


About Me

• My name is Kristy Guthrie-Roth

• I’m a content strategist in KW
• I have a dog named Peanut
• I’m also a yoga teacher :)

• I work exclusively with companies who 
are committed to creating positive social 
change: brightlightcontent.com

http://brightlightcontent.com/


Introductions

Please tell us your name & what you do

Hallowe’en. Thoughts?



What We’ll Cover Today

• What is Content Marketing?

• Components of a Content 

Marketing Strategy
• Know Your Audience

• Know Your Brand

• Set Goals

• Break

• How to Make Great Content

• How Much Content Should 
You be Publishing?

• Creating an eNewsletter & 
High Value download

• Social Media

• Measurement

• Where do People go Wrong?

• Questions 



Resources for today’s class can be found here:

camptech.ca/content

http://camptech.ca/content


What Is Content Marketing?



What is Content Marketing?

• Creation & distribution of valuable, relevant, 
compelling content on a consistent basis to a target 
audience to see some profitable action

• Trust Building





Then Came the Internet



Purchase Path 



Will It Blend?

http://www.youtube.com/watch?v=DORyTWjqg7U




Food & Drink



River Pools

http://www.youtube.com/watch?v=mMYu4Y_OkBw


MEC 



Why Invest In  Trust Building Content

If you consistently solve your audience’s problems and 
give them the information they’re looking for, they will 
grow to:

• Know You
• Like You
• Trust You

And then you can sell to them.



Why Content?
• Drives your SEO
• Fuels your social media 
• Captures leads 
• Differentiates your brand and products/services
• Establishes you as a leader in your industry
• Moves people through the purchase funnel
• Can be used by multiple stakeholders in your company 

• marketing 
• sales
• HR

• Measurable 
• Won’t go “out of style” with rapidly changing tech
• Helps your customers solve problems and make the best 

decisions = delivers value to your audience



Cons of Content Marketing

• It’s a commitment
• 9 - 17 months 

• It changes the way you think about marketing.
• Think: culture not campaign
• Focus on content everyday 

• Easy to do it “wrong”



This Isn’t About Sales

You’re publishing meaningful, relevant, and compelling 
content on a consistent and ongoing basis with the intent 
to solve your customers’ problems. 

Not sell them something. 



Don’t sell your story, tell your story



How To Get Started



Start With a Strategy

1. Set Goals 
2. Know Your Audience
3. Know Your Voice 
4. Map Your Knowledge 
5. Set Your Intention 
6. Write Content Mission Statement
7. Create Editorial Calendar



What Are You Trying To Do?

• Awareness & Brand Building?
• Sales & Conversions?
• Loyalty & Advocacy?



What Needle Do You Want To Move?

• Sales
• Conversions
• Repeat Purchases
• Eyes on Site
• Engagement
• Shorten sales cycle
• Turnover



What Do You Want Them To Do?

• Buy
• Subscribe 
• Like/Follow
• Find Website
• Talk to Rep
• Attend Event
• Fill out Survey



Set Campaign Goals, Not Content Goals

• You won’t necessarily set goals for your “content” 
• Instead, create campaigns with SMART goals
• Specific

Measurable
Achievable
Relevant
Time-bound





Know Your Audience

• Audience = customers & prospects 

• Segment and think niche



Who Are They

Demographics

• Age
• Gender
• Education level
• Income level
• Location
• Marital Status

Psychographics

• Opinions
• Beliefs
• Personality traits
• Lifestyle choices
• What’s their scene? 
• What are they into?

Priorities, Concerns & 

Pain Points

• What keeps them up at 
night?

• What are the top priorities 
in their role?

• What are their 
alternatives to purchase?

• What’s the worst part of 
their day/job?



Know Your Audience

• Who are they? 

• What conversations do they want to have?
• What information are they looking for?
• What do they love, like, and hate?

• What are they concerned about?
• What problems do they have? How can I help them 

solve them?



How Do You Get This Info?

• Ask! 
• Surveys, interviews, 

sales touchpoints

• Research

• Estimate

• Google!



Who Are You?



Establishing Your Expertise

• What is your area of expertise?
• What special knowledge & skills do you have?
• Why will people trust you?
• What are you/your company passionate about?
• What stories do you have to tell?

• What makes you so great?
• Features & Benefits 
• Differentiators
• People 
• Reasons to believe and proof points 



Establishing Your Brand’s Voice

• Brand personality
• Look & feel 
• Voice & tone 

• How does it feel to 
interact with you?

• What should I 
expect?



Map Out Your Knowledge



Remember:

You must provide value before you can extract value 

Build your audience 

Monetize that audience



What’s Your Intention?

Using content on our 
website to tell the 

story of our brand, the 
features & benefits of 
our products, position 
our people as thought 

leaders.

Using content to 
become the leading 
expert in landscape 

design, helping 
homeowners simplify 

and beautify their 
backyards.



Writing a Content Mission Statement

1. core target audience
2. what will be delivered
3. outcome for the audience

Become the leading expert in landscape 
design, helping homeowners simplify and 

beautify their backyards.

Our blog is where digital marketers 
find practical, expert advice on web 
design and content marketing. Our 
goal is to help you get better results 

from the web.

Welcome to Inc.com, the place where 
entrepreneurs and business owners can 
find useful information, advice, insights, 

resources and inspiration for running and 
growing their businesses.

Whether it’s a delicious recipe, an inspiring décor idea 
or a refreshing approach to organizing, we strive to 

help you [Moms] create a home that’s truly your own. 
Everything we do here is designed to empower and 

inspire you to make your home even better, and most 
importantly, a place you love to be.



Three Pillars of Your Content Marketing Plan

1. Content Platform
a. Blog
b. Video 
c. Podcast

2. eMail Marketing
3. High Value Content & Downloads
4. Social Media & Sharing 



How Much Content Should You Be Publishing?

• More is better than less

• Quality is crucial 

• Consistency is key

• Aim for weekly publishing & daily social media 

posting

• If you can consistently publish daily, great! Do it!



Content Planning

• Being Consistent is so important 

• Planning content will help you save time & money AND 

boost engagement

• Get an editorial calendar set-up!

• Excel
• CoSchedule
• Asana
• HubSpot



Content Planning

• What messages/stories are most 
important to us? To our target 
audience?

• When is our audience online?
• WHERE is our audience online?
• What is/has been successful with them?
• What is the bulk of our existing 

content?
• What resources do we have available?
• What are the best formats to share 

certain stories?



How To Create Great Content



Creating Content

Three Legs of the Content Marketing Stool:

• Digital
• Print
• In-Person



Before You Start Creating Content

Intention: Be the leading expert in a niche area

Reflect on your Content Mission Statement

Always be the custodian of the  customer’s viewpoint



What Makes Great Content?

• Relevant - written/developed for a single audience

• Valuable - enough said?
• Write an “outcome” or “so what” statement for each 

content piece to be sure you’re truly delivering value

• Compelling - fun, interesting, new, good storytelling, 
trustworthy 
• What’s compelling will vary according to your audience



Writing Great Blog Posts 

• Varied structure 



Writing Great Blog Posts 

• Great Headlines



Writing Great Blog Posts 

• Great Formatting



Formatting Best Practices

• Headers
• Every 3 paragraphs or page scroll
• Highlight key points 
• Keep the reader interested
• SEO keywords 
• Bring the piece to life



Formatting Best Practices

• Pictures
• Really important!
• Minimum one per post
• Images match your brand
• Beware of bad stock photography
• Use throughout to illustrate your point



Formatting Best Practices

• Interlinking - hyperlinking words throughout your 
content to other content, both owned & external 

• Why?
• UX - help readers fall through the rabbit hole
• SEO 



Formatting Best Practices

• Bullet Points

• Call Out Boxes

• Social Media Integration

• Visual Examples



Where Does All This Content Come From?



Sounds Great, But...

• As a marketing person, I just don’t have the knowledge or access 
to the information needed to write great, compelling thought 
leadership content

• And the thought leaders in my company won’t/can’t write 
anything

 

• I don’t have the time or budget to develop enough content



Great Places To Look For Content:

• Sent Mail

• PPTs, Presentations, Pitches, Grant Applications

• Record Phone Calls & Meetings

• Conduct Interviews

• Ask for Volunteers

• Guest Bloggers 



Atomizing Content

• 1:8
• Get the most traction with every content piece



eMail Marketing



eMail

• Capturing email addresses = owning your audience 

• Isn’t email dead? (No!)

• Be the email that people love to open

• Consistently deliver value and people will trust you 

when you start with sales messaging



eNewsletter

Pick a Platform

• Constant Contact
• Mailchimp
• Campaign Monitor
• Hubspot
• Pardot
• Infusionsoft

Things to look for / Consider:

• Easy to brand 
• Easy to edit & update
• Good list management & 

segmentation
• Mobile responsive
• Good reporting & analytics
• Marketing automation



What Should You Send?

• Awesome, relevant content 
• News & events
• Sales & promotions
• Poll questions 
• Links back to your website 



eMail Tips

• Be thoughtful with your subject line
• Including the “preheader” 

• Keep in mind:
• Your Audience (duh!)
• Character count 

• 40 - 65 characters
• Shorter is better for mobile 

• Test & monitor engagement



eMail Subject Lines



eMail Tips

• Consistency is key!

• Daily, weekly, bi-weekly, monthly - all have a place, 
depends on your:
• audience
• content plan
• ability to be consistent

• *** This is about delivering value to inboxes, not 
advertisements ***



High Value Content



High Value Content

• SEO
• Incentive to hand over their 

email address 
• eBook
• Guide
• Course 
• Workbook
• Template
• Tool
• Research
• Annual report







Why is Email Capture So Important?

• That’s your audience!

• You have control

• Measurement & retargeting



Always Drive To Your Website & Email Capture



What About Social Media?

• Social media is a great place to find & be found by your 
audience members

• It’s a great tool for:
• sharing your content > amplifying reach
• monitoring what people like & don’t like
• listening and looking for trending topics and issues

• Don’t build your home on rented land



Social Media Tips

• Consistency is key

• Honour the channel

• Don’t blast the same content across all channels

• Engage with fans & followers

• Drive back to your website 



Measurement 



Meaningful Measurement

• You can and should be measuring your content’s 
performance 

Consumption Retention

Sharing Engagement



Consumption

• Are people consuming my 
content?

• Which channels are they 
consuming my content on?

• What are their content 
consumption behaviors and 
preferences?

Google Analytics 

• Page Views - tell you how many 
and which of your content pages 
your visitors are consuming.

• Unique Visitors - get a sense for 
the overall size of your audience 
and how much of your traffic is 
repeat visitors.

• Average Time On Page - Are they 
reading or viewing the content 
thoroughly or are they quickly 
skimming?



Consumption

Assets (High Value Downloads)

• Downloads
• Form Completions 

Measurable through:

• Website & Widgets
• Gravity Forms

• Marketing Automation system 
• Infusionsoft
• Hubspot
• Etc.

Social Media 

• Link Click Throughs 
• bit.ly

Email

• Open Rate
• Clicks

• Constant Contact
• MailChimp
• Etc.

• Unique Visitors - get a sense for 
the overall size of your audience 
and how much of your traffic is 
repeat visitors.

• Average Time On Page - Are they 
reading or viewing the content 
thoroughly or are they quickly 
skimming?



Retention

• How many people are 
coming back to consume 
other content?

• What amount of people are 
subscribing to receive 
future content updates?

• How often are they coming 
back to consume other 
content?

Google Analytics 

• Percentage of Returning vs. New 
Visitors

• Bounce Rate - doesn’t measure 
retention across visit sessions 
(unlike the percentage of 
returning visitors). They measure 
retention within a single visit.

• Number of Visits and Days since 
Last Visit 



Retention

Assets (High Value Downloads)

• No real way to measure 
“retention”

Social Media 

• Followers
• Social channel internal admin 

tools
• Apps

• TwitterCounter

Email

• Subscribers
• Unsubscribers

• Constant Contact
• MailChimp
• Etc.

https://twittercounter.com/


Sharing

• Do people like your content 
enough to share it?

What to measure:

• Social Media Shares
• SharedCount

• Likes 

• Retweets

Email

• Forwards* 
• via a forward button or 

embedded link

http://www.sharedcount.com/


Engagement

• Is it engaging?

• Is it worth discussing?

• Does your content inspire 
action?

Google Analytics 

• Session Duration - How long a 
visitor stays on site during a visit, 
across multiple pages (time on 
site)

• Page Depth - Are they leaving 
after one page? Or clicking 
through and engaging with  
multiple pages? (pages/visit)

• Comments*
• website plug-in



Engagement

Social Media 

• Comments & Discussions - What 
are people saying and asking 
based on the content?
• Social media channels

Leads/Purchase

• What is the result of their content 
experience?
• Purchase/Donation
• Email
• Phone Call
• Conversion

Reactions / Interactions

• What’s the response you’re 
getting / hearing?
• LinkedIn Connection requests
• Phone calls / emails 
• Conversations with clients
• Trade shows
• Feedback



Measuring, Monitoring & Adjusting

• What to do with all of this data?
• Try, test, experiment
• Tweak and change the recipe
• Listen to what your audience wants - and give it to 

them! 
• Investigate why things didn’t work and avoid it in 

the future



Where Do People Go Wrong?



Common CM Mistakes

• Content is company-focused instead of audience-focused

• Content sucks - boring, jargony, too long, too simplistic, too 

cumbersome, too advanced or indigestible, etc.

• Content doesn’t answer questions

• Not enough content - you can’t dabble

• Bite off too much - too many channels, too many audiences

• Impatient - this stuff takes time!

• No SEO - need to be findable!



Must Dos For Success

• Get Targeted

• Always Be the Custodian of the Customers’ Viewpoint

• Publish Consistently for 12 months (Be Patient!)

• Monitor, Measure & Adjust



Great Resources

• Hubspot Blog - tons of free resources
• Infographic templates 
• Title ideas/generators
• Design templates
• Editorial calendar templates
• Persona templates

• Canva - easy to make images & 
designs 

• Free Stock Photos
• Unsplash
• Pexels
• 20 Other Sites Here

• Content Marketing Institute website - 
leaders in CM, tons of daily content, 
events, courses

https://www.hubspot.com/resources/template
https://www.canva.com/
https://unsplash.com/
https://www.pexels.com/
https://www.shopify.ca/blog/17156388-22-awesome-websites-with-stunning-free-stock-images
http://contentmarketinginstitute.com/


Questions?



camptech.ca/content

http://camptech.ca/content


Thank you!

Have questions? Reach out to: info@camptech.ca


