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How to be seen and
get your content in front
of your customers
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Client
Experience

—_



The Current Landscape

—_—



http://www.gartner.com/newsroom/id/2522415

Content Marketing

*Note, the dips in search
traffic correspond each
year with December

and the holiday season.



What is
Content
MCI rketi ngr'?arketing and

Content marketing is a strat

business process focused on creating and
distributing valuable, relevant, and consistent
content to attract and retain a clearly defined
audience, and ultimately,

to drive profitable customer action.

®




Our Content
Marketing
Approach

—_—

01

Provide unique,
valuable and
engaging content

03

Focus on the data
not the new and
shiny

05

Have a plan

02

Tell your brand story
iIna meaningful
way

04

Personalise the
content

06

Test and try new
formats



Build your content
marketing strategy into
your sales funnel
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The Funnel



The Funnel + Channel



The Funnel + Channel
+ Content



Awareness
Stage Overview

Content Examples

e Infographics

e e Competitions
e FEvents
e Tools
e eBooks

e How To/ In depth guides
e 10x Content
e Podcasts

e \Webinars



Consideration
Stage Overview

o e eBooks
e How To/ In depth

Content Examples

e Tools

e (uides

e 10x Content
e Webinars

e (Case Studies

° Demos



Cconversion
Stage Overview

e e Testimonials

Content Examples

e (Case Studies

° Reviews



Loyalty + Advocqcy Content Examples

Stages Overview

—

Offers

Events

Tools

Support + Guides

Competitions



Client Case Study

Content
Marketing

—_—



Awareness
Stage

—_—

Metrics

e Reach

e  Clicks + Traffic

e  Engagement [Likes, Shares, Follows]
e  Impressions

e Timeon Site

e  Length of Video watched

e  Email Database growth



Consideration
Stage
Strategy

Metrics

e  Email Database growth
e  Emails Sent

e  (Open Rates

e  Length of Video watched

° Time on Site



Conversion
Stage
Strategy

Metrics

e  Click Through Rates
° Conversion Rate

e  Cost Per Acquisition



Loyalty +
Ad Voca cy #bellamysbuddies
S t Yd tegy #bellamysdreamers

Metrics

e  Engagement [Likes, Shares, Follows]
e Timeon Site

° Open Rates

° Email database
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Chippendale NSW 2008 Melbourne VIC 3000

Australia Australia

+61 2 8806 6800 +61 3 8488 7821 =i
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+61 2 8806 6800
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Singapore Office USA Office =

3 Temasek Avenue L2, 119 Nueces St ‘

#18-01 Centennial Tower Austin TX, 78701

Singapore 039190 TN

+65 6813 3099 +1 512 693-4009



