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/7% of Internet users do not engage with
online advertising. A shift from “push” to “pull”
marketing is imperative to brand survival.

Source: Kramer, Staci D. "Pew: Online News Users Don’t Want To Pay—Or Look At Ads" The Economics of Digital
Content. Mar. 2010. <http://paidcontent.org/article/419-pew-online-news-users-dont-want-to-pay-or-look-at-ads/>.




Shifting from “Push” to “Pull”

= Company culture

= Resources and staffing

= Budgets

= Service provider relationships
= Training

* Tools vs. strategy

= Advertising integration
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Image by wjklos used with Attribution as directed ive Commons http://www.flickr.com/photos/wjklos/196781213
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A Need for “Rebalance”’

= Advertising campaigns vs. continual initiatives

= New demands on marketing departments and the
enterprise

= Emerging technology allows any brand to function
as a media company
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Organizations that rebalance now will
enhance and improve their marketing
Initiatives, spend more effectively, and align
to meet changing consumer expectations.




as djggated by Creative Commons http://www.flickr.com/photos/icebirdy/3153588850

l . \
© 2012 Altimeter GrouE _



#ContentMarketing 9

Content marketing Is a pull strategy—
it’s the marketing of attraction.

It’s being there when consumers need you,
and seek you out with relevant, educational,
helpful, compelling, engaging and sometimes

entertaining information.
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Content Marketing Builds Stronger Brands

= Awareness

= Trust

= Purchase Intent

= Word-of-mouth

= Customer Engagement

= Lower Acquisition Costs
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Content Marketing Changes the Game

= Earned and owned media
= Long-term initiatives vs. short-term campaigns

= New skills as publishers, producers and
community managers

= Evolution from advertisers to storytellers
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Set the Stage with Strategy
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Three Types of Content Marketing

1. Entertains

2. Informs and Educates
3. Provides Utility
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Three Types of Content Marketing

1. Entertains — Old Spice, K-SWISS
2. Informs and Educates
3. Provides Utility
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Old Spice Uses Humor to Reach Younger
Audiences

(11 Tube| ey Mml

Old Splce | The Man Your Man Could Sme™

You Q  Browse  Movies

=~ Old Splce | Sea Captain

& Like | ® 4 Addto~  Share S 2,044,550 ha
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K-SWISS Attracts Audiences and Sales with
Kenny Powers Videos

K-SWISS Tubes - Get Championy l

72andsunnyLP o Subscribe 29 videos w
You TUhe Q Browse  Movies

K-SWISS Tubes - Ninjitsu

T2andsunnyLP o Subscribe 29 videos w

w - Y 1 s ‘l 9
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: / K-SWISS’ Kenny Powers

videos earned millions of

views online, resulted in a
1256% increase in Facebook

fans, and contributed to a 42,552 i
250% increase in online sales.
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3 types of content marketing

1. Entertains — Old Spice, K-SWISS
2. Informs and Educates — AMEX, Mediative
3. Provides Utility
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AMEX Informs and Educates Customers with
OPEN Forum Content

i#= United States (Change Country) Contact Us LOG IN

% L MYACCOUNT 5] CARDS Y TRAVEL (J REWARDS ] BUSINESS | Need help? Q]

®

Account Management | Business Apps ‘ OPEN Forum } Rewards & Benefits Apply for a Card

== PEN Forum’

Powering small business success The World  Consumer Electronics Show Money SeeMore~v Q

Login | Register EfVINDtNO

Today's Feature

A New Report From Amex OPEN Most popular

Featured MSNBC Video , A \ MOST COMMENTED 3

From The Community
Open Book Management

e O AN

Open Book Management makes every employee W - g
a business owner by sharing financial data. Here's v - 5 ' B 14 Ways to Make Work More Enjoyable in
how it can benefit you. y SAT 2012

MOST VIEWED 3

Advice From Innovators . B S Tips for Writing a Good Press Release

e -
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Mediative’'s White Papers, Webinars, Video
and Blog Educate Their Customers

> Subscribe to Newsletter > Contact Us » []‘ +4 ¢ 1

SHARE } ) Custorn Searah Search

EXECUTIVE SUMMARY SERVICES MARKETING INSIGHT OUR CLIENTS ABOUT US

Mediative ..., ENQUIRO

MARKETING INSIGHT The steps to better ) search marketing (_Select your challenge... B

THE RESULTS PEOPLE BLOG Home > Marketing Insight > White papers

White Papers

@ NEW! Free Download eBook - SEO for Website Redesign

WHITE PAPERS

WEBINARS

VIDEOS
B NEW! Website Usability Cheat Sheet

MARKETING GLOSSARY . )
@ How Business Buys from Business - The BuyerSphere Papers

ON THE ROAD

@ Evye Tracking and User Experience

@ Search Marketing

B Survey Says...

n
Ever have an epiphany

moment where a simple How Business Buys from Business - The BuyerSphere Papers
point or insight takes you
to a whole new level of

emxertareling? The BuyerSphere Part. | - Mapping the BuyerSphere DOWNLOAD NOW > J
BuyerSphere Project is an In this 18-page paper, author Gord Hotchkiss examines differing buyer roles, the identified risk control
epiphany smorgashbord mechanisms, and the relative effect of a vendor's credibility and positioning. The paper also presents a mapping
of B2B marketers — process for marketers to gain the necessary external perspective on their products, marketplace, and business
Uniquely insightful buyers in order to more effectively reach and engage their potential customers.

research and

Altimeter Group
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3 types of content marketing

1. Entertains — Old Spice, K-SWISS
2. Informs and Educates — AMEX, Mediative
3. Provides Utility — GE, Charmin




#ContentMarketing 21

GE Transformers iPad App Proves Useful to
Its Engineer Community




Charmin’s Sitor S

TR ST squar

FIND A TOILET

ADD A TOILET

MOBILE

welcome.

SUPPORT

A place to find and record bathrooms all around the world.

Are you somewhere around here? We tried to find you automatically!

—

Find a Bathroom

Start searching for a public toilet. Just enter an
address, zipcode, city, or interesection in the

search bar and you'll be on your way to finding
your next pit stop!

Get on Mobile

Check out our mobile apps section. We are always

. working on making our apps better as well as
adding new phones to the list!

GlackBENTY oy on ot Lo

i

A i €
o I...—..nuw«'-
kmA 0

quat App
Helps People Find Nearby Public Restrooms
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Building a Foundation for

Content Marketlng
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Who Directs Content Initiatives?

= Content may “live” in marketing, but stories and
opportunities flow in from other departments

= Cross-departmental support and integration is
critical to success

» |Leader(s) must be empowered and understood by
entire company, not just marketing
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Chief Content Officer Emerges as Leader

= Reports to: CEO/COO/CMO (depending on size)

= Summary: Oversee all marketing content
Initiatives to drive sales, engagement, retention,
leads and positive customer behavior.

= Responsibilities: Think like a publisher, leading
the development of content initiatives to drive
business.

Source: Joe Pulizzi, The Content Marketing Institute, http://blog.junta42.com/2011/05/chief-content-officer-
job-description-sample-example-tempate/. Used with Permission.

M’Eeter Groui = —_—
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CCO Job Description, Continued

= Success criteria: Measured on the improvement
of customer nurturing and retention, as well as the
Increase Iin new prospects into the enterprise.

= Experience: 10-15 years as a respected leader Iin
multichannel content creation.

= Skills: A combination marketing and publishing
mindset, with the most important aspect being to
think “customer first.”

Source: Joe Pulizzi, The Content Marketing Institute, http://blog.junta42.com/2011/05/chief-content-officer-
job-description-sample-example-tempate/. Used with Permission.
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Content: Other Supporting Roles

= Chief Marketing Officer

= Content/Editorial Director

= Conversation/Community Director
= Blogger

= Social Media Guru

= Copy Editor and Writer

= Qutside Consultants

* PR Professional
= EVERYONE (or nearly!)
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Conduct a Content Audit to Determine
Current Assets, SEO Potential

Section

1.1 Home

1.2 Widget
Page

1.3 About
Acme
Corp

Type of
Content

XXXXXX

XXXXXXX

XXXXXX

Content

XXXXXXX

XXXXXXX

XXXXXX

Owner/Ap Support Findable
prover/Pu User/Busit| & Used?
blisher ness Analytics
Goals?
XXXXXX XXXXXX XXXXXX XXXXXX
XXXXXX XXXXXX XXXXXX XXXXXX
XXXXXX XXXXXX XXXXXX XXXXXX

Clean,
Professional,
Logically
Organized?

XXXXXX

XXXXXX

XXXXXX

Keyword/
Metadata/
SEO

XXXXXX

XXXXXX

XXXXXX

© 2012 Altimeter Grou



Generate a Keyword List
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[~ Search terms (1)

(] Keyword Competition Global Monthly Searches () Local Monthly Searches (7)

O content marketing Medium

27,100 12,100

Gnmm:E&mm:EE1-1m1mE

| Keyword ideas (41)

[ Keyword Competition
O content marketing strategy Medium
= what is content marketing Medium
= content marketing agency High
= b2b content marketing Medium
= web content marketing Medium
O content marketing services Medium
O mobile content marketing Medium
o content marketing plan Medium
= marketing content n Medium
= content marketing definition Low
Q outsourced content marketing High

Free SEO services like Google

Global Monthly Searches (7) Local Monthly Searches (7)

1,300 720
33,100 12,100
390 210
390 210
1,300 480
720 210
480 140
260
12,100
110

AdWords’ Keyword Tool can

12

aid in generating a robust and

comprehensive keyword list.
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Create an Editorial Calendar

|_-!F|IE|.E|II:I_E'F: G I H [ I
. Editorial Calendar

2

FLEELISH |
1 DAY | VEMUE ME DA CATEGORY | TAE AUTHOR | '

CITITLE
Heowi Starnats helped X Collegs irrpeave

. example Bllogg Case study | Direct Marketing m;”:lu Fials mquﬂu!wﬁﬁmﬁmm eribe post, images, cite results, m:ﬂgm&.marﬂ
seguenced mail dropg.
. . . Giather irbelligerice froen Ol discussion
example ":'3"""'" %A | BrandMaksting | Image Smith '”"‘““"'_:“"':W;'““’“’W"”” |Prap taiking poiets For OBA ciscussion. | Devalop contient For corosrirsed butoriaia For
| Desruceetrabe mobile-ressh) arnd ron-mobile web .

example | YouTube | Video | Digital Markeling |Mobilemedia|  Davis  |sites. Include siatistics of mabile use by targel ?“”'?fm”ﬁ'm?“'m dd video Io Facebock

g derno and besl-praciice usabilily requirerrends. ' e e
- Fracert hindirgs of vear-over-pesr retention rates for . . .

example | Seibd Flepeort ::"‘“"f H':ﬁh Brock |2 instivdions implemeniing a Stamats sralegic  |FOF with fext, graphics. images :'“M“““d"m”hmm

7 plan [redact narmes if recess. | I o
Wit role doss the institution Bass in Fostering pik within efevrslstler bo Survey Momkey

example | Facebock Pl Social Media Comminity Smith | correrunl deg glala; Lise bo Creals & rew

8 WAL 1S oL L
. . .- ' ‘wiritirg for |Praserntalion g xf o & for small groups [fee
A R e T el ISl The editorial calendar should
Selec! from ! \ - .

oxample | tust | on wa [ o3 [Commertn address the questions:
0 sirgbegic siles
o] e | oy | oot | soies | e [P0 how much content, how often, m

. 11 1 1 ks received, wibe mire

U IV N e e e e and specifically when it will - EieeEhg

2 : .
e E— publish. It includes content |

example Blog Podcast Digital Markating analytics Dodson cost vou valud : grin fo | Shar proup and Teabler,

1
requirements, responsibilities
)

and a schedule.

Source: http://www.findandconvert.com/wp-content/uploads/2011/11/editorial-calendar-sample.png
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Reuse and Repurpose for Greater Impact

PowerPoint ——
Deck on Speech
Slideshare on

YouTube

Create a

Webinar Transcribe

or Speech for Blog

L. Post
Training

Turn Into a
_ Extract
Whitepaper, Charts and
eBook or Infographics
Column




Image by zetson used with Attribution as directed by Creative Commons http://www.flickr.com/photos/zetson/254608875
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Altimeter’'s Content Marketing Maturity Model

TR A4

1. Stand 2. Stretch 3. Walk 4. Jog 5. Run

Curiousity and Advocacy and Strategy and A Culture of Monitizable
Consideration Experimentation Processes Content Content
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Indium Corp Creates Engaging Blog Content
Based on Targeted Keyword Phrases

‘ From One Engineer to Another®
INDIUM Y@\ ;

CORPORATION

INDIUM CORPORATION

Visit Our Website Products Services About Main INDIUM CORPORATION Blog

Browse: Home > Corporate » Biographies » Ronald C. Las
Military/Aerospace Lead-Free Solder Reliability Still Unpro' W
Monday, December 12, 2011 by Dr. Ron Lasky |view bio]

mrsmrnr! 2 :17} 0 i Like [E Be the first of your friends to like this.

Ronald C. Lasky, PhD, PE Eik: ¢

Folks Senior Technologist

' Indium Corporation
I'm taking a few moments from v ? Ph: +1.508.930.2242
Wassail Weekend , held annually =L E-mail: rlasky@indium.com

in my village, Woodstock VT, z Address: 34 Robinson Rd, Clinton, NY USA 13323
“The prettiest am Qo in |

Indium’s 73 blogs and 17 contributors are
fueled by keyword research, with the goal of ~ {utatises
| turning content into contacts into cash. Rick |

2. Stretch Short, director of marketing communications,
;{i‘;ﬁfﬁgit"j‘ggn leads the hyper-targeted blogging strategy —
one that increased customer contacts by

600% within a single quarter.

, electronics, and optoelectro
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The CDC Gets Creative to Reach Younger
Audience

Preparedness 101: Zombie Apocalypse

Categories: General
May 16th, 2011 11:48 am ET - Ali S. Khan

The CDC S We”-tlmed blog latest post: http://go.usa.gov/Q41&
poSt on how 0 prepare for  rivkellanvididvei i
the Zom ble Apocalypse WaS [;prerl):r;ia:g::lcs;.and hey, maybe you'll even learn a
SO . pOpUIar that It CraSheq out flesh-gating zombies taking over (my personal.
their servers and sent their ittty
t ghtly over the years, it refers to a human corpse
message about disaster-

> undead. Through ancient voodoo and folk-lore
preparedness viral.

2. Stretch

Advocacy and
Experimentation

A couple dressed as zombies - Danny Zucco
and Sandy Olsson from the movie Grease
walking in the annual Toronto Zombie Walk.

CENTERS FOR DISEASE"’
CONTROL AND PREVENTION
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Elogua Expands its Content Marketing with
Creation of VP Content Marketing Role

> ELOQUA =

THE POWER TO SUCCEED. .4\ a /’
At N SUBSCRIBE

58 It's All About Rever

HOME CONTRIBUTORS CATEGORIES

Joe Chernov launched Eloqua’s
corporate blog and later used it to
promote the company’s other content—

MOST RECENT ENTRIES

‘rfq\’:ngOT made trackable by requiring users to
o e provide contact information. This
| STt | 44 enabled Chernov to measure

e R effectiveness, directly attributing $2.5M
in revenue to four free guides in 2010.

Joe is responsible for ide
relevant social channels. HE
doubles as @elogua on Twitter. He co-chairs the Word of Mouth Marketing Association's member ethics

3. Walk . panel and speaks at conferences and universities about social media and marketing ethics. Follow Joe
Strategyand @ 0 on Twitter at @jchernov.
Processes

Subscribe to Joe Chernov's RSS Feed »

Read recent posts by Joe Chermov »

eb, Rebecca. Content Marketing: Think like a Publisher —
How to Use Content to Market Online and in Social Media. Indianapolis:
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Nestlé’'s Blackshaw Takes Senior Leadership
on Inspirational “Field Trip” to Silicon Valley

4. Jog

A Culture of
Content

© 2012 Altimeter Group
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Salesforce Leverages Video to Share Product
Demos, Webinars, Events and More

You([TH) Q. oowe

Sales Cloud: Social Accounts and Contacts Salesfo rce S 2’600
P T YouTube videos

Salesforce.com: Sales Cloud Demo receive upward of 11K
. S - | —— views per day. The
company has valued
Its product demo views
(av. 2 minutes per
view) as equal to
SO'GS customers receiving
C|OU ® service from 66 hyper-
efficient sales

4. Jog representatives.
A Culture of
Content

& Lke ® + Addto~v

0:02

d Lke ®  + Addto~
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Red Bull Recognized as Content Empire,
Adds E-commerce Site to Media Strategy

5. Run

Monitizable
Content

imeter Grou

4, Home s Images

ALL CHANNELS:
Select a channel v

¥ Newsroom n =

Red Bull Art of Can
2011 Turkey -
short Clip (clean)
Red Bull Art of Can

Exhibition in Istanbul, “~*~~= a1
Read

Red
Ice
Cha
201
Story Clip (dirty)

It began in 2010. The
the official Ice ... Rez

Red
Coo
San
(We
16 of San Francisco's
urban contemporary i
Read

- ‘% Red
Perf
Utal
Clip

Kaya Turski, Heather
Grete Eliassen head t

Red Bull
LV

OVERVIEW:

People Events/Projects

iPhone Apps  seec il >

Red Bull Augmented Racing

Games

Updated Apr 18, 2011

#9 Game Center
FREE »

RBMA Radio

Music

Updated Feb 24, 2011
FREE ¥

iPad Apps  seean >

Red Bull TV
Entertainment
Updated Jan 23, 2012
£3 (FREE »

Red Bull X-Fighters HD Lite

Games

Released Dec 23, 2010

SEARCH

Sports Culture |

Reiil??ull
)

Advanced Search

Red Bull TV
Entertainment
Updated Jan 23, 2012
EJ  FREE =

Red Bull BPM DJ

Music

Updated Jan 06, 2012
J  FREE v

Break Dance Champion R.
Games

Released May 20, 2011

3 (FREE ¥

Breakdance Champion Re...

Games
Released May 20, 2011

Red Bull CONTENT

PGOL l

Login Register

O,

~

THE RED

BUILETIN

# ' Red Bulletin Magazine

Red Bulletin/Current Issues

& OTHER EDITIONS ~

Updated Jan 06, 2012
£J  FREE v

Red Bull X-Fighters HD
Games
Released Oct 20, 2010
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Blendtec’s “Will It Blend” Videos Boosted Sales
700%

YO U Tu h e blendtec Q Browse  Movies

Will It Blend? - iPhone

Blendtec ) Subscribe 119 videos v

5. Run

Monitizable
Content

& Lke ® 4+ Addtov  Share P 10’593,384 il

el
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Content.Channel Confidence
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Where is Content Confidence Held?

25

20

Online Video

Mobile & Location-based

15 Marketing

Social Media

10

SEO
0 Digital Press
0 4

Product Placement & Sponsorship

Blogging & Podcasting

. Educational Content

6 8 10 12 14 16 18

Visual Information

minus mentions to phase out™

Expectations for Future
Number of mentions planning to use in future

Advertising
(Print & Television)

-10

Current Effectiveness
Number of mentions as “effective content™

Base: 56 marketers; Size of bubbles above reflect marketers' intention to increase/decrease use of that content type
over the foreseeable future. * Based on question: What are the most effective types of content you’ve used to
promote your brand? ** Based on question: Which type(s) of content do you plan to phase out, use less of, or

have found ineffective?; Source: Altimeter Group

imeter Grou




Measure KPIs Beyond Sales

Innovation Brand Health
Collaborating with A measure of attitudes,
customers to drive future conversation and behaviour
products and services toward your brand

Customer Experience BUSINESS Marketing Optimizatior
Improving your relationship :'-. GOAL ) Improving the effectiveness
with customers, and their of marketing programs

experience with your brand N

Operational Efficiency Revenue Generation
Where and how your Where and how your
company reduces expenses company generates revenue
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Top-Level Findings

= Content Iinitiatives are a significant investment.

= Rebalancing requires departmental integration
and cultural shifts.

= Content and advertising should be interrelated.

= Marketers are distracted by new channels and
technologies.

= Over the next five years, content marketing will
permeate the organization.
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Rebecca Lieb
rebecca@rebeccalieb.com
rebeccalieb.com/blog
Twitter: lieblink
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Disclaimer: Although the information and data used in this report have been produced and processed from sources believed to be

reliable, no warranty expressed or implied is made regarding the completeness, accuracy, adequacy or use of the information. The
authors and contributors of the information and data shall have no liability for errors or omissions contained herein or for interpretations
thereof. Reference herein to any specific product or vendor by trade name, trademark or otherwise does not constitute or imply its
endorsement, recommendation or favoring by the authors or contributors and shall not be used for advertising or product endorsement
purposes. The opinions expressed herein are subject to change without notice.




