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1. Choosing your weapon



Content marketing tactics used
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Importance of content marketing goals
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Lal‘ldiﬂg F’Elges in December 14 — March 12
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2. Taking aim



Use of social media platforms to distribute content
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400 Bl Linkedin
B Facebook
B Twitter

300 B Google+

100

Dec 28 - Jan 3 Jan 11 -Jan 17 Jan 25 -Jan 31 Feb 8 -Feb 14 Feb 22 - Feb 28 Mar 7 -Mar13

1]



348 clicks

100

[

20

23

0

Dec 28 - Jan 3

Jan 11 - Jan 17

Jan 25 - Jan 31

Feb 8- Feb 14

Feb 22 - Feb 28

]
Mar 7 - Mar 13

Il Linkedin
B Facebook
B Twitter
B Coogle+



3. Firing!



Frequency of content publication
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Indexed Traffic
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Source

Social Media

Facebook, Twitter, Linke.__.

Direct Traffic
Manually entered URLs

Qrganic Search

Google, Bing, Yahoo, etc.

Referrals
Links on other sites

Email Marketing
Email links

Other Campaigns
Other sources

Paid Search

Paid search advertiseme...
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Sweat the content

‘Legacy’ content

MRIR%
‘ § NG White paper series

WHITE PAPER

eBook
| Podcast
An introduction to reduced voltage
starting of three phase induction Webinar
motors
Infographics
Blogs

Download the

white paper now




Marketing Automation software platforms
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4. Checking you hit



Levels of metrics and marketing measures in place

Minimal Significant

Website activity (e.g. visits, page views) o
Sales funnel activity (e.g. contacts, leads, prospects) o
Lead generation (e.g. number, source, quality etc.) q
Social media activity (e.g. LinkedIn updates, Tweets) q
Customer satisfaction index o
Offline promotional activity (e.g. tradeshow leads, direct PY

mail responses)

Brand awareness @

Online promotional activity (e.g. Google AdWords clicks) ®






