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Start marketing your knowledge

To effectively market your B2B products and services, you need to market your
specialized knowledge. This helps you demonstrate to prospects and customers that
you are an expert in your field. It is the most essential piece of your online marketing
program.

The bad news is that content marketing takes a lot of effort. But the good news is that
manufacturers, distributors and B2B service providers already have the keys to doing it
effectively: expertise and personality. This guide helps you translate your knowledge
and spirit into web-ready content.

This guide will provide you with a step-by-step plan to:
= Develop a content marketing strategy with a goal in mind
INTRUDUCTION = Brainstorm great content ideas
= Map your content to the stages of the buyer’s journey
= Create impactful content
= Share your content and track performance

Let’s get started!

Bob DeStefano
Online Marketing Strategist & Speaker

Linkedin.com/in/bobdestefano
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Become a content marketer

B2B content marketing involves creating and distributing relevant and valuable content
to attract, acquire, and engage clearly defined target audiences with the goal of driving
action. Content marketing needs to serve as the cornerstone of your online marketing
strategy. Create educational items that are interesting and useful to your target
audience and turn your website into a resource center. While this is a time-intensive

endeavor, the benefits will far outweigh the cost.

The following are proven content marketing vehicles that should form the backbone of
your content marketing efforts.

WHAT IS = Blog posts: Blog posts are insightful and timely web content that highlight
important news, observations, tips and other useful information. Readers of your

CONTENT posts are encouraged to comment and share on social media allowing for a

conversations on and off-site. Blog posts offer a great opportunity to keep your

MARKE"NG? website current and relevant through short 250-to 500-word posts.

=  Articles: By creating 500- to 1,000-word educational articles that demonstrate a
best practice or little-known insight, you can showcase your expertise and highlight
that you understand customer needs in your field.

=  Whitepapers: Whitepapers are topical, educational reports or guides oriented
toward a particular industry challenge, opportunity or best practice. Generally,
whitepapers are 5 to 15 pages in length and help you demonstrate thought
leadership on issues that are important to your customers.

= E-books: E-books are lengthier than whitepapers, generally ranging from 55 to 100
pages in length, and present complex information in a compelling way.
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Videos: If a picture is worth a thousand words, a video
is worth a million. Use online video to demonstrate a
product, illustrate a best practice, allow customers to
see your company behind the scenes, etc. Online videos
do not have to be professionally produced — an
inexpensive digital camera will work well. The key is to
film content your customers will find useful and
actionable or that will bolster their sense of who you
are to help build a relationship with them.

Presentations: PowerPoint or similar software can be
used to create educational presentations oriented
toward a particular challenge, opportunity or best
practice. Presentations can be 5 to 50 pages in length —
whatever it takes to make your point.

Webinars: A webinar is a seminar that is conducted over
the web that participants can easily view from their
office or home — either live or on-demand. Most
webinars include a visual slide presentation as well as
an audio broadcast that is accessed either over the
computer or phone.

Testimonials and case studies: Use the words and
experiences of current and past customers to
demonstrate value to prospective customers. There is
no better way to prove your worth as a company and
make people feel good about doing business with you—
you just have to ask the right questions.

| know what you’re thinking “Bob, you’re out of your mind!
There is no possible way for me to create this much content.
I’'m too busy running my business.” | hear this all the time
when | present this concept. The good news is that it’s not
that difficult. First, you don’t need to create the content
yourself. You can find many talented and reasonably priced
writers on Upwork to help you. Second, you can product many
content items easily by embracing the concept of repurposing.
If you can come up with one good idea that your customers
will find valuable, you can create multiple content types based
on that idea and/or content and reuse it across several
marketing vehicles.

Here’s an example of repurposing content from my business.
A number of years ago, search engine marketing became a hot
topic that business leaders wanted to embrace, but it was
overly confusing. | knew there was a proven, 7 step process
for search engine marketing success so | wrote a 750-word
article, “7 Steps to Search Engine Marketing Success for B2B
Companies,” which | published on my website, as well as
association newsletters and industry publications. It was very
successful, so | also wrote a “how to” guide. The content is the
same only presented with more details. | also created how-to
videos, webinars and live presentations based on the same
idea.

All you need to you is come up with one good idea per month
and you can create 5 content items based on that topic. At the
end of the year, you’ll have 60 valuable content pieces in your
content marketing arsenal.
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Begin with the end in mind

When someone reads your articles or watches your video, what do you want the end
result to be? Good content isn’t enough anymore. You need great content that solves
problems and is delivered consistently. To make sure that you are successful with
content marketing, take a step back and identify the key elements of your strategy. The
following steps will walk you through the process of defining that strategy.

Define your content marketing goals

Content is what makes the B2B world go-round. Think about the goals and objectives of

DEFI NE AN your website and your content marketing efforts. Everything you write should be
designed to support these goals.

EFFECTIVE Possible goals include:
STRATEGY U Build brand or company awareness. Prospects learn about what you do and your

expertise in the industry.

O Build a marketing database. Prospects and customers request to receive future
online and offline communication from you.

L Generate leads or inquiries. Prospects submit questions or quote requests via your
website.

O Sell products online. Customers purchase products on your website.

O Sell products or services offline. Customers research your products and services
online and purchase at your physical location, over the phone or through a
distributor.
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Define your target audience

If you don’t know who you’re trying to reach, you won’t be
able to figure out what to write about. Begin by
brainstorming and determining your target audiences.

Consider the following when defining your target audience.

v' What specific industries and/or market segments do
you serve?

v Describe a typical company in each industry and/or
market segment you serve.

v' Where are your target customers located
geographically?

v" Who will be going online to search for your products
and services? What is their role within the company?

Are they the end-user of the products and services?

v' What product or service categories are they interested
in?

v' What information will they be searching for?

Define a measurement strategy

How will you know if your content marketing strategy is a
success?

Identify specific success metrics from the list below that will
allow you to measure the impact your content marketing
strategy will have on your business. Be clear about what you
want to achieve and make sure your goals are attainable.
Some common goals include:

O Increase your email list by X%.

Increase conversions from X to Y or by X%.

Increase visits from X to Y or by X%.

Increase time on site from X to Y or by X%.

o O O O

Increase website ranking for target keyword phrase from
XtoY.
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Figure out what you are going to write about

The first, if not the most difficult, step in content marketing is figuring out what you’re
going to write about. If you’ve ever tried to write anything, I’'m sure you’ve had
episodes of writer’s block — staring at the blank page for what seems like an eternity
hoping for creative inspiration. Successful content marketers don’t have this problem
because they are always on the lookout for new and innovative content ideas. Put these
tips into action and you won’t have this problem either.

= Follow industry news. The key to creating timely, relevant content is to be plugged
into the latest news and trends in your industry. Get in the habit of reading online

B RAI NSTU RM publications and blogs related to your field. Google Alerts can help automate this
process by emailing you whenever relevant industry news is published.

GREAT CUNTENT * Monitor social conversations. What are people tweeting about on Twitter, posting

on Facebook or discussing on LinkedIn? These social conversations can be a great
IDEAS source for content ideas. Follow LinkedIn groups, Twitter feeds and Facebook pages
related to your industry. You can automate this process using services like Hootsuite
or Sprout Social to monitor social conversations.

= Ask your sales and service people. Your sales people and customers service people
are interacting with your customers on a daily basis and know their needs,
challenges and opportunities. There’s a treasure trove of content ideas there. These
people do not need to be great writers; ask them for the raw meat of each content
idea. A talented copywriter can turn their details into a brilliantly written piece.

=  Ask your customers. To be effective, your content needs to be customer-focused.
When brainstorming content ideas, why not ask your best customers for input?
Conduct an online survey asking your customers to let you know their top
challenges and questions. You are sure to get some great content ideas.
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Conduct original research. By conducting original
research, you’ll have content that is uniquely yours.
Create a brief, focused survey on a topic your customers
find important. Once you compile your results, analyze
them and look for trends and insights. This valuable
data can be used for many blog posts and articles. You
can also publish a study of all the results as a
whitepaper.

Eavesdrop on email conversations with customers.
Now this may seem too Big Brother for some, but it is an
effective way to understand the questions your
customers have about your products, services and
solutions. By setting up your email system to
automatically BCC (blind carbon copy — yes, an old-
fashioned term that’s been repurposed on the internet)
your salespeople’s messages, you will be able to see the
guestions that your customers are asking, as well as the
valuable answers your salespeople provide. By mining
the information in these conversations, you will come
up with countless content ideas.

Repurpose great content. As mentioned earlier, this is
one of my favorite ways of coming up with content
ideas. Did you write an article that got great feedback?
Write a 10-page whitepaper on the same subject. Film a
short video blog. Create a webinar. Each good idea you
come up with can be leveraged to create multiple
content types.

= Consider evergreen content. Evergreen content is content
that stays useful for years with little or no need for
upkeep. It can be referenced long after it was first created
and still provides great value to the reader. What
information or topics could you write about that will
always be in your season?

The topic test

After you’ve brainstormed a list of topics, evaluate each one
by asking yourself this question:

“Does this topic have real value to my customers in relation to
my company?”

If your customers would not find your topic idea interesting,
relevant, and valuable, ditch it.

If the idea fits those criteria but does not tie back to the
business somehow, it’s not worth your time.

But remember, the angle at which you approach a topic can
make all the difference. While you’re not trying to “hard sell”
with content marketing, you need to write with your online
marketing and business-building goals in mind.
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MAP CONTENT TO
THE BUYING

PROCESS

Put everything to work through the buyer’s journey

Now that you have all of these great content ideas, it’s time to map your content to your
sales funnel. Not only can this content be a great resource to help generate leads on your
website, but your salespeople can leverage this content to nurture relationships with
prospects and convert leads into sales.

There are three primary steps in the buying process, and your marketing and sales teams
can strategically lead prospects through the process by sharing appropriate content at
each step:

Awareness Consideration

= Stage 1 - Awareness: The buyer realizes they have a problem or potential
opportunity.

= Stage 2 — Consideration: After the prospect realizes they have the need, they begin
to research possible solutions. They commit to change and begin looking for possible
providers.

= Stage 3 — Decision: The content used to nurture prospects through the first two

stages should have your business landing on the short list. Now it’s time to use your
content to demonstrate to prospects that you are the best choice to fill their needs.
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Stage 1 - Awareness stage

During the awareness stage, the buyer identifies a challenge
they want to resolve or an opportunity they want to pursue.
They may not know what is needed to resolve or satisfy it.
When they go online to find a solution, their search consists
of using vague phrases that describe their symptomes,
including the pain or the relief they are seeking.

To fully understand the awareness stage for your buyer, you
must understand:

v" How do buyers describe their challenges or goals?

v" How do buyers educate themselves on their challenges
or goals?

v' What are the consequences of inaction by the buyer?

v' What common misconceptions do buyers have about
addressing the challenge or goal?

v" How do buyers decide whether the goal or challenge
should be prioritized?

The best educational content to answer these questions at
this stage are blog posts, articles, email newsletters and
social posts. This content should educate readers about the

problem, why it might be happening and potential solutions.

Since this is high-level content, you want to mention your
company’s products or services lightly, if at all. Their value as a
lead is low because there is no guarantee that they will
contact you or buy from you right away but if they find your
content helpful, they will most likely journey through the sales
funnel and end up converting later on.

Generally, awareness stage buyers use long-tail questions or
phrases when searching for content resource that will lead to
the answers they need. To help identify the potential search
phrases awareness stage buyers are likely to use, the following
guestions should be considered:

v' What questions did buyers have before they fully
understood what their problem was?

v' What symptoms did buyers have and what kind of
inconveniences and frustrations were they experiencing?

v' What questions emerged from those experiences and
frustrations?

v" How does this problem affect their day-to-day business?
v' What interruptions and financial impacts are occurring?
Common awareness words included in the buyer’s search are:

troubleshoot, issue, resolve, risks, upgrade, improve, optimize
and prevent.
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Stage 2 - Consideration stage

During the consideration stage, the buyer has clearly
defined the challenges or goals and has committed to
addressing them. They evaluate the different methods or
approaches available to solve their problem and are
comparing the different solutions. The vast majority of
buyers in this stage are simply searching for information
related to available solutions.

To fully understand the consideration stage for our buyer,
we must understand:

v' What types of solutions do buyers investigate?

v" How do buyers educate themselves on the various
solution types?

v" How do buyers perceive the pros and cons of each type

of solution?

v" How do buyers decide which solution category is right
for them?

Content that will help your prospects increase the

awareness of their need includes: how-to guides, webinars,

whitepapers and how-to/demonstration videos.

When creating consideration stage content, you want to
show why your product or service is the best fit without
promoting it too

much. You want to build trust and demonstrate that you are a
thought leader in the field.

Search terms for the buyers in the consideration level are
often more specific, but not too specific to rank for. Consider
the desired solution for each symptom and apply these
guestions to identify potential keyword phrases:

v

v

What products are available to achieve (the desired
solution)?

Who are the suppliers of (the desired solution)?
Where can | find reviews of different (solution providers)?
What are potential options for (the desired solution)?

What software is available to help (the problem)?

The following relevant terms should be paired with problem
or opportunity terms to generate high-value keyword phrases:
solution, provider, service, supplier, tool, device, software,
appliance.
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Stage 2 — Decision stage

After significant research, the buyer has decided on the best
possible solution and they are trying to decide on the best
vendor to provide the solution. In this phase, the buyers are
comparing vendors and the value they provide. They want
to fully understand the components within each of the
available and they are ready to make a decision.

In order to fully understand the decision stage for your
buyers, you must understand:

v' What criteria do buyers use to evaluate the available
offerings?

v' When buyers investigate your company’s offering, what
do they like about it compared to alternatives? What
concerns do they have with your offering?

v Who needs to be involved in the decision? For each
person involved, how does their perspective on the
decision differ?

v Do buyers have expectations around trying the offering
before they purchase it?

v" Outside of purchasing, do buyers need to make
additional preparations, such as implementation plans
or training strategies?

Content that will help your prospects increase the awareness
of their need includes: case studies, written and video
testimonials, ROl articles and calculators, and animated or
video demonstrations.

The content should steer the buyer towards purchasing from
you. In this stage, buyers want to fully understand the
components within their chosen solution. Their mindset is
focused on future preparation. Buyers in the Decision phase
are thinking:

v" What will this solution cost?

v' What is the expected timeline before | see results?

v" How long will it take to implement the solution?

v" Are results guaranteed?

v' What customer support do these vendors offer?

They are also comparing you to competitors and the
products/services they offer. They are looking for the
information:

v' Why are you different?

v' Compare the services and products you offer and provide
relevant content about your brand.
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v’ Explain how your company is different from others. should be paired with solution terms: compare, vs., versus,
comparison, pros and cons, benchmarks, review, test.

v" Why should they choose you?

v Will your solution provide greater outcomes on their
behalf (and how will it do that)?

v" How long will your solution take to solve their
problem?

v" How long before your applied solution produces
results?

v' How do you quantify the resulting value? Do you help
us do this?

v' What will your services cost?
v' How are these services guaranteed to yield results?

v' How does your solution create competitive advantage
for the customer?

v' What can they expect from you regarding customer
service and problem resolution?

When thinking of the keywords your buyer is searching for,

consider the words and phrases they have in their head
when they are in this phase. The following relevant terms
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CREATE AN
EDITORIAL

CALENDAR

Think like a publisher

Content marketing may seem like a dauting task, especially since you need to run several
other aspects of your business. The good news is that you can make this process
manageable by thinking like a publisher and establishing an editorial calendar.

Publishers of magazines don’t sit down each month and say: “Hmmm, what should we
write about this month?” They plan 12 to 24 months in advance. This allows them to
efficiently manage the content creation process and provides plenty of lead time. |
recommend you leverage this same proven process.

After you have brainstormed content ideas with your team and mapped them out
against the buyers journey, plan when each content piece should be written. When
mapping out the calendar, take into account seasonal aspects of your business, holidays
or major events. Then, delegate content creation responsibilities well in advance so
there is plenty of time to create great content your customers will love.

As you get more sophisticated with your content marketing, you can make your editorial
calendar more targeted, focusing on content marketing tactics that should be performed
daily, weekly, monthly and quarterly.

You have specialized and valuable knowledge and insights about your products, services,
industry and more. Creating content to engage, inform and build relationships with your
customers in places and ways that are meaningful to them doesn’t have to be rocket
science. The less tech-savy you are, the more you might rely on the skills of those in your
company who can do this stuff in their sleep. If your customers are getting younger,
chances are your employees are too.
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Daily content marketing tactics: Weekly content marketing tactics:
= Respond to comments on your blog = Create a new blog post

=  Post LinkedIn status updates featuring the =  Write a new how-to article
previous article
=  Post an update in LinkedIn Groups featuring a
= Tweet a link to a previous whitepaper on your previous article
Twitter feed
= Respond to social media status updates
=  Post a Facebook page update featuring a
previous video

Monthly content marketing tactics: Quarterly content marketing tactics:
= Record a new how-to video =  Publish a new whitepaper
= Send an email newsletter featuring your =  Record customer testimonials videos

newest content this month
. Produce a webinar
=  Write a new case study
=  Create an e-book
=  Write a new how-to guide
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Become the go-to resource for business building ideas

Customers are looking for solutions, not just products. In order to be a thought-leader in
your space, continually create and market remarkable content. Just because you are in
the B2B space doesn’t mean that your content needs to be dull. Businesses have people
running them and those people like to be engaged and entertained too.

Keys to remember for best results when producing content for your website:

v'  Offer a lot of content options. Don’t focus all of your content creation on one type of
content. While some of your customers might prefer articles, others may prefer

CREATE videos. Also, different types of content are important for leading your prospects
down the sales funnel. While a blog post is really good for prospects in the

VALUAB LE awareness stage, case studies are better for prospects in the decision stage.

v" Keep it simple. There is no reason to include lots of jargon or technical terms in your
CUNTENT content. Use easy-to-understand language.

v' Proofread. Make sure that your content does not have any grammatical errors or
misspellings before you make it live. | always ask someone on my team to review the
content | write with fresh-eyes to make sure nothing got passed me during my
review.

v" Make sure your content is SEO-friendly. Include natural use of keywords in your
content pieces, especially in their titles and subheadings (about 1% density). This will

help both your customers and Google know what your content is about, and relate it
to the products and services you offer.
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v Include visuals. Include graphics in your content pieces
to improve a person’s understanding of the content.

v Include calls to action. As discussed, content marketing
is not “hard sell” marketing. At the same time, you’d be
foolish not to give yourself an opportunity to reap
benefits from your hard work. Include calls to action
and contact methods within each content piece you
produce. If you do a good job of demonstrating value to
your customer and indirectly tying that value back to
your products and services, subtle prompts to get in
touch will be all it takes to generate a lead.

Content marketing is not easy because it takes effort to
produce worthwhile pieces consistently. If you don’t have
room on your plate, use outside resources to help with the
research and writing.

Just use this formula: Idea + Expert + Writer = Content

= Take ownership of the idea stage. If there is one place
you want to spend your time, it’s in the idea stage of
content marketing. A good idea can set the tone for a
successful piece, and if you follow the strategies
outlined earlier in this guide, a little bit of dedicated
brainstorming time can go a long way. It doesn’t mean

you have to be the source of every content idea for your

company; it just means that time spent gathering and
curating content ideas is time well spent.

Once you’ve decided on an idea, solicit help from an
expert within your company to help with research. If
you’re writing about a topic applicable to your customers,
chances are that someone in your company has insider
knowledge on it. Find that person, set up 30-60 minutes
to talk with them, and record the conversation with your
smartphone or other recording device (some phone
systems have recording capabilities built-in). Ask
guestions like the following:
=  What type of customer would benefit most from a
piece about this topic?
= Canyou give me some background information on
this topic?
= What are a few important points we should cover
about this topic?
=  What should customers do as a result of reading
this information?
=  How can our company help them do that?

Find a writer, and put them to work. All a writer needs is
a topic, guidelines and research to create a fantastic piece
of content. Source someone on your team with a knack
for writing, or hire a writer via freelance marketplaces like
Upwork. Provide directions with your topic as well as
recorded expert interview content and set a deadline.
Then, edit the finished product and publish it.

Whether you are writing content yourself or hiring someone,
keep reading for an outline of the different content types and
best practices for each.
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Articles: create articles that get read

By creating a library of short, actionable “how-to” articles,
you will add tremendous value to your website. These
articles should help your customers do their jobs better
while demonstrating your expertise. They do not have to be
very lengthy — 500 to 1,000 words will do the trick.

While most marketers see the value in creating articles on a
regular basis, some people have trouble getting started. If

you fall into this camp, use the following process to make
writing articles easier:

=  Chose a topic from those you’ve brainstormed. For
articles, choose one that is actionable and can be
covered succinctly.

=  Know the WIIFM. WIIFM means, “What’s in it for me?”
In this case, “me” is your customer. What do they need
to know to be more effective in their day-to-day lives?
How can you help them make money or save money?
That benefit is the main idea of your article, and it
should be clear in every word you write.

= Create a compelling title. Once you have an idea and a
WIIFM, begin by creating a great title that will capture
the reader’s eye. The title is the most important
element because people will read it first to decide if
they will continue reading the rest of the article. You can
have a fantastic article with a boring title, and it will not
get read. Let the WIIFM guide your title, and let the
title guide your writing.

Write the subheadings. People scan information online
before they read it in detail. So, make your article
scannable by breaking it into sections with bold
subheadings. By creating your subheadings before you
write, you also make the writing process easier and
ensure that your WIIFM flows consistently throughout the
text of the article.

Write the summary. The article summary will be placed at
the top of the article below the title. The purpose of the
summary is to succinctly tell people why your article is
important (the WIIFM) and what they will learn. This will
also help guide you during the writing process.

Write each paragraph with a purpose. For each of your
subheadings, write the paragraphs necessary to get your
point across. If you find that you’re stuck, don’t try to
force the words to come. Save the article and work on
something else for a while. When inspiration strikes again,
open the article and get back to work.

Read it out loud. While you’re writing your article, and
definitely after you’re finished, read it out loud. Does it
sound natural, just as if you were speaking with
someone? If not, go back and polish the rough edges.
You want your article to sound conversational.
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Blog posts: what you should blog about

Blogs are online journals that are maintained by individuals
with regular entries of facts, opinions and ideas with text
descriptions, graphics and videos. Most blogs allow readers
to post comments and interact with the author.

A successful blog can be a valuable marketing tool,
positioning you and your company as a thought leader in
your industry. If you’re not sure if you should blog, consider
this statistic from HubSpot: B2B companies that blog
generate 67% more leads than companies that don’t.

You can create a blog through hosted services like Blogger,
or integrate a blog within your website through open-source
software like WordPress. Personally, | recommend working
with WordPress because of its flexibility, ease of use and
search engine optimization benefits.

Your blog posts do not have to be very lengthy — 250 to 500
word posts will work nicely (but they can be longer if
needed). In addition, your blog should be updated regularly.
Your brainstormed content ideas are perfect fodder for your
blog. But, the less formal nature of blogs allows for a bit
more elbow room to showcase your company’s personality.

Consider these ideas for your posts:

= Comment on an industry news story. If you keep up on

the latest industry news, that can be great content for
your blog. Write a brief summary of the news item, add
your own take on why it’s important, and link out to the
third-party website with the full piece.

Post an answer to a customer’s question. Use your blog
to post answers to questions that are commonly asked by
your customers. Source your customer service and sales
representatives for question ideas, because they are sure
to have the inside scoop on frequently asked questions.

Tell people about a useful resource on your website. Did
you just post a useful “how to” guide, checklist or video to
your website? Let your customers know by writing a blog
post about why it’s useful. Include a link directly to it.

Announce a new product or service you added. Your blog
is also a great place to let customers know how you are
evolving to better serve them. As you add new product
and service offerings, write blog posts to let customers
know why they are important and how you can help.

Vlog. Video blogs, or vlogs, can help you showcase the
people behind the business. Record yourself or a
colleague talking about an important industry trend. Take
an inexpensive video camera around your facility for a
“behind the scenes” tour. Interview an employee on their
25th anniversary with your company. These vlogs can
create true human interest and help customers relate to
you.
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Whitepapers and e-books: tips for success

Whitepapers and e-books are lengthier forms of content you
can leverage to showcase your knowledge and expertise.
Generally, whitepapers are 5 to 15 pages in length while, e-
books are 15 to 50 pages in length (or more). Both can be
offered on your website and as downloadable PDFs.

| highly recommend creating several whitepapers and e-
books because they have great lead generation power. Just
add a brief registration form to your website that a
customer has to complete if they want to download the
content. But know this: if you want people to give up their
valuable contact information, your content needs to be
worth their while. The following tips will help you create
meaty whitepapers and e-books that generate leads.

= Pick a topic your customers will want to read about.
Successful white papers and e-books help your
customers solve a problem. The fact that your product
or service meets the demands of the proposed solution
is secondary to solving the problem at hand. When
choosing a topic for your white paper, look at how the
product or service solves your client’s problem. Focus
on the process as opposed to the product or service.

= Don’t forget about that problem-solving process as you
plan and write. Once you have the purpose for your
whitepaper or e-book, stay on topic. Resist the urge to
sell only, and focus on providing value.

Create a compelling title. Titles make or break
whitepapers and e-books. The title is your first
impression. It’s the only tool you can use to catch the
visitor’s attention and compel them to read more. Also,
keep the title as short as possible without diluting its
impact. Resources with shorter titles are downloaded
more often than those with long titles.

Do your homework. You want your whitepaper or e-book
to be authoritative. Therefore, you must become the
authority on your subject. Research your topic thoroughly,

so you can gather all points of view on the topic and write
in an informed manner.

Create your outline. Before you begin writing your
whitepaper or e-book, you need to create an outline.
Your outline acts as a skeleton for your document that you
will flesh out with ideas, facts, statistics and anecdotes.
Once you’ve drafted an outline, review it to work out any
kinks in the messaging. It’s much easier to make a major
change in direction during the outline stage than it is once
you’ve written a draft.

Write the first draft. Keep your sentences and paragraphs
short and to the point. Resist the urge to be overly
verbose. Group short paragraphs under subheadings to
make your document scannable and easy to read. As
you’re writing, make sure you are always taking an
educational approach. This is no time to be writing sales

copy.
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= Review and revise as needed. Once you’ve completed
your first draft, put it aside for a couple of days. Then,
review it with fresh eyes and make revisions as
necessary. It is recommended that you have a trusted
colleague review the document to suggest edits.

=  Publish as a PDF and possibly print it. Once it is
completed, your whitepaper or e-book should be
published as on-site content and as a PDF document, so
it can be downloaded from your website with a lead
generation form. In addition, you may want to have it
professionally printed, so you can give it to customers
and prospects when you see them.

Videos: what you should film

People love watching online videos. YouTube has grown to
be the 2nd largest search engine, because people prefer to
find videos that answer their questions rather than
searching pages and pages of text.

As a B2B marketer, you should love videos too. Studies show
that marketers that use online video have higher search
rankings, higher email click-through rates and higher lead
conversions. In fact, visitors that view product videos are
85% more likely to buy than visitors that do not. So, if you're
not producing online videos to market your products and
services, it’s time to get started.

Online videos are very easy to produce. There is no need for

a professional video production company. An inexpensive
digital camera will work well to help you film short videos.
The key is finding viable video ideas that your customers will
find valuable.

The following tips will help you get started:

= Demonstrate a product or service. When you meet with
customers face-to-face, you can showcase the value of
your product or service through a quick demonstration.
Let your website do the demo for you by posting online
videos highlighting your products’ features and
capabilities.

= Demonstrate a best practice. It’s helpful to read a “how-
to” article to learn about a best practice. It’'s much more
helpful to watch a trained professional demonstrate this
best practice. Give your customers this experience by
filming short videos where your top employees are the
teachers.

= [Interview key customers for video testimonials.
Testimonials are a fantastic marketing tool. They’re even
more powerful on video. Positive comments from real life
customers provide social proof that you are worthy of
their business. Rather than just asking for a written
testimonial, film your customers speaking your company’s
praises.
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=  Answer customers’ questions. Your customers have particular industry challenges, opportunities and best

guestions. You have answers. Begin by soliciting practices. If you are not leveraging presentations in your
guestions from your customers on a regular basis. marketing, it’s time to start.

Then, film short video segments where key members of

your team answer each question. These video Q&A The following tips will help you create presentations that
sessions will also make great content for your blog. deliver a marketing punch:

* Provide a “behind the scenes” tour of your operation. If Use compelling images to illustrate key points. Wherever

your customers do not visit your company on a regular possible, try to get your point across using compelling
basis, you can provide them with a personalized tour graphics such as photos, charts, and images instead of just
through online video. plain text. Graphics are memorable and interesting, so use

* Film an important event in your industry. Trade shows
can be a great opportunity to create compelling video
content. With so many industry experts under one roof,
you have many opportunities to conduct useful
interviews. Plus, when the experts link back to their
video interviews on your website, you get more traffic
and a backlink to your site.

* |Interview key members of your team. Most likely, your
company is a success because you have great people on
your team. Introduce your customers to these great
people by conducting short video interviews.

Presentations: breathe life into PowerPoint

PowerPoint is no longer just for conference rooms.
Successful companies are using presentations as a valuable
content marketing tool to educate customers about

compelling images to enhance the way you make the key
points in your presentation.

Recognize that online is different than in person. When
giving a live presentation, you are doing the
communicating. Your presentation is only necessary to
support your spoken words. Online, the presentation
needs to stand alone. So, make sure your presentation is
descriptive enough to get your key points across.

Make your presentation visually powerful. Pay attention
to the design of your presentation to make sure it has
strong production value. Don’t rely on PowerPoint’s
standard templates to create your online presentations.
Hire a designer to create your presentation format to
make sure they look professional and uniquely yours.
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Webinars: what you should present

Webinars, both live and pre-recorded, are a fantastic
content marketing tool. They allow you to speak directly to
your customers and prospects to demonstrate your
expertise, establish yourself as a thought leader and
generate leads.

Live webinars, produced with services like GoToWebinar,
offer a cost-effective opportunity to hold a live event. Pre-
recorded webinars add a new level of interactivity and
educational value to your website. Webinars should be a big
part of your content marketing mix; however, running a
successful webinar campaign is not easy. The following tips
will help ensure your webinar program is a success:

= Forget your sales pitch. To be successful your webinar
needs to be educational. You want to use it to directly
demonstrate your expertise in your field, so you can
indirectly sell your products or services. As with all
content discussed in this section, focus on ideas and

strategies that will help your customers be more
effective.

= 60-90 minutes is best for live webinars. Most successful
live webinars are held in a 60-90 minute block. If you
will be taking questions at the end (strongly
encouraged), | recommend holding 90 minute
Webinars. If not, a 60 minute webinar format will be
fine.

Pick the best day and time for live webinars. When
scheduling your live webinar, you want to pick a day and
time that is most convenient for your target audience.
According to research, people prefer to watch webinars
on Tuesday, followed by Wednesday and Friday. As for the
most popular time, 1:00pm ET will satisfy people in all US
time zones.

For promotion, focus on 30 -7 -1 -0. In order for your
live webinar to be a success, you need to effectively
promote it to create awareness. In my experience, | find

the 30-7-1-0 webinar promotion formula works best. This
is how it works:

=  30: One month before the webinar, send a
registration invitation email to your list of
customers and prospects. Ideally, the invitation
email will allow them to register and add an
appointment to their calendar to remind them on
the day of the event. In addition, | like to send an
inexpensive postcard to the list as well. This
contrarian snail-mail technique will help ensure
your webinar invitation gets in front of your entire
list. Even the most successful email campaign will
only get in front of 30% of your list.

= 7: One week before the webinar, send another

email and postcard invitation to people that did
not register after the first invitation.
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= 1: The day before the webinar, send another
email invitation to people that did not register
yet.

= 0: The morning of the webinar, send another
email invitation.

= The 1 (day before) and 0 (morning of) email
invitations are key. | normally pull in 50% to 75%
of my registrations within 24 hours of the event
because more people are able to predict their
schedules at that time.

Create a library of pre-recorded webinars. Each of your
live webinars can also be repurposed on your website if
you record them. Live webinar services like
GoToWebinar make it easy for you to record your
webinar audio and video as you are presenting. Also,
you can use PowerPoint plugin software like Camtasia to
edit your pre-recorded webinars.

Break pre-recorded webinars into chunks. Not
everyone has the time to sit through a 60-minute pre-
recorded webinar. Try to break your full pre-recorded
webinar into logical 5 to 15 minute segments. That way,
your customers can watch each segment at their leisure
without the long time commitment. You can also post
these on YouTube in a series for added marketing
power.

Testimonials and case studies

Testimonials and case studies are one of the most effective
forms of content marketing because they allow you to prove
your company’s worth in clear, relatable terms. By showcasing
the results you’ve produced for current and past customers,
you can inspire confidence in prospective customers.

However, they’re also some of the hardest content pieces to
write because it can be hard to get material from customers
to produce them. While you may produce great results for
your clients — you may forget to ask for testimonials and case
studies when customers are most likely to give them. Try
these tips:

®=  Find the right moment. Did you just deliver something to
a customer ahead of schedule? Did you just finish a
project or contract under budget? Did a customer just
send you a really nice email to thank you for your service?

All of those opportunities are great times to ask for
testimonials.

=  Ask the right questions. Don’t just ask for a testimonial.

Have a conversation and ask questions that will solicit
meaty answers without being too overbearing. For
example:

=  Why did you choose us as a partner?

= Why do you feel we have been successful?

=  What changed as a result of working with us?

=  What were the results of working with us?
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Package for maximum impact. Depending on the
responses you get from your questions, you can
determine the best way to include them in your content
marketing efforts. Pull out the most poignant quotes for
short testimonials to include on your website and within
content pieces like articles and whitepapers. If there is
enough raw material and a compelling statistic, write a
case study of 500-1,000 words and put it in your
website’s resources section.
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Distribute your content strategically and track performance

Creating great B2B content isn’t enough. You also have to get your content out to your
audience. Use the content in your monthly email newsletter, share it on your company’s
social media profile, and get B2B influencers to share and promote it. If you provide true
value, customers will welcome the opportunity to read it, share it and engage.

In order to make sure that your B2B content marketing strategy is successful, you must
track your progress and ROI. Using tools like Google Analytics, Sprout Social, Mailchimp,
etc. for your various outreach actives will allow you to track performance for the goals
outlined in step 1. This will also allow you to figure out what is working and what is not.

SHARE CUNTENT Don’t be afraid to experiment with what’s working best for your organization.

PERFORMANCE
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TAKE ACTION!

Do something!

This guide defines a proven approach to B2B content marketing that will produce
measurable results. By considering the steps and best practices detailed in this guide,
you have now taken the crucial first step toward achieving your online marketing goals.

Now it’s time to take action to profit from these principles. Assemble a team of talented
writers and online marketing strategists to bring your content marketing strategy to life.

We hope this B2B content marketing guide has helped to simplify the process of creating
remarkable content that drives leads and sales. The principles detailed in this guide are
based on SVM'’s over 25 years of experience creating effective online marketing
strategies that produce measurable business results for manufacturers, distributors and
B2B service providers.

A great next step will be to setup a free consultation with me,
Bob DeStefano, to discuss your B2B online marketing strategy.

| guarantee I'll provide you with tips and ideas you can use
immediately to boost your results.

Call me at (877) 786-3249 x234 or click the link below to schedule
your consultation.

SCHEDULE CONSULTATION
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