Content Marketing Made Simple
What is Content Marketing?
While you’ve likely heard plenty about why your business should embrace content
marketing and how your business can practice content marketing, you might not have a
clear understanding of what it is exactly or what it can do for you.
That’s what we’ll cover here in this eBook. Also called inbound marketing, content
marketing is the information you put out there: blog posts, newsletters, social media
posts, white papers, videos, pictures, infographics, webinars, podcasts, eBooks,
SlideShare presentations plus more that has not yet been invented.
The most important distinction between content marketing and traditional marketing is
the value it offers your target audience. Traditional marketing’s job was to capture
attention and tell you about something. One of the most basic principles of content
marketing is to educate—not to sell. This concept may seem counterproductive to selling
but it’s a proven sales technique!
Content marketing works by generating more interest in your company by showcasing
your knowledge and establishing your credibility as an expert. Just think of yourself and
your employees as teachers. That means the content you create should seek to inform
your audience and gain their trust first.
This goes for both B2C and B2B companies. It’s also important to recognize that
consumers are in the driver’s seat. They choose what brands they engage with so
advertisers need to create appealing ideas and content that works across multiple media
platforms.
By publishing helpful information, it’s there online at the ready whenever someone starts
to research and buy. It works because it is presented to a consumer via a search at the
very point they are in the buying process. The goal is to stay on the consumer radar with
consistent helpful content and ultimately you get more website traffic, customers and
sales.

How have your buying habits changed?
Now think about how you shop. When you are buying a new product, do you call the
company and ask them to mail you a brochure? Do you approach a salesman and ask
him to sell you a product? Do you write down the phone number from a TV commercial
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and call the next day during business hours? Do you wait for a cold call? What’s the first
thing you do?
If you’re like most people, you research a problem, need, solution or purchase in a
search engine first. (Search engines like Google, Yahoo and Bing). You type what you're
looking for in that search bar.
Is this the way you shopped 10 years ago? If you have changed the way you approach a
purchase, do you think others have made this shift?

The Sales Funnel
The sales funnel is just a fancy phrase that refers to the steps people take before they
make a purchase. These days, an average of 70% of the sales funnel happens before the
prospect ever speaks to a company representative. Are these people big brochure
readers? Not likely. They are searching for information online prior to making a purchase
just like you do. And the websites that supply the information are the most likely to get
the business.
A super simplified sales funnel for a service oriented business might look something like
this:

Consumer
Googles a
question

Consumer
lands on a
website blog
post

Consumer
clicks a call
to action on
a blog post

That call to action could be a form that offers a quick quote, a contact button that goes to
a form, a phone number to call, an invitation to a video or webinar, and so on.
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Before we go further, you need to know how search engines work. So we’ll start with the
one 90% of the population uses.

How does Google work?
Google’s objective is to offer people the very best answer to any question or any phrase
typed in the search box. If information on your website is the best answer or one of the
best answers to a question or search phrase, you will rank higher. The more visits and
time consumers spend on your site, the more valuable that content is considered to
Google.
That’s it. That’s the big secret. Given the fact that shopping behavior has changed and
knowing that Google’s goal is to offer up the best answers to consumer queries, how can
you capitalize on that? That’s what content marketing can help you do.
As Marcus Sheridan, a successful content marketer would say, “They ask. You answer.”
It’s as simple as that. People typically won’t buy something until they have a sufficient
amount of information about it. They research price, compare products, research the
pros and cons, find which product is the “best”.
The good news is that your website can do more selling for you. It’s not likely you need
more practice answering the same questions you’ve been answering over and over
again.

So what do people search for?
#1- Cost – People want to know how much something costs. It’s often the elephant in the
room and businesses don’t want to reveal that information too soon. But people like
transparency and it builds trust. There are ways to present pricing, even if it's variable,
such as a range.
#2 – Problems – They search for solutions to problems or problems associated with a
given type of product. So articles on your site that present a problem a customer had and
how you resolved it gives people a reason to contact you. If one person in your industry
has that problem, it’s likely others are searching using the words that customer used.
#3--‐Comparison – Comparison shopping is next and articles with titles this vs. that are
very popular. People want to know the assets and attributes of one product or service
versus another.
#4 – Reviews – What do other people think of this company or product? How important
are these ratings when you shop?
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#5 – Best –Who is the best at 'such and such'?
Nobody wants to do business with a second rate company. They want the best for their
money.

Example of a cost related blog post and the traffic it generated. (1) Source- The Sales Lion

From 2009-2014, this one single article on River Pools & Spas, “How much does a
fiberglass pool cost?” has generated $2,500,000.00 in sales. So you have to think of
content marketing as an investment in your business, not an expense. The consumer
does the research, they land on a page and they call you. It happens all the time.
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See the results one of our clients got from a single blog post. The customer searched for
security companies in southern Illinois that did video surveillance. They landed on this
blog post.

From that blog post they went to the contact form on the right hand side and sent the
following note.
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So basically Pete, an IT guy for a commercial business, researched where they could get
surveillance cameras and a system installation in Southern Illinois, he landed on this blog
post and decided to contact Security Alarm about buying a 55 camera surveillance
system. No one had to call repeatedly to get details out of Pete or try to sell him on their
cameras. Pete did his research, knew what he wanted and was ready to get the job
done. As a matter of fact, he offered to send a layout of the building next!
Would you like to have leads like this landing in your email inbox?

How your content works to get leads and sales
At the most basic level, you should be utilizing your company blog to publish helpful and
educational articles. They can be written as informational articles or case studies, they
can be videos or podcasts, newsletters, pictures, eBooks or whitepapers. Start by making
a list of the most frequent questions your clients or customers ask and write those down,
careful to use their words, not yours.
These are the questions they use when they call your office, when in front of a sales
person. These are the phrases and questions they often type in a search engine. If you
hang out with one of your salespeople for one day, you’ll get a year’s worth of blog
topics. And we emphasize blog topics because that’s a great place to start.
To make content work to boost your website traffic, sales and leads, focus solely on
information your customers want and deliver it in a form that they use frequently.
So if your audience is into antique cars, a series of YouTube videos on some of the finer
points of how to get the most out of antique car shows would be popular with this group.
If you are trying to appeal to an audience of millennials, you’d focus on content that
displays well on smartphones or can be consumed on the go, such as podcasts.
Once you create articles (blog posts) on your site that answer the questions your
customers and clients ask, you will start to get more traffic to your site since the phrase
you use in the headline is the phrase they type in. Remember, this is the question/phrase
they’ve used a 100 times before when asking you. So you know what those questions
are. And writing an article on your site ultimately saves you time since many of your
customers' questions will have already been answered when they do contact you.
If they don’t find it on their own, you can send prospects a link or a pdf and ask them to
read it before a sales appointment.
More traffic to your site will often result in more sales but you have to have the right “call
to action” in place for a lead to become a sale. So once they read the article, what do you

webstrategiesinc.com

want them to do? Call you? Send you a contact form? Fill out a form for a quick quote?
Make an appointment? A donation? Download a white paper? Get on an email list? These
are “calls to action.”
If you know that it takes your consumer a while to make a purchase decision, it might be
prudent to have a form that allows them to fill in their name and email and download
more information such as a whitepaper or eBook. That form will also sign them up for
your email newsletter, which can supply additional helpful educational information for
your buyers. You stay on their radar; they get the information they want. You’re
educating your target market, which is always a good thing. When it comes time to make
a purchase, who might win in terms of being top of mind for getting the business?
Examples of Calls to Action forms are below.
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Example:

Example:
Let’s say you are a law firm that is known for defending traffic tickets. Helpful information
might include, “What are my rights when pulled over for a traffic violation?” This website
article (blog post) would be specific to a state since laws differ, and you’d basically give
people information they can use so they don’t implicate themselves while also stating
what their rights are and how to address a police officer. Knowledge is empowering. Who
wouldn’t want to know the right thing to do in a certain situation?
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What is your differentiator?
When asked, just about 100% of our clients will tell us that their differentiator is “customer
service”. If 100% of your competitors would say that's what makes them special, how are
you different?
It’s the specificity of customer service that’s missing. The key is to break down that very
general statement and be more specific. Do you deliver faster? Are your prices more
competitive? Do you give out doughnuts with every order? Once you have a list of the
more specific statements that translate to “better customer service,” or “patient centered
care,” you can use this to generate more content ideas. And while your competitor may
indeed also deliver just as fast, it’s the person that puts it out there first and does it the
best that wins the business.

Who writes all the content?
The absolute best resource for your business content is you, your employees, and your
marketing and sales teams. Does anyone know your business better? However, the
number one biggest hurdle for getting content from within is “buy-in.” If it’s not part of
someone’s job description, they are less likely to rank it as being important--particularly if
they don’t know the kind of results content marketing can produce.
You can get outside help for strategy, measuring results, help producing content (such as
video), generating ideas and even writing it.
But the best results happen when content marketing is a company culture. And the best
outsource relationship is one that is a partnership and not a hand off. Not every company
can afford a Super Bowl TV spot. However, companies big and small can afford content
marketing. You simply have to have a strategy and a way to measure results. That’s
where you can get consultation and guidance.
In short, content marketing levels the playing field. It establishes your company’s
expertise and establishes you as industry thought leaders. This builds trust. And isn’t that
the kind of relationship building that is the cornerstone of a successful sales strategy?
You have to ask yourself, why aren’t we doing this?

For more educational articles, visit our blog here.
Contact WebStrategies
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