2026 QUANTUM COMPUTING MARKETING BENCHMARKS: THE HIGH-STAKES FRONTIER OF DEEP TECH

01. AUDIENCE

03. PPC: HIGH COST, HIGH INTENT

82.4%

DESKTOP DOMINANCE

The audience rolies on desktop

interfaces for interesting with 50Ss
and technical documentation, making

mobile-first strategies secondary.

4m 12s

AVERAGE TIME ON PAGE
Engagement is nearly double the B2B
average, refleeting a research-driven
audience that consumes long-form
whitepapers and spocs.

35%

DOCUMENTATION VS.
GENERAL SITE BOUNCE

Documentation portals see a low
bounce rete, whereas general site
content averages B0%.

el

02. TRAFFIC ACQUISITION

The quantum computing
marketing landscape in
2026 is defined by a
highly specialized
audience— primarily PhDs,
CTOs, and government
procurement teams—who
prioritize technical depth
over viral content.
Success reliex on building
long-term trust through
through organic search
and technical
documentation.

While traffic volumes are
modext, the financial stakes
are enormous.

44%

| 15%
= 38%

|
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ORGANIC SEARCH SHARE
Technical quaries regarding algorithms
and ochoronee those drive nearly half of
all global industry troffic.

REFERRAL TRAFFIC

Academic journals and high-end tech
publications (Hatore, IEEE) drive significantly

higher qualified traffic than in other industries.

U.S. BRAND LOYALTY

Inthe U.S,, “Girvef” traffic reaches 36%,
indicating cbong brand recegpnition for
established players like IBM and Google.

2.8%

SEARCH NETWORK CTR

Arelatively high stick through rate

$18.50 - $65.00 | $450 - $S800

GOOGLE ADS CPC COST PER ACQUISITION (CPA)

While eye-watering, these costs target High acquisition costs are offeet by

ultro-sicho keywords for enterprise buyers the massive Life-Time Value (LTV) of A S

where a single contract can be worth millions. quantum service contracts. given the complexity, siguating that
@ searchers have very specific intent.

TOP-OF-FUNNEL CONVERSION

Technical whitepapers are the primary "heok," converting
visiiors at a high rota before the long nurture cycle begins.

04. CONVERSION & RETENTION

TOP-OF-FUNNEL CONVERSION: 12%

THE “GOLDEN" METRICS: RETENTION

! o Al 05 PLATFORM PERFORMANCE:
929 SOCIAL & EMAIL

ANNUAL CUSTOMER
RETENTION

Dyen itiiagrated into a workflow,
high-potiniling costs and steep
laaiming sar-ies lead in

» 0 N LINKEDIN & YOUTUBE SUPREMACY

o o LinkedIn leads in engagement (3.6%), while TouTube (4.2%) is
/ the hub for ical deep-dives and webinars.
NET REVENUE
RETENTION (NKR)
Existing customers
consisinatly spend mare over
time through expended cloud
integration and usage fokens.

aasaymitenl sharl loyally.

289 NEWSLETTER OPEN RATE

This excoods standard 0CB hanchmarks, proving that the
audience actively seaks out complex, technical email content.

0.189% UNSUBSCRIBE RATE

Subscribers are highly targeted and rarely leave once they
have found a reliable source of technical information.




