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New Framework and Approach for:

Content Strategy

• Lead Generation

• Lead Nurturing

• Sales Enablement

• New Content Requirements

Content Execution

• Create / Acquire

• Manage / Organize

• Assemble / Tailor

• Deliver / Modes



• 30% of marketing budget and climbing… BtoBOnline/Junta42

• 78% of respondents reported that branded content is more 
effective than advertising – Custom Media Study 2009

• Number of impressions for an idea to stick is 

• 7 in 10 people online conduct up to 10 searches per day.
– Only takes 9 seconds on average to enter a query

• Buyers make decisions BEFORE they speak to you.

Escalating Demand for Content



One-off Content Falls Short

Our ability to influence people is directly tied to the strength of 
the connection we have with those people.



Requires a lot of content

• Consistent messages across the 6 to 12 month buy cycle

• Educational content, without pushing them to buy

• Attention – Engage

• Content to move buyers forward in their buying process

• Allow buyers to choose

80% of buyers think they find you!



Why We Need Content Strategy

62% of sales and marketing executives asked said their company's 
message DOESN'T stand out in the marketplace. – Corporate Visions



Base your content on your prospects

• 7 seconds to capture attention and engage

• “Clarity trumps persuasion”

• Help simplify complexity

• Focus on serving people who will buy



Content Sets Buyer Persuasion in Motion

- Enquiro B2B Expert Series: Integrated Persuasion, 2009



New Buying Process Created a Content Gap

- eMarketing Strategies for the Complex Sale

Past



Content Powers Lead Nurturing Programs



The Many Roles of Content

Education

Expertise

Evidence

Influence

Movement

Pass Along

Interactions

Impressions Conversations

Anchor

Credibility

Trust
Attention



Content Must Meet Buyers’ Needs at Each Stage

- The Essential Marketing Automation Handbook
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Think Like a Publisher
Create an Editorial Plan



Content Isn’t Just for Marketing

84% of survey 
respondents rated white 
papers as moderately to 
extremely influential to 
final purchase decisions.

– Eccolo Media 



Content for Sales Enablement Must:

• Extend relevance

• Reverse step backs

• Validate beliefs 

• Increase momentum

• Motivate Purchase Decisions



5 Requirements for Content Performance

1. Tells a story consistent with company positioning. 
Outcome: Increased Credibility & Trust

2. Aligns with your prospects’ priorities & perspectives. 
Outcome: Higher Personal Investment

3. Creates movement beyond passive reading. 
Outcome: Shorter Sales Cycles

4. Progresses conversations and pass along. 
Outcome: Stakeholder Buy-in

5. Generates dialogue with you – online & off. 
Outcome: Builds “Anchor” Relationships 
that turn prospects into buyers



Thank you!
Ardath Albee, B2B Marketing Strategist & CEO
Marketing Interactions, Inc.

Website: www.marketinginteractions.com
Twitter: @ardath421
Email: ardath@marketinginteractions.com

Author of:
eMarketing Strategies for the Complex Sale
Book site: www.emarketingstrategiesbook.com

Additional Feed the Beast Resources, will be emailed to all 
registrants and attendees of this webinar.

http://www.marketinginteractions.com/
mailto:ardath@marketinginteractions.com
http://www.emarketingstrategiesbook.com/


Thank you for your Participation! 

To replay this webcast:

Continue the Conversation on Twitter: 
#Avitage 

Questions for the AMA:
acarbonara@ama.org

mailto:acarbonara@ama.org
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