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WHAT IS CONTENT
MARKETING?

Content marketing is the creation and distribution

of digital marketing collateral with the goal of

increasing brand awareness, improving search

engine rankings and generating audience interest.

Businesses use content marketing to nurture leads

and enable sales by using site analytics, keyword

research and targeted strategy recommendations.

Use this guide to learn about what content

marketing is, what its benefits are, how to use it

and how to measure its effectiveness.
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WHY IS A CONTENT
MARKETING STRATEGY

IMPORTANT?

Creating a content marketing strategy that’s suited
to your specific business and target audience

is how you stay true to your brand and make
marketing materials as effective as possible. It’s
important to evaluate every content marketing
asset for the value it adds to the strategy as a

whole, and then make adjustments as needed. A | e—
360-degree content marketing strategy educates ' I:IE
customers, nurtures prospects and closes sales. X | |
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HOW DOES SEO FIT IN?

In a practical sense, search engine optimization (SEO) and
content marketing are one in the same. To rank highly in
search engine results pages (SERPs), you need high-quality
organic content. To know which keywords to target in your
copy, you need SEO.

SEO is a foundational component of content marketing in that
it is often the centerpiece of all strategies and campaigns.
Optimizing your content allows you the opportunity to update
your brand messaging for a modern audience, outrank
competitors for high-value keywords and keep your web
pages aligned with Google’s sitemap preferences.

To achieve your content marketing goals, SEO is often the
best tactic to start with.
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Ranking Factors

Within the practice of

SEQ, there are specific
ranking factors to consider.
According to Google, there
are more than 200 criteria
the search engine weighs
when it crawls and indexes
your web pages. Based

on how your site and your
content fares in these
assessments, an algorithm
will serve your pages

to searchers.

Some ranking signals are
stronger than others, and

BENEFITS OF

Google doesn’t often reveal
the exact weight of each
one. What we do know is
that the top factors include:

1. Links.

2. Content.

3. RankBrain.

4. Direct web traffc.

5. Mobile
responsive design.

6. HTTPS.

7. Anchor text keywords.

8. User behavior
signals

CONTENT MARKETING

In layman’s terms, everything
you publish on the web
needs to 1) generate
reputable backlinks, 2) be
useful to readers and 3)
have a strong click-through
rate and dwell time.

You can’t do content without
SEOQO, and you can’'t do SEO
without content — they are
inseparable. To achieve your
content marketing goals,
SEO is often the best tactic
to start with.

There are nearly infinite benefits to employing a content marketing strategy. In fact, we detailed

99 of them in this eBook. Some of the most prominent benefits of content marketing include:

Cheaper conversions.

Faster sales.

Reduced marketing
and sales overhead.

Low barrier to
market entry.

&0 Q

O O Stronger lead

generation and
qualification.

Measurable,
actionable results.

More traffic.

Higher search
engine rankings.

-@1 O
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Thought leadership.

Mind share.

Reputation
management.

Do e

Email list building.
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https://www.brafton.com/ebooks/99-benefits-of-content-marketing-and-you-need-each-one/

Unifying the sales and marketing teams is a
prized goal of every company, but one that’s
rarely achieved. With content marketing, both
departments’ efforts feed into the same funnel,
making scalable alignment as easy as ever. For
example, the marketing team can leverage
insights gleaned from sales calls and customer
feedback, while the sales department can
complement their prospecting by distributing

marketing collateral.

A clear way to look at the benefits of content
marketing is to take a step back: What does your
organization want to achieve? From there, you
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can tie your commercial objectives

to specific content marketing goals
and actions. If your goal is improved
lead quality, a targeted lead nurturing
campaign would prove invaluable.
Similarly, if your goal is thought
leadership, investments in social media
and organic content creation would be
a worthwhile attack strategy.

Running content marketing campaigns
empowers you to achieve any
objective you need to, without wasting
resources on short-term strategies or
costly advertising.

B2C VS B2B
CONTENT MARKETING

Content marketing applications are industry-agnostic.
Regardless of target market, geography, language or
product, companies have to publicize their message and
form a connection with customers.

In general, B2C content marketing is characterized by a
heavier reliance on consumer-centric social media platforms,
ecommerce websites, mobile-friendliness and shorter-form
assets. Sales cycles are shorter and user expectations are
extremely high.

Conversely, B2B content marketers typically make greater
use of LinkedIn, long-form collateral, account-based
strategies and niche audience development. Sales cycles
can take months or years, and customers may have million-
dollar RFPs.
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BRIEF HISTORY OF
CONTENT MARKETING

Content marketing has been around for centuries; it just

wasn’t referred to as “content marketing.”

If you take a broad view of the term, Benjamin Franklin’s publication of Poor

Richard’s Almanack in 1732 is commonly credited with being the first example

of content marketing. Franklin created and promoted content that his audience

wanted to read as a way to increase awareness of his local printing business.

O

Fast forward to the 20th century and
Michelin began publishing guides to
Parisian attractions for an audience of
3,000 automobile owners — this was

I,
Four years later, Jell-O created and
distributed recipe pamphlets door

to door to generate interest in just
how versatile Jell-O mix was for the

in 1900!

average homeowner.

Pre-internet, Proctor

and Gamble perfected
branded radio by
broadcasting soap operas
with strategic product
placements aimed at

stay-at-home momes.

(I')
£
In the ’50s, Kellogg’s
tailored their graphic
design and brand
messaging toward

children, allowing them

to sell more cereal.

(I')

o _J
Today, big brands dominate the
web, and social media platforms
have supplanted traditional
advertising vehicles. It’s virtually
impossible to succeed as a
B2C or B2B enterprise without

leveraging content marketing in

its modern form.
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HOW CONTENT
MARKETING RELATES TO
TRADITIONAL MARKETING

Traditional marketing refers to older, more conventional tactics
used both in the past and even today. By this we mean:

il =

Direct mail Print Radio or TV Telemarketing Outdoor sales.
(brochures, advertising commercials. (cold calls, etc.).

flyers, coupons, (magazines, trade

cards, etc.). publications,

billboards, etc.).

The above channels were perfected A traditional outbound marketing strategy means
decades ago. And while they businesses must constantly gain the attention of
were put to good use in their time- an audience by interrupting other forms of content.
restricted formats, they don’t scale For instance, viewers tune in to radio for the music
to a modern digital audience. At their and the commentary — not the annoying ads in
core, these techniques: between. Readers buy magazines for the thought

leadership and research — not the giant ads that
. . appear every other page.
Disrupt user experience. PP Y Pag
As you can see, traditional marketing can leave a
Exist only for a minimal bad taste in the mouth of consumers, especially
amount of time. in relation to today’s enterprise-level content

marketing campaigns.

Aren’t cost-effcient. Content marketing adheres to an inbound model.
Instead of pushing your messaging onto leads (via
ads), you pull leads to your message (via organic

Generate low-quality leads. content). In other words, let consumers find quality

- PO

on their own time.
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ad or print mailer to a small radi

Web traffic from search engines, social media, email and
& ——— 000 . . e

online domains is more qualified and more useful to you as a
business, than if you spent thousands on a 30-second radio

us of homes. Online content

marketing puts you in touch with everyone around the world
with an internet connection — forever.

That said, there is still a place for traditional marketing tactics

1

‘ in modern business. Here’s a lo

ok into how inbound and

outbound marketing can work together, and the history of

their relationship, here: The difference between inbound
@ @ @ and outbound marketing (infographic)

CONTENT MARKETING EXA

MPLES

Because content marketing can take so many forms and speak t

0 SO many

audiences and buyer personas, there are endless possibilities for what a single

piece of content marketing might look like. Here are 7 content marketing examples,

spanning various formats and buyer stages you might consider when building out

your campaigns:

1. Blog posts

Blog posts are a healthy base for your content marketing

efforts. This is your platform to discuss popular industry subjects
position yourself as a thought leader, explain how your products
can address common challenges and draw potential customers
to your website. Need advice on getting your blog started? This
blog post has all the information you need: What is a blog? The

complete guide to achieving real results with blogging.

Once you have blog content, you can repurpose it to create

’

social media posts, long-form content on the same topic, eBooks

using the same text but adding visuals and more. Here are some

pointers on creating a content repurposing workflow.
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2. Case studies

Case studies describe a real issue that a
real customer had, and how your product
alleviated that challenge. It’s bottom-
of-funnel content that can be a huge
help in converting customers; hearing a
true story about a satisfied customer’s
experience is incredibly convincing.

This example from Consero Global does
a great job of:

1. Explaining the problem clearly.

2. Telling the story of how
AppleCare found Consero Global.

3. How Finance as a Service
solutions from Consero helped
solve the problem.

A General Case Study Template:

o
Overview: Challenge/
Paint the overall picture and Opportunity:
explain what the scenario is, Outline the key business
who is involved, what the challenge, consumer problem
parameters of a project were; or market opportunity.

provide any other needed
contextual details.

Solution: Outcome:
Talk about the product Describe the positive impact
or service you provided and of your product or service,
how you deployed tools whether it was an improved
or strategy. customer experience or client

return on investment.

4. Relaying the long-term benefits AppleCare realized from the solution.

Check it out here.

More examples here: 7 B2B and B2C case study examples to model your content after

+

G
\

|

3. Infographics

People love infographics: They’re fun to look

at, easy to understand and are packed with
information. For all of these reasons, including
infographics in your content strategy is simply a
smart idea. The best part: You have lots of leeway
on how you want to design your infographic.

This eBook has a lot of inspiration for designing

engaging infographics.
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4. Explainer videos

Explainer videos complement your other marketing
efforts by explaining the benefits of a particular
solution, details about a product or the nuances of
a difficult problem.

Here’s an explainer video example from MuleSoft.

The video centers around a common problem for
MuleSoft’s customers, but one that their typical
buyer may not understand well: What an APl is.

Explaining this concept helps generate demand
for their services.

More explainer video examples here: Best explainer videos for B2B businesses to

model after.

5. Testimonials

Testimonials can give potential customers an inside look into what it’s ﬁ

+

like to work with a company or use a particular product or service.

Proactiv is one brand that has embraced the testimonial, taking quotes
and photos from real users and displaying them on their site and
throughout their advertising and marketing strategy. Check out how

Proactiv uses testimonials on their site.

ProactivMD®

Joslyn W, 36 Bailey N. 16 Paulina M, 21
“I had major, major breakouts all “I definitely feel that | can go out in “I'm definitely thankful for
over..now my skin is pretty clear!” public and not have to like wear a ProactivMD. It was a life-changer.
hoodie. ProactivMD really works.” Because | am confident in my own

skin.”
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6. Webinars

Webinars are online seminars that you can
create and host for your audience. They can
be live or recorded (or both) and they’re your

opportunity to share your perspective on
an industry theme, a product of your own or

’ something else altogether.

Collaborative webinars are a great way to team

up with another brand. For example, many of the
webinars hosted by Content Marketing Institute

‘ ° are done in collaboration with another brand,

like Drift or Sitecore. This brings in multiple
sources of expertise to make each webinar

e Q more valuable, and also draws in viewers from
all brands’ audiences.

Learn more about webinar marketing here.

7. User-generated content

User-generated content is exactly what it sounds
like: content created by people outside your
organization. This strategy engages real people, is
unique and creative, plus is very cost-effective.

Apple’s Shot on iPhone campaign is an example
of UGC at its best — the company sourced photos

and videos real people took using their personal

iPhones, then included them in printed ads.

Common types of
Companies of all sizes can create a UGC user-generated
content include:

campaign using social media to generate interest
- Blog comments.

and share creations from followers and fans. Or, z - Product reviews.

they can find UGC where they naturally occur, like - Testimonials.

- Community forums.

blog comments and product reviews.

PAGE 10 WHAT IS CONTENT MARKETING?
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TYPES OF CONTENT

Content marketing formats can change often based on customer expectations and user

demands. As websites and social feeds become more responsive and sophisticated, they’re

able to host more dynamic file formats, granting marketers greater opportunities to reinvent

the wheel. Broadly speaking, content fits into 5 buckets:

Written

o Blog articles.

o Product descriptions.

o Landing pages.

Press releases. o Ad copy.
Long-form guides. o eBooks.
FAQs. o White papers.
Email copy. o Case studies.

815

Video
Video blogs.

]

o

Studio production.

o

On-location video.

o

Vox pops.

Video interviews
or testimonials.

Animations.
Web demos.
Product demos.

o Corporate promos.

o

Event footage.

o GIFs.

o Virtual reality and
augmented reality.

Graphics

o Infographics.

o Custom illustrations.

o

Calls-to-action.

Content formatting.
Wireframes and site mockups.

i | fgd | as)

Social ° Hashta'g ° Quizzes.

. o campaigns. o Polls/surveys.
o .

ser-generate o Complementary o Contests.

content. social posts.

Audio
o Webinars.

o Podcasts.

Recorded interviews.

Many types of content require collaboration with other formats, making them hybrid assets

involving multiple stakeholders or departments. White papers, for instance, merge written

copy and graphical formatting or branding. Web demos, too, involve written scripts, audio

narration and animated designs to form a complete product.
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CONTENT MARKETING CHANNELS

How you publish, promote and amplify your content is just as important as what you create.
While your marketing assets help define who you are as a brand and what message you
want to convey, the channels in which you deliver those very assets will affect who sees your
content and how well it performs.

There are numerous channels marketers can use to interact with prospects and customers.

These are the 10 most important distribution methods you’ll likely come across:

1. Organic traffic (SEO)

Generating organic traffic is achieved through SEO. +

In effect, site visitors click on your content they +

found in organic SERPs — and it all started with a //Z\\ |
search query. The content you publish on your site ( \ Q

is indexed by search engines and served to users,

and it doesn’t have to just be blog articles. Video
content and infographics — anything ungated, really

— also appear in SERPs, granting you more exposure

o

.|.
2. Paid search traffic (SEM) @

Driving search engine traffic through organic content is a o0o0oOo

and the chance to funnel traffic to your site.

great long-term investment. But sometimes your company

needs a faster, more measurable form of ROI, which can be — -
accomplished via paid search ads.

As a form of pay-per-click advertising, paid search ads appear

at the top (and sometimes the bottom) of SERPs, giving

your brand major exposure that couldn’t be accomplished

otherwise. Creating landing pages, branded ad copy and

clickworthy titles on your paid ads can steal traffic from SERP

competitors and funnel commercial leads to your site.

Related resource: How does pay-per-click work? And other +

PPC questions answered
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3. Email marketing

Email marketing delivers the highest ROI of any channel. By
distributing newsletters, gated assets and other forms of
branded content marketing directly to the inboxes of your
email list, you can cut through the noise of the web and have
one-on-one conversations with prospects and customers.

Segmenting your email lists into various account types,
reader intent and industries, you can distribute content with
precision, ensuring your message gets to the right people at
the right time.

Newsletters are a great place to start email marketing. Learn
how to build an email newsletter from the ground up with this
guide: How to create an email newsletter that converts.

4. Social media marketing

Social media helps give your marketing more Here are more resources on how to use

personality, cause and commentary. You can post specific social media platforms:

targeted content on one channel, and other types

o How to post your content on

of assets on another — wherever your audience is, YouTube and engage

you meet them there.

Your social channels also empower you to
respond to subscribers and followers, measure

your subscribers

o 5 of the best types of content to
post on LinkedIn

engagement in real time, promote products and o Understanding Facebook

network with influencers. It’s a versatile, highly
vibrant ecosystem to capitalize on.

LinkedlIn, YouTube, Facebook, Twitter, Instagram
and Pinterest give your content reach it couldn’t

sponsored posts and how to use
them for the most ROI

o Content Marketing Weekly:
The Latest Twitter Trends to
Tweet About

achieve elsewhere, making it a vital tool in your

distribution strategy.

o How to grow Instagram followers
organically (infographic)
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5. Link building

Because quality, credible backlinks from authoritative sites is
a Google ranking factor, obtaining those links is an incredibly
powerful way to increase your brand reach. Link building is
the methodology for generating interest in your content and
securing the links you seek. You can do this through:

o Creating well-researched content that’s worthy of links.

° Publishing proprietary studies that don’t exist anywhere
else on the web.

o Guest-posting on other high-value industry sites
and publications.

o Manual or automated link outreach.

Publishing your content and then getting it in the right hands
is the key to link building. The link juice earned from each
incoming domain URL will boost your site’s rankings.

6. Podcasting

+ A newer distribution method, podcasting has exploded in
_ popularity. As the average smartphone user spends nearly
— 4 hours a day inside apps, recording a podcast can put your
/_\ N company right in front of these users via Apple Podcasts,
Spotify, iTunes, Anchor and the dozens of other listening apps
on the market.

Podcasting gives your brand another forum to dive more

deeply into niche subject matters, interview industry experts
and network with like-minded companies and consumers. It's
a great way to deliver your message audibly, as listeners can

enjoy your content while driving, riding the train, working out,

cooking dinner and whenever they have downtime.

People will likely find your podcast in the same way they
find your site: Organically. Which means there’s a strategy
to making your show findable to the average listener. Learn
more about how it works here: How do iTunes podcast

rankings work, really? (infographic)
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7. Display advertising 8. Syndication

Staying in front of your audience as they move Content syndication is a network of

across the web is a great way to own mind share websites that re-publish or re-feature

and stay visible among so many competing existing content on the web, either in

distractions. Every time someone visits your site, full or in short synopses. Syndication

they are cookied (a small piece of code). After they  allows your content to achieve greater

leave your site, your paid ads may be displayed reach and appear in front of more

across other websites, apps or social platforms online readers than it otherwise could

they visit, creating a trail of brand interactions. on its own. The tradeoff, however,

These ads are usually display banners composed is that most syndication platforms

of text, imagery and buttons. are paid services and the quality

of newfound traffic to your content
Related resources:
cannot be guaranteed.

o What is display advertising?
A beginner’s guide X

o Remarketing vs Retargeting:
What’s the difference?

D —
| | o o o o [
] 0000000 X
9. Event-based marketing o o o o [ o
, _ . , _ X o o o o [
For industries that still do a lot of business offline, (

trade shows, conferences, forums and other
community events are integral to marketing
success. Blurring the lines between physical and

digital marketing, event-based marketing relies on Other content distribution formats to

the power of both. consider within the context of events
o _ ) i are augmented or virtual reality
This might include speaking opportunities, .

] experiences, branded swag and
webinars, lunch-n-learns or pop-up booths set up . . .
] ) ) ) interactive contests or giveaways.
in public spaces with lots of foot traffic. For these

events, you’ll need marketing collateral — like
panorama visuals behind you or even printed

infographics on hand — and a promotions strategy

to get your voice heard above the crowd.

Need some tips on promoting an
event? Here are a few: Market it, and

they will come: Building an event

marketing plan that draws crowds
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10. Mobile marketing

Though mobile marketing is really a device preference that
cross-cuts all the above channels, consumer behavior trends
dictate companies should think of smartphones and tablets
as distinctly valuable in and of themselves.

Marketing your content on mobile means, first and foremost,
a fully mobile-responsive web design. It also entails
optimizing your future content decisions to account for

less text, more visuals and lots of clickable buttons — all —_—

seamlessly integrated directly into your web pages, emails
and social feeds.

Mobile traffic also comprises the thousands of apps available —_—

to consumers — all micro channels through which you can \/ \I
promote your business, like podcasts, news aggregators and X

even standalone branded apps.

WHAT DOES A
CONTENT MARKETING
MANAGER DO?

A content marketing manager is the quarterback of your
content marketing investments. They devise the strategy,
support its execution, facilitate the publication and
distribution of assets, measure performance metrics and
report on analytics.

They are uniquely positioned to make a large impact on the
success of your content marketing efforts and are tasked with
turning the marketing team into its own revenue center.

Learn more about the important role content marketing
managers fill here: Everything you need to know about
content marketing managers.
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HOW TO CREATE A CONTENT
MARKETING STRATEGY

No two content marketing strategies are the same — at least they shouldn’t be. At a high level,

“blogging” is a content marketing strategy, as is “video marketing.” But digging deeper into

the tactics, timelines and targets of those strategies reveals that there is a lot of variability and

subtleties in play. To develop a content marketing strategy that’s uniquely designed for your

brand, its goals and its capabilities, here are some starting points and simple examples:

1. Identify short- and long-
term business goals.

40% increase in
customer subscriptions in
the next quarter.

2. Establish how the
marketing team can help
deliver on those goals.

Create middle-of-the-funnel
content that’s helping

push prospects closer to

a conversion.

3. Understand which buyer
personas you're targeting
with your content.

Who within your target
audience has purchasing
power to become a
paying customer?

4. Decide which types of
content are preferred by
those buyers.

|11

Does this persona mostly
consume short articles or do
they prefer video demos and
face-to-face meetings?

"4

5. Select promotions and distribution
channels your target audience uses.

Are they active on specific social media
platforms or are they relying on email or
search engines to gather information?

6. Map conversion pathways to the
customer journey.

At which stage of the funnel are you
hoping to increase conversions and
remove any final customer obstacles?

7. Design calls-to-action and event
triggers for tracking and measuring
performance and goal completions.

To properly attribute success and
identify dropoff, create clickable CTAs
that lead to dedicated landing pages —
and track those clicks, links and actions
with code and integration into your
analytics dashboard.

8. Create a template, model or
workflow that organizes and facilitates
the execution of the above steps.

Use agile methodology, project
management software, creative agency
vendors or other “systems” to coordinate
your content marketing campaign.

PAGE 17

WHAT IS CONTENT MARKETING?



While these steps serve as a skeleton for your marketing “
framework, the actual “how” of ideating, implementing

and executing the specifics of your strategy are up to you, —_— =

your budget and your tools. For enterprise-level marketing

campaigns, annual budgets can easily get into millions

of dollars. Mid-market companies may allocate closer to

$250,000 a year to marketing and marketing-adjacent

activities. SMBs and bootstrapped startups might spend @

$10,000 annually on marketing. U

These broad categorizations help put into perspective not -

just how much to spend but more appropriately how to spend

efficiently. In other words, how to create content that’s wholly 3¢
in the service of your goals, while maximizing every dime _—
along the way. For example, if you’re aiming for more eBook

downloads, creating Facebook posts won’t help you reach ( \

that goal.

+ UNDERSTANDING YOUR
TARGET AUDIENCE

One maxim of content marketing to keep in mind is: You

+ are not your target audience. Creating content because
you “think it’s good” or “it’s cool” or “this is what my boss
wanted” is not enough. In fact, it’s not advisable at all. Instead,
be 100% user-focused. Answer their questions. Pique their
interest. Engage their time.

In practice, this means creating dedicated user profiles — 3-5
personas is a good starting point. Creating these sketches

outlines who you should be targeting, where in their journey
they are and which types of content are most likely to convert.

.l.
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As a reference point, distinguish between a few different types of site visitors:

Top engager

This is the person who not only clicks on your articles but also engages
with them, uses them for research and may subscribe to several of your
company’s marketing channels.

Top influencer

This is the person who has only surface-level knowledge of who you
are and what you do. They don’t have time to read every page of your

ﬁl

site, and they prefer to stay out of the weeds day to day. Their role is a
facilitator of vendor information. They share your content with internal
stakeholders, vouch for your services over competitors’ and want to
speak with you directly — before looping in their boss.

Top decision-maker

This is the person who signs on the dotted line, and has the authority to
do so. They won’t engage or interact with your site really at all — they

¥

just need enough information to make a good decision on a potential
business relationship. This person has quotas to hit, hard deadlines to
meet and wants to get down to business rather quickly.

Each of these personas has different motivations and interests,
both personally and professionally. As such, they interpret and

experience your site in unique ways. Targeting your content to +
each persona and adjusting your KPIs accordingly can help keep C

your metrics accurate and actionable.

As you can see, at the marketing level, there is no single “target + :)

. . . o
audience.” Once you look into the core details of why you’re N

creating content and for whom, you realize there are varying tiers

and shades within your target audience. Working on creating your

target audience personas? Try starting with this template.
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CONTENT MARKETING
IN THE SALES FUNNEL

The sales funnel is the elemental foundation of marketing and sales alignment.
For any business, knowing how your funnel takes shape, how each stage
performs and where improvements can be made empowers you to create
content that’s more likely to resonate — and convert. Using a common

understanding of the sales funnel, we can divide it into four constituent parts:

@ Awareness: Users are just discovering your brand and are not looking
) { to be persuaded or sold to.
]
NV

Interest: Users may be intrigued by your offerings and interested in
seeing more content or following your brand on social media.

Consideration: Users are more intent-driven and are actively
comparing your brand against others based on whether your products
or services align with their distinct needs.

fully vetted your brand. All that awaits is a swipe of a card or a
contract signature.

S8
@ Purchase: Users are ready to become paying customers after they’ve

Within these four phases, user intent varies. audience, and that you can better track
Whereas a traditional marketer would blast all four your investments within the funnel.
of these buyer personas with the same, templated Similarly, you might find that prospects

TV commercial, a content marketer would create make it to the consideration stage of the
more-personalized messaging that targets users funnel, and then drop out entirely. This
only within the confines of their specific stage of signals a need, on your part, to create
the funnel. content for the consideration stage that

re-engages prospects, differentiates you
This level of distinction and optimization means from competitors and gives them better
every piece of content is geared toward a specific reason to move to the purchase phase.
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Here’s another look at the four sales stages and which types of content

are best-suited to each:

NV

OX S
A EI
Awareness Interest Consideration Purchase

o

Blog articles.

]

Infographics.

° Social
media posts.

o

Podcasts.

° Short videos.

o

]

]

]

]

White papers.

eBooks.

Explainer videos.

Conversion
landing pages.

Display ads.

o Case studies.

o Customer
testimonials.

o Web demos.
o FAQs.

° Sales sheets.

o Sales emails.

o On-site video
testimonials.

o Sample or
trial content.

As your content marketing team develops the above assets,

you can deploy them with precision at their corresponding

phase of the funnel. So you’re not mixing your messaging

or confusing prospects with uncontextualized content,

both your marketing and sales departments should work

in complete cohesion, preferably with the support of sales

enablement software.

Sales should not be cold-calling someone who is already at
the purchase stage, and marketing should not be sending
promotional emails to someone who clicked on your site for

the first time yesterday.

As sales and marketing teams collaborate and work in
unison, you have greater confidence that every asset is
specifically engineered to convert users and that every

decision is tied to measurable ROI.

0
S
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() QUANTITY VS QUALITY

Search engine algorithms are now better at identifying
content quality than even the engineers who wrote the
algorithms, according to Google. As such, the quantity vs
quality debate isn’t really a debate worth having

for marketers.

The goal of every piece of content you create is to make a
connection with a human reader, listener or viewer. Some
enterprise companies who have the scale and reach to do

so can post online several times a day. The average marketer,
however, may create and publish content once or twice
a week.

The biggest thing to remember about content marketing,
though, is that volume is not a metric that search engines

measure, and it may not be one that consumers care about.
On the other hand, marketers have traffic and conversion
quotas to meet, and a higher volume of content can help hit

N

those milestones. Balancing those internal data benchmarks

with the actual value you’re providing to users is where your
( \ content marketing managers enters the equation.

They should have a discerning eye for what’s needed and
> what’s overkill.

Some of the best-ranking sites, like Backlinko, publish only
once a month, if that. Yet they rank highly for every keyword
they target — quantity is not an important metric for them.

Drawing that line at your company can help marketers design
more strategic campaigns and keep all stakeholders apprised
of the underlying objectives they’re hoping to achieve.
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USER EXPERIENCE AND

CUSTOMER SERVICE
User experience is a Google ranking factor, and it’s essentially
a way of life in modern business. /\

Some refer to it as the Amazon Effect, or even the Google \

Effect: Once consumers have their expectations for speed,

service and quality met in one area of their life, they expect Dy

that same level of positive experience in all facets of their life.

What this means for content marketers is that content ( 000 )

they create must be incredibly practical, actionable and

useful to readers. It can’t be fluffy or pointless. The same i B
goes for the overall design of a website and the total

customer experience.

Making your content and your site UX-friendly means

ensuring it’s optimized for mobile screens, contains visual

elements, is authoritative and entertaining, loads quickly and

provides them with helpful takeaways. In other words, make

your content memorable and frictionless.

Because there are no second chances for first impressions,
every touchpoint and experience matters to users. And it

@ should matter to your business, too. Great UX could be the

difference between a new customer or a churned customer.

* The proliferation of social media and online review platforms
— Yelp, Google My Business and Better Business Bureau —
makes it extremely easy for satisfied or disaffected customers
+ to preach your strengths or decry your weakness in public
LY forums. This means there are real commercial risks involved
@ + with giving users a poor experience. Content marketing is a
) g constant pursuit toward UX perfection across every channel

! and web page.
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CONVERTING WITH CTAS

Any marketing campaign is only By attaching metrics to each CTA, you can track
as successful as the conversions their performance and optimize them to convert
it generates. Calls-to-action (CTAS) even more users in the future. For instance, you

provide users with a way to interact with  may want to track conversions in two ways:
your brand: maybe that’s downloading
a white paper, signing up for a webinar Micro:
or requesting a sales demo.

o Newsletter subscriptions.
A CTA gives next steps, so users o Gated asset downloads.
can navigate to additional pages o Navigating to a contact page.
throughout your site or reach out to
you directly. They’re basically shortcuts
to becoming a paying customer faster. @ Macro:
Without CTAs, your content is basically o Quote request.

a parked car sitting in the driveway — Adding it ¢ i
° ing item to online

it's not going anywhere. shopping cart.

CTAs should exist on every page of ° Reaching outto a sales rep.
your site, and they can be embedded
anywhere throughout your content To optimize CTAs, you might adjust details like:

— hotjustatthe very end. The most o Design, including color, typography and size.
important thing to keep in mind with

CTAs, though, is that your direction o Phrasing.

needs to be clear and consistent. What ° Placement on the page.

actions do you want users to take?
o Target link.

DECIPHERING USER INTENT

Not every person who lands on your website is looking to interact
with your brand in the same way. In fact, there’s an endless number
of permutations: some want to browse, others to buy — and every

possibility in between.
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For the purposes of constructing your sales funnel and targeting the right audience,

distinguish between the three types of searcher intent:

Informational

Users who search with informational intent purely want information. It’s not always
clear why they arrived on your site. They might read one blog post, then never
return. They might browse your home page, then a product page. For the most
part, they’re just gathering information and learning as much as they can along their
search journey.

Navigational

Users who intend to navigate to a specific page of your site, or to gather a specific
piece of information, are considered navigational. In other words, the first page they
click on may not be the true destination they seek — they still need to be directed to
secondary pages or conduct another search query.

Transactional

Users with transactional intent are looking to purchase something. Or, at minimum,
do some comparison shopping to see how your prices and services stack up
against similar providers. These searchers are more likely to visit product pages,
add items to online shopping carts or ask for sales quotes.

Each of these three personas carries tremendous value. They’re
effectively data goldmines. By understanding how searchers query,

OO and the intent behind those queries, you can build content marketing
strategies that directly address those intentions. For example, the

— following three queries revolve around a similar topic, but you can

clearly identify the difference:

Q o brafton content marketing (informational).

o brafton linkedin (navigational).

o brafton white paper prices (transactional).

With this knowledge, you’re able to create content around those specific
keywords and keyphrases with a higher likelihood that its reaching the

right audience at the right time.
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HOW TO GENERATE
CONTENT IDEAS

There’s no shortage of tools, tricks and tips for generating content ideas. If the
primary roadblock to your marketing is volume, generating ideas in bulk could be
worthwhile. Conversely, if your content continually misses the mark due to poor
strategy, your goal may be to produce ideas that are more targeted and valuable to
a smaller subset of high-conversion readers.

On-SERP options [

Google has a number of free, easy-to-use features + (— 000 )

directly in SERPs that can clue you into what you

should write about. | | .
N4 —

o People also ask.

o Searches related to.

o Autosuggest.

o Trends. _|_ (

o News.

SEO tools

Diving deeper into keyword-driven ideas can help

you understand search queries. Then, you can

work backward to create content that backfills that _|_
search intent.

o Google Analytics. +
o SEMrush.

o Answer the Public.

o MarketMuse.

o Moz.
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Social media

Following trending stories, viral events and high-

3¢ o BuzzSumo.

@ o Twitter “Trends for you.”
o Hashtags.

N

engagement threads keeps you abreast of what'’s
@ happening in your industry and where you could

possibly play a role in the conversation.

@ o Industry forums.
3 o Customer reviews.

In house

Your company likely has decades of unique industry and
technical experience on staff — and they’re just a few desks
over. Ask questions of different departments, brainstorm
laterally with sales teams and learn more about the subject
matter at hand by looking inward to those staff members.

o Collaborate with sales.
o Speak with product SMEs.
o Mine proprietary research.

o Distribute internal surveys.

Your organization should never be lacking for content
marketing ideas. It's mostly a matter of turning over enough
stones within your company and via search engine tools
that are free or inexpensive to use. Ensure the topics you
generate, though, still align with your larger business
objectives and that they can be refined in the content
creation process to serve the ideal:

° Buyer persona.
o Stage in the sales funnel.

o Keyword target.

\N/
7N\

More ways to generate content ideas at scale can be found here.
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CONTENT MARKETING
DISTRIBUTION STRATEGY

How you distribute, promote and amplify your content has a direct impact on

how your messaging is received and how far it reaches. Simply having the right
distribution channels in place isn’t necessarily enough to make your content
achieve its full potential. You also need to optimize those specific channels to
ensure they’re being maximized. For instance, if you want to increase your email
marketing conversions but don’t have email lists segmented effectively by audience
variations, you could be targeting too many people at once — and converting no
one at all.

Based on industry studies and experiments we’ve run internally over the past
years, we've discovered that there are 10 super important distribution strategies to
implement before your content launches.

The top 10 content marketing distribution strategies are:

1. Ideate distribution channels at the same time you
brainstorm content ideas.

o This makes every asset completely aligned and on brief with what you hope
to achieve.

2. Fix all indexing issues and mark up your site with
proper schema.

Organic search as a distribution channel only works if search crawlers can
accurately interpret your site and serve it to users in SERPs.

3. Segment your email lists and set up custom

4§> marketing triggers.
Email marketing can get very complex very fast, but it’s the perfect channel
to control nearly every aspect of what happens at all times. Be as detailed as
possible, and track every event, trigger or action — then feed that data back into
your next email campaign.
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4. Solicit micro influencer contributions.

A

Authorities in your space who share your content are your marketing allies, and
they can signal boost your content to heights you could have never achieved
alone. Ask them to contribute a quote to your next article, appear on your
podcast or collaborate on joint ventures.

5. Measured paid distribution.

Pay-per-click advertising through search engines and social media platforms

(=0

can be costly without appropriate oversight and targeting. When done right,
however, you can reach more users, more quickly than relying solely on organic
marketing. Be tactical with your investments and use paid media distribution as
a smaller percentage of your budget.

D

6. Podcasting.

As consumers who were once narrowly described as “readers” or “viewers”

@

become “listeners,” podcast marketing has taken root. The number of people
consuming audio content has doubled in recent years, and those who listen to
podcasts weekly do so for more than 6 hours a week. This is a huge audience
you can’t ignore.

7. Use browser notifications where applicable.

!

You can send targeted messages to users on your site with the click of a button,
and if they hit accept you’ve immediately added another person to your email
list. Browser notifications only take minutes to design and you can generate a
lot of activity quickly. Just beware of the click quality you receive.

8. Maximize email signature real estate.

If you’re already sending out emails, why not make your email signature more
actionable? Include contact info, clickable CTAs, product catalogs, links to
recent content, etc.

9. Guest blogging for backlinks.

d N\

With quality backlinks being a top Google ranking factor, posting on credible,
high-DA sites can send additional referral traffic your way and, over time, boost
your own site’s DA.
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@ 10. Webinar marketing.
Virtually any type of content can be converted into a webinar. The narrated,

slideshow, Q&A format increases viewer engagement, generates leads via
registrations and makes your content multifunctional.

Each of these distribution strategies is covered in our webinar.

BUILDING CONTENT =/ \ 'l
MARKETING WORKFLOWS —-

Although every business inevitably Here’s a sketch of what that might look like:

works in its own way, your content
1. Set objectives for a defined period

of time.

marketing programs should stick to
dedicated protocols due to the number

of steps and stakeholders involved.
2. Determine which stage(s) of the funnel

will produce agreed-upon goals.

Companies working with vendors,
contractors, freelancers, temporary

staff or other types of external parties
3. Decide which distribution channels will
best serves those stages.

will especially benefit from organized
workflows and milestones.

4. Qualify which types of content will best
serve the target audience in question.

Another consideration is software and
its potential integrations. With project
management apps, content delivery
APIs, file hosting platforms and various 5. Quantify how much content is needed.
forms of chat messaging channels,

making all of these systems work 6. Identify internal or external resources

capable of creating content under this

PO 2 P K < &

together cohesively is key to marketing
uptime and content quality. strategy and timeframe.

7. Measure baseline analytics before a
campaign begins.

Generally, starting with your goals

=

and working backward is a successful,
measurable track to take.
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@ 8. Track real-time performance metrics and benchmark them against your
baseline and your end goal.

T$+ 9. Make content, distribution or strategy adjustments as needed.

@ 10. Finalize the end of the campaign and report of end result.

The distinct workflows on an asset-by- of marketing assets in the works at a single time
asset level may vary, as a blog article and multiple people managing the scheduling,
takes fewer hands and less time than collaboration and approval of each stage of those

an on-location video shoot, for example.  assets. Any micro-delay can lead to missed quotas.
That said, the content marketing

manager will be the central vehicle To keep the full scope of your content marketing
driving deadlines, handoffs and quality. on the rails, consider using:

o

Practitioners of agile methodology A single project management software for all
may adhere to a sprint-based workflow, departments and vendors.

working in short bursts to produce

o

User-friendly video conferencing tools.
large batches of coordinated content.

o

Collaborative file-sharing and file-editing.
Other types of workflows may be more rative i rng ' iting

o

linear, with departments working one at Clear metrics, benchmarks and milestones.
a time like an assembly line — known
as waterfall. Unified communications systems, which

merge martech tools and functions into a
Depending on the scale of your simplified suite, are ideal for more complex
campaigns and the resources you omnichannel workflows.

have in play, you may need dozens

HOW TO MEASURE CONTENT
MARKETING METRICS

With marketing automation tools making data insights more accessible than ever, there’s an
enormity of critical business intelligence to be discovered through content marketing.
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Which metrics you choose to measure depends largely on the objectives you wish to achieve.
Most practically, let’s delineate between vanity metrics and valuable metrics:

O O Valuable metrics
7\

To accurately report content marketing ROI, you must look
at metrics that actually matter to your bottom line. These

+ aren’t just marketing indicators; they’re integral commercial
signals. Metrics tied to revenue streams are inherently more
important and more impactful when deciding where to

place your resources and how to secure additional content
marketing investments in the future.

Examples of valuable metrics include:

o Conversion rate.

o Customer acquisition cost.

+ © Customer lifetime value.
s ey o Marketing-qualified leads.
— —
—_ |

o Sales-qualified leads.

\ o eBook downloads.

o Search position for commercial-intent keywords.

Vanity metrics

Vanity metrics are data points that might disguise real,

underlying trends or that aren’t totally tied to ROl in any
meaningful way. You wouldn’t want to make business

decisions based on vanity metrics because they s N

predominantly show only consumption (buttons were
clicked, pages were visited, etc.) but not cold, hard ROI. They +
don’t generate actual revenue and are really only useful in S

measuring non-transactional activity. A\ _ .

Examples of vanity metrics include: \ / %

o Pageviews.

° Bounce rate. +
o Social media follower count.

o Site visitors.

o Keyword rankings.
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Within these definitional boundaries, the act Be sure to implement proper tracking

of tracking and measuring metrics can be codes on all of your web pages, social
as automated and manual as is preferable. feeds and email accounts, too, as this
Companies that lack the budget or talent may will be the mechanism for populating
default to spreadsheets or simple Google your analytics dashboards and ensuring
Analytics dashboards, while more sophisticated your data is accurate and updated.
marketers may use a series of integrated or In Google Analytics, setting up Goal
parallel metrics engines. Completions for Assisted Conversions

is incredibly insightful as well.
Recommended analytics tools to kick-start your
marketing measurement include: When analyzing and reporting on your

s Google Analytics. marketing metrics, avoid showing
the obvious, surface-level indicators

o Google Search Console. )

described above. Instead, frame the

° SEMrush. conversation around dollars in and
o Ahrefs. dollars out, so that non-marketing
o Moz. stakeholders and executives can more
o Salesforce. easily follow along and appreciate the
o MarketMuse. achievements your team has made.
: ;(;?Iz;imp. So rather than reporting on the

number of leads generated last quarter,
o BuzzSumo.

highlight the precise cost-per-lead.

Set benchmarks before, during and after your Similarly, instead of clicks, focus on

marketing campaigns, using the metrics that are click-through rate.

' )

+ ‘=

most important to you.
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HOW LONG DOES IT TAKE
FOR CONTENT MARKETING
TO SHOW ROI?

Return on investment can be tracked, This process does not happen overnight.

analyzed and reported in a number of Google may rank your blog post in position 3 on

ways — and no two companies do it the day 10, but then position 12 a few weeks later —

same way. After more than a decade and vice versa. This volatility is Google’s way of

delivering real content marketing finalizing just how valuable your web pages are

results to our clients, we’ve found to searchers and where in SERPs they should

that a general rule of thumb to follow be featured.

is: content marketing takes about 6

months to begin showing true ROI. After the 100-day mark, you can safely assume
that those pages have “matured” and settled into

As such, content marketing is a long- a more concrete, predictable SERP position.

term investment. Which is a good

thing because, just like personal With this in mind, setting appropriate expectations

wealth, it compounds and builds over within your company is key, as some stakeholders

time. As long as your website and may demand quick wins or scientifically unrealistic

social feeds remain active, you have goals. As your content marketing programs

a comprehensive catalog of pages begin to show results, track their performance

drawing traffic every single second. The milestones and optimize subsequent content

better your content is, the more likely it marketing investments accordingly. It may turn

is to generate higher ROL. out you’re posting too many infographics and not

enough videos, or you should focus on acquiring
We’ve also discovered that it can take more backlinks and not more social likes.
at least 100 days (or about 3 months)

for your content to “fully mature” in

the eyes of search engines. You < oooooog 000 ) X
can’t publish a blog post one day ~ EEEEEEE

and expect immediate gains the next. 0000000

Search engine algorithms must crawl @
your pages, parse through enormous - @

amounts of code, assess the quality of ‘ '

your content and index those pages in A
- <~ /
SERPs for the appropriate searchers. '
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GENERAL CONTENT
MARKETING BEST PRACTICES

Although marketing standards and industry practices can change year to year,

there are certain ideas that just make sense. And they’re widely applicable to every

industry, budget and objective.

We’ve documented 50 of them in this eBook, but here are some favorite

CliffsNotes for you to follow:

Break up your copy into short
chunks for greater readability
and mobile experience.

—xm

When unsure how to convey
a complex idea succinctly,
use visuals. Don’t try to write
your way into mastery of a
subject. Your buyer persona
may prefer a 90-second
animation anyway.

O A

Use long-tail keywords
and semantically
related keyphrases to
create well-rounded,
authoritative content.

I

- Whitespace is more friendly
H-% 5 than you think. On websites,
apps, emails, infographics,
etc., — don’t over-design or
over-clutter.

Write for humans, not
search engines.
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But at least make your site search-
friendly so that humans can find
your content.

Optimize for featured snippets
wherever possible.

Do not ignore email marketing. It
delivers the highest ROI of any
marketing channel.

Be wary of campaigns that heavily
rely on influencers.

Use paid and organic strategies in
tandem — it doesn’t have to be one or
the other.

Automate every single task you
possibly can.

Be social: Start conversations. Respond
to posts that you’re tagged in. Find new
ways to get people talking about your
brand on social media.
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CONTENT MARKETING TOOLS

The market for content marketing tools (and its adjacent industries) grows every
year. With user experience at a premium, and technology demanding marketers
evolve their tactics in near real-time, software, plugins, dashboards, integrations
and analytics are table stakes. We’ve outlined below tech solutions to make your
marketing more granular, more effective and more engaging:

SEO o Buzzstream.
o Ahrefs. o Majestic.
o SEMrush. ° Yoast.

Email automation and analytics

o Marketo. o Pardot. o MailChimp.
o Constant Contact. o Salesforce. o HubSpot.
Keyword research

o SEMrush. o Moz Keyword o SpyFu.

o MarketMuse. Explorer. o KWFinder.

Social media automation and analytics

gxa o BuzzSumo. o Buffer.
_L O )

o Hootsuite. o SproutSocial.

Site analytics
o Optimizely.

o

Google Analytics.

o

o Crazy Egg. Google Search Console.

Site audit

o

SEMrush.
Google PageSpeed Insights.

o ScreamingFrog.

o

o Raven Tools.

@ Writing

o MarketMuse.
° Hemingway App.

o

Answer the Public.

o

Grammarly.
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https://ahrefs.com/
https://www.semrush.com/
https://www.marketo.com/
https://www.constantcontact.com/index.jsp
https://www.optimizely.com/
https://www.crazyegg.com/
https://www.semrush.com/
https://www.marketmuse.com/
https://moz.com/explorer
https://www.spyfu.com/?alt=5
https://kwfinder.com/
https://www.screamingfrog.co.uk/seo-spider/
https://raventools.com/
https://buzzsumo.com/
https://hootsuite.com/
https://www.marketmuse.com/
http://www.hemingwayapp.com/
https://www.buzzstream.com/
https://majestic.com/
https://yoast.com/
https://www.pardot.com/
https://www.salesforce.com/
https://mailchimp.com/
https://www.hubspot.com/
https://analytics.google.com/analytics/web/provision/#/provision
https://search.google.com/search-console/about
https://www.semrush.com/
https://developers.google.com/speed/pagespeed/insights/
https://buffer.com/
https://sproutsocial.com/
https://answerthepublic.com/
https://www.grammarly.com/
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