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Introduction

eBooks afford marketers the opportunity to target
buyers at the middle of the funnel. They also allow them

to show a more research-intensive, visually dynamic
side of their brand.

These benefits are backed by data: 63 percent of

B2B buyers report they are willing to exchange their Y
contact info for an eBook. That’s a sizable chunk of

prospects that can’t go ignored, especially if they don’t

view form fills as nuisances.

We create and design several eBooks ourselves every
month, but we’re always on the lookout for inspiration.
We’ve compiled six of our favorite B2B eBook examples
we’ve come across so far this year, and we’re sharing
them with you to illustrate why they’re great and how
you may be able to learn from them.

Take a look.
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[llllStI'atEd lllustrated Guide to Link Building
Guide to

Link

1. Search Engine Journal:

m In this example, the team at Search Engine Journal
_ dove headfirst into the concept of link building,
attacking it from every angle and providing readers

T dino ¥ o
B u ll d 1 n g [ with simple takeaways.

BY ANNA LEA CROWE. FOR SEARCH ENGINE JOURNAL

The size alone — 69 pages — speaks to how
comprehensive this guide is, and we’re particularly
fond of the super logical layout and sparse design.
Sure, eBooks tend to be a bit heavier on graphics than
a white paper or blog post, but for a topic as wide
open as “link building,” you’re going to need a lot of
text on each page to thoroughly explain every detail.
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Google Search Conscle
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* Buzzsumo

the overall authority :
you get the maximum
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: : page fo the SERPs. il
* Buzzstream [or Pitchbox) e Quality links to multiple inks.

* Boomerang for Gmail pleces of content *  Technical SEQ like
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* Google Search Console o and understanding of

* Bing Webmaster Tools i PR flow is very key for
* Google Analyfics

s Alexao

* Yesware (or Banana Tag) performance out of your

Google Analytics

regularly can increase

internal link placement.

At the end of each chapter, Search Engine

Journal provides a practical breakdown of both ’
benefits and recommended tools of a given
link-building tactic (top). *
v’
In addition to providing real-world examples ¢’
Link Building Checklist of successful link-building tactics and their L
Month b performance metrics, the eBook concludes by Y
i:‘i‘-rf—lf“'P‘Z‘““"" giving readers a 12-month link-building v’
Ef.dj checklist (left). v’
v’

Month 2
Email Outreact

It's safe to say SEJ did their due diligence with

irectories

this project, and site visitors who provided their
Month 3

Proprietary Data Content Creafion

Link Worthy Content Creation they bargained for.

contact info probably received more value than



2. Optimizely:

Master Your Next Website Redesign

Right from the get go, Optimizely draws in readers through
sheer visual allure. Opting for a design that features
geometric shapes and near-pastel colors, Optimizely walks
through the ins and outs of website redesigns. Considering
how many technical SEO and web dev components go
into a redesign, they’re often quite expensive and left to
the expertise of agencies. And that’s why this eBook’s title
matters, specifically the word “master.”

If you get a website redesign wrong, you’re potentially
looking at tens or hundreds of thousands of dollars down
the drain. For e-commerce sites, we’re talking millions
lost due to poor UX, shopping cart abandonment and
fleeing customers.

This step-by-step guide highlights the interplay of setting
goals, collecting analytics data, developing a visual
identify, creating content and QA testing wireframes.

It also integrates use cases into its narrative to drive

home the point of adhering to the guidance Optimizely
provides. This eBook example goes beyond best practices
and demonstrates tangible methods for conquering the
mountain that is a website redesign.

Master Your Next Website Redesign

Reduce risk, align your team and use experimentation to bulld
confidence in your next website redasign launch

ARG

15% Boost

in conversion rates yielded
by the ultimate choice.
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LINKEDIN CONTENT MARKETING

TACTICAL
PLAN

A daily playbook for successful
content marketing on LinkedIn

3. LinkedIn:

2018 LinkedIn Content
Marketing Tactical Plan

LinkedIn is more than a professional social
media channel; it’s a publishing platform

and a B2B marketer’s go-to for recruitment,
employee engagement and industry insight.

So when LinkedIn writes an eBook, people
listen. And for good reason.

Readers are treated to 30 pages of a “daily
playbook for successful content marketing
on LinkedIn” directly from the mouths of the
experts themselves.

LinkedIn’s content marketing manager
identifies six core concepts that readers need
to grasp, and also explains how to optimize
every facet of your channel strategy, the
metrics to measure, the content to publish
and a few tips to ramp up engagement.
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With Lirikedin carcusel sds, you car: LIF:;T;‘;:;,T;:::;:;:::::;!:F '
you can entice 3 user to stop scrolling,
focus on and engage with a piece of
your conbent, your brand stands to
benefit. Carousel ads encourage thiz
exact behavior without users even
learving the platfarm.”
Linked [}
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In both design and copy, Linkedln executes on ) ok F o T —
this eBook in a very authoritative way, leaving no E o

stone unturned for readers. | :

It also leaves readers with next steps in their
pursuit of driving more revenue via their platform.




4. Think

with Google:
Beverage Trends Report 2017

Think with Google boasts a treasure trove

of consumer data and advertising trends

that can easily be repackaged into custom
illustrations, charts and graphs. Using actual
search data from web users, Google pulls out
key insights about consumer behaviors for
researchers, marketers and advertisers to use.

In this eBook about “people’s rapidly
changing consumption habits,” Google homes
in on Americans’ newfound obsession with
cold brew, bubble tea and sparkling water. In
62 pages, Google identifies spikes in search
traffic across four different countries and uses
simple text overlays to convey the information.

-

BEVERAGE

o
-~
F

TRENDS

210

1%, L%, Snpan,

-

REPORT

R Bl |

/

Meoicn




THE COLD BREW PROCESS
ENHANCES THE FLAVOR

While Search data provides insight into what
consumers are thinking about a product,
YouTube data enables us to understand how
content creators are educating consumers on
these new trends.

When exploring the top words associated with
cold brew across YouTube, it becomes clear
that influencers are touting cold brew for its
flavor-related benefits, including reducing
acidity and bitterness while enhancing
sweetness.

MORE PREMIUM: ACCESSORIZING WATER

With new stainless steel water bottle brands emerging, premium water
bottles are seeing strong growth in interest in the US. While this is a
US-dominant trend, premium water bottles are beginning to gain traction

across the other markets.

(13

Since hot water isn't being used, the oils that aré
acid aren't going to be released into the coffee whie!
makes cold brew 60 to 65% less acidic.

The Protein Chef, YouTuber

0,
/0%
0/
2 4 /O Bitterness
Chocolatey
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l Sweetness

i

Acidity

11

I bought one of these fancy drinking
containers - | got it just to encourage me to
drink more often. | got it a couple of months
ago when | realised my New Year's
Resolution to drink more water wasnifigeing
so well so buying it was a good way TGl
kickstart it again!

Katie S, UK

On this page (top), we gain additional context
behind consumers’ cold-brew fascination via an
easy-to-understand bar graph, a pull quote from
a YouTube influencer and a sharpness-adjusted
background image.

A similar type of data visualization occurs on
subsequent pages, except the search data is
displayed in a linear Google Trends format.

In this example (bottom), Google doesn’t

really have much of an angle beyond being
educational and informative, which is enough
for the type of reader who arrives to the Think
with Google domain; readers aren’t necessarily
looking for services Google can provide them —
just insights into ideas that may not have been
on their radar.

Unlike most conventional downloadable assets,
this report is more top of the funnel, yet it could
be extremely useful to marketers in the food and
beverage space in a way that empowers them to
repurpose these findings to target a middle-of-
the-funnel audience.
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1.1 5. Pardot:

The B2B Marketer’s Lead
THE B2B MARKETER’S N Generation Field Guide

LEAD GENERATION FIELD GUIDE

Pardot is a marketing automation powerhouse.
And although its parent company, Salesforce,
may be the keeper of all things customer
analytics, data management and sales
integration, neither brand lets these jargon
terms obscure its playful, imaginative branding.

With unique character illustrations, expert

color palettes and a touch of graphical
worldbuilding, Pardot is more than just another
B2B software company; it also strives to satisfy
both creative and analytics minds through
visually satisfying brand experiences.
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In this “Field Guide” for generating B2B
leads, Pardot begins by introducing

a gang of characters and explores

its outdoorsy theme throughout the
entirety of the eBook.

While lighter on data points relative

to other eBooks we’ve shared so far,
Pardot takes a more narrative approach,
as the topic itself is less about numbers
and more so an exploration into a high-
level concept. As such, more text per
page makes sense.

Pardot also requires a fairly extensive
exchange of information: Site visitors
must fill out a half dozen fields to gain
access to the eBook, which better
qualifies their leads but also asks a
lot of readers.

Meet Astro and friends!

They're here to help guide you through the great
outdoors (and this e-book) in the spirit of fun,
adventure, and exploration. Why? Because that’s
what Salesforce is all about - empowering people
to blaze their own trails and be part of something
greater. If you want to know more, check out
Trailhead, the fun way to learn about Salesforce. Get
started today at salesforce.com/trailhead.
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6. Vend:

Retail Trends and Predictions
for 2018

Vend, a cloud POS software provider, employs
design elements modestly in their retail guide,
opting for more of a white paper-style asset.
We’ll still consider this an eBook because it
serves the same purpose as other eBooks:
being a lead magnet.

What Vend tones down in illustrations, it makes
up for in personalized quotations, human
imagery and logical flow of chapters, with each
section highlighting a new retail prediction.

Prepare for the future
of shopping.

14 retall experts talk about the future of shopping
and what you can do to prepare.




02

Delivering personalized
experiences will be key.

The future of retail will en

What makes this eBook work is its consistent use
of green paired with white space — not too busy,
but not lacking in effectiveness.

As marketing assets go, an eBook is a time-
intensive project requiring the efforts of multiple
creative departments. But more time doesn’t
always equate to better results.

As Vend shows, once you gather industry
perspectives that speak to the overall arc of the
asset (in this case, retail predictions from top
players in the space), much of the work is done.
From there, adding in simple design cues may be
all that’s necessary to convey information in the
best way possible.

While other companies may have gone heavier on
custom imagery, Vend allows industry influencers
to speak for themselves, carrying the load of the
eBook. And it probably allowed them to go live
more quickly.
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Conclusion

These real-world examples of eBooks should hopefully help you
envision your next eBook, either in design quality or breadth of
topic coverage.

While you can experiment with various layouts that reflect your
brand image, best practice is to include a table of contents,
appropriate citations and dynamic front and back covers. Not
only do these features allow readers to jump straight to the
chapters that align with their quest for information, but they also
package together starting and endpoints for readers.

At Brafton, our most effective eBook distribution channel is
email, both to existing leads in our sales pipeline and new
leads who've opted to download one of our assets for the first
time. We also choose to produce gated and ungated versions
of eBooks so we can increase the reach of our readership (via
publishing an eBook directly on our blog) while simultaneously
generating new leads through a form fill.

There’s really no reason you should NOT be creating eBooks.

Seriously. There’s no reason.



BRAFTON
FUEL YOUR BRAND



https://www.facebook.com/Brafton
https://twitter.com/Brafton
https://www.linkedin.com/company/brafton/
http://www.brafton.com
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