
Insight | Choosing the right content formats for your program

1

CONTENT MARKETING

Tel: +44 (0) 2034 053188 |  www.pulsecomms.com

Insight

Choosing the 
right content 
formats for  
your program



Insight | Choosing the right content formats for your program

2

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.

Content formats such as whitepapers, 
webinars, videos, infographics and case 
studies have become day to day marketing 
essentials but which of these should you 
choose to communicate to your target 
audience and at what stage of their decision-
making process is each one of these most 
appropriate and effective?

A successful content marketing strategy puts the 
audience at the very heart of its creation.
Ignore these changing patterns and habits of 
information consumption and your audience will 
not find you and your voice will not be heard.

Executive Summary

This paper answers three questions you should ask when 
deciding on format for your content marketing programs:

These are not the only questions you should consider but they will certainly set you on the right path. As you take your 

audience on a journey, guided by your content and the methods you use to deliver it, you must, above all, understand what 

they need to know and when it would be most effective for them to consume.

1 2 3

What content format is 
right for your campaign?

What buying stage are you 
trying to influence?

What do people like and 
dislike about content?
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Format depends on intent. Human nature 
dictates that people respond to information 
and learn differently.

What content 
format is right  
for you?

1.
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Different people like to consume their 
information in different ways and 
they retain this information differently 
depending on how responsive they are 
to that medium. Some people prefer the 
written word and others, the spoken word 
for example. Some respond to a more 
visual experience to learning, whilst others 
like in-depth text based explanations and 
literary reference based content.

The format that 
content is created 
in sometimes 
dictates what type 
of information is 
contained within 
it. For instance, a 
complicated table of 
research results, or a 
bar graph is not easily 
explained through the 
spoken word with no 
visual description for 
the person consuming 
it to understand 
(a verbal podcast 
recording for instance). 
However, this is not 
always the case.
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Criteria for  
assessing audience
content needs
The type of 
information 
needed to help 
an individual 
researching a 
particular topic 
will depend 
mainly on three 
distinct criteria.

  Their current knowledge base on the subject

  The information available in the public domain

  The stage they are at in their information 
gathering process
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When applying this to the research 
process an individual will go through when 
researching a topic in a business context 
(such as when researching a product to 
buy on behalf of their company), other 
aspects can become important.  
They could include  
for instance:

  The information needed to help  
justify a buying decision

  Due diligence - has a thorough review  
of all options available been conducted?

  Reference based product endorsement 
from previous purchasers

So we can see that it can 
become a complicated 
process of not only educating 
your audience with the right 
information to solve their own 
personal needs but also one 
where you are needing to pay 
close attention to the needs of 
a wider group of stakeholders 
and company process 
requirements. 

A good content marketing 
strategy will break each of 
these different requirements 
down into bite sized pieces 
and align information needs to 
each type of persona and type 
of individual.



Buying stages influence content choice. 
The stage an individual is at in their decision 
making process has a direct correlation to the type 
of information they will be searching for.

What buying stage are 
you trying to influence?

2.
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AWARENESS

OPINION

CONSIDERATION

PREFERENCE

PURCHASE
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In order to successfully align your company’s content with 
information gathering at this awareness stage you will need 
to produce content that positions your company as an 
authority on the subject. We call this thought leadership.

The format this 
thought leadership 
content is created in 
does not determine 
how successful it is, it’s 
more down to what 
type of information 
is contained within.
For instance, a really 
in depth whitepaper 
on a very technically 

In the early stages 
of research an 
individual is seeking 
to get a broader 
understanding of 
a subject relevant 
to their current 
knowledge. Their 
preconceptions of 
the subject in general 
may be lacking 
and therefore the 
information gathering 
process is more 
general. Researching 
at this stage often 
leads to information 
that gives broad 
overviews on a subject. 

difficult subject, 
more often than not, 
will not attract an 
audience who are in 
their early stages of 
research. Conversely, a 
shorter 10 step guide 
to understanding 
the same technical 
subject, written in 
laymen’s terms and 

produced as a short 
2 paged whitepaper, 
will attract more of an 
early stage audience 
seeking to understand 
an overview of the 
subject. It’s true that 
different content 
formats can have 
better success at 
communicating at 

different stages of an 
individual’s research 
process. However, it’s 
not simply enough to 
state that a research 
piece is more effective 
in early stages and 
case studies in the 
latter. It’s the content 
that matters.
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Consideration 
& decision 
making  
stage  
content

In the consideration 
stages of the 
buying process, the 
information being 
researched
tends to be more 
in-depth, features 
oriented and 
comparative. The 
researcher will
probably have a 
good overview of the 
subject by now and 
will be aware of the
companies that 
operate in the 
space. Therefore the 
information they seek 
will need to
be much more 
thorough. In a B2B 
buying context 
for example, the 
researcher may be
at the point of issuing 
an RFP to their 
chosen short list of 
companies. Again the 
content format that 

Often third party 
endorsement content 
is used here but 
other information 
such as a cost/benefit 

best suits this stage 
is not necessarily 
the biggest factor 
of success, it’s the 
information contained 
within. Having said 
this, formats that 
allow more in-depth
explanation such 
as a video demo, 
technical whitepaper, 
competitive product
comparison 
document or a 
product sheet do 
tend to have more 
success here.

In the final decision making 
stages of a buying chain, the 
researcher is looking to ratify 
a predetermined choice or 
searching for information to 
help them make that choice.

calculation or even 
an analysis on the 
financial strength of a 
chosen company can 
come into play.
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Third party endorsement can take a variety of forms. In its 
simplest form, a testimonial or case study (either written or 
video) can provide a reference point for the buyer.

This endorsement can come in a variety of forms, 
for example, a comment or review on a social 
network or retailor from a previous customer, 
an article on a publisher’s web site comparing 
product A vs. product B, or even a physical 
endorsement from a colleague or peer online or 
in person. User generated content and the power 
and influence it has upon this stage of a buying 

chain is growing all the time. How marketers can 
control this content, influence it and make it work 
for their company has become imperative for most 
brands out there. One thing is for certain though, 
it can’t and shouldn’t just be the responsibility of 
the marketing department to contribute to its 
success or failure. It has to be entrenched across 
everything an organisation does.
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Across many different 
studies that assess 
the dislikes of content 
consumed for sales 
and marketing 
purposes, the single 
biggest offender is 
that there is too much 
marketing speak or 
“fluff” that delivers 
nothing of value. You 
need to think hard 
about whether five 

words are right when 
one will suffice and 
think carefully about 
whether the point 
delivers real value to 
the person consuming 
it at all stages.

Other often cited 
examples of content 
disliked include “not 
enough evidence to 
support real world 

It’s imperative that when trying to create content of value  
that we put ourselves in the shoes of the audience and try 
to create something that our audience would be pleased  
to consume because it is constructed with their needs  
in mind, not what we think they want to hear.

Too often we see 
content that’s created 
by an individual who 
gets carried away 
with trying to tell a 
story in their own way 
with little regard to 
what the audience 
wants to hear or 
how they want to 
hear it. There are 
many cases of badly 
produced content, 
where authors 
haven't even begun 
to put themselves in 
the seat of the people 
they are intending to 
consume it. 

ROI” and “too few 
real world cases.” In 
these instances, and 
this is often seen in 
organisations that are 
not only attempting to 
position themselves as 
thought leads but also 
visionaries, then the 
content has just future 
gazed too much and 
not concentrated on 
delivering something 

that is of immediate 
value to help the 
audience.

There is of course a 
balance. An organisation 
seeking to position 
themselves as forward 
thinking is right to 
explain their view of the 
future but it needs to be 
carefully backed up with 
the here and now.
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