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It's a big promise: perfect content marketing.

But it is possible if you understand how content fits into your overall digital
marketing strategy.

And done right, your content marketing will not only attract prospects, but
also move them through a marketing funnel to drive more sales and grow your
business.

In this chapter, we cover the basics of a successful content marketing program,
including methods and metrics, the business roles that should own your
content marketing, and the lingo you'll use to talk about it.

Methods of Well-Executed Content Marketing

Let’s start with a thorough understanding of what we mean when we say
content.

You see, most businesses miss out on a lot of opportunities because their
vision for content marketing is too small.

As a result, they're churning out content but not getting great results. And
here's why: content in and of itself isn't what drives traffic and sales.

Your content needs to be “perfect.”
Now, what do we mean by that?

Perfect content isnt about you, your brand, or your objectives. It's about
delivering the right information to your prospects at exactly the right point in
the customer journey.
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For instance, for the software company Freshbooks, this web page represents
perfect content marketing for a prospect who needs pricing information to
make an informed buying decision.

Ouastiona? Coract our award winning suppod team S 1-888-200-6081

Faaturas Banafits Biog More Login Try it Free

cloud accounding

Start Using FreshBooks for FREE Today

Satup only takes o minute. No credit card reguired,

Start My Risk-Free Trial

" Most Popular

'63955 $2955 $1995 !-95\5

§ 26.5di mont i paying arnually

Unlimited imvooces, Undimited |moices, Unlimited irvoices, Unlimited iroices,

eapenses & tima trisching axpensas & time tracking expenses & time tracking mpanses & time tracking

Bill unllimited clisms Bill urlimited clieats Bill up 15 25 clients Bill up 1o 5 clients
=MHMM I I N T e S

Content is any information that helps you keep the funnel full.
Yep, a pricing page is content.
The big misconception is that content marketing is blogging.

While blogs are a major component of content marketing, they're only
a part of the bigger picture. In fact, in most cases, a blog is not the most
lucrative form of content marketing.
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But we'll come back to that.

First, let's get clear on the six characteristics of perfect content marketing and
why it's essential that you get started.

(NOTE: At the end of this chapter, you'll get access to a tool we use to make
perfect content planning a breeze.)

1. Perfect Content Marketing is Full Funnel

| know this is Marketing 101 stuff, but stick with me for just a second before |
get into the more advanced content marketing concepts we'll be covering.

For an ice-cold prospect to become a customer, they will need to travel
through three stages:

Awareness

The 3 stages all prospects go through on their way to becoming a customer



Chapter 02: Developing a Content

Marketing Strategy

1. Awareness - The prospect must first become aware that there is a problem
and that YOU or your organization have a solution for it. (This is where your
blog excels.)

2. Evaluation — Those who move through the Awareness Stage must
now evaluate the various choices available to them, including your
competitor’s solutions and, of course, taking no action at all to solve the
problem.

3. Conversion — Those that move through the Evaluation Stage are now at
the moment of truth—purchase. At DigitalMarketer, our goal at this stage is
to convert leads into frequent and high-ticket buyers.

A cold prospect cannot evaluate your solution until they are first aware of the
problem and your solution. And conversion is impossible until the prospect
has first evaluated the possible courses of action.

To move a prospect through a marketing funnel, you need to give them
content specifically designed to satisfy their needs at each of the three stages.

In other words...

e They need content at the top of the funnel (TOFU) that
facilitates awareness.

e They need content in the middle of the funnel (MOFU) that facilitates
evaluation.

e They need content at the bottom of the funnel (BOFU) that facilitates
conversion.

Make sense?

Blogs are fantastic facilitators of awareness, but they do a poor job
of facilitating evaluation and conversion. And, at the risk of pointing out
the obvious, evaluation and conversion are super critical to your business.

To move prospects through the middle (MOFU) and bottom of the funnel
(BOFU) you'll need other content types.
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It looks like this...

THE CONTENT LIFECYCLE

TOF

* Blog + Audio Podcast

« Social Media Updates «Video/Video Podcast

« Infographics + Microsite

» Photographs « Print Magazine/Newsletter
+ Digital Magazine/Book « Primary Research

MOFU

+ Educational Resources + Discount/Coupon Club
+ Useful Resource + Quiz/Survey
« Software Download « Webinar/Events

BOFU

* Demo/Free Trial

« Customer Story

» Comparison/Spec Sheet
+ Webinar/Event

* Mini-Class

We call this The Content Lifecycle.

Let's look at each stage of the funnel and the content needed at those
stages...

Top Of The Funnel (TOFU) Content Marketing

The prospects entering the top of your funnel are completely unaware of your
solution and, often, completely unaware of their problem.
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As a result, you need content with a low barrier to entry—because at this
stage, they have little to no motivation to put skin in the game (such as giving
your contact information or money).

You need freely available content at the top of the funnel (TOFU) that...

e [Entertains

Educates

or Inspires

... and you need to make it readily available using content types like:
* Blog posts

* Social Media Updates

* Infographics

* Photographs

e Digital Magazines/Books

e Audio/Video Podcasts

* Microsites

e Print Magazines/Newsletters (You'll need a bigger budget here.)

® Primary Research
Do you need all of these content types at the top of the funnel?

Heck no.
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Most businesses will post content to a blog and to social media channels like
Facebook, Twitter, LinkedIn, Pinterest, etc. Once you’ve mastered these two
content types, you'll want to add more top-of-funnel content to the mix, like a
podcast or a print newsletter.

Remember, the big goal at the top of the funnel is to make prospects
“problem aware” and “solution aware.”

Notice how Whole Foods, using their Whole Story blog, raises awareness for
a sea scallops offer while providing valuable content (recipes and cooking
instructions):

WHOLE
FOODS,

HEALTHY EATING

ABOUT DUR PRODUCTS

RECIFES

OHLIKE DRDERING

MISSION & VALUES

DUR BLOG

STORE DEPARTMENTS

utestant seallogs. Thess mahtinyour-mouth sk mallusks are unlike amything b

For one weel, from Wednesday, July 1™ through Teesday, July 7%, Atlantic Sea Scallops are

o tale for §14.90 par pound in cur LIS o

LS. omly. Sedecrion may vary by store. While supplies fst. Mo rav checks. Cor

tere far desails

These tender morsels are 10/20 cownt and are perfect for skewers and grilling. Even betier
thery ke seureed Fram sbundast Marine T, ertind Lustainable fishery in

TPRSTS Y CATEENY +

SEARCH THE BLOG

I you'll be snapping up some scallops during the sale, here are some general tips from

et ioniil Alisd Sugar.

# Large scallops are greak for grilling, pan sautking, breading and frying, or broiling
Sl sealioed e bl fuited for Soupd, dbiwd, Ciiiansli, daladi, and stif-frng.
# Regandless of size, a raw scallop should ke fem to the touch with a fresh, mild

wlighitly Swal itent.

SIGN UP FOR
NEWSLETTERS

e purchased, scallop b frigerabed and wog* '4 hasrs,

TOFU content raises awareness of your offers while providing valuable information.
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At DigitalMarketer we do that by providing educational content our prospects
are interested in—and using that content to raise awareness of our training
products and services.

(Shhhhh... don’t tell anyone, but this VERY chapter is educating you about the
strategy and tactics taught in our Content Marketing Mastery Certification.)

And the good news is it works in any industry for any type of product.

Notice how this kitchen remodeling company uses photographs of remodeled
kitchens to make prospects “problem aware” and “solution aware”:

RITCHENZ
DESIGNS? Blog

HOME DESIGN » LEARN = CABINETRY = ORGANIIING = PRODULTS = FUN = CREATE THE LOOK SHOP

A} aswchdigast

> i H-HPM

RECENT FROM KITCHEN TOURS RECENT FROM CREATE THE LOOK

g Shades of Grey Hitchen Design wawm. ﬂé et Kitcher: Deesign Hements

With TOFU content, you want to create awareness around problems
as well as solutions.

Unfortunately, the top of the funnel is where most organizations begin and
end their content marketing efforts.
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Smart content marketers know that, with a bit more effort, they can move
prospects from awareness to evaluation in the middle of the funnel.

Here's how it gets done...

Middle of the Funnel (MOFU) Content Marketing

The big goal in the middle of the funnel is to convert “problem aware” and
“solution aware” prospects into leads.

Here, we use free content to incentivize prospects to submit their contact
information and opt in to receive future marketing.

We call this type of content a

Lead Magnets can be...

Educational Resources (Case Study, White Paper, etc.)
Useful Resources (Swipe File, Checklist, etc.)

Software Downloads

Discount/Coupon Clubs

Quizzes/Surveys

Webinars/Events

This is a Lead Magnet that DigitalMarketer uses to generate leads for our
products surrounding Facebook advertising:
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ULTIMATE FAGEBOOK AD
TEMPLATE LIBRARY
COPY & PASTE THESE 7 PROVEN FACEBOOK AD

CAMPAIGNS TO CREATE LOW-COST, HIGH-
CONVERTING ADS ON-DEMAND... FACEBOO K AD

\'{-' THE 11 WORD AD THAT NETTED $208, 485 IN SALES USING TE M P LATE L I B RA RY

OME SIMPLE PRINCIPLE OF BUYER PERSUASION. (THIS
FORMULA WORES 1IN ANY MARKET.)

e THE *¥OU FORGOT” REMINDER TRICK THAT BRINGS IN TONS
OF NEW CUSTOMERS AND LEADS, EVEN AFTER THEYWE
ALREADY SAID WO TO YOLIR QFFER! (WE LISE THIS ONE OVER
AND OVER.,, AND ¥OU SHOLULD TOD,)

\f THE “USE F QUESTION FORMULA THAT DRIVES DOWN
CLICK COSTS AND SHARPLY INCREASES CONVERSIONS, [JUST
FILL 1M THE BLAME AMD WATCH YOUR CLICKS SOAR AND ey
COSTS PLUMMET)

'v"'. FLUS. WE'LL REVEAL DUR TOP 3 FACEBDOK ADS THAT

GEMNERATED A COMBINED 110,423 LEADS FOR JUST $1.76 A
PIECE. (AND HOW WE MADE OUR MONEY BACK QUICKLY.)

Lead magnets are free content that incentivize prospects to opt in to
your list, becoming leads.

When visitors click on the “Download Now" button, they're prompted to enter
their email address to receive the piece of content.

This piece of content (a white paper) from Cloud Margin generates “solution
aware” leads...
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CluudMargin" m

«&4 (0] 20 3397 S46T0 F «| 212 373 TIIH
2éi-hiour client suppoit «44 (O] 20 3397 5679 7 <] B5S 642 N5
miffo{@clowdmasgincom

Who Are CloudManing What Is CloudMasgin? S0 How Does i Work?

Enter your details to download the CCP white paper

Long e COPs = a white paper on the v centrally-cheared landscaps for OTC
derivatives and lessons For how to adapé and thiive

Thoughts For Cleared
Devivaipee wsers are facing unprecedenied levels of change with mandaory cenirs Ewap F“Ell'tll:lpal'll;E
clearind Caleifsf EMeCt. (I ihid wihile pbpei e discuss he MBHor deivalivés snd-uders
should consiier n the new OTC denvaiives landscape

How CCP prices reign

How ta think lilke a COP

How to stay ahead of your CCP

How clearing mpacts Costs

How bo use collateral effectively

How the right lechnology ghves wou an advantage

Wilh thes sfGirmalian fms ané biiler Sbbe o cofe with ihe changes and wse them bo
[IWEir advanlage

=

Company °

B "

Position "

Email *

Telephone

Sl

A white paper or report creates “solution aware” leads.
But you can’t deposit leads in the bank.

A third content type is required at the bottom of the funnel (BOFU) to convert
leads into customers...
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Bottom of the Funnel (BOFU) Content Marketing

OK, it's point of sale time.

What types of content will your new lead need to make an informed purchase
decision?

Here are a few...

e Demos/Free Trials

e Customer Stories

* Comparison/Spec Sheets
e Webinars/Events

e Mini-Classes

Your lead may be reading your blog and downloading lead magnets (and it
will help convert her), but you'll need content that helps her decide between
you and your competitor to move her through to purchase.

Notice how Salesforce supplies leads in the bottom of the funnel with
plenty of customer stories to prove that their product can handle that lead’s
circumstances...
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1-800-NO-SOFTWARE | 1.800-08 G385

Customer Success Stories P

=

‘.\ 4
"I neverimagingd I could rURsay
business from my phones »

- Paul Raps, CEQ, LEVIEV Extracrdinarny Disfmonds

y
View story » '

Eatist i induilry E or Ealis=l g prisdust B n Ealac] @ Bk riris b be a

Featured

Stanley Black & Decker ADP Coca-Cola Germany ‘Wells Fargo Bank
Bullding smarter toci: iaking every moment & The perfect customer service Bullding deeper customar
Sallifgg o Tesrrriida Pkt i

proase —
0 _ C )
' T
1 1 =;"
- L

Philips Carlo's Bakery Herman Miller Wirgin America
Starping Nght years sbsad of A rtighborhond bhakify goel Goiftg Mo praduil-Cenme Kisping laafmmatig
e competrtion ginkal o igluton-centrg conneched with Chatter

Customer success stories are smart BOFU content.

Salesforce.com has dozens of these customer stories—one for every major
industry, product offering, and size of business.

Customer stories are content that converts, and they are the responsibility of
the content marketing team.
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Consider this piece of content designed to assist prospective Quickbooks
customers in choosing the right solution:

The QuickBooks Online Difference
QuickBooks QuickBooks
Onlinet Desktop!
Create professional invoices v v
Track sales and axpensas o o
MaNage acoounts Py abe o o
Qow-click sales and tax ropons o W
Automatically schedule and sand invoices L4
Woork from PC, Mac, smariphones, or tabdats at o
any time
Ingtar ilg Acchss for Accoumniants o
Connect 10 300+ cloud-based apps o
Automatically download your bank transactons’ o 510 = $15 per month avg
Phone suppor o $299 per year
Automatic back-up with bank-lavel secunly o $0.05 per month
Access o latest product and Teaturd updates o S249 annual upgrads
Choud actess hosting) o 540 - 3200 monthly por user
Access for up to 5 users o Requires 5-user kconse

At the bottom of the funnel, prospects are comparison shopping, so
comparison sheets make smart BOFU content.

But Quickbooks could earn some points by comparing their tools to their
competitors’ tools as well. For instance, a Google search suggests that a
comparison sheet between Quickbooks and their competitors (such as Xero)
is another piece of content that should be on the radar of the Intuit content
marketing team.
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Google

Xero )
Xero accounting / Remave

xero vs quickbooks

xero accounting reviews
xero accounting pricing
xero pricing

Xero api

xero payroll

xero shoes

xero accounting login
Xero promo code

Google Search I'm Feealing Lucky

Google’s suggestions are a good source for content ideas.

And while we're at it, look at all the bottom-of-funnel (BOFU) content Xero's
content marketing team has built:
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Why small businesses choose Xero over QuickBooks

Here are the top five reasons:

Get free automatic updates — no
forced migrations.

Enjoy intuitive online software that’s
built for small businesses.

Add unlimited users for free

on any plan.

Connect to over 350 other online
business apps.

US-based support — our nationwide
experts are here for you.

Brand comparisons are good BOFU content.

Customer stories "

t easy for small businesses to stay on top of their finances

ove. Find out how our customers use Xero to grow their business.

» Watch Heidi's story (1:37)

Circle Me Silly Spitfiregirl
Trisha Cobb Heidi Yarger
FOUNDER & OWNER CREATIVE DIRECTOR/OWNER

Customer stories are great BOFU content.
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And...

@ Beautiful accounting software SMALL BUSINESSES  ACCOUNTANTS  BOOKMEEFERS MORE  LOGIN FREE TRIAL

The online accounting software :‘;
alternative to QuickBooks

See why others switch from QuickBooks to Xero

.f'—“"\
FEATURES BEMEFITS ADD-OMNS CUSTOMERS | = watch Demc /,l Plans & Pricing
. v

The best BOFU content answers last-minute questions and gives
prospects a reason to buy.

s creating top of funnel (TOFU) content on a blog important?
Absolutely.

But failing to build a full-funnel content plan will leave you disappointed in
your content marketing results.

2. Perfect Content Marketing Is Intent-Based

Some businesses and marketers get hung up on the wrong metrics,
particularly when it comes to their blog.

Take a look at this video to see what | mean:
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Perfect Content Marketing: How Content GeneratesLeads .. @ &

The key to perfect content marketing is understanding existing intent and
anticipating future intent, and then, creating the content “assets” needed to
address that intent 24 hours a day, 7 days a week.

In our Freshbooks example, a customer who's deep in the funnel might have
the intent to compare Freshbooks to Quickbooks.

This content asset addresses that intent:
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e i T i I T T e T |
Accounting Purpose-Built for Small
Business Owners
Frustrated by slow, bloated accounting software? FreshBooks is easy to use, backed by awand-winning support and loved by
millions.
r
Fﬂm QuickBooks
Imvoices, expenses, and reports v
Web and mobile acoess v
Free onling and phane support 'I/
Designed for senice-based small bUsSINESE OWNErs v‘”
Builtdin time tracking featunes v
Projict tracking V”
Multi-curmency billing v
Late payment reminders v"
Awandewinning CUSTOMEr SUppon V’
Industry leading customer happiness scora v
Free trial pariod 30 Days 30 Days
Paid pians star at $9.95/month £12.95/month
et e e e o A et mnered et et

To come up with valuable content assets, anticipate current and future needs.

And you'll have to run paid traffic to your content to maximize your results or
you risk leaving money on the table as Molly explains:
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Perfect Content Marketing: How Content Generates Leads ... @ #

The truth is the most lucrative content assets you'll create (if you have an
existing business) are assets that meet intent at the bottom and middle of the
funnel. Optimize for this existing bottom and middle of funnel intent before
going to work on generating awareness at the top of the funnel with an
expensive and time-consuming blog roll out.

That's not to diminish the power of a business blog. Over the last 24 months,
we've been adding content assets (articles and podcasts) at the top of the
funnel and we've increased website traffic (think awareness) by 1053%.

That said, the quick wins in the content marketing game are in the middle and
bottom of the funnel.

3. Perfect Content Marketing Is Ascension Focused

Failure to provide an ascension path from every piece of content you create
isn't just bad marketing—it's a bad user experience.

Smart content marketers anticipate the next logical intent and remove as
much friction as possible to create a clear path to conversion.

For instance, let's say I'm shopping for supplies to repaint my kitchen...
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Perfect Content Marketing: How Content Generates Leads .. @ 4

In our Freshbooks pricing page example, notice that Freshbooks has created a
clear ascension path to a “Risk-Free Trial” of the software.

In blog content, prospects can be given the opportunity to opt-in with their
email address to get more information about a topic.

Check out this ascension offer embedded in a blog post. Clicking on this
banner ad will take the prospect to a landing page to enter their email address
and ascend to a lead:

60


https://www.youtube.com/watch?v=HZxNq4fjfKY

Chapter 02: Developing a Content

Marketing Strategy

[Test Results] What You Need to
Know About Facebook Lead Ads

FACEBOOK JUST DEBUTED A NEW AD TYPE...

Categores:

[t s]w Ol wlm 5] P 1

It's no secret - Facebook is cur favorite advertising platform (by far 3))

P ™ R P i WHUN VR o U

Sus; Verrei the [ead genedut 808 roflea JU<we Tigucwudl ' Be the perfec
split test.

(NOTE: Want the Uhimate Facebook Ad Template Library? Copy & paste
these 7 proven Facebook ad campaigns to create low-cost, high-converting

ads on demand. Get them ) ‘{

FACEBOOK AD

TEMPLATE LIBRARY

Website Conversion Objective vs. Lead Ad
Qhiartiva o i : D

Ascension offers can be embedded in your blog posts.

They get more information about a topic they are interested in. You get a
lead.

4. Perfect Content Marketing is Segmented

You can run surveys and polls until you're blue in the face. But you won't know
what people are truly interested in until they give you their money or time.
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When a prospect visits a piece of content (spends time) they have raised their
hand and indicated interest. And, because of the magic of ad retargeting you
can follow up with these prospects with a relevant ascension offer without
even acquiring their contact information.

[Test Results] What You Need to :
Know About Facebook Lead Ads B i o oL P

Gooy & Pasie these 7 proven Facsbook Ad Campaigrs Ta Creste Low-Got,
High-Comymiirg Campagrs

K AD
FACEBOOKAD

Fill-In-The-Blank Facebook Ad Template
Want o gerersie lweds s saies e o aaniness ueing Pecebock sou?
'8 i et = Facwtroah & o levonm advers sng pladorn ity e 3 Dowiioes s FB in The Bars Faoeboos Ag Tempiaie and gt sansd

We ooe Facenss ss beomase of ey sise of use v wigenag notiens

T oy . = "
o B T I‘._:.-DI.I_.'_H g Sperimatn T el ey e l.1_!J'r\'.:..!|_.L..b" -

Retargeting blog visitors can help you create segmented leads.

5. Perfect Content Marketing Is Cross-Channel

Perfect content marketers publish content that meets intent in any channel
where groups of prospects are searching for and sharing content including:

e Website/blog
e Facebook

e Twitter

e Linkedin

® Pinterest

e YouTube
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Chances are a single content asset could be published across numerous
channels to maximize exposure.

Perfect Content Marketing: How Content Generates Leads ... @ &

For instance, could that video demo of your product be republished on your
YouTube channel like Cuisinart has done here?

Cuisinart Coffee Grinder (DCG 20N) Demo Video

‘Wi
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(If you're wondering, “Who in the hell would watch that boring video?” the
answer is anyone who is interested in buying a coffee grinder and, particularly,
anyone interested in buying THAT coffee grinder. Anecdotally... | bought that
coffee grinder after watching that demo just a few weeks ago. The grinder
does a great job grinding coffee and that video does a great job at cross-
channel content marketing at the bottom of the funnel.)

Can that article on your blog be repurposed as a webinar? Can that podcast
become a written article for LinkedIn Pulse?

6. Perfect Content Marketing Is Avatar-Based

Last, but certainly not least, perfect content marketing assets are produced
to satisfy the intent of your customer avatars. A content asset can satisfy the
intent of multiple avatars or it can be published to target a single avatar.

At DigitalMarketer, for example, we produced an article to raise awareness
(top of the funnel) for our marketing certification programs. This article was
specifically targeted to our “Employee” avatar who has the intent of acquiring
skills that will land them a better job.
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+T_F+.
6 Trending Digital Marketing Skills
to Put on a Resume

by Suri Malses Edit

° Yy
30

ARE YOUR SKILLS INDISPENSABLE? @@@

Categories: ; t

R A N T

Mo one is safe...

... except maybe digital marketers.

For { rl n innesati i tfor

Our goal for this article was to raise awareness for our marketing certification
programs, so it was targeted to our “Employee” avatar.

Content Marketing Planning: The Content Campaign
To execute perfect content marketing, you need a plan.

At DigitalMarketer, we make this plan at the offer level using a spreadsheet
called a Content Campaign Plan.

The planning document includes fields for:

e Marketing Funnel - Is this asset addressing intent at the top, middle, or
bottom of the funnel?

e Avatar — Which avatar(s) will this asset target?
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e Vehicle — Will this be a text, image, video, or audio asset?
* Channel — Where will this asset be published?

e Ascension Path — What call-to-action will be used in this asset?

The Content Campaign Plan is used to align content marketing with business
objectives like generating leads and sales.

It looks like this (I know that's hard to read, but you can
).

AGENCY CWNER EMPLOYEE FREELANCER BUSINESS OWNER
ABBET €, E ABSETH,C. & ABBETC.E ASSETC,E
EVALLATION ASSCT D.F ASSCT O, F ASSETD.F ASSETD.F
CONVEREON AESET A, O ASET A, O ASBET A Q ASSETA. O

Poduc Comganens [had - 8 nata Pl oullires e gty B

A 3
ASSE Sl mel e if el - = g Watsis Fuss Gt B e
¥ Ui Swdle o'l ruriepley sule Tl o oed W@ ¥ n - -
ASSETE . : Ermployes e Lirkmdin Ponaiiog Sen et Saimn P
1‘"
ASBETC & Prgaaey of Spoad Clawiida, o | Solindmr, e e - _."_-"":a:; " Tod g Totes flosabuns [ Sarasl Bhats Bt
i o F Ay, Fmiryda — " Al s+ Srursl Wt
ABSET D Lmrrae Socul Vieoa Seape Fie Frastorasr e Watsle " Coneilicmion
ASSET E Socsal Meoda Topc Wap ""'_."_':_LI'::'"" Taas e PLH v T b Sceare By Fama Socad Wadss il
— Agarcy, By - . O Lt = ool Medks
ASSETF Sainlaid Wb it S il Lo Wil [ Erpticition
egprp, Empirpba
ASELT O Bodial Msda Mastery Produd Deicrghon Frosiinos . (earess Tast Eaine Page L ] il Gt O e
Chwnar

DigitalMarketer’s Content Campaign Plan

Want to create content that converts prospects at all stages of the funnel?
Create a Content Campaign Plan and execute on it. It works.
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Your Content Marketing Success Metrics
How do measure the success of your content marketing tactics?

Traffic by Channel

At the top of the funnel, design your marketing to raise awareness for your
business, brands, and products. Measure traffic from channels like Google,
Facebook, and Twitter.

Net New MQls

Measure the number of leads generated in the middle of the funnel that
require further nurturing before they are ready to make a purchase.

Conversion Rate

When content marketing is done correctly, it generates traffic to lead forms
and product pages. Measure the conversion rate (Page Visits/Conversions) on
lead forms, product pages, and other calls-to-action.

Net New SQls

Measure the number of leads consuming content at the bottom of the funnel
(demos, customer stories, etc.), indicating they're ready to buy.

Relevant Roles in Content Marketing
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Who in your organization should be trained in email marketing?

Three different departments should be proficient at and understand the role of
email marketing.

Marketing

Content marketing is a foundational discipline affecting your search, social,
email, and advertising. Every marketer involved in your digital strategy should
be well versed in content marketing.

Sales

According to Harvard Business Review, the average buyer is 57% of the way
through the sales process before they engage with a sales representative.

Instead of contacting your sales team your prospects are consuming your
content. Sales people who understand content marketing can work in
conjunction with your marketing team to create content that closes deals.

Public Relations

The modern-day PR team must understand how the content they produce fits
into the larger content, social, and search marketing strategy.

The Lingo You'll Use as a Content Marketer
What are the terms you need to know as a content marketer?
Top-of-Funnel (TOFU) Content

Content designed to raise awareness for your business, brands and products.
This content is delivered through a number of channels including blogs,
podcasts and video hosting platforms like YouTube.

Middle-of-Funnel (MOFU) Content

Content designed to generate leads and move the prospect through the
evaluation stage. Content in the middle of the funnel often takes the form of a
Lead Magnet.
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Lead Magnet

An irresistible bribe offering a specific chunk of value to a prospect in
exchange for their contact information. The goal of the Lead Magnet is to
maximize the number of targeted leads you are getting for an offer.

Bottom-of-Funnel (BOFU) Content

Content designed to convert a prospect into a customer by providing the
information needed to make an informed purchase decision. Bottom of funnel
content includes webinars, product demonstrations, and customer stories.

Summing Up

Content marketing isn't restricted to blogging. You'll probably create tons of
blog posts, but if you're strategic, you'll use your blog as just one channel in
your content campaigns.

Remember, content marketing works with your other digital tactics in a
comprehensive marketing plan designed to move people deliberately through
your Customer Value Journey.

Don't forget to download the Content Campaign Plan, which is your best
resource for planning content for every stage of the funnel: TOFU, MOFU, and
BOFU.

Then, once you've got your content assets built, you're ready to learn how to
use digital advertising to drive traffic and conversions.
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Become a Content Marketing Specialist

CONTENT

MARKETING
SPECIALIST

Content marketing is an essential aspect of any modern digital marketing
strategy. In this mastery course, you'll learn to execute a “full funnel” content
strategy that transforms ice cold prospects at the top of the funnel (TOFU) into
loyal buyers of even your most expensive products and services at the bottom
of the funnel (BOFU).

You'll learn:

* How to create your Customer Avatar so you can architect a content
strategy that attracts leads and buyers.

e Choose from 12 goals, 16 metrics, and 21 different types of content to
create a content strategy that is laser focused on moving the needle for
your organization. (Building this content plan is a snap using our Content
Marketing Plan worksheets.)

e The "GC = A" Content Marketing Formula that connects the dots between
content and sales.

Click Here to Learn More »
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