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Best Practices in Content Marketing  

1. Understanding What Content is… 

2. … and Why its Worthwhile 

3. Various Types of Content 

4. Use the Right Tools 

5. Content Editorial Calendar & Amplification 

6. Develop Customer Personas 

7. Build a Strong Team 

8. Measure Performance 
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5 Months of Magnet 





Content Marketing is… 
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"Content Marketing is a marketing technique of 
creating and distributing valuable, relevant and 

consistent content to attract and acquire a 
clearly defined audience - with the objective of 

driving profitable customer action".  

 
– Content Marketing Institute.  
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"Content Marketing is a marketing technique of creating and distributing 
valuable, relevant and consistent content to attract and acquire a clearly 

defined audience - with the objective of driving profitable customer action".  

 
Creating & distributing. 

Valuable. 

Relevant. 

Consistent. 

Attract & acquire. 

Clearly defined audience. 

Profitable customer action. 
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Why Content Marketing  
is Key 
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Traditional: Outbound 

• Interruptive Ads 

• Cold Calling 

• Cold Emails (buying lists: SPAM) 

• Marketer-centric 

• Instant Impact 

• Short shelf life 

• Mass Marketed: Loud Speaker 

• High cost of distribution 

 

Content: Inbound 

• Attraction, Intriguing  

• SEO 

• Blogging 

• Customer-centric 

• Long term 

• Permission based 

• Low distribution cost 
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Varied Content Types 
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Listicles 

Hero 

Buzzfeed 

Funny 

Evergreen content 

Engaging 

@annammlb 
#iiaonlinesales 



How to  

Heroes 

FX Buckley: How to Make… 

Casual 

Personal 

Educational 

 

SoSueMe 

Helpful 

Repeat Viewers 

Partnerships 
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Anna's To-do.xlsx


Content Curation 

Hero: Joe.ie 
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Newsjacking 

Hero 
Oreos: Dunk in the dark. 
Super Bowl power outage. 
 Responsive 
 Topical 
 Simple  
 Clever 
 Didn’t cost a thing! 

 
CC: KitKat: we don’t bend we 
break (iPhone 5) 
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Seasonality 

Hero 

Phorest: Salon Software 

Christmas Marketing Templates 

Helpful 

Increases Usage 

Makes Product Stickier 

Easy for users 

Highlights Features & Benefits 
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Seasonality 

Hero 

John Lewis #ManontheMoon 

Emotive 

Great storytelling 

Continues a conversation 
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Thought Leader 

Hero 

Magnet: Regional Business 
Barometer with Amárach 
Research. 

Helpful 

Unique 

Local 
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Repurposed your Content 
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More Examples of Great Irish Content 

http://www.256media.ie/2015/11
/29-irish-content-marketing-
examples/  

• Maxi Taxi –recording 
conversations with punters: 
positive way 

• Smacht – Padraic O Maille 

• Temple Street 

• The Happy Pear 

• Littlewoods 
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Content for All Stages of the Journey 
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Context (Right Place, Right Time) 

• Context is personal.  

• Not one size fits all.  

• Nurture leads through the 
funnel with relevant content.  
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Different Sizes 

• Bitesize    Image/short video/social post. 

• Lunch    Blog/case study. 

• Three course dinner  eBook/white paper. 
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Information Overload Pollution 

“While crap content overkill is on the horizon, at the very least brands 
are starting to understand that facilitation, conversation and utility are 
far smarter traits to emphasise than interruption in the digital era.” 

- Shane O’Leary, The Irish Digital Outlook 2015. 



Use the Right Tools 
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General  

• Google Analytics – analysing web traffic 

• WordPress – CMS (website) 

• Excel - planning 

• Mailchimp – email marketing  

• Rapportive – cyber stalking! 

• Unbounce – landing page builder 

• Marketing Automation – all in one  

• Salesforce – Sales team: integration 
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Writing for the Web 

Blogging 
• Keyword Planner  

• EditFlow 

• Buzzsumo 

SEO 
• SEO Yoast 

• MozBar 

• Alexa 

• PageRank 
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The algorithm is flattening. (Rand Fishkin, Oct ‘15, Learn Inbound) 
 
Wins don’t have to be hard-fought: capitalise on ‘lazy’ tactics like revisiting old content, 
re-sharing on social, and really understanding why old content resonates so well.  
 
Link-building and outreach NB. 



Social 

Image Editing 
• PowerPoint  

• Canva 

• Piktochart 

Social Media 
• Hootsuite 

• Buffer 
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Resources 

Websites 
• Content Marketing Institute 

• HubSpot 

• Digital Marketing Institute 

• 256 Media 

• NewsCred 

• Contently 

• CopyBlogger 

• Simply Zesty 

Influencers 
• Joe Pulizzi 

• Ian Cleary 

• Michael Brenner 

• Jeff Bullas 

• Ann Handley 

• Gerry Moran 

• Jay Baer 
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Content Editorial Calendar & 
Amplification 
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Editorial Calendar 

• Think like a media company 
or a publisher 

• Be consistent 

Why? 

• Track who is doing what and 
at what stage. 

• Resource planning. 

• Better ideas. 
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Content Based Paid Advertising:  
In-stream 

• Native advertising 

• Sponsored content 

 

Content Discovery Platforms 

• Outbrain – Independent.ie 

• Content Click -> Joe.ie 

• Tabaloo 

• Yahoo Gemini – Yahoo partner 
sites 

• Manual – the Journal 



Develop Customer Personas 
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Do you Know Who your Customers 
Are? 
BACKGROUND: Basic details about persona’s role, key information about the 
persona’s company  Relevant background info 

DEMOGRAPHICS: Gender, age range, household income (consider a spouse’s 
income, if relevant) 

IDENTIFIERS: Buzzwords & mannerisms 

GOALS: Persona’s primary & secondary goal 

CHALLENGES: Primary and secondary challenge to persona’s success 

HOW WE HELP: How you solve your persona’s challenges & help achieve their goals 

COMMON OBJECTIONS: Identify the most common objections your persona will 
raise during the sales process 

REAL QUOTES: Include a few real quotes (taken during interviews) that well 
represent your persona to make it easier for employees to relate to/understand to 
them 
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@annammlb 
#iiaonlinesales 



How to Build Buyer Personas 

• Use data:  
• Google Analytics 

• CRM 

• Email Lists 

• Talk to Sales 

• Carry out Surveys 

• Focus groups 
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Build a Strong Team 
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Quality & Talent 

• Don’t pollute! 

• Add value. 

• Good quality content takes  

time and talent. 

• Varied skills:  
• Multimedia.  
• Writing. 
• Organising.  
• Analytical. 

• Better investment than ad spend! 
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Measure Performance 

@annammlb 
#iiaonlinesales 



Understand the Metrics 

 

• Vanity Metrics: hits and page views – they’re 
only the tip of the iceberg. 

• Dig deeper: 5 layers to penetrate. 

• Be familiar with tools:  
• Google Analytics – date filter, compared to last 

month, then Dublin v Galway, then acquisition 
overview, then conversion, drill down per source.  Action 
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Marketing Qualified Lead & Lead 
Scoring 

Scoring leads’ quality: 
engagement & fit, allows 
you to assess ROI and 
make better decisions for 
future campaigns. 
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“You won’t be great when you start but 
you have to start to be great.”  
– Paul O’Connell.  
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