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Introduction The state of Human Resources (HR) is rapidly evolving 

alongside the global marketplace. Changes in technology, 

generational differences, values, skills gaps, organizational 

structure and more are predicted to vastly alter the future 

of the industry. While HR professionals must continue to 

support compliance, administrative and globalization, new 

regulations on businesses regarding healthcare, minimum 

wage, and safety make it unmanageable. Organizations 

are struggling to remain knowledgeable and comply with 

the transformation. 

These challenges have driven a new demand for HR tools 

and services to lighten the burden on HR professionals.  

Answering the demand, the HR industry is booming with 

new HR solutions and vendors to choose from.  What 

used to be a selection between several vendors is now 

among a pool of thousands. Leadership and human 

resource teams are in constant need of information and 

research to drive vendor selection and future purchase 

decisions.  

NetLine Corporation processed more than 8.5 million 

leads  this year across the NetLine network, the largest 

B2B content syndication lead generation network in 

existence today. The 2017 State of Human Resources: 

Content Consumption and Demand Report is a deep 

dive into the HR segment of activity. We have analyzed 

the active HR personas and HR content consumption 

trends found in comparison to the competitive landscape 

of in-demand audiences from HR companies to identify 

content trends, strategies, and actionable opportunities 

for human resource organizations to produce meaningful 

demand generation results in 2017.
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*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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First, we will examine the profile of active Human 

Resource (HR) professionals consuming content across 

the NetLine Corporation B2B Content Syndication Lead 

Generation Network. This year, the volume of HR content 

consumed has increased by 16% YOY. We have analyzed 

the consumption patterns of both self-classified HR 

professionals alongside the consumption of HR content 

by all professionals to identify key insights from the active 

audience consumption trends.

Job Area
Of the HR content consumed this year, 52% of content requests 
were completed by self-classified HR professionals; while 48% 
were driven by a diverse set of job areas, including: Executives, 
Information Technology, and Business Specialist professionals. 

HR professionals who have consumed HR content identify 
themselves as having the following role within their department:

• 61% General Management 
• 15% Recruiting/Sourcing 
• 5% HR Systems Administration 
• 4% Payroll/Benefits 

Non-HR professionals who have consumed HR content identify 
themselves as having the following role in their department:

• +20% General Management within the Executive Team
• 17% CEO
• 13% CFO 
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The Active 
HR Audience
 

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

Insight: 
Team members 

outside of the 

traditional HR 

Department should 

be considered 

members of the 

active HR audience 

and buying 

committee.

48%
From NON-HR
Professionals

HR Content
Consumption
Trend
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Job Level
Mid-level professionals drove the majority of HR 
content consumption this year, including: Directors, 
Managers, and Individual Contributors. Senior-level 
leadership roles were less active over their mid-level 
counterparts. In an annual comparison, Director-level 
content consumption increased 27% YOY. 

 

Company Size
Significant growth trends came from the mid-market 
segment this year. The active HR audience is heavily 
comprised of professionals at companies ranging in 
size from 100 – 5,000. 

Sixteen percent of HR content consumption was 
driven by professionals at companies with 500 – 999 
employees—this segment is also experiencing rapid 
growth, +78% YOY.

Industry
This year, the active HR audience came from a diverse 
set of industries; however, Healthcare/Medical is 
the leading and growing industry, Twenty percent of 
the total audience—an increase of +54% YOY.  The 
Manufacturing industry represented 8% of the active 
audience, while the segment decreased in size 20% 
YOY. Additional industries include: Corporate Services 
(10%), Computers & Technology Industry (7%), Retail & 
Consumer Goods (6%), and Finance (6%).

To provide an additional level of insight into the diverse 
industry makeup, we continued by reviewing the active 
sub-industry. HR professionals consuming HR content 
identified themselves as working in the following sub-
industries:

•	 7% Hospital/Healthcare 
•	 5% Information Technology/Services 
•	 4% Higher Education 
•	 3% Financial Services 

NOTE: An individual sub-industry did not account for 
more than 7% of the total HR audience.

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

+78%
YOY
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Geographic Region
The United States accounts for 56% of the active HR audience 
and 61% of the audience consuming HR content. International HR 
audiences from the United Kingdom, Australia, and India account 
for 15% of the activity outside the US.  

In-Demand 
Audience

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

United States

56%
India

10%

United Kingdom

3%

Australia

2%

Next, we will examine the competitive landscape 

among HR companies running content syndication lead 

generation campaigns across the NetLine network. 

The report shows that a majority of HR campaigns 

are bidding for the same subset of senior leadership 

at enterprise-level companies. We have extracted the 

key insights from the 2016 competitive landscape by 

persona.

Active Audience: Geographic Region

*Remaining Values, 29%
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Company Size

While the majority of HR companies remain focused on the 
enterprise-level segments, there has been a progression towards 
diversifying company size targets to incorporate small to medium 
sized companies.  This year, 62% of HR campaigns accepted 
companies of 500 employees and greater. 

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

1-4

5-9

10-24

25-49

50-99

100-249

250-499

500-999

1,000-2,499

2,500-4,999

5,000-9,999

10,000-19,999

20,000-49,999

50,000+

5%

10%

11%

15%

21%

30%

32%

51%

74%

79%

82%

83%

82%

79%

% of Campaigns Accepting Each Company Size

NetLine Corporation

http://www.netline.com/?utm_source=indreport &utm_medium=content&utm_campaign=hr-indreport-170111
http://www.netline.com/?utm_source=indreport &utm_medium=content&utm_campaign=hr-indreport-170111


2017 State of Human Resources: Content Consumption and Demand Report     7

Job Level

Ninety-eight percent of HR companies targeted and accepted the 
same subset of the total active HR audience, Manager-level and 
above. This segment represents 61% of the active HR audience.

Eighty-five percent of HR campaigns accepted Owners, Individual 
Contributors, and Senior Employee job levels, of whom make up 
20% of the active HR audience consuming content. The Owner-level 
audience segment has grown +50% YOY.

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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Industry
Of the HR campaigns this year, 56% accepted professionals working 
in all industries without exception. In contrast, 17% of campaigns 
accepted a narrow set of industries (less than 10). The two most 
popular industry sets accepted were:

1. Industries Accepted: “Computers and Technology, Finance, 
Manufacturing, Retail and Consumer Goods, Utility/Energy” 

2. Industries Accepted:  “Advertising/Marketing, Aerospace/
Aviation, Agriculture, Automotive, Biotech and Pharmaceuticals, 
Computers and Technology, Construction, Corporate 
Services, Education, Finance, Government, Insurance, Legal, 
Manufacturing, Media, Real Estate, Retail and Consumer Goods, 
Service Industry, Telecommunications, Transportation and 
Logistics, Travel/Hospitality/Entertainment, Utility/Energy”

This year we have seen a very diverse population of active HR 
professionals and HR content consumers. Complimentary to this 
trend, more than half of our clients are currently accepting all 
industries; while a third continue to narrow in on less than 10 
industries.

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

% of Campaigns By Accepted Industry Counts
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Geographic Region
Thirteen percent of HR campaigns accepted professionals 
residing in international countries; United Kingdom and Australia 
being the most popular.

Fourty-four percent of the active HR audience is international-
based; United Kingdom, Australia, and India are the most active 
making up 15% of the active international segment.  

Job Area
Seventy-two percent of HR 
campaigns targetedprofessionals
working within the HR job area
only; while 26% extended
campaigns to accept Executives.

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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In this section we examine the content consumption 

trends found across the most popular HR content this 

year driven by the active HR audience. We analyzed 

the content titles, keywords, and themes to extract 

meaningful insights.

What’s in a Title
In a review of the top 20 pieces of HR content consumed this year, 3 
takeaways surfaced for consideration:

 
1. White papers are no longer #1 
Packaging your content for ease and digestibility trended 
this year, as the top titles included the following keywords: 
checklists, handbooks, questions, lists, and tips. Additionally, 
numeric values associated to brief and organized content were 
also used. These keywords immediately acknowledge a sense of 
tangibility to disarm the reader from any negative perspective of 
long form content. 
 
2. Address the target audience “HR” in the title  
More than 50% of the titles featured “HR” or “Human Resources” 
directly to immediately identifying the target audience. This 
instant connection to a reader’s job function captivates and 
increases engagement potential. 
 
3. Timeliness 
17% of the top titles included the year, “2016”. By inserting 
a year, season, or month into the title the reader knows the 
content is current and relevant.

Note: While the overall active HR audience is not trending towards 
white papers, Manager-level to C-Level HR professionals are 
requesting white papers over other content types. Conversely, 
Individual Contributors and Senior Employees are requesting a 
larger amount of eBooks and Guides. This trend speaks to the 
separation in research goals at the job level. Mid-level employees 
are more actively consuming less technical reports and more 
interested in resource oriented tips and helpful short form 
information. 

Content 
Trends

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

•	 10 Stay Interview 
Questions You Can Use 
Now

•	 2016 Top Trending HR 
& Talent Management 
Resources

•	 25 Off-Limits Interview 
Questions 

•	 5 Hot HR Strategy Trends 
2016

•	 A Library of Handy HR 
Checklists

•	HR Memos to Managers: 5 
Critical Checkpoints

•	Millennial Human 
Resources: The New 
Frontier 

•	 Structured Hiring 101: 
Your Blueprint for Success

•	 The 2016 HR 
Professional’s Guide to 
Success

•	 The Essential HR 
Handbook

Select titles from the Top 20 list in 
alphabetical order.

TRENDING TITLES
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*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

 

In 2016, all HR campaigns were distinguished by a 

content strategy in order to better measure the content 

engagement versus the goals. Content was identified 

by one of three main groups: awareness, educational, 

and purchase content. After examining the content 

goals across all HR campaigns we found that 96% of 

the content had an “educational” level strategy, while 

only 2% identified as awareness, and 1% as purchase. 

Additionally, all companies that ran awareness and 

purchase level content also ran an educational campaign.

Insight: 
HR companies can take advantage of this opportunity by creating content by 

persona. For example: CEOs are more likely in need of data-based reports that 

support a Senior Employee’s desire to change HR solutions.
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Content 
Strategy

Insight: 
HR companies have an opportunity to implement a more diversified approach 

outside of educational only content.  While the entire HR competitive landscape 

is seeding the market with educational content; offer supplement content that 

speaks to the need of prospects focused on more decision oriented topics. Try 

diversifying your content mix with need-based, problem solving content that 

addresses your solutions. 

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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Insight: 
Enforce a follow-up 

policy that is in line 

with trending content 

consumption patterns. 

To make sure the 

prospect is informed 

enough to have an 

intelligent discussion, 

allow for at least 2 days 

before contacting.
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Finally, we will examine the historical progression 

of active audiences consuming HR content this 

year, specifically analyzing volume, frequency, and 

consumption gap trends among key audience segments, 

along with popular content themes.  

Volume
Of the HR professionals to consume content this year, 20% 
continued on to request a 2nd piece of content, and 9% followed by 
consuming a 3rd piece of content. Additionally, the HR professionals 
on this journey remained consistent in the theme/topics of the 
content they were consuming.

Frequency
Of the HR professionals that requested multiple pieces of content 
in their consumption history, 45 days was the average time span 
between each content request. Individual Contributors and Senior 
Employees consume content more frequently then Senior-level 
leadership — on average monthly. 

Consumption Gap
The gap between when the content is requested to the moment the 
content is opened is called the Consumption Gap. On average, the 
Consumption Gap is more than 24 hours. Reviewing this data at the 
job level highlighted a disparity with Senior-level leadership (C-suite 
and VP-level) averaging more than 36 hours to read content; while 
mid-level employees average 24 hours. The Consumption Gap 
is important to be aware of as it can have significant impact on 
prospect nurturing. 

Consumption 
Journey

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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The HR Buying Committee has continued to both broaden 

and deepen within organizations this year. Marketers 

must be mindful of possible opportunities existing 

between campaign target personas and market realities 

recognized within the greater HR functional landscape. 

More often than not, your target ‘decision maker’ is 

realistically an aggregate of a number of influencers 

who help foster the final recommendation within the 

organization. 

NetLine Corporation has identified 3 key opportunities for 

marketers targeting HR companies and prospects in 2017:

1.  Consider the Individual Contributor 
While senior-level leadership is an important target, they quite 
simply do not drive the same level of content consumption 
activity. The collective reality is that mid-level professionals 
(Directors, Managers, and Individual Contributors) drove the 
overwhelming majority of HR content consumption this year. 
Build deeper influence within the organization by expanding your 
target range outside senior leadership.

2.  Content Optimization
Content development should start with the end user. Create the 
compelling content your target prospects desire by assessing 
your most popular content from 2016 and the professionals 
consuming that content. Diversify your content suite to include 
content for each segment (senior, mid, low). Focus on solution 
oriented content for the mid-level problem solver. Additionally, 
remember to address HR/Human Resource professionals and 
timeliness directly in your title to increase engagement.

3.  Mind the Consumption Gap
Lead nurture is 100% as important as lead generation. NetLine’s 
recommendation is to allow for at least 2 days prior to lead 
follow-up on content consumption in order to ensure effective 
conversations with prospects. Making the mistake of immediate 
contact will waste your team’s time and possibly alarm the 
prospect.

Summary

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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As the evolution of human resources continues, 

organizations will require higher levels of research to 

not only stay on top of laws and regulations but also 

make important purchase decisions. The significance of 

content within the buying process is priceless. The flow 

of researching solutions via multiple pieces of content is 

increasing. B2B marketers need to stay on top of this by 

producing the resources their target audiences needs to 

stay top of mind, solve their problems, and aid purchase 

decisions.

B2B content syndication lead generation is a rapidly 

growing solution for demand generation. Foster continued 

growth by expanding and diversifying your footprint to 

reach and capture the prospects required to be successful 

in 2017.

     We’ve set out on a journey to bring B2B marketers real 

content consumption insights they can’t find anywhere 

else. This year our research team will be examining the 

consumption behavior of industry segments across the largest 

B2B content network. Our goal is to empower marketers with 

powerful insights and advanced demand generation solutions 

to achieve lead generation success in 2017.

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.

A Note from 
NetLine
Corporation

Robert Alvin,
CEO and Founder of 
NetLine Corporation 
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NetLine Corporation empowers B2B Marketers with 

the reach, technology, and expertise required to drive 

scalable lead generation results and accelerate the sales 

funnel. Operating the largest B2B content syndication 

lead generation network, NetLine reaches 125 million 

unique visitors and processes more than 700 thousand 

leads monthly across 300 industry sectors. NetLine’s 

AudienceTarget™ technology drives prospect discovery, 

quality customer lead acquisition, and buyer engagement 

from real prospect intent as professionals consume 

content directly across the network. Superior quality, on 

demand access, and advanced campaign reports enable 

all clients to achieve lead generation success. Founded 

in 1994, NetLine is privately held and headquartered in 

Los Gatos, California. Successful B2B Marketers Start with 

NetLine, visit www.netline.com. 

As the #1 B2B Content Syndication Lead Generation 

Network we feel that it is important to share with you 

how we do business. NetLine operates following five 

core values: innovation, teamwork, integrity, customer 

satisfaction, and accountability. Our advanced technology 

and massive scale are uniquely positioned to achieve the 

results marketers are looking for. NetLine’s performance-

based Portal and our dedicated team of experienced lead 

generation experts ensure that you will only pay for leads 

that meet your assigned campaign objectives – nothing 

less. expand your footprint and gain competitive market 

share. 

Read more about our commitment to you.

About
NetLine
Corporation

*Data provided by the NetLine Corporation B2B Content Syndication Lead Generation Network, October 2015 thru November 2016.
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