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CONTENT MARKETING  

CONTENT MARKETING  
is any marketing that involves 

the creation and sharing of 
media and publishing content 

in order to acquire and  
retain customers.  
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CONTENT MARKETING  

B2B buyers go through 

of the purchasing process before 
ever talking to sales 

– Kapost 
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CONVENTIONAL 
MARKETING 

CONTENT 
MARKETING 

ROI, per dollar, produces 
three times more leads 

than conventional 
marketing  

CONTENT MARKETING  
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CONTENT MARKETING  

of B2B marketers use 
some form of content 

marketing 

of B2C marketers use 
some form of content 

marketing 
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CONTENT MARKETING  

of B2B marketers feel 
their content marketing 

efforts are as effective as 
they would like. 

of B2C marketers feel 
their content marketing 

efforts are as effective as 
they would like. 
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CONTENT MARKETING  

Lack of 
focus 

No 
coordinated 

strategy 

Limited 
resources 

Incomplete 
analytics/ 

lead tracking 
systems 
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CONTENT MARKETING  

	
  	
  
Develop 
goals/  

strategy 

Perform a 
content 

audit 

Create 
buyer 

personas 

Take 
personas 

on customer 
journey 

Clean 
marketing 
database 

Know your 
audience 

Align 
internal 

resources 

Develop 
editorial 
calendar 
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CONTENT MARKETING  

“Content marketing is  
the only marketing  

that’s left.”  
– Seth Godin 
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CONTENT MARKETING—DON’T DUPLICATE EFFORTS  

PERFORM A CONTENT AUDIT 
•  What strengths can we highlight through content? 

•  What stories do we have to tell? 

•  What topics do our customers find compelling? 

•  What are our audiences’ pain points? 

•  How can we make their jobs easier? 

•  What questions come up in the buying cycle?  

•  What themes emerge?  

•  Can you identify a content niche?  

STEP 
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CONTENT MARKETING—DON’T DUPLICATE EFFORTS  

DO A SERIOUS CONTENT AUDIT 
• Review websites, press releases, articles, 

newsletters, blog posts, case studies and videos 

• Create your content inventory  
- Spreadsheets of assets 
- Label items with URLs,  

downloadable files and  
content relationships 

STEP 

Chances are  
you didn’t even 
call it content  

at the time 



Title Content 
Type/Format Group Persona Buying Stage Description

Location/ 
Reference 

URL
Date Released Premium  

Content (Y/N)
Homepage 

Feature (Y/N)

[Title of 
content]

[Blog, video, 
ebook, article, 
infographic, 
white paper, 
webinar, etc.]

[Company 
department 
or product 
group, etc.]

[Target 
Audience: 
CEO, CMO, 
Product 
Manager, etc.]

[Learner, 
Shopper, 
Buyer, etc.]

[Description 
of content]

[URL of 
where this 
piece lives: 
microsite, 
website, 
landing page, 
etc.]

[Is there a 
form required 
to access?]

[Is content 
being 
featured 
on your 
website?]

EMA CONTENT SPREADSHEET

mower.com
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CONTENT MARKETING—DON’T DUPLICATE EFFORTS  



14	
  

CONTENT MARKETING—PULL YOURSELF TOGETHER  

CLEAN YOUR MARKETING DATABASE 
•  Get all the data in one place 

•  Bring all contacts over 

•  See what data needs to be updated 

•  Locate duplicate data points and consolidate 

•  Delete excess data 

•  Review database structure 

•  Consider opt-ins 

STEP 
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CONTENT MARKETING—GET IN THEIR HEADS  

KNOW WHAT YOUR BUYERS CARE ABOUT 
•  Understand your audience — eavesdrop 

•  What websites or forums do they visit? 

•  How do they interact there? 

•  What are they talking about? 

•  What do they share?  

•  Make it an ongoing  
part of your marketing 
regimen 

STEP 
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CONTENT MARKETING—GET IN THEIR HEADS  

GET CLOSER WITH KEYWORDS 
• Think about what your customers search for 

• Use tools like Google AdWords, Keyword 
Planner or Wordtracker 

STEP 



17	
  

CONTENT MARKETING—MEET YOUR IMAGINARY FRIENDS  

CREATE BUYER PERSONAS 
•  How well do you know your audiences?  

•  Use what you know 

•  Persona development workshop 

•  Sketch out segmentation details 
- Demographics/Psychographics 
-  Pain points 
-  Everyday concerns 
- Hopes/Dreams/Aspirations 
-  Barriers to overcome 

STEP 

How will each 
piece of content 
elicit a desired 
result for each 

persona? 
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CONTENT MARKETING—TIME FOR A ROAD TRIP 

STEP 

TAKE YOUR PERSONAS ON A  
CUSTOMER JOURNEY 
•  Consider prospect stages: 
- Awareness 
- Lead generation 
- Engagement 
- Nurturing 
- Point of sale 

•  Map the assets,  
resources and messages  
to different stages in the  
customer journey 
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CONTENT MARKETING—BRING THE WHOLE CREW! 

ALIGN YOUR INTERNAL RESOURCES 
Ask these important questions: 

• How will different departments support  
or contribute? 

• What people and processes will we use  
to create (and repurpose) content? 

• How can we effectively use  
thought leaders and internal  
knowledge to produce  
content? 

• Are there changes required 
to our IT infrastructure? 

STEP 

Who does it  
make sense  

to have in the  
room for these 
discussions? 
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CONTENT MARKETING—PENCIL IT IN 

DEVELOP AN EDITORIAL CALENDAR 
• Why create an editorial calendar 

- Organizes themes, objectives and interactions 
- Maps out timing 
- Keeps production  

and publication  
on track 

• How it works 
-  Identify theme arcs,  

product arcs and  
events 

- Develop content  
pillars 

STEP 
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CONTENT MARKETING 

MEASUREMENT, TRACKING AND 
MARKETING AUTOMATION 
Leverage tracking capabilities to measure  
effectiveness of content program using the 
following measures: 
• Email KPIs (opens, clicks) 
• Conversions 
• Asset interactions — downloads, video views, etc. 
• Engagement (website analytics — depth of visit, time 

on site, etc.) 

STEP 



22	
  

CONTENT MARKETING 

MEASUREMENT, TRACKING AND 
MARKETING AUTOMATION 
Track all interactions to the individual prospect  
level and leverage data to: 
• Score individuals and mark their progress  

through stages of their journey 
• Add or remove leads from campaigns 
• Deliver qualified leads to sales at the right time 
• Gauge velocity of leads moving through the pipeline 

STEP 







News Release 

Infographic 





National  Regional Industry/Trade 



RESULTS 

• New York Times • Wall Street Journal  
• Huffington Post • Forbes • Bloomberg • CNBC 

70 media hits/month 

$17.6 million 
PUBLICITY VALUE 

489 
MEDIA HITS 



To get started with your content marketing plan 
contact John O'Hara at johara@mower.com 




