


Greg Williamson





1. Choosing your weapon



Content marketing tactics used
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Importance of content marketing goals







2. Taking aim



Use of social media platforms to distribute content
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3. Firing!



Frequency of content publication











Sweat the content

‘Legacy’ content

White paper series
eBook 
Podcast
Webinar
Infographics
Blogs



Marketing Automation software platforms



4. Checking you hit



None Minimal Some A lot Significant

Website activity (e.g. visits, page views) 

Sales funnel activity (e.g. contacts, leads, prospects) 

Lead generation (e.g. number, source, quality etc.) 

Social media activity (e.g. LinkedIn updates, Tweets) 

Customer satisfaction index 

Offline promotional activity (e.g. tradeshow leads, direct 

mail responses)


Brand awareness 

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

Levels of metrics and marketing measures in place




