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THE STORY 
OF CONTENT
Have you ever seen a product post or 
video on the internet that influenced your 
decision and took you an inch closer 
towards buying it? 

Think about it for a second. You are 
definitely hearing a yes in your head 
already. This is just one element of how 
content marketing is playing an important 
part in driving our purchase related 
decision making as an audience. With the 
age of technology every brand, every 
company is making sure that their online 
presence is top-notch. And that online 
presence is facilitated through content. 

With the growing number of smartphones 
users, which is estimated to grow by 10% 
each year, the amount of content 
consumed by smartphone users is also 
increasing. Nearly 70% of the audience is 
said to have known the brand or product 
better through their blog posts or articles. 
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With the increased popularity of Social Media among the 
population, you might be behind the curve if you have not 
stepped up on your content marketing efforts for your 
business. 

Content here means not just articles or blogs, but also videos, 
podcasts, creative posters, infographics and other formats. And 
making this content available to your buyer, through the right words, 
through the right channel and at the right time, is where the marketing 
would play the part. 

Creating content is the best form of 
inbound marketing, where brands 
offer free and useful information to 
attract potential customers to their 
website and create a quality 
engagement for existing customers 
as well. 

For instance, you create a video 
about the uses and benefits of your 
product, which is the best way a 
customer will be able to connect to 
your brand. This will lead to a 
greater rate of lead conversions. 
According to Hubspot, an inbound 
marketing services platform, 
Content marketing brings in 3X as 
many leads as traditional marketing 
and costs 62% less.
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UNDERSTANDING CONTENT AND CONTENT MARKETING

Content is the strongest tool at the disposal of any brand / 
organization / company. As per Hubspot, 70% of marketers 
globally are investing time in content marketing. 

Whether you are a brand focusing on traditional advertising 
and marketing or unconventional digital marketing methods, 
content is an inevitable part of every marketing strategy. 

Content is everywhere. Only the modes of delivery of content 
are different. From traditional modes like blogs, videos and 
website content to more recent modes like podcasts, SEO, 
and social media marketing, everything is content.

It is also one of the most innovative and experimental tools 
used by brands today to engage with audiences. 

Content marketing is a wholesome experience where a brand 
does not directly promote its products or services but instead 
creates educational content around that subject or relevant 
industry.

Content marketing is a way for companies and brands to 
reach out to customers without directly pushing their 
products and services. It generates value for customers and 
increases their awareness of the products and services of the 
brand, in turn, generating leads for the company. 5



IMPORTANCE OF CONTENT MARKETING
More than 70 per cent of customers prefer engaging with a company 
about its products and services through some form of content.

If you leverage the power of content right, your brand can build a 
relationship with customers and prospective customers which has a 
lot more value beyond transactional value. 

The content space is an ever-evolving space with limitless possibilities. 
The shifting trends of content have witnessed the growth of written 
content (blogs), to pictures (Instagram, Pinterest and Facebook), and 
now towards videos (TikTok, YouTube) and podcasts. 

Through content directed towards the relevant industries, brands are 
able to generate interest among audiences towards their products and 
services with a lot more skin in the game. 

Due to this scope of constant innovation, marketers worldwide are 
planning to increase their investment in content marketing. 

Audiences feel engaged and informed, and as a result more 
connected towards the brand.

As per Demand Metric, lead generation through content marketing is 
three times more effective when compared to other traditional 
channels of outbound marketing. 

6



CONTENT MARKETING EXAMPLE
Let us understand content marketing through the following example: 

Let us say that a company deals with organising trips for 
women. There are various ways for them to promote their 
services. Some of the traditional channels include advertising, 
direct selling, reference discounts, etc. 

Now if the same company chooses to engage with their 
audiences through content marketing, this is how they 
would proceed. They start making blogs about tips for 
women travellers, or vlogs (video blogs) about their trips. 

This way, instead of directly asking women travellers to 
join them for a trip, they are sharing their experiences and 
learnings with their audiences. 

Next time a woman is planning to go for a solo trip and 
Googles safety tips for women travellers, they can land upon 
this company’s blog and find out more about the services of 
the company. 

This way, by generating useful content for an audience, you are likely 
to reach out to the prospective customers who are already looking for 
something similar to what you are offering. Content marketing, 
therefore, allows you to target your audience more effectively and 
focus your marketing efforts on a specific type of audience. 
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CONTENT 
PLANNING 
AND 
STRATEGY 
FOR AN 
ORGANIZATION
The following steps are 
involved for every company 
that is planning their 
content strategy: 

Content Goals

Create a buyer 
persona

Understand the 
buyer’s journey

Conduct a 
content audit

Selecting topics

Selecting channels 
and formats

Creating a content 
plan and a content 
calendar

Content Promotion
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

The first step towards planning a successful content marketing 
strategy is to create specific objectives related to what a company 
plans to achieve through their content marketing campaign. 

Establishing content goals lets you focus on directing your content 
campaign towards the fulfilment of those specific objectives. 

In addition to that, establishing specific objectives also helps you 
measure the effectiveness and success of your content campaign. 

These goals can be derived from a broader set of marketing 
objectives of the company or the company vision and mission.

Once the objectives and goals of the content campaign are clearly 
defined, each piece of content can be curated in line with the goals 
and objectives. 

For instance, one of the objectives of a content marketing 
campaign can be to generate 20 per cent more leads and increase 
organic traffic on the company website by 30 per cent. 

Step 1 - Content Goals

Being aware of your content goals is like being aware of the 
destination for which you are about to undertake a journey. Without 
a destination, it does not matter which path you choose because 
you didn’t know where you were going anyway. But with a clear 
destination, the path to it also comes into focus and you are able to 
measure your success by estimating how close or far ahead you 
are from your destination. 
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

Almost every qualified marketer uses a buyer persona before 
making a detailed content marketing campaign. Here are a few 
tips to understand the buyer persona and create a detailed one 
for your company:

The first step is to understand what a buyer persona means. It is 
nothing but a fictitious persona of a prospective buyer for your 
product or service. It is what an ideal buyer/customer looks like 
based on data, research and theory. 

Once you understand the buyer persona for a particular product or 
service, you can direct all your efforts towards adding value to the 
persona and addressing the key issues faced by it. Your marketing 
efforts can be focused on the channels used by your buyer 
persona the most. 

While buyer personas are primarily based on research, they 
should also include insights from your own primary research to 
strengthen your research findings and get an accurate picture of 
the buyer persona to the extent possible. 

Every buyer persona is unique. You can also create a negative 
persona to understand what customers are definitely out of your 
target range. 

You can use forms, sales team feedback, direct interviews, 
analytics, and various other tools to understand your leads or the 
characteristics of the audience that consumes your content. You 
can also take inspiration from other companies in the same 
industry. 

Step 2 - Create a buyer persona
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION
After understanding the key demographics, challenges, dreams, 
objectives, and identifying opportunities of your ideal buyer, your 
sales and marketing team can develop conversations targeting 
the buyer. Your content should also target the key characteristics 
of the buyer. 

This process also helps a brand in understanding what a buyer 
expects from any brand trying to solve a particular problem. 
You can create separate personas for separate products and 
services. 

What makes the process of creating a buyer persona extremely 
unique is that it appeals to humans and gives marketing a 
human touch. It reminds the marketing and content team that 
they are reaching out to human beings with dynamic 
characteristics yet some unique features that bind them 
together, creating more empathy in the process.
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

Every buyer goes through a journey before finally arriving at the 
decision to buy a particular product or use a particular service. 
Depending on the product or service type, each journey is unique. 

For instance, before buying a laptop, a buyer undergoes various 
steps. The first step is the awareness that he/she needs a laptop 
and the specifications of his/her needs. The second step is to 
consider various options and weigh its pros and cons and the 
final step is to make a decision about which laptop suits his/her 
needs the best. 

Now the question is, why is this journey relevant for the laptop 
company? Once the company understands the steps involved in 
the process of decision making for the buyer, it can work on 
creating content for each step of the buyer’s journey. 

If the buyer receives useful information from the company at each 
step of the process, say a blog on ‘how to buy a laptop’ or ‘what to 
consider while buying a laptop’, he/she will feel better engaged with 
the company and is less likely to fall out of the process. 

Needless to say, understanding the buyer’s journey also helps the 
company market the product in the right way to project why their 
product is the best solution to the problem faced by the customer. 

Step 3 - Understand the buyer’s journey

Content has enabled a brand to be with a buyer at each step of the 
decision-making process and guide him/her with the help of the 
knowledge that the brand posses. 
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

This step is very important at this stage of forming a content 
strategy for any company / brand / organization.

A content audit is nothing but an analysis of existing content 
already put out by the brand, its performance in terms of traffic 
and views and then its redirection towards the improved 
content strategy and objectives discussed in Step 1.

A content audit reveals the gap that needs to be bridged 
between the current content status of the company and the 
content status that the company is currently targeting. 

The process will also help you in organizing your existing 
content within the parameters of your new content strategy.

Step 4 - Conduct a content audit

A content audit may seem useless or exhaustive at first but it 
helps a brand use and re-use its existing content in a new way, 
also known as recycling of content, later explained in the 
document. 
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

In order to get your audience to engage with your brand and your 
content, you will have to create content on topics that resonate with 
them. A brand needs to create content on topics that the audience 
cares about in order for them to care about the brand. 

Through a study of direct interaction with customers, secondary 
research around content consumption and popular keywords and 
questions that are popular for your particular niche, you can get a 
broad understanding of the topics that interest your audience. 

In the initial content creation phase, it is okay to not delve into 
specific details of the topics that interest your target audience. But 
broadly, the topics should focus on things that interest your 
prospective customers. 

This will keep them hooked to your content and at later stages, you 
can directly take suggestions from the audience about what topics 
are relevant for them. Many independent content creators in the 
industry follow this strategy. 

You can also consult with or take inspiration from other creators in 
the same domain to get started.

Step 5 - Selecting topics

A great way to get the topics just right, in sync with your 
audience’s interest is to interact with your sales team. The sales 
team directly interacts with your prospective customers and can 
have the most real and helpful insights that can help you in 
creating useful and effective content. 
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

This is the step where the buyer persona and the buyer’s journey 
can be put to the maximum use. Selecting the right channels and 
formats means selecting the ones that will be the most appropriate 
for your target audience.

Depending on the buyer persona and which form of content he/she 
uses in the buyer’s journey while making a decision about the 
purchase, your company can select among the various channels and 
formats of content creation. 

Some of the formats include videos, emails, blogs, articles, 
ebooks, Slideshare content,  podcasts, posts, etc. Similarly, 
channels mean setting up the infrastructure like a YouTube / 
TikTok channel for videos, a Spotify account for podcasts, a blog 
page on the company website and so on. 

You do not have to stick to a particular format or channel. In fact, in 
most cases, companies focus on a comprehensive mix of content 
in different formats and through different channels. 

It might be useful to think on the lines of where does this format 
and channel fit in the buyer’s journey and does it match with the 
buyer persona you created. 

Step 6 - Selecting channels and formats

The best format and channel is the one that serves your buyer 
persona the best. In addition, keep in mind that the channel and 
format should be one in which your company can produce 
consistent good-quality content. 

15



CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

Production of content can be a complicated process. It involves 
a lot of steps and many overlap each other when it comes to 
timelines. 

Based on your objectives and the channels of content that you have 
identified, you can create a content plan to guide your content 
marketing team. 

In order to sort through the process and create a smooth workflow 
for yourself and your content team, create a content plan and 
calendar for the upcoming year. 

A content calendar is nothing but a calendar with targets of 
which content piece should go out on which date. It will require 
you to search for topics for a significant amount of time that can 
be covered by your team. 

Of course, if your product or service is impacted by trends in the 
industry that keep changing frequently, you can leave space in 
your content calendar for time-based content pieces, the topics of 
which can be decided on need basis. 

Step 7 - Creating a content plan and a
content calendar
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

A strong and robust content plan and a packed calendar is a true 
reflection of a well-thought-of content strategy. However, it should 
be in accordance with your organizational capabilities. 
Outsourcing content creation and promotion to professionals can 
be a good idea if your own current capabilities as an organization 
are limited. It helps you expand your bandwidth. 

Your content plan and calendar can include the date, type of 
content, channels to be shared on, author or person responsible for 
the content piece, and other fields as per the working of your 
content team. 
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CONTENT PLANNING AND STRATEGY FOR AN ORGANIZATION

Needless to say, creating content is just one step in the process 
of digital content marketing. In order for more and more people 
to see and consume your content, you need to focus on content 
promotion as well.

One important thing to understand about the content space is 
that it is crowded. So in addition to creating unique content that 
adds value to your audience, you need to undertake certain 
steps to promote your content and make it visible for your 
audience. 

In order to make your content rank on top for different search 
engines or for audiences to notice your content, there are 
multiple content promotion tools that you can use. These tools 
include social media, email marketing, paid promotions, 
collaborations, guest posts, and third-party promotions. Each of 
these tools has been discussed in detail later in the document. 

Step 8 - Content Promotion

Each of these methods of content promotion uses different 
mediums and the guidelines for each medium are different. 
Again, similar to channels for sharing your content, your methods 
of content promotion should be in sync with the buyer persona 
and which medium would he/she be the most comfortable with 
while consuming content. 
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CONTENT 
CREATION 
PROCESS

Search Engine 
Optimization (SEO)

Ideation

Writing

Editing

Designing

Publishing/ Posting/ 
Uploading

1

2

3

4

5

6
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CONTENT CREATION PROCESS

The most important thing about content is Search Engine 
Optimization(SEO). It is the process of optimizing your content 
to rank on top for different search results in various search 
engines. 

One of the most basic ways to ensure that your content is 
search engine optimized is to use tools to generate keywords. 
Keywords are the words with the most number of searches 
and using such words related to your industry and content 
topic would increase the visibility of the content piece on the 
search engine. 

In this process as well, creating a buyer persona helps, as it will 
help you understand what the customers want to hear from you 
or what kind of questions they look for on the internet. Your 
content can focus on the same questions to maximize your 
chances of appearing on the first page of the search engine. 

Step 1 - Search Engine Optimization (SEO)

Now consider the relevance of the topic for a wider audience 
as you are trying to cater not a single person but a wider mass.
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CONTENT CREATION PROCESS

● Simply search on google and watch for the auto-filled fields 
to get a basic idea. 

After you understand your buyer persona’s questions based on 
their goals and demands to cater to their problems, search for a 
keyword to find out how many people search for something 
similar. Searching for a keyword can be done in several ways:

● Use keywords research tools like SEMRush or Moz Keyword 
Explorer.

● Checkout related searches on Search Engine Result Pages 
(SERPs)

In addition to this, target long-tail, low-volume keywords with 
minimal keyword difficulty. This will increase your chance at 
ranking for keywords and getting your content more visibility.  

21



CONTENT CREATION PROCESS

Once you have successfully completed the keyword search related to 
your niche, it is the time to brainstorm and ideate the type of content 
you want to send out: 

You can start by looking out for what is already existing on the 
internet, on a competitor’s site, and you can also take inspiration 
from books. This would help you understand the kind of content you 
want to create. 

The basic idea is to match your product or service with the needs 
of your buyer. The consumer connects the most when you address 
what they want to hear. 

Step 2 - Ideation

You can indulge in the process of creativity, design thinking, and 
storytelling for sending out your message. Tweak the general 
perception of the audience about an issue or products by giving it a 
fresh lookout, and your audience might like the unique and new 
thought brought to the table. 

The best way to go forward is to create a topic cluster, which 
means you create the main content on a certain topic with a 
keyword, which then links to some other content you have created 
on related subtopics. This is also an effective digital marketing tool 
called interlinking of web pages. 

For example, you have created a post on the benefits of natural 
health practices, with topics like eating healthy, fitness, and 
lifestyle. You can go further by exploring the subtopics in detail in 
another post, which would help target long-term keywords.
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CONTENT CREATION PROCESS

The most important part of creating content is writing the script, be it 
for a blog post, video, podcast. It is at this point that you can put your 
ideation to execution. And it is recommended to be as creative as 
you can.

Imagine you are writing to your buyer persona, in their words, using 
their humour mechanism and in their own voice which directly 
resonates with them. This helps build empathy in writing.

Try and make content which is unique and not simply a format of 
information. The idea is to catch their initial attention with a good 
title and meta description.

Step 3 - Writing

Heading forward though you want to create quality content that 
adds value to your audience in some way. Many times, keeping it 
simple is the key as vocabulary is not a reflection of quality. Simple 
content connects with a larger audience. 

Keep your content thorough but concise at the same time. Your 
message should be powerful but not lengthy. That might take away 
the audience’s attention and the whole message will not be 
successfully delivered.

This is not to say that your content can not be lengthy. If it is 
in-depth and explores multiple dimensions of the topic, audiences 
usually prefer larger pieces of content. 

And most importantly, try and create a relevant story for the buyer. 
Storytelling is the master tool for connecting the audience and 
move them to action.
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CONTENT CREATION PROCESS

After you complete writing a content piece, you might be excited 
to publish it or sceptical to do it at the same time. 

If you are very sure about the grammatical accuracy and the 
language and appropriateness of the content, then you might go 
forward and publish it. But it is advisable to wait for a day or 
two, to review it with fresh eyes.

Mostly in writing creative pieces, after completing the writing, you 
can leave the conclusion for later and marinate the idea for a day 
or two. Let your thoughts simmer and come back to the piece for 
a fresh perspective.

Step 4 - Editing

There might be some amazing new approach to your idea and you 
will be able to give a much better close to it. This is just a creative 
tip if you want to take your content a step further.

Some elements to look out for while editing include active voice, 
clear language, short sentences and a lot of whitespaces. You 
can also ask a colleague or a friend to review it so to eliminate the 
doubt of missing out on a detail.

And if you are willing to minimize your effort for basic editing, you 
can rely on tools like Grammarly and Hemingway Editor.
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CONTENT CREATION PROCESS

The chances of people catching attention to a visual description 
are more than chances for a written one. To bring the audience 
to your written piece you might want to design something great 
to make them click on your content. This is also a vital element 
for social media marketing. 

Again as we talk about content, it includes everything from write 
up to videos and podcasts. You can create wonders when it 
comes to designing in all formats of content alike. 

Step 5 - Designing

You can design a poster for your new blog and post it on social 
media so that people are genuinely interested in reading it. 

You can create a great video to pass on your content as people 
are more likely to watch something than read out when they are in 
a hurry. 

Another great upcoming tool which is in trend is a podcast. The 
reason audiences enjoy podcasts is that they can hear it on the 
go, while cooking or finishing basic chores or even while 
exercising.

To design the content is to first understand the effective medium 
for that particular topic and second to add visual creatives to it to 
make it more visible and appealing. 
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CONTENT CREATION PROCESS

Once you are up and ready with your content and design, it is 
time to get it out. This may seem like an easy part of the 
process but it involves a lot of critical thinking. 

Content has to be delivered in such a way and time that the 
audience is ready to absorb it. For example, if you want to publish 
a video talking about some ailment common among women, you 
might want to look out for a day specifically dedicated for it and 
schedule it accordingly.

Step 6 - Publishing / Posting / Uploading

Another thing to keep in mind is to share it with relevance to the 
trends and updates of the industry you are working with.

To reduce your efforts you can use any among the multiple 
Content Management Systems (CMS) available online. These 
platforms let you schedule your post for a specific time and date. 
So you can schedule and relax about catching that specific date 
to upload. 

One of the most important thing for content delivery is 
consistency. If you are posting a video or podcast on a specific 
day of the week, then make sure you follow some pattern as your 
dedicated audience would wait for it on that day and you can not 
disappoint them.

Being consistent also helps create your presence on search 
engines as well as social media. 
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METHODS OF CONTENT PROMOTION

Social 
Media

Email 
Marketing

Paid 
Promotions

Third-Party Promotions and Collaborations
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Content and content promotion can 
never be exclusive to social media. As a 
principle value, brands use social media 
to build a relationship with the audience, 
but it is also a great tool for content 
promotion. In fact, one of the most 
important elements of social media 
marketing is content marketing. Here’s 
how: 

Brands use social media for entertainment and sharing relatable content. 
This can be helpful to build a primary audience. Once the brand has a 
substantial audience, sharing their content on social media makes the 
best use of their network. 

Many social media users follow brands when they produce and share 
content which is not only relatable or entertaining but also knowledgeable 
and aware of the surroundings that the brand is operating in. 

Through websites, blogs, videos, podcasts and e-books, brands can share 
lengthy in-depth content pieces. Through social media, brands can attract 
the audience towards that content by providing snippets or teasers to 
that particular content piece. 

The key is to modify and improve the content as per every platform and 
its guidelines. Different things work for different platforms like Instagram, 
Facebook, Twitter, and Pinterest. It can be a good idea for brands to study 
audiences on these different platforms and work accordingly. 

Social Media
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Despite the world having 
moved on to faster ways of 
communicating and 
relationship building, emails 
are growing rapidly and so is 
email marketing. Almost half 
of the population worldwide 
uses an email account. Here’s 
how brands can harness the 
power of emails for content 
promotion: 

Brands gather and curate an email list through various channels. On 
most occasions, these lists include emails of people who have willingly 
signed up for updates from the brands. This already establishes a 
primary interest of the audience in whatever a brand has to offer. 

Email marketing is a great way to make sure your content reaches an 
audience that is interested in your brand. As per a study conducted by 
McKinsey & Company, email marketing can be 40 times more effective 
than social media when it comes to engaging customers.  

By making targeted segments out of your email list and curating 
personalized content for each segment, brands can increase the 
efficiency of their content promotion. This can improve website traffic, 
engagement rate, and reduce the bounce rate, also increasing the 
search engine ranking of the brand’s content. 

Email Marketing
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Paid promotions can also 
be referred to as 
advertisements. A brand 
can run advertisements to 
promote content on 
various platforms, 
including social media 
platforms such as 
Facebook, Instagram, 
Pinterest, YouTube etc. 
and search engines such 
as Google. 

Google ads are an effective way to reach out to a targeted audience with 
a dedicated buyer persona if you have already created one. 

Advertisements on social media platforms help brands not just 
promote their content but also increase their followers and help in lead 
generation. 

Some websites also go for direct advertisements and if your brand’s 
target audience is the same as their website, you can get your brand an 
advertisement on that website to reach out to more people. 

Paid Promotions
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There are many third-party 
websites that collaborate with 
other websites to promote their 
content. This can provide an 
entirely different exposure to the 
content. Brands are able to reach 
out to new audiences with 
collaborations. Through 
third-party promotions and 
collaborations, your brand can:

Increase traffic and engagement on the website

Increase brand awareness and generate engagement 

Improve brand recognition and recall value

Third-Party Promotions 
and Collaborations

Reach out to an entirely new set of audiences

Recycle old content for a new audience by making some changes 

Target your designed buyer persona on a new platform
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Recycling of content for content 
promotion and marketing is similar to 
performing a content audit. Brands 
modify and build on existing content to 
create relevant content that is in line 
with their content strategy. Here are 
some benefits of recycling content for 
content marketing:

Through the recycling of content, brands can promote evergreen 
content. One of the major issues in content management is ensuring 
consistency in content while not making any compromises in the quality 
of the content. Recycling evergreen content takes care of this issue very 
well. 

When a brand recycles the form of content, that is to say, change one 
form of content to the other, it can reach out to a wider audience with 
the same content piece. For instance, when you turn a podcast to a 
video or a live webinar into an e-book, your content reaches more 
people who prefer content consumption in one form over the other.

Brands also get a chance to update old content while recycling. 
Consider an example of an e-book that deals with climate change 
regulations of a country. When a brand reuses the content and shares it 
with an audience again, it can modify its content and update it with the 
latest version. 

Recycling of content
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Once a company/brand 
completes one cycle of content 
creation and promotion, it is 
advisable to analyse the results. 
Analysing results helps brands in 
measuring the success of the 
campaign and carve a better and 
improved way ahead. Here are 
some ways you can analyse the 
success of your content 
promotion campaign:

Use Analytics : Whether it is a Wordpress blog or an Instagram business 
profile, every platform has basic analytics about the number of views, 
shares, engagements, and likes for every post, blog, video, or podcast a 
company puts out there. 

Website Traffic : To analyse the success of your content promotion 
plan for your website, check out the increase/decrease in organic 
traffic, the bounce rate of the website, and change in leads or 
conversions through a landing page or through email subscribers or 
click rates. 

Social Media Following : To measure the impact of content promotion 
and marketing on your social media handles, check the growth 
(positive or negative) in the number of followers. Additionally, you can 
check out the analysis offered by each platform for each content piece. 

ANALYSIS 
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While it is normal to feel that it all comes down to the results of the 
content campaign, it is important to understand that the impact of a 
content marketing campaign can not be fully measured in numbers. 
Elements like brand positivity, positioning, recall value, etc. are difficult 
to be quantified but can have an impact on the brand image. 

Measure according to your goals : The success of a content marketing 
campaign depends on the extent to which it was able to achieve the 
goals and objectives that the brand had set in the first place. If your goal 
was to generate 1000 leads, check out the actual leads sourced from 
various platforms where your content was published. 

Compare : Once you have evaluated your performance, compare it with 
your goals. If your content promotion and marketing activities are able 
to achieve a good proportion of your set targets, this means that you 
are on the right track and you need to increase your efforts in the same 
direction. 

Rectify : On the other hand, if your results are not in line with your 
objectives, identify where you went wrong and take corrective 
measures. Professional content managing companies may be able to 
help you align your processes with the objectives as you progress. 

Don’t withdraw : If your goal or objective was to increase leads but only 
your followers on social media are improving, you just need to direct 
your efforts into converting those followers into leads. Withdrawing is 
not the solution. 
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Here is how content marketing and branding are closely related and go 
hand-in-hand:

Instead of sending out branded content which basically means 
advertisements hidden under content, brands these days are becoming 
more content-centric. Many of them are transforming from doing 
branded content to becoming a content brand. Here is how content 
marketing affects branding: 

● Content promotion increases brand awareness and familiarity 
with the core message that the brand wants to convey

CONTENT MARKETING AND BRANDING

● It helps the audience to segregate your brand and content from 
the rest of the market

● It helps people get an idea of what is happening behind the 
closed doors of a brand

● Through content, any company can establish a significant 
connection with its audience and build a business strategy with 
better insights from the audience 
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Here are the top three examples that every brand can learn 
a thing or two from:

CONTENT MARKETING 
EXAMPLES
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Orbit media is inherently a Chicago based web design and development 
agency. But instead of using paid advertising for promotions, they have 
built on their content marketing model in a brilliant way. 

Here is what you can learn from them:

Giving away useful information related to your niche will help people 
understand that you hold certain authority in the field

Investing in original content and independent research can be very 
helpful for building content

In content, collaboration is key

1. Orbit Media
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Spotify is the master of customizing content. Despite the large number of 
subscribers it enjoys, Spotify is known for generating content related to 
the extremely personalized playlists of the subscribers. They cherish their 
product by making it a habit that is celebrated among listeners 
throughout the world. 

Here’s what you can learn from them: 

Customization for clients is a gift for the brand

One can customize the content even with millions of subscribers and 
audiences

2. Spotify 
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This is one name that definitely deserves a special mention in this list. 
Not only did they identify one of the most pressing issues of the current 
times, but they are also able to consistently generate quality content 
related to the issue that the subscribers enjoy. 

You can learn the following things from them: 

Use all your channels to educate your subscribers

Use consistent communication through all your channels

3. Headspace

Maximise on user engagement. They did it through conversational 
videos and app notifications
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This list of Do’s and Dont’s is definitely not an exhaustive 
one but can be a good starting point for brands who are 

venturing into the field of content marketing:

THE

OF CONTENT
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Write original content. There are several blogs on the internet on every 
topic. If you only curate and combine information from those blogs, it 
will not be a value add for your potential customers

Set goals and stay consistent

Identify the human traits of your audience to build empathy through 
content

Make sure to put a Call-To-Action (CTA) request at the end of your 
content piece in sync with your objectives

Hire a professional, whether is it your own content manager or a 
professional content management team
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Don’t sell without permission. Once the audience is engaged, it will give 
you permission to send updates or promote your products

Don’t make everything you say an indirect selling endeavour

Don’t publish content irregularly. Don’t wait for an occasion to write or 
publish anything. Have a schedule for the content you wish to go out 
and leave some space for spontaneity

Don’t expect quick results

Don’t publish content with no purpose

Don’t overuse marketing lingo in your content that the audience may 
not understand

Don’t shy away from doing some serious groundwork to bring 
authenticity to your content
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We hope that this e-book was helpful to you 
in making a shift from a brand that sends 

out branded content to becoming a content 
brand.

Contact us for a professional consultation on how to use 
content marketing for your business growth today!
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