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Introduction

Marketing has changed dramatically over the past decade. A function that 
was once viewed purely as a cost center has become a direct contributor to 
profitability in forward-thinking organizations. Chief Marketing Officers, once 
sitting in a support role on a company’s management team, now sit on Boards of 
Directors and guide significant corporate decisions. Measuring marketing’s actual 
return on investment (ROI), once considered a pipe dream, is now a reality.

This shift has been powered by innovative 
marketing tactics, the explosion of marketing 
technology, and the nearly ubiquitous adoption 
of content marketing.

With roots that can be traced back decades, if 
not centuries, content marketing is not entirely 
new — but every day, companies are learning 
how to better leverage it. Within the past 
several years, organizations of all sizes — from 
small businesses to Fortune 500 companies 
— have driven previously unheard of results 
with innovative content marketing and smart 
distribution strategies.

These organizations have built sophisticated 
marketing organizations, founded on the idea 
that together, quality content and effective 
distribution will help them attract and retain loyal 
customers. And they’re right: Content marketing 
costs 62 percent less than traditional outbound 

marketing and generates more than three times 
as many leads. 

We created this eBook to help organizations 
realize the business growth possibilities associated 
with an investment in content marketing — and 
how to maximize the ROI on your own program. 
Having executed content marketing programs on 
behalf of B2C and B2B companies, both large and 
small, our goal is to share the mindset, process, 
and real-life examples that have helped these 
companies become great marketing organizations.

This book is comprehensive, and comprehensive 
means long! If you’re the skip-to-the-end-of-the-
book, snapshot version type, we’ve got something 
for you. Head to PAGE 29 for our one page wrap up.

Note

Introduction

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://www.demandmetric.com/content/content-marketing-infographic
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What is Content Marketing?

What is Content Marketing?

While content marketing isn’t new, it is rapidly evolving. With that pace comes  
a wide variety of definitions from a wide variety of marketers and businesspeople.

While it’s hard to define content marketing in 
just one page, here’s our take: Content marketing 
is the art of creating and delivering the right 
content, to the right audience, at the right time 
to improve awareness, acquisition, and retention, 
and ultimately spur organizational growth. Unlike 
traditional advertising, content marketing is 
information marketing, designed to engender more 
educated, profitable, and brand loyal consumers. 

Organizations often make the mistake of assuming 
that content marketing should be focused largely 
on the creation of original content. On the 
contrary, effective content marketing programs 
address all of the following areas:

The average definition of content marketing fails 
to acknowledge the following unassailable facts 
about the discipline:

1. While the content marketing function may 
reside within the marketing department, 
it impacts every single area of a business, 
including sales, human resources, operations, 
customer service, and even finance.

2. Unlike most marketing tactical areas, content 
marketing impacts every single component of 
marketing strategy and execution, and should 
serve as the core of your marketing plan.

3. Content marketing is important for every type of 
organization, whether B2B, B2C, or non-profit.

We thought we’d open the floor to the content 
marketing community with a challenging task:  
answer the question, "What is content marketing?" 
in 280 characters or less (tweet sized). Read on to 
see how the community rose to the challenge.

Next Up
 ¬ Content Planning

 ¬ Content Creation

 ¬ Content 
Optimization

 ¬ Content Distribution

 ¬ Content Reporting 
and Analysis

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
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Content Marketing Is...

Content Marketing Is...

The generation of information 
perceived as useful or interesting 
by your target audience in an 
effort to get them to engage with 
your brand.

THE way to let your audience know 
that you are the expert in your
industry/niche. If your content is the 
best you’ll outdo the rest!

The greatest B2B competitive 
equalizer since the landline. Great 
content that’s well packaged will 
almost always outperform big  
ad budgets.

The idea/practice that all brands 
need to think and act like media
companies to attract and  
retain customers.

Telling your story through an  
integrated and ongoing marketing
strategy using all appropriate tools at 
your disposal.

All about creating engagement 
through relevancy.

— Dave Toliver, @detoliver, Sr. Director of Marketing  
 and Web Operations at Ellucian

— Pam Kozelka, @pamkozelka, Executive Director,  
 Orange Effect Foundation

— Eric Boggs, CEO, RevBoss

— Joe Pulizzi, @joepulizzi, Founder, Content Marketing Institute

— C.C. Chapman, @cc_chapman, Entrepreneur, Speaker,  
 and Co-Author of “Content Rules” 

— Alex Fisken, LinkedIn, Senior Strategist, Digital Marketing, AARP

CLICK TO TWEET CLICK TO TWEET

CLICK TO TWEET CLICK TO TWEET

CLICK TO TWEET CLICK TO TWEET

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://twitter.com/detoliver
https://www.ellucian.com
https://twitter.com/pamkozelka
http://theorangeeffect.org/
https://www.revboss.com/
https://twitter.com/JoePulizzi
http://contentmarketinginstitute.com/
https://twitter.com/cc_chapman
http://www.contentrulesbook.com
http://www.linkedin.com/in/fisken
https://www.aarp.org/
https://ctt.ac/fl6eB
https://ctt.ac/Qbt37
https://ctt.ac/UrKLc
https://ctt.ac/7RnOB
https://ctt.ac/4fd0l
https://ctt.ac/c5aTl
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2. Determine who is responsible for the content 
marketing program. No matter why you’re 
investing in content marketing, someone 
has to own the program, and if that owner 
does not believe in the growth possibilities 
content marketing offers, then the program 
will die on the vine. That owner — be it a 
Director of Marketing, Marketing Coordinator 
or Chief Content Officer — is responsible for 
selling content marketing internally to both 
superiors and those who will be working on the 
program. The owner should have clout within 
the organization, because successful content 
marketing requires contributions and support 
from many individuals and departments.

1. Determine why you are investing in content 
marketing. Know what the driving factor is 
behind your investment in content marketing. 
Doing something about social media does not 
count. Do you hope to help your sales people 
close deals? Increase lead volume? Build 
loyalty to your shampoo brand? Establish your 
company as an industry thought leader? Pull 
the heart strings of potential donors? A great 
starting point is your organization’s mission 
— how does content marketing relate? This 
overall “why” will help your content marketing 
efforts every step of the way.

Content Planning

Content Planning

Content marketing thrives or dies in the planning stages because it touches 
every aspect of marketing and every functional area of an organization. Many 
marketers mistakenly dive into content creation before focusing on planning, 
because planning can be, well … painful.

It can be painful because no one inside your company knows how to build a strategic plan; because 
you don’t have buy-in from your management team; because your business is not used to thinking like a 
publisher. Most of all, though, it can be painful because you don’t know what specific steps to take to 
generate a documented content marketing plan. That’s a lot of pain. Don’t worry, take a deep breath; 
we’re here to help.

Below are twelve steps to form the framework of any effective content marketing plan.

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
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3. Identify your content marketing goals. Let’s 
take a leap and say this content owner is you, 
our reader. Once you’ve got your hands on 
this content marketing program, and you’ve 
identified why your organization is investing in 
it, you’ll have to translate the why into a set of 
goals for the program. There is no one right way 
to measure content marketing’s impact, so each 
organization’s goals will be different. Some goals 
will focus on hard metrics like brand awareness, 
lead generation, or actual transactions, while 
others will focus on softer metrics like prospect 
engagement or page views. 

4. Build your story. Whether or not you’ve been 
creative enough to recognize it in the past, 
your business has a unique story to tell. In 
many companies, that story has not been 
documented in the form of something like a 
messaging guide. We’d highly recommend 
creating a formalized messaging guide to serve 
as a resource for your entire team — it will keep 
everyone on the same page. 
 
Once you’ve identified and formalized that story, 
it should inform content marketing themes and 
be woven into each piece of content. 
 

5. Zero in on your target audiences. Remember, 
we’re not restricting content marketing to  
just the marketing department. That means  
that your organization has multiple target 
audiences: prospective customers, current 

customers, prospective employees, current 
employees, investors, partners, and more.  
Each of those audiences, and the sub-audiences 
within each of those groups, should be shaped 
into buyer personas. These buyer personas 
should be researched, discussed, documented, 
and then used to map the class and frequency 
of different types of content to the different 
personas. 

6. Create the content marketing org chart. This 
is one of the most critical steps for content 
marketing success. First, map out the internal 
and external resources available for the content 
marketing program. Then, identify the holes 
in your team that need to be filled in one way 
or another. You will likely find that your current 
marketing team may not have the right people 
to execute a content marketing program — 
or even if you have the right people, those 
people might not have the right amount of time 
to participate in this project. Typically, most 
organizations end up combining internal staff 
with external agencies or consultants to handle 
content marketing planning and execution. As 
you’re planning these resources, plot out who 
owns each of the phases of content marketing, 
from planning to reporting and analysis, as 
outlined in the chapters of this book.

For more on this, check out our eBook,  
“Insource, Outsource, or Hybrid: How to Build  
the Most Effective Marketing Team.” 

Q: What is the biggest content planning mistake marketers make?

A: Marketers often underestimate the time it takes to execute a content marketing plan. Not only does 
content strategy and creation take substantial resources if you want to consistently develop pieces 
that are worthy of your prospects’ attention, but you also need to plan for distribution, measurement, 
and maintenance. 

— Michele Linn, @michelelinn, Co-Founder and Chief Strategy Officer, Mantis Research 

Content Planning

CLICK TO TWEET

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://www.rightsourcemarketing.com/content-marketing/who-are-you-the-5-key-components-of-a-core-messaging-document/
https://www.rightsourcemarketing.com/resources/insource-outsource-or-hybrid-how-to-build-the-most-effective-marketing-team/
https://www.rightsourcemarketing.com/resources/insource-outsource-or-hybrid-how-to-build-the-most-effective-marketing-team/
https://twitter.com/michelelinn
https://mantisresearch.com
https://ctt.ac/l665x
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7. Establish your company’s primary themes. You 
can’t write about everything right away. One 
of the easiest ways to start to narrow down 
your content creation needs is to identify half a 
dozen to a dozen themes, and focus on building 
a campaign around each one of them.

8. Select the types of content you will create. 
We finally arrive at the step that too many 
companies jump ahead and start with: 
identifying the types of content your target 
audiences will read and value. If you’ve 
completed steps one through seven, this should 
be a breeze. We won’t go too far into this, as 
it’s covered extensively in the Content Creation 
section, but it’s important to remember that  
content types include case studies, videos, 
interactive content (like quizzes, infographics, 
and calculators), webinars, podcasts, and 
eBooks like this one — not just blog posts.

9. Build an editorial calendar. This is when you, as 
the owner of your content marketing program, and 
your project manager get together, and knock out 
the details of your annual editorial calendar. When 
an editorial calendar is done right, it includes 
— by month or even by week — the themes 
the company is focused on, the accompanying 
content, who is responsible for creating and 
distributing each piece of content, and when 
content marketing reports will be delivered.

10. Nail down your core distribution channels. 
Once you’ve identified the content you are 
going to create, you need to figure out how 
you will get it in the hands of the largest and 
most relevant audiences. 

It’s helpful to think of your distribution 
channels in three areas: 

 ¬ Owned media: This includes the channels you 
have full control over, like your website, blog, 
social media properties, or email newsletter. 

 ¬ Earned media: This is any distribution by 
third parties that you do not pay for, like 
successfully pitching an article to a publication 
or contributing a guest article to a blog, or 
when your audience shares your content on 
social media. 

 ¬ Paid media: This is any distribution you pay 
for, like pay-per-click advertising, retargeting, 
social media ads, and paid content promotion.

11. Settle on a reporting structure. Your first step 
here, based on the goals you’ve selected in 
step 2, is to identify the metrics most important 
to your program’s stakeholders, determine 
how they will be tracked, and build a content 
marketing report template so that it’s easy to 
share and analyze these metrics. This report 
will likely go through multiple iterations during 
your first 2-3 months, but eventually you will 
land in a spot where your customized reports 
are a welcome addition to your stakeholders’ 
inboxes. After you have collected a significant 
amount of data, you’ll be able to analyze your 
program’s success, adjusting content and 
distribution as necessary.

For more information, download our checklist:  
“Content Distribution in Eight Easy Steps” or 
skip ahead to the Content Distribution chapter.

Choose the editorial calendar that works for your organization. There are dozens if not hundreds of templates available,  
but some may be too simple, others too complex. For more on this, we love this post from the Content Marketing Institute. 

A quick tip

Content Planning

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://www.rightsourcemarketing.com/wp-content/uploads/2017/12/Content-Distribution-in-8-Steps_Final.pdf
https://contentmarketinginstitute.com/2017/04/editorial-calendar-tools-templates/
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12. Negotiate and finalize the budget. Some would argue that a budget should be identified before 
the previous 11 steps in this planning phase, and in some organizations that might be a necessary 
evil. However, as owner of this program, you have to sell the content marketing idea and investment 
internally. You will be far better-equipped to sell the investment if you have worked out the details in 
steps one through eleven; otherwise, you may be aiming too low. Because of this, while you should 
have a budget in mind throughout the entire process, you should only finalize it after some serious 
planning. No matter what your budget is, there’s no doubt that content marketing budgets are rising 
across the board, as you can see by the chart below from a Content Marketing Institute study.

Increase

Remain the same

Unsure

Decrease

3%

As Winston Churchill said, “He who fails to plan is planning to fail.”

Planning is essential to the success of any content marketing effort. If you address these twelve items  
thoroughly, you’ll thank yourself for the sense of purpose and control that a good plan provides as  

you manage your content marketing program.

B2B Content Marketing Spending (Over Next 12 Months)

Content Planning

38%

46%13%

Takeaways

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://contentmarketinginstitute.com/wp-content/uploads/2017/09/2018_B2B_Research_FINAL.pdf
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Content Creation

Content Creation

If you’ve taken the advice in our last chapter, by the time you get around to the 
content creation stage, you’ll have an editorial calendar, content theme ideas, 
and thoughts about the types of content you’d like to create.

All of that makes content creation a lot easier, but nevertheless, actually developing content is hard.

According to a study by the Content Marketing Institute, 44% of respondents say it’s become increasingly 
harder to capture their audience’s attention. To make the most of your efforts, you must consider who 
should produce that content, what types of content to create, and how to make it the most appealing  
to your audience.

We’ll start with some tips for structuring your content creation team, provide examples of the types of content  
you may create, and end with questions to ask to ensure your content will engage your target audience.

Top 3 Most Effective Types of Content B2B Marketers  
Use for Content Marketing Purposes

 Ebooks/White Papers

 Case Studies

 Social Media Posts – excluding videos (e.g., tweets, pins)

62%
47%

43%

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://contentmarketinginstitute.com/wp-content/uploads/2017/09/2018_B2B_Research_FINAL.pdf
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Who should be on my content creation team?

You need the right team in place to produce enough quality content. To form this team, you could out-
source everything, use only existing internal resources, or combine the two in a hybrid model. No matter 
how you decide to structure your team, first, think through the types of people you’ll need. Without the 
right team, you’ll have trouble building a content marketing program that will actually have an impact  
on revenue.

Here’s our shortlist for your content  
creation team:

1. An executive champion. While your CEO or 
CMO likely won’t be involved with the everyday 
management of your content marketing 
program, you must have buy-in from the top 
down. Your company’s initial investment in 
content marketing may take a while to grow 
into results that can be directly tied to revenue. 
Your organization’s executives must understand 
this, or you’re doomed before you begin. Plus, if 
you can get your CEO or CMO to contribute the 
occasional blog post, they’ll be demonstrating 
to the entire employee base that content 
marketing is important 

2. Subject matter experts. Most businesses 
need help from subject matter experts to run 
a successful content marketing program. This 
is especially true for B2B companies, but B2C 
companies will also likely need someone with 
deep product and industry knowledge to keep 
content marketing on point. Whether experts 
author posts themselves or give a ghost writer 
bullet points to run with, their input will help 
your company produce content that’s truly 
valuable to your prospects. It’s hard to get 
time from experts — so when you need help 
supplying a little extra motivation, reach out to 
your champion at the top for help. 

3. Marketer. The word “marketing” is in “content 
marketing” for a reason. The marketing 
maestro in the group should ensure content 
itself is marketed to the right audience and 
also ties back to revenue and organizational 
growth objectives. 

4. Writer/designer/producer. Whether this is 
some of your subject matter experts, an outside 
firm, or your marketing department, you’re going 
to need someone to actually create content — 
and lots of it. For search engine optimization 
(SEO) reasons, written content is important, so 
assume that you will need significant writing 
resources. However, don’t forget that content 
such as videos, infographics, and eBooks play 
a role in a strong content marketing strategy. 
Plan to pull in people, or a firm, to design and 
produce that content as well.

A note

Just because we recommend having six different types 
of people, that doesn’t mean you need six different 
people. Your editor could also be your project manager 
and subject matter expert, or any combination of the 
above. Content marketing tasks add up though — don’t 
underestimate the time it will take any team to knock 
your content marketing effort out of the park.

Content Creation

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
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5. Editor. No matter whether the bulk of your content is text, video, or design, you’ll need an editor to 
assure quality. This person shouldn’t just be skimming for typos, but checking that this content will 
engage your target audience (more on that later in this chapter). If you don’t have a dedicated editor 
on your team, someone still may be able to fill the role — check out these tips for helping your team 
members hone their editing skills.

6. Project manager. With so many players, and lots of work, someone has to be in charge of making it all 
happen. You’ll need a timeline maker, friendly before deadline reminder, not-so-friendly after deadline 
reminder, and traffic controller.

What’s the point of creating a bunch of content if your target audience doesn’t want to read it? For the 
details, we love this checklist from Ahava Leibtag, but it’s also important to look at your content marketing 
efforts from a high level.

Here are the most important questions you 
should ask to determine whether your content 
will engage the right people:

1. Would my salespeople share this with a 
prospect? If you don’t know the answer to 
this question, ask. Your company’s employees 
should be your content’s biggest advocates. 
If they don’t think what you’re producing is 
relevant or helpful to prospects, time to rethink 
your content strategy.

2. Would a prospect/client/customer/recruit 
share this, or see it because a friend shared 
it with them? “Shareability” is the ultimate 
measurement of relevance and engagement.  

If your target audience is not only reading your 
content, but broadcasting it to their network, 
you’re on the right track. 

3. Can your target audience find your content? 
We’ll get into this more in the Content 
Optimization and Content Distribution 
chapters, but if you aren’t working to get 
your content seen, your target audience can’t 
engage with it no matter how good it is.

4. Does this answer a common prospect/client/ 
customer/recruit question? Is your content 
useful? Does it provide practical advice?

Q: What is one thing marketers should think about before writing their  
 first corporate blog post?

A: The branch of literary theory known as “hermeneutics” had one central idea: Every text is  
the answer to a particular question and the goal of interpretation is to divine that question.  
Corporate bloggers would do well to pay heed to this idea and, before writing their first  
post, ask themselves: What question does this post answer? 
 
— Matt Grant, @mattTgrant, Principal Analyst at Aberdeen Group

How do I know if my content is engaging?

Content Creation

CLICK TO TWEET

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
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https://www.rightsourcemarketing.com/content-creation/not-an-editor-4-tips-to-hone-your-editing-skills-on-the-job/
https://contentmarketinginstitute.com/wp-content/uploads/2011/04/leibtag_content_checklist.pdf
https://twitter.com/MattTGrant
http://www.aberdeen.com/
https://ctt.ac/bj46D
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5. Does the content seem trustworthy? Good 
luck building trust with an audience if your 
content is poorly written, or housed on a 
poorly designed blog.

6. If I had to pay to print this content, would I? 
Just because it’s free to post something online 
doesn’t mean you should. Make sure your 
content passes the print test.

7. Have I made this as easy to read as possible? 
People are busy. If your content is a long block 
of text, your audience’s eyes may glaze over 
before they get through the introduction. Break 
content up with headers, lists, and images.

8. Would my prospect/client/customer/recruit 
write in this tone? People are busy. Think about 
the kind of people whose attention you’re trying 
to catch. Would they use words like “demand 
generation” or even know what that means? 
Do they have to snore through boring reports 
all day long? No matter what, you’re writing 
to humans — who laugh, frown, and probably 
wouldn’t mind a little entertainment as they 
read. Remember this and you’ll see an increase 
in engagement.

9. Is the beginning interesting? Are you dooming 
yourself with a boring introduction sentence? 
Whenever you write an introduction, try to 
make it as relevant as possible to your  
target audience.

10. Does it provide an easy next step? Do you 
have a call to action in your content? If not, 
you will have a hard time measuring your 
content’s success. Selling too hard in a short 
piece of content will make your content less 
trustworthy, so scale your call to action based 
on the value of your content. Blog posts could 
end with a call to comment, while a webinar 
could end with a call to a free consultation. 
 
Don’t forget, you probably have multiple 
target audiences. Potential employees, 
clients, investors, and partners will likely 
all have different interests. Every piece 
of content you produce might not get a 
resounding “yes” for every audience. But if 
you look over a month or so of content, and 
can’t answer “yes” to most of the above 
questions, it’s time to make a change!

A quick tip

Problem: Whenever I sit down to write I get an awful case of writer’s block!

More tips for beating writer’s block

Solution: Write awful first drafts. Paralysis due to the fear of low quality writing is a far mightier enemy 
than low quality writing itself. To beat this paralysis, stop worrying about quality — figure that part out 
after the first draft is done! Here’s how it works: Write anything to get started, knowing you don’t have 
to attach that file or push that send button until after you’ve revised your awful first draft. This should 
help you start the engines. Finish the piece, and then a few hours or days later, head back to fix up your 
first draft with a thorough edit.

Most of the time, you (or a good editor) can fix low quality writing, but to do that, you have to write something in 
the first place.

Content Creation

https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://www.rightsourcemarketing.com/content-creation/6-fixes-for-writers-block-even-if-youre-not-a-writer/
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Don’t get stuck writing blog post after blog post. Yes, blog posts are rightfully at the heart of many 
great content marketing programs, but variety is more than the spice of life — variety helps you take 
your audience through a funnel and turn content into leads. Variety is so key because different types 
of content speak to different types of people, and most importantly, without an information capture — 
often required before a webinar or eBook download — you’re going to have a tough time getting leads 
out of your content.

You can read more about our approach to varying content in our post about the Content Marketing 
Food Pyramid (see graphic above), but here’s the lowdown on the basic types of content we 
recommend creating:

Webinars

Curation | Creativity | Coordination

eBooks

Videos Case Studies

Blog Posts Website Copy

1. Your website. Without a compelling website, 
you will have a tough time getting qualified 
leads from your online marketing. Your website 
copy should speak to humans, not just search 
engine robots, and your design should make 
that copy easy to read. If people land on your 
website and it’s not up to snuff, they may write 
your company off completely. Invest in your 
website, and prospective clients, customers, 
and recruits will be more likely to invest in you.

2. Blog Posts. Blog posts are your marketing 
outposts to the world. They’re relatively easy 
to create, read, and share. They can range 
from bite-sized to feature length, and give you 
the most flexibility and possibilities for volume. 
Generally, we recommend anywhere from 1 
to 3 blog posts a week — enough content 
to keep momentum, but not enough to 
overwhelm your resources and your audience.

Types of Content

Content Creation
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3. Case Studies. While these could be 
categorized under website copy, we think 
they deserve their own category because 
it’s extremely important to use your past 
experience and portfolio as content. Sell by 
showing off the good work you’ve done for 
others, not by making unsubstantiated claims.

4. Videos. Video is essential to marketing today. 
The average website visitor will spend 88 
percent more time on a website with video 
than one without, and users watch more 
than 500 videos on YouTube each day. If you 
haven’t started incorporating videos into your 
content marketing strategy, now is the time.

5. Infographics/charts. Images and charts that can 
be digested in just a few seconds are golden 
in the information overload age. If you have a 
designer in-house, get creating! If not, these 
may take more outside resources than content 
marketing efforts that are purely written.

6. Webinars. Webinars are extremely time intensive 
to administer, but conducting a webinar with a 
live Q&A is a fantastic way to generate valuable 
content and qualified leads.

7. eBooks. Download now, read when you can. 
eBooks take a lot of resources to produce, 
but can be goldmines for showing off your 
expertise and generating leads. An eBook is a 
great anchor for any content marketing effort. 
For example, each blog post you write could 
have a link to the information capture page 
for your eBook at the end. Interest piqued, to 
information provided, to interested prospect —
just like magic. 

8. Interactive content. Available in many forms — 
quizzes, infographics, calculators, and eBooks, 
to name a few — this type of content draws 
readers in, enables you to gather data about 
your audience, and is remarkably effective 
at generating leads. Some studies show that 
interactive content delivers two times more 
conversions than passive content. 
 
No matter what kinds of content you decide to 
create, remember that all of your content should 
work together. Repurposing, reimagining, and 
cross promoting content will result in the most 
efficient, effective content marketing program.

Your best laid plans can quickly go askew in the content creation phase.  
Stay on track: Start with the right team, engage your target audience, and vary your  

content types for the perfect content marketing program.

Your content marketing can only be as good as your content — so make it count!

Content Creation

Takeaways
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Content Optimization

Content Optimization

You’re probably aware that the way search engines process your content 
significantly impacts how many — and which — eyeballs land on it. Considering 
that 93 percent of online experiences start with a search engine, optimizing your 
content so it’s easily accessible via search engines is no longer a nice-to-have — 
it’s essential.

However, even more important than simply making sure search engines are driving traffic to your content 
and website, you have to make sure you’re attracting the right traffic. Many SEO tactics will help search 
crawlers notice your website, but neglect to focus on the actual people finding your website. Are your 
visitors the right people? Are they finding what they need from your website? Are they converting to 
customers/clients/job applicants? That’s where content plays a big role in search engine optimization. 

Content posted for content’s sake may help your organization get the desired boost in search engine 
rankings by appealing to algorithms, but will often be too poorly written to actually compel real human 
beings to make a purchase or an inquiring phone call. Original, frequently updated content should be 
the driving factor behind all your SEO efforts. In this chapter, we’ll explain how to make sure your SEO 
and content optimization efforts go hand in hand. 

Optimization doesn’t just apply to search engines. Optimizing your content includes putting it in  
the right places for your audience to find it, and using it in the most efficient and effective ways.  
This may include guest posting to an industry specific blog, or repurposing content by changing  

the format, like creating short video for social media based on a blog post. 
For more on this subject, check out the next chapter!

The Other Meaning of Optimization
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Here are some best practices to follow for an integrated  
content marketing and SEO effort:

1. Build a keyword strategy. To make the most of 
your optimization efforts, you first need a list 
of search terms or phrases (including long tail 
keywords) that are relevant to your business. 
Tools like Moz’s Keyword Explorer can help 
you narrow down your list by sorting keywords 
by competition and click-through rates. By 
choosing keywords with low competition and 
high click-through rates, your content will have 
a better chance of getting clicks. That list of 
keywords should guide your content planning 
and execution.

Title 

Description 

Content Optimization

2. Incorporate keywords. Once you’ve established 
a keyword strategy, you have to incorporate 
those keywords into your content; that will help 
search engines more easily recognize what 
your piece is about. To increase your chances of 
ranking higher for any particular keyword, make 
sure to include it in your title, first paragraph 
of copy, subheads, and body copy. However, 
don’t forget that the real people reading your 
site are the ones you inevitably want to please, 
so create quality content, not just content with 
a large quantity of keywords. 
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3. Encourage backlinks. The more people link 
to your website on their website, blog, or 
social media platform, the better your search 
engine ranking. Of course, the more people 
reference your website, the better chance you 
have of getting more traffic and hopefully more 
leads. But if your content isn’t quality content, 
individuals and organizations are not likely to link 
to your site. Additionally, search engines can tell 
when you’ve been spamming low-quality article 
directories with links, so be careful or you may 
be penalized with lower rankings.

4. Write engaging meta descriptions. 
Incorporating your keywords into your meta 
descriptions won’t help you rank; it’s no longer 
considered in search rankings. However, 
including your keyword will help potential 
readers determine what your post is about 
and whether they’re interested in clicking 
through to read it — and that affects search 
rankings. So, aim to write an engaging, accurate 
description that includes your keyword.

The “long tail” was popularized by Chris Anderson’s article in Wired magazine and subsequent book, The 
Long Tail: Why the Future of Business is Selling Less of More. The concept of the long tail describes the 
strategy of selling a smaller amount of a larger variety of items rather than selling a larger amount of a 
smaller variety of items. 

For search, long-tail comes in the form of longer, 
more complex keywords — typically phrases 
with three or more words. 

Long-tail keywords account for 70 percent of 
searches. Content that incorporates long-tail 
keywords converts 2.5 times better than  
content optimized for shorter, more general 
terms. That’s because long-tail keywords are 
more specific; the people who are searching  
for them know what they’re looking for (i.e., 
they’re more qualified). So, you may attract  
a smaller volume of overall searches, but a  
larger volume of qualified visitors.  

Long Tail Keywords and Voice Search  
By 2020, more than 50 percent of online  
search will be made through voice search. 

As voice search grows, the use of long tail key- 
words and conversational phrases will become 
increasingly important for content marketers.  

What is the Long Tail?

Content Optimization

Low keyword  
difficulty score

Relatively high
search volume

Specific
(long-tail)

Profitable Keyword Criteria
What makes up a high-ROI keyword?
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Q: What should every marketer know about SEO, as it relates to  
 content marketing?

A: Marketers should focus on two primary themes: A) The enormous scale of the internet. There are currently 
135 million domain names and over 9.2 trillion hyperlinks. Don’t agonize over every link. Yes, quality is more 
important than quantity. But keep the big picture in mind. B) SEO is not branding. In traditional marketing, 
every word counts. Message is critical and your brand reigns supreme. Not so in SEO. SEO is about  
influencing search engines. While that is best done through high-quality content marketing, don’t confuse 
SEO with branding or advertising.
  
— Adam Stetzer, LinkedIn, President, Co-founder, and CEO of HubShout

5. Search optimize with social. Facebook and Twitter likes and shares, and other social cues from social 
sites influence search engine rankings. For this reason, the quality of the content you share with your 
followers is very important. The better your content, the more people will share it, exposing your 
content to a larger audience and benefiting your search results. However, remember, these are real 
people you’re dealing with, so be selective how you share, or risk becoming the online equivalent of the 
guy at the cocktail party who only talks about himself.  
 
Check out the next chapter for different ways and places to share content.

What’s the lesson from this breakdown? Content is the key to SEO. Optimized, quality content 
will bring your site a qualified audience from search engines, and if you’re doing it right, 

convert that audience into prospects. Optimizing content is going to get your message out 
there to an extent, but you can’t just stop there. Everyone remembers the line from Field of 
Dreams, “If you build it, he will come,” but what happens if you build it and no one comes? 

Distributing your content to the right places puts you right in front of the noses of the people 
who are looking for you — more on this next!

Content Optimization
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Content Distribution

Content Distribution

We’ve already covered a lot in this eBook about planning, creating and optimizing 
content, but don’t tune out just yet. Publishing your content on your blog and 
optimizing it to pull people in is a step in the right direction, but it’s not the end 
of the line. You could have the most relevant and valuable content on the internet, 
but if no one knows about it, who will care? Your ideas could be life changing, but 
they won’t change any lives unless people see them — and just because you’ve 
published content on your website or blog doesn’t mean people will see it. You 
need to distribute your content and push it toward your audience.

To achieve these goals, consider the following distribution ideas

Now hold on — we’re not saying go out and spam 
your database with three emails every time you 
publish a new blog post. Content distribution is a 
strategic marketing tactic, not a string of various 
random attempts to get your message out there. 
Additionally, content distribution is not the same as 
social media, though your social media and content 
distribution tactics should work together as part of 
a comprehensive content marketing plan.

Distribution of your content, when done properly, 
attracts more traffic to your website, widens your 
brand’s exposure, and increases the likelihood of 
driving qualified leads.

Before you get started with any distribution 
tactics, there’s one critical step you must take: 
Get to know your audience. You have to meet 
your audience where they’re at. If your company 
is a highly technical B2B organization, you 
likely won’t see much success with a Pinterest 
campaign, but you may find an industry-specific 
website or blog that hits the spot. If you don’t 
know where to start, ask a few of your customers 
what magazines or blogs they read, and which 
social networks they use. Every company is 
different, so your content distribution plan should 
be specific to your company’s needs.
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1. Social media. This is often what first comes to 
mind when marketers want to get more eyes 
on their content, and it’s a great first step. Start 
by sharing your content on your own social 
media properties, so you can build an audience 
without incurring any costs. Be sure to take 
advantage of a variety of social networks and 
share varied content types — from blog posts 
to videos. And remember that social media isn’t 
just a distribution channel; you need to engage 
with your followers and consistently share 
useful content to grow your presence.

2. Email. Marketers consistently rank email as the 
most effective distribution channel for content. 
Similar to your strategy for social media, make 
sure to share a variety of content within your 
emails, so your can audience can choose to 
engage with the content type that resonates 
with them the most. Whether it’s a blog post 
or eBook your audience is looking for, email is 
a great way to give them options — plus, you 
can track their activity through your marketing 
automation tool.

3. Earned/paid placements. Take a lesson from 
the public relations world: Submitting content 
to established publications and blogs widens 
your audience. Many publications post their 
submission guidelines on their website to give 
you the best chance at getting published. The 
market is highly competitive for placements in 
even middle-market publications and blogs, 
so be sure you follow submission guidelines 
and steer clear of self-promotional content. 
Because competition is so steep for earned 
placements, many marketers now opt for paid 
placements within publications that have a large 
readerships — just be sure that the publication 
you invest in has an audience that matches your 
ideal customer.

4. Blog swaps. An increasingly popular alternative 
to earned or paid placements, a blog swap is 
a great way to expand your reach and build 
relationships within your industry. Blog swaps 
are agreements between brands with similar 
audiences to publish each other’s content — 
with each linking back to the other’s website. 
Start by finding a partner whose content 
complements yours, and then reach out to 
suggest this mutually beneficial relationship.

Q: What is a good starting point for brands that haven’t already 
    focused much on distribution?

A: Frankly, distribution is where most content marketing and social media plans begin. And it’s 
why most fail. So, before the WHERE, the best starting point for the most successful strategies 
is having a complete understanding of the WHO and the WHY. This gives you a context of what 
content should go WHERE and then the channels almost always will define themselves. 
 
— Robert Rose, @robert_rose, Author, Speaker,  
 and Chief Strategy Officer at The Content Advisory

Content Distribution
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Whether it’s a blog post or eBook your audience is looking for,  
email is a great way to give them options — plus, you can track their  

activity through your marketing automation tool.

5. In-person or virtual events. Events aren’t only 
for networking; they can be a great opportunity 
to draw a new, larger audience for your content. 
You can base virtual events like webinars and 
online summits on content you already have, 
which provides you with a cost-effective 
opportunity to connect with new audiences. 
Trade shows and other in-person events allow 
you to meet your audience in person and share 
content with them. And in either case, you can 
send out existing content to the new leads you 
generate from those events.

6. Digital advertising. Forms of digital advertising 
like pay-per-click and paid social media are 
great ways to grow your audience. Because 
these distribution options can be costly, be sure 
to choose the content you promote carefully. 
It should be high quality and include a clear 
call to action so your visitors stay engaged and 
don’t immediately bounce from your page. Try 
using organic social media to test content and 
see what messages are resonating with your 
audience before launching a paid campaign.

A custom content distribution strategy is the best way to get your content  
in the hands of people who can benefit from it.

But be aware, content distribution and content marketing are not sales! Your content should not be an 
elongated sales pitch about why your company is so great. If you’re not providing value to the reader, you’re 
not producing content — you’re producing an advertisement, and that advertisement is not likely to work. 
Simply showing your expertise on a subject says more about your business than any ad could.

Content distribution gets your message out there, but be sure that you’re tying this message and distribution 
to revenue. Combine distribution with effective reporting and analysis (coming up next) to make sure you 
know whether or not your content is generating leads.

Content Distribution
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Content Reporting and Analysis

Content Reporting and Analysis

Your work is never done when it comes to growing your organization. Even if 
you’ve properly planned, created, optimized, and distributed your content, there are 
still opportunities to learn and better your efforts. If you’ve been tracking key metrics, 
you can see what’s working and what needs improvement.

If you’re not checking progress, how do you know if anything you’re doing is worth the money?

Many marketers recognize this need and create reports to show performance. This is mostly done to 
appease the decision makers — the CEOs, presidents, budget-makers, etc. — to ensure you’re meeting 
the big goals. Reports are useful, but the effort is usually wasted when they’re not accompanied by 
analysis. Sure, a report can tell you visits to your site have gone up, but can it explain exactly why? Can you 
determine the best strategy to make these results replicable?

The following steps should be included in your content  
reporting and analysis approach:

1. Identify baselines and benchmarks. Establishing 
a baseline helps you judge your progress. With 
a baseline, you can look back and see how 
much you’ve improved. Competitor and industry 
benchmarks help establish a target for your 
progress, but don’t get bogged down trying to 
copy what others do. 
 

2. Identify goals. Goals are extremely important 
to the content marketing process and are often 
the hardest parts to nail down. Make your goals 

measurable and simple, and set different goals 
for different aspects of your plan or campaign. 
 

3. Track. Armed with marketing technology, you 
can track your progress and make informed, 
strategic decisions about your efforts. You can 
track the performance of your content and 
each distribution channel through a customized 
marketing automation instance, Google 
Analytics, and detailed social media reports. 
This information can help you determine what 
worked and what didn’t work. 
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4. Reporting. Reporting may seem simple, but it’s 
not always easy to state data and statistics in 
an easy to read, easy to understand manner. A 
report for your content marketing efforts should 
include web analytics, qualitative feedback, and 
social media engagement (if you’re distributing 
through social channels). Here’s where you 
see data, such as “10,000 people visited the 
website in the month of January 2019.” This is 
great, but you should never throw numbers at 
someone without explaining them — numbers 
can’t tell the whole story. 
 

5. Analysis. Many forget this step. Just because 
you know what happened, doesn’t mean you 
know why it happened. That’s where analysis 
comes in. An analysis of the above statistic 
would be something like “This is an increase 
of XX% over average traffic to the site. This 
spike was caused by a new blog post, which 
included contributions from many other small 
business owners, all of whom shared the post 
on their respective sites, blogs, and social 
media properties.” Now that’s a number that 
means something.

6. Recommendations. Now that you have all of 
that information and analysis at your disposal, 
what are you going to do about it? If you 
have been forgetting the analysis step, there’s 
no way the recommendations step is being 
done properly. Recommendations should be 
based on data and the analysis of that data 
so results can be replicated or improved 
upon in the future. A recommendation in the 
above scenario would be “The success of 
this post suggests we should consider more 
crowdsourced blog posts, since it drove many 
qualified visitors to the blog and encouraged 
engagement with our community.” 
 

7. Act. To say this is a “step” is somewhat mis-
leading, for this step never truly ends. Based on 
your reporting, analysis and recommendations, 
you should adjust your strategy and act as 
needed. Remember, something that works now 
will not always work in the future, so keep an 
eye on results. Forever.

Content Reporting and Analysis
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Q: What makes measuring content marketing different from measuring  
 other marketing tactics?

A: With content marketing, the immediate goal is engagement more than conversion. Measurement 
approaches must be more creative, as desirable actions are not simple to identify or categorize. 
For example, a successful video might result in a view, then a post on Facebook, then visits to the 
site by Facebook friends, and finally registration or conversion by those friends. This is much more 
complex to measure than whether a search term drove a positive return on ad spend.

— Daavi Zain, LinkedIn, Associate Vice President of Marketing Analytics  
 and Optimization at University of Maryland University College

“BUT WAIT,” you might be thinking, “I have Google Analytics set up for my website, and Facebook 
Insights tell me exactly how my page is doing!” Awesome — you’re on the right track, but remember
that reporting and analysis are separate, and recommendations and interpretation are definitely not 
included in any analytics tool. Additionally, if you don’t know how to use analytics tools properly, 
you’re probably not getting the whole picture. It’s also important to remember that tools like 
Facebook Insights are specific to that channel, so it’s not always easy to take numbers straight from 
Facebook and tie them into your larger goals.

Don’t be distracted by all the numbers — the bottom line in all this is still content. If your numbers look 
good, you’re probably publishing the right content on a consistent schedule and distributing it to the 
right places. However, don’t forget to ask for qualitative feedback from customers, prospects, and the 
community (or get your sales and customer service department to ask). After all, content marketing is 
about connecting with people.

And remember: your reporting and analysis system is nothing without quality content to keep  
the machine moving!

Now Just Hold On a Minute

Content Reporting and Analysis
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Social Media

Social Media

Today, most businesses are on social media in some regard — but that doesn’t 
mean they’re using it for strategic business growth. 

It’s easy enough to register for a Twitter account or Facebook page, but if you haven’t thought 
about how to integrate those social media platforms into your comprehensive marketing plan, 
you’re likely to struggle and fail. 

Social media is a tactic that can contribute to the success of your overall marketing strategy — but 
only if you use it the right way. Read on to learn more about how to get started and get the most 
out of your social media strategy. If you’re already a believer in using social media for business, you 
might want to skim, but not skip, this chapter — you’ll likely find some new tips and angles.

Q: What is one thing content marketers should know about social media?

A: Content marketers need to realize the relationship between social media and content is  
sequential and synergistic. Content is the fire, social media is the gas. The better your content, 
the easier it is to drive awareness of it via social channels. If you don’t have great content, what 
are you talking about in social media? Your factory? ZZZZZZZZZZ. 

— Jay Baer, @jaybaer, Social Media Strategy Consultant, Speaker, and Author CLICK TO TWEET
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1. Communication. These days, having a social 
media presence may be even more important 
than having a phone line, because customer 
complaints and praise are no longer confined 
to private conversations, but publically 
broadcasted on individual Facebook, Twitter, 
and LinkedIn pages. By communicating with 
your customers and clients via social media, 
your brand can join the conversation. However, 
even if your brand is so huge that you can 
barely keep up with the conversation, your 
social media efforts should not just be a passive 
outlet where all you do is react to customer 
feedback. For maximum success, you should be 
giving your customers and clients something of 
value to encourage them to communicate with 
you online about something positive.

2. Content distribution. Here’s the part where you 
provide something of value. If you’re creating 
high quality blog posts, eBooks, videos, or other 
content, having a social media audience will give 
you an automatic place to share that content, 
educating and/or entertaining your customers 
and prospects while increasing your audience.

3. Lead nurturing. Especially for B2B companies, 
social media can help nurture leads. Whether 
it’s encouraging your employees to post in 
LinkedIn groups, or retweeting a prospect on 
Twitter, when sales and marketing teams work 
together, social media can be a powerful lead 
nurturing tool.

4. Recruiting. If your company is looking for new 
employees, start on Facebook and Twitter. We 
recently found one employee from a Facebook 
post (and another from a blog post!). People 
love to help their friends find jobs, and people 
communicate with their friends on social 
media. Job posts, in our experience, are some 
of the most shared pieces of content on social 
media networks.

5. Search. We covered this in our Content 
Optimization section, but social media is 
playing an increasingly important role in search. 
The larger your social media presence and 
the more people who have shared your links 
on social media properties, the better your 
company will perform in search.

Problem: Once I’ve got all of these social media properties set up, what the heck am I supposed  
to say on them?

Solution: This common problem demonstrates exactly why it’s so important to base your social media 
marketing around a content marketing plan. If your company isn’t creating unique, valuable content your 
social media outposts will likely end up parroting other content. This is fine for some companies, but to 
stand out as an industry leader, it’s essential to create your own content. More on this from our blog

A quick tip

Why You Should Consider Social Media for Your Business

Social Media
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Where You Should Start

1. Decide what kind of resources you can invest 
in social media. Before you fit social media into 
your content marketing plan, do a little research 
and decide what you can afford to invest. Will 
you be hiring someone to manage your online 
community? Tasking an underutilized existing 
employee? Working with an outside firm?

2. Decide which properties to use. Based on 
your investment level, decide whether you 
can realistically have a presence on Facebook, 
Twitter, LinkedIn, Instagram, YouTube ... and the 
list goes on. Don’t start social media properties 
and abandon them — do it right, or don’t do it at 
all. Otherwise, risk looking like a brand that can’t 
finish what it started. After you’ve decided which 
properties to invest in, reevaluate your resources 
decision — do you have to make adjustments?

3. Set distinct policies for your social media 
properties, and establish crisis guidelines. 
Can your social media manager retweet your 
competitors? Use “I” on your brand account? 
What should they do if they accidentally tweet 
something that was supposed to go on their 
personal account? Who can (or must) they 
immediately consult with if there’s a huge  
PR problem the company wasn’t expecting? 

Answer the question “What’s the worst that can 
happen?” and plan how to address bad situations 
ahead of time to reduce panic in a crisis.

4. Establish baselines. Before you begin or revamp 
social media efforts, look at statistics such as 
current traffic from social media properties to 
your website and current Twitter followers and 
store them in a safe place. You’ll thank us later 
when you can take an instant peek to see if your 
social media programs are successful. Note: 
while most social media properties provide 
historical data, Twitter does not, so recording 
data is especially important here.

5. Set up shop. Depending on which social media 
properties you have decided to use, make new 
properties or “makeover” properties that have 
been lying dormant. Be careful when you’re 
choosing a name and claiming custom URLs for 
your properties — many of these, like Facebook’s 
custom page URLs, can’t be changed. If your 
company has a unique name, using just that 
name is appropriate. If your company’s name 
is common and already taken, consider adding 
words like “official,” “engage,” or “talk.”

You don’t have to establish a presence on every social media platform. If your target audience isn’t on 
Instagram, it won’t benefit your business to spend time and resources updating an Instagram profile every 
day. Understand where your audience is, and focus your efforts there. 

A quick tip

Social Media
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A note of caution

Organizations stereotypically assign social media to an intern or junior employee, whom they 
assume must know what to do with that Facebook thing simply because they’re young. While a 
young person may be able to do a fantastic job managing your company’s social media presence, 
your social media manager will only succeed if he or she knows (or has been trained on) how social 
media impacts larger business goals.

6. Recruit employee followers. If you have less 
than 25 or so fans on any social media outlet, 
you’ll be fighting an uphill battle. People like to 
follow brands they can tell other people respect, 
and might even distrust a brand social media 
presence that has a very limited follower base. 
To fix this, start by asking your employees and 
their contacts to like or follow your business. This 
beginning traction will help immensely as you 
reach out to new audiences.

7. Integrate social media with all of your other 
marketing efforts. The most effective (and 
efficient) way to grow your social media 
presence is to integrate it with all of your other 
marketing efforts. For example, give social 
media plenty of space on your home page, put 
links on your business cards, and show social 
media links on TV and print ads. If you don’t 
integrate your marketing tactics, you’re wasting 
time and money.

8. Maintain and promote. Social media is not a 
“set it and forget it” marketing channel. Success 
requires constant monitoring, posting, and 
engagement. You may also want to consider 
running periodic contests and promotions to 
remind your social media audience that it was a 
good idea to click that “like” or “follow” button 
in the first place.

9. Track and analyze. Remember those baselines 
you established? Head back to them to see 
how much you’ve rocked ... or rock-bottomed. 
Keep doing what you’re doing or make 
changes accordingly.

The face of your brand is now expected to perform like an actual human face — with emotions, a voice, 
and most importantly, ears that allow it to listen to and participate in real time conversations. Add value 
to the conversation by using social media as part of an overall content marketing strategy.

Takeaways

Social Media
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Takeaways

Whether you’ve diligently read through this whole book, or you’ve just skipped 
to the last page (cheater!), we thought we would summarize the most significant 
takeaways for you.

Enjoy!

1. What is Content Marketing? 
Content marketing is the art of creating 
and delivering the right content, to 
the right audience, at the right time 
to improve awareness, acquisition 
and retention and ultimately spur 
organizational growth.

2. Content Planning 
As Winston Churchill said, “He who fails 
to plan is planning to fail.” Planning — 
not just for creation but for all phases of 
content marketing — is essential to the 
success of any content marketing effort.

3. Content Creation 
Your best laid plans can quickly go askew 
in the content creation phase. Stay on 
track: start with the right team, engage 
your target audience, and vary your 
content types for the perfect content 
marketing program.

4. Content Optimization 
Optimized, quality content will bring your 
site a qualified audience from search 
engines, and if you’re doing it right, 
convert that audience into prospects.

5. Content Distribution 
A custom content distribution strategy is 
the best way to get your content in the 
hands of people who can benefit from it.

6. Content Reporting and Analysis 
You can’t know if your content marketing 
efforts are working without reporting 
progress and analyzing results to 
determine future actions.

7. Social Media 
The face of your brand is now expected 
to perform like an actual human face, 
listening to and engaging in real 
time conversations. Add value to the 
conversation by using social media as part 
of an overall content marketing strategy.

Take Away
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Thank you, to the content  
marketing community!

A huge thanks to all of those who contributed quotes and ideas for this eBook.  
In case you missed their information on earlier pages, please reference it here — go 
check out their websites, and continue the conversation!

 Adam Stetzer 

 LinkedIn 

 CEO 

 HubShout

 Jay Baer 

 @jaybaer 

 Social Media Strategy  

 Consultant, Speaker, and Author

 Daavi Zain 

 LinkedIn 

 Associate Vice President of  

 Marketing Analytics and Optimization  

 University of Maryland  

 University College

 Robert Rose 

 @robert_rose 

 Author, Speaker,  

 and Chief Troublemaker 

 The Content Advisory 

 Matt Grant 

 @mattTgrant 

 Principal Analyst  

 Aberdeen Group

 Dave Toliver 

 @detoliver 

 Marketing and Web Operations 

 Ellucian

 Joe Pulizzi 

 @juntajoe 

 Founder 

 Content Marketing Institute

 Pam Kozelka 

 @pamkozelka 

 Executive Director  

 Orange Effect Foundation

 Eric Boggs 

 @ericboggs 

 CEO  

 RevBoss

 Alex Fisken 

 LinkedIn 

 Senior Strategist, Digital Marketing  

 AARP

 C.C. Chapman 

 @cc_chapman 

 Entrepreneur, Speaker,  

 and Co-Author of  

 “Content Rules”

 Michele Linn 

 @michelelinn 

 Co-Founder and  

 Chief Strategy Officer 

 Mantis Research
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https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.rightsourcemarketing.com
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
http://www.linkedin.com/pub/adam-stetzer/3/b6b/aba
http://hubshout.com
https://twitter.com/jaybaer
http://www.linkedin.com/in/dzain
https://twitter.com/robert_rose
https://contentadvisory.net
https://twitter.com/MattTGrant
https://www.aberdeen.com
http://www.marketingprofs.com
https://twitter.com/detoliver
https://www.ellucian.com
https://twitter.com/juntajoe
http://contentmarketinginstitute.com
https://twitter.com/pamkozelka
http://theorangeeffect.org
https://twitter.com/ericboggs
https://www.revboss.com
http://www.linkedin.com/in/fisken
https://www.aarp.org
https://twitter.com/cc_chapman
http://www.contentrulesbook.com
https://twitter.com/michelelinn
https://mantisresearch.com


Right Source is a strategic marketing consulting firm that helps companies create and  
implement content-driven, digital-focused initiatives designed to fuel business growth.

Want to learn more about how
content marketing can grow your organization?

Contact Right Source Marketing for a complementary consultation.

At Right Source, we help companies show results on marketing investment by building and implementing 
strategic plans that use content, design, technology, and targeted distribution to engage audiences.

© 2019 Right Source Marketing. All Rights Reserved.

Request a Free Consultation

BALTIMORE, MD

1922 Greenspring Drive  

Suite 3

Timonium, MD 21093

rightsourcemarketing.com

info@rightsourcemarketing.com 

Marketing Trenches blog 

888-512-0451

WASHINGTON, D.C.

11718 Bowman Green Drive 

Suite 50

Reston, VA 20190

http://www.rightsourcemarketing.com
https://www.rightsourcemarketing.com
https://www.rightsourcemarketing.com
https://www.rightsourcemarketing.com/contact/
https://www.linkedin.com/company/right-source-marketing/
https://twitter.com/rightsource
https://www.facebook.com/rightsource
https://www.youtube.com/channel/UC56oWGDV3tFt9OlviMMlTYw
https://www.rightsourcemarketing.com
mailto:info%40rightsourcemarketing.com?subject=
https://www.rightsourcemarketing.com/blog/

