CONTENT MARKETING
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Fall 2013 Boot Camp
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Agenda

- Why content marketing is important
- Sample strategy / measurement



nalytcs]O]

GETTING BUY-IN

Why content marketing is important



Traditional
Marketing

Was based upon three
core competencies:

- Branding

- Market / Audience

- Acquisition and
Retention

Otherwise known as:
- Mass marketing
- Direct marketing

Drive Profitable Long-
term Growth

BRAND

BUILDING
(The Foundation)

Develop a unique brand
position that is highly
relevant to the needs of
your target customers

I

BRAND EQUITY
N\

MARKET
DEVELOPMENT

Drive market growth and
acquisition of profitable
new customer targets

MARKET SHARE |

CUSTOMER
DEVELOPMENT

Retain and maximize the
value of your customer
base, while reducing
marketing investment

LIFETIME VALUE

Market and Customer Insights

Market-Driven innotion
Technology Enablement




The4 P's

- What are you

selling?

- Where are you
selling it?

- How are you selling
it?

- How much does it
cost?

PRODUCT PRICE

igital
ngalytics
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TECHNOLOGY HAS
CHANGED EVERYTHING.

- Real-time
- Mobile
- Authentic




New
Foundations

Marketing is no longer
about message, product,
price.

Relationship
Engagement
Measurement
Authenticity
Fluidity

Everything old is new
again.

Objective

Listening

Talking

Energizing

Supporting

Embracing

Description

Finding out what your
customers are really saying.

Connecting with your
customers in new way,
extending PR and marketing

Getting your best customers
to evangelize your products

Helping customers solve
their own and each other’s
problems

Working with products to
make products better

Engagement

Type

Reactive Insight

Proactive
Communication

Proactive
Communication

Reactive
Communication

Proactive Insight
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Search Spam
Paid / Rented Email Lists

TV, Radio, and Print Ads

Billboards & Outdoor Advertising
Throwaway Press Releases

Pop-Ups & Pop-Unders

Interruption
Marketing

Interrupting someaone's
flow of activity in crder
to get attention

Contextual Ads

Outbound Sales Calls

Interstitial Pages

Trade Show Booths

Most Social Media Advertising

Forum, Comment, & UGC Spam

Banner & Display Ads

Paid App Reviews

Video Ads

asponsible for

%+ of clicks
on the web

SEO & PPC

Opt-In Email Lists

Lower avg cost

to acquire a
new customer

Authoring Books/Print Media

Supporting/Sponsecring Events

Press & Public Relations

Thought Leadership

Inbound
Marketing

Community Building

Influencer Outreach
Earning attention crganically,
Blogging without interrupting
anyone's path
Public Speaking
Earned Social Media

Word of Mouth & Viral Marketing

Content Creation & Marketing [RELELCL]
creativity,
talent, & effort
Organic App Store Visibility B
Video Content

Generates
momentum,

making future
efforts easier
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Content Marketing Spectrum
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Research proves it! (sort of)

Sources providing full-text content are 2.3 times as likely to have users
return for a second visit (*Pulse)

90% of consumers find custom content useful and 78% believe that
organizations providing custom content are interested in builiding good
relationships with them (*Custom Content Council)

60% of consumers feel more positive about a company after reading
custom content on its site (*Content+)

58% of consumers trust editorial content (*AOL & Nielsen)

People want to be in control of the content they receive: 86% of people
skip TV commercials; 44% of direct mail is never opened; 91% of emaill
users have unsubscribed from a company email they previously opted
out of (*Content Marketing Institute)
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How +o Stink at Digital

(the following Venn diagrams from my awesome friend Avinash (kaushik.net))
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Amount of constantly updated dynamic
content you must have.

Blog posts, consumer reviews, how-to
videos, latest fashion / technology /
stry trends, passionate POVs, innovation
initiatives, employee stories.

How 4o Win, and | Mean Really Win, at Digital

15



h;;fy?tllcs ] O ]

The Secvet 4o Content N\arkvhng Success
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Singular focus on
Macro-conversions

Micro-
COoOMVErsicn J

How+o optimize our gl mavcimal

(Money Mow, Money Mext Quarter, Money Mext Yearl)
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Embawas.s.ing Social Media Strategies
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Topics we are both
interestedin.

Conversations Hhat Power Brand B-J.Ang + Earn Adention
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SAMPLE STRATEGY

(And measurement framework)



Strategic Overview

- Most of your ongoing marketing effort should be broken

down as:

- Online awareness and PR: 50%
- Monitoring: 20%
- Conversion: 30%

- So, for example, if you plan to devote 10 hours a month to
sustaining your marketing plan:
- Online awareness and PR: 5 hours
- Monitoring: 2 hours
- Conversion: 3 hours
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Online Awareness and PR

- PR / Outreach:

- Compile a list of appropriate news media and other big local bloggers
that would be interested in what you're doing.

- For any weekly promotion, you should consider a news angle (i.e. how

it's innovative, fun, timely, groundbreaking, etc..) and send them a short
note

- Email:

- Content marketing uses email as a backbone. If you don’t have email in
your digital marketing strategy, start building a database now.

- Social:

- The best social networks will depend on your business and your
audience.

- You will still need to maintain and monitor Twitter — mostly for PR.
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Key Contacts (example)

Name

Description

Contact (Primary)

Gloria Hernandez

Lead editor, NeighborsGo Coppell (print and online) - Dallas Morning News Property

ghernandez@neighborsgo.co

Kim Pierce

Covers North Dallas / Coppell area for GuideLive, blog on Dallas Morning News for thing
tends to write about whole foods

kpiercel@airmail.net

Brentney Hamilton

Covers food, vegan food, great wine, bakery content on Pegasus News and Dallas Obse]

Jivemtney.hamilton@gmail.con|

Contact (Secondary) Other notes / intel

& goshernandez

@KimP_FoodWine

@brentneyh notes: she's a prolific writer, and has articles on vegal

and organic everywhere - also a runner

Danielle Glick

Internet marketing director by day, Foodie at night. Doesn't blog a lot, mostly tweets, nani

best dfw foodies to follow on twitter, writes for Dallas Visitors Guide Book

@dallas_foodie

knows her worth; posts her average following per pho|
post on her "about me" page as well as her klout scorq

Bud Kennedy Writes for FWST on great food experiences in DFW @eatsbeat
Geek Girl. Foodie. Community Manager. SMCDallas Leadership. | Heart Mac & Cheese, Founded and contributes to @dallasfoodnerd
Elysa Ellis Sushi. Probably not together. @elysa cooperative of local foodie geeks
Lives nearby in Carrolton, Asian-American, loves to c
Carol Shih Writes recipe and tasting articles for D Magazine Carol.Shih@dmagazine.com |@carol_shih has dog named Sushi

Stephanie Casey

Healthy foodie in DFW, believes ALL food sold should be fresh, clean, kind, nutritious ar

sustainable.

Jennifer Conley

Loves to pin yummy local food on Pinterest, writes ILiveinDallas.com

heystephaniecasey@gmail.cq@mos_stephanie

Former creative design staffer at Neiman Marcus, no
helps businesses with their social media and branding
launched FrugalFoodieDallas.com

@jenniferconley

Over 4K Twitter followers, loves to go to parties

Lexie Andria Writes local food blog, Lexie Online, massive chocoholic @lexieonline Over 12K Twitter followers - HUGE network
Registered Dietitian. Passionate about food, nutrition. In love with chocolate & running. H
Dixya Bhattarai blogger. Has love-hate relationship with baking. @bhatdixy dixy.bhat@gmail.com foodpleasureandhealth.com

Elaina Newton

Food blogger, writer, self-taught cook, multifaceted nerd. | thrive on accumulating knowlg

& recounting ineffable experiences.

@TheRisingSpoon

elainanewton@therisingspoo
com

http://www.therisingspoon.com

Stephanie Suire

Dallas career mom, healthyliving blogger, runner, recipe developer, beer & wine drinker,
fitness fanatic living with a sweet tooth #FitFluentialAmbassador

@FoodFit4Real

ssuire@gmail.com

http://foodandfitness4real.com/dallas-healthy-living-
blogger/

Kelly Battaglia

Celebrating real, fresh food. | appreciate conscientious farmers who provide nutrient-de
whole food, and cooks who prepare nourishing, flavorful meals.

@HIthyHappyEater

http://healthyhappyeater.wordpress.com

Jennifer Lefforge

Lead Team/Pastor of Worship Experience at Irving Bible Church. Wife, mom, runner, live

Coppell. Has given Zenzero FB love before, loves the kale cupcakes and is a healthy fod@Jenlefforge

http://www.runningpastormom.com/
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Sample Intros

Short email intro:

Hi, (name)

My name is Ginger and I'm the owner of a bakery in Coppell called ZenZero.
We are [doing really interesting thing] next week and since you love food, | wanted to invite you out.
More information can be found [here].

I've enjoyed reading your work on [website] and look forward to the opportunity to meet you
in person.

Thanks,

Ginger

zenzerobakery.com

If primary contact is Twitter:

Follow that person.

Tweet and reference them asking if you can send them a DM (this makes them follow you)

If they don't respond, then tweet:

[@person] just wanted to personally invite you out next week for our [event / really interesting thing]
from one dallas foodie to another :)

24
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Monitoring

- You will need to constantly monitor any online feedback
you get.

- There are many social media monitoring tools out there:
- Hootsuite
- Sprout Social
- Postling
- Etc.
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Negative Feedback

- A few best practices:
- Never delete negative feedback
- Never argue with the negative feedback
- Never ignore the negative feedback

- Recommended response:

- “Thank you for your feedback. Can you please send us your phone
number so we can talk more? Thanks.”

- Call the person and offer to make good. In most situations, this is
an inexpensive and simple fix.
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Why Yelp and Bing?

- Bing bought Yelp a while back and uses Yelp as the
primary database that feeds the map results.
- Apple’s I0S assistant Siri uses Bing to deliver back search results.

- Given that you have high mobile traffic and over 80% of those
devices are Apple, we should optimize for Bing.

- For optimizing, you'll want to really blow out the “About this
business” tab on your Yelp profile and add lots of photos.

- Additionally, seniors prefer Bing for their search over
Google.

- Bing has bigger fonts, more photographs

- Seniors have more free time on their hands — maybe get you more
traffic during slow times in this demographic
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Conversion

- Your goal is constantly trying to get people to do what you
want them to do (buy, register, etc.)

- This usually means always changing up your offer and
testing, testing, testing.

- This can be seasonal (back to school, football season, holidays,
etc.) or situational (anniversary, new menu item, new chef, new
building, etc.)

- This can be creative (red vs. blue, text vs. photo-heavy, etc.)

- This can be price-related (% off, B1G1, free shipping, loss leader,
etc.)
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Community Events

- Things that get a lot of press attention / social buzz:
- Cooking classes
- Parties / celebrations
- Participation in mass local events
- Surprise-and-delight

- Things that don’t get much social return / in-store:
- Booths at local sporting events
- Sponsoring events
- BAU

29



What that might look like

Awareness / PR Monitoring
Month Date Promotion Outreach Email Facebook Pinterest Yelp Other
Daily post of an
Short announcemenlinteresting photo |Post Update and pimp out
Contact local foodiegemail, bullet points |like pastry of the |delicious  |your Yelp business
invite them to kickofflof what's goingto  [day; happy food item [profile; respond to all |Start daily monitoring
Week 1 July 7/22/2013 Anniversary Celebrationcelebration happen by day cashier; etc daily M-F  [feedback report
Photo of latte,
A Whole Latte Love: All | Teaser note - let thelfcoupons for latte
about great lattes and  [know you're plannindpurchases; push
features new recipes/ [this and ask if they [LoyalTree Latte photos|Change profile picto [Monitor and respond
Week 2 7/29/2013 methods have a favorite membership Latte photos daily|daily latte, add coupon as needed

- The first two weeks of promotions are shown above as a

framework for how to execute your marketing across

channels, by objective
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Goal metrics

- More social mentions

- More email opt-ins

- Higher search ranking

- Increased website visitors
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QUESTIONS?




