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Introduction

Companies need to be ready to think as publishers and not
marketers. They need to know what value they can provide to

their target group (above and beyond the value offered via their
brand or products) and implement a robust editorial process
in their workflow. ”

- Jonas Kilt Nielson
CEO and Founder, MindJumpers

INTRODUCTION

Content marketing is quickly becoming
the next digital battle ground as more
organizations look to content as a way
to reach and engage their audiences,
demonstrate their expertise, and create
passionate advocates for their brands.

Like all marketing efforts, the goal of
content marketing is to turn prospects
into customers and build more loyal and
relevant relationships with existing
customers. But content marketing is a
more subtle approach than other, more
traditional, marketing efforts. While the

ultimate goal is to drive increased revenue
for companies, content marketing is more

focused on delivering information and
advice that enrich people’s lives.

Seven-Step Approach to Content Marketing Success

Measure, Learn, 7
Optimize

Cross Promote 6
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Develop Content
Strategy
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Writers

The formula for success is simple: provide people the information they want, when they want it, and
where they want it. Yet, in reality, following this formula can be difficult and complex. In order to be
successful at content marketing, businesses must transform themselves into publishers and develop the
processes, technology, and people to deliver highly relevant content at scale.

This paper outlines a seven-step approach that any organization can use to develop or re-energize
a successful content marketing strategy and program. The paper includes valuable insights from 21
experts and influencers with extensive expertise in content marketing, search engine optimization,

and social marketing.



E Step 1: Define Objectives

«
You need to start with defining your business objectives

and build your program and metrics around those goals.

If you are not measuring against business goals, the whole

effort is meaningless. ”’

- Bill Ives
Partner, the Merced Group

DEFINE OBJECTIVES

As with any other marketing initiative, the first step to launching a successful content marketing

program is to define your objectives. How often has this happened to you? Your company has launched
its shiny, new marketing initiative, and at some point along the way, you all stop and say, “Wait, what are
we doing here?”

The first question you should ask is, “What is the business trying to achieve and how can content help?”
Are you driving toward engagement with the brand, amplifying or extending existing relationships, or
focusing activity along a lead generation or sales funnel? Every other aspect of the content marketing
program—content strategy, writer selection, measurements—flows from the objectives. So be careful not
to jump into tactical elements of your plan, such as keyword lists and writer expertise, at the expense of
clearly defining the objectives early on. Think of your objectives as the key on a map. Define them and
then keep them handy so you don’t get lost along the way.

YOU CAN'T BE EVERYTHING TO EVERYONE

Just as it’s important to make sure you set clear objectives, it's also important to limit the number of
objectives. It can be tempting to think of all the possibilities that a content marketing program can achieve
for your brand. However, trying to be a jack-of-all-trades and accomplish too much will ultimately cause
your program to fail by diluting your focus. Choose one or two of your most important goals, clearly define
them, and make sure you establish the metrics to measure how well you achieved your goals.



COMMON OBJECTIVES FOR A CONTENT MARKETING PROGRAM

R

Branding and engagement:
Content can be used to put your brand in front of your audience in a natural way,
where they will appreciate the value you are bringing them, and engage with your brand.

Information and education:

To be considered an information resource, you first need to understand what is
important to your audience and where the informational gaps lie. Then, of course,
make sure that your organization has the expertise to fill these gaps. Put yourself in
your audience’s shoes, and make it a point to be helpful and authentic.

Driving traffic:

Content can be a great traffic-driver, so it's easy to understand why many content
strategies are designed to drive a lot of it. Most organizations choose to drive traffic
with news programs, but evergreen content can drive traffic, as well, and over a longer
period of time so your site and brand stays relevant longer.

Generating leads:

If an objective of your content marketing program is lead generation, make sure

your content is reaching consumers at moments that most influence their decisions.
According to a recent McKinsey report on the consumer decision journey, marketers
must move aggressively beyond purely push-style communication and learn to

influence consumer-driven touch points.! Your content should be designed to help
consumers through the decision process as they consider and evaluate products or services.

Increasing conversions:

Content can be used to create consumer conversions. If you are a retailer, offer

content that aligns with your brand voice and fulfills the needs of your target audience.
Then, present them with an offering that can fill that need. Again, your content should
be geared toward the stages of the consumer decision journey, particularly the moment
of purchase.

Increasing site ranking:

Another advantage of online content is that, when done properly, it can increase

your overall site ranking through strong SEO. This could mean your site shows up more
frequently in organic search results and may increase visitor engagement.

" Court, David, Dave Elzinga, Susan Mulder, and Ole Jorgen Vetvik. “The Consumer Decision Journey.”


http://www.mckinseyquarterly.com/The_consumer_decision_journey_2373

Step 2: Develop Content Strategy

<«
Think about the content that will be useful, valuable
and)or entertaining to your customers and prospects.

Its not about you, its about them.”

- Dave Kerpen,
Co-founder and CEO, Likeable Media

DEVELOP CONTENT STRATEGY

Once you have determined your objectives, it's time Content Strategy Checklist
to develop a clear strategy to achieve them. Your
organization wants to create compelling, relevant Know your audience

content for your audience and customers. On the
surface that sounds like a straightforward goal,

but before you start hiring writers and publishing
content it's important to take a high-level look at
key areas that will inform your content strategy and
help define a clear path to success. Calibrate your brand voice

Determine the type of content
(news vs. evergreen)

Define and own your keywords

Establish an editorial calendar
-5 Know your audience
' g The most successful companies . Allocate resources
~ » ¢ understand their customers and

the best marketers understand their

audience. Knowing your audience includes knowing
what they care about, what their interests and motivators are, what their pain points are, and how
to address any of these items effectively using content your audience prefers to consume in the venues
or channels in which they prefer to consume it.

Having an in-depth understanding of your audience will help you create engaging, relevant content that
will turn your audience—old and new—into loyal customers and brand enthusiasts.



Determine the type of content

I One of the most important content strategy decisions comes down to the question of the
e oo’ quick hit versus the long tail. Most online content falls into two categories: news content

and evergreen content. News content lives and dies on your writers’ ability to generate timely
perspectives on news stories and get their content picked up by Google before other online publishers.
News content creates immediate traffic to your site. Evergreen content, on the other hand, is always
fresh and provides information that readers seek regardless of its timeliness, hence the name, evergreen.
Evergreen content takes longer to generate significant traffic, but will continue to draw visitors over time.

Figure 1: News vs. Evergreen Traffic
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Source: Skyword, Inc.
The answer to the news-versus-evergreen question largely depends on the goals of your content marketing

program. And, of course, the type of content you create does not have to be an either/or proposition; many
successful sites employ a content strategy that effectively blends news and evergreen content.



Define and own your keywords

I g Onecritical element of defining your audience in evergreen programs is understanding what

PR 4 keywords and keyword phrases are currently driving search traffic to your website. Learning
how your customers and prospects search for your business is the first step in developing

a keyword set that will power a successful content marketing program. If you don’t already have a web

analytics package integrated into your website, work with your web team to install an industry standard

solution like Google Analytics (http.//www.google.com/analytics/) or Omniture (http.//www.omniture.com/).

Web analytics will provide you with a wealth of information on your current audience’s search

habits, which you can then leverage to inform your content strategy.

Keyword research and discovery is a continual process. You should perform gap analyses to see where
you are not performing well compared with your competitors. Successful programs implement ongoing
processes to identify high-opportunity keywords based on performance factors that include search engine
referral traffic, actual rankings in search engines, and expansions from your existing keyword list.

- Calibrate your brand voice

I g Once you have defined your audience and the search terms they are using to find your

PR 4 content, consider how you want to speak to your readers. Chances are your organization
already has a clear brand voice, but it's important to ask if that voice fits with your new

content strategy. Perhaps your online voice should be a bit more playful or relaxed than your standard

brand voice. Experiment with your voice to find the right balance for your content and make sure it

aligns with the collective personality of your audience.

- Establish an editorial calendar

' g Ifyou do choose to create evergreen content, you should consider creating an editorial

MR 4 calendar as part of your content strategy. If your content and objectives are seasonal, or if
you want to align content to the timing of your business and product strategy, an editorial

calendar is a great way to plan your content not just for tomorrow or next week, but also for next quarter

or even next year.

- Allocate resources

i g Finally, remember that a good strategy is nothing without a solid team to execute on the
R 4 day-to-day tactics of content creation, editing, fact-checking, SEO, and any other steps your

content requires before it's ready to go live. Once you know how much content you need to
create and how much effort will go into editing and refining each piece of content, build a hiring plan for
writers and editors that can scale with your content production goals. A key decision will be whether you
should outsource these capabilities or build in-house resources.



Step 3: Establish Process and Technology

<«
Starting a content marketing program is challenging on multiple fronts.

It takes resources, either money or time, and it usually takes some

evolution on the part of the marketer—new systems, new approaches,
and new processes are almost always part of the plan. But once you're
through that stage, all the mystery falls away, and it becomes an
ongoing science experiment where you now have the systems, process
and technology in place to experiment and optimize efficiently.

- Taulbee Jackson, CEO of Raidious,
Expert in social media analytics, content marketing, and owned media

ESTABLISH PROCESS AND TECHNOLOGY

In order to create quality content and do it efficiently, it is important that you have the right processes and
technology in place. Content marketing is part art and part science. The art is producing quality content
that engages and provides value, which is where many organizations tend to focus. But it is also a science
and involves

¢ Having the tools and processes to produce content efficiently Wilhr

. . . agem
e Tracking content performance so you can continuously improve whanasSent

your program

e Ensuring that all content is optimized for search and social, because
those are the primary channels that will lead people to your content

To perform well on both sides of the equation, organizations need to
develop processes and technology to build a program cost effectively that
can be measured and gets better over time. You need to think about

e Recruiting, training, and managing your writers
e Ensuring that your content is produced against a certain set of content
guidelines and standards and making sure it supports your brand voice

* Ensuring that content is optimized for search, identifying the best keywords,
and adhering to SEO best practices

e Establishing an editorial and review process that is streamlined and transparent

* Analyzing the search, social, and engagement performance of your content

Many companies, such as IBM with Midsizeinsider.com, are building their content marketing programs on
a technology platform to streamline and automate key steps in the content creation process. These steps

include writer recruitment and management, content creation and optimization, editorial review, social
promotion, and measurement and analytics.


http://www.midsizeinsider.com

Step 4: Recruit & Manage Writers

<«
Quality counts. You can try to game the system chocking content full
of SEO terms, but in the end, to have it be effective, the content has

to be high quality. You need to build a network of contributors and
i )

keep expanding i

- John Dukakis
Co-director of Content at Hill Holiday

RECRUIT & MANAGE WRITERS

Determining who will be writing your content is going to be an important consideration in developing your
content marketing strategy. While it sounds simple (you need content; someone’s got to write it, right?),
there are actually a few important steps that you will want to consider in developing your writer strategy
and managing the writers’ ongoing success.

INTERNAL OR EXTERNAL?

Determining how much content you will be producing on a daily, weekly, or monthly basis will play a large
part in your decision to use your company’s internal staff to produce the content, or to outsource content
creation to professional writers.

If you will be creating posts for your company blog, for example, it may make sense to tap your own staff
to write these. You likely won't need more than one blog post a day, and your own staff will be best suited
to share the company’s unique perspective.

However, if you will be creating brand-aligned content or thought leadership pieces intended to
engage consumers on your site or drive conversions, this may be best handled by a team of professional
writers or subject-matter experts who can prioritize content creation and tailor articles to your own
corporate objectives.



EXPERTS, ENTHUSIASTS, OR INFLUENCERS?

There are many channels available to find writers who can meet your needs. First, consider whether your
content will be authored by experts, enthusiasts, influencers, or some mix of the three.

/

Experts

These are your top-tier professionals who have real-world experience in
the industry or topic area on which you are looking to produce content.
They should be high-quality writers, but first and foremost, they should
display domain expertise.

Enthusiasts

These are your high-quality writers who exhibit a deep interest in the subject
matter they write about. For example, if you are looking to create a community
of parents to discuss child development, these folks would be moms and dads
with real-world experience raising children who enjoy writing.

Influencers

For certain types of content, such as social engagement campaigns, having
writers who are socially connected, or “influencers,” in their space is important.
Recruitment of influencers can require a more high-touch approach and some
initial research. Check out websites, such as Klout.com or Kred.com, that measure
how socially connected a particular person is to gauge influence.

MANAGING WRITERS

Best practice #1:

Best practice #2: Best practice #3:

Train your writers on your brand Carefully vet your writers before Provide your writers with the tools
voice and style preferences so that assigning projects to them. At and training to write for search. It's
they understand how to write for a minimum, ask for a writing one thing to be a great writer. It's
your site. Providing writers with a sample and a brief bio with relevant another to be a great writer who

set of content guidelines they can experience. You may also want to knows how to write for search
reference when creating content assign writers a “trial piece” to engine optimization.

is @ good practice to ensure a determine if the writer's voice, style,

cohesive tone and brand voice and tone is in line with your desired

among a variety of different writers. brand voice.



http://www.klout.com
http://www.kred.com

Step 5: Prepare Your Site

«
Its not Just about creating great content. Content

marketers need to think about where that content is
going to live and the overall experience people have
with the content in its location. ”’

- David Woodrow
Senior Vice President, Content Strategy, Skyword

PREPARE YOUR SITE

The next step to think about is where your content is going to live, the experience visitors will have with
the content, and how well that location is optimized for search.

If content is living on your website, you should perform a content audit of your existing site. A thorough
content audit will index all of your existing content and other pages in one easy-to-reference file. You will
want to capture the text that exists on the page, as well as the meta-data, keywords that a particular page
ranks on, and any other information that is relevant to your content strategy.

Once you have a high-level view of all your existing content, you can start thinking about where your new
content will live on your site. Is there an existing section of your site that can host your content? Will you
need to design and build a new section to effectively house the content you are about to create, or will you
build a new site? If your goal is to engage consumers directly in social spaces like Facebook, YouTube, or
Google+, perhaps you want to publish your content directly into your company’s space on those platforms.

If you are publishing to a website, you will want to make sure the site is properly optimized for SEO. Tools
like SEO Quake (http.//www.seoquake.com/) help ensure that your site conforms to SEO best practices.
It's also important to create industry-standard XML sitemaps for your site, so that all of your content gets
picked up by the search engines. If you are creating news content, you will want to create a news-specific
sitemap. Google's Webmaster Tools (www.google.com/webmasters/tools) is a great resource for best
practices on designing a search-friendly site.

You also need to consider how people are accessing their information when designing your content.
Content is going mobile and mobile is getting smarter. Consumers are moving beyond check-ins on

smart phones and tablets. They expect to get content that is local and relevant to them—enter contextual
content. Contextual content is available to you wherever you are, and helps you make decisions on the go.
Near-field communications advancements are finally going to have a huge impact on how we buy, where
we buy, and what device we use to make those purchases. The future of content marketing will quickly
move beyond the website to any device consumers use to get information.

1)



Step 6: Promote Your Content

«
Integrate your content marketing with all of your other

marketing initiatives. Content marketing needs to be part of
your overall marketing strategy. 1his is essential for companies
starting out—you don’t want to relinquish content marketing to
a marketing silo. As with all marketing initiatives, you need to
orchestrate all activities to break through the sound barrier.

- Erik Qualman
Founder, Socialnomics

PROMOTE YOUR CONTENT

If you have begun to develop a content marketing strategy, you probably know that simply creating
content isn't enough. As marketers, we have all fallen for the line from Field of Dreams: "If you build it,
they will come.” However, the fact remains that it doesn’t matter how good your content is if nobody can
find it. In addition to creating quality content, you must focus on getting the content to your audience
when and where they want it.

Many companies today use multiple channels to reach their customers. All of your content marketing
should work in harmony with all of your other marketing initiatives: SEO, SEM, social media, paid media,
email, and any other properties. The content from your content marketing program can fuel all of

those channels.

Tap the power of your writers and influencers

A powerful way to increase the social reach of a piece of content is to leverage the author’s own
connections. Tap your writers to promote their pieces via their own social channels. If you have recruited
“influencers,” you are even more likely to see a lift in traffic and engagement around a piece of great
content if these folks share it with their own circles and social connections. In a recent study by Skyword,
the company found that news content created on the Skyword Platform that was promoted by writers
had a seven-fold lift and evergreen content had a three-fold lift when it was promoted by the writers.



Figure 2: Search Lift from Social Views
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PROMOTING CONTENT

Best practice #1:

Make social sharing easy. Include
social sharing buttons on content
pages so that when consumers find
something they like on your site,

they can easily spread the word via
their networks. Visibility into what
pieces of content are being shared
by consumers can also help inform
website decisions.

Average search views
from articles
shared socially

Best practice #2:

Make sure your writers know where
the content they authored lives on
your site. Give your writers the URLs
to their published content as soon
as it goes live to make it easy for
them to share this link through their
own social networks.
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Best practice #3:

Adapt content to the voice of your
social channels. Each social channel
has a different personality. When
you are promoting your content
through social channels, know their
personalities and speak to your
audience in a voice that resonates
with each channel.




Step 7: Measure, Learn & Optimize

«
You've got to think of publishing metrics, but connect them to busi-

ness metrics. Youre concerned about number of eyeballs, shares,

etc., but you also have to drive action in terms of sales, leads and

conversions. Organically pushing your audience to a goal within
your content allows you to directly connect that content to a business
outcome. >

- Jason Falls
Founder and CEO of Social Media Explorer

MEASURE, LEARN & OPTIMIZE

Before launching any content marketing program you should have a clear idea of the goals you wish
to accomplish and what success will look like. Make sure that at the beginning of the process everyone
—especially executives—understands how the program will be measured.

Measuring success means tracking what is resonating with your audience so you can continue producing
that type of content. There are many metrics that can be measured, depending on your business and
strategy, but these are a few important ones that align with key questions you'll want to ask about the
performance of your content:

Are there people returning to view additional content or clicking through
other articles or pieces of content?

Metrics: Page Views, Unique Visitors, Time on Site ﬁ

These metrics will vary based on whether you have selected news content or evergreen content. For
evergreen content, expect the number of visitors to rise as more content is published and as your brand
presence is established on the web. News content will initially draw significantly more visitors than an
evergreen piece, but its shelf life will be much shorter. Evergreen articles may perform in cycles and
according to a season if they address a seasonal topic. A news article will perform best on the day it's
published, and visitors will taper off as time goes by.

Are people sharing your content with their networks?

Metrics: Number of shares, number of tweets, number of pins, etc. n

Is your audience interested in learning more?

Metrics: Requests for additional information, completion of content forms

©



What sources are driving your traffic?
Metrics: Keyword performance; referrals, organic search results
Is our content driving sales?

Metrics: Sales, average sales price, frequency of purchase, retention marketing registrations

MAKE YOUR ANALYTICS ACTIONABLE

One of the most important parts of analytics is making it actionable. Make sure your technology not
only provides the analytics to measure your performance, but also the tools to act on it. For instance,
enterprise-class content marketing platforms today can analyze keyword performance, make
recommendations for high-performing keywords, and then give the content manager the ability to
assign that keyword to a writer in real time.

DON'T FORGET ABOUT EFFICIENCY

Another area to measure that is often overlooked is efficiency. In a white paper published by the
Content Marketing Institute, efficiency is listed as an important element for measuring the effectiveness
of a content marketing program. Marketers need to find an efficient way to manage topics, editorial
calendars, and writers’ and editors’ workloads without compromising the quality of the content and the
desired goal. Technology platforms allow marketers to efficiently manage the content workflow while
tracking the results of each piece of content published on the web to improve performance over time.

CONCLUSION

The face of marketing has changed as more and more marketers look to content as a vital way to reach
and engage customers, demonstrate their expertise and build customer loyalty. Companies that have
launched the most successful content marketing programs understand the need for a systematic,
long-term approach in order to provide relevant content consistently and efficiently. Following the
seven-step approach to content marketing success, brands can kick-start and sustain a content marketing
program that becomes an integrated and integral part of their overall marketing initiatives.

ADDITIONAL RESOURCES FROM SKYWORD

* How to Kick-Start Your Content Marketing: free webinar playback with content experts Leslie Reiser
of IBM, Paul Gillin, and David Woodrow

* The Skyword Blog


http://www.skyword.com/kick-start-your-content-marketing-program/#.UDeEoWBt22w
http://www.skyword.com/blog/
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