine.
Last name
By signing up for our free email series, you will
receive ten tips from Dr. Jeff that help you maintain
a healthy back. Each tip is equipped with an
i | video that h how t for Emal
egucational viceo that teaches you how to preform address*
the tip correctly.
In the Back Tip Emails You Will Phone
Learn: Number
What is your
» “What to do” and “what NOT to do” when it comes current back
/e et ypur beck 1o your back and neck! Everything from the way pain struggle?

wnii crand wihen van hroich wnare faath o tha waswon aat inand aot af o rar

We have previously seen that people like to share warnings on Facebook. An example in

our data set is this warning about the types of peanut butter that are dangerous for dogs.
This was liked and shared over 180,000 times.

Is Peanut Butter Safe For Dogs? Please
Beware — Some Could Be Deadly!

Authored by Jason Nicholas, BVetMed

Find me on:

-

'R

® May 28, 2015

If you're like many people, you might want to give your dog some
peanut butter as an occasional treat. Or you might want to use
peanut butter as a trick or reward to get your dog to take their

medications? In many cases this is perfectly fine (so long as it's not
in excess — as too much can cause pancreatitis and/or contribute
to obesity).

However, with the introduction of a unigue line of peanut and other
nut butters onto the market — Nuts ‘N More® — the answer to
the question of whether or not it's safe to give, even a small
quantity of, peanut butter to your dogs is no longer a
straightforward one. Why? Because of the sweetener that's been
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We also found examples of B2B posts that performed well on Facebook. For example, this
practical post set out tips on how to use AutoCad and was shared over 13,000 times on

Facebook.

\/
p R C] M I N E Home About Products Support Blog & Tips Downloads

Promine AutoCAD Tips & Tricks: Align Command

Posted by ¥van Dionne on October 20, 2015

Find me on: m
The AutoCAD Align command can move, rotate and scale an object while aligning it with existing geometry or selected point.

; | Promine Engineering » £ -

et
- " cogy B
’ ]

We would expect to see more B2B sites distributing and promoting content on Facebook

given its sheer size and scale.

We can see from the table below that B2C content on average gets more Pinterest shares
than B2B content. 4.97 on average compared to just 0.83 shares. It appears that B2B
content does relatively poorly on Pinterest, though in both cases it is worth noting that
upper quartile is zero in both cases, which means 75% of content in both cases received

zero Pinterest shares.

Pinterest Shares For Blog Posts

Wi
Wi
L1

1st quartile 0 0
Median shares 0 0
Mean (Average) 4.97 0.83
3rd quartile 0 0
Maximum shares 41,620 10,532
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A post by AmeriFirst Home Mortgage is a good example of how to use an infographic to good

effect on Pinterest. The infographic set out a schedule of home maintenance tasks you need

to carry out each month. The infographic was shared more than 41,000 times on Pinterest.

AMERIFIR

HOME MORTG

FEBRUARY

A y
_ Change Furnace Filters _ Clean And Vacuum Curtains
_ Test Carbon Monoxide And Smoke Detectors _ Check Caulking Around Showers And Bathtubs;
_ Regularly Check For Ice D AndTad Repair As Needed
_ Tigt hney Flinlles. Kol Eee. _ Regularly Check For Ice Dams And Icicles
_ Clean Garbage Disposal

s Soncknd ClexniTsoge Hoos te (Crush Ice, Baking Soda & Citrus Rinds)
= ey Clenn peck Bascos _ Test Carbon Monoxide And Smoke Detectors
o A ig d _ Replace Batteries In Smoke And Carbon Monoxide
_ Run Water And Flush Toilers In Unused Spaces Detectors

Check Water Softener, Add Salt If Needed _ Repair Any Interior Wall Damage; Touch Up Or
. Repaint As Needed
_ Clean Garbage Disposal

(Crush Ice, Baking Soda & Citrus Rinds)

Another post that was well shared on Pinterest centered around on making your own lip balm.

This achieved over 11,000 shares on Pinterest.

While most posts do not get shared on Pinterest, there is significant potential for the right

type of post, particularly in the B2C area.
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LinkedIn Shares

We can see that B2B content on average gets significantly more LinkedIn shares than B2C
content. 25.7 compared to 9.83 shares. 25% of B2B posts get more than 26 LinkedIn shares.

LinkedIn Shares For Blog Posts

1st quartile 0 1
Median shares 0 8
Mean (Average) 9.83 25.7

3rd quartile 5 26
Maximum shares 11,285 13,769

It is worth noting that the median for B2C posts was O (i.e. 50% of B2C posts received zero

LinkedIn shares).

Below are some examples of B2B posts that performed well on LinkedIn.

We found that ebooks can be very effective in B2B marketing. Greenhouse’s landing page

on talent metrics for recruiting had almost 3,000 LinkedIn shares.

The 5 Talent Metrics That Matter Download Your Free eBook!

o . n FIRST NAME*
To be an effective recruiter, you need to be a strategic

business partner at your crganization. But in order to

gain a seat at the executive table, you'll need buy-in

LAST NAME*
from the rest of the team. To earn the ear of your C-
suite, begin by measuring Key Performance Indicators
(KPls) that matter, the ones that tie into business
EMAIL*

abjectives

People appear very keen to learn from mistakes or identify habits that will make them

successful at work. Often these are published as list posts. Here is an example list post

from Zurple that did well on LinkedIn.
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2 u rpLe HOW IT WORKS WHY USE ZURPLE CHECK AVAILABILITY

The 5 Biggest Mistakes I've Made as a Real Estate
Agent

Posted by Jessica Schweppe

Find me on: mg

Jul 29, 2074 7:00:00 AM
0 CEM o (ARIER ) o

Welcome to our Agent Insight series!

We've been scouring popular real estate forums in search of awesome agent bloggers who are posting
about all the things that matter to you - valuable industry insights, real estate marketing tips and more.
Todav. we're publshina our verv first auest bloa - an Active Rain re-post bv 15 vear real estate veteran. Mel

This next post from Impact, with a catchy title, also did well on LinkedIn

p e
E ACT INBOUND MARKETING WHY US SUCCESS STORIES RESOURCES ABOUT BLOG B
beanding & design . )

by &, 7. John Bonini on June 17, 2014

How Linkedin Got Cool &
Became Your Most Powerful

Distribution Channel

How the once boring network surpassed
Facebook & Twitter.

Posts that provide advice to help people become more successful at work do particularly

well. We analysed the most shared topics on LinkedIn and these are set out below.
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Average Shares By Topic On Linkedin
5000

3000

Average shares

2000

1000

Hahits Mistakes Everyone Smart Years
Baoss Employees Leaders Jabs Perfarmance

We had a look at the top posts on habits on LinkedIn and found examples of posts that

were well shared on LinkedIn as shown below.

Top Posts on Habits on LinkedIn

Title Linkedin Shares

12 Habits of Exceptional Leaders 25,700
Top 10 Habits of Likeable Leaders 22,900
Habits of the Most Irresistible People 20,900
15 Critical Habits of Mentally Tough People 19,600
10 Habits of Genuinely Charming Leaders 11,000
6 Unusual Habits of Exceptionally Creative People 10,800

This content on habits is consistent with users of LinkedIn looking for and sharing content

that will help people become more successful at work.
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Twitter and Google Plus Shares
There was less of a marked difference between B2B and B2C content when it came to Twitter

shares. B2B content performed slightly better, the average shares was 13.7 for B2B content
and 9.3 for B2C content.

Twitter Shares For Blog Posts

1st quartile 1 1
Median shares 3 4
Mean (Average) 9.28 13.71

3rd quartile 8 12

Maximum shares 8,27 5,034

On Google Plus the numbers were very low for both B2B and B2C content. The average

plus ones for the sample of B2B content was 2 and the average for the sample B2C
content was 2.4.

Content Formats
Our data sample was not large enough to effectively test different content formats.

However, we did examine some the differences in the most shared content across all sites
across Facebook and LinkedIn.

We found that “entertainment” content does well on Facebook and in a B2C context. Top
content on popular topics, such as health, were also entertaining, for example:
- Drinking three glasses of champagne ‘could help prevent dementia and
Alzheimer’s disease’ received over 957,000 Facebook likes and shares.

. The ‘1 Surprising Health Benefits of Whisky’ received 624,000 likes and shares.

We also looked at the titles used by top performing content to see if this might reveal
any further insights. We reviewed one million articles at random and reviewed three word

phrases in headlines that got the most shares.
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B2B and B2C Content Lessons

Most Shared Phrases From 1 Million Articles

Trigram # of Articles Containing Trigram Avg Facebook Shares & Likes
"X pictures that" 162 19,646
"X signs you're" 206 12,740
"make you laugh" 169 11,029
"how well do" 411 10,111
"X photos that" 250 9,704
"can we guess" 202 9,085
"you should never" 222 8,669
"X things only" 307 7,940
“are the best" 164 7,106
"X things to" 626 6,676
Trigram # of Articles Containing Trigram Avg Twitter Shares
"the science of" 175 542
"the case for" 248 364
"you can now" 208 321
"Donald Trump is" 239 313
"history of the" 321 307
"the art of" 264 276
"the rise of" 258 268
"first time in" 237 262
"the future of" 778 259
"the age of" 180 258

There is evidence that quiz, entertaining and image content does better on Facebook and
for B2C content.

For example, the phrase “pictures that” was used in 162 of the one million posts and

received an average of 19,645 likes and shares on Facebook.

The top most shared post on Facebook was “24 Pictures That Will Make You Feel Better
About The World” with over 700,000 shares.

The top most shared article with that phrase on LinkedIn by comparison was “How to Take

Pictures That Attract and Convert Customers” which received just 403 shares.

The term “make you laugh” was used 169 times in headlines in our sample and these posts

received an average of 11,000 Facebook likes and shares.

By contrast the top most shared content that had this phrase on LinkedIn was “41 Public

Comebacks That Are Guaranteed To Make You Laugh” and this received just 815 shares.
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The term “signs you’re” was used 206 times in the sample of 1m posts and received and
average of 12,700 likes and shares on Facebook. The top post on Facebook was “10 Signs
You're Being Raised By A Nurse” which received over 800,000 posts.

The top post on LinkedIn with this phrase was “signs you're going to be successful” which
received 6,500 shares.

Quizzes
Quizzes are popular across both B2B and B2C content but particularly B2C content. For
example, the phrase “can you guess” was used 249 times in our one million random posts

and received an average of 8,949 Facebook likes and shares.

The top post on Facebook was “Can You Guess The Disney Movie From A Shot Of The
Opening Scene?” which received over 500,000 shares. On LinkedIn the average shares
for content with “can you guess” in the title was less than 50. The fifth most shared was by
HubSpot “Can You Guess the Brand Behind These Clever Product Descriptions?” which
had 325 LinkedIn shares.

While we did not do a comprehensive review of content formats, this initial analysis does
appear to confirm that entertaining content, images and quizzes work better for B2C
content on Facebook.
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05/
CONCLUSION & RECOMMENDATIONS

Based on the analysis of 175,000 posts our main findings were as follows:

Our main findings were as follows:

- B2C content achieves higher total shares on average than B2B content.

- The average content length, in terms of number of words, is very similar for both
B2B and B2C published content (both are between 500-600 words) but there is
no direct correlation between increased word count and number of shares.

- Longer B2B content does not perform better than longer B2C content.

« In our sample longer form content did not perform better for either B2B or B2C
content

- B2B content performs better on LinkedIn, though on average B2B content gets a
similar number of LinkedIn and Facebook shares.

- There is little variation in the shares of B2B and B2C content across Twitter and
Google Plus.

- There is evidence that entertaining content, image content and quizzes work

particularly well for B2C content on Facebook.

Recommendations
Knowing which platform will get you the most shares of your content, the optimal post
length, and headline to maximize your content’s potential will undoubtedly help increase

the top of your inbound marketing funnel and generate leads from social media.

Try not to limit yourself to one playbook, and keep in mind there were outliers in the data
that proved there were longer posts out there that skewed the average; meaning it is
possible and encouraged to write content that doesn’t follow the normal playbook of

writing a “10 Habits of Leaders” article and sharing it on LinkedIn every week.

HubSpHt

25



B2B and B2C Content Lessons

Test your posts, share on different networks at different times of the day, and create an

editorial calendar based on those results that adopt both the learnings from this report and
your test results to maximize your brand’s potential to grow!

For more information on how often you should be blogging, check out HubSpot’s Blogging
Frequency Benchmarks reseach.

WANT TO KNOW HOW BUZZSUMO ANALYZED
HUBSPOT'S CUSTOMER BLOG DATA?
CHECK OUT BUZZSUMO’S PRODUCT OFFERINGS

Buzzsumeé®

Find the Most Shared Content and Key Influencers

WANT TO USE THE DATA CHARTS
FEATURED IN THIS REPORT?
DOWNLOAD IT FREE AT HUBSPOT RESEARCH
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06/
APPENDIX

B2B and B2C Content Lessons

HubSpot would like to the thank the following customers for graciously allowing us to

feature their exemplary content in this ebook:
AmeriFirst Home Mortgage
Greenhouse
Illinois Back Institute
Impact Branding and Design

Preventive Vet
Promine
Solar City

Sjogren’s Syndome Foundation

Zurple

Shares of B2C content - the overall shares of articles by network was as follows:

BZC d 00g
Minimum shares o o 0 0 [ o
1st quartile 0 o 3 [+ 1 &
Median shares [s] [s] 3 ] 6 17
Mean (Average) 9.83 242 9.28 4.97 85.58 14
3rd quartile 5 1 8 [¢] 24 51
Maximum shares 1,285 1171 8,271 41620 193719 196,853

Shares of B2B content - the overall shares of articles by network was as follows:

B2B d B0 boo 5 "
Minimum shares 0 0 0 o o s]
1st quartile 1 0 1 0 o 8
Median shares 8 1 L ] 2 22
Mean (Average) 25.7 = 137 0.83 261 68.5
3rd quartile 26 2 12 o 7 56
Maximum shares 13,769 3,499 5,034 10,532 458,004 458,040
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