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Best Practices in Content Marketing

Understanding What Content is...

... and Why its Worthwhile

Various Types of Content

Use the Right Tools

Content Editorial Calendar & Amplification
Develop Customer Personas

Build a Strong Team
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Measure Performance

@annammlb
#iiaonlinesales



5 Months of Magnet

72 Startup
Gathenng &

I_ Start Scale Succeed

WINNER
Best Cloud Service for SMEs -
Sponsored by PSG Plus

Magnet Networks

RODNEY MOORE
IT GROUP AND REPAIRMY.IE




Scptomber 17 2013 advertar NEWS 20

Lam and O’Shea to speak at
NUIG open days

amarach
research

- MAGNET.ie
imnougtion™ 2" 411~ & Taking Galway to the Cloud
Eag ,

THERE’S AN EASIER WAY
TO TAKE YOUR BUSINESS
TO THE CLOUD

y m for free.

OFFICE IN A BOX
voice - broadband - domain

View Tools

Want to improve your
job skills?

NUI Gatway is offering a i

that will help you succeed.

* Assessment: Theory & Practice
Essential Triner Skills (Founc
Essentisl Tralner Skitls - Sports C.
Skl for Profemsional Development

+ Advanced Trainer Skils (

Call us on 091 393333
for a 10% discount!*

THERE’S AN EASIER WAY

Bl : “ T0 TAKE YOUR BUSINESS
TO THE CLOUD

Conor de Bhaldraithe

Daire Gregan =%, MAGNET.i !

MAGNET.ie

Taking lrish Business to the Cloud

Donal Murphy ~ MAGNET VOICE

From only €6 per user per month*

est of luck to Ireland in the Rugby World Cup e / Sound Test Semice FIND OUT MORE €

mmma’g




serar—y

g

N L



"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.

@annammlb
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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.
@annammlb
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Traditional: Outbound

* Interruptive Ads

* Cold Calling

* Cold Emails (buying lists: SPAM)
* Marketer-centric

* Instant Impact

e 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

@annammlb
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Inbound Methodology

ATTRACT CONVERT CLOSE DELIGHT

Promoters

Blog Forms CRM surveys
Keywords Calls-to-Action Email Smart Content
Social Publishing Landing Pages Workflows Social Monitoring

- HUbSpHt @annammlb
#iiaonlinesales









Listicles

Hero

Buzzfeed

v Funny
v'Evergreen content
v Engaging

@annammlb
H#iiaonlinesales



How to

Heroes

FX Buckley: How to Make...

v'Casual
v'Personal

v’ Educational

SoSueMe
v'Helpful
v'Repeat Viewers
v'Partnerships

F.X.Buckley Sunday Roast Yorkshire Pudding
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Head Chef F.X.BUCKLEY Steakhouse Crow St. Temple Bar

g -

@annammlb
H#iiaonlinesales


Anna's To-do.xlsx

Content Curation




Newsjacking

Hero

Oreos: Dunk in the dark.
Super Bowl| power outage.
v' Responsive

v Topical
v' Simple YOU CAN STILL DUNK IN THE DARK (§&2
v' Clever . -
- : @ —
‘/ Dld N t COSt d th I ng! Powe;out? No problem.
1:48 AM - 4 Feb 2013
15,884 RETWEETS 6,488 FAVORITES +« 3 %

CC: KitKat: we don’t bend we

Ib
break (iPhone 5) @annamm
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Seasonality

Hero

Phorest: Salon Software
Christmas Marketing Templates
v'Helpful

v'Increases Usage

v'"Makes Product Stickier

v'Easy for users

v'Highlights Features & Benefits

@annammlb
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Seasonality

Hero

John Lewis #ManontheMoon
v Emotive

v'Great storytelling
v'Continues a conversation

@annammlb
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Thought Leader

Hero

= Challenges When Recruiting »

Finding graduates with right
skills worse in Mid-\West

Magnet: Regional Business
Barometer with Amarach
Research.
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Small firms will open new skills worse in Dublin

premisves in 2015
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Repurposed your Content

Ulster: 4.63
Munster: 4.59
Leingter: 4.56
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FAVOURITE AMONGST..

18-30s

FAVOURITE PLAYER:

FERGAL MOORE - GALWAY HURLING
FAVOURITE TEAM:
DUBLIN HURLING

HETROSEXUAL WOMEN

© @ FAVOURITE PLAYER:

SHANE DURKIN - DUBLIN HURLING
DUSLIN HURLING

HIGHEST EDUCATION LEVELS

FAVOURITE PLAYER:
SHANE DURKIN - DUBLIN HURLING
FAVOURITE TEAM:

S | ANTRIM FOOTBALL

NO PLASTIC SURGERY

FAVOURITE PLAYER:
SHANE DURKIN - DUBLIN HURLING

FAVOURITE TEAM:
DUBLUIN HURLING

REPUBLICAN VOTERS
FAVOURITE PLAYER:
PADDY HOLLOWAY - WESTMEATH FOOTRALL

 FAVOURITE TEAM:
DUSLIN HURLING
LOWEST EARNERS
FAVOURITE PLAYER:
ucu. MOORE - GALWAY HURLING
- TE TEAM:
= w:smum HURLING
WANTING TO LOSE WEIGHT
FAVOURITE PLAYER:
O SHANE DURKIN - DUBLIN HURLING

oA e

SINGLE
®  FAVOURITE PLAYER:

PADDY MCEREARTY - DONEGAL FOOTBALL
FAVOURITE TEAM:

T G LACA

OVER 60'S
FAVOURITE PLAYER:
GARY O'DONNELL - GALWAY FOOTBALL
. B
DUSLIN HURLING
HOMOSEXUAL WOMEN
@® @ FAVOURITE PLAYER:
NIALL MCKEEVER - ANTRIM FOOTBALL
M FAVOURITE TEAM:
SUGO FOOTBALL
LOWEST EDUCATION LEVELS
FAVOURITE PLAYER:
KIERAN JOYCE - KILKENNY HURLING
/ FAVOURITE TEAM:
SUGO FOOTBALL
HAD PLASTIC SURGERY
FAVOURITE PLAYER:
EOIN CADOGAN - CORK FOOTBALL

1 ]
M FAVOURITE TEAM:
GALWAY FOOTBALL

DEMOCRAT VOTERS

FAVOURITE PLAYER:
SHANE DURKIN - DUBLIN HURLING
FAVOURITE TEAM:

GALWAY FOOTBALL

HIGHEST EARNERS

FAVOURITE PLA
- mncxorcouuoc CLARE HURUING
S@> = FAVOURITE TEAM:
== SUGO FOOTBALL

WANTING TO STAY THE SAME

FAVOURITE PLAYER:
SHANE DURKIN - DUBLIN HURLING

O
A) l’\ FAVOURITE TEAM:
GALWAY FOOTBALL
BLONDE HAIR

FAVOURITE PLAYER:
E INCADOCAN CORK FOOTBALL

dnnamm

ANTRIM FOOTSALL @ WFSTMEATH HUIIJNG
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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

e Littlewoods
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Content for All Stages of the Journey
MARKETING & SALES FUNNEL

Defining the 6 stages of the marketing and sales funnel.

-"N\
Prospect/Visitor Top of

>_ the funnel

Marketing's
responsibility

>

Middle of

the funnel

Shared marketing & sales
responsibility

Bottom of the funnel

> Sales’s responsibility @annammlb

H#iiaonlinesales




Context (Right Place, Right Time)

* Context is personal.
* Not one size fits all.

* Nurture leads through the
funnel with relevant content.

H#iiaonlinesales



Different Sizes

* Bitesize Image/short video/social post.
 Lunch Blog/case study.
* Three course dinner eBook/white paper.

@annammlb
H#iiaonlinesales



Information Overload Pollution
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“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.






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

@annammlb
H#iiaonlinesales



Writing for the Web

B I 0 g gi n g S EO Get links Grow authority

o
* Keyword Planner SEO Yoast e e
. ° M 7 B r more competitive
* EditFlow 0zba e This doesn't just happen. Link 1S & phrases
mpl building — outreach, embeds,
¢ B uzzsumo * AI €Xd nudges, etc — are still essential.
Earn search
* PageRank Publish traffic

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.

@annammlb

Link-building and outreach NB.

H#iiaonlinesales



Social

Image Editing
* PowerPoint

* Canva

* Piktochart

Social Media

* Hootsuite
e Buffer

@annammlb
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Resources
Websites

* Content Marketing Institute
* HubSpot

* Digital Marketing Institute

e 256 Media

* NewsCred

e Contently

* CopyBlogger

* Simply Zesty

Influencers

* Joe Pulizzi

* lan Cleary

* Michael Brenner
e Jeff Bullas

* Ann Handley

* Gerry Moran

* Jay Baer

@annammlb
#iiaonlinesales
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Editorial Calendar

BEH 9 s

FILE HOME IMNSERT
2 . fe

* Think like a media company
or a publisher

LU SRR X ]

e Be consistent

? Author:
10 Publish

* Track who is doing what and g%

at what stage. ;

* Resource planning.

24 Due
25 Publish

e Better ideas.

Author:
Due
Publish

PAGE LAYOUT

C:ll 12 Revealing Charts to Help You
JEEE RS Benchmark Your Business
Publish e ERY B ogging Performance [NEW

Blog-Editorial-Template (3).xls [Compatibility Mode] - Excel

DATA REVIEW VIEW

o

CONTENT/DETAILS

Explain importance of blogging and how to
benchmark your efforts to garuntee
success

Highlight SEO tips through expert advice
while promaoting complete guide

Use an exceprt from the Marketing
Surveys ebook to provide readers
beneficial survey best practices

E

KEYWORD(S)

business blogging,
blogging
benchmarks

search engine
optimization, SEO

marketing surveys,
survey marketing

F
TARGET

PERSONA(S)

Owner Ollig, Mary
Marketer

Owner Ollie, Mary
Marketer

Owner Ollie, Mary
Marketer

G

OFFER/CTA

Free Report:
Marketing
Benchmarks from 7K
Businesses

Free Guide: Learning
SEQ from the

Experts

The Uttimate Guide to
Using Survevs in
Your Marketing

Hiiaonlinesales




Content Based Paid Advertising:
In-stream

* Native advertising Content Discovery Platforms

* Sponsored content e Qutbrain — Independent.ie

eeec0 3 4G 20:35

eeec0 3 4G 20:35

Content Click -> Joe.ie

seows | thejournal.ie

SECTIONS thejgurnal.ie
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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 OBIJECTIONS: Identify the most common objections your persona will
raise during the sales process

REAL QUOTES: Include a few real quotes gtaken during interviews) that well
rﬁpresent your persona to make it easier for employees to relate to/understand to
them

@annammlb
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SAMPLE SALLY

BACKGROUND:
« Head of HR, married with 2 children (10 and 8)
* Worked at same company for 10 years; worked up from HR Associate

DEMOGRAPHICS:
» Skews female, age 30-45, suburban, dual HH Income: $140,000

IDENTIFIERS:
» Calm demeanor, usually assistant screening calls, wants collateral mailed/printed

GOALS:
» Keep employees happy and turnover low, support legal and finance teams

CHALLENGES:
* Getting everything done with a small staff, rolling out changes to the entire company

HOW WE HELP:
* Make it easy to manage all employee data in one place
* Integrate with legal and finance systems

COMMON OBJECTIONS:
* Worried will lose data moving to a new system, doesn’t want to have to train the entire company on it.

REAL QUOTES:
* “It's been difficult getting company-wide adoption of new technologies in the past.”
* “I've had to deal with so many painful integrations with other departments’ databases and software.” @ann amm'b

H#iiaonlinesales



How to Build Buyer Personas

. Use data: Sample Magnet Customer Persona
- - -

* Google Analytics 1 B P —
Business Centre Becca E

° N
C R M Background: Commercial Director of Shared Office Centre, joined \
. . the organisation last year. —~— / \ R
¢ Ema || LIStS Demographics: Female, 30-45, Sandycove, married, no kids, HH = \ \v"-\ N
income €140K. 3 4 N
° Ta I k tO Sa Ies Identifiers: Career driven, ambitious, involved in big de
Goals: Grow the business at an accelerated rate, ent

companies, offer customers the best range of flexible si
Stand out from competitors.

¢ Ca rry @) ut S U rveys Challenges: Understanding the technig

difficult to predict future needs
How we help: Deliver reliable high speed, uncongested broa
o FO Cus g frou ps and flexible telecoms. Always contac
Common Objections: \Worried about
moving to the cloud.
Real quotes: “To expand our broad
goes down its hard to get hold of t

“If customers have their own phon
always a case of trying to find whe
caught up even though its nothing

@annamnlb
Hiiaonlinesales
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Quality & Talent

* Don’t pollute!
* Add value.

e Good quality content takes
time and talent.

e Varied skills:

* Multimedia.
* Writing.

* Organising.
* Analytical.

* Better investment than ad spend!

@annammlb
H#iiaonlinesales
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Understand the Metrics

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

* Dig deeper: 5 layers to penetrate. W

 Be familiar with tools:

* Google Analytics — date filter, compared to last W

month, then Dublin v Galway, then acquisition
overview, then conversion, drill down per source. Wn

@annammlb
Hiiaonlinesales



Marketing Qualified Lead & Lead

Scoring

Scoring leads’ quality:
engagement & fit, allows
you to assess ROl and
make better decisions for
future campaigns.

_B..

A

@annammlb
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“You won’t be great when you start but

you have to start to be great.”
- Paul O’Connell.

@annammlb
#iiaonlinesales



