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T  he old saying  
“Content is king” is as 
true today as it was 

when the phrase was coined 
long ago but the world of 
media and communications 
has altered dramatically since. 
The type of information that 
general consumers and 
business buyers have access 
to and are searching for is 
changing on a daily basis. 
For marketers, their ability to 
create credible content to feed 
such diverse information needs 
is gaining in importance at a 
sharp rate of growth.

There are a multitude of 
different aspects that can 
affect the performance of your 
content marketing program, 
too many to detail in this paper, 
but there are a few quick wins 
and key points that when 
incorporated into the mix, can 
dramatically improve results.

Executive Summary

This paper highlights three key aspects of consideration when 
structuring content for your content marketing programs:

These are not the only questions you should consider to drive better results but they will certainly help you on your journey.

1 2 3

What content will your 
audience trust?

Why should you optimize 
your content for search?

Why should you 
repurpose your content?
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The credibility of 
your content will 
affect how it is 
perceived  
in the eyes of  
the audience.

What content  
will your audience 
trust?

1.
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As an example, consider how the same type of content giving 
an overview of the competitors involved in a given business 
marketplace, would be written by each of these individuals:
  A senior member of staff in one of the competitive companies
  An editor of the leading industry web site in the given market
  A highly qualified independent industry analyst
  A blogger who is a customer of one of the competitive companies
  The marketing department of one of the competitive companies

The different levels of trust in what is written 
by each and the belief the audience has to 
deem what they consume as the truth or 
more valid would vary enormously. This is an 
important factor to take into consideration 
when creating content. 

Credibility when using third parties and their 
relative profile and influence in a given market 

will affect how your content is perceived. There 
can also be a huge difference in the investment 
needed to either get an influential individual to 
contribute to your content creation or associate 
it with a given independent industry renowned 
brand. The key questions to ask yourself include 
whether or not it’s worth the investment and 
what additional value over and above other 
means of creation it delivers. 



There has been an explosion in the volume of  
user generated content (UGC) and its use by companies 
and for companies to communicate to its audiences. 

The trust associated with different forms of UGC 
can vary dramatically, mainly because of its lack 
of control and also that it’s wide open to abuse 
and manipulation. So embrace it because it’s 
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here to stay but be wary of how it is interpreted 
by your potential customers and back it up with 
a more rounded use of content creation and 
distribution.
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Research – insource or outsource

Conducting or providing research on a given 
subject relevant to your industry, product 
or audience is a well-established thought 
leadership tactic and can work well to position 
you as a forward thinking company in your 
space. Do consider though that a piece of 
research can be perceived rather differently if 
you conduct it yourself vs. using an independent 
source and also differently based on how robust 
the sample of respondents is. 

Another factor to consider when using research 
to create content is for what purpose is the piece 
going to be used? If for thought leadership, to 
show understanding and to align your company 
with the forefront of developments within your 
industry, then the content created will mainly be 
consumed in the earlier stages of a buying chain. 
Research on the other hand that polls user’s views 
and opinions on the usage of a particular product 
would often be better placed towards the middle 
and end of the buying chain.



The dramatic advantage that researching online has 
over other forms of media lies in our ability to search 
for specific information via huge databases of indexed 
and  categorized content at a click of a button.

Why should you optimize 
content for search?

2.
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Search engines have become integral to most of 
our lives and to how we learn about new topics 
as well as research them. Understanding how we 
can construct content to make it more appealing 
to these search engines so users can source it 
more easily and obviously has become the holy 
grail of many content marketing programs.
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 Type website address    Use search engine   Follow links from other sources    Have sites bookmarked/favorite    Through RSS Feeds

38% 34% 6% 19% 2%

27% 40% 11% 20% 2%

25% 36% 11% 26% 3%

23% 42% 11% 21% 3%

23% 43% 11% 21% 2%

38% 37% 19% 20% 2%

21% 44% 12% 22% 1%

21% 37% 9% 30% 2%

19% 43% 12% 22% 4%

11% 53% 14% 20% 2%

percentage of users who ended up sourcing content 
on different types of media destination

Company websites

Tech stored/ distributor sites

Business magazine sites

General tech  
product/news sites

Consumer tech sites

Online chat/forum with  
sales representative

Tech/IT magazine sites

Websites devoted to  
your trade/industry

IT white paper sites

IT blogs/discussion boards

This chart shows the percentage 
of users who ended up sourcing 
content on different types of media 
destination and the chosen route 
they used to arrive on that final 
destination. What it clearly shows is 

that in almost all cases, search plays 
the dominant role in facilitating the 
user’s journey to the final destination 
site where the content they were 
seeking is displayed. It also raises 
some interesting questions around 

how important a media owners 
brand is in terms of the value it 
brings in driving a natural audience 
to their site vs. the role that search 
plays in driving an audience to 
content on their site. 

Research conducted by Google specifically related to the technology market shows us the 
importance of search engines upon an audience’s ability to source and consume information 
on a variety of different end user site types.
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How people search differently when in different buying stages

Cisco

Solution Compare

“Vendor X”

Appliance Benchmarks

IBM

Provider Versus

“Solution A”

Software Pros 
and Cons

Juniper

Vendor Vs.

HP

Device Test

EMC

Supplier Comparison

Microsoft

Tool Review

TroubleshootPrevent

IssueOptimise

ResolveImprove

RisksUpgrade

Brand

Solution

Issue/ 
opportunity

Comparison

By understanding more about how 
individuals search for information using 
search engines when in different stages 
of their buying cycle, we can make sure 
we optimize content accordingly and 
give our content a better chance of 
being found at the right time.

A Google study specifically relating to the B2B IT industry 
categorized key word searches into separate clusters 
and looked at associated examples of key words a user 
would type when using a search engine. These charts 
above demonstrate how each search key word would fall  
into one of four of these specific clusters depending on 
their need at the time and their level of existing knowledge.
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An interesting insight to note became apparent when 
the respondents of the study were asked to plot at what 
point in their buying process when using search queries 
to research a product for purchase they would use the 
key words they mentioned.

A direct pattern emerged 
showing clearly that we can 
correlate types of key word 
searches with an increased 
likelihood that an individual 
is in a certain stage in their 
buying process. Thus deducing 
that it’s important that we 
optimize content to take into 
consideration what type of 
key words are included in 
the content specifically for 
making sure those finding 
it are matching their buying 
stage needs. Whilst this may 
seem obvious when looking 
at it this way, it does highlight 
the importance why we need 
different types of content that 
are fitting to different stages 
of a buying chain if we are 
to successfully pull people 
through the marketing funnel 
and guide them to a sale.
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A very simple tactic that 
is often overlooked is to 
make sure you repurpose 
your content and to create 
multiple formats of the 
same or similar content that 
cover the same topic.

Why you  
should  
repurpose  
your  
content

3.
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So for example when 
conducting your next piece 
of industry research, when 
you write the results up into a 
nice glossy looking brochure, 
it would be very simple to also 
create a PowerPoint version 
to be distributed via the likes 
of slideshare and to create 
an audio webinar version for 
further distribution. Same 
content but multiple formats. 
You could then even record a 
short executive summary of 
the key results and publish it as 
a podcast and write it up as a 
technical document and publish 
it as a whitepaper. Furthermore 
to take it in another direction, 
you could use the results to 
steer the topic of conversation 
around a subject and invite a 
number of key customers and 
prospects to a round table 
discussion on the future of that 
subject. One piece of content 
and six formats for its use.

Having multiple options for your 
audience to consume the same 
information gives you more 
bites at the cherry and allows 
the user to consume it in the 
manner in which they wish. The 
general rule for content creation 
is to stick to the rule of five. That 
is to say that the same content 
should be repurposed into five 
separate formats or be used 
in five separate ways to reach 
different audiences on totally 
different channels.

There are further reasons why 
content repurposing should be 
taken more seriously and a big 
factor relates to search engines 
and the plethora of different 
types of social media channels 
serving each type of content 
format. Consider that in Google 
you can key word search by 
format such as video or images 
as well as the wider web. So 
the search results are already 

predefined based on the type 
of format. If you don’t have your 
content in that particular format 
then you won’t be found. When 
you extend that thinking to media 
such as YouTube, Pinterest and 
Slideshare for example then the 
point is compounded. And at this 
point it would be easy to cover 
social media in much more detail 
but we’ll leave that for another 
Pulse point of view!
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