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Traveling is to grow from the outside,
reading is to grow from the inside.
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Data is the new oil.
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Millennials are not interested in branded emails

What kind of content do you want to see from a brand or business you support?

B st [l 25t034 [l 351044 [ 451054 55 or older

Consistent
preference
for video Future decline
in email
ture growth

SO
@ in social
60%

57%
56% 57%
4

21%

%,
18%18% 19%
17 14%

Videos Emails / Social images Social videos Blog articles Content in PDF

newsletters form to download

and read later

Base: 3,010 consumers in the US, Germany, Colombia, and Mexico Hibsg

Source: HubSpot Content Trends Survey, Q3 2017
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Millennials are all about social images
What kind of content do you want to see from a brand or business you support?

Emails/newsletters Social images Blog articles

18to 24 60%

56%

17%
2510 34 21%

18%

42%

35to0 44

45to 54 30% 18%

55 or older 20% 14%

Base: 3,010 consumers in the US, germany, Colombia, and Mexico

Source: HubSpot Content Trends Survey, Q3 2017
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The Human Attention Span [INFOGRAPHIC] https://www.
wyzowl.com/human-attention-span/

2021 Content Preferences Survey https://www.
demandgenreport.com/resources/research/2021-
content-preferences-survey-buying-committees-look-
for-visual-research-influencer-backed-content-
experiences-that-tell-a-valuable-story/

Attention And The 8-Second Attention Span https://
elearningindustry.com/8-second-attention-span-
organizational-learning

Busting the attention span myth https://www.bbc.com/
news/health-38896790

Sorry, Goldfish: People’s Attention Spans Aren't
Shrinking, They're Evolving https://www.
entrepreneur.com/article/321266

[INFOGRAPHIC] The 2018 state of attention https://
blog.prezi.com/the-state-of-attention-2018-
infographic/

Content Trends: Preferences Emerge Along
Generational Fault Lines https://blog.hubspot.com/

marketing/content-trends-preferences
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WORDS CHECKED WITH GRAMMARLY OVER TIME

> 198,113

® total words checked by Grammarly
since Mar 17, 2019 (2,915 last week)

Grammarly Premium found
40 additional advanced issues.

AuIvoJmw : diva Your Weekly Writing Update veJ Grammarly
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©22

778 minutes

Your time spent learning online

We're so glad you're finding the time to keep
learning.

65 minutes

T Your average online learning session

Being consistent with your learning sessions is a
great study habit.

1

4 days

Days you've been active

Way to keep the momentum going.

Auvonw : 3iua Coursera KaJFISuuUSINMSANVIKANGASHTY
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LOWER PROCESSING COSTS ROI

6.5 MONTHS

Leggett and Platt, Inc. saves $1.5 million annually with “We save $125,000 each year, and we realized a complete
automated invoice processing. return on investment in only six-and-a-half months.”
- Berner Food and Beverage

REDUCE MANUAL EFFORT INCREASE PRODUCTIVITY

150,000 0%

ANNUAL SAVINGS

Bush Brothers and Company eliminated the need to hire Fastenal Company increased productivity 60 percent
temporary staff for year-end audits, nor did it need to without adding staff and increased daily invoice
fill two vacated full-time positions, despite company volume from 10,000 to 16,000.

growth - a combined savings of $150,000 annually.

Auvesnw : https://inpute.com/rpa-finance-accounting/

wile@e Killer Visual Strategies 183 Amy Balliett Q’ri@é?q
WEmlssnnludedanty Aldwasmasunnunaludylafrease
Lﬁ@%ﬂfgﬂﬁﬂu@'mumgﬂﬁﬂLﬁummm"'}ﬁm*‘umm?ﬁ'ﬂmiﬁ'ﬁ
17eANN N

91% of buyers prefer visual
content over traditional

formats

AUIVOINIW : https://visualcommunication.agency/
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Killer Visual Strategies by Amy Balliett (2020)
Chapter 10: Rule 7: Use proper data visualization
throughout.

Effective Data Visualization by Stephanie Evergreen
(2020) Chapter 2. When a single number is
important.

4 Ways RPA can benefit finance & Accounting https://
inpute.com/rpa-finance-accounting/

Visual Communication: The future of content marketing
https://visualcommunication.agency/

B2B Marketers Leverage Interactive Content For
Relevant Buyer Experiences https://www.
demandgenreport.com/features/industry-insights/
b2b-marketers-leverage-interactive-content-

for-relevant-buyer-experiences/
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