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WHAT IS CONTENT MARKETING?

“Centeini marketing is a marketing technique of creating and distributing
valuable, relevant, and consistent content t¢ gtiraci znd acquire a clearly
defined audichce — with the gojective f driving profitable customer action.”

Source: Content Marketing Institute
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“INTEREST ABANDONMENT”
IS THE PRICE WE PAY FOR IRRELEVANCE

* Website bounce rate: ~50%
« Emall open rate: ~20%
e Click-through rate: ~4%

LOST
REVENUE

Source: Mashable, Silverpop
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MALE

BORN 1948

GREW UP IN THE UK

HAVE DIVORCED & RE-MARRIED
HAVE TWO GROWN SONS

ARE VERY WEALTRHY

SPEND HOLIDAYS IN THE ALPS
ARE WORLD FAMOUS






MOVE BEYOND

TO INTERESTS
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HOW? INTELLIGENCE FROM CONTENT

Content channels A 1
—
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Audience data
PUBLISHER CONSUMER

Image credit: cj.com
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HOW? INTELLIGENCE FROM CONTENT

.m. t% Content channels
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Image credit: cj.com
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“A man’s bookcase will
tell you everything you

heed to know about him”

Walter Mosley



INTEREST PROFILING IN ACTION

B L — Web content

(@)
e}
=}
—
®
4— >
—
=
®
3

zZ
=
Bv)

ol|llll® «—

Content Profile

CONTENT INTELLIGENCE ld'b



INTEREST PROFILING IN ACTION
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INTEREST PROFILING IN ACTION
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Email content
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INTEREST PROFILING IN ACTION
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Mobile app updates
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INTEREST PROFILING IN ACTION

(@)
o
=}
—
@
4 O
—
=3
@
3

zZ
=
o

ol|llll® «—

Content Profile

CONTENT INTELLIGENCE 'd'b



INTEREST PROFILING IN ACTION

Content Item

Content Profile
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INTEREST PROFILING IN ACTION

Who is Kevin Li to a B2B publisher?

Mobile Marketing “** Electronic commerce

Customer Relationship Management Time-based pricing

ard

mkedeacegt?Ok Return on investment Software as a Service

sia

Clickthrough rate

e Content marketing™ e

Social media
g Cola Wars

Internet meme Kraft FOOdS Web content ‘CLOL FAQ
Data management o ... ““Contentstrategy
regeview - Digital distribution
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INTEREST PROFILING IN ACTION

Content ltem

Who is Kevin Li to a B2C publisher? l
Europe, the Middle East and Africa
Chief Executive Officer i s
.. Competitive advantage Emerging technologies
| t M M M ig data
1oer Financial Services NLP
cemwaen  BUIlDING sOCiety
Investment Credit union Bsusiness Commercial paper l
Accountability ) . )
Chief Information Officer
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KRAFT AS A PUBLISHER = 1B INTERACTIONS,
100M UNIQUES, 22K TAGS LATER... 400% ROI.
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Real-time bidding meets multichannel in a data-driven
world: new report
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GROWTH IN PER-VISIT INCREASE IN REVENUVUE CONVERSION TO
VALUE OF BLOG. FROM PAID REPORTS. PURCHASE GROWTH.



INTERESTS ARE MORE IMPORTANT THAN PATH

NEWSLETTER GRrOUP VALUE: $61,082

Group Interest Profile @

Financial Services _
Real-time data

Conversion rate

Internet forum
Facebook

coogle Marketing ="
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contact may want to learn more about.

Undec the hood: visualizing content marketing measurement
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7 Reasons Why Your Marketing Should be Content-Based
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Does your content
marketing connect with your

wider CRM program?

12.3%

Yes, data from
multiple content
channels is returned
to a customer

database

8.8%

Yes, data from our ~=E

primary content o
channel is returned 29-8 /0
to a customer Yes, we review Content
database Marketing performance to

understand our
audience

Data source: our own survey!
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It's not just about marketing

Search

Digital Bilboard (@) -©- @\Laﬁdm page Pt @) robie
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Call center VR @ @ -

Content is intrinsic to the entire customer journey
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