




Content 
Marketing 
Strategies 

by Stephanie Diamond



Content Marketing Strategies For Dummies®

Published by: John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030‐5774, www.wiley.com

Copyright © 2016 by John Wiley & Sons, Inc., Hoboken, New Jersey

Media and software compilation copyright © 2016 by John Wiley & Sons, Inc. All rights reserved.

Published simultaneously in Canada

No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form or 
by any means, electronic, mechanical, photocopying, recording, scanning or otherwise, except as permit-
ted under Sections 107 or 108 of the 1976 United States Copyright Act, without the prior written permis-
sion of the Publisher. Requests to the Publisher for permission should be addressed to the Permissions 
Department, John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030, (201) 748‐6011, fax (201) 
748‐6008, or online at http://www.wiley.com/go/permissions.

Trademarks: Wiley, For Dummies, the Dummies Man logo, Dummies.com, Making Everything Easier, and 
related trade dress are trademarks or registered trademarks of John Wiley & Sons, Inc. and may not be 
used without written permission. All other trademarks are the property of their respective owners. John 
Wiley & Sons, Inc. is not associated with any product or vendor mentioned in this book.

For general information on our other products and services, please contact our Customer Care Department 
within the U.S. at 877‐762‐2974, outside the U.S. at 317‐572‐3993, or fax 317‐572‐4002. For technical support, 
please visit www.wiley.com/techsupport.

Wiley publishes in a variety of print and electronic formats and by print‐on‐demand. Some material included 
with standard print versions of this book may not be included in e‐books or in print‐on‐demand. If this book 
refers to media such as a CD or DVD that is not included in the version you purchased, you may download 
this material at http://booksupport.wiley.com. For more information about Wiley products, visit 
www.wiley.com.

Library of Congress Control Number: 2015957831

ISBN: 978‐1‐119‐15454‐9

ISBN 978‐1‐119‐15456‐3 (ebk); ISBN ePDF 978‐1‐119‐15463‐1

Manufactured in the United States of America

10   9   8   7   6   5   4   3   2   1

LIMIT OF LIABILITY/DISCLAIMER OF WARRANTY: THE PUBLISHER AND THE AUTHOR MAKE NO 
REPRESENTATIONS OR WARRANTIES WITH RESPECT TO THE ACCURACY OR COMPLETENESS OF 
THE CONTENTS OF THIS WORK AND SPECIFICALLY DISCLAIM ALL WARRANTIES, INCLUDING 
WITHOUT LIMITATION WARRANTIES OF FITNESS FOR A PARTICULAR PURPOSE. NO WARRANTY MAY 
BE CREATED OR EXTENDED BY SALES OR PROMOTIONAL MATERIALS. THE ADVICE AND STRATEGIES 
CONTAINED HEREIN MAY NOT BE SUITABLE FOR EVERY SITUATION. THIS WORK IS SOLD WITH THE 
UNDERSTANDING THAT THE PUBLISHER IS NOT ENGAGED IN RENDERING LEGAL, ACCOUNTING, OR 
OTHER PROFESSIONAL SERVICES. IF PROFESSIONAL ASSISTANCE IS REQUIRED, THE SERVICES OF A 
COMPETENT PROFESSIONAL PERSON SHOULD BE SOUGHT. NEITHER THE PUBLISHER NOR THE 
AUTHOR SHALL BE LIABLE FOR DAMAGES ARISING HEREFROM. THE FACT THAT AN ORGANIZATION 
OR WEBSITE IS REFERRED TO IN THIS WORK AS A CITATION AND/OR A POTENTIAL SOURCE OF 
FURTHER INFORMATION DOES NOT MEAN THAT THE AUTHOR OR THE PUBLISHER ENDORSES THE 
INFORMATION THE ORGANIZATION OR WEBSITE MAY PROVIDE OR RECOMMENDATIONS IT MAY 
MAKE. FURTHER, READERS SHOULD BE AWARE THAT INTERNET WEBSITES LISTED IN THIS WORK 
MAY HAVE CHANGED OR DISAPPEARED BETWEEN WHEN THIS WORK WAS WRITTEN AND WHEN IT 
IS READ.

http://www.wiley.com
http://www.wiley.com/go/permissions
http://www.wiley.com/techsupport
http://booksupport.wiley.com
http://www.wiley.com


Contents at a Glance
Foreword ................................................................... xiii
Introduction ................................................................ 1

Part I: Getting Started with Content  
Marketing Strategies ................................................... 5
Chapter 1: Establishing Your Content Marketing Strategy........................................... 7
Chapter 2: Capturing Your Customer’s Attention ....................................................... 31
Chapter 3: Understanding Your Business Model and Brand ..................................... 49
Chapter 4: Facilitating Buy-In from Your Team ........................................................... 73
Chapter 5: Putting Your Content Marketing Plan and Presentation Together ........ 85

Part II: Uncovering the Customer Experience ................ 99
Chapter 6: Dipping into Customer Data ...................................................................... 101
Chapter 7: Discovering Buyer Personas ..................................................................... 113
Chapter 8: Taking the Buyer’s Journey ....................................................................... 135
Chapter 9: Embracing Sales Enablement .................................................................... 157

Part III: Creating Actionable Content ........................ 169
Chapter 10: Examining Your Content Plan ................................................................. 171
Chapter 11: Exploring Content Types ......................................................................... 189
Chapter 12: Storytelling for Content Marketers ......................................................... 213
Chapter 13: Creating Processes and Systems for Your Content.............................. 225

Part IV: Developing Channel Promotions .................... 241
Chapter 14: Examining Channel Plans ......................................................................... 243
Chapter 15: Sharing Your Content ............................................................................... 259
Chapter 16: Looking at Paid, Earned, Shared, and Owned Media ........................... 279
Chapter 17: Delving into Syndication and Guest Posting ......................................... 297
Chapter 18: Working with Influencers ......................................................................... 315

Part V: Using Check-Back Analysis ........................... 337
Chapter 19: Reassessing Your Business Model and Brand Value ........................... 339
Chapter 20: Reviewing Your Content Marketing Strategy ........................................ 351



Part VI: The Part of Tens .......................................... 359
Chapter 21: Ten Problems Content Marketers Face ................................................. 361
Chapter 22: Top Ten Blogs on Content Marketing .................................................... 365
Chapter 23: Ten Free Tools for Content Marketing ................................................... 369

Index ...................................................................... 373



Table of Contents
Foreword .................................................................... xiii
Introduction ................................................................. 1

About This Book .............................................................................................. 1
Foolish Assumptions ....................................................................................... 2
Icons Used in This Book ................................................................................. 2
Beyond the Book ............................................................................................. 3
Where to Go from Here ................................................................................... 3

Part I: Getting Started with Content  
Marketing Strategies .................................................... 5

Chapter 1: Establishing Your Content Marketing Strategy .  .  .  .  .  .  .  .  .  .  .7
Understanding the Components of a Content Marketing Strategy ........... 7

Determining the company focus .......................................................... 8
Uncovering the customer experience ................................................. 9
Creating quality content ....................................................................... 9
Developing channel promotions ........................................................ 10
Deploying check-back analysis .......................................................... 11

Communicating Your Mission ...................................................................... 12
Crafting your statement ...................................................................... 12
Reviewing real mission statements ................................................... 13

Establishing Your Goals ................................................................................ 16
Uncovering your goals ........................................................................ 16
Picking KPIs .......................................................................................... 18

Expanding Your Corporate Mindset ........................................................... 18
Creating a culture of content.............................................................. 19
Thinking about reputation .................................................................. 21
Using content to serve customers ..................................................... 23

Dipping into User Design and Habits .......................................................... 26
Recognizing the importance of UX design in your strategy ........... 26
Observing product habits ................................................................... 27

Chapter 2: Capturing Your Customer’s Attention  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .31
Focusing on Attention ................................................................................... 32

Seeking the “attention web” ............................................................... 32
Looking at attention triggers .............................................................. 37



vi Content Marketing Strategies For Dummies  

Making Your Content Easy to Consume ..................................................... 39
Reading in patterns.............................................................................. 39
Considering design elements and typography ................................ 41

Deploying Interactive Content ..................................................................... 44

Chapter 3: Understanding Your Business Model and Brand  .  .  .  .  .  .  .  .49
Separating Your Business Model from Your Brand .................................. 50

Understanding the business you’re in .............................................. 51
Looking at some popular online  business models .......................... 52
Considering the freemium model ...................................................... 57

Analyzing Your Business Model .................................................................. 60
Discovering Your Brand ............................................................................... 61

Benefitting from attention to your brand ......................................... 61
Knowing your current brand reality.................................................. 63

Solidifying the Look of the Brand ................................................................ 64
Considering design components ....................................................... 64
Using a digital asset management tool.............................................. 66

Developing Success Measures for Your Brand .......................................... 68
Producing Engaging Branded Content ........................................................ 69

Chapter 4: Facilitating Buy-In from Your Team .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .73
Presenting the Big Picture ............................................................................ 73

Identifying your audiences ................................................................. 74
Using the Five-Prong Approach (FPA) to collect  

buy-in information ............................................................................ 75
Engaging the Leadership Team and Identifying Roles .............................. 78

Understanding what leaders want to know ...................................... 79
Understanding how roles will work ................................................... 80

Communicating the Essentials to Everyone ............................................... 80
Expecting resistance to change ......................................................... 81
Establishing results that will be shared ............................................ 82

Chapter 5: Putting Your Content Marketing Plan and  
Presentation Together  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .85

Reorganizing for Success .............................................................................. 85
Busting silos ......................................................................................... 86
Advocating change .............................................................................. 88

Identifying the Components of Your Content Marketing Plan ................. 89
Documenting needed resources ........................................................ 89
Measuring success ............................................................................... 90
Establishing the timeline .................................................................... 91

Presenting Your Plan .................................................................................... 92
Revisiting the Five-Prong Approach .................................................. 92
Putting It All Together: Your Presentation ....................................... 95



vii  Table of Contents

Part II: Uncovering the Customer Experience ................ 99

Chapter 6: Dipping into Customer Data  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .101
Understanding Big Data .............................................................................. 101

Looking at different kinds of Big Data ............................................. 102
Looking at problems with big data .................................................. 103

Uncovering the Role Big Data Plays in Content Marketing .................... 104
Improving your content marketing.................................................. 105
Using real-time content ..................................................................... 105

Discovering the Internet of Things ............................................................ 106
Reviewing IoT market size ................................................................ 106
Impacting content marketing ........................................................... 109

Visualizing Big Data ..................................................................................... 111

Chapter 7: Discovering Buyer Personas  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .113
Reviewing Persona Development .............................................................. 113

Understanding how persona creation improves content ............. 115
Taking action to understand your customers ................................ 117

Collecting Information ................................................................................ 118
Finding different data types.............................................................. 118
Deploying listening tools .................................................................. 120
Conducting one-on-one interviews .................................................. 124
Documenting your personas ............................................................ 125

Avoiding Common Mistakes ....................................................................... 125
Looking at How Generations Differ ........................................................... 127

Understanding millennials ................................................................ 127
Meeting Gen C .................................................................................... 129

Identifying a Prospect’s Emotions ............................................................. 130
Keeping Up with Trends ............................................................................. 131

Chapter 8: Taking the Buyer’s Journey  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .135
Harnessing the Customer Experience ....................................................... 136

Looking at the customer experience from both sides .................. 136
Benefitting from an omni-channel approach .................................. 138

Uncovering Commercial Intent .................................................................. 140
Defending Against Competitors ................................................................. 143

Researching competitors .................................................................. 143
Analyzing your competitor’s content .............................................. 146

Identifying the Stages of the Buyer’s Journey .......................................... 148
Understanding the buying process and journey map ................... 148
Benefitting from the journey map .................................................... 150
Focusing on content for each part of the journey ......................... 151

Personalizing Your Content ....................................................................... 154



viii Content Marketing Strategies For Dummies  

Chapter 9: Embracing Sales Enablement .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .157
Discovering Sales Enablement ................................................................... 157

Gaining a competitive advantage ..................................................... 158
Evaluating your current status ........................................................ 159
Understanding the new role of sales reps ...................................... 161

Training Your Salesforce ............................................................................ 162
Coaching Your Reps to Become Winners ................................................. 164
Checking Out Sales Enablement Blogs ...................................................... 165

Part III: Creating Actionable Content ......................... 169

Chapter 10: Examining Your Content Plan  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .171
Evaluating Your Content ............................................................................. 171

Benefitting from a content plan ....................................................... 172
Determining content maturity .......................................................... 175

Assessing Your Content .............................................................................. 176
Interviewing your stakeholders ....................................................... 176
Conducting a content audit .............................................................. 177

Visualizing Your Sites ................................................................................. 179
Mapping your content ecosystem ................................................... 179
Picturing website content ................................................................. 180

Creating Your Plan ...................................................................................... 181
Focusing on Specialized Content ............................................................... 183

Creating pillar content ...................................................................... 183
Utilizing “evergreen” content ........................................................... 185
Using graphics and other visuals..................................................... 186
Going viral ........................................................................................... 187

Chapter 11: Exploring Content Types  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .189
Dipping into Content Categories ............................................................... 189
Working with Original Short- and Long-Form Content ........................... 191
Using Curation ............................................................................................. 193

Examining five curation models ....................................................... 194
Understanding how to curate........................................................... 195

Making Use of User-Generated Content .................................................... 197
Understanding the positives ............................................................ 197
Dealing with the negatives ................................................................ 198

Repurposing Content to Add Value ........................................................... 199
Benefitting from repurposing ........................................................... 199
Planning goals and picking content ................................................. 199

Viewing Aggregated Visual Content .......................................................... 201
Dealing with Live Video Content ............................................................... 202
Extending Business News ........................................................................... 203
Offering Online Courses .............................................................................. 204
Managing Content Formats ........................................................................ 206



ix  Table of Contents

Chapter 12: Storytelling for Content Marketers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .213
Storytelling to Engage Your Audience ...................................................... 213

Seeking the science behind stories ................................................. 213
Finding your product stories............................................................ 216

Structuring Your Content Using Stories ................................................... 220
Crafting the story ............................................................................... 221
Incorporating copywriting ................................................................ 222

Chapter 13: Creating Processes and Systems for Your Content  .  .  .  .225
Organizing the Content Process ................................................................ 225

Benefiting from a defined framework .............................................. 226
Examining the systems needed ........................................................ 226

Determining Roles and Responsibilities ................................................... 229
Managing the Workflow .............................................................................. 230

Finding and assigning writers .......................................................... 230
Using an editorial calendar ............................................................... 233

Documenting Your Policies and Procedures ........................................... 236
Content managers .............................................................................. 237
Editors ................................................................................................. 237
Writers ................................................................................................. 237
Designers ............................................................................................ 239
Content system administrator ......................................................... 239
Web administrator ............................................................................. 239

Part IV: Developing Channel Promotions ..................... 241

Chapter 14: Examining Channel Plans  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .243
Getting Started with Your Channel Plan ................................................... 243

Benefitting from planning your channel content ........................... 244
Knowing what you need to create a channel plan ......................... 245

Preparing for a Channel Audit ................................................................... 246
Phase One: Current Channel Audit .................................................. 246
Phase Two: Channel Content Review .............................................. 249
Phase Three: New Channel Plans .................................................... 250

Dipping into Some Major Channel Examples ........................................... 251
Using Facebook for customer support: Avon................................. 252
Tweeting for customer engagement: Warby Parker ...................... 253
Influencing through LinkedIn: Microsoft ........................................ 253
Using Pinterest to gauge user interest: The Container Store ....... 254
Documenting each channel’s plan ................................................... 256



x Content Marketing Strategies For Dummies  

Chapter 15: Sharing Your Content  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .259
Embracing Shareability As a Strategy ....................................................... 259

Understanding sharing patterns ...................................................... 260
Sharing as a bottom‐line issue ......................................................... 261

Uncovering the Five Ws and One H of Online Sharing ............................ 263
Knowing who shares content, and why ........................................... 264
Considering what they share ............................................................ 266
Discovering when they share ........................................................... 268
Observing where they share ............................................................. 269
Looking at how people share content ............................................. 269

Adding Social Bookmarking ....................................................................... 270
Making SEO a Priority ................................................................................. 271
Deploying Hashtags to Encourage Sharing .............................................. 275

Understanding hashtags ................................................................... 275
Using hashtag tools ........................................................................... 275

Chapter 16: Looking at Paid, Earned, Shared, and Owned Media .  .  . 279
Understanding Types of Media .................................................................. 279

Reviewing each media type .............................................................. 280
Determining your needs .................................................................... 281

Utilizing Paid Media ..................................................................................... 282
Discovering retargeting ..................................................................... 282
Dealing with native advertising ........................................................ 283
Considering programmatic buying .................................................. 285
Finding out what you need to know from advertisers .................. 286

Championing Earned Media ....................................................................... 286
Enhancing Shared Media ............................................................................ 289
Amplifying Owned Media ............................................................................ 290

Looking at the role of press releases .............................................. 290
Spreading the message ..................................................................... 291

Creating a Framework for Achieving the Right Mix ................................ 292
Section 1: Owned Channels ........................................................................ 293
Section 2: Shared Media .............................................................................. 294
Section 3: Paid Ads ...................................................................................... 294
Section 4: Earned Media ............................................................................. 295
Section 5: Evaluate and Revise .................................................................. 295

Chapter 17: Delving into Syndication and Guest Posting  .  .  .  .  .  .  .  .  .  .297
Understanding Syndication ........................................................................ 298

Looking at content specifics ............................................................. 299
Uncovering syndication types.......................................................... 300

Looking at Online Syndicators ................................................................... 302
Establishing Your Syndication Plan .......................................................... 305
Discovering Guest Posting ......................................................................... 306



xi  Table of Contents

Benefitting from guest posting ......................................................... 306
Pitching your guest posting to a blogger ........................................ 307
Preparing to guest post ..................................................................... 310
Starting your own guest blogging program .................................... 313

Chapter 18: Working with Influencers  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .315
Discovering the Evolving Role of Influencers .......................................... 315

Understanding the six principles of persuasion ............................ 317
Understanding why influencers matter more now ........................ 319
Understanding how to measure expert influencers ...................... 320

Recognizing Influencer Types .................................................................... 321
Finding the Right Influencers ..................................................................... 322

Discovering the influencers you need to target ............................. 322
Developing a system .......................................................................... 326

Uncovering New Influencers ...................................................................... 327
Influencing with Customer Advocacy ....................................................... 328
Enhancing Word of Mouth (WOM) with Advertising .............................. 331

Connecting with your audience ....................................................... 331
Identifying factors for WOMA ........................................................... 332
Paid Influencer Programs.................................................................. 332

Part V: Using Check-Back Analysis ........................... 337

Chapter 19: Reassessing Your Business Model and  
Brand Value .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .339

Validating Business Models ....................................................................... 340
Looking at change .............................................................................. 340
Revising your business model canvas ............................................ 341
Reexamining your brand worksheet ............................................... 342
Enhancing your business models .................................................... 342

Reviewing Your Brand Status .................................................................... 343
Refreshing Visual Branding .............................................................. 344
Understanding what your branding means .................................... 345
Surveying about brand awareness .................................................. 346
Locating a survey company .............................................................. 347

Chapter 20: Reviewing Your Content Marketing Strategy  .  .  .  .  .  .  .  .  .351
Allowing for Failed Experiments ................................................................ 351
Looking Back at Your Content Marketing Strategy ................................. 353

Reviewing goals and KPIs ................................................................. 353
Assessing content maturity .............................................................. 354

Reevaluating Your Ecosystem ................................................................... 355



xii Content Marketing Strategies For Dummies  

Part VI: The Part of Tens ........................................... 359

Chapter 21: Ten Problems Content Marketers Face  .  .  .  .  .  .  .  .  .  .  .  .  .  .361
Company Focus ........................................................................................... 361

Inadequate budget ............................................................................. 362
Lack of buy-in ..................................................................................... 362

Customer Experience .................................................................................. 362
Your content isn’t categorized for the buyer’s journey ............... 362
Your content isn’t personalized....................................................... 362

Content Promotion ...................................................................................... 363
It seems as though no one is listening ............................................ 363
You’re not working with the right partners ................................... 363

Content Creation ......................................................................................... 363
Running out of good ideas ................................................................ 363
Decreasing content quality ............................................................... 364

Check-back Analysis .................................................................................... 364
Not effectively monitoring customer sentiment ............................ 364
Inadequate measures to determine action ..................................... 364

Chapter 22: Top Ten Blogs on Content Marketing  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .365
Buffer ............................................................................................................. 365
Content Marketing Institute ....................................................................... 366
Convince & Convert .................................................................................... 366
Copyblogger ................................................................................................. 366
Oracle (Eloqua) Content Marketing Blog ................................................. 366
HubSpot Marketing Blog ............................................................................. 367
Marketo Content Marketing Guides .......................................................... 367
QuickSprout ................................................................................................. 367
Social Media Examiner ................................................................................ 367
Social Triggers ............................................................................................. 368
Seth Godin .................................................................................................... 368

Chapter 23: Ten Free Tools for Content Marketing  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .369
BuzzSumo ..................................................................................................... 369
Dropbox ........................................................................................................ 370
Emotional Marketing Value Headline Analyzer ....................................... 370
Evernote ........................................................................................................ 370
Google Webmaster Tools ........................................................................... 371
Grammarly .................................................................................................... 371
Piktochart ..................................................................................................... 371
Screenpresso ................................................................................................ 371
SEO SiteCheckup .......................................................................................... 372
WordPress Calendar ................................................................................... 372

Index ....................................................................... 373



Foreword

T 
raditional advertising is in turmoil. Online advertising is increasingly 
expensive, and consumers are becoming cautious of what they click next.

The reality is that today’s customers will make a buying decision only after 
arming themselves with research that gives them enough confidence that 
they’re making an intelligent decision.

Educational‐based marketing (a.k.a. content marketing) is the new driver for 
online sales. It’s also proving to be the most effective technique in engaging 
an audience with your brand early in the purchase cycle — so much so that 
thought leaders in online marketing have said, “Content Marketing is the only 
marketing left.”

The growth of content marketing continues to revolutionize the way that we 
communicate and engage with existing and perspective clients. It is the only 
form of marketing today that capitalizes on educating customers and actually 
addressing customer problems by publishing relevant content.

Content marketing is about publishing interesting media that is of high value 
to your readers. Through quality content, this marketing positions you as 
an authority in your market, building trust and loyalty that translates into 
lifelong customers.

Content marketing is complex, which makes deciding where to start challeng-
ing. There are many moving parts, which makes learning it quite difficult. This 
book simplifies all the key elements and lays out strategies and formulas that 
take you through the process no matter what level or size of organization.

Combining this strategy with the right tools enables you to build and scale a 
marketing plan that works well with your business.

When Stephanie approached me about her writing this book, I could not 
think of anyone more suited. She not only is experienced in the field but has 
also already cowritten the successful Social Media Marketing For Dummies 
book in several editions. With her deep knowledge of the topic, she has 
 managed to distill a complex subject perfectly for readers of all kinds, small 
businesses, brands, and newcomers.

Paul Clifford
CEO & Founder, Kudani.com





Introduction

M 
uch has been written about content marketing in the last few years. 
It’s a hot topic that continues to attract attention. If done correctly, 

it can help grow your business and add revenue to your bottom line. But very 
little has been written about how to develop the underlying content market-
ing strategy that is crucial to your success.

The quality of the questions you ask yourself about your business will deter-
mine how well you serve your customers and your community. So the first 
question you need to ask yourself is, “How do I create a content marketing 
strategy so that I can serve my customers?” Content Marketing Strategies For 
Dummies is written to help you answer this and many other crucial questions 
about content marketing.

About This Book
Content marketing is how you provide your customers with the information 
they need to make decisions and solve problems. So why are so many con-
tent marketers falling short in this critical area? More specifically, what prob-
lems hold you back from creating the content you need you?

According to several reports, including the 2014 B2B Spotlight Report 
(https://www.brighttalk.com/webcast/1166/137365), the three 
greatest problems you have as a content marketer are:

✓✓ You don’t have enough time: As a business person, your schedule is 
already full. Adding content marketing to the mix makes it almost impos-
sible to get that marketing done right.

✓✓ You can’t create enough content: No matter how much content you 
create, it’s never going to be enough.

✓✓ You don’t know what to write about that will engage your audience: 
You run out of ideas and don’t have the time to spend researching new 
ones that will resonate with your specific audience.

Here’s the good news: You can tackle — and solve — all these problems with 
the strategic content marketing plan that this book helps you develop and 
execute. The book is full of resources and solid, research‐backed advice. 

https://www.brighttalk.com/webcast/1166/137365
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Sprinkled throughout are the book are pointers to downloadable worksheets 
that help you customize and implement your own content marketing strategy. 
Each chapter also ends with a mind map (a great learning tool), of the chap-
ter’s contents. You can refer to these mind maps to help you assimilate all 
the key points of your ongoing content marketing efforts. As you read this 
book, use them to develop a solid framework and assimilate the key points 
for your ongoing content marketing efforts.

You can find all the downloadable worksheets and mind maps at  
www.dummies.com/extras/contentmarketingstrategies.

Foolish Assumptions
I wrote this book to serve as an invaluable guide, and I wondered what 
you would need to know to find this book interesting. Here are some of the 
assumptions I’ve made about you:

✓✓ You work for or run a business with an online component

✓✓ You’ve considered using content marketing as a strategy but aren’t sure 
where to start

✓✓ Your competition is using content marketing, and you need a solid 
 strategy to beat it

✓✓ You have accounts on social media platforms but aren’t sure what 
 content to send to your followers

✓✓ You sell online products or services and you need to figure out what 
content will attract new buyers at every stage of the buyer’s journey

✓✓ You’re curious about how developing content marketing strategies can 
add revenue to your bottom line

Icons Used in This Book
In the margins of the book, you’ll find these icons helping you out:

Whenever I provide a particular idea that will make content marketing easier 
for you, I mark it with a Tip icon.

The Remember icon marks paragraphs that contain a friendly reminder.

http://www.dummies.com/extras/contentmarketingstrategies
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This icon points you to downloadable materials associated with this book.

Note the paragraphs marked with the Warning icon to avoid potential disaster.

Beyond the Book
In addition to the information you find in the book, I have included these 
online bonuses:

✓✓ Cheat Sheet: The cheat sheet for this book contains a checklist for con-
tent for a typical blog post; details about the roles that content market-
ing team members should play; the metrics to consider tracking; and the 
different types of influencers you should approach. Find it here:

www.dummies.com/cheatsheet/contentmarketingstrategies

✓✓ Dummies.com web extras:

Find out how to avoid content marketing strategy mistakes, reevaluate 
your business model, and create consistent content. You’ll also learn 
how to document your buyer’s journey, encourage your followers to 
share your content, and see reminders about what things you need to do 
when creating your content. Find the web extras here:

www.dummies.com/extras/contentmarketingstrategies

✓✓ Worksheets and mind maps: I include a mind map at the end of each 
chapter that outlines what’s in the chapter. Use these to help you assimi-
late what the chapter covers, and annotate them with your own ideas. 
You can also find downloadable worksheets to serve as hands‐on aids in 
developing your own content marketing strategies. Find these items here:  
www.dummies.com/extras/contentmarketingstrategies.

✓✓ Updates: If I have any updates for this book, they will be posted at  
www.dummies.com/extras/contentmarketingstrategies.

Where to Go from Here
This book is designed so that you can quickly jump to a specific chapter or 
section that most interests you. You don’t have to start with the first chapter — 
although if you’re new to content marketing strategy, I recommend that you do 
so. Understanding the Five Cs framework of Content Marketing, explained in 
Chapter 1, helps you better apply the techniques that you learn in subsequent 
chapters of the book.

www.dummies.com/cheatsheet/contentmarketingstrategies
www.dummies.com/extras/contentmarketingstrategies
http://www.dummies.com/extras/contentmarketingstrategies
http://www.dummies.com/extras/contentmarketingstrategies
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In this part . . .
✓✓ Find out about the Five Cs process that will help you develop a 

successful content marketing strategy.

✓✓ Learn how your business model and brand is perceived by your 
ideal customers.

✓✓ See why getting attention is critical to building a large fan base 
on social platforms.

✓✓ You need buy‐in from all parts of the organization for your 
 content marketing project. I show you how to get it.

✓✓ Putting your content marketing plan together requires that you 
collect the information that will persuade your stakeholders. 
See how to present the data that will get buy‐in from your 
audience.



Chapter 1

Establishing Your Content 
Marketing Strategy

In This Chapter
▶▶ Formulating your business goals

▶▶ Picking your key performance indicators (KPIs)

▶▶ Catching customers with the Five Cs

▶▶ Serving your customers using content

▶▶ Building product habits

C 
ompanies have finally recognized what their customers have always 
known. If they can’t find the content that makes your product easy 

to use and enjoy, they are off to seek out your competitor. You’ve missed 
the opportunity to impress them or, in some cases, even get on their radar 
screen. As marketing expert Seth Godin has said, “Content marketing is the 
only marketing left.”

This chapter covers what goes into creating a content marketing strategy. 
Without it, you can’t get the traction you need to beat the competition. 
You also discover each of the “Five Cs” that must be included to make your 
 strategy complete.

Understanding the Components of a  
Content Marketing Strategy

To understand how the pieces of a content marketing strategy fit together, 
I have organized the components into a framework called the Five Cs. They 
are (1) company focus; (2) customer experience; (3); channel promotion 
(4) content creation, and (5) check‐back analysis.
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Working with the Five Cs framework helps you cover all the bases as you 
create your content marketing strategy and implement your content plan. 
You can choose to go sequentially through the chapters, or pick the ones 
that relate to your company’s present status.

I also present a mind map created with iMindMap software (http:// 
imindmap.com) at the end of every chapter to help you take notes and orga-
nize your thoughts. You can download these maps (and see them in color) 
at www.dummies.com/extrascontentmarketingstrategies.

The following sections walk you through each of the Five Cs in more detail.

Determining the company focus
The first C is company focus. To create a content marketing strategy, you 
need to begin by looking at your company’s business goals. The question to 
ask yourself and your team is, “What do we want the company to achieve and 
how do we make it happen?”

You should direct your attention to your goals and business case for under-
taking this effort. To that end, Part I of the book covers the following topics:

▶✓ Components that go into creating a content marketing strategy: You’re 
in that topic’s chapter now, and aspects of that strategy are covered in 
more detail in subsequent chapters.

▶✓ Getting your customers’ attention: Content marketers are fiercely 
 competing for your customers’ attention. Find out why attention is 
important and how to capture it.

▶✓ Understanding your business model and your brand: Learn about a 
variety of business models and how to determine what “job” your prod-
uct does. You look at brand components and access a downloadable 
brand worksheet to use.

▶✓ Getting buy‐in from your teams: Getting buy‐in from everyone on your 
team, not just the executives, is important. I tell you how to present your 
proposal to encourage participation and provide a downloadable work-
sheet that uses what I call the Five‐Prong Approach (FPA).

▶✓ Putting your content marketing plan together: Find out how the organi-
zation of your company can affect the success of your content marketing 
efforts. You also see how the work you do on the Five-Prong Approach in 
Chapter 4 helps you put your plan together.

http://imindmap.com
http://imindmap.com
http://www.dummies.com/extrascontentmarketingstrategies
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Uncovering the customer experience
The second of the Five Cs is customer experience. You need to learn what 
your prospects will think, feel, and do when interacting with your brand. The 
question for your marketing team to ask is, “Who are our prospects and how 
will we serve them as customers?”

You must define your audience and analyze the customer experience. You 
do this by

▶✓ Collecting and analyzing customer data: Before you define your audi-
ence, you need to evaluate the kind of data you will use. In Chapter 6, 
you look at the benefits and challenges you may face when dealing with 
big data to analyze your audience.

▶✓ Creating personas: Chapter 7 helps you define the characteristics of 
your perfect audience by investigating several different types of infor-
mation. You find out what actions you need to take, and I point you to 
a worksheet for creating a persona template to use as a model to docu-
ment your findings.

▶✓ Developing the customer journey: You want to understand the journey 
your prospect takes from being interested in your product to sold on it. 
Chapter 8 looks at the buyer’s mindset and gives you a model to help 
you document your customer’s touchpoints.

▶✓ Assisting with sales enablement: Your sales team is facing an empowered 
customer. Find out in Chapter 9 how your content can assist in making 
the job easier and more powerful. I also show you how to determine 
where your company falls on the content maturity scale.

Creating quality content
The third C is content creation. You need to focus on creating quality content 
(based on your story) that you know your customers want and need. The 
question to ask is, “How will we create quality content, who will do it, and 
what will that content be?”

You need to develop a strategy for content, define your messaging, and 
establish your systems and governance rules. The chapters in this part take 
you through:

▶✓ Creating a content strategy: You should have both a content plan and a 
content marketing strategy. In Chapter 10, you see how to take an audit 
of your content to determine what you have and how you can leverage it 
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to develop a true corporate asset. This chapter is chock‐full of maps and 
worksheets: a downloadable content audit worksheet; a downloadable 
content plan worksheet; and examples of maps that you can use to visu-
alize your own content ecosystem and websites.

▶✓ Content types: You want to ensure that you take full advantage of all 
the types of content available to you. Chapter 11 covers various types 
including long‐ and short‐form original content, curated content, and 
visual content.

▶✓ Writing and storytelling: You have a story to tell that will connect 
with your audience. How do you incorporate it into your content? See 
Chapter 12 to get a feel for the science behind why stories work and how 
to develop your own powerful corporate stories.

▶✓ Processes and systems: You know that without a documented workflow 
and procedures, your content marketing efforts fail. Chapter 13 spells 
out the roles and responsibilities of your content team and shows you 
the benefits of using an editorial calendar.

Developing channel promotions
The fourth C is channel promotion. To have your content make the greatest 
impact, you want to decide where and by whom your content will be distrib-
uted. The question to ask is, “How will our prospects and customers find our 
content so that they can choose us?”

You want to make your content easy to find and share. You need to know 
how to promote your content so that prospects can find it.

▶✓ Channel plans: Developing a content plan is not enough. After you have 
created your content, you need to get wide distribution. Chapter 14 
explores how to understand your channel needs and shows you a model 
you can use to put together individual channel plans.

▶✓ Sharing content: Sharing is key to any content plan. Chapter 15 looks 
at why you should embrace share‐ability as a strategy and borrow from 
journalism’s Five Ws and one H (who, what, why, where, when, how) as 
applied to sharing.

▶✓ Paid, earned, shared, and owned media: Making the most of all types 
of media is the only way to ensure that your brand voice will be heard. 
Look to Chapter 16 to learn about the value of these types of media and 
why earned media is gaining in importance.

▶✓ Syndication and guest posting: Do you think syndication is “old 
school”? Maybe it’s not. Chapter 17 shows you how to get the most from 
syndication and why you need to be guest posting.
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▶✓ Influencers: Influencers wield a great deal of power with online audi-
ences. Find out in Chapter 18 how to pick the right influencers for you. 
I also supply a downloadable worksheet to help you put together your 
plan for working with individual influencers.

Deploying check‐back analysis
The fifth C is check‐back analysis. The focus here is on the metrics you 
choose to determine successes or failure. The question to ask is, “Have we 
met our goals?”

You want to reevaluate your plans and make revisions as necessary. 
Chapters 19 and 20 work with you to

▶✓ Reassess your business model and brand value You know that it’s 
important to frequently assess how things are working. Find out how 
you can determine whether business model changes are warranted and 
whether you need to revise brand plans.

▶✓ Reexamine your content marketing strategy: Obviously, a determina-
tion of how well your content marketing strategy is working is essential. 
See why even failing is a springboard to success and why you need to 
get buy‐in for making changes.

So that’s an overview of the Five Cs. Each chapter also includes far more 
information and working plans than listed here. If you do the hard work 
required to create and implement your plans, you can expect to be on the 
road to  content marketing success.

Don’t be left out
When creating your strategy, knowing what 
other companies with high growth do is helpful. 
According to a 2014 study done by Accenture 
called “CMOs: Time for digital transformation 
or risk being left on the sidelines” (https://
www.accenture.com/us‐en/
insight‐cmos‐time‐digital‐
transformation‐risk‐left‐
sidelines.aspx), a large percentage of 
high‐growth companies:

▶✓ Use data and analytics to improve the 
impact of their marketing (86 percent)

▶✓ Know that digital channels are of strategic 
importance (84 percent)

▶✓ Make sure that customers get a similar 
experience across all channels (80 percent)

https://www.accenture.com/us-en/insight-cmos-time-digital-transformation-risk-left-sidelines.aspx
https://www.accenture.com/us-en/insight-cmos-time-digital-transformation-risk-left-sidelines.aspx
https://www.accenture.com/us-en/insight-cmos-time-digital-transformation-risk-left-sidelines.aspx
https://www.accenture.com/us-en/insight-cmos-time-digital-transformation-risk-left-sidelines.aspx
https://www.accenture.com/us-en/insight-cmos-time-digital-transformation-risk-left-sidelines.aspx
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Communicating Your Mission
When you hear the term mission statement, you probably want to skip to the 
next section in this chapter. I understand. At some point while you were in 
school, you were taught about mission statements and you found it boring. 
But the good news is that now, when you look at communicating the reason 
your company exists, a mission statement becomes important and personal.

Crafting your statement
In his book Epic Content: How to How to Tell a Different Story, Break through 
the Clutter, and Win More Customers by Marketing Less (McGraw‐Hill 
Education, 2013), Joe Pulizzi, “the godfather of content marketing” and head 
of the Content Marketing Institute (see Figure 1‐1), offers an easy way to craft 
a content marketing mission statement.

Figure 1-1:  
Content 

Marketing 
Institute.
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Pulizzi says to break down the statement into three parts:

▶✓ Whom you will serve: The core audience you are targeting

▶✓ What solution you will offer: What you will deliver to that audience

▶✓ The outcome: How it will make them better

Here’s a breakdown of what goes into each of these sections:

▶✓ The target audience: Before you determine the characteristics of your 
personas (Chapter 7 covers personas in detail), you have to identify the 
niche(s) that work best for you. Aside from doing market research, you 
need to pick a very narrow group to target. When defining their niche, 
some companies are afraid to rule anyone out. They think that they 
may eliminate an important customer segment. But narrowing down the 
target is exactly what makes this tactic so powerful. By defining your 
niche carefully, you know that you’re speaking to the people who are 
interested in hearing your message.

You can always add segments later, but remember this: When you target 
everyone, you don’t connect with anyone.

▶✓ Your solution: This may seem like the simple part of the formula, but it’s 
only deceptively simple. You know what your product does. But in your 
mission statement, you want to communicate the solution as a promise 
to meet your customer’s needs.

▶✓ Your desired effect: In this section, you want to spell out what need 
your product satisfies. Clearly identifying this need is key to determining 
whether customers believe you fulfilled your promise to them.

As you look at your company’s goals, you want them to align with your con-
tent marketing strategy. If those goals don’t align with your strategy, you 
need to determine what revisions to make.

Reviewing real mission statements
Now that you’ve looked at what goes into creating a mission statement, let’s 
see how it plays out in real life. In her article “12 Truly Inspiring Company 
Vision and Mission Statement Examples,” as shown in Figure 1‐2, Lindsay 
Kolowich gives some examples to work with (http://blog.hubspot.com/
marketing/inspiring‐company‐mission‐statements).

http://blog.hubspot.com/marketing/inspiring-company-mission-statements
http://blog.hubspot.com/marketing/inspiring-company-mission-statements
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You can deconstruct a few that hit the mark by looking at their mission state-
ments and seeing how the formula fits.

▶✓ Patagonia mission statement: “Build the best product, cause no unnec-
essary harm, use business to inspire and implement solutions to the 
environmental crisis” (http://Patagonia.com; see Figure 1‐3.

• Who the company serves: People who love outdoor activities

• What the solution is: High quality clothing to fight the elements

• What the outcome is: Deliver excellent clothing under superior 
working conditions that do not damage the environment

This is an effective one‐sentence mission statement that is clear and 
defines Patagonia’s commitment to its customers and the environment.

▶✓ Warby Parker mission statement: “Warby Parker was founded with a 
rebellious spirit and a lofty objective: to offer designer eyewear at a 
revolutionary price, while leading the way for socially‐conscious busi-
nesses” (http://warbyparker.com; see Figure 1‐4).

Who the company serves: Fashion‐forward eyeglass wearers

What the solution is: Designer eyewear at a revolutionary price

Figure 1-2:  
HubSpot 

blog.

http://Patagonia.com
http://warbyparker.com

