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N SONTENT o

Content marketing is a marketing strategy used to attract,

engage, and retain an audience by creating and sharing relevant
articles, videos, podcasts, and other media. This approach
establishes expertise, promotes brand awareness, and keeps your
business top of mind when it’s time to buy what you sell.

Content marketing is the development and distribution of relevant,
useful content—blogs, newsletters, white papers, social media
posts, emails, videos, and the like—to current and potential
customers. When it’s done right, this content conveys expertise
and makes it clear that a company values the people to whom it
sells.




Benefits of Content Marketing
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v Increase online visibility
v Generate more leads
v Boost loyalty

v Improve authority
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¢ Increase online visibility. A content strategy can help you
attract more customers and website visitors, especially
when people are constantly looking for solutions to their pain
points.

e Generate more leads. You can increase leads when content
marketing is used to drive traffic.

e Boost loyalty. Loyalty is essential in marketing and business
because the more loyal your customers are, the more repeat
purchases they’ll make.

e Improve authority. Developing content is ideal for improving
authority and becoming a thought leader in your industry.

Today, outbound marketing strategies aren’t as effective for
reaching audience members and converting leads as they once
were. Content marketing has become a popular way for
businesses to combat this issue. In addition to expanding your
reach, content marketing helps your business:

« Educate your leads and prospects about the products and
services you offer

. Boost conversions

« Build relationships between your customers and business

« Connect with your audience to show them how your products
and services solve their challenges.
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https://mailchimp.com/resources/content-strategy-guide/

> CONTENT MARKETING CYCLE

A content marketing cycle is essentially a way of managing and
reporting on your content strategy. The cycle describes the entire
marketing process, from initial contact through to nurturing
ongoing client relationships.

RESEARCH & INSIGHT

01 Research, surveys,
analysis and other
forms of insight

07 gathering ‘ SETTIN i
ENGAGEMENT

Actions that your
audience takes
with your

content T H E 03
CONTENT CONTENT STRATEGY
06 MARKETING it
DISTRIBUTION CYCLE af o

Publishing and
marketing your
content

04

05 CONTENT CREATION
CONTENT CURATION The act of creating

Sourcing and publishing content identified
content originating from in the content

other sources strategy

1. Research and insight :-
Sometimes titled ‘listen’ or ‘buying personas’. In this stage, you
dig deep to find out all you need to know about your prospects.




What interests them? What are their challenges, and where do
they go to seek out solutions to them? How can your offerings help
them?

2. Goal setting :-

What are you trying to achieve with your content? Do you want to
attract visitors to read more about your solutions? To sign up for
events? To consume your whitepapers or other thought
leadership? How will you nurture contacts — do you have a content
plan that will move them down the funnel? How will you measure
success?

3. Content strategy :_

Decide what your approach will be. Plan out your content to
achieve your objectives — what mix of content do you need? There
is lots of research on the most effective marketing content to help
you — make use of it to decide where you will focus.

4. Create content :-

This is where you actually get to dig in and start creating the
content you’ve identified in your strategy. SEO is a key
consideration, but never forget that you’re writing for your
readers, not for search engine spiders. Your content must be
relevant to your target audience. Of course, online visibility is
essential in getting your content to your readers. Google
publishes its own digital content guide which provides good tips
on how to make your materials stand out.

5. Curate content :-

Social media and the internet as a whole mean there is no
shortage of content to share. Finding high-quality, pertinent
content produced by others and sharing it online is a great way to
supplement your own content production. The need to share
regular content can be overwhelming — consider curating others’
as a way to reduce the pressure.

6. Distribution :-

How do you plan to disseminate your content? There’s no pointin
publishing high-quality content if nobody sees it. You need to
maximise engagement with your content marketing to make the
production process worthwhile.




7. Engagement ;- What actions does your audience take as a
result of your content? What they do — and what you want them to
do -

CONTENT MA G TEGY

Content marketing strategy is your high-level plan for creating and
distributing content to grow your audience and reach various
business goals.

A content marketing strategy helps you achieve specific goals,
define clear success metrics, and create processes for specific
improvement. This is more effective than haphazardly producing
content and hoping it does the job. In fact, 80% of marketers who
are extremely successful in content marketing have a documented
strategy.
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https://www.semrush.com/state-of-content-marketing/?utm_source=StrategyPost&utm_medium=link&utm_campaign=CMplatform19

Benefits of Content Marketing Strategy

v More online visibility v More leads v More authority

v More customer engagement v More budget

An effective content marketing strategy should have these five
core elements to be successful:

1. Audience personas

2. Brand story

3. Content marketing mission

4. Business case

5. An action plan

11



https://www.semrush.com/blog/buyer-persona/?utm_source=StrategyPost&utm_medium=link&utm_campaign=CMplatform19

Audience personas Positioning and brand
storytelling

¥ ol S

COMTENT
MARKETIMNG
t STRATEGY
ELEMEMTS
Action plan
A
5 Business case

1. Audience Personas

It’s difficult to tell your brand’s story if you don’t know who’s
listening. That’s why the first step is to identify the audience you’d
like to target.

Here are a few ways to do that:

« Survey your existing customers

« Research industry trends
. Identify who you don’t want to target

. Keep tabs on who your competitors target
Once you have your audience in mind, you can use our free Buyer
Persona tool to put them into writing.

A formalized persona will help you clearly and succinctly
communicate your audience to your stakeholders. And anyone
involved in brand messaging.

12
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2. Brand Story and Positioning

A brand story is a summary of your company’s history, mission,
purpose, and values.

Defining your brand story can help you identify the right messages
and topics to address with your content. That helps you choose
the right direction in your content marketing strategy.

3. Content Marketing Mission Statement and Owned Media Value
Proposition

Owned media refers to any digital marketing channels that you
have control over. Like your website or social media.

To establish your brand as a credible content publisher, define
your owned media value proposition.

4. Business Case and Content Marketing Goals

Providing value to your audience is an integral part of a successful
content marketing plan. But in addition to attracting new readers
and followers, content marketing should drive your business
forward.

Creating a documented business case will help you or your team
better understand the benefits, costs, and risks of implementing a
content marketing strategy in your company.

A business case is a project management document that outlines
why particular tasks should be executed and how their benefits
outweigh their costs.

5. Action Plan

Finally, add your main content marketing campaigns and projects
to your content plan.

Using a formal content plan will help you think through each
content marketing strategy step individually.

13



https://www.bigcommerce.com/ecommerce-answers/what-is-owned-media-and-how-to-capitalize-on-it/
https://www.projectmanager.com/blog/how-to-write-a-business-case

» CONTENT MARKETING FUNNEL

The content marketing funnel represents the stages a
customer goes through from their first content exposure to
conversion (e.g., submitting an email, signing up for a free
trial, or making a purchase). Like the sales funnel, the content
marketing funnel traces the buyer’s journey from awareness
to a purchase decision. There are three traditionally
recognized stages of the content marketing funnel. Different
experts have varying names for each stage, but generally,
they’re identified by their relative position in the funnel.

Content Marketing Funnel

Content at the 1op of the
funnel facilitates
AWAREMNESS

Content in the middle of the
funnel Eacilitabes
EVALUATION

Content at the bottiom of the
funnel facilitates BOFU Compas s
CONVERSION it

1 Niemnge o

+  Cumiomer sones
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https://gathercontent.com/blog/12-inspiring-content-marketing-case-study-examples

MARKETING FUNNEL

< Top of the Funnel (TOFU)

Known as the Awareness or Discovery stage, the TOFU is the lead
generation phase. As with a literal funnel, content

marketing efforts at this stage are targeted towards capturing
new and curious potential customers. TOFU content is often the
first time potential customers hear about a product or service.

< Middle of the Funnel (MOFU)

In the middle of the funnel, customers are tuned in and actively
considering your product or service...hence why it’s termed

the Evaluation or Consideration stage. Content for MOFU
customers is geared toward providing in-depth product
information, showing how your product outperforms competitors,
and highlighting why customers should choose your product.

< Bottom of the funnel (BOFU)

People at the bottom of the funnel are at the Decision or Purchase
stage; they’re ready to buy. Whether they’re googling the “best
product for X use case” or looking for comparison videos on
YouTube, they’ll buy any product that satisfies their requirements.
BOFU content should focus on reinforcing the idea that the
customer is making the best choice and showing customers how
to use a product effectively.

15
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https://gathercontent.com/blog/content-marketing-metrics

A SEO

A E-Books

A Online Ads
A Videos

A Direct E-mail

A Trials

A Demonstrations

WWW.SINGLEGRAIN.COM

— STAGES OF

MARKETING FUNNEL

—TOFU

AWARENESS

A Case Studies

INTEREST A Whitepapers

EVALUATION A Videos

A Drip Campaign
E-mails

A Social Media
A Newsletters

A Webinars
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