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Master Class:
Advanced Content Marketing Strategy for 2017




Housekeeping

e Ask questions! Use the comment box to
submit your questions (see image to the right)

e We will answer questions at the end of the
presentation

e This webinar is being recorded and will be

distributed via email, and also made available on
scribblelive.com shortly
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Today’s Agenda

e Planning, Measurement &
Execution for Great Content in 2017

e Using Content Marketing
to Build Your Digital Brand

o “Use What You’ve Got”
Why Dumping Resources into Creating More and
More Content Is Actually a Mistake

e Using Technology for Advanced Content
Planning in 2017

Matt Heinz

President
Heinz Marketing Inc
@HeinzMarketing

Juntae DelLane

Founder
Digital Branding Institute
@JuntaeDelLane

Pam Neely
Content Creator

Scoop.it, Freelance
@PamellaNeely

Tim Peters

VP Revenue Operations
& Marketing, ScribbleLive
@timothypeters



ScribbleLive Content Marketing Platform . ae
VISA | i S et
Bring data, strategy and creativity into every
business to achieve incredible results.

YAHOQO! ussany
. 1 ;5 ’a
¢ Atlassian ! ORACLE JMERIAN] i “% REUTERS

cisco. il By

CONC|ERGoEAUOT|0Ns EMCz W Mashable pw_cl UFC

D (— ,ﬁ\l!.mu\g N .
ESrii ) ALJAZEERA ‘%' m Microsoft



‘ Strategy

Creativity




Use data to power strategy

Plan
Strategy
+
Data
Distribute Create

Measure
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Matt Heinz, President, Heinz Marketing
@heinzmarketing
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@heinzmarketing



mailto:matt@heinzmarketing.com
mailto:matt@heinzmarketing.com

Everything the light touches...










A widening gap between investment & ROI

According to CEB:

45% of B2B marketing budgets go to content
84% of marketers expect to increase content spend
Only 45% of marketers think content marketing is working
66% of marketers can’t connect content metrics & business metrics



Planning fundamentals

Buying committee members
Personas
Buyer’s journey
Format preferences
Internal “buying committee”



Measurement expectations

The right metrics
Can you buy a beer with it?
Operational vs Executive dashboards
External impact
Profit center vs cost center mentality



Great content is...

Targeted
Contextual
Evocative
Integrated
Measured



Three execution considerations

Format types
Sales integration/leverage
Appropriate response/CTA/next step
Shelf life strategy



Distribution best practices

1. Dhvr it

2. GaggleAMP
3. Triberr

4. Influencers
5. Hashtags
6. Link from old, popular posts




Long tail best practices

1. Repurposing
2. Re-edit old posts with new keywords

3. Tools
1. TweetOIldPost
2. Linkedln Publishing
3. Search

4. Seasonal surfacing




Getting sales to use your content

How does it help them make money?

Get sales leadership to buy-in first
Show examples of how it works
Teach, train, launch, reinforce, measure & celebrate

Create systems that make it easy

Sl b —



Housekeeping

» BREFBIES

* Full Funnel Marketing (my new book)

« My Content Marketing World “Content Marketing
Hacks” preso

* My award-winning™ bacon recipe

Just note what you want via matt@heinzmarketing.com
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Using

Content Marketing
to Build Your
Digital Brand

@dJuntaeDelane
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My focus:
 How content helps to develop your identity.
 How to use content to gain more visibility.

 How to leverage content to increase
credibility.

‘ @dbiweb / DigitalBrandinglnstitute.com

INSTITUTE’
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Content:Marketing Integration

@dbiweb / DigitalBrandinglnstitute.com
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Using Content to Develop Digital Identity

Audience

Demographics Psychographics

Personas

Mission Benefits

Statement BRA ND v
Vision Culture IDENTITY Pitch

Offering

Organization

Features

Value

Core Vs Proposition

@dbiweb / DigitalBrandinglnstitute.com
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Digital Identity Action Plan
BJECTIVE

ROMISE
ERSONALITY

DIGITAL
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Facebook
Algorithm Change
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CREDIBILITY
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Testimonials Help
“Street Cred”

DIGITAL



Reach Out To
Influencers
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Ask Customers For

Written Endorsement




“Digital Branding
Is The Oil In Your
Sales Engine”

@JuntaeDelLane
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Without Long-form Storytelling, You Will Never Be a Thought Leader. Why? Find out!
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How to Improve Your Content
Marketing with Digital Branding

" Juntae DeLane | December8th, 2016

Coentent marketing has become one of the most prominent techniques used by brands 1o attract, educate, and
convertan audience.

While content marketing is 2 powerful and proven technique alone. you can combine content marketing and
digital branding to achieve greater results.

How are Content Marketing and Digital
Branding Complementary?

@dbiweb / DigitalBrandinglnstitute.com



The Ultimate Guide To

Building Your Digital Brand
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DigitalBrandinglnstitute.com

@dbiweb / DigitalBrandinglnstitute.com




Pam Neely, Marketing Content Creator

| currently write for

« Scoopit

e Act-On Software

« Nifty Images

« Sticker Mule

» Ghostwrite for Forbes, Entrepreneur, Huffpost,
AllIBusiness.com and other publications

19 years experience promoting companies, products and
content online




Use What You’ve Got



We’re creating more content every year

Expected Change in B2C Content Creation
(2016 vs. 2017)

More

Unsure 90/, Same
Amount

Expected Change in B2B Content Creation
(2016 vs. 2017)

More

3% / -

Unsure <0/

Same
Amount

Less

Base = Content marketers; aided list.



We’re not making the most of the content that we’ve got

We’re not promoting it well enough
We're not repurposing it well enough

We're not republishing (optimizing) our older content enough




Half of all articles get 8 social media shares or less

50% Articles Get 8 Shares Or Less

Number
of
articles

I
0 200 400 600
Total shares across all networks

1000

BuzzSumo: “50% of Content Gets 8 Shares Or Less: Why Content Fails And How To Fix It” S



Most marketers spend 10% or less of

our budgets distributing our content

Content Distribution Spend
How much of your digital marketing budget do you invest Into content distribution?

17% of digital marketers invest
30 into content distribution

19% Invest about 25%
of their budget into

content distribution \

Percentage of Budget Invested
into Content Distribution

M 0%

B About 10%

B About 25%
About 50%

B More than 50%

l Just over half of marketers Invest only 10%
of their budget into content distribution

gShift 2016 survey: 250 digital marketers were asked, “How much of your digital marketing budget do you invest into content distribution?” S



Only 34% of marketers always re-share successful blog posts

How often do SMB marketers re-share successful blog posts? Sooq)m
Sometimes 32%

Scoop.it blog post: Content marketing best practices: what we learned from 1,000+ SMB marketers s




The rest of us are missing out

Other Shares

*———— 1st Share /

AprS Apr12 Apr 18 Apr 26

Marketing Land: Tweet And Repeat: The Power Of Sharing And Sharing Again



How do you fix it?

Invest in content promotion




Re-share your content on social

Proposed schedule for social shares:

« Share once a week the first week after publication
« Share every 3 days for the next two weeks
« Share once a week for the next 2-3 months

« Share once a month for a year after that




Send content updates to your email list

Content promotion for "awesome content” blog post

Activity Time Spent (hoursﬂ Traffic as a resul| Traffic per hour |Percentage of results

Email outreach 5 1500 300 20.45454545

Emailing subscribers 0.5 500 1000 68.18181818

Social media promotion 3 300 100 6818181818

Forum posting 3 200 66.66666667 4. 545454545
Total 1466.666667

Quick Sprout / Neil Patel: The 8 Most Important Skills for Content Promotion (and How to Learn Them)



Repurpose your content

Do SMB marketers repurpose content from one format to another? Soomm

Absolutely! 17%

Sometimes 31%

Never 51%

Scoop.it blog post: Content marketing best practices: what we learned from 1,000+ SMB marketers s



Just a few of the things a blog post could be made into

* Aninfographic or just a simple graphic

A SlideShare deck

« Avideo

s Aquiz

« Acouple dozen social media updates

« Content for your email newsletter

« Asegment on a podcast

« The basis of an interview (perhaps on someone else’'s podcast)

e Quora or other forum answers



What does repurposing do?

Makes your content accessible to people who prefer different formats (like watching a video as
opposed to reading a post).

Gets your content out on a bunch of different platforms, and thus different audiences.

Basically clones your content. You end up with 5-7 different versions of the content, but they cost
dramatically less to produce than the original content did. Thus, you get more content for less
money — and time.



Republish

What if took some of our old content and republished it
with updates, in an expanded version? ...Maybe after
we’ve spiffed up its SEO and added a better targeted

content upgrade or some other lead gen call to action?




Well, HubSpot did exactly that

« (Called the tactic “historical optimization”

« Basically a content audit

« Atleast a couple of days’ worth of work, but big returns

CoSchedule blog: “How To Improve Your Content With A Content Audit Template”



Guess how much historical optimization

increased HubSpot’s leads by....

40%"?

100 2.




240%!

Blog Post: “How to Write a Press Release”

3.92%

350%
3.00% +240%
2.50%
2.00%

1.50%

115%

1.00%

B Conversion Rate Before B Conversion Rate After
HubSpht

HubSpot: The Blogging Tactic No One Is Talking About: Optimizing the Past S



The Wrap up

Cool it on the content creation. Get more mileage out of your content by

 Budgeting and allocating resources to promote your content
 Repurpose everything you publish (at least twice)

Do a content audit or historical optimization to republish older content
(over a year) and optimize it before you republish



The Challenge: January Content Fast

Publish no original content in January. Spend the entire month:

« Doing an audit and republishing your greatest hits
e Publishing reformatted content that's done well

« Set up automatic re-sharing all your old content



up post on PamNeely.com

See the follow-
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Using Technology for
Advanced Content Planning in 2017
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Important Dates

Blog Post

D
Content Type/Event #1

E
Content Type/Event #2

Week of May 21
Monday, May 21, 2012
Tuesday, May 22, 2012
Wednesday, May 23, 2012
Thursday, May 24, 2012
Friday, May 25, 2012

Week of May 28
Monday, May 28, 2012
Tuesday, May 29, 2012
Wednesday, May 30, 2012
Thursday, May 31, 2012
Friday, June 1, 2012

Week of June 4
Monday, June 4, 2012
Tuesday, June 5, 2012
Wednesday, June 6, 2012
Thursday, June 7, 2012
Friday, June 8, 2012

Week of June 11

Mondav. June 11, 2012
3 Overview

Blog Posts - Scheduled

Blog posts - Ideas

Existing Content for CTA

-



4 PLAN

Search...

r#y DASHBOARD

STRATEGY

o

CONTENT STRATEGY
TOPIC AREAS
CONTENT TYPES
PERSONAS

TEAM

LANGUAGES

OUR STORY

o 0 0 0 0 0 0 O

CHECKLISTS

@ IDEAS

Nl STORYLINE

@ PRODUCE

(% CALENDAR

@ TASKS (1)

& ANALYTICS

O

NR—— v Business goals ("Growth”) ] #» ©

i ? > x . o N o
Which channels do we use? Growth goals are long-term goals for growing your company. You'll be able to select which strategic goals you want to pursue for each persona, as well as associate individual

How will you promote your pieces of content with personas for tracking and attribution. Please note: it is extremely important to have a goal when creating content. Choose your goals carefully and be
content? precise, otherwise your content will lack focus and your audience will notice.
Other important factors Notes: Here you can write down notes for th
> Suggestions
Customer satisfaction _ Test Drives Boost Sales
Strategy: Easy
© Create option

vTone ]l #» © &

Notes: /

Personal (Informal) Businesslike (Formal)

© Create option

v Customerjourney [J # © §

Notes: /

© Create option

S



PLAN

Search...

Editorial Quick search } Q
r#\ DASHBOARD
Filters
3 STRATEGY
N Technology Thought Leadership (4 @ Createstory
@ |IDEAS
How Honda Is Tackling Al (5 articles/0) y @@ Createarticle

8 STORYLINE [} Edit Priority Contenttype Deadline Status Thumbnail Overview Promotion URL Updated at

ASIMA Influencer Outreach
2 &2 A Lt Influencer Partnership 2016-06-24 Y ) 2016-08-02

@8 PRODUCE No exposé available.
ASIMA Video Update

™ CALENDAR 0O @ A 0 Video 2016-06-22 Y pe 2016-08-02
No exposé available.

o = A How Honda is Tackling Al
TASKS (1 2 A ) : -11-

O] (0 @ % A Blog Article 2016-06-24 ) Here's an article about ASIMA, Honda's robot! @ anetan

9 ANALYTICS How Honda is Tackling Al [tweet

9 B @ A © Tweet 2016-06-24 Y AR ! 2016-08-31
No exposé available.
linkedin post

O %< AO® @ LnkedinUpdate Y VA 1:00

No exposé availoble.



4 PLAN

Search...

h

o]

DASHBOARD

STRATEGY

IDEAS

STORYLINE

PRODUCE

CALENDAR

TASKS (1)

ANALYTICS

1!

Calendar

< June 2016 > Week lonth Year Range Today

#MoreThan60 Campaign (=

© #MoreThan60 Full
Video

L)

© #MoreThan60 Post

T

2016 Civic Launch (2

g3 More Than 60
Facebook Push

[E] Airbag Recall 2016

= Secure Videos of A...

J

¢ New Civic Product
Page

)|

How Honda is Tackling
Al

© ASIMA Video Update

-

2016 Civic Launch (2

11 ASIMA Influencer
Qutreach

© How Honda is Tackling

Al [tweet]

Print
Big
Color story
Weekends
Backlog
All elements visible.
v Warnings
v
v Elements
Articles (9) 4
Stories (2) v
Tasks (1) v
v Content type
Blog Article (1) v
© Video (2) 4

Lt Influencer Partnership (¢
[E] PR Release (1) v
K3 Facebook Post (1) v
© Tweet(2) v
& Website Text (1) v

=1




Strategy powered by data and operationalized by technology.



Questions?

Matt Heinz

President
Heinz Marketing Inc
@HeinzMarketing
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Juntae DelLane

Founder
Digital Branding Institute
@JuntaeDelLane

Pam Neely
Content Creator

Scoop.it, Freelance
@PamellaNeely

Tim Peters

VP Revenue Operations
& Marketing, ScribbleLive
@timothypeters
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Great Content Starts Here

Free Content Strategy Consultation

tim.peters@scribblelive.com



