
Your Content Toolbox:
Building
Your Portfolio



While content is still king, you may 
have noticed a slight shift in power. 
Simply producing and syndicating 
content is no longer enough; you 
need to have the right content at 
the right time for the right audience. 

Strategy is being applied to content 
for the first time, and the customer 
journey through the sales funnel 
has shifted as a result. With the 
inundation of content available to 
buyers, a shift has been made in 
their interaction with the funnel.

This shouldn’t be news. There 
is enough evidence by now that 
proves the traditional sales funnel 
has changed dramatically. Some 
tout it as gone forever and others 
merely think that it has gone 
through a transformation. 
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Regardless of which side of the 
debate you fall on, there is still a 
dire need for content marketing, 
strategy, buyer personas, and a 
thoughtful customer journey. In 
fact, evidence points to a greater 
need for marketing, in all forms,  
in order to get to the sale.

Currently, 70 percent of the 
buyer’s journey is done before a 
buyer even reaches out to Sales.1 
This means that through research, 
brand recognition and word-of-
mouth marketing, your future 
customers are not just educated 
— they pretty much have their 
minds made up.

So what content should you use 
and at what stage?

The New Marketing & Sales Funnel
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Building Awareness and Interest

The types of content you should see arriving at the top of 
the funnel should address industry problems and position 
your company as a thought leader. 

The top of the funnel is your chance to generate marketing 
leads by delivering engaging content. Dazzle, woo and 
strategically gain the attention of your target audience by 
delivering engaging and helpful resources.

Just like starting a new conversation in person, an effective 
customer journey through your content starts with the 
basics. Try looking for common ground by calling out 
pain points and providing content that provides a unique 
perspective to the solution.

82% of consumers have 
more positive perceptions 
of a brand after reading 
customized content.2

30% of potential buyers 
rely heavily on technical 
support content.4

36% of consumers respond 
best to thought leadership 
pieces.3
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eBooks and infographics are an excellent way to get 
things started and build awareness. As short-form 
content, they efficiently combine text and images to 
tell your story in a visually appealing format. eBooks 
alone are responsible for 58 percent of the content 
used by buyers so they are worth the investment.5 

If you think of long-form content when you hear “eBook” you can always 
develop a longer piece instead. Depending on your content creation team, you 
can produce a detailed eBook that could be distributed through a larger digital 
publishing house. 

Consider what your audience likes and where they are consuming your content 
(i.e. tablet, mobile phone, desktop, etc.) and adjust the length accordingly. 

For some verticals, such as IT, the audience prefers to jump in to the detailed 
information right away. White papers are an extremely versatile and effective form 
of content that can fit here too. Seventy-eight percent of B2B buyers look for white 
papers when they are making a purchasing decision.7 

Hook the readers in with the use of listicles, metaphors 
and a clear presentation of a problem that needs a 
resolution (your company!). Leave them wanting more by 
providing helpful tip sheets so they can reference your 
branded content time and time again. 

Some papers can even be structured as checklists or 
how-to guides, with each item fleshed out with quality 

B2B companies increased 
infographic use 11% YOY.6

Did you know that 52% of 
technology buyers reference 
white papers to influence 
purchasing? 8
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information.

Articles and briefs are, of course, vital in 
generating interest early on. These tend 
to be slightly shorter than white papers, 
but they allow you to take a deeper 
dive than an eBook. You might consider 
turning a blog post into an article to 
further a discussion that sparked lots of 
responses. 

If you opt to use a brief, make sure it 
focuses on raising awareness of the 
industry problem your company can 
address.

Finally, capture your audience early on 
with an educational webinar. Keep 
it focused on helping the attendees 
in their careers or discuss a trending 
issue in your industry. Try to find a 
known expert as the speaker to boost 
attendance, and make sure that it is 

Sprinkle interactive opportunities 
throughout the webinar for a minimum 
60% spike in engagement.9
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available on-demand later because not everyone will 
attend the live event.

Earning Consideration and Intent

After the initial syndication of high-level content, you have 
piqued your audience’s interest to know more. Now you 
can provide more specific detail.

Layer in some more information through a white paper. 
Long-form content like white papers gives you a chance to 
release original research that draws helpful conclusions 
while positioning your company as a leader in solving 
problems. 

Offering fresh, original, relevant research findings in a 
digestible format is a superb way to bring true value to 
your audience. It’s also a great way to put your company in 
the spotlight as a thought leader. 

Whether you call your collateral a report or a white paper, 
consider offering original research to your ideal buyer base 
to set you apart.

Interactive tools such as ROI calculators, graders, planning 
or estimation tools and templates are also effective 
resources to provide value to your target audience. 
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If you can provide a high-quality product, then make sure it is appropriately 
branded and use it proudly in your content portfolio.

Produce a product webinar that goes into more detail about what you are 
offering with a few tantalizing specs or projected ROI after using your product. 
This is your chance to reveal to your leads what you have to offer. 

Almost 40 percent of respondents to an Eccolo Media survey stated that 
product webinars are most effective towards the middle of the funnel.10 In these 
webinars, make sure to showcase what makes you unique so that you don’t get 
lost in the crowded marketplace. 

Afterwards, repurpose the webinar to encourage engagement with other forms 
of content.

Sticking with the production theme, make some videos that reveal how you are 
part of the solution. Thirty-eight percent of Eccolo survey respondents believe 
videos are most useful in the middle of the funnel.11 Humor,12 creative characters 
and catchy background music will make your videos memorable.

Entertain while you inform.
Close to the base of the funnel are case studies, offered after there is expressed 
intent. Use wisely: if case studies are used too early it will just feel like you are 
bragging and talking “at” your audience. 

That said, case studies help your reader visualize how your solution will fit into 
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their business. Seventy-three percent of B2B buyers consider case studies when they are ready to make 
a purchase.13 

Moving from Evaluation to Purchase

Your audience has followed your content and you have earned their attention, hopefully even their trust. 

Now is your chance to nurture them into buyers. Their opinions have already been formed and now you 
just need to nudge them from their evaluation to make a purchasing decision.

47% of buyers viewed 3-5 
pieces of content before 
engaging with a sales rep.14
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Based off of what they have interacted with in your customer 
journey, personalize their experience with your content here. 
You know a bit about them from the data you 
have gathered with each interaction; they 
also know a bit about you thanks to your 
thoughtful portfolio. 

Rather than launching in with an offer to set 
up a call, try sending them tailored content 
that they might be interested in. 

Offer a podcast on a topic they seemed drawn to or spark a 
conversation with a trending industry topic that your solution 
addresses. Let them be the first to know about a blog post you 
found that they might be interested in. 

If they have been part of a more general drip campaign up until 
this point, your rep needs to prove they offer even more value 
than your content. Collaboration between sales and marketing is 
essential at this point.

Demos are an excellent way to provide your interested leads 
with the chance to see how it could work for them once a 
personal relationship is cultivated. Thirty-seven percent of 
technology decision makers, in particular, rely heavily on 
implementation scenarios.16 Make this touch point with the 
customer count.
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Last but not least, consider a product trial. Gone are the days 
when people will gladly accept a free product trial right away; 
hacks and malware have made audiences leery. 

However, if they know you from following your customer 
journey, they will want to interact with your trusted solution.

Tips to Build Your Portfolio

If you currently have a decent amount of content but the most 
engaging piece is a technical guide, here is some advice to create 
a lead funnel flowing with promise:

•	Really get to know your audience and develop a relevant 
customer journey

•	Personalize the content and your interactions wherever 
possible

•	Make your content shareable with creative themes and 
powerful titles

•	Distribute helpful content that will provide value to your 
audience

•	Don’t duplicate others’ research — stay unique and fresh
•	Repurpose existing content and give it a facelift with 

updated info
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•	Don’t be afraid to leave bad content behind and start fresh

Is your content in need of a makeover so it can stand out and deliver value? Or do 
you already have the winning assets and just need to find the right distributor? 
Either way, emedia is ready to help you make polished content and garner fresh 
leads. 

 
Contact us today to discuss your content needs. 
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