Building a Content
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Today’s agenda

«  Welcome to the ‘Content Age’
« Getting Content Ready

— People

— Process

— Platforms
« Assessing your wherewithal
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Welcome to the ‘Content Age’

'
'

*MANUFACTURING AGE *DISTRIBUTION AGE *INFORMATION AGE

1900 1960 1990
Mass manufacturing Global connections Connected PCs and
makes industrial and transportation supply chains mean
powerhouses systems make those that control the
successful distribution key information flow dominate
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*CONSUMER AGE CONTENT AGE

2000 2015
Empowered buyers Overloaded with channel
expect a new choice, content-powered
level of customer engagement becomes a
relevance point of difference

*Source: Winning In The Age Of The Customer, Forrester Research, Inc., April 6, 2015.
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CONTENT CONTENT

STRATEGY STRUCTURE
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CONTENT CONTENT

STRATEGY STRUCTURE

PEOPLE
PROCESS
PLATFORMS
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Process

Platforms
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Brand challenges to
content marketing

« Absence of content strategy and planning
» Lackluster engagement

* Poor discoverability

« Staying “always on”

» Lack of viable measurement

» Achieving both quality and scale
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How do brands
act like publishers?
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Brands

Creative
via
Agencies

Scale via
Media

Product
Insights

Social Production Brand
[ E1g Glulgle Technology Managers

Monetize
Products/Services
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Content Strategy

Integrated across the
entire organization

Content Measurement

Greater reliance on data
for greater effectiveness

What makes for effective content structures

Content Execution

Based on the principles
of Big Content®

+ Deep insights into customers’ .
content consumption and
channel preferences .
* Journeys based on customer .
segments

+ Content audit aligned
to the journeys

« Content architecture that

supports all efforts across
the enterprise
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Unified customer view
Actionable segmentation

Consistent content
measurement integrated
into the entire planning and
creation process

Dashboards for complete
availability and transparency

Relevancy: Engage with
quality, personalized content

Discoverability: Ensure
content

is found via smart channel
selections and use of pull & push

Elasticity: Amplify content to
speak to the widest possible
audience, inspiring participation

Efficiency: Refine by turning
data into actionable insights,
sharper planning and strong

socialization



Process

Platforms
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The Marketing Operating System




The Customer Segment Leader




The Customer Segment Leader

» Assesses life cycle for specific customer
segment (attitudes and behaviors)

» Adapts marketing strategy and content
strategy to suit the segment

» Draws up annual editorial calendar and writes
briefs

» Allies with channel experts and production
teams to create and deliver valuable content

» Tracks ongoing performance

Source: Wikipedia (creative commons license)

© 2015 Forrester Research, Inc. Reproduction Prohibited
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The Content Marketing Chief




The Content Marketing Chief

© 2015 Forrester Research, Inc. Reproduction Prohibited

Creates template for the company’s content
marketing strategy (used by segment leaders)

Manages enterprise content governance plan

Builds out and manages enterprise content
formats and tags

Maintains toolbox of content marketing resources
(agencies, technologies, etc.)

Supports customer segment managers with
education, advice and guidance
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COE Roles (e.g. Social, SEO, Media, Sales, Agency)

Marketing operations center

© 2015 Forrester Research, Inc. Reproduction Prohibited
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COE Roles

» Provides insight and expertise related to channel

» Develops templates and best practices (for
example, SEO guidance)

» Troubleshoots execution problems and
Investigates execution wins

» Evangelizes upcoming opportunities

© 2015 Forrester Research, Inc. Reproduction Prohibited 22



Takeaways: People

1. Customer centric content requires customer centric thinking
2. Editing and storytelling must live across different levels within your company
3. Content marketing execution should span across channel-specific executions

4. Reconsider the role your agency plays in content marketing efforts
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Three Speeds; Two Processes

© 2015 Forrester Research, Inc. Reproduction Prohibited

Evergreen

ub\.edmeo

Always-on content production

What: Daily or weekly publishing cycles to
website, blog, emall, social channels or
mobile app

Who: Collected from third-party sources,
internal subject-matter experts, community,
and campaign updates

Content campaign production

What: Monthly or quarterly content-driven
campaigns often rolled out via a hub page
and supported by “always on"” updates, ad
spend, and cross-channel promotion
Who: Agencies and internal high-end
production resources, such as video
teams or app developers

Evergreen content

What: Extant campaigns still hosted and
updated to drive the long, fat tail of search
and social traffic

Who: Maintained by Internal or agency
resources
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Monthly or quarterly campaigns for big
strategic goals (AKA: Tent poles)

Each stage incorporates

analysis of what will drive
downstream content
Campaign /\A distribution.

Content strategy Distribution/metrics

Marketers examine Media teams execute

the customer life the strategic

cycle to find unmet distribution plan and

content needs. record KPls for post-
campaign analysis.

| Monthly or quarterly duration |

© 2015 Forrester Research, Inc. Reproduction Prohibited 26



Align with customer journey, customer goal and preferred

channel

Sample Customer Journey - Automotive

.......

© 2015 Forrester Research, Inc. Reproduction Prohibited 27



Invest in shared process documents

“Once you scale beyond a couple of contributors
and teams, it gets messy. You need tools to stay
on top of things.”

- Luke Kintigh, Intel

Rich, dynamic

Content Engagement Production

Persona
Descriptions

Architecture Brief Template Calendar

© 2015 Forrester Research, Inc. Reproduction Prohibited
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Planning tools that filters against persona, team, geo, format

Maoving from Irstalation 1o Deployrment

Pirteccst Percolate Partnershio Annaun.,.  Tha Cieat Summit

re) 1 259 12 1 13 14C) 34
Is 0 8y, .  Procuct Updals: Merkesing Ernal Slog Fos! - John Lagend / Dove Irtemational Calles Duy Y‘

no 1 270 1@ 180 2 1o N
hnoh 3 Tactios to Systemabisng Brand Mena..
AR Procuct Undare: Markesng Emal \isizaly < Parriate Wi Frormotion

On Fesponsivensss, Praise anc Passcn

1300 25 1428 6027 1050 28

© 2015 Forrester Research, Inc. Reproduction Prohibited DA GtV Clhu iy & Sy Ny, Crivtric- T S G ki

WUheak iy Bviddiad | butate Facalt




An excellent example of a shared process document from
the team at MailChimp

© 2015 Forrester Research, Inc. Reproduction Prohibited



Always-on content Is the steady drumbeat of
the brand

Content strategy
Editorial leadership /‘\
establishes an ongoing

mission and formats,
with some flexibility
designed into the
production,
Always-on
Weekly or daily
cycles

Distribution/metrics

Media teams deliver

contant to valuable

audiences and feedback Distribution provides
to editorial and ongoing feedback to
production about both content strategy
winning approaches, and production.

© 2015 Forrester Research, Inc. Reproduction Prohibited
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Content marketing’s killer app
4

“This probably
sounds hokey, but
the best content
marketing tool Is
talking to each
other.”

- Joe Chernov,
Hubspot




Bring the right people together at a frequency that
makes sense

Meeting Frequency Participants Tasks

Planning Quarterly or Marketing leader, ~ * Plan and scope content campaigns
meeting monthly, based ~ key managers, and » Review and adjust content marketing strategy
on frequency agency or agencies e Assess always-on performance
of above » Share and discuss performance insights
(search and social, for example)

© 2015 Forrester Research, Inc. Reproduction Prohibited






Takeaways: Process

1. Great content marketers design processes with openness as a default
2. Stick to tight, quick deadlines. Reward scrappiness

3. Create an executive cross-functional editorial board that inspires (and
clears hurdles)

4. Reflect the performance of all contributors in online dashboards

5. Invest in content planning tools to manage workflow
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MARKETING EXPERIENCES SEC ractive Conten
o mﬂn ot [ X
RANALY

Customer Experience

e
v "Mlﬂ Cu P."-uvu

Content 7‘v‘.,\vh-m‘,~

» " Raogerse
vm-w. (,Mnn w8 @ g
ML SO T

Personalization & Chat
acromn G Y hr

19 veountw te Qe ‘qﬂ“ t
= consertha yrn y 'E Mt dtq m
ﬁl PEL", bovgh V@ I T
¥y mmoqm SAY

Jptimization

warca SITASPICT o,
:W&*’ !m
4y herge)

Audience & Market Data

Asset & Resource Mgmt =
) e 2
Oy \”"1! nuneo xr'\(l

m:
.; PIRELY O
" Pty

companies across 43 categories
This represents twice the amount of 947 companies in 2014

v
HUBSEI nrm ) L ersume
v’w}.’ sSDuLe w Opie '&A )
e s (| @ e X2 ot e St § U e @ v bt 7

”unv‘ -
yomates e HERE
0

BACKBONE
PLATFORMS

1) e maan ™™
L

'*""‘. Performance & Attribution
| o 0 OFTimiNg [ BECKON
.
Aol

MARKETING OPERATIONS

H[

2 "“'! "Y"" (s
Dashboards/Visualization &

L Mo LErTRGRIC b

N, A b

Cyte Fvetran
G

Wch & Moblle An.\lvhcs -

%:J e
< l-«kc

Daublia & Blg Data ot i | Cloud/InS/PnaS
i

o .‘.‘l.m

&) Mm! o"'

INFRA-
STRUCTURE

yplice ,,, b o
a' et cagro ‘g\-wﬂ e ez T
M PO ! ek ool -

-H.Al.-gp“"‘l.n- < ,,6'&_,," ‘h.‘\‘m_ m :_mmcmi

AT

i WJEART () -
roaster| €4 Mataty

,-..oanJ- - 3 Zum

E B Marketing Enviconment au)\l"."' P




Content

(( Mca?l'(‘.iim (— Content Creation ﬂ 7~ Inventory Creation =N .- Native Ad Platforms ., ,‘-"“""'E Pub:shon sssenansea,.
= NewsCred = G mects | s _ Exchanges 83 arly Adopters ~ "
e | [ O Porcolatt e [ e |i[o500 © Sk i imQUr wearsT @)
StudioOne! | [kapost &, purse v persZd Sren o i@ ninenipgy, RO i EEEEEY @ sy 100 f
¢ persado || DISOUS VEISA yienang) i e o - o PN susnaTive +H :
- C WS OCHE b SRANV L in-Foed 2] ooooos Mashable  Absutcom |2
e & Content . H bl BUSINGSS g2k H
imagination. #JnboundWriter - CONTENT FLEET ™ | #~— Recommendations — ™ : SINATIVO_ = Yieldmo s Auntic nsioer S5 ’ @ =
(L) conteRuNE aemaL Py g e L s .] o] snamamedia YA[—D()! o oy 5 REFINERYZY e
VAYNERMEDIA| [~ = Al Content Creation - — 4| OUEBEin Tab0la Gravity)| : O tdie oo g FILTET FOrbes  &hessew florkBumesf:
PACE mM>im || NarrativeScience y &0 ‘;;mtcn:'e‘)td ZM,O'I ﬂ—';:—n—u-)" i 5 T CONNATIX p“!‘?r ’ : met‘h ) Mobile-First .
Zerget Serwe = Ll al S +| Weather :
dcustom & || - =~ Outsourcing -~ | =, Jlc. inRelate; Roverts ) 3| publish™  # KARGO 3] Conpal #< ROVIO P E :
- i 1OC [nhelate i : H pany ', H
P e o] | Contently . Sg:plld servio |\ 3Comem e / o ‘.“‘Ng"‘  QuArTZ Yelpss i) T :
P i Zemanta oyl SPVS : ] ' aH
— T <y ovee EBIVE | = O mpiification Ma)\: ijdvlany circaroumsquans OUISE; |
=E e pe S g TREam) oo
- | " .
Brandpoint |3 \ 1 & Dailymatiom |s
Verticall Content Curation 2 0 RS Eal (- Shaingbasted H R'/T T/ h o I Lt Al -
[ ntegrates "\ (g VAl i ) | Turuces” : YD .ove @ weon ooy [
YA Rebeliouse A Rejeyance PAPERSHARE » |2} 4 o - .
Network ed & olapic @k ) 3] RS VUME0  metacale Gmrpes |:
VOX MEDIA ’m = 3 o = o] sessionm; = fire e e e e o m e oo ------- o
SAY’ o LT ll‘_;_g(_l-_[-_?L' — PromotedListing == | om0 "_\!5;55"1'20 B3l Commerc :
’ (COMPLEX s a.p:umm':’_'. ______ :E-.’« -+ || Afaikiogic B richrelevance || _J'j_ AR TR WANELO (Fails . :
e S IMOM &Sty g O Eo o Branded Video 3
|8 - y.""’"’¥ \lrienci2friund €3 chuts R!adyF‘-'-‘j L % L ‘LONGBOARDEMIDL P B e Sl I e e T e s o :
et .., : wiAsuses  Touchstonn - Brands as Publishers .
oos MEUIA | s Cotent Analytics / Intelligence = : : @ GoOPro i e .

Within the content marketing landscape, there are still too
many categories and providers of tools and technologies

...... e PR : e O e Rl UNIFIED brandnetworks
Hhootsuite ®influitive  titgia &% el __CCCCC
EXPION © v Fy o= D W Ambassadr (i ez nent Pt

-------  Involved Media

COMUTUALHIND - Zuberance "M Ll T Bampush Toptima

A Y P L

' L
:E_l:';'g?: ’Aﬁih("’ A4

.
Sesssssssssssssesnsannns

7~ Search
o » - T AT T | “ 2
LGougle Aol YAHOO! bING RN velp%® Citysearch® Yandex YarqQo! J

ware o
!lap“-
-

SPROUT SOCIAL

.............

Source: Luna Partners, 2015




m>im

The right
insight

The right
result

The right
content

Measure Create
Content Content

The right The right
context Publish format

Content

The right
individua
|

The right
time



* Most content SaaS marketing platforms

excel at one or two of the four categories Measure S

Content Content

« No one has mastered all four yet there
are a few that could with time API

Content

Publish Manage

« To ensure the best technology deliver Content Content

against your needs, focus on just the
primary categories
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Primary needs for content platforms

Appropriate Access Content Ingesting Existing

& Permissions Archiving Information Calendarization

Content Usage
& Expiration
Management

Advanced Performance
Search Measurement

Content
Modification

Categorization Single View Publishing &
& Tagging of Content Distribution
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V' Full functionality offered
O rartial functionality offered

X Functionality not offered
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Takeaways: Platforms

1. Content marketing platforms can be different from content management
systems

1. Focus platform decisions on solving one or two key needs - no platform
currently excels at solving all needs

1. Today’s tools can allow for systematic views into what’s happening, where
it's happening and why. Yet, they are only as good as the user inputs

2. Ensure your organization has alignment from all stakeholders - IT,
Sourcing, etc
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Plans

People ‘ Process

Platforms




Questions & Answers

mxm ) mxm mxm
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To get your organization content ready, visit: www.mxm.com/contentmarketing
or email Sarah.Pappen@mxm.com for your hardcopy of The Content Marketing Playbook.



http://www.mxm.com/contentmarketing
mailto:Sarah.Pappen@mxm.com

