
B2B content marketing 
trends in Finland 2021
Spoon Finland’s first-ever content marketing survey set out to take the 
temperature of how Finnish B2B firms approached content marketing 
in the wake of the coronavirus crisis. It found that the upheaval broadly 
inspired companies to lean more heavily on content marketing to break 
through marketplace chatter and reach target audiences.



Introduction

T
he Covid-19 pandemic has 

reshaped the way people live, work, 

and communicate. It has pushed 

companies and consumers to adopt new 

behaviours that are likely to continue. This 

has in turn transformed the way companies 

interact with their audiences. More people 

are consuming more content online, but to 

break through the noise, firms need clearly 

defined strategies, editorial insights, and a 

fluid content mix to hit the mark.

We set out to survey a broad range of B2B 

companies in Finland to determine how 

far the upheaval has affected their content 

marketing plans and what it means for the 

future of content marketing in Finland. 

We found that many companies are 

planning a flurry of communications activity 

to attract attention in crowded content 

spaces. Companies with marketing budgets 

exceeding EUR 100K annually were more 

likely to have defined content marketing 

strategies than those spending below this 

level. But even many firms with content 

marketing strategies were unsure of how 

to fine-tune plans to create engaging, 

consistent content, and to convey a sense 

of their impact. For example, 70 percent 

of companies don’t have a defined impact 

strategy for targeting issues important to 

key stakeholders. 

A lack of the skills and expertise required 

to produce and target content is 

holding companies back. Marketing and 

communications decision makers pointed 

out that they are struggling to find the right 

people, either inhouse or externally, to execute 

projects in line with top-level objectives. 

The wheels are turning, though. Companies 

have woken up to the need to invest more in 

content marketing to reach their core target 

audiences given the pandemic’s dramatic 

reduction in direct or in-person interaction. 

A majority of companies have indicated that 

they will continue to devote more resources 

to content marketing even after public health 

restrictions loosen up.

This report shines a light on emerging trends 

in three key areas of content marketing in 

Finland - spend, content mix, and strategy.
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70 percent of companies don’t 

have a defined impact strategy 

for targeting issues important 

to key stakeholders.
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Method
This survey, drawing responses from 201 companies representing a broad range of 

industries, was conducted in cooperation with market research firm Kantar TNS, 

which interviewed marketing and communications decision makers by telephone 

between 30 March and 13 April 2021. Interviewees represented companies 

operating in the manufacturing, construction, and wholesale industries as well firms 

in the ICT, financial, and insurance services sectors, among others.
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Companies are excited about content 

marketing and are not looking to tighten 

their belts in this area. They do not want to 

lose the momentum gained adjusting to new 

realities over the past year. As a result, we 

find that the Covid-19 crisis has accelerated 

content marketing spending, a trend that will 

likely stick even after the pandemic subsides.

A third of companies spend at least half 

of their marketing budget on content 

marketing and this share is growing.  

Nearly 40 percent say they are devoting 

more to content marketing than before the 

pandemic, while over 60 percent say they 

expect to devote a bigger share of their 

budget to content marketing in the future. 

A significant proportion—68 percent—of 

large companies (250+ employees) plan to 

increase spending.

Only one percent of respondents say they 

would reduce content marketing spending 

going forward.

Content marketing spend 
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All respondents

Tot. marketing spend less 
than 100k€/year, n=103 

Tot. marketing spend more 
than 100k€/year, n=90

Proportion of marketing and communication budget spent on content marketing:

Less than 25% 25-50% 50-75% More than 75% Don’t know

34%

38%

29%

31%

32%

31%

21%

19%

23% 11%

9%

9%

4%

6%

Companies with larger marketing budgets allocate a relatively larger 

proportion of the budget to content marketing

All respondents

Tot. marketing spend less 
than 100k€/year, n=103 

Tot. marketing spend more 
than 100k€/year, n=90

Proportion of marketing and communication budget spent on content marketing:

Less than 25% 25-50% 50-75% More than 75% Don’t know

34% 31% 21%

19%

23% 11%

9%

9%

4%

6%

2%

Firms with larger marketing budgets tend to 

devote proportionally more funds to content 

marketing. Fully a quarter of companies with 

marketing budgets exceeding EUR 100K/

year report channelling 50-75 percent of their 

marketing budgets towards content marketing. 

However, a smaller proportion of firms that 

spend less than EUR 100K/year – just shy 

of 19 percent – devote a similar slice of the 

marketing spend pie to content marketing.

The growth of content marketing spend

The crisis brought an increase in content marketing - and the growth is likely to continue

Spending more 
than before

Spend the 
same as at this 
moment

How coronavirus affected content marketing speed How content marketing spend will change 
in the near future

Spending less
than before

Spending less
than at this 
moment

Spending
the same

Spending more 
than at this 
moment

56% 62%

36% 36%

7% 1%
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Working with external partners has a bearing 

on B2B companies’ content marketing 

activities and spending, with companies 

prepared to outsource content services 

enjoying a better return on their spending. 

Most of the companies surveyed work with 

external partners for content production 

and strategy development either to some 

extent or to a large degree. The consensus 

is that working with an external partner is 

cost-effective.   

For example, companies relying on an 

external partner for less than a quarter 

of their content spend just 14 percent 

of their budget in this area. Those 

working with an external partner for 25-50 

percent of content devote an average of 

27 percent of their budget to this segment. 

Companies relying solely on inhouse 

resources for content creation do not appear 

to benefit from the same bang for the buck.

More than two-thirds of firms say they 

produce content both inhouse as well as with 

an external partner. Most often companies 

produce 25-50 percent of their content 

in cooperation with a partner. Budget 

allocations for external partners hover 

around 40 percent on average.

Few companies, however, go all the way 

to produce content exclusively inhouse or 

with the help of external providers. Just six 

percent rely entirely on external partners for 

their content, while less than a third produce 

all content inhouse—a practice most common 

among smaller companies.

To work or not to work with
external partners?  
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B2B companies in Finland will 

continue working with multiple external 

partners. But they will be looking 

more closely for external partners who 

offer a variety of services under one roof. 

Shopping for content expertise at firms that 

offer end-to-end services helps companies 

streamline their operations, bring consistency 

to communications and messaging, and have 

an impact on overall spending. 

Key takeaways

Nearly a quarter of companies with marketing budgets exceeding 

EUR 100k/year channel 50-75 percent of their marketing 

budget towards content marketing.

More than 60 percent of those surveyed say they will devote 

more to content marketing in the near future.

Working with external partners is cost-effective and helps 

companies tap into and leverage specialist skills. 

Production of content

Content and budget split between inhouse and external partners 

Budget

Content

With external partner less 
than 25% of all content

Less than 25% of budget 
allocated to work with 
external partner

About 50-75% 
of budget

Can’t say how much 
of budget goes to 
external partner

Inhouse only (whole 
content marketing 
budget used inhouse)

With external partner 
about 25-50%

About 25-50% of budget More than 75% 
of budget

Whole content marketing budget 
used with external partner

With external 
partner about 
50-75%

Can’t say how much 
content is produced 
with external partner

Inhouse only (all 
content produced 
inhouse)

With external partner 
more than 75%

All content produced with 
an external partner

24%

14%

26%

27%

9%

13%

5%

7%

2%

5%

6%

6%

27%

27%
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As remote and hybrid work have become 

the norm, companies are experimenting 

with new content formats to improve brand 

awareness and enhance reach. They are 

embracing activities that live online. 

Visuality and remote presence are thus 

becoming increasingly important. 

Nearly 70 percent of companies in the 

survey say webinars and other online events 

have become more important during the 

coronavirus crisis. The rise of webinars is not 

surprising though, given that they are location 

independent while facilitating real-time 

interaction. Webinars are also a tool companies 

can employ to build engagement and 

relationships – both internally and externally.

Video formats were unanimously ranked 

the number one medium (55 percent) 

that companies say will be “very important 

in the future” followed by webinars and 

other online events (47 percent), as well as 

traditional text articles (36 percent). 

Audio formats are also growing in 

popularity. Companies are experimenting 

with corporate podcasts and actively adding 

audio to their content format mix. Sixteen 

percent of those surveyed say podcasts or 

other audio-only content will become more 

significant in the future. 

Content marketing formats 



B2B content marketing trends in Finland 20218

That said, the survey notes a distinct 

difference in attitude (regarding content 

formats) between companies that produce 

content inhouse and companies that 

work with external partners. So, although 

webinars are a growing trend, inhouse 

content creators do not attribute as much 

importance to them as companies working 

with external partners. 

For example, just 40 percent of firms using 

inhouse content creators believe that 

webinars and online events will be “very 

important in the future,” compared to nearly 

60 percent of those producing up to half of 

their content with an external partner. 

The same trend can be seen regarding 

perspectives on audio formats. Companies 

relying on inhouse content creation teams 

perceive audio-based content, such as 

podcasts, as being less consequential in 

the future, compared to firms working 

with external partners. Fifteen percent 

of companies creating inhouse content 

spontaneously say podcasts would “be very 

Visibility and remote presence will become 
increasingly important

Spontaneously mentioned to be very 
important in the future

Videos

VideosWebinars or other 
online events

    Social media
    Digital channels, digital presence, web pages
    Digital marketing
    Expertise content
    Face-to-face, personal encounters

Webinars or other 
online events

Other text-based 
articles or stories

Other text-based 
articles or stories

Live events

Live eventsNewsletters

Newsletters

Podcasts or other 
audio content

Podcasts or other 
audio content

Infographics

Infographics

Other, what?

Don’t know

Don’t know

Other, what?

55%

47%

36%

22%

20%

16%

8%

28%

6%

24%

22%

15%

10%

9%

11%

6%

1%

First mentioned alternative 
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important in the near future,” compared to 

22 percent of firms relying on an external 

partner for more than half of their content.

This difference in attitude and content 

format preference is related to the fact that 

companies are struggling to find the right 

people, either inhouse or externally, 

to execute projects in line with top-level  

goals and to experiment with formats for 

different channels. 

A quarter of respondents say that a 

lack of dedicated staff is their biggest 

content marketing challenge. In addition, 

three-quarters list concerns related to 

knowing how to create and target relevant 

content. These challenges range from 

knowing how to reach intended audiences, 

to choosing the appropriate channels 

and measuring impact to finding the right 

external partner.

The challenge is to find competent staff/partners, know how 
to create relevant content, and master targeting effectively

Top 6 content marketing challenges

22% mentioned first: staffing / lack of resources

25%

6%

4%

2%

2%

2%

Staffing / lack of resources

Competence

Budget

Strategic direction

News technology / platforms

Changing media 
consumption patterns
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Analysing and drawing insights from data 

helps companies understand and address 

their customers’ preferences and pain points 

and allows them to better design products, 

services, and experiences accordingly. But 

data is also key to developing stories that 

matter to audiences. During the past year, 

for instance, companies have been heavily 

dependent on data-driven forecasting and 

comprehensive storytelling to make sense of 

the changing landscape. 

We find that companies are beginning to 

take notice of the power of data-driven 

storytelling and are increasingly making 

use of it to create powerful narratives. 

Three-out-of-four respondents say they 

apply data in their content marketing 

storytelling. Here again, funding appears to 

be a deciding factor in whether or not firms 

use data to weave narratives. 

The data show that among companies 

with bigger marketing budgets 

(> EUR 100K/year) more than 80 percent 

use data in content marketing, while the 

corresponding proportion of companies 

with smaller budgets (< EUR 100K/year) 

was somewhat lower at 67 percent. Eighty 

percent of companies who now harness data 

say they would devote more funds to content 

marketing in the future. 

Data-driven storytelling will 
lead the way 
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Key takeaways

Sixty-nine percent voted webinars as the most popular 

format in the wake of the pandemic.

Twenty-five percent say a lack of resources is the biggest 

hurdle in creating relevant content.

Seventy-six percent struggle to reach the right audience, 

target content & make an impact.

Seventy-five percent say they apply data in their content 

marketing storytelling.

Three-out-of-four make use of data in storytelling

74%

Make use of data in marketing storytelling

Tot. marketing spend less than 100k€/year, n=103

Tot. marketing spend less than 100k€/year, n=90

Turnover less than 20 million, n=90

20-100 million, n=63

More than 100 million, n=32

Company size 50-99 pers, n=93

Company size 100-249 pers, n=46

Company size 250+ pers, n=62

Will spend more on content 
marketing in the near future, n=125

67%

83%

80%

72%

76%

72%

68%

83%

77%
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We asked decision makers if they had a 

defined strategy for content marketing and 

social media distribution. Sixty percent say 

they have a clearly defined content marketing 

strategy and roughly three-out-of-four have 

a social media distribution strategy.

Interestingly, the data suggest that decision 

makers in companies at the smaller end of 

the scale (50-99 employees) are more likely 

to have defined strategies. This is in stark 

comparison to the responses from decision 

makers in bigger companies (more than 

1000 employees). 

For example, around half of the 

companies with 50-99 employees have 

defined strategies, compared to less than 

5 percent of organisations with more than 

1,000 employees.

Content marketing strategies
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The two-out-of-five respondents who say 

they lack a clearly defined content market 

strategy attribute the situation to an absence 

of time and dedicated resources.

Some also say they feel they lack the 

expertise to develop a clearly defined content 

marketing strategy. Companies also note that 

the nature of their organisational structure 

sometimes prevents the development of a 

clear strategy.

One reason quoted by some companies 

for the lack of a social media distribution 

strategy is that they don’t see the benefit 

of having one. This is worrying because 

companies without a defined social media 

strategy are likely to have a fragmented 

approach to their online activities, which 

in turn makes it harder for them to build 

an audience. 

Almost three-out-of-four have a social media
distribution strategy

72%

Have a social media distribution strategy

Tot. marketing spend less than 100k€/year, n=103

Tot. marketing spend less than 100k€/year, n=90

Turnover less than 20 million, n=90

20-100 million, n=63

More than 100 million, n=32

Company size 50-99 pers, n=93

Company size 100-249 pers, n=46

Company size 250+ pers, n=62

Will spend more on content 
marketing in the near future, n=125

61%

83%

71%

70%

73%

66%

71%

61%

81%
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The results indicate that one-in-four lack a 

strategy for developing audience interaction 

and engagement. Without a strategy, 

posting on social media platforms does not 

amount to much more than shooting blindly 

at a target and hoping to hit the bullseye. 

Achieving results on social media is difficult 

without defined goals or an understanding 

of the target audience.

Findings also suggest that there is room 

for improvement when it comes to 

making a real and measurable impact. 

Only 30 percent say they have a 

defined impact strategy, which entails 

an intentional and clearly defined plan 

for influencing change in selected areas 

important to stakeholders. This means 

that seven-out-of-ten companies are not 

communicating with key audiences about 

issues that matter to them. There is a lot 

more be to desired in this emerging area 

of strategy work, more so as audiences 

increasingly say they want to see the firms 

they do business with declare a position on 

important social issues. 

Nearly half don’t have a clearly defined content 
marketing strategy

40%

Don’t have a clearly defined content 
marketing strategy

No time to develop a strategy

No need for a strategy

Lack of expertise to develop a strategy

Lack of resources

21%

16%

15%

6%

4 reasons why firms don’t have a content 
marketing strategy
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Key takeaways

Sixty percent have a clearly defined content marketing strategy. 

Seventy-two percent have a social media distribution strategy.

Lack of expertise, lack of resources, absence of time, and no 

need for a strategy are some of the reasons quoted for not 

having a strategy. 

Only 30 percent have an impact strategy.

Only one-third of firms have a defined impact strategy

30%

Have a defined impact strategy

Tot. marketing spend less than 100k€/year, n=103

Tot. marketing spend less than 100k€/year, n=90

Turnover less than 20 million, n=90

20-100 million, n=63

More than 100 million, n=32

Company size 50-99 pers, n=93

Company size 100-249 pers, n=46

Company size 250+ pers, n=62

Will spend more on content 
marketing in the near future, n=125

30%

28%

28%

29%

25%

28%

33%

33%

23%
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Content marketing is about bringing value 

to the intended audience. Our report finds 

that companies are boosting spending in 

content marketing to deliver that value to 

their audience. 

Nearly 40 percent say they are devoting 

more to content marketing than before the 

pandemic while more than 60 percent say 

they expect to devote a bigger share of their 

budget to content marketing in the future. 

This is promising as it indicates that B2B 

companies in Finland believe in the power 

of content marketing. 

Decision makers interviewed in our survey 

understand that strategic content marketing 

helps them increase traffic, improve brand 

awareness, build topical authority and 

project thought leadership in their industry. 

To achieve these goals, companies are 

embracing new formats such as webinars 

and online events and also experimenting 

with podcasts to improve storytelling and 

reach and engage wider target groups. 

External partners play a key role in helping 

companies get comfortable with new forms 

of media and leverage emerging content 

marketing trends. It is encouraging to see that 

a majority of the companies surveyed for our 

report work closely with external partners. 

But some firms are still struggling to tap into 

the full potential of having clearly defined 

strategies for their content marketing and 

social media outreach. Only one-third of 

companies surveyed said they have defined 

a strategy for making an impact on issues 

that are important to their stakeholders. 

Forty percent of those who say they lack 

a clearly defined content market strategy 

attribute the situation to a lack of time and 

dedicated resources. 

This implies that many firms still have 

room to up their strategy game, to create 

conversations that are meaningful to their 

audiences, to develop brand awareness, and 

to make a real and measurable impact on 

their local community, business, industry 

and wider global environment.

The emerging trends in content marketing 

in Finland highlighted in this report, show 

that B2B companies are taking proactive 

measures to cope with new realities of the 

Covid-19 pandemic. However, there is still 

room for improvement from a strategic 

point of view and that will no doubt be an 

area of focus in the near future. 

Conclusion

Nearly 40 percent say they 

are devoting more to content 

marketing than before the 

pandemic.

“
“



Spoon Finland is here to help you cut through the noise using 

journalistic contextual storytelling applied via multiple formats. 
If you’re looking for fresh approaches to your content marketing 

challenges, we’d love to talk with you.

Denise Wall
Agency director/Spoon Agency

+358 400 519 239/denise.wall@spoonagency.fi
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