MARKETING GUIDE
Increase Your Traffic, Grow Your Sales,
Build Your Business.

build create

THIS CONTENT
CAN BE
ANYTHING
FROM A VIDEO
SERIES TO A
PODCAST, BUT
MOST
COMMONLY IT’S
A BLOG

WHY SHOULD YOU USE
CONTENT MARKETING
FOR YOUR BUSINESS?

What is content marketing? As a marketing technique, it’s been around
for decades, but as an industry, it’s still relatively new. Content
marketing, as we know it today, is a way of attracting interested
customers to your website by providing engaging and valuable pieces
of content.

CONTENT MARKETING

ou want to grow traffic to your website, and blogs can do that by
targeting search terms related to your business. Once visitors land on
your website, you have the opportunity to engage them with more
content, convince them to make a purchase, or convert them into leads
for your sales team.
That might sound like a stretch, but content marketing is a proven, financially
efficient form of marketing. Because it focuses only on people who have
self-identified as potentially interested customers by searching for related
terms, it wastes fewer resources on uninterested or unqualified buyers. And

However, to
succeed,
content
marketing
must still
follow a
strategy.

unlike most other forms of advertising, it’s easy to track over time so you can
know what works and what doesn’t.

Here’s how to
build one.

PROCESS:
How to create and execute a content marketing strategy
Content marketing involves a lot of moving parts, and a good marketing
team knows how to fit them together to deliver measurable results.
However, doing so takes a lot of deep thought and strategy.

Ready to begin?
First, you need to establish an accurate
baseline for your metrics.

ANALYTICS

After your audit, you should know:
How much traffic you currently have on your website
How much time visitors spend on your pages

AUDIT
Before you launch your content marketing campaign, you
will need an accurate baseline against which to measure
your success. This means performing an analytics audit.
An audit looks at your current web traffic and pinpoints
any areas that might be holding you back, such as broken
links or poorly optimized pages. It identifies ways to

What percentage of your visitors bounce
Which pages contain broken links that need to be
cleaned up or redirected
Which pages are missing metadata descriptions or other
optimizations

Your audit can happen while
you develop other parts of
your campaign.

improve your site, and gives you the numbers on your
current performance.

But you should do it before
you put any plans in place or
make any adjustments to
your website.

PERSONA

PERSONAS
ARE MORE
THAN
DEMOGRAPHICS

WHEN IT COMES TO DEVELOPING CONTENT, buyer
personas are your first consideration. Your
buyer persona represents your ideal customer,
or a classic representation of each of your
target groups. Most businesses will have
different buyer personas for different services
or products. So if you're a clothing retailer that
specializes in maternity wear, you might have
one persona for newly expecting mothers, and
another for relatives and friends who want to
buy her gifts. These groups will have different
needs and interests, and you will target them
differently in your marketing.
WHEN

WE WORK WITH CLIENTS TO DEVELOP THEIR BUYER

PERSONAS, WE INTERVIEW THEM AND KEY MEMBERS OF
THEIR SALES TEAM.

If possible, we also interview
some of their key clients, or members of their
customer group. We want to know about their
motivations and fears, what might convince
them to make a purchase, and what benefits
they hope to gain from having done so.
PERSONAS

BE

ARE MORE THAN DEMOGRAPHICS.

DEVELOPED

ENOUGH

TO

DESCRIBE

THEY

ONE

SHOULD

OF

YOUR

CUSTOMERS, BUT GENERAL ENOUGH NOT TO BE BASED ON A
SPECIFIC PERSON.

Their purpose is to serve as a
comprehensive and relatable guide to who your
customers are and how your product or service
addresses their needs. Once you have that
persona firmly in mind, it's time to think about
their buyer's journey.

BUYER’S
Journey
ou probably can't remember the first time
you learned about Coca-Cola. As one of the
most widely-recognized brands in the world,
most of us encounter Coke before we're old enough

Typically we encounter a brand
several times before we ever
become a customer.

to buy it for ourselves.
But that's not the case with most brands.
Typically we encounter a brand several times
before we ever become a customer. And that
progress from non-customer to customer is what
we call the "buyer's journey."

And that progress from
non-customer to customer is
what we call the "buyer's
journey."

BUYER’S
Journey
The buyer's journey follows a well-defined path. It begins with the buyer unaware of the product, but aware of a problem that
needs to be solved. Eventually, the buyer discovers a solution—maybe yours, maybe a competitor's—and they begin to compare
brands. Now they are beginning to learn about their options, and have become a more knowledgeable, discerning shopper.
Finally, having narrowed their choices to a few key brands, they make a final selection and become a customer.
Put simply, it looks like this:

Brand Aware

Pain Aware

They know they have
a need but they don’t
know what to do
about it.

They know about your
brand and can compare
you to your competitors.

Solution Aware

They know a solution exists,
and are searching the
market for the best one.

Customer
They’ve made a purchase
and become your
customer.

The goal of a good content marketing strategy is to nurture potential customers along the stages of the buyer's journey until
they're ready to make a final decision. But your job doesn't end there. Good marketers know that retaining customers so that
they continue to make purchases is better than having to continuously recruit new ones.

This is where the content matrix comes into play.

How do you create content to
target every stage of the
buyer's journey?
We do this by assigning our content a task based on which stage of the
buyer's journey we need to target. Our goal is to create content pieces that
will draw a buyer further down the path toward becoming a customer, and
then give them reasons to keep coming back.

What do we mean by those words, and what stages of the buyer's journey do they target?

1
2

Attract

This content is aimed at those in the earliest stage of the
buyer's journey. They may have a problem, but they don't
know how to fix it. Their questions are going to be broad,
and free of jargon. For instance, they know they need a
computer, but they haven't decided on a laptop or a
desktop, and they're certainly not googling for RAM or
hard drive capacity.

Convert
This content addresses those who are solution aware. It
assumes a higher level of knowledge about the subject
matter and seeks to inform the reader about advantages
and disadvantages. Converting content is what convinces
your visitor that your solution is the best.

3
4

Close

At this stage, a buyer might know they want your product
or service, but they still have a few hesitations holding
them back. Closing content addresses these fears and
uncertainties, and helps land the sale.

Delight

Once you've closed a customer, it's time to show them
they made the right choice. Delight content offers further
advice, introduces your visitors to all the ways your product makes their lives better, and encourages them to
return for more.

Your content matrix is a way of mapping all your proposed content to each of these
buying stages. And you will want to do this for each persona, as well.
While you probably won't target each stage equally (we favor attract and delight content),
you will want to cover them all in your strategy.

CONTENT MATRIX

To do this, content must attract, convert, close, and delight visitors.

KEYWORD
RESEARCH
ith your personas and content matrix in hand, it’s time to
start looking for keywords. Keywords are one of the key ways
you will build your SEO strength and track your results. They’ll also
help identify areas of interest that you should target with your
content.

However, to be effective, you can’t just use any keywords. You first

YOU DON’T
KNOW IF THE
TO YOUR SITE

easier to rank for, it’s also bringing a more qualified visitor to

ARE INTERESTED

yourself: if someone wanted to find my page, what would they need

SHOES, OR

you might expect searchers to look for “shoes.” That’s a keyword
with a lot of volume, but not a lot of specificity. You don’t know if
the people coming to your site are interested in purchasing shoes,
or reading up on the history or production methods of shoemaking.

on the keywords “shoes,” you want to think about “brown
leather oxfords size 9.” The specificity of this term is not only

IN PURCHASING

The classic example here involves shoes. If you’re a shoe retailer,

want or if they’re ready to buy them. So instead of focusing

PEOPLE COMING

need to pick ones that make sense for your business. Start by asking

to search for?

More importantly, you don’t know what kind of shoes they

READING UP ON
THE HISTORY OR

your site.
Furthermore, good SEO isn’t just about ranking for a few
high volume terms—it’s about ranking for lots and lots of
low-volume but high-conversion terms. This is what blogging
can do for you. By focusing on each of the buying stages for

PRODUCTION

all of your different personas, you can develop a topic list

METHODS OF

that covers a wide range of very specific subjects—each

SHOEMAKING.

article optimized for its own long keyword phrase.

Editorial Calendar
Your buyer personas, content matrix, and keyword research are valuable resources on their own, but the editorial calendar is where they combine
to create an action plan for your team. A good editorial calendar includes a production schedule, information about buyer stages and personas,
target keywords, and content buckets. At a glance, it should tell you what is being published when, and how each piece of that content fits into
your content strategy.
Key columns include:

Due date
We recommend publishing
about two blog posts a week,
with new downloadable content
on a quarterly or semi-annual
schedule, and all content
publicized to social media as it
comes out.

Content Title
Planning out topics in advance
helps you stick to the schedule.
A list of topics also helps you
plan ahead for key events or
holidays, and it allows you to
diversify your posts.

Buyer Stage & Persona

If you have multiple personas
and plan to market to each of
them equally you may want
to make a separate editorial
calendar for each, or at least
color code them so you can
tell at a glance how well each
one is being covered.

Keyword
Keyword research will tell you
what terms are being
googled, and how difficult it
is to rank for them. For blogs,
each post should target a
distinct phrase.

Category
Most blogs have recurring
themes or categories. Just as
a newspaper has different
sections (“sports,” “finance,”
“entertainment”), your blog
will have similar subject areas
that you write to frequently.

A well-run marketing blog requires consistent time and attention each week, and keeping it coming out on time can be an
absorbing process. But it’s not the only kind of content you need to produce. While your blog will do the heavy lifting in terms
of drawing in traffic, there’s one more piece you need to generate leads.

DOWNLOADABLE
CONTENT
our downloadable content is the final key to your content marketing strategy. This is how you convert
visitors into leads for your sales team.
Downloadable content goes by various names. It’s also referred to

If you abuse your lead’s trust by spamming them with sales

as “DLC” or “gated content.” In academic or business circles, it can

offers, they’re likely to turn away. Instead, use their email carefully

be called a “whitepaper” or a “downloadable PDF.”

to nurture them further along the sales pipeline.

Whatever you call it, its purpose is the same: to provide visitors with

When they first download, send them a “thank you” email to make

an offer valuable enough that they’re willing to turn over their email

sure their contact information works. Then wait a day or two and

address to get it.

send them a related blog post. Maybe a week later you send them a
little more content.

Once you have their email address, they can enter your sales
pipeline. However, it’s important to remember that email addresses

If you send them five or six emails and they go unopened, stop.

are personal information and should be handled carefully.

They either don’t want to hear from you, or they’re not ready to
take action yet. Better to back off respectfully than alienate a
potential future customer.

What do you need to get the job done?
A good content marketer doesn’t work in the dark. Instead, they
rely on a toolkit of services to inform their strategy and measure
their success.
These are the top programs you need to know.

SEO Moz
Moz is an industry leader for keyword
research, and a convenient and powerful
tool for monitoring keyword rankings. We
turn to Moz for keyword data: what search
terms receive the most volume, and how
hard it is to rank for them.
Moz will also tell you what keywords you
currently rank for, and will track how your
rankings rise and fall in those lists.

SEMRush
SEM Rush and Moz have some overlap, but
like any craftsman knows, you should
always choose the right tool for the task
at hand. For site audits and a few other
SEO-related tasks, we prefer SEM Rush.
It’s helpful for detecting optimization
errors, and also for comparing domains
against each other.

Google
Analytics
How much time do visitors spend on your
page? How quickly do they leave? How
much traffic do you get on your pages,
and which ones perform best?
Google Analytics is your best resource for
tracking these metrics. And since they’re
the ones Google looks at to judge the
health and relevance of your page, they’re
ones you need to look at, too.

Inspectlet
What do your visitors do when they come to
your website? Inspectlet helps you find out.
Instead of relying on guesswork and
personal preference, Inspectlet shows you
how users behave.
Do they click on your button? Do they
read your blog to the end? If they land on
one page, do they quickly move to
another?
Don’t guess—know.

Google
AdWords
Your keyword research will help you learn exactly what
kind of search terms are most relevant to your
business. AdWords lets you target those search
terms directly, so that an advertisement for your
business will appear when they’re searched for.
While it costs money, it’s a good way to help draw
more traffic to your website and is an excellent
supplement to your content strategy.
Most importantly, you can combine AdWords with
your downloadable content to create highly
targeted landing pages. By focusing on
less-competitive, long-tail keywords you can get
more for your budget and see better results.

How to Measure Success
A good content marketing plan begins with the goal in mind.
You can launch a campaign and then describe what it did, but that’s like driving
down a road without a map and hoping you end up at the right place.
Sure, you might get there, but you’d better hope you’re not in a hurry.

REPORTING

Instead, begin by identifying both the goal you want to achieve and the
metrics which will help you understand if you’re getting there. If your goal
is “grow our number of qualified leads,” then metrics might include things
like “increase traffic to the website,” “grow keyword rankings,” and
“generate qualified leads using downloadable content.”

The key lies in choosing goals that
can be tied to certain metrics.
You can trace your web traﬃc
through Google Analytics, your
keyword rankings through Moz, and

your leads through a CRM such
as Salesforce.

WHAT DOES CONTENT
MARKETING COST?
f course, before you make a major investment in any marketing project, you will want to know if it fits within your
budget.
Content marketing can be done on almost any scale, but following the process outlined above, most companies would
start at about 40 hours a month, plus costs for AdWords, for a total of about 6K a month.
Broken down that’s:

Content marketing

5k/mo.

Sharpspring:

AdWords:

Total

$500/mo.

$300 –
500/mo.

$ 5,300 5,500/mo.

IS IT WORTH IT?
Well, let’s consider two other questions instead:

1

What will my content marketing campaign
need to achieve to be a worthwhile
investment?
You should know the answer to the first

2

Is there any better way of achieving that
same goal?
As for the second question, marketing can be

question based on the work you did

done on many fronts, and with an unlimited

identifying metrics earlier. If your content

budget, there’s no need to stick to just one. But

marketing campaign can hit those goals with

on a limited budget, few options surpass content

that budget, then it’s done its job.

marketing for the results it can deliver.

For one, many alternative marketing options are expensive. It’s easy to put thousands of dollars into
billboards, TV spots, and print mailers with very few ways of measuring how well they performed.
More importantly, once these campaigns finish, they’re gone for good. The moment you stop investing in
them, they stop delivering results.

Content marketing lasts. When you blog regularly, the organic
traffic you earn from Google will continue to come your way. And
the blogs you write will keep working for you, years after you
publish them.
In other words, content marketing is cumulative. It builds on itself
and continues to draw in leads even if you have to suspend a
campaign or temporarily divert resources elsewhere. And the
content you create is flexible: what you write first as a blog can
later become an email, and if you pull a few posts together it
becomes an ebook.

So, is it worth it? For increased traffic
that can generate qualified leads,
engage your returning customers,
automate your sales process, and build
your organic search rankings, I’d put
that as an unqualified “Yes.”
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