2014

In-House Agency
Digital Marketing Survey

WHAT WE LEARNED ABOUT IHAF MEMBERS

CONTENT MARKETING

In-house agencies are very busy – they work on multiple types of projects
to reach varied audiences.

48%
54.6%
63.2%

In the fall of 2014, IHAF partnered with 451 Marketing to find out about digital marketing trends within
in-house agency community. 160 companies responded to our survey, sharing insight on their work and the
challenges their teams face. The following infographic represents the major findings from that effort. You’ll find
the full report along with all of IHAF’s benchmarking data here or by contacting us at 617.587.3963.

of in-house agency/creative services departments have 5-25 people.

46.6%

SOCIAL MEDIA MARKETING

of companies have a content marketing program in place.

Of those with programs in place,
centralized within the company.

of your orgs are both B2B and B2C – meaning you’re tackling messaging
for two distinct audiences.

56% say that content creation and distribution is

89.8%

of companies have a social media marketing program in place.

What social media platforms does your company use?

Who is responsible for content creation/distribution?

of teams work on both print and digital.

OTHER

14%

How many unique DIGITAL projects does your
in-house agency execute annually?

RESPONSE COUNT

1 - 99

19.2%

100 - 299

15.6%

300 - 499

8.3%

500 - 999

6.4%

1,000 - 1,499

2.8%

1,500 - 2,499

1.8%

2,500 - 4,999

0.9%

5,000 - 9,999

87%

87.1%
78.6%

outsource some portion of advertising
or marketing to agencies or partners.

DIGITAL
MARKETING TEAM

28%

What type of content does your in-house agency produce?
VIDEO Conent
83.6%

Infographics
69.1%

Blog Posts
49.1%

WHITE papers
40.0%

Case Studies
38.2%

AUDIO content
27.3%

say company’s use of video has increased in the past 3 years.
feel prepared to support video needs in coming year.

How are the results of your
digital marketing programs measured?

say project workload has increased over past year.
say that they feel somewhat or very prepared to support digital
marketing needs for the coming year.

IN-HOUSE AGENCY

24%

81.2%
80.7%

WEBSITE METRICS

e.g. website traffic, unique visitors, page views, time spent per page, click-throughs

SOCIAL MEDIA METRICS

For those who answered
somewhat or very unprepared,
the same three problems were cited:

LACK OF BUDGET, RESOURCES, EXPERTISE

e.g. total impressions/views/clicks, # of followers, votes/likes/mentions/favorites

AUDIENCE ENGAGEMENT

e.g. page time, downloads, forwards, votes/likes/favorites, type of comments

MEDIA INFLUENCE/REACH

e.g. subscribers, open rate, bounce rate, visits/views/clicks, # of comments

BUSINESS METRICS/ROI

e.g. net new leads/sales inquiries, promo redemptions, lead conversion

N/A

we don't measure results of our digital programs

OTHER

95.3%

88.7%

79.2%

72.6%

48.1%

40.6%

37.7%

11.3%

10.4%

1.9%

27%

7%

DIGITAL PROJECTS

44.9%

CORPORATE COMMS

BUSINESS/PRODUCT
MANAGER

3%
3%

75%
69%
67%
56%
55%

How effective is your company’s social media marketing
program as compared to your leading competitors?
34.9%
28.3%
17.9%
13.2%
2.8%
2.8%

77.4%

Somewhat Effective
Effective
Neutral
Don’t Know
Somewhat Ineffective
Ineffective
say social media is centralized within the organization.

Who is primarily responsible for managing social media?
29.3%
29.3%
19.5%
13.4%
6.1%
2.4%

Corporate Communications
Digital Marketing Team
Internal Agency
Other (please specify)
Business/Product Manager
External Agency

How involved is the in-house agency
in the company’s social media efforts?
46.7%
45.6%
6.7%
1.1%

Somewhat Involved
Very Involved
Not Involved At All
Don't Know

