
4 Keys to Effective Content Marketing



Content Marketing 
Starts with Great 
Content. Here’s 
How to Create It

Identifying prospective customers, capturing their 
attention, fending off competitors and closing sales is 
difficult work. Smart companies everywhere are turning to 
content marketing to help them drive, nurture and convert 
leads more effectively. Also known as inbound marketing, 
it’s based on the premise that, since commercial buyers 
now increasingly do their own initial research without 
relying on vendors’ sales teams for data, organizations 
that publish or share useful content (articles, white papers, 
blogs, infographics, videos, webinars, podcasts and just 
about anything else that can be distributed) can create a 
favorable impression in the marketplace and frame issues 
in ways that put the organization’s products and services 
in the best light.

Marketing automation is a valuable—if not vital—
complement to content marketing efforts. Digital 
distribution, tracking, testing and analytical tools 
promise to help organizations use content to identify 
their most promising prospects, target them with 
relevant information and measure all of their efforts 
with unprecedented precision. The potential to improve 
marketing ROI is significant. But too often, technical 
aspects of marketing automation are distracting marketers 
from the basic fundamentals of content marketing. 
Discussions of lead scoring, progressive profiling, multi-
touch attribution and more are important, but they should 
not be taking attention away from the marketer’s primary 
challenge: creating compelling content.

Here are 4 guidelines to helping marketers develop 
content that prospective customers want to consume  
and share, and that can drive a successful content 
marketing effort.



1. Make it Valuable Anyone with the budget and the authority to make a 
significant purchase likely has too much work to do and 
too little time. In order to get a prospect’s attention, 
content must offer something of immediate value. It can 
be thought leadership, industry intelligence, technical 
information or market data. It can even be entertainment 
or humor. But whatever it is, it has to be worth the time 
it takes to consume—time that a target prospect could 
certainly spend doing something productive.

Case in Point—Evolv’s Workforce Report gives recruiters 
important and immediate insight into the problems with 
traditional screening practices:
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Q2 2013 WORKFORCE  
PERFORMANCE REPORT
KEY FACTORS IMPACTING THE PERFORMANCE—AND  
PROFITABILITY—OF TODAY’S HOURLY WORKFORCES

60%
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is made up of  
hourly workers

50% of hourly workers remain 

on the job less than one year

17% of annual GDP

$1,500-5,000 cost/hire

$3,000-10,000 lost productivity from a bad hire

“ Even at the most sophisticated companies,  
there’s still a lot of guessing.” 

-Laszlo Bock in The Wall Street Journal

“ Disgruntled employees disengage and cost  
the American economy up to $350 B/year in  
lost productivity. 

-Gallup Organization
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“Your C-Suite needs a Chief Data Officer.”
-Harvard Business Blog, October 2012

“ Big Data … is the next big thing that is going to happen in HR
-Deloitte, October 2012

BIG DATA AND THE HOURLY WORKFORCE
Big Data is changing hourly workforce management and transforming the way companies and employees connect 
and advance. How will you leverage Big Data and predictive analytics for greater productivity—and profitability? 
Let’s examine the research from Evolv’s Q2 2013 Workforce Report.  

Evolv harnesses the power of Big Data predictive analytics and machine learning to uncover and correct the inefficiencies 
that undermine profitability of global workforces. Evolv’s SaaS based analytics platform delivers actionable decision support 
throughout the employee lifecycle by identifying improvement areas and transforming core operational business processes 
to drive increased employee retention, productivity and engagement. 

Big Data and Workforce Impact
For businesses, productivity increases of just a few percentage points 
add up to millions each year. In the US alone, this means tens of 
billions of dollars in collective annual P&L impact.
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Many employers are weighting the wrong factors.
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Social Media Use Correlates with 
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Probability of survival over 
180 days is virtually identical

Trainers who foster workplace camaraderie 

 make for employees that last 2-3X longer

Job Hoppers and the Unemployed Make 
Great Workers—There are No Significant 
Differences in Employment Outcomes

Job HoppersNon-Job Hoppers

The Hourly Workforce Today
Vast numbers of people are selected, trained, 
retained and replaced every year.

The Cost of Attrition
High turnover creates a strong drag on corporate profitability and competitiveness 
on par with some of our most expensive and complex challenges.
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More Than Any Other Factor—Even the 
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Organized—But They Are More 
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Content marketing is not a quiet secret. Businesses and 
self-styled experts all over the world are producing and 
promoting petabytes worth of blogs, white papers,  
reports and how-to guides, and the pace is only 
increasing. Does your content’s subject matter, point of 
view or presentation style stand out? It has to, or it’s not 
worth creating.

Case in Point—Cardlytics’ animated overview of card-
linked marketing steps well clear of the typical financial 
services video, with an illustrated aesthetic that puts it in a 
category of one:

2. Make it Unique 3. Make it Visual Every piece of content has a graphical component. The 
slides used for a webinar, the photos in a blog article, 
the font selected for a white paper—even the thumbnail 
image for a podcast. Every graphic element of every piece 
of content is an opportunity to attract the target audience 
and to amplify a message—or to turn off and confuse 
potential customers. Design is a critically important piece 
of every content development effort.

Case in Point—The Center for the Digital Future’s charts 
and graphs express data that’s visually arresting as well as 
intellectually satisfying:



While there are many ways to promote a strong piece 
of content, there are only so many times a single piece 
of content can be promoted to a prospective customer. 
Think in terms of integrated campaigns of content pieces 
that support each other. The simplest way to do this? Start 
with a dense piece, then break it up into constituent parts 
that can be promoted, consumed and shared separately. 
Things like reports, briefings, white papers, blog articles, 
emails can each focus on one aspect of the central 
piece’s subject matter and make it more easily digestible 
for the target audience.

Case in Point—Tiburon’s Report on Public Safety as a 
Service serves as the basis for multiple webinars, white 
papers and blog articles offering smaller packets of 
information to prospects:

4. Make it 
Integrated
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Content marketing is a powerful tool in the B2B 
marketing arsenal, and it deserves a prominent place in 
the marketing mix. Following these four principles will 
help any marketer start a content marketing campaign 
off on the right foot: with content that’s more compelling 
to more prospective customers, that gets them into the 
funnel more quickly and that helps the organization drive 
more sales.


