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CONTENT DEVELOPMENT 
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C O R P O R AT E  E X E C U T I V E  B O A R D  ( N Y S E :  C E B  )  

57% OF A PURCHASE DECISION IS 
MADE BEFORE THE BUYER EVEN 

TALKS TO THE COMPANY. 



VARIOUS CONTENT TYPES AND 
WHERE THEY ARE MOST EFFECTIVE. 



http://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-
Marketing-101-The-Seven-Steps-to-Lead-Generation-Infographic 



E-BOOKS 

• Establishing yourself 
as a subject matter 
expert. 

• Assert expertise and 
mastery. 



WHITEPAPER 

•  Prelude to a full book. Meant to be used to assert 
an industry situationer. Brief in content. Similar to 
reports. 



PODCAST 

•  Audio book type. Generating content to be heard 
by people on the go. 

•  Can be used as base content for video creation. 



BLOGGING 

• Give full details 
about a specific 
topic.  

• Assert subject 
matter expertise. 



IMAGES 

• Connect visually to 
readers. 



WEBINAR 

• Build and record 
learning or topic 
materials. 

• Assert self as subject 
matter expert. 

• Monetize content. 



PRESENTATIONS 

• Disseminate 
presentations, 
guides, and how-to. 

• Great assertion of 
expertise for public 
speakers and 
trainers. 



VIDEOS 

• Be seen in person 
build affinity and 
trust on content 
generated. 

•  Ideal for creating 
series. 



INFOGRAPH 

• Convey ideas 
illustrating a flow or 
expanding on a big 
idea. 



Audience 
targeting 

 
 

 
 

 

[name] [demographic] [goals] 

http://offers.hubspot.com/free-template-creating-buyer-
personas 



Content Developers 

Digital Marketing for 
Real Estate Industry 
Program 

Environment: Many content 
developers. 

Friends: Liking content done 
by others. Respond or not to 
your content. 

Market offers: Marketplaces 
where content developers 
sell services. 

Attitude in public: 
Responsive. Engaging. 

Appearance: 
Competitive. 
Simple. Friendly. 

Behavior towards 
others: 
Friendly. Encourages 
sharing. 

Friends say: “You 
should learn how to 
create videos / 
infographs” 

Boss say: “We need 
leads / conversion from 
your work.” 

Influencers say: 
“Don’t sell. Connect.” 

Janette Toral 

What really counts: Create content that 
resonates with the audience. 

Major preoccupation: Clients giving 
content projects. Sustainability of site. 

Worries: Response rate, conversion from content generated. 
Aspiration: Sought after content developer. 

Fears: Client 
not satisfied. 
No response. 

Frustration: Not 
getting results. Obstacle:  

Artist block. 

Wants / Needs: 
High response 
rate. Satisfied 
clients. 

Measure 
success: 
Authority status. 

Obstacle: Prioritizing 
and managing tasks. 

#4 understand your audience 
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GFK Purchase Funnel  
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Peer reviews 

Mixed sources 

Perceptive reference  

Crowd 

Cognitive fluency 

Product visualization 

Social media 

Emotional decision 

Subconscious decision 
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Source: Peep Laja, Markitekt 
http://conversionxl.com/9-things-to-know-about-influencing-purchasing-
decisions/ 



CONTENT PLAN 





http://moz.com/ugc/case-study-5-steps-to-create-a-killer-content-marketing-
strategy 



http://blog.hubspot.com/marketing/
beginner-inbound-lead-generation-
guide-ht 



http://searchengineland.com/content-seo-catch-22-3-steps-create-perfect-
win-win-187099 

CONTENT 



DEVELOP YOUR BRAND VOICE 



HowtoFascinate.com 



DEVELOP A CONTENT PLAN 

•  Define clear goals and objectives. 
•  Identify your target audience. 
•  Align to your audience reasons for “buying” 
•  Identity type of contents to be used. 



http://blog.hubspot.com/marketing/
beginner-inbound-lead-generation-
guide-ht 



TAKE ADVANTAGE OF EMAIL 

•  Deliver content specific to customer pain points. 
•  Don’t use attachments. 



http://pinterest.com/pin/93871973455399191/ 



http://moz.com/ugc/case-study-5-steps-to-create-a-killer-content-marketing-
strategy 



WORKING WITH CONTENT CREATORS 

•  Copyright 
•  Compensation 
•  Byline 
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SEE YOU AT THE NEXT 
WEBINAR! 

#dimbootcamp 


