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Introduction 
 

Admit it, you’ve struggled. 

You’re great at what you do – perhaps even the best – but marketing your 

business is a constant trial. 

Every client is delighted with your services, every customer says he’ll recommend 

you to his friends and colleagues... 

But nothing seems to come of it. Your leads are few and far between. It’s a 

perpetual battle to find new business. 

Shouldn’t people want to find you? Shouldn’t they be hammering down the door 

to hire you? 

But that’s the stuff of dreams. What you need is a way to show the world how 

good you are. To differentiate yourself from the competition. 

To show your value and get the clients you deserve... without selling out like 

some sleazy salesman. 

 

Enter the Hero 

You’ve heard of Content Marketing, of course. These days, everyone has. 

You’ve heard people say that Content Marketing can help you build your brand, 

and create a loyal following. You have dreams of building ongoing relationships 

with your clients and having a stream of usable feedback and product ideas. 

But is that true? Or just an exaggeration? 
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And what exactly is Content Marketing, anyway? Is it simply a case of having a 

blog that you update now and again? Or sending a monthly newsletter to past 

clients? 

 

How To Show Your Authority With Content Marketing 

It is true. 

Content Marketing can do all of the above, and more... 

But it’s not just about having a blog. Or a newsletter. Or any other single channel 

of communication. 

Content Marketing is a way of doing business, and requires a firm and significant 

commitment on your part. If you’re willing to put in the time and effort required 

to build and maintain a content platform, your rewards will be significant. 
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What is Content Marketing? 
 

Content marketing is the future. 

A 2014 study by the Content Marketing Institute (CMI) found that 93% of 

B2B marketers are now using content marketing as part of their strategy. 

73% of those marketers are producing more content than they did a year 

ago. 

So what is content marketing? 

Well, CMI put it like this: 

“Creating & distributing valuable, relevant & consistent content to attract 

& acquire a clearly defined audience – With the objective of driving 

profitable customer action.” 

A very accurate description, but it’s a bit ‘management speak’ for my 

liking.  

The idea is that you provide valuable information, or content, to your 

customers for free. By doing so you forge an ongoing relationship that’s 

beneficial to everyone. You could give them white papers or case studies, 

e-books, videos, research reports, podcasts.. the list goes on. 

Rather than getting hung up on specifics, I prefer to define content 

marketing like this: 

Content marketing is the process of becoming your customer’s 

trusted advisor. 

Does that sound a bit grand? Bear with me. 
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Let’s look at some of the traits that a trusted advisor might have. They 

would: 

1) Have a personal relationship with you 

2) Provide something of value 

3) Be an expert in their field 

4) Be a leader in their field 

5) Be likeable 

6) Provide help without asking anything in return 

And here’s something a trusted advisor definitely WOULDN’T be: 

7) A sleazy salesman 

So how achievable is this ‘trusted advisor’ status? 

To answer that, let’s take a look at an excellent example of content 

marketing in practice – Cisco’s Internet of Everything 

In case you didn’t already know, Cisco are a huge multinational 

corporation that provide software and hardware solutions. Who do they 

provide them to? Well… everyone from home users to Governments and 

other multinational corporations. 

To give you an idea of their size, in the final quarter of the 2013/14 

financial year, Cisco took over $12bn in global revenue. Yes, that’s over 

$12,000,000,000 in a 3 month period, which amounted to 6% year-on-

year growth. 

The Internet of Everything is a website that Cisco have built to share their 

content with new and existing customers. Within the site you can find 

white papers, case studies (both written and video), news articles, blog 

posts, personal bios for senior staff, and all sorts of other useful and 

interesting stuff. 

So what are Cisco doing well? 

http://newsroom.cisco.com/ioe
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They provide a wide variety of media content 

Cisco’s customer base is vast, which makes it difficult for them to know 

what types of content will be well received. The solution? Produce content 

in dozens of different ways and see what works. 

This tactic also adds credibility to the ‘newsroom’ look that they’ve gone 

for. Traditional news comes to us in many forms, including video, text, 

audio and more. Cisco have done a great job of making their site look and 

feel like a mecca for business and technology news. In fact, that’s exactly 

what it is. 

They tell stories and name names 

People love stories. Think about the evergreen popularity of books, 

newspapers, films and theatre – Whether it be real world events or works 

of fiction, nearly everyone likes an interesting story. 

Glance through the Internet of Everything and you’ll find case studies, 

newscasts and reports on all sorts of events. There are good news stories, 

bad news stories and everything in between. 

Not only that, the stories have characters. Real people. Cisco go out of 

their way to introduce us to real people. Why? Because without actual, 

relatable characters, stories are boring. 

We can become emotionally involved in a story – even something as 

business-like as a case study – so long as we relate to the characters.  

Present a potential customer with a spec sheet for your latest product and 

they probably won’t even read it to the end. 

Now present them with a case study – One where the ‘hero’ has a 

problem very similar to their own. By working with your company they 

were able to solve the problem and save the day. If you’ve done a good 

job of making the story both interesting and informative, they’ll be 

excited at the prospect of working with you. 
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They give away valuable content for free 

This is important. Some of the content on the Internet of Everything could 

be charged for. People need and want information like this, and they’d be 

willing to pay for it. 

But Cisco don’t ask for money. In fact, they don’t ask for anything. 

If you spend some time browsing the Internet of Everything, and I 

suggest that you do, you’ll find that every so often one of Cisco’s products 

is mentioned. Perhaps there’s an article on solving certain networking 

issues, with a gentle reminder that Cisco offer troubleshooting and repairs 

as a service. There are probably a few links to case studies demonstrating 

how Cisco solved similar problems for other companies. 

Notice what you don’t find? Long, sleazy sales pitches. That’s because 

the reader already knows that Cisco are the experts, so they’re the 

obvious choice if she needs that kind of service. 

They demonstrate their authority rather than claiming it 

How many times have you seen a company claim to be experts in their 

field? 

Did you take their word for it? Of course not! 

I imagine you checked out their website, looked up some reviews, and 

generally did your best to make sure it true. If you weren’t convinced, 

you probably went somewhere else. 

This sort of scepticism is a problem for businesses – Most people simply 

will not take their word for anything without doing some research. 

But now let’s think about Cisco. They certainly want to be known as the 

experts in their field, but they’re not asking us to take their word for it. By 

providing all this content for free, including examples of their past 

successes, Cisco demonstrate their authority – they don’t just claim it. 
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This puts us at ease, because we know right away that we’re in good 

hands. 

It’s equally important to look at what Cisco don’t do –  

Scream their sales message 

Or in fact… 

Ask for anything in return 

I’ve touched on this already, but it really is important. Customers are not 

stupid, and they will see through thinly disguised sales pitches. If at this 

point you’re trying to imagine a way of distilling your sales catalogue into 

‘information’ form, I’m afraid you’ve missed the point. 

Before we move on, let’s take a final look at our list of ‘trusted advisor’ 

characteristics, and see how Cisco are doing. 

1) Personal relationships – We’ve got loads of stories about real 

people and real events. Considering that we’re talking about a vast 

international corporation here, I’d say that we have a surprisingly 

personal relationship on our hands. 

2) Providing something of value – Let’s be fair here, Cisco are 

providing nothing but value. If you’re after business and technology 

news and solutions, you’ve come to the right place. 

3) An expert in their field – I don’t think anyone would question 

this. The quality and sheer quantity of information provided is 

outstanding. 

4) A leader in their field – There’s a distinction between an expert 

and a leader, but Cisco are clearly both. Check out their Corporate 

Overview document and you’ll find that they’re the overwhelming 

market leaders in the global networking industry. They’re also 

making great strides in teleconferencing server technology. Long 

story short – Cisco are leading the way. 

5) Likeable – It’s difficult not to be grateful for this resource, 

particularly when we’ve been introduced to the real people who 
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provide it. Again, Cisco are a huge corporation which makes it 

difficult to be genuinely likeable, but I’d say they’re doing a damn 

fine job. 

6) Providing help without asking anything in return – There are 

no thinly disguised sales pitches here. In fact, Cisco seem to be on 

a mission to prove that the old adage “If don’t ask, you don’t get” is 

simply not true in the content marketing business. 

And it goes without saying that Cisco don’t commit the cardinal sin of 

content marketing -  

7) Being a sleazy salesman – I won’t flog a dead horse. They don’t 

do it, and neither should you. ‘nuff said. 

 

So now you’ve got an idea of what content marketing is. You’ve seen an 

example of good content marketing in practice. That brings us to… 
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How Does Content Marketing Work? 
 

Now I don’t know you yet, but I’ve got an idea of what you might be thinking. 

Unless I miss my guess, it’s something like this. 

“Hang on a minute. Cisco are huge – I don’t have that kind of money to invest in 

content marketing!” 

I hear you. Thankfully, you don’t need a huge budget to make content marketing 

work for you. In fact, being smaller actually works in your favour. 

No matter how hard Cisco try – and the try very hard – it’s almost impossible for 

them to forge a personal relationship with their customers. Of course, their 

larger customers will have Cisco account managers, but that’s not quite the 

same thing. 

Regardless of how good their content is – or how good their executive bios are – 

Cisco will never appear to be as personal or likeable as a smaller company can 

be. In that sense, they’re a victim of their own success. There’s no doubting that 

Cisco are the experts, or that they’ll do a good job – It’s just that they’ll never be 

able to provide that personal touch. 

So how does content marketing work for those of us who don’t have billions of 

dollars to play with? 

The simplest way to explain it is by looking at the ‘Customer Engagement Cycle’. 

Sorry if that sounds like something a management consultant would say, but 

bear with me – I promise this is useful. 
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The Audience Engagement Cycle 
 

You’ll probably notice that this diagram closely mirrors the traditional sales 

funnel. Rather than looking at this purely as a business transaction, however, the 

cycle represents the journey your content will usher people through. 

I’ve included the typical sales funnel terms of ‘Lead’, ‘Prospect’ and ‘Conversion’ 

to demonstrate the similarities, but there are distinct differences as you’ll see 

shortly. 

Each stage of the cycle represents a section of your potential customer base and 

their level of interest in your company. 
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You’ll notice that at each stage the cohort gets smaller. Again, this is similar to 

the standard sales funnel. In fact, just like the sales funnel, this process is as 

much about pushing away people who are not suitable as it is about pulling in 

those who are. 

The idea is that you produce a range of valuable content which gradually ushers 

people through the engagement cycle. If you’re familiar with the sales funnel 

process, this is similar to keeping leads ‘warm’ until they’re ready to buy. 

At this point I’d like to draw a distinction. The sales funnel is concerned only with 

people or businesses that might become customers. The engagement cycle 

relates to anyone who could benefit from your content. 

That’s an important distinction – There will be people who enjoy your content, 

but who are not suitable prospects. This could be because they can’t afford your 

product or service, they’re outside of your geographical remit, or any one of a 

hundred other reasons. Regardless, they form a part of your audience. 

And that’s the crux of the engagement cycle – When you start providing valuable 

content, you start building an audience. Some audience members will be 

qualified customers that progress through the cycle. Some will get to a certain 

point – probably stage three – and never move on. And that’s O.K. 

Believe it or not, there are genuine advantages to having a large audience, even 

if many of them never buy anything. Here are a few for your consideration: 

 They provide feedback – If you give people the opportunity to say what 

they do and don’t like about your content, they’ll tell you. Whether they’re 

buying or not, this feedback is vital to the ongoing engagement of your 

audience. 

 They tell their friends – If people like your content, they’ll share it. 

Imagine that – People who’re never going to buy from you marketing on 

your behalf. This is the real power of social media, and it’s one of the 

reasons why good content marketing is so successful. 



B2B CONTENT MARKETING 101 
 

 

 

 

15 

 They’ll tell you what they want – So there are members of your 

audience who can’t or won’t buy your products or services. But you know 

what they will do? They’ll ask you for other products or services that they 

do want. Perhaps it’s a lower spec product for smaller companies. 

Perhaps it’s an in-depth information product that doesn’t exist yet. The 

point is that you’ve got the best research tool you could ever dream of, 

and if you’re willing to listen you’ll find new business opportunities by the 

handful. 

And creating lower value products can actually perform a similar function to 

your content marketing. You might have a dedicated audience member who’s 

considering making a big purchase. She loves your content, but she’s not quite 

sure if she wants to commit to a big payment right away. 

Now imagine that in addition to your main product – perhaps a software training 

course – you also offer an e-book that helps people to get started on their own. 

She’s happy to lay down a bit of cash to pick that up, and once she’s got 

everything she can from it she’s far more likely to fork out for the course itself. 

Even if she decides against the larger purchase, you’ve still sold her the e-book. 

She’s still a loyal member of your audience. There’s a good chance she’ll buy 

more from you in future.  

But even if she never pays you another penny, she’s still providing value. 

If you remember nothing else about the engagement cycle, remember this:  

Products are for customers. Content is for your audience. 
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Leading Your Audience Through the Engagement Cycle 
 

So you’ve seen the engagement cycle, and you understand the value of building 

an audience. How do you move your audience through the cycle, thereby getting 

the rewards you deserve? 

The simple answer is that your content attracts potential customers to your 

audience and then keeps them ‘warm’ until they’re ready to buy. It’s well 

established that playing the ‘long game’ results in far more conversions than 

asking for sales at the first point of contact. 

Consider the basic premise of telemarketing. Some companies will put together 

a list of prospects, call them up and ask for the sale. I like to call this the ‘piñata 

method’ – If you stumble around swinging your stick for long enough you’ll 

eventually get some sweets. 

Smarter companies have come up with a better method for creating business 

with telesales. They have their sales people call up prospects and talk to them 

about their products. If a prospect indicates that they’re interested, the 

salesperson offers to send them an email with further information. The email 

might include the benefits of the product, example cases studies, promotional 

materials, etc. What it doesn’t include is a sales pitch, or ‘call to action’. 

Once they’ve had a chance to look through the information they’ve been sent, 

the prospect will receive another call. The salesperson will ask what they thought 

of the information and whether they need to know anything else. Depending on 

how this conversation goes they might provide further information, or arrange 

site visits. If the prospect is unsuitable, or simply not interested, they’ll be 

scrubbed off the list. 

That’s an improvement, right? We’re no longer swinging wildly in the dark hoping 

to score a hit on the papier-mâché candy-bomb of potential customers (what the 

hell is up with piñatas, by the way?) – Now we’ve got a strategy. 

https://www.youtube.com/watch?v=Q83z6nHQO2A
https://www.youtube.com/watch?v=Q83z6nHQO2A
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It’s certainly true that the second of these processes is far more effective. It’s 

also reasonable to wonder whether it could be made even better. 

How about instead of a single email, the prospect received between three and 

ten emails spread over a few weeks – All providing further information and 

gradually warming them up for the call to action? 

Now the process looks like this: 

Initial Call     3-10 automatic emails           Follow-up call 

Think that’ll score more conversions? You bet! 

But we can take it further. 

What if each of those automatic emails - they’re called autoresponders, by the 

way, or sometimes ‘lead nurturing’ emails – included links back to your main 

content platform, perhaps your website or blog. Now not only are they getting 

loads of information that could help their business, they’re getting a weekly 

reminder to check out your website for more of the same. 

And that’s the basic idea behind content marketing – Reach your audience, 

demonstrate how you can solve their problems and then keep them ‘warm’ with 

great content so that they become a loyal member of your audience. Once 

they’ve reached this point, they’ll be far more likely to buy from you, and you 

remove the outdated idea that a single conversion is the ultimate goal. 

Getting People to Notice Your Content 
 

So that was a great example of how content marketing can work hand-in-hand 

with traditional marketing techniques like telesales. 

But can it work on its own? Hell yes. 
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If we remove telesales from the mix, all we’re missing is a way of driving traffic 

towards your content. The good news is that there are many ways of doing this. 

As a starting point, direct mail or email can be used as a lead generation tool. 

Conversion rates for email are lower than telesales or direct mail, but it has the 

advantage of being exceptionally cheap and reaching a wide audience. 

Alright, I know that most businesses aren’t mad about the idea of cold calling, 

direct mail or email campaigns. They’re just not targeted enough for many 

people’s liking, and I can see their point. But it is vital to have a plan for driving 

people towards your content – There’s nothing more dispiriting than producing 

loads of great content but not knowing how to tell anyone it’s there. 

Many people make the mistake of assuming that Google will come to their 

rescue. They’re sadly mistaken for reasons that I’ll explain shortly.  

Thankfully there is a basic principle that underpins all good content promotion: 

You must find out where your desired audience are hanging out. Once you know 

that you’ll be in a great position to signpost them towards your content. 

Let’s imagine that your business sells security software. You’re producing great 

content that would be valuable to anyone who cares about cyber security. 

But nobody yet knows where to find you. 

For the sake of argument, let’s say that you’re targeting small to medium sized 

businesses who are looking to improve their IT systems. 

Given that they’re interested in improving their IT systems, where might you find 

your target audience? 

Perhaps they’re reading large technology blogs for ideas. 

Perhaps there are other blogs dedicated to the general subject of cyber security 

(there are). 

https://threatpost.com/
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Are there relevant trade publications? Podcasts? Video blogs? 

There’s a tendency for people who’re new to content marketing to assume that 

since their content is online, they should do all their promotion online. 

That simply isn’t the case. 

What you need to do is identify existing audiences that overlap with your desired 

audience. Once you know where your desired audience members are hanging 

out, you know where you need to go to signpost them back to your content 

platform. 

There are loads of great ways to promote your content, here are a few for 

starters: 

 Write guest posts for popular blogs 

 Be an expert guest on relevant podcasts or video blogs 

 Get traditional media coverage – Magazines, newspapers, trade journals, 

or even appear on documentaries 

 Use public speaking as a way to give away more information for free, and 

drive people back to your main content platform 

 Use links to your content to help answer questions posted on forums – 

But don’t spam! 

 Invite readers to share your content via social media 

 Share your own content via social media 

Whatever promotion you do, make sure you’re signposting people back to your 

content. Raising general awareness is great, but what you really want are solid 

results: a link, or direct ‘call to action’. 

There are hundreds of wonderful ways to promote your content – It’s simply a 

case of being creative and jumping on every opportunity. We’ll see another great 

example of content marketing in action shortly, but first… 
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Why Google Don’t Care About Your Dreams 
 

Alright, so this might be a case of bombastic headline writing. But the principle is 

valid, and here’s why. 

Google’s aim is not to make websites popular and successful. 

Shock! Horror! 

No, seriously, it isn’t. Here’s a great quote that explains what Google really want: 

“Google doesn’t want to make websites popular, they want to rank popular websites. 

If you don’t understand the difference, you’re in for one hell of an uphill climb.” Rae 

“Sugarrae” Hoffman (full article here) 

There is a distinct difference here, which essentially means that you need to get 

popular on your own. Once you’ve done that, Google might just decide to start 

sending you some traffic. 

Having trouble believing that? Well, here it is from the horse’s mouth: 

“Google search works because it relies on the millions of individuals posting links on 

websites to help determine which other sites offer content of value.” 

That’s a direct quote from Google’s Company Philosophy page. What they’re 

saying here is that they want to link to pages that real people already consider 

sufficiently important to link to. This includes links from social media, by the way, 

which is one reason why content sharing is such a great concept. 

So it’s all about links then? Just get other important sites to link to our content 

and then Google will do the rest? 

Well… Yes and no. 

http://sugarrae.com/rants-in-bitchland/google-propaganda-marketers-wake-up/
https://www.google.co.uk/about/company/philosophy/
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Links from important, relevant sites are great – They send focussed, pre-

warmed potential audience members to your site looking for more of your 

content. 

But just any old link is no good to you – Google have already done a very 

efficient job of discounting links from sites that are deemed to be unimportant. 

This was a result of people trying to ‘game the system’ by creating huge sites full 

of nothing but links, also known as ‘link farms’. 

If you read through Sugarrae’s article, you’ll find that Google now intend to crack 

down on low quality guest posting as a method of Search Engine Optimisation 

(SEO). In all honesty, that’s not an issue, and guest posting on relevant blogs is 

still a great way to promote your content. 

Cause guess what… 

You don’t need Google to help you get popular. 

If you plan to promote your content without the help of search engines, pretty 

soon they’ll be sending you traffic all the same. Sure you should still go through 

the basics of SEO – having a specific keyword for each page, using meta 

descriptions, and so on – but your main focus should be on providing value to 

your human audience. 

If you do a great job of providing value to your audience, and promote your 

content tirelessly, Google will eventually realise what you are… a popular 

website. You’ll find that you start getting traffic from search rankings, and it’ll 

happen more and more as you continue to produce content. 

But frankly, even if you never get any significant traffic from search 

engines, that’s fine. If you’re doing a good job of promoting your content 

on your own, you’ll still get great value out of your content marketing. 

 

http://www.tech-copywriting.com/web-content-seo/
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Great Content Marketing in Action – MobilityWOD 
 

If you’re not big on health and fitness, you’ve probably never heard of 

MobilityWOD. 

Kelly Starrett is a sports physical therapist based in San Francisco. He’s also one 

of the founders of San Francisco Crossfit, a leading expert on sports fitness, and 

works with a wide range of elite athletes. 

In 2008 Kelly started holding seminars to educate athletes and coaches in his 

own brand of ‘Movement & Mobility’ training. He quickly realised that he could 

only reach so many people in person, so in 2010 he launched the MobilityWOD 

project. In his own words: 

“We set out with the ambitious goal to make one video a day for 365 days on subjects 

ranging from deadlifting mechanics to how to sleep correctly. After setting the 

unofficial world record for movement and mobility instructional videos, we realized 

the need for this information still existed and we decided to continue on with the 

project.” 

Does all this sound familiar? Of course it does! This is content marketing 

in action. 

Kelly realised that he couldn’t reach as many people in person as he could 

via the internet. He created his own platform, and produced loads of great 

content. He put in hundreds of ours of his own time (notice how he 

appears in pretty much every single video on the site?), and millions of 

people around the world gratefully received his expertise. 

Check out his website. Reckon it’s working? You bet it is! He’s got 

products for sale, he’s advertising his seminars, there’s a paid 

membership section... The list goes on. 

http://sanfranciscocrossfit.com/
http://www.mobilitywod.com/about/
http://www.mobilitywod.com/
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By providing all that great content for free, Kelly has demonstrated his 

authority and created more demand for his services. Not only that, many 

of his products were inspired and developed as a result of his content 

marketing – The extra effort has made additional income streams 

available to him. 

But he had to do a whole year of work upfront before getting any results, 

right? Well… yes and no. 

It’s certainly true that his paid membership site and many of his products 

didn’t come about in the first year. But think about what Kelly’s core 

business is – sports physical therapy. 

Think he might have picked up a few extra clients along the way, given 

that he was demonstrating his expertise for the world to see? Damn right 

he did. 

In fact, he’s so busy now that it’s often not possible to book an 

appointment with him. That’s the kind of result we’re after! 

Now you might be thinking that this is all well and good, but MobilityWOD 

uses a Business-to-Consumer (B2C) sales model. If you are, you’re half 

right again. Kelly does make a lot of money from B2C sales, but he also 

works extensively with coaches, gyms, personal trainers, etc. It’s a bit 

different to the tech industry, sure, but the principle is the same – Kelly is 

using both B2B and B2C models. 

And here’s the thing – If you produce loads of great content and give it 

away for free, you’ll attract interest from people you weren’t expecting. 

After a while, you might find that you can divide your audience into 

different groups, and that in some cases you don’t have products to sell 

them. 

That’s the point where you might want to consider branching out and 

offering products or services outside your normal scope – You’ve got 

potential customers ready and waiting, so why not provide for them? You 

don’t have to, sure, but it’s got to be worth considering. 
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You’ve seen how content marketing can take you from a solo 

entrepreneur to a respected expert, but before we move on I want to 

touch on one more thing that Kelly does exceptionally well: Promotion. 

Remember how I said that you shouldn’t rely on Google to make you 

popular? That’s doubly true if the content you’re producing isn’t in written 

form. Google cannot tell what’s in a video, and you’ll notice that 

MobilityWOD is almost entirely made up of videos. It’s the same deal with 

any video or audio content, or even written content that’s provided as an 

attachment (like this e-book). 

Have a look through Kelly’s media page. See how there’s a massive list of 

all the publications he’s been featured in, podcasts he’s guested on, books 

he’s mentioned in, blogs that he’s written for… 

Put simply, Kelly is a media beast, and he’s made promoting his content a 

major priority. 

And it’s not just the volume either. Look at the range of audiences he’s 

reached via these magazines, blogs, podcasts and books. He’s reached 

power lifters, Olympic lifters, sportsmen, the paleo community, martial 

artists, fitness trainers, health professionals and personal development 

enthusiasts, not to mention anyone who watches The View or 60 Minutes 

Sports on TV. 

You can find Kelly via Google, sure – But you can be damn sure they 

didn’t make him popular. Kelly made himself popular with great content 

and tireless promotion, and now it’s spreading organically through dozens 

of communities via word of mouth and social media. 

Now that’s the dream! 

So now you know what content marketing is, and you’ve got an idea of 

how it works. Time to get cracking? Almost… but just like any other area 

of business…  

http://www.mobilitywod.com/about/media/
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Strategy Comes First 
 

Because let’s face it – If you don’t know what you want, you probably won’t get it. 

Unfortunately, strategy is one of the words that’s been repossessed by the 

‘management speak’ movement. This has led to any mention of strategy or 

‘strategic thinking’ being viewed with confusion, scepticism and (not 

unreasonably) rage. 

Prior to being sullied by ‘blue sky thinkers’, strategy had a meaning all of its own. 

It comes from the Greek word for generalship, and it can be defined as: 

A plan of action designed to achieve a long-term or overall aim. 

Nothing woolly there. This is where you decide what you want, and plan how 

you’re going to get it. 

Think of it as your battle plan. 

In fact those two questions are so important that they bear repeating. 

 What do I want? 

 How am I going to get it? 

Failure to answer these questions will almost certainly result in failure overall. 

Not that you’d know that… If you don’t know what you want, it’s pretty difficult to 

work out if you’re getting it. 

Thankfully there are more specific questions that can be asked to make 

answering the ‘big two’ a little easier. 
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1) What do I want to be known for? 

This is an extension of the basic “Who am I?” that every new business should ask 

before opening its doors. What is it that I do? What problem am I solving? Why 

should someone pay me to do what I do? 

A depressingly small number of businesses have ever asked themselves these 

types of questions, so you’ve got a real opportunity to get ahead immediately. 

What’s your thing? 

Generally your content marketing will be designed to position you as an expert 

in your field. Consequently, your answer to the first question is likely to be 

something like: “I want to be known as the expert in cyber security” 

2) Who are my customers? 

This one is pretty basic, and if you’re already in business it should be very simple 

to answer. Ultimately you’ll want to attract an audience that includes qualified 

customers, so your existing customers are a great place to start. 

A common mistake in the B2B world is to assume that your customers are 

businesses. They are, of course, but businesses don’t make buying decisions – 

people do. 

Perhaps you’re aiming to sell cyber security software to SMEs that need to 

upgrade their IT systems as they grow. A reasonable aim, but it doesn’t help us 

with our content marketing – It’s people that are going to consume your 

content, so you must make people your target. 

Do you typically deal with IT managers? Buyers or procurement professionals? 

CEOs? Nail this down to specific job roles; two or three at most. One is ideal, but 

often unrealistic. 
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Once you’ve done that, look over your existing and past customers. Look for 

specific people that you’ve worked with who are ‘ideal’ versions of these job 

roles. If you can’t find specific individuals, combine aspects of different people 

that your ideal customer would have. 

Feel free to think of yourself as the Frankenstein of content marketing if that 

makes this exercise more fun for you. 

These people are your ideal customers. For example you might have Steve the 

procurement guy and Wendy the IT manager. 

Now put together a bio for each of your ideal customers. 

Seriously. Do it. Include a photo if you can. 

This might seem oddly like serial killer behaviour, but it’s really going to make life 

easier when we get further down the line. Promise. 

3) What do my customers want/what are their challenges? 

Alright, so we know that Steve and Wendy are our ideal customers, and we know 

a bit about them. What do they want out of life? What difficulties do they have? 

What are their challenges? What keeps them up at night? 

This is another line of questioning that’s often missed, as businesses tend to 

think only in terms of their products and services. This is a mistake, in my 

opinion. It’s only by seeing things from your customers perspective can you 

expect to produce content that consistently helps them. 

Steve and Wendy both work for rapidly growing businesses, but they have 

slightly different needs. 

Steve’s a procurement guy, so he’s going to be under pressure to source 

products. Crucially, though, he probably doesn’t know very much about IT – let 
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alone cyber security. He needs educating on the subject of cyber security first, so 

that he can investigate his options. 

Steve needs information in a format that he can understand as a ‘non-techie’. 

His primary role is to weigh up the benefits of each possible solution against the 

associated costs and timescales. 

Wendy has different concerns altogether. She’s an IT professional and she 

already knows loads about cyber security. The costs are important – it’s probably 

coming out of her budget – but what Wendy really cares about is making sure 

she gets a great product that will remain viable for the foreseeable future. 

She’s going to need more detailed specifications, more in-depth analysis of 

what’s available to her, and she needs to stay up to date on security matters. 

Wendy lies awake at night worrying about the security of her IT systems. 

It’s important that you consider each of your ideal customers before you make 

any decisions about content creation. The Steves of this world are probably one-

time customers – They need relevant, up to date information that they can easily 

understand, but they probably won’t become long term members of our 

audience. 

The Wendys, however, have to stay up to date all the time. Wendys are 

responsible for the security of IT systems worldwide – They have to be experts, 

so if we consistently provide value to them they’ll likely become loyal members 

of our audience. 

In essence, our imaginary cyber security company is going to be producing 

content for a succession of Steves and a loyal, ever-growing group of Wendys. 
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4) Where are they currently hanging out? 

Before you can reach your customers you’re going to have to find out where 

they are. Before you came along people already had the same problems as 

Steve and Wendy. 

How did they solve them? Who’s educating them? How are Steve and Wendy 

getting the information they need? 

There are several ways to answer these questions. First: ask your existing 

customers. If Steve and Wendy are real people, ask them! They probably got 

some of their information from you, but they almost certainly did other research 

as well. 

Another option is to do some research online and find out if others are already 

providing free content in your subject area. Most likely you’ll find that there 

company websites or blogs dedicated to a wide subject area of which your 

specialism is a part. There may also be companies providing information that’s 

more specifically targeted at their desired audiences. 

To illustrate this point nicely, check out this list of security blogs. Here we’ve got 

everything from the very broad to the oddly specific, and any of these could 

theoretically be good places to find your ideal customers. Do some research and 

locate websites or blogs that are already providing content on a subject similar 

to your own. 

You’ll also want to find out whether there are any trade publications that might 

interest your ideal customers. Do they attend in-person events such as trade 

shows? Do they read certain newspapers, or listen to particular podcasts? Again 

if you’ve got the option of asking your existing or past customers, do it. Nobody 

is better qualified than them. 

The aim is to find as many places as possible that you can potentially reach your 

ideal customers. The more options you have at this point, the better. 

http://ddosattackprotection.org/blog/cyber-security-blogs/
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5) What types of content do they like? (text/audio/video/etc.) 

Once you’ve spent some time finding different ways of reaching your ideal 

customers, you’re going to need to find out what types of content they like. 

If they’re reading a lot of printed publications, buy some yourself and have a 

look through. Clearly they like text and images, but what do these publications 

write about? Are they mostly objective, or do they include opinion pieces? Do 

they include original research, or stats? 

If you’ve found relevant blogs, you’re in luck - it’s pretty easy to work out which 

posts are most popular. Some blogs include a ‘popular articles’ list, but if not just 

check the number of comments on each post. The more comments a post 

receives, the more popular it is. 

It’s worth spending some time on this step, because it could have a significant 

impact on your overall success. If you find that your audience enjoy a lot of 

infographics, you’ll want to consider producing some yourself. If they like video 

or audio you may wish to invest in some recording equipment. If they like long, 

well researched articles backed up with stats, you might need some training in 

data analysis, research, or non-fiction writing. 

It’s easy to assume that if your customers are interested in your specialist area, 

they’ll want to read about it. That might be the case, and often is with B2B 

customers, but there’s a good chance that they’ll enjoy a variety. 

The most successful content marketing campaigns are multimedia in nature – 

this gives them the best chance of keeping their audience engaged. 

6) What existing channels can I make use of? 

If you already have a website, that’s a great start. It’s pretty much mandatory for 

companies to have a web presence now. Doubly so if you’re getting started with 

content marketing. 
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If you don’t already have a website, you’re going to need to rectify that. There are 

any number of ways to set up a website quickly and easily, even if you have no 

previous experience. Have a look around online to see what takes your fancy - I’d 

suggest you start by looking at Wordpress, New Rainmaker and SBI.  

But websites aren’t the only existing channels you might have available to you. 

Are you attending trade shows? Do you have any relationships that might 

benefit you? Are your customers, past or present, willing to provide feedback? 

Do you have an existing email list that can be built on? 

You’ve researched the places that your customers hang out, now it’s time to take 

stock of the opportunities you have to reach them. Think about both sides of the 

process - content creation and content promotion. 

When getting started with content marketing, companies often disregard the 

assets they already have – they assume they’ll be of no use. 

Big mistake. 

You never know how helpful an existing asset will be until you investigate. You 

might have employees who turn out to be great writers. If someone who works 

with you is a musician in their spare time, they might have access to recording 

equipment. You might know someone that does a bit of web coding in their 

spare time, or perhaps is an amateur film maker. 

The point is you’ll never know unless you ask. Put the word around that you’re 

getting started with content marketing and see what turns up. 

7) What do I want out of this? 

Aha! Now that seems like a good question, right? 

http://wordpress.org/
http://newrainmaker.com/platform/
http://buildit.sitesell.com/
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The thing is, most people assume the answer is so obvious that they never 

bother to think about it. Unfortunately, if you never solidify in your mind exactly 

what it is that you want, you’ll wind up wasting a lot of time and effort. 

So what do you want out of this? More sales? To increase awareness of your 

brand? Do you want to grow your business? 

Whatever it is that you want to achieve, make sure you have it written down as 

part of your strategy. Every time you come to create new content, you should be 

able to say with certainty that it’ll bring you closer to your ultimate goal. 

Yes, every single piece of content must bring you closer to your goal. If it 

doesn’t, it’s a waste of effort - a ‘nice to have’. 

As a general rule I prefer my metrics to be ‘absolutes’, such as increased sales 

revenue or number of unique customers. It’s easier to measure these types of 

goals, and ultimately more meaningful to your company if you’re successful. 

8) How will I know if it’s working? 

Yet another question that’s widely ignored. 

Not only do you need to know exactly what you want, you need to be able to 

measure whether you’re getting it. 

If you’re after increased sales, this should be fairly easy to measure - You do 

monitor the effects of your marketing efforts on sales, right? If you don’t, you’re 

probably wasting a lot of money on inefficient marketing techniques. 

If you’re looking for something more intangible, such as brand awareness, you’ll 

find that it’s not so easy to measure. You might use traffic figures from your 

website to measure awareness, or the number of inbound links you receive. 
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It’s also important to decide on timescales for measuring your success. Content 

marketing is not a quick fix, so you might decide that you’re not expecting any 

significant results in the first few months. You would certainly expect tangible 

results inside the first year, however. 

You might decide to monitor your progress on a monthly basis but only set 

targets after the setup period is complete. 

Whatever your goal, make sure you know in advance how you’re going to 

measure your progress. If your results come back good, that’s great - If they 

don’t, you know you need to tweak your methods. 

 

Following on from these, there are two more questions that must be answered 

before you write your battle plan. These questions focus on the resources you 

can afford to commit. 

 What’s my budget? 

 What time commitment can I make? 

These are important because they’ll have a significant impact on the scope of 

your content marketing. 

If you plan to have one or more people working on it full time, you can expect to 

release new content on a regular basis - perhaps even every day. 

If you can only spare a few hours each week, however, you may be limited to 

weekly or fortnightly updates. 

The available resource may also govern the types of content that you can 

produce. Do you have access to recording equipment, or can you afford to buy 

some? If the answer to both of these questions is no, it may be that audio or 

video content is out of scope. 
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Can you afford to hire outside trainers to improve skills such as writing, editing 

or web development? 

Try not to get carried away here - It’s very tempting to decide that you’re going to 

commit huge amounts of time to your content marketing. Don’t forget, though, 

that this is a long term investment. If realistically you can only spare 10 hours 

per week in the long term, that’s all you should plan for. 

Of course you might be willing to invest some extra time in the short term to get 

things started, and that’s fine - just make sure you nail down how much resource 

you’re allocating and where it’s coming from. 

 

Writing your battle plan 
 

It’s time. 

You know who you are and what you want. You know who and where your ideal 

customers are and what keeps them up at night. You know how much content 

you’re going to create and what format it’s going to take. 

You’re ready to write your battle plan. 

You can choose whatever format works best for you here, but I’d recommend 

keeping it pretty short - 2 pages at most in addition to your ideal customer bios. 

Some of the best plans I’ve seen have been on a single sheet of paper. 

Don’t get caught up in the details - it’s headlines you’re interested in. Give 

yourself scope to work with, and don’t be afraid to come back and edit your plan 

later if your needs change. 

  



B2B CONTENT MARKETING 101 
 

 

 

 

35 

9 Rock-Solid Reasons to Educate 
Your Prospects 
 

You’re reading this, so I can only assume you’re considering some form of 

content marketing. 

You’ve probably heard that content marketing is the future – that customers are 

blind to old-school advertising. 

Perhaps you’ve seen content marketing in action and noticed some great results. 

Maybe you’ve even dipped your toe in the water and had a go yourself. 

But why? 

Why spend so much time and effort on educating potential customers? Can it 

really benefit your business, or is this just idealism? 

To address these questions, I’ve put together 9 rock-solid reasons to educate 

your prospects. 

 

1) What’s in it for me? 

Ironically, the question you’re asking right now is a major argument in favour of 

content marketing. 

It’s now possible for companies to do business irrespective of geographical 

location. It’s no longer the case that British companies buy from British 

companies, or Canadian from Canadian. If a company in Washington needs to 

upgrade its systems, the internet is the first port of call. 
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Who can do what, and for how much? Anyone with access to a computer can 

now find out, with a little persistence, what the best deals are. 

But the internet presents a problem as well. I might get a quote from an 

unknown company – halfway across the world – who say they can solve my 

problem, but how do I know if they’re any good? 

Oh sure, they’ve got some quotes from past customers on their site. Maybe even 

a case study or two. 

But can I trust them? Do they really know what they’re talking about? 

A well produced content marketing platform such as a website or blog can 

answer these questions. I know that I can trust Cisco, because I can see from 

their Internet of Everything platform that they know what they’re talking about. 

They’ve done it before. They have satisfied customers, detailed white papers, 

news articles, tech updates and even financial reports. 

I’m not saying that you have to produce something on the same scale as Cisco – 

if you’re not a multinational corporation that’s not really achievable. What I am 

saying is that you have two options. 

Are you going to say you’re an expert? Or are you going to prove it? 

 

2) It provides proof of your professionalism and past success 

This is linked to the first point - Having a well maintained and regularly updated 

content platform gives you an opportunity to shout about your successes 

without it looking like blatant self promotion. 

If you browse B2B company websites often, as I do, you’ll find that many of them 

include case studies and success stories. That’s great - I offer case study writing 

as a service, so clearly I’m not going to object to that. Case studies work well for 

a variety of purposes, and that includes publishing on your website. 
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But when people visit your website, they want to know whether your company is 

any good. Whether you can be trusted to do a quality job.  

Considering that, what mindset do you think they’ll have when they read your 

case studies? Probably the same, sceptical mindset they have when reading 

promotional materials. 

If you’re regularly publishing useful, educational content, though, you can take 

another tack. By using a case study or success story to demonstrate a point, 

suddenly you’re not self promoting. You’re educating by example. 

See the difference? 

 

3) A massive boost to lead generation 

If you’ve been in business for a while, you’ve no doubt got some systems in place 

for generating leads. It might be cold calling, trade shows, direct mail, or any one 

of a hundred other methods. 

A content marketing platform produces leads organically in a way that a simple 

website will not. Much as companies flock to the internet on the assumption that 

simply being online will bring in more customers, that just isn’t the case. But if 

you’re providing valuable content on a regular basis, you’ll find that you’re 

approached by potential customers much more regularly. 

Good content gets shared, and in that way reaches people you could never 

reached on your own. You’ll be approached by people and businesses that you’d 

never have thought to cold call, direct mail or reach through trade shows. 

You’ll probably want to keep up your normal methods of lead generation, at 

least in the short to medium term, but having an organic source of warm leads is 

an extremely valuable resource. 
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4) Equipping influencers 

You don’t do business with companies so much as you do business with people. 

Those people perform a variety of roles within their companies - IT, 

procurement, legal, and so on. 

Many of the people you deal with can be described as ‘influencers’. They’re not 

the people ultimately responsible for making the buying decision, at least not on 

their own. What they are responsible for is providing information that influences 

the decision making process. This usually takes the form of research formatted 

into an options appraisal or business case. 

Simply put, if you educate these people and make their lives easier, you’ll reap 

the rewards. They’ll know you’re the experts. They’ll find it easy to spec out your 

products in their reports. 

They’ll know exactly how and why you’re the best option, and that can only 

improve your chances of making the sale. 

 

5) They’ll be in your debt 

This might sound strange, and I was certainly sceptical the first time I heard it 

suggested. The idea that by providing value to your customers, they somehow 

feel indebted to you. 

The fact is that when people provide value to us, we feel as though we ‘owe 

them one’. In fact, studies have found that we don’t even have to like the person 

to feel indebted to them. 

Weird, right? 

But I’m not trying to say you should use Vulcan mind tricks to convince people 

who don’t like you to buy from you anyway. But if we feel that way even with 

people that we don’t like, imagine how we’ll feel when we get help from someone 

we do like. 
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If you provide value to your customers, they will want to repay your kindness 

with their custom. They’re certainly more inclined to give you their custom than 

some random company that never did anything for them. 

So long as you’re providing valuable content and backing it up with quality 

products and services, everyone’s a winner. 

 

6) Create brand loyalty 

The key word here is not brand. It’s loyalty. 

Loyalty suggests a long term relationship, and that’s exactly what you’re aiming 

for. It’s not simply a case of producing content until you have ‘enough’ - It’s about 

continually creating content that’s original, educational and (ideally) cutting 

edge. 

By producing this type of content reliably over time, you’ll be building a 

relationship with your readers - even if you don’t know them personally. 

That’s the essence of brand loyalty: when they need to know something, they 

come to you. 

By extension, they won’t want a product like yours… They’ll want your product. 

 

7) You can repurpose your content to train new staff 

OK, this isn’t really a reason for educating your customers, but it is another 

argument in favour of creating content. 

You’ve probably started a new job at some point in your life, and been told to 

‘familiarise yourself with the company’ by looking at their website.  

It sucks, right? 
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There’s never anything interesting on there. Just an out-dated org chart, a few 

headshots of the company execs, and a boring ‘mission statement’. 

They probably use the word synergy a lot. 

Wouldn’t it be better if the company had a whole bank of content to draw from? 

You could see exactly what they do, where they do it and examples of how 

they’ve successfully done it in the past. This is all great stuff for new employees 

and potential applicants alike. Wouldn’t you like it if your applicants actually had 

a clue about you before you met them at interview? 

Another great side-use of content is training of telesales staff. Usually these 

people work for a number of companies, and they never receive proper training 

on a new product. 

I could write at length about how most companies employing telesales are 

wasting their money by not providing thorough training. For both our sakes I’ll 

hold off on that, but it’s worth remembering for the future. 

By providing a bunch of useful articles and case studies to new telesales staff 

you’re giving them the tools they need to do their job. I guarantee you won’t 

regret it. 

 

8) You can influence tender requirements 

This is something that’s rarely considered when companies are producing 

information for customers. Whether it be product specs, case studies or the 

company website, you must remember one thing: 

Your customers don’t know what you know 

If they’re in the process of researching solutions, they probably don’t even know 

what they want yet. 
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The information your customers receive from you and your competitors will 

form a major part of their education. Your product might have a feature that 

would benefit them hugely, but if they don’t know about it they won’t use it as an 

argument for working with you instead of a competitor. 

Put another way, the more you can tell a customer about how and why your 

products work, with examples, the more likely it is that they’ll include your 

product features in their requirements. 

That can only be a good thing. 

 

9) Decisions are not made quickly 

This is a universal fact of business: Buying decisions are not made quickly. 

The buying power of individuals is falling. Committees are often created to make 

buying decisions, even for relatively minor purchases. 

This can be a long, arduous process. 

Sometimes just the research phase can take months. 

By providing content reliably over a long period of time, you’re demonstrating 

that you’re serious. You’re here to stay. You are undoubtedly the experts. 

A regularly updated content marketing platform will help you to stay relevant 

even if the buying decision takes a year. Considering that single B2B transactions 

can be worth a huge amount of money, and that successful sales often result in 

repeat business, this is a big bonus. 
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Content Marketing in Action 
 

You know who your customers are, and what they want. 

You know who you are, what you want, and how you’ll know if you’re getting it. 

It’s time to decide exactly what content marketing is going to mean for you. 

 

Your Content Marketing Platform 
 

This is purely and simply the ‘home’ of all your content. 

Think of Cisco’s Internet of Everything or the KISSmetrics blog. Formats vary, but 

you’ll notice one very important point: 

All of the content produced by these companies is available in one place. 

Oh sure, they promote their content via social media. They might write the odd 

guest post or contribute to trade magazines. But these are promotional 

activities. 

Once you have your content marketing platform in place, all of your content 

should be accessible from it. It should be the one-stop shop where your 

audience can see what you have to say. 

You may have noticed that I’m not attempting to cover social media in this e-

book. There are two major reasons for that: 

 

http://newsroom.cisco.com/ioe
http://blog.kissmetrics.com/
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1) It’s too large a subject, requiring a future publication all of it’s own 

2) Social media is not a content marketing platform 

Does that surprise you? Many companies now view social media as some sort of 

divine entity which will allow them to share their every thought with their 

customers. Some use social media as if it was a content marketing platform. 

The problem with using social media as a platform is that you’re not in total 

control. If your chosen social media site changes their policy, or even deletes 

your profile page, there’s nothing you can do about it. If you’ve built your 

content on someone else’s platform, you risk losing it all at a moment’s notice. It 

can happen, and it has happened. 

That case wasn’t a one-off, by the way. 

Compare that to owning your own platform – perhaps your own website. You’re 

in total control of what you publish, and your audience can reach your content 

any time they like. Not only that, you have much more freedom to setup and 

format your site the way you like it - It doesn’t have to fit into a predetermined 

profile page. 

Finally, nobody can take it away from you. 

Just to clarify, I’m not down on social media as a whole - I just strongly advise 

that you use it in addition to having your own content marketing platform. Not as 

a replacement. 

So what different types of content platforms are there? In essence it comes 

down to these four: 

1) Websites 

2) Blogs 

3) Email lists 

4) The Real World™ 

http://socialfixer.com/blog/2013/09/12/beware-your-business-is-at-the-mercy-of-facebook-social-fixer-page-deleted-without-explanation/
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Websites and Blogs 
Yeah I know, I listed them separately, but here’s a little secret for you: They’re 

the same thing. 

Well, close enough anyway. 

A blog is simply one way of formatting a website - Each blog post has it’s own 

direct web address, or URL, but it’s packaged into a publishing system and 

organised chronologically. 

As an example of how websites and blogs are essentially the same, compare the 

examples I gave at the beginning of the chapter: Cisco’s Internet of Everything 

and the KISSmetrics blog. 

Both companies produce content in a variety of formats. Both provide a way to 

search for the specific topics that interest you. Both give away valuable 

information for free. 

KISSmetrics write long, data-centric posts which are essentially research reports. 

Cisco provide magazine style articles which are essentially blog posts. 

The only difference is the way they choose to present themselves. Cisco are a 

huge multinational corporation, and much of their revenue is from other large 

organisations. As a consequence, they’ve chosen a formal, business-like format. 

KISSmetrics are quite a large company now, but their customers include small 

businesses and ‘solopreneurs’ - The blog format is appealing to nearly 

everybody, so it fits their needs nicely. 

To further blur the lines between website and blog, have a look at the number of 

company websites that include a blog. Now look at some popular blogs and 

notice that they also include ‘normal’ web pages. ‘Nuff said. 

It’s usually possible to use a single piece of software, say Rainmaker or 

WordPress, to create a blog, a website, or both. It’s just a matter of taste. 

As a company that’s considering a content approach to marketing, you must 

have a website. You can produce and distribute content entirely in the real 
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world, but you’ll drastically improve your ability to reach new customers if you 

make it available via your website. 

 

Email Lists 
Yes, this does count as a platform. If someone gives you their email address, 

you’ve got a direct channel to them. Don’t waste it. 

Obviously you shouldn’t spam your subscribers - That would only result in them 

unsubscribing from your list. But who’s going to argue if you send them 

valuable, informative content on a subject they’ve expressed interest in? 

The reality is that email lists are best used in conjunction with a website or blog - 

Partly because your main content platform is likely your best weapon for adding 

new email addresses to your list, but also because email is a great tool for 

bringing people back to your main platform. 

It might seem outdated, but email still scores better conversion rates than 

almost any other means of communication. 

Just published a great new information product? Got a new service to offer? 

Having an in-person event in the near future? 

Fire off an email to let your subscribers know about it. There’s a good chance 

they’ll be interested, but only if they hear about it! 

 

The Real World 
Hang on, isn’t content marketing a digital thing? 

Well… No. Not necessarily. 
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It may be a cliché, but people buy from people. One of the things that attracts 

customers to content is that it’s clearly created by real people – experts in their 

field. 

There’s no better way to get that ‘real people’ feeling than by meeting them in 

person. That’s why trade shows were invented, and why they’re still popular 

today. 

Don’t get me wrong – If you’re going to go to all the trouble of creating loads of 

great content, I wouldn’t advise using in-person events as your only means of 

distribution. It’s a great way to connect with people, but you’re limited in the 

number of people you can connect with. 

But don’t fall into the trap of thinking that in-person events are dead, or that 

they’re not a viable route for content marketing. You can still provide great free 

content at in-person events - either by distributing your digital content or by 

demonstrating your expertise through presentation and conversation. Ideally, all 

of the above. 

The best part is that once you’ve got someone’s attention at an in-person event, 

you can refer them back to your online content platform. That way they’ve got 

access to all your content, and you’ve got another faithful member for your 

audience. 

 

Content Types 
 

Content falls into three main formats: Text, Audio, and Visual. Each has its own 

unique advantages, but as a general rule diversity is best. People are all 

different, and we like different types of content - The more variety you can 

include in your content, the more likely it is that your audience will grow. 

Below is a list of content types, split across the three main formats. This is by no 

means an exhaustive list, but it should give you an idea of the types of content 

you might want to produce. 
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Blog Posts - Text 
Blog posts, or articles, are the workhorse of most content platforms. 

They usually consist mainly of text, and vary in length from the very short to the 

exceedingly long. 

A blog post can say anything you want it to say, and teach any lesson you want it 

to teach. In that sense, they’re extremely versatile. There’s a good reason why 

successful content platforms are usually based around a blog or bank of articles 

- It works. People like to be able to skim through a variety of topics until they find 

one that appeals to them. They also like to stay up to date - Hence the popularity 

of news-like business blogs. 

If you’re considering building a content platform, you could do a lot worse than 

writing informative blog posts or articles. 

Example: Dell 

Considerations: 

+ Great for long or short content 

+ Update frequency is completely up to you 

+ Can be used to promote other content types 

- Can be a big time commitment, particularly if you commit to a specific schedule 

- Requires a lot of promotion 

 

http://en.community.dell.com/dell-blogs/


B2B CONTENT MARKETING 101 
 

 

 

 

48 

E-Newsletters - Text 
As previously mentioned, email can be a content platform all of its own, 

although it’s by combining email with a primary platform that you’ll see the best 

results. Newsletters are a great way of connecting with your audience, 

promoting new products, and pulling people back to your main platform. 

If you’re the sort of person who signs up for things online, you’ve no doubt seen 

some great examples of E-newsletters. Often blog owners will send out an email 

to promote a recent post - they’ll include the headline and first few lines of the 

post in the email, and a link that takes you to the full article. This is a great way 

of pulling your audience back to your platform, and should be a staple of your 

content marketing strategy. 

Example: Salesforce AppExchange 

Considerations: 

+ Gets great response rates 

+ Perfect in partnership with your blog or website 

+ Minimal time commitment 

+ Many people now receive email via their smartphones, so this is a mobile 

friendly option 

- You must build your email list for this to be worthwhile 

  

https://www.salesforce.com/form/appexchange/news.jsp
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Autoresponders - Text 
An autoresponder is a series of one or more emails that are automatically sent 

when you sign up for something. The word ‘autoresponder’ might be unfamiliar 

to you, and that’s not surprising - They’re never called that by the people who 

send them! 

Instead, you’ll usually find a company or blogger offering an ‘email course’ or 

similar - Just sign up with your email address and the content is yours for free, 

delivered straight to you inbox. Good, huh? 

Autoresponder series’ are usually offered as a means of building the provider’s 

email list. There’s nothing wrong with that, they work extremely well, but it’s not 

their only use. 

Autoresponders are a way of automatically staying in contact with people who’ve 

expressed interest in your services. That might mean that they want your free 

email course, but they might also be considering your products or services. 

I mentioned earlier that autoresponders are a great way of following up warm 

leads. Research shows that conversion rates are much higher after multiple 

contacts than if you try to sell them straight away. Autoresponders provide the 

perfect means of staying in contact without seeming pushy - You want to lead 

your prospect through the sales process, but you don’t want them to get 

annoyed and go elsewhere. 

Clearly you wouldn’t use the same autoresponder series both for warm leads 

and potential audience members. On the one hand you’re trying to stay in 

contact with a prospect until they’re ready to make a purchase, and on the other 

you’re trying to bring in new audience members. 

You may need to produce entirely separate content for each autoresponder 

series. 

But don’t panic – I guarantee that it’ll be worthwhile. 

Example: WPengine 

http://wpengine.com/speed/
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Considerations: 

+ Great for lead nurturing 

+ An excellent ‘bribe’ for building your email list 

+ Recycle your best content by including it in an autoresponder series 

+ Works well in combination with traditional sales methods such as telesales 

- Large initial workload 

 

Case Studies - Text 
Case studies are great. They take time, effort, and good customer relations to 

produce, but they’re one of the most powerful promotional tools at your 

disposal. 

Anyone can say they’re an expert. But can you prove it? 

With a case study, the answer is yes - you can demonstrate exactly how you 

solved a customer’s problem. This is great for convincing prospects to buy for 

the same reason that people check online reviews - They want to be sure that 

they’re going to get what they want. 

Good reviews = good company. It’s the same with case studies. 

Another great thing about case studies is the storytelling element. We’re hard-

wired to like stories. Consider the evergreen popularity of fiction - Books, comics, 

films, TV shows, radio, audio books... The list goes on. People love stories, and 

case studies are the perfect blend of storytelling and useful content. Ignore 

them at your peril. 

Example: Apple 

https://www.apple.com/education/real-stories/
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Considerations: 

+ Storytelling is hugely powerful 

+ Great credibility boosters 

+ Suitable for distribution via your main platform, at in-person events and via 

email 

+ Can be recycled repeatedly, including to train new sales staff 

- More difficult to write effectively 

 

White Papers - Text 
Yeah I know, it sounds boring, but white papers are a great way to demonstrate 

your expertise. Usually a white paper will explain a single, specific topic in more 

detail than you’d find in a blog post or article - Anywhere from five to ten pages 

is standard for a white paper. In addition to text you’ll usually find images, and 

also potentially original research and first hand accounts from experts. 

To address the ‘boring’ tag there’s a growing trend of not actually calling them 

white papers. Clearly that’s semantics, but if you find that your audience 

respond better to a ‘report’ than a ‘white paper’ - even with the same content - 

then by all means call it that! 

Regardless of whether people think white papers are boring, there’s no doubting 

their effectiveness. A recent study by Eccolo Media found that 84% of businesses 

find white papers either moderately or extremely influential in their buying 

decisions. In addition, 89% of respondents admitted to passing on white papers 

to their peers. 

Not many content types can boast stats like that, so give serious consideration 

to producing white papers if you want to cover topics that require more detail. 

Example: Microsoft 

http://www.microsoft.com/en-gb/dynamics/resource-library.aspx?SortField3=White%20paper
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Considerations: 

+ Very informative to prospects 

+ Great conversion rates 

+ Highly shareable 

+ Can be distributed in many ways 

+ Can be recycled to train new sales staff 

- Difficult to write and format effectively 

 

Research Reports - Text 
A research report is an opportunity to show that you’re a leader in your field. 

Not only are you an expert, you’re actively involved in research that will benefit 

the industry. 

Unsurprisingly these are very technical in nature and constitute a lot of effort - 

In fact they’re only really worth writing if you were going to conduct the research 

anyway. With that said, if you are actively involved in research it isn’t too difficult 

to summarise it in a report. 

You do, of course, have to be willing to publish it for the world to see! 

Example: Gartner 

Considerations: 

+ Perfect for establishing leadership 

+ Fairly easy to write once research has been conducted 

http://www.gartner.com/technology/research/
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+ Highly shareable 

- Research is expensive and time consuming 

 

E-books - Text 
Ahh, the e-book. You’re reading one right now, so no doubt you already 

understand the appeal. 

This is a chance to write in greater detail on a subject dear to the hearts of your 

audience. If you think you know a lot about a subject, writing an e-book is a great 

way to find out that you didn’t know quite as much as you thought - or at least 

that it wasn’t as crystal clear in your head as you might have imagined! 

E-books are excellent for credibility building, and also work well as a ‘bribe’ for 

building your email list (ahem). Unsurprisingly they’re relatively time consuming 

to produce, and inevitably involve a good deal of planning and research to pull 

off. 

Example: Lumension 

Considerations: 

+ A good opportunity for storytelling 

+ Great for your credibility 

+ Highly shareable 

+ A good ‘bribe’ for building your email list 

+ Could be sold as a product 

- Time consuming to produce 

https://www.lumension.com/Resources/eBooks.aspx
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- Usually requires an element of graphic design (extra expense) 

 

Infographics - Visual/Text 
There’s a bit of a crossover here - infographics usually involve a lot of text, but 

they’re highly visual in nature. It’s the combination of these two formats that 

makes them effective, and allows for maximum communication with minimum 

effort – at least from the reader’s point of view. 

Producing infographics requires some learning if you haven’t done it before, and 

can be somewhat tricky if you’re not artistically inclined. As someone who 

possesses roughly the same level of artistic ability as your average arachnid, I 

found infographics to be quite tricky at first. Rest assured though, that with 

some practice it is possible for anyone to produce quality infographics using 

(primarily free) online tools. 

One thing to note is that if you’re going to go the infographic route, it’s best to 

produce them regularly - They’ll attract certain audience members who might 

not be retained through text alone. 

Example: KISSmetrics 

Considerations: 

+ Very engaging for your audience 

+ Highly shareable (potentially viral) 

+ Good for credibility 

- Best when produced regularly (high commitment) 

- Requires practice 

 

http://blog.kissmetrics.com/infographics/
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Videos - Visual 
Many people find producing video rather daunting, but it’s not necessarily as 

hard as you might imagine. There’s a minimum level of equipment required, 

certainly, but with the increasingly high rate of technological advance it needn’t 

be hugely expensive. 

Believe it or not, with a bit of additional equipment you can produce good 

quality video using a smartphone camera - a far cry from the bulky equipment 

that was needed yesteryear. 

The great thing about video is that once your equipment is in place, you can 

quickly produce great content. Interviews, case studies, presentations - video 

gives you the opportunity to share a wide variety of content types, and in that 

sense it’s probably the second most versatile medium after text. 

Animated video is an alternative to ‘live action’, but requires significantly more 

investment - mainly in the form of training and software. Despite that, animated 

video can be a great way of explaining complicated subjects if you’re willing to 

put in the resources necessary to master it. 

Example: Cisco 

Considerations: 

+ Great for storytelling 

+ Appeals to a wide audience 

+ Versatile 

+ Highly shareable 

- Higher cost and time commitment than other mediums 

 

http://www.youtube.com/user/Cisco
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Webinars - Visual/Audio 
If you’re not familiar with webinars, they’re essentially slide-show presentations 

provided remotely. They’re generally delivered to a live audience via 

teleconferencing software. Your audience will see your slide-show and hear your 

voice without leaving the comfort of their home or office. 

Webinars are excellent for audience engagement, as they provide the 

opportunity for questions and feedback. If you’ve prepared in-person 

presentations already, webinars are a great way to reuse that content in a 

format that can reach a much larger audience. 

Additionally, webinars are often recorded and provided as video content for 

members of your audience would could not attend the live event - this is 

particularly useful for people in other time zones. 

Finally, webinars provide the perfect opportunity for a small sales pitch - 

particularly since they often attract listeners from outside your normal audience. 

Please don’t abuse this by promoting a webinar that is nothing but a dressed up 

sales pitch - You must provide real value to your audience first, and once that’s 

done they generally won’t mind listening to a short, related sales pitch. 

Example: Zoho 

Considerations: 

+ Very engaging (human element) 

+ Great conversion rates 

+ Quite simple to produce 

- Some learning required 

- Must be promoted in order to be worthwhile 

 

http://www.zoho.com/crm/webinars/
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Podcasts - Audio 
Podcasts have exploded in recent years, but are still relatively rare in the B2B 

world. Admittedly there is a bare minimum of equipment required to produce a 

professional podcast, but it doesn’t have to be hugely expensive. 

If you’re regularly engaged in research or attend industry events, podcasts can 

be a great way to get value out of your knowledge. Podcasts are ideally suited to 

interviews, so if you can arrange to have experts appear on your podcast 

regularly you’ll find that people are genuinely interested. 

You can also open up your podcast to Q&A from your audience, which is a 

perfect way to engage with them. 

At a bare minimum a quality microphone is required, along with some recording 

software. Thankfully, technological advance has conspired to bring setup costs 

down significantly in the last few years. 

Podcasts can also be uploaded to sites such as iTunes, making them available to 

people outside your audience. 

Example: Sans Security 

 

Considerations: 

+ Establishes a human connection 

+ Fairly ‘novel’ in the B2B world 

+ Solid boost to credibility 

- Some setup costs required 

- Some learning required 

http://www.sans.org/audiocasts/
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Metrics – How and Why 
 

First and foremost, you must understand precisely why it’s important to 

objectively measure the effects of your content marketing. I’ve alluded to 
this already, but in essence the answer is this: 

If you don’t measure your results, you won’t know if you’re achieving 
your goals. 

You do have goals, right? 

It’s vital that you track what works and what doesn’t. It’s only by doing 

this consistently that you’ll be able to keep up your winning tactics – 

ditching the losers and optimising your content marketing process. 

So how do you go about measuring your results? Content marketing isn’t 
like telesales, where you’ve got obvious and direct ways to track 

outcomes - It all seems a bit intangible, right? 

It has to be admitted that it’s not as easy to objectively measure the 

results of content marketing. Certainly nowhere near as easy as telesales 
or direct mail. But that doesn’t mean that you shouldn’t bother - there’s 

still a lot to be learned. 

In order to be useful, a metric must either: 

 Provide the answer to a burning question, or; 

 give rise to one that you hadn’t previously considered. 

The former is the way to go for anyone starting out their content 
marketing journey. The latter is a more advanced tactic but can prove 

very useful. 

With that in mind, there are two questions that are always worth asking: 

1) Is anyone interested my content? 

2) Is my content working for me? 
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Seem reasonable? Hopefully, but let’s take a closer look. 

 

Is anyone interested in my content? 
 

There are two sides to this question - Consumption and Social. 

Consumption is purely and simply the number of people who read, listen 
to, or watch your content. 

This is usually very easy to measure - if you’re using WordPress or 
Rainmaker, your control panel automatically contains a breakdown of 

visitors to each of your pages or posts. Alternatively, there are plugins 
available for most platforms that produce a wider range of stats. Either 

way, this makes it simple to determine which pieces of content are the 
most popular, and thus where you should concentrate your efforts in 

future. Easy! 

Social is how many of those consumers choose to share your content 

with their friends and colleagues. If you include social sharing buttons on 
your website or blog, this is also pretty easy to measure. Every social 

sharing tool worth its salt includes a count of how many times a page or 
post has been shared – split out by social network. 

In some ways the social element is a more accurate compass for the 

popularity of content. Usually you’ll find the most visited pages on your 
site are also the most widely shared. 

But it doesn’t always work out that way. It could be that the topic or 
headline attracted a lot of traffic, but the actual content left them a bit 

cold. 

If you’re blogging you can also use comments as an indicator of 
popularity. If someone enjoyed your content enough to leave a comment, 

there’s a good chance they’ll be coming back. 
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Is my content working for me? 
 

Even more important than the popularity of your content is ascertaining 

whether it’s benefiting you. 

An obvious way to measure the ‘worth’ of your content is simply to 

monitor your revenue, but I prefer to be a little more in depth. 

For my money there are two metrics that are always worth measuring: 
Leads and Sales. 

The B2B process is often very lead-centric, and there’s a reason for that: 

It works. 

By producing and promoting valuable content, you will produce more 

leads… so long as you provide your audience with a way of expressing 
interest. 

That’s all a lead is, right? An expression of interest. 

That’s no different in the world of content marketing than in telesales… 
though you’ll probably find that you start to produce a lot more of them. 

Everyone on your email list is a lead. Anyone willing to part with their 

contact details in order to pick up your latest content is a lead. 

But here’s the thing. In order to harness those leads, you have to provide 

them with a way of letting you know they exist. Building your subscriber 
list is the most efficient way to manage the leads process, but don’t be 

fooled into thinking you should have only one email list. 

Releasing a new product soon? Some of your audience will be interested, 
but others won’t. 

If you provide some information via your content platform, it’s a good 
idea to also offer further information via email to those who’re interested. 

This not only gives you an idea of how many people are interested, it also 
lets you know exactly who they are. 
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And you didn’t even have to intrude on their personal time. Good, huh? 

By tracking the number of leads you have – both on your main subscriber 

list and for specific products or services – you can get a good idea of the 
effectiveness of your content. 

But wait! That’s not the whole story. 

Generally speaking, more leads = more sales, but that’s not always the 

case. 

Don’t panic, this is still useful to know. If you’re producing thousands 

more leads than you did previously, but you’re not getting any extra 
sales, you know that you’re not quite nailing it. 

Perhaps your content is great, but your products are not quite right. 

Perhaps you’re just not making it easy for your leads to buy. Perhaps you 

actually need to get on the phone with some of these people. 

You’ll need to experiment to find out exactly how to solve this problem, 
but at least you know where the problem lies. You’re half way there. 

It’s worth noting that, at least initially, your conversion rate for warm 

leads will fall. The internet makes it very easy for people to express their 

interest - particularly if you’re offering a ‘bribe’ - but they may not be 
quite as ‘warmed up’ as leads coming from your other marketing 

channels. 

The good news is that even though your conversion rate is lower, you 
should still be landing lots of extra sales. Also, since conversion drastically 

improves along with exposure, you should find that in the long run your 
rates move well beyond what you’re used to. 

 
 

 

Return on Investment 
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Ahh, the old favourite. 

And with good reason - there’s no point in making an extra £1000 in sales 

per month if your content marketing is costing you twice that. 

Calculating your return on investment is pretty easy, so this is a 
worthwhile metric to include. 

ROI (%) = (Return/Investment) x 100 

Calculating your return should be fairly simple, though it may be an 
estimate to some extent. You’re looking for any revenue produced as a 

direct result of your content. To this end you’d include all online sales, 
along with any sales where the customer “found you online”. If you’re 

using Customer Relationship Management (CRM) software, this should be 
simple enough to track. 

Investment is easier still - You want to include the direct costs of your 
media platform (hosting, domain rental, software, etc.) along with the 

time costs of anyone involved in your content marketing process. Finally, 
you’ll want to include the costs of hiring outside help, if you had any. 

You will no doubt find that some experts suggest including ‘overheads’ in 

your employee time cost equation. Overheads include rent, utilities, etc. 

Don’t do this. 

The only costs you want to include are those that are a direct result of 

employing the people responsible for your content marketing. 

Could you close the office if that employee wasn’t there? No? Then don’t 

include rent. 

Would you still need to power your servers? I strongly suspect so! So 
don’t include the cost of keeping them running. 

Apologies for the rant, but it’s a subject close to my heart. Overhead 

rates are often guestimated at 25-50%, but this is simply a distortion of 

the truth and does not belong in your metrics. 
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Now that I’ve covered what you shouldn’t include, it’s important that you 
understand what you should. The cost of an employee’s time is not just 

their salary - it’s their cost of employment. This might include pension 
contributions or insurance. Whatever it is that you’re paying for, make 

sure that you know exactly how much your employees cost to employ - 
You never know when that information might be useful! 

Once you know the annual cost of each of the employees involved in your 
content marketing, you can quite easily calculate a weekly, daily or hourly 

cost depending on what you’re trying to measure. 

Don’t forget to take account of holiday and sick leave when calculating 
these smaller units. 

So we know how much it’s costing us to produce content, and how much 
we’ve brought in as a result. All that’s left is to calculate the ROI. 

As an example, if it costs us £1000 each month to produce content, and 

we bring in an additional £3000 as a direct result of that, our ROI looks 
like this: 

(£3000 / £1000) x 100 = 300% 

Not bad! 

Return on investment is an easy way to see how effective your content 

marketing is. But it’s not the only way to determine your effectiveness. 

In addition to calculating your return on investment, you could calculate 
your return per visitor to your site. Suddenly, you have an objective 

way of measuring the effectiveness of a piece of content. To do this, 
simply divide your return over a given period (say 1 month) by the 

number of unique page views during that period. For example: 

Return (£3000) / Unique Page Views (10,000) = £0.30 per view 

So your latest post got 400 unique views? To work out the value of that 

post, simply multiply the unique views by the value per visitor: 

400 x £0.30 = £120 
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Now this isn’t a perfect metric, but it is objective and it is useful. If you 
have an idea of the value a single unique visitor brings to your business, 

you’ve got a valuable tool for forecasting your future success. 

 

Tools 
 

To start with, simple metrics such as those I’ve discussed above will likely 
serve your purposes. Further down the line, though, you’re going to want 

more data - particularly when you start getting some serious traffic. 

The most commonly used (and free) option is Google Webmaster Tools. 

This provides a lot more information than you’d get from WordPress, and 
can be very helpful for measuring your success. 

Beyond Google there are a plethora of paid options which range from the 

very helpful to the entirely useless. Principal among the ‘helpful’ category 
are KISSmetrics - I certainly wouldn’t recommend this for newbies, but if 

you really want to know exactly who is visiting your content platform, 
from where and what they’re doing, KISSmetrics have the answers. 
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10 Simple Tips for Writing Content 
That Doesn’t Suck 
 

Regardless of the types of content you choose to produce, you’ll almost 

certainly need to do some writing. Whether it be to introduce your video 

content, provide a description for each podcast or actually write a blog 
post, writing is a vital skill for any content marketer. 

Notice that I call it a skill. 

Writing does not simply ‘come naturally’ or ‘flow from your fingers’. You 

have to work at it. Don’t be fooled into thinking that your genetics 

determine whether you’re a good or bad writer. It’s true that some people 
pick it up more quickly than others, but anybody can learn to write well. 

With that in mind I’ve put together a series of 10 simple tips for writing 

content that’s clear, well presented, and (vitally) doesn’t suck. 

 

1) Plan Your Content 

Not planning your content is the quickest way to look like an amateur. 

Worse, it undermines the sense of expertise that you’re working to 
convey. 

Clear writing is the result of clear thinking. Or, as Einstein put it, “If you 
can’t explain it simply, you don’t understand it well enough” 

The easiest way to write clearly is to plan your content thoroughly. 

What are you going to say? 

How are you going to say it? 
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What’s your conclusion? 

By planning your content in advance, you’ll make the task of writing much 

easier, and the result much better. 

It’s easy to tell when a writer hasn’t planned their content in advance. 
Their ideas are muddled, their arguments don’t support their conclusion. 

The text seems to have been thrown onto the page, ordered only as it 
occurred to the author. 

Don’t look like an amateur. Plan your content. 

 

2) Don’t Try to Sound Like a Textbook 

Equally as sinful as appearing to amateurish is being boring. 

Nobody wants to be bored. They simply won’t put up with it. 

Have you ever read through a report - probably at work - and realised at 
the end that you have no idea what it said? That author committed the 

offence of being boring, and paid the price. 

We all have to read boring things from time to time, but your audience 
don’t fall into that category. They’re under no obligation to read your 

content, so bore them at your peril. 

Aspiring writers often feel that their writing should be devoid of personal 

feeling - that it should be a pure statement of fact. Unfortunately, that’s 
boring. Nobody wants to read bland content with no trace of human 

emotion. 

Worse, it robs their content of credibility. 

By injecting your personal thoughts and feelings - subject to the planning 

process of course - you have a far better opportunity to present yourself 
as an authority. It’s also much more interesting for the reader, which 

makes it far more likely that they’ll read to the end. 
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Some new writers are concerned that by injecting their personal opinions 
into their writing, they’ll upset some readers. 

The truth is you probably will, and that’s fine. People don’t expect to 
agree with everything you say. It would be pretty weird if they did. 

The benefits of showing your audience that you’re a human far outweigh 

the loss of a few readers along the way. 

 

3) Involve People & Be Active 

It’s also a good idea to involve people wherever possible. 

People are interesting. Things, generally, are not. 

If you have the opportunity to use real life examples in your content, grab 
it with both hands. Your content will stronger for it, and your audience will 

thank you. 

It’s also best to employ an active voice, as opposed to a passive one. The 

natural way to do this is to include a lot of verbs, or ‘doing words’, in your 
writing. For a great example of content that doesn’t include many verbs, 

refer to the aforementioned text books. Or Wikipedia. 

Beyond that, though, you should choose the active form of a verb if at all 
possible. Compare these two sentences: 

Football is often played on the field (Passive) 

People often play football on the field (Active) 

The active form of the verb ‘play’ is much easier for the reader to 

visualise. It also makes it easier to include a human element. The second 
sentence could be made even stronger by mentioning specific people who 

are known to the audience: 

David Beckham often plays football on the field 
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See how much easier that is to visualise? 

The more your audience can visualise what you’re telling them, the more 

engaged they’ll be. 

 

4) Avoid Pointless Adverbs & Adjectives 

This is a particular pet peeve of mine, and it also weakens otherwise good 

content. For clarification: 

An adverb is a word that describes a verb. These are often words ending 
in -ly, e.g. ‘He ran quickly’ or ‘He yawned hugely’. 

An adjective is a word that describes a noun, e.g. a huge rat or a 
cavernous hall. 

Used effectively, these describing words can provide valuable colour to 

your content. Used poorly, they can make you look like an idiot. 

Is it important to your point that someone ran quickly? Or that they 

yawned hugely? If so, by all means include it. If it isn’t, don’t bother - It’s 
unnecessary. 

Worse even than unnecessary describing words are those that are entirely 

redundant. 

The word ‘redundant’ has a specific meaning: Not or no longer needed or 

useful; superfluous 

It’s not possible for something to be entirely redundant or somewhat 
redundant - it simply is redundant. The word redundant is sufficient to 

convey your meaning. 

Other examples would be very awesome, totally catastrophic or extremely 

beautiful. The words awesome, catastrophic and beautiful already have 
‘extreme’ meanings. They don’t need further endorsement, and worse, 

any attempt to amplify their meaning will only weaken them. 



B2B CONTENT MARKETING 101 
 

 

 

 

69 

It’s my considered opinion that hyperbole is the death of language - I’d 
consider it a personal favour if you avoided redundant describing words. 

Thanks. 

 

5) Use Power Words 

In the pursuit of avoiding unnecessary descriptions, it’s helpful to choose 

the right words in the first place. 

Why say very pretty when you could say beautiful? 

Why use really big when you could use massive or cavernous. 

There are some words that are inherently easier to visualise than others - 

Find them, and use them. They’ll make your writing stronger. To get you 
started, here’s an excellent post by Jon Morrow that provides plenty of 

power words for your perusal. 

There is one word in particular that’s stronger than any other. Any ideas? 

It’s you. 

Any time you can directly involve the reader by using you, do so - it’s far 

easier to visualise something if it’s about you. Compare these sentences: 

James was playing tennis 

Imagine that you’re playing tennis 

The first sentence is OK. But who’s James? Do we care about him? 

Maybe. Maybe not. 

But the second sentence, now that’s better. You’ve probably played tennis 

at some point. If you have, you’re probably remembering it right now. 

http://boostblogtraffic.com/power-words/


B2B CONTENT MARKETING 101 
 

 

 

 

70 

How did it go? 

Were you great? Were you terrible? Did you have fun? 

See how easy that is to visualise? Allowing your audience to project 

themselves onto your writing is one of the strongest tools at your 
disposal. Use it wisely, and use it often. 

 

6) Be Consistent 

Oscar Wilde is often quoted as saying that consistency is the last refuge 
of the unimaginative. 

I don’t feel qualified to argue with Mr. Wilde, but would to point out that 
he was a genius. If you also happen to be a genius - and are writing non-

fiction - then by all means take this to heart and ignore everything I’m 
about to say. 

Pick a perspective and a tense for each piece that you write, and stick to 

it. This is greatly aided by the planning process - if you know what you’re 
going to say and you’ve arranged it into a sensible order, it’s much easier 

to be consistent. 

It’s fine if you want to inform your readers of alternative points of view. 

It’s also fine if you want to temporarily switch tense for the purposes of 
an example or anecdote. Whatever you do, though, make sure that your 

reader is aware of what’s going on. 

If you change tense, say so immediately. Don’t get all the way through a 

sentence or paragraph before qualifying where or when it took place - it 
messes with your reader’s ability to visualise what’s going on. Worse, in 

fact, it forces them to go back and alter the visualisation they’ve already 
had. 

Most importantly, it’s annoying to your readers, and that’s reason enough 

not to do it. 
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7) Use the Language of Your Audience 

New writers often get carried away with this, so I’ll try to distinguish 

between what is and isn’t a good idea. 

It is important to use words that your audience understand. For instance, 
if they use the word car rather than the word auto-mobile - as nearly 

everyone does - then go ahead and use car. 

The same goes for brainstorm instead of mind map, rain instead of 

precipitation, and so on. 

A good rule of thumb is that you should write the way you would speak. 
Not the way you think you ought to write. 

By all means do some research to find out which words your audience 

typically use. Online forums and personal experience of customers are 

usually the best indications. 

Where writers often go wrong with this, is that they compromise their 
integrity in an attempt to ‘speak their audience’s language’. If you’re not 

the sort of person who uses the word awesome, don’t use it. 

It doesn’t make you seem cool, and worse, it can make seem 

unauthentic. 

The worst offenders here are companies trying to appeal to the younger 
generations. Ever seen a multinational corporation use ‘edgy’ words like 

epic or rad? 

It’s cringe-worthy. 

 

8) Never be Correct at the Expense of Being Interesting 

Thankfully, most people are not grammar experts. 
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Why thankfully? Because it’s a tedious subject, best left to pedants and 
English teachers. 

I realise that I’m at risk of offending some illustrious colleagues here, so 
I’ll qualify that: The purpose of writing is to convey meaning. The purpose 

of grammar is to help your writing convey meaning. 

If you’re able to achieve that, you’ve got everything you needed from 
grammar. Overcomplicate at your peril. 

As a general rule, it’s a good idea to write the way you would speak - It’s 
much more engaging. Of course, you’ll be putting more thought into your 

writing than most people put into their speech. On that basis, it might be 
better to say that you should write the way you’d like to speak. 

But we all make dozens of grammatical errors in our speech every day… 

Isn’t that a bad thing? 

Only if it makes your speech less clear - if everyone understands you, 

there’s no problem. 

We’ve all got memories of being told off by Mrs. Evans at school. Perhaps 
you started a sentence with ‘but’, or ended it with a preposition. Frankly, 

I couldn’t care less about those types of ‘errors’, and neither will your 
readers. 

Except for Mrs. Evans, of course. 

Ultimately, you should write in a way that makes your meaning clear and 
powerful. If you haven’t written anything in years you may want to brush 

up on some basic grammar rules, but don’t stress over it. 

Never be correct at the expense of being interesting. 

 

9) Don’t Overuse ! 

A short point, but one that I feel is important. The exclamation point 
should only be used if it’s necessary to achieve a certain meaning. In 
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William Zinsser’s On Writing Well, he notes that “It has a gushy aura, the 
breathless excitement of a debutante commenting on an event that was 

exciting only to her.” - If in doubt, leave it out. 

Worse, though, is the use of an exclamation point to indicate that 

something is supposed to be funny. Either your audience will find it funny, 
or they won’t. 

The exclamation point is as patronising as canned laughter on a daytime 

TV show. 

 

10) Edit Ruthlessly 

This is, in my opinion, the single most important part of the writing 

process. 

It doesn’t matter if your first draft is terrible, so long as it never sees the 

light of day. Your first draft is always for you - All that stands between it 
and your proof-reader or audience is a series of brutal editing runs. 

It’s often said that in writing, you must kill your darlings - a quote that’s 

been attributed to Oscar Wilde and William Faulkner, among others.  

Stephen King took it a stage further, with “kill your darlings, kill your 

darlings, even when it breaks your egocentric little scribbler’s heart, kill 
your darlings.” 

These quotes are highlighting the importance of cutting away the 

unnecessary. You might be pleased with a sentence or paragraph, but 

does it further your point? Is it vital that the audience have this 
information? If the answer is no, cut it. 

The same goes for filler words that don’t add to the meaning of a 

sentence. Hopefully there won’t be too many of these if you’ve taken tips 
4 & 5 to heart. But if there are, now is the time to cut them. 
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The easiest way to edit your work is to print it out and read it. This is best 
done a day or so after you’ve finished writing, as it gives you a chance to 

to take a fresh look. 

On your first read through, you’re looking to see whether the piece flows 

logically. Does it make sense? Does it provide all of the necessary 
information? Do any paragraphs need moving, or removing? Don’t worry 

about typing errors or specific language at this point - we’re more 
concerned with the overall purpose of the piece. 

Once you’re happy that your piece achieves all it set out to, it’s time to 

dig into the details. Read through again, and mark any words, phrases or 
sentences that don’t further your point. 

I don’t care if you thought it was clever, and neither will your audience. 
Get rid of it. 

Underlining, highlighting or bracketing the offending areas are good ways 

to do this. 

Finally, it’s time to make sure that the piece is as strong as you can make 

it. Print out your revised copy, and read it out loud. Yes, really. You’re 
looking for any sentences that don’t flow off the tongue easily. 

I know, I know - You’re not a poet. But if a sentence doesn’t flow off the 

tongue, that’s an indication that it’s not as simple as it could be. Perhaps 
you didn’t tell the reader what (or when) you were referring to until the 

end of a sentence. Perhaps you’ve used three words where one would do, 

or one long sentence where really it should have been two. 

Whatever it is, mark it, keep going, and correct it when you’ve finished.  

When you sit down to write, by all means give in to the temptation to 
include things that seem clever or witty. Indulge your ego and flex your 

artistic flair. 

But when it comes time to edit, you must be willing to kill your darlings.  
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TLDR (Too Long, Didn’t Read…) 
 

So now you know what Content Marketing is. 

Contrary to the title, I’m not going to try to reduce the subject matter any 

further than I already have. It was hard enough in 18,000 words, there’s 

simply no way that I can do it justice in 1,800. 

Content Marketing has been a phenomenon over the past few years - It’s 

quite literally exploded. 

Companies have sprung up from obscurity and become respected 

authorities. A well-managed and educational online presence makes it 

possible to ‘break into’ new markets in a way that only multinationals 

could in the past. 

You’ve seen examples of Content Marketing in action. Whether it be a 

large company like Cisco or a one-man wonder like MobilityWOD, Content 

Marketing has replaced their need for traditional marketing methods. 

No more feeling like sleazy salesmen. No more worrying that customers 

won’t fully appreciate their expertise. 

You know what Content Marketing can do for you, and where to go from 

here. If you’re willing to take the challenge, you can show the world your 

authority and bring in all the clients you could ever want. 

I’m game. 

Are you? 
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A Note from the Author 
 

If you’ve made it this far, I’d like to thank you for your commitment. 

This has been a whistle-stop tour of Content Marketing and I would have loved 

to spend more time with you in each chapter. Sadly, I had to remind myself that 

this is an introduction to the subject. It was never designed as a ‘definitive’ work, 

if such a thing could exist. 

It’s true that each of these chapters could have been an e-book all of its own. 

Well, except for the Content Marketing Channels chapter. That could easily have 

been eleven. 

My intention is to write several follow-ups to this e-book, in which I plan to 

concentrate on each component in more detail. Metrics, in particular, could do 

with some serious expansion. 

With that said, I’ll wrap this up. 

Thanks again for making it this far, and if you choose to go ahead with it I wish 

you the best of luck with your Content Marketing Platform. 

Best Wishes, 

~ Pete. 
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About the Author 
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Now that you understand the basics of 

Content Marketing, you’re ready to get started… To turn your website into a lead 

generating machine. 
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