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57% OF A PURCHASE DECISION IS
MADE BEFORE THE BUYER EVEN
TALKS TO THE COMPANY.

CORPORATE EXECUTIVE BOARD (NYSE: CEB )




VARIOUS CONTENT TYPES AND
WHERE THEY ARE MOST EFFECTIVE.




7 ~
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Lead Generation Strategy

7 Critical Steps We Guide Our Clients Through for Inbound Marketing Success.
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PLAN

Success begins with an Inbound Planning Day.
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ASSess your Set objectives and Develop an effective
current needs measurable goals content strategy C R E A T E
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& and position you as a thought leader.
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http://blog.thecenterforsalesstrategy.com/blog/bid/149917/Inbound-
Marketing-101-The-Seven-Steps-to-Lead-Generation-Infographic



E-BOOKS

» Establishing yourself
as a subject maftter
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
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BLOGGING

- Give full details
about a specific
topic.

+ Assert subject
mafter expertise.
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IMAGES

« Connect visually to

E-Learning

readers. Considerations

Janette Toral

Innouative

What makes it different
and better?

Sustainable

Will it cover operations and
fund growth? Does it have
reasonable long term
value?

Relevant

Will the target market
see it as a must have?
Why will they trust you?




WEBINAR

» Builld and record
learning or topic
materials.

» Assert self as subject
martter expert.

* Monetize content.




PRESENTATIONS

» Disseminate
presentations,
guides, and how-to.

» Great assertion of
expertise for public
speakers anad
trainers.
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VIDEOS

Titke

Personal Branding and Reputation
Management Through Sccial Media

Lessons Leamed In doing Soclal Media
for SMEs

Bulld an Online Presence with JCs -
Content, Community, Conversation

Changes in the Philippine Blogosphere

Tapping Blogs for Online Campaigns

Using Sccial Media for Intemal
Compomte Publications

Internet Advertising Growth In the
Philippines

How Socal Media Is Changing the Way
Companles Communicate to their
Customers and Prospects

Social Madia Use for Exscutive and
Entrepreneurs

Making an Online Contest Click

* Be seen in person
build affinity and
frust on content
generated.

» |[deal for creating
series.



INFOGRAPH

» Convey ideas
o o IDENTIFY
llustrating a flow or seRces
expanding on a big
ideq. C "SEARGH"

KEYWORD/
KEYPHRASE
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List relevant

FINALIZE 1%
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Audience
targeting

HubSp Ot

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

Pricing Goals, :
Module 3: Writers Audience Module 1:
Make Money from Blog Launch
' ' ' min | 229, Copywriting and
IR0 Blog Network e s N T Social Media Promotions

Editor

as a Service Provider

Broker

L
\ Iy

Community
Promotions

Connect with

Bloggers

Advertising

Site & Content
Build-up

Module 2:

Professional Blogging
Social Media Marketing &
Advertising as a Business

Qin.at

www.digitalfilipino.com/bsm




THE 49 PERSONALITY ARCHETYPES
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Peer reviews
LERN Mixed sources
& A .
, Percepfive reference

Emotional decision

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



CONTENT PLAN
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VISITORS




#1. |dentify Customer/Client Problems & Obstacles

#2. Determine Product/Service Results & Benefits

#3. Brainstorm Messaging, Categories & Structure

#4. Manage the Creation Process with Systems

#5. Create a Uniform Content Template to Follow

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



Convert

Promoters

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



Intelligence
Keyword

CONTENT

* Dual Content Efficiency
Creation and Search
Optimization”
Content Content s
o Promotion
Creation Optimization

CMS Integration

Distribution

ROI

Conversion

BRIGHTEDGI

http://searchengineland.com/content-seo-catch-22-3-steps-create-perfect-
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DEVELOP YOUR BRAND VOICE

Figure 1. Framework: Pillars of Influence

Relevance
S —

[ —
Foundation for Influence

Source "This Roe of Digtal Infuanca * Allmeter Group (March 21, 2012)
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DEVELOP A CONTENT PLAN

» Define clear goals and objectives.

* |dentify your target audience.

 Align to your audience reasons for “buying”
* |dentity type of contents to be used.



EMAIL \

SOCIAL

BLOG ’

§ PAGE WITH EEEE & LEAD

OFFER GIVEN

WAANIBIINIC

FORM GENERATED

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



TAKE ADVANTAGE OF EMAIL

» Deliver content specific to customer pain points.
* Don’'t use attachments.
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http://pinterest.com/pin/93871973455399191/



#1. |dentify Customer/Client Problems & Obstacles

#2. Determine Product/Service Results & Benefits

#3. Brainstorm Messaging, Categories & Structure

#4. Manage the Creation Process with Systems

#5. Create a Uniform Content Template to Follow

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



WORKING WITH CONTENT CREATORS

« Copyright
« Compensation
* Byline



#dimbootcamp

SEE YOU AT THE NEXT
WEBINAR!
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