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What to expect from this paper?

* A pragmatic 6 step approach to start with content marketing. For most marketers content
marketing is intangible. This paper makes content marketing very easy to understand and it
guides you through the basic principles behind the philosophy.

= This paperis based on research. InSites Consulting conducted a qualitative study among
27 international companies to talk about the integration of social media. Content marketing
was one of the topics. Further, an in-depth analysis of 1,000 Facebook brand pages and
300,000 tweets about brands are used to write this paper. Finally, another source of
inspiration was a quantitative study among 400 senior marketers in the US and the UK.

*  The results of this research are translated into both strategic and pragmatic insights that
should help companies to better understand and implement content marketing.




The objectives of content marketing

Content marketing 1s one of the key challenges
for companies these days. Most companies
acknowledge the need to change their commercial
model due to the rise of social media. Most
companies are looking for ways to become
responsive towards questions from consumers on
sites like Facebook and Twitter. Companies also
understand that they should be proactive and feed
customers with conversation-worthy content. The
latter 15 the main problem. Most companies don't
know what content marketing means.

In this paper, we want to give a clear view on how
to implement content marketing in any kind of
business.

In case vou wonder why content marketing 1s
important, these are the objectives to achieve with
content marketing.

Being recognised as an expert in your field: Strong and relevant content will
enhance the positioning of your company. Show that you are aware of the latest trends
and that you are interested in innovation. This will help you to be seen as an expert in
your field and will increase general awareness of your brand.

Maintaining relations with existing customers in a positive manner: Share new
content at regular intervals. This will encourage your customers to keep in touch with
your brand. Do net bother them with new offers every five minutes, but provide them
with information that is interesting and useful. Offering them relevant and valuable
content will make it more acceptable to launch a promaotion every once in a while.

Attracting new customers and grow business: Your content is shared with existing
customers and fans. If the content is strong enough, they will share it with their family,
friends and colleagues. This is how content brings your company into contact with new
people. Relevant content can arouse the curiosity of new prospects, which makes them
want to discover more about your brand. In the end, content marketing should lead to
an increase in revenues.

Increasing social media reach: Finally, good content will automatically ensure that
your company has a wider reach on social media. This will increase support for your
content and increase its impact. A wider reach also makes it easier to achieve the first
three objectives.




A 6 step approach in content marketing

they all play an important role in achieving the previously mentioned objectives.

1.

Topic
selection:

define what you want to
be famous for. There is
a content overload in
the world. The magic
happens when you find
atopic you are
knowledgeable in and
that the market is still
waiting for. Select your
content domains
smartly and be
consistentin your
choice.
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Content
conversion
strategy:

content marketing has
to lead to an increase

in revenues. Think
upfront about where
corversion should
happen. Define a top
cormersion point and
lead people to this point
through your cortent

8

Editorial
content
planning:

once you have defined
the topics and the
conversion strategy,
create an editarial
calendar. Setup a
roadmap 5o you know
when and where
content will be shared.
Streamline the content
calendar with all other
marketing actions in
arder to increase
impact. The content
calendar should also
describe the level of
intensity of each
content action.

4,

Create
shareable
content:

the right content
domain (step 1) is
important but not
sufficient. The content
reeds to be easy to
share and worth
sharing. People tend to
spread content that is
positive, relevant,
appealing and containg
a benefit. Take that into
account during the
creation of the content.

B

Manage
content
conversation:

ance the content is
launched, people wil
react to it. Be open to
this engagement from
your audience and be
ready to answer
questions or to give
feedback. Next to this
conversation
management, think
about the role of
industry influencers
during the launch of
your contert.

The rest of this paper gives a detailed description of each step.

6.

Measure
success:

the moment the cortent
strategy is up and
running you can
measure its impact
through a set of
relevant KPIs. These
KPls should be a
combination of
business generation
measures and
conversational
measures.






1.

Topic
selection:

Looking at the current content overload we find on the By combining the internal (the extent to which you are unique) and external (what

Internet, it is essential that your company only offers people are looking for) dimensions, it is possible to create four main content

relevant content. The choice of the fields you wish to categoties:

concentrate on will determine whether you are
successful or not. In order to make the right decision,
you must carry out both an internal analysis (What can
you do and what can make you different?) and an
external analysis (What is the market looking for?).
First and foremaost, look for areas in which your
company can offer unique content. Also study carefully
what the market wants. What topics are of particular
interest to your target group? Y ou can track these topics
down by conducting a nethnographic investigation, by a
detailed online search or by market research in which
you map the conversations of consumers. Combine all
these elements o make a smart content domain
selection.

Tobe avoided: contert in which you are not unique and for which
there is little demand. In other words, a waste of time and money.
This category must form 0% of your total content.

Competitive: contert which the market is interested in, but in which
you are not unique. In view of the level of market demand, you wil
occasionally, perhaps even regularly, need to use content of this
kind. Bear in mind that your competitors will also be sharing this
kind of content, so limit your efforts to a maximum of 25% of your
tatal content.

Miche: not many people are interested in this content, but it does
differentiate you in the market. Invest where necessary, but limit
your efforts to 15% of your total content.

Focus: the content where you can really make a difference. There
is market interest, but your competitors are not able to satisfy this
interest. 60% of your tatal content should fall into this categary.
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Content
conversion
strategy:

One of the ultimate objectives of a content strategy is to attract new
customers or persuade existing customers to re-purchase. |n other
words, content should lead to conversion and to an impact on your
business. To achieve this, you will need to draw up a touch-point
content plan. This plan should Incluede all towch-points where a
[potential) customer can come into contact with your content. Then
you need to determineg at which of these touch-points conversion to
sales is likely to occur. In many cases, the converting touch-point is the
website. & corporate bleg can be the touch-point which leads people
from the content area to the sales area. Social media accounts ensure
that there is sufficient daily traffic to the blog.

For companies working in the knowledge sector, SlideShare can be
used as a useful converting touch-point. SlideShare is a social network
site where people can share presentations (PowerPoint, etc.). This is
the ideal place to show what you can do and what you have to offer.
On this platform, itis easy to directly convert a reader into a sales lead.

When mapping out your comversion touch-point plan, define the trigger
of each touch-point to move to the next. Furthermore, try to keep the
lines as short as possible. The more steps somebody needs to take
before reaching the point where you achieve your business goals, the
harder it is to get high conversion rates,

Include a clear call to action for your audience. Guide them to the point
of conversion. The good thing is: if you provide them with relevant
content, you are allowed to use commercial content as well. Just make
sure the commercial content comes at the point where you convince
people with your non-commercial content.

When creating your content, take into account the memory of Google.
Google has a great memory. By using the right words and titles, your
content will pop up gquicker in Google searches, This creates a higher
flow of readers, which eventually leads to a higher conversion.

5o there are actually two aspects to work on in order to boost
COnVersion:

= Define acontent conversion touch-point plan: know where you want
to sell and how you will guide pecple to that point.

= Define a ‘Google’ strategy to increase the number of people who
find your content. A good touch-point plan combined with a strong
‘Google’ plan leads to a high business impact of your content.

The compilation of a content conversion strategy can perhaps be
compared best with putting together a football team. Your ultimate
objective is to score. To do so, you need to get the ball to your strikers.
Some teams play a long ball game, so that the ball is played guickly and
directly to yvour forward players. Other teams play a passing game, with
lots of short combinations before finally whacking the ball into the goal.
But no matter how you do it, getting the ball into the back of the net is
the only thing that counts. You are the trainer of the team, so it is up to
you to decide the best route to the goal. Every strategy has its
advantages and disadvantages, butone thing is certain: without amy
kind of strategy, you won't win anything at all.
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3.

Editorial
content

planning:

The next step in the process is planning
your content. Set up a detailed sheet {in
my experience Excel is the easiest tool)
in which vou match content and touch-
points. Decide on the timing when
certain content will be published on a
certain touch-point. Touch-points
should be a combination of owned and
paid media. Eamed media is the effect
of vour conversation-worthy content.
It's important to understand that not
every content item can and should have

the same level of attention and intensity.

To bring the right nuance into your
planning, it helps to use three content
streams: content updates, content
projects and content campaigns.

Updates

Updates are short messages you send out with a certain degree of regularity. Updates
are usually a combination of formal (facts and figures, news, recruitments, etc.) and
informal (culture, staff news and events, a look behind the scenes, ele.) content.
These are content pin-pricks that allow your fans and followers to keep abreast of all
the important and not-so-impaortant developments in their favourite comparny. Updates
are usually shared via social media. They keep your company in the thoughts of your
customers.

Projects

Projects run over a longer period and are usually related to a particular theme. For
example, a project might be a product launch, the opening of a new department, an
important research study, a major customer event or a recruitment drive. The
company develops content relating to the theme on a regular basis over a longer
period, varying from one week to three months. Projects work towards a specific
objective, and the contert is planned in relation to that objective. This content (regular
small and large pin-pricks) is primarily shared via online channels, but can be
supplemented by offline media. A project can also be supported by means of a
campaign (see below). Projects aim the spotlight at a certain aspect of your company.

Campaigns

Campaigns are shorter and maore intense than projects, and are frequently supported
with offline media. This content is designed to increase awareness of your company or
to announce important news (e.g. a new product). All available media are employed to
force a specific short-term result (usually increased awareness and sales).




Updates

Maintaining relations in
a frequ ent manner

Campaigns

Short-term realisation of
objectives (awaraness, sales)

Low

Low

Maintaining relations in

a frequ ent manner
Primarily online channels

(Facebook, Twitter, blog)

‘did-you-knows’, news, a
glimpse behind the scenes

Projects
! Mid to long-term
! realisation of objectives :
1 week to 3 months
! High: during the project
*  new content is shared :
almaost continuously :
: Average
- hvorage
i Mid to long-term
: malisation of objectivas :
:  Primarily onlinechannels, |
! supporedby suitable :
: offine media E
i ................................... ;L
:  Contentin function of :

Low: the same content [advert,
games) is used rapeatedly
throughout the campaign

Short-term realisation of
objectives (awareness, sales)

Targeted offline media
pressure, supplemented with
all own cnline channels

Creating this framework and
ensuring the smooth flow of the
three different streams is not an
exact science. They do, however,
give vou a solid basis for action.
Try to think in terms of these three
streams and draw up a content
planning in function of vour
company-specific objectives.

The combination of these three
streams will gradually result in the
widening of vour reach and
engagement. The updates will
ensure a steady influx of new
interested parties. The campaipgns
will boost vour reach tremendously
for a shott period. Because
campaigns are expensive, vou need
to think carefully about how vou
will use them. Organise them at the
right time and in the right place.
Use updates and projects to
usefull v maintain customer interest
in the pericds between campaigns,
That is how vou will keep in touch
with the people who are interested
in vour company all vear round.




By combining the three content levels, you are gradually increasing
the engagement with the target group

Reach

Specific update,
project or campaign






4.

Create
shareable
content:

Once you have decided which content
domains to focus on, you have a clear
view on how content can lead to
conversion and you have made a
content plan, the only thing left is the
execution of the plan. There is one key
challenge here: people have to share
your content with their network. That is
the only way you can structurally grow
the business through content.

Develop different layers of content

The concrete implementation of your content strategy can take place at many different
levels. Talk about your industry in general. Show that you know which direction the
sector is developing in. Mention new trends and fashionable insights which will confirm
your expert status in the field. Your customers will be interested in sharing specific
content about your company. Facts, figures and ‘did-you-knows' can all be very useful.
Furthermore, you will also be able to generate large amounts of informal content
through your own staff. Make your culture tangible. Tell ‘human-interest’ stories about
your activities. And last but not least, remember totalk about your products. You can
even use content which compares your products with those of your competitors, as
long as you do so objectively.

Make the content easy to share

Make sure all your content is available in a digital format. This allows people to share
it spontaneously with their friends through social networks and e-mails. Mext to that,
make sure that you connect ‘'share’ buttons to all your content pieces. The philosophy
is simple: create easy opportunities for your target audience to follow and share
everything you say.




Make the content worth sharing

What type of content do people
share? That is the golden 1
million dollar question that many
Internet experts are asking
themsehes today. Research
conducted by Chip and Dan
Heath learns us that there are
six ‘sticky’ criteria. Content that
successfully passes the sticky
test will be shared by the

target group.

Simplicity
Selling a single idea to your consumers is enough. The more arguments and choice you give consumers, the more
difficult to share.

Surprise
The message must attract and hold the attention of the consumer in an innovative and counter-intuithve manner.

Concrete
Formulate exactly what you want to say to the consumer as clearly as possible. This can involve the use of all the
different senses. Make sure that people can see in ane split second what the story is about. Titles and design play an

impaortant role in this dimension.

Credible

Advertisers often use research material or experts to make their message seem credible. This is one way to do so, but
it is also possible to personalise credibility. Credibility is one of the reasons why Obama is now living in the White
House. He didn't getthere simply by using a mass of statistics.

Emaotional
Let the consumers feel what you are trying to say. Ifyou want 1o stop teenagers from smaoking, telling them it is bad for
their health will be less effective than telling them it gives them halitosis.

Stories

Mobody remembers adverts; everybody remembers a good story. Right from our earliest years, we were told stories
which will remain with us for the rest of our lives. Remember that when you are communicating with your consumers.
Try to keep them enthralled. The average classroom presentation by a student contains 2.5 statistics each minute, but
only one in ten attempts to tell a story. Yet if you ask the students in the audience what they remember from all these
presentations, 63% say that they remember the stories, whereas just 5% remember the statistics.

To make it even more concrete, we conducted a unique study as part of the preparation for this paper. We
collected all the conversations from 1000 Facebook pages of 200 global brands. In total, we analvsed about

TT0, M) conversations about these beands. We did a similar exercise for Twitter.

Heath & Heath, Mode do sk why some ddeos surdve ando thess dle, JOOT.




In this instance, we selected a random week in June 2011 and analysed the tweets for 300 brands. This gave us about 246,000 conversations. Our insights with

regard to the most frequently shared material were gleaned from the data-mining of these million brand-related conversations. These conversations were a mix of

spontaneous conversations about brands and content shared by brands. It gives you the full overview of what people share.

The study gave us insights in the content people share on social media:

Experience with your products or services: People give feedback about their experience with your
products and/or services. Itis noticeable that there are more conversations about specific products than about
brands.

Experience with offline touch-points: Offline customer experience is an important online corversation
starter. The customer-friendliness of employees in a sales point is the most important conversation starter.
Competitions and games: Content with a games/competitive element produces many conversations. In
addition to interaction, ‘gamification’ results in many likes'

Free: Free always works. If people think they can get something for free, they will talk about it to everyone!
This is not anly valid for free products, but also for free conternt.

Collaboration: Invelve people in your decision-making and they will love telling others about it. If their
engagement increases, so too will the number of convers ations. This does not need to be complicated.
Simply asking your fans a question can be enough to generate plenty of interaction. In addition, the customers
can also show their enthusiasm through their ‘likes'.

Lifestyle: Even if this does not immediately relate to your products, people like to talk about music, eating
out, sport, etc., and again show their enthusiasm for this content through their likes'.

Positive messages: This is the value of happiness. There are more interactions as a result of sharing
something positive than something negative. Consumers like happy stories and positive messages generate
plenty of flikes’.

Mews: Your fans like to share news about your company and like to be kept informed about the
developments relating to their favourite brand.

Advertising: There are a lot of conversations on Twitter about advertising. This is probably related to the
presence of the high penetration media and numerous advertising professionals on this network. Complete
reviews of advertising campaigns are sometimes shared.

Soclal media news: There are plerty of conversations on Twitter about the latest iPhone and iPad apps.
Employee stories: Company employees share considerable amourts of informal content via Twitter. They
talk about where they work and give their followers a glimpse of what goes on behind the scenes. This
cortent is re-tweeted at a higher rate than the average.

If you produce content, itwould be wise
to take these conclusions into account.
Make sure there is enough variety in
your content. Organise a competition
gvery now and then. Include a games
glement in your stories. Make sure that
your news is news-warthy. And keep it
positive

This last aspect is crucial. Our extens ive
study proves that the overwhelming
majority of people make and share
positive content. Only 10% of the
comments on Facebook fan pages and
14% of tweels are negative. It is very
difficult to even find hate pages about
brands on Facebook. Protest pages with
a clear objective do exist and
sometimes gain support. But out-and-
out hate campaigns are only rarely
popular with the broader public. People
are put off by the negative attitude; they
prefer to share positive messages.
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