Content Marketing:
Is it right for you?

This short guide is aimed at B2B and IT businesses, or
those with a complex story to tell.
This Content Marketing Guide will give you an overview
of what Content Marketing is, how it relates to your
business, the importance of Content Marketing in today’s
new media age and how it works to help you treble your
inbound lead generation and close sales quicker.
The guide represents the views and successful approach
of Elizabeth Wheeler, Director at Agility.
Content marketing is the process of publishing content
that helps to engage or entertain a prospect and then
move them into the sales funnel. Content marketing
isn’t necessarily new, however, over the last few years
it has become more popular mostly because of the
engagement it creates and the ROI that it generates for
businesses of all sizes.

IF YOUR CURRENT
MARKETING ISN’T
INFORMATIVE,
FOCUSSED AND
RELEVANT, HOW WILL
YOU EVER SEE RETURN
ON INVESTMENT

Content Marketing...
Kapost and Eloqua recently put together and published
a study marketeer.kapost.com on the cost and ROI of
content marketing in which they share some very eye
opening statistics that should catch the attention of all types
of marketers and senior executives, online and offline.

Content marketing, when executed over a long period
of time (36+ months) yields three times as many leads,
pound for pound, when compared to paid search. The
reasoning for this is because once you have built your
own audience and community, you don’t have to pay for
it anymore and your ROI goes through the roof.

...it’s all about
the long term gain

Marketing has changed...
Remember the old school days when the marketing
industry told us what to buy? This was an age of
consumer deference, where the marketing world took
very much a sales orientated position and dictated their
products to us.
Today is very much an era of reference. Buyers are sick
of being sold to and told what to buy. Just like we look
on Trip Advisor before we book a holiday, business
customers are constantly referring to Google for objective
information to help them decide on the right products
and solutions for their needs. You need to make sure it’s
your information they find and like.
By blending traditional marketing psychology to tap into
the thoughts of customers with new media opportunities,
you can produce and distribute objective, quality content
that provides honest guidance and answers to the
questions being asked – which will earn you respect and
generate more inbound leads and ROI.
It’s about your ability to talk with your audience, not at
them. What’s

your conversation?

....Have you?

Will Content Marketing Benefit You?
Content Marketing can benefit all businesses if they
have a genuine story to tell. It’s especially important for
IT Solutions and Cloud Services providers.
Content Marketing is essential for those wanting to
become true thought leaders in their sector and those
needing to educate the market on new ways of doing
things before a sale can occur.

7 Key Content Marketing benefits include:
1.

Differentiating you from the competition

2.

Giving strong value and purpose to all your
communications

3.

Developing you as a voice of authority

4.

Enabling you to take ownership of a trend or hot
topic

5.

Boosting your SEO and Google ranking

6.

Eliminating your media spend; you create your
audience rather than renting someone else’s

7.

Delivery of quality inbound leads

What’s All the
Buzz About ?

Good Content Marketing achieves
6 essential sales goals:

Content Marketing has been around since the dawn of

3.

Facilitates circulation of your material

4.

Enables you to remotely engage with people

and its power to convince and convert your customers.

5.

Shortens the decision making and sales cycle

Content can be anything from a traditional newsletter,

6.

Helps you migrate away from price

marketing but it’s only now becoming a discipline in its
own right thanks to its tremendous gravitational effect

press release, White Paper through to EBooks, Blogs,
Video and SlideShare (to name but a few!).
The secret to successful Content Marketing Strategy is
to stop selling to sell more. Contrary to old school sales,
good Content Marketing prioritises informative and objective information that offers value and meaning to the
target reader over traditional blunt sales pitches to create
a market buzz and attract potential buyers to you. Subtle
in nature, this approach to selling really works and it also
has the big advantage of boosting your SEO as search
engines simply love new content.

1.

Establishes trust between you and the prospective buyer

2.

Gives you ownership of the hot topic or trend in your
industry

If you’re not focused
on true value and
engagement, how
will you protect
your marketing
investment?

Think of an instance when you bought a product
because the company simply gave you all the necessary
information you needed to make an informed decision
on whether the product or service was right for you –
without doing the hard sell e.g. mobile phone tariffs or
maybe data backup. What went on in your mind?
Content Marketing Strategy plays on the thoughts,
needs and mindset of your target market to deliver high
value content that will not only be found on Google but will
engage with prospective buyers in a helpful, honest manner
to promote trust, understanding and increased sales.
Together with the rise of digital and social media and
the consequent ability to virally spread the word, it’s not
surprising Content Marketing is talk of the town.

Content Marketing is not rocket science but it does require a
deep level of thought, research and resource to develop it. The
ultimate goal is to win trust, respect and nurture a need for
your products or services. Get this right and you win the sales.

How Content Marketing Works
You have to be fully up to speed and three steps ahead of
what your market is thinking. You need to clearly appreciate
what makes your audience tick, fuel them with desire and
what their big challenges are. Then just give them guidance
and answers and let the individual decide for themselves
what’s right for them. Stop playing the guessing game (unless
of course you are telepathic)
To fully understand the trending thoughts of your market
follow three simple steps:
1.

Conduct customer research (surveys, one-to-one
interviews, round table debates, speak to journalists)

2.

Research key phrases using Google Analytics

3.

Investigate competitor content

Thought
Provoking Pays
If you crack the mind set of your audience the aim of your
Content Marketing Strategy needs to focus on inspiring
curiosity, empathy, provoking thought, engagement and
fundamentally getting an action to make contact with you
to clinch the all important sales opportunity.
Remember, if people can’t relate to what you’re saying,
why are they going to trust you and buy from you?
Good Content Marketing allows you to distribute
meaningful marketing communications in an objective
fashion. It can unite your outbound and inbound lead
generation to give you a highly integrated level of
campaign activity which works to repeat key messages
through a variety of online and offline channels to tell
a story of value to your audience, enabling them to buy
into you and your product.
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of Story Telling

Quite simply stories sell, features don’t. By organising
your marketing strategy into a series of quarterly stories
you can really concentrate your marketing resource and
substantially increase your ROI. For each quarter, identify
a hot spot in your business that meets both your business
objectives and the needs of your target audience.
Once you have your hot spot, take full ownership of it in
the market place and spin your central story in as many
ways possible from an E-Book, direct mail, tele-marketing,
infographics, press releases, advertising through to guest
blogging, video and of course, social media conversation. You will suddenly have a truly integrated marketing
campaign of value, good ROI and importantly relevant to
your target market. What’s your story?

7 Questions
to ask yourself
1.

Are you happy with your marketing lead generation?

2.

Have you conducted insightful customer research
in the last 12 months?

3.

Is what you’re saying really relevant to your customers
and market?

4.

Are you using at least six forms of marketing to
promote your product?

5.

Is anyone researching Google key phrases?

6.

If you were your customers, what would you think
of the content your business produces?

7.

If you could only focus on one product in your
business, what would it be and why?

What others say...
“To me there are two very important content marketing factors you should address
when making your pitch to management. First, traditional media is much like
renting. When your campaign is over, it’s over. However, the content you create
and distribute on the web might be out there for people to discover for many years
to come. Second, content marketing can be done at much lower cash cost and with
much lower risk on a campaign-by-campaign basis. So it’s easier to test and focus
on your target market.”

Arnie Kuenn Vertical Measures
“From my point of view it’s about making a business case – not in promising some
kind of magic ROI. Content marketing is inherently an innovative new process for
most organizations – and so by definition is new. That said, the key is to build
a case for WHY this new process may help solve a business goal. It might be
SEO improvement, more leads, better leads, a more efficient funnel, or simply a
decrease of customer service costs.
“A content-driven strategy can be applied to a lot of different types of marketing goals
– but it’s not without some risk and, certainly, fine-tuning over time. Ultimately, I find
one of the best ways is to identify a particularly “ripe” part of the funnel to approach
first. It might be your biggest pain point — or one that is new — but identify some
tactic (let’s say building leads through pay-per-click) and then applying a content
marketing process on top of it to see if we can improve those results. If you can, then
use that savings to try another tactic – and then another. Slowly build an economic
model that makes a content-driven strategy make sense.”

Robert Rose Big Blue Moose

“I find that content marketing achieves amazing returns when an entire company is
bought into its importance and participate in its success. The process of achieving
organizational buy in for content marketing starts at the top. From my perspective,
the single most important factor to discuss when pitching content marketing to
executives is that content marketing is the foundation of most forms of internet
marketing. Without a content marketing focus, all marketing channels will suffer and
achieve lower returns.
“The highest ROI internet marketing channels, including SEO, email marketing, social
media marketing, and most forms of paid advertising, all market great content that
answers customer questions, solves their problems, entertains, and leads them
down the sales funnel. Our experience has shown that when an organization really
understands and grasps the importance of content marketing, all internet marketing
channels have significant boosts in performance. For example, a recent study of
over 1,000 marketing professionals has shown that content marketing is the single
most effective form of SEO. It’s the same story for most channels. As we like to say,
content leads.”

Jeremy Dearringer Slingshot SEO
“Traditionally, marketing campaigns are about renting someone else’s audience:
the marketer goes to media (who has the audience) and pays to have their message
displayed to that audience. Content marketing turns this on its head. Now, you
get to own your own audience and over time, owning versus renting is much
more cost-effective. In fact, a recent eBook on the ROI of Content Marketing
finds that Content Marketing is more than 3 times more effective than the most
productive traditional channel (SEM).
“This is a sea change for marketing. Marketers who do not develop content
marketing programs now will soon find that they cannot compete in acquiring
customers.”

Toby Murdock Kapost

“Deciding where to publish your content is a key element in any content strategy.
If you publish it on your site, you own the content and control it’s uptime and
visibility. If you publish on a partner site, social media, profile, etc. you risk changes
to the platform, downtime; and sometimes, assigning ownership of
your content to the site owner.
“You should balance the publishing of content in areas where you have control
while promoting it through channels such as Facebook, Twitter, Google+, or any
other distribution channel.
“Generating and curating quality content is more valuable to users and therefore
the search engines crawl, index, and rank your content that others find useful. A
company blog is a great place to publish on a regular basis.
“Since Google’s Panda algorithm started rolling in 2011, Google has been
promoting pages that are crawlable, unique, and credible. A few of these updates
specifically targeted pages with too many ads above-the-fold and templated page
architecture. This is reason enough to invest in content creation and curation that
goes beyond the content you can read on hundreds of other pages on the web.”

Ash Buckles SEO.com

“In my opinion, the biggest value that needs to be conveyed during a content
marketing pitch is the long-term benefit the client will gain through increased traffic
flow and SERP improvements due to successful campaigns. If content marketing
campaigns are properly and regularly executed the client will be able to see a clear
ROI within weeks and their content marketing pieces can then become true assets
for them that can be used in a variety of ways over the lifetime of their business, not
simply as a one-time link bait tactic.
“The other element that should not be missed is the additional gain the client gets
from coupling successful content marketing campaigns with their focused SEO,
PPC, and other marketing channels. You can get a lot more out of those dedicated
budgets by coupling successful content marketing campaigns with those efforts.”

Andrew Melchior Dream Systems Media
“Content marketing is key to building trust, credibility, and authority online. The
best writing involves strategy and individual style.
“Every website requires its own content marketing strategy. This will drive traffic
to your site and keep visitors on your site longer. Every written word needs to
benefit the reader and be entertaining.
“We have found the best results have been obtained by researching where your
customers are online. What websites do they frequent? What news sources and
blogs do they respect? Once you have this information, build a relationship with
those sites, and gain permission to post articles that are interesting and valuable.
Then, make sure your site has strong, engaging content that is relevant to the
articles linking to you on the news and blog sites.
“We have seen websites receive large spikes of traffic, new leads and revenue
through content marketing, especially when you find the delicate balance of
providing value and a call to action.”

Lori Gilson PRMarketing.com

Smarty pants

“Every day, consumers are bombarded with branded ads and messages that are
interrupting their web experience. Instead of focusing on promotion, brands need
to invest in publishing to earn the audience they’re pursuing. When you produce
extraordinary content that compels people to share, the result is an engaged
community, which leads to more traffic, mentions, links and conversions. But
content marketing isn’t easy and it isn’t a short-term campaign; it requires an
investment in time and resources. Smart marketers understand the value of
gaining a consumer’s trust and interest before asking them to buy.”

Got a question?
Let’s
Let’s

Talk!

Monique Pouget Thunder SEO
“In order to get executive buy in on content marketing, they first need to have a
clear understanding of their goals, and their goals need to align with what content
marketing is actually good at doing. Content marketing is great for many things
including link building, thought leadership positioning, increasing brand loyalty,
increasing social engagement, and lots more, but it isn’t typically a tactic that results
in direct conversions or sales.
“When you can get an executive to understand that they can build brand loyalty,
increase their rankings, and increase traffic and social engagement all by creating
something cool and fun that their audience or customers will love, it is generally
a pretty easy sell.”

Chris Tynski BlueGlass

get your conversation going TODAY...
Call Elizabeth on 07976 687058
Email: eliz@elizabethkathryn.co.uk
or visit elizabethkathryn.co.uk

