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Guide to:
What makes great
content marketing?

Content is the power house of any marketing activity. When
it is done well it can fuel your social channels, bring energy
to your campaign activities and drive better engagement
between your sales team and prospects. Creating purposeful,
relevant and engaging content should be at the heart of every
marketing strategy.
As we believe content to be so crucially important, here are our
top tips

LISTEN

It’s a bit like turning up at a party and just
starting to talk about yourself. Far better to show
interest, empathy and understanding of those
around you and then base your conversation on
what you learn.

Never create a piece of content without understanding
why you are producing it and what its relevance is to
your campaign. Who is it targeted at? Why? When is this
information useful to your contacts? What outcome do
you want from sharing this content with your audience?
Consider the way your prospects get to know you and
how your relationship develops. This will vary depending
on the type of industry you are in and the value and
frequency of the service and products you are selling.
What is the message you are trying to convey at this
stage in the buying cycle?
As explained in our Introduction to Content Marketing,
your content shouldn’t explicitly promote your products
and services, but it still needs to be aligned with your
marketing strategy and business objectives – you are
conveying trust, understanding, your personality and
capabilities.
Don’t lose sight of your primary objective; to add value
to prospects, modify behavior, engage with the sales
process, and deliver ROI to the business.

BE
REALISTIC

When it comes to content generation, be realistic
about what you can achieve with your resources. It
is often the case, that companies and individuals can
have a wealth of ideas about what should be produced,
especially when you start to engage with colleagues
in the business. Always prioritize the elements that
will contribute the most to your campaign and sales
success, and those elements that can be used across
the greatest number of channels.
Far better to have well-considered features and take
the time to share them effectively across your channels
than create more frequent features without purpose.

WHERE TO START

Listen to your clients and prospects, to
competitors, and even to those who didn’t
choose to work with you. Ask questions…. What
do we do well? What could we have done better?
What makes you do business with us? What do
you like about us? What don’t you like? You may
be surprised by some of the answers. Unless you
understand why and how people engage with
your business and why they choose to work with
you, you can’t create content that is relevant to
your audience.

HAVE
PURPOSE

Great content shouldn’t just attract people to your business, it should guide them on the path
to becoming a customer and enhance your relationship with them. Content which is closely
aligned with your prospects journey can be of enormous benefit to your sales team and will
increase the value of marketing in supporting the business.
Work closely with sales and customer service teams to understand what gaps they need to
fill within their client communications. When do things go quiet? What information would be
useful to put in front of prospects and existing customers, and when? What is missing from
their armoury when they are in competitive situations? Which competitor gaps do we want to
expose indirectly?

Whilst we’re looking at how we engage with colleagues,
it’s important to remember to include them within your
content. Whether are in a dedicated marketing role, or
you are looking to create content alongside your day job,
it is important to utilize the experience and knowledge
of others within the organization. Great ideas rarely
come from isolation. Ask your colleagues what themes
and topics they think are pertinent to customers.
There are multiple benefits to this approach. Not
only will you be able to access expertise within your
team that is beyond your own experience, which will
ultimately enrich the quality of your content; you will
be able to showcase the ability and experience of your
team which in turn will build greater trust between them
and their prospects.
A simple example would be to create blog posts by
members of the team. Your colleagues don’t need to
write the blog, but they can give you key points and
the essence of a story for you to develop. Include
people across your organization. Project Managers in
particular, can often have ideas for content themes that
are close to their customers’ hearts.
This tactic also has the added benefit of boosting your
colleagues’ profiles, encouraging colleagues to share
content on social media and can be a useful tool in
recruitment.

HOW TO DEVELOP CONTENT

WORK CLOSELY
WITH SALES AND
CUSTOMER SERVICE
TEAMS

DON’T
WORK IN
ISOLATION

People exist in communities and networks. Word of
mouth now drives purchases, far more than traditional
sales and marketing. Great content should equip your
colleagues, partners and customers to be advocates.
Your customers have their own network of people and
social channels within the industry you are working in.
One crucial element of gaining trust isn’t just the ability
to reference your clients, but in demonstrating your
connection to success within the industry. Wherever
possible, consider how your content could work with
industry partners and other trusted third parties –
could you develop joint case studies? Could you partner
together on an industry report and get twice as much
exposure as a result?

WORK AS
A TEAM

For example. When it comes to a customer case study,
don’t just think about a written article placed on a
website. Consider if a Q&A or interview style would
provide you with more content to feed your social
channels. Would your customer be more likely to share
the content themselves, if they featured in a series of
video snapshots? Are there any awards that a case study
would act as submission for?

Promote your customers’ stories, praise
the successes of your partners, and
celebrate progress within the industry.

Great content should communicate your strength as a
leader in your field, you can only do that by having a
presence within the wider industry.

It is not the responsibility of one person, or one
department, to share content. The most effective
campaigns are when the whole organization supports
the distribution. By engaging people within the content
generation process, you will already have increased their
engagement and readiness to share.
Don’t be shy of promoting your work to colleagues and
asking for their support in sharing through their own
channels. Where appropriate, ask sales and business
leaders to set the example. Most people welcome the
opportunity to have content to promote and understand
the benefits to their own profiles and to that of the
organisation.

REMEMBER
WHO YOU
ARE
TALKING TO

If you are communicating with people in different industry
sectors and roles, it is important to make sure that your content
is relevant to them. When thinking about your campaigns,
consider the different personas that you are talking to and design
your content accordingly. This could be as simple as making sure
your social media posts include information that appeals to a
variety of different industries in turn, or it could mean that you
have multiple strands to your campaigns where you change the
content based on industry or job role.
People in differing roles will have different reasons for engaging
with your business – they may have different issues that your
product or service aims to resolve. Particularly, for high value
products and services where the sales cycle is longer, there is
a need to narrow the focus of your content and become more
specific as the relationship develops.

MAXIMISE YOUR REACH

USE YOUR
NETWORK

WE’RE
HERE TO
HELP
We’re always happy to speak to people so if you have any
thoughts on this article, please get in touch. Time54 are
straight forward, ‘get up and go’ marketing specialists
keen to work with companies with drive and motivation
to improve.
We offer practical marketing advice and a flexible service.
Whether you’re looking for social media presence,
website development, SEO, PR, events, exhibition stands,
video, photography or a full-service marketing plan we
are happy to help.

info@time54.co.uk

it’s time to get more business
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Media Planning and Buying
Advertising
SEO & PPC Analytics
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