
CONTENT MARKETING 
If You Publish It,  
They Will Come 



ABOUT ME 
•  Reputation Capital 

–  Media relations, content marketing, crisis 
communications and social media 

–  Clients include A/E/C, professional services and B2B 
companies 

 

•  Previously head of client services for legal 
industry marketing/PR firm 

•  B’ham Legal Marketing Association Chair 

•  B’ham American Marketing Association Board 



The development of content that 
informs and educates your prospects 
– without any obvious marketing 
message or motive – in order to 
win their attention, trust, respect, 
and ultimately, their business. 





THE TRENDS 
•  Buyers are now in control 
–  They find you 
 

•  Buyers expect more 
– Want a track record in exactly what they need 
 

•  How they buy has changed 
–  No longer just personal referrals 
–  It’s not who you know, it’s what you know 



Audiences everywhere are tough. They don’t 
have time to be bored or brow beaten by 
orthodox, old-fashioned advertising. 
 
We need to stop interrupting what people  
are interested in and be what people are 
interested in. 
 

    Craig Davis, Chief Creative Officer, Worldwide 
    J. Walter Thompson (world’s 4th-largest ad agency) 

 



NOT JUST B2C 

•  B2B buyers’ purchases have significant 
impacts 
–  You must establish credibility and expertise 

•  B2B buyers must “sell” their 
recommendations to others 
–  They seek more information and referrals 





Companies that provide helpful 
information as part of their marketing 
are 60% more likely to get the sale 
versus those that do not. 
 
– Custom Content Council 
www.customcontentcouncil.com 



BLOGGING = CLIENTS 

Research	  by	  HubSpot	  

www.hubspot.com 



MORE STATS 

•  71% doing more  
content marketing 

•  72% seeking writers and 
creative professionals 

•  59% investing in  
unique content 



TOP 10 CONTENT TYPES 

•  Blog 
•  eNewsletter 
•  White paper 
•  Article 
•  eBook 
•  Case study 
•  Testimonials 
•  Microblogging (Twitter) 
•  Webinar/Webcast 
•  Video 

Content Marketing Institute’s 2011 Content 
Marketing Playbook 



OTHER CONTENT TYPES 
•  Research/survey 
•  Infographic 
•  Executive 

roundtable 
•  Mobile app 
•  Podcast 
•  Online news 

release 

Content Marketing Institute’s 2011 Content Marketing Playbook 





“A Brief History of Content Marketing” by Aprix Solutions 

1904 



Conditioned Air 
blog.conditionedair.com 







Burns & McDonnell 
burnsmcd.com 













Kinaxis 
blog.kinaxis.com 





MONTHLY PROCESS 
•  Choose keyword phrase 

•  Write an article or white paper that incorporates 
that phrase 

•  Break the white paper up into blog posts and 
repurpose the content 

•  Video interview the author and post it on the website 

•  Create a podcast on the topic 

•  Host a webinar on the topic 

•  Continually promote the content through social 
media and email channels 

Hinge Research Institute 
Online Marketing for Professional Services Firms 



OpenView Venture Partners 
openviewpartners.com 



The Grande Guide to B2B Content 
Marketing by Eloqua 
	  





Cree 
creeLEDrevolution.com 



Goal: raise awareness of LED’s benefits so architects and 
contractors will specify the technology 



If you’ve been living or working under the 
oppression of inferior lighting, we want to 
know. We also want to see. Submit your 
photos of dismal lighting here. Each 
month, we’ll give away five Cree CR6 
recessed downlights to revolutionize one 
person’s poorly lit space. 
 
www.creeledrevolution.com/criesforhelp 
 











HOW TO 
•  Define and segment 

your audiences 

•  Determine what 
information they 
need and how they 
want to receive it 

•  Deliver in a non-
salesy way! 

•  Measure and 
recalibrate 



BEST PRACTICES 
•  Start with a specific objective 

•  Focus on a niche 

•  Content strategy comes before social media 

•  Create content about what you know, not what you 
sell 

•  Invest in your content; create a unique point of view; 
don’t forget to market your content 

•  Create a content marketing editorial calendar 

•  Appoint or hire a chief editor who owns and is 
accountable for content 

Grande Guide to B2B Content Marketing by Eloqua 



BEFORE & AFTER 



RESOURCES 
•  Content Marketing 

Institute 

•  HubSpot 

•  Eloqua 

•  Chief Content Officer 
magazine 

•  Content Rules 

•  Get Content Get 
Customers 



Michelle Calcote King 
205-335-2238 

michelle@reputationcap.com 

www.reputationcap.com 
 


