
The Cost of Creativity 
Where and Why Brands are Investing in 2017 

Content demand is outpacing budgets 
Today, a brand’s success is tied to delivering high-quality, multichannel content experiences. 
This mandates greater investment in content production, content operations, and overall 
digital capabilities. With the rising internal demand for content investment outpacing 
available resources, marketers are compelled to do more with less. They need to identify and 
solve inefficiencies in their existing workflows to execute a content-driven strategy successfully. 

To understand our customers’ priorities better, we spoke with over 200 
global marketing leaders to see how they’re addressing the new challenges 
of multichannel content marketing.

How much does creativity cost brands? 
Content creation costs, also called “non-working spend”, are the dollars spent producing 
content and creative. When content creation costs are high, it’s often a sign of workflow 
inefficiency and lost opportunity. 
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Brand building is now truly multichannel  
To deliver an omnichannel brand experience, marketers are allocating their content spend 
across an average of 9-10 channels. 

What percent of your marketing budget is allocated to the following 
categories?
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27%  Traditional media advertising (TV, print, OOH)
 Search advertising
 Programmatic
 Social
 Website and e-commerce
 Brand publishing and other content marketing
Digital video
Influencer marketing and sponsorship costs

Modern multichannel marketing requires more 
investment    
 

Marketers have to spend on creative production, but high costs in this area can indicate 
process inefficiencies. Further, new and more costly media formats often mandate new 
workflows for content production. 

What are the top drivers of content marketing costs for your team?

Content and creative workflows  
(design and creative production time)

More expensive new media formats with  
less defined process

Brief creation, planning, and media evaluation

Cost of content localization  
(tailoring content based on region, market)

Internal media procurement costs  
(e.g., photo shoots, stock photography, licensing)
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The best performers are in control of rising costs  
On the whole, brands expect content costs to continue rising. High performers are a subset of 
all respondents that feel confident in their team's ability to control content costs, and are 
confident that their team’s workflows and processes are efficient.  

What do you expect the future trend in content costs will be with respect  
to your overall marketing budget? 

Improving creative workflows will unlock savings  
In addition to improved process, brands are looking to bring critical marketing functions in-
house while relying on specialist agencies to execute on content production.  

Please indicate how important the following actions are towards controlling 
your content marketing costs 
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Explore how Percolate can help you execute your multichannel content strategy at scale. 
www.percolate.com  |  learn@percolate.com  | 1 (646) 396-3136

Creating better internal workflows and processes

Insourcing more work

Outsourcing more work

Providing team training, learning and development

Using technology

Increasing the number of agency relationships
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