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The internet has fundamentally changed 
the B2B buyer-seller relationship. These 
days, buyers will want – and expect – 
to do a great deal of research online 
before making contact with a seller. 

It’s why content marketing is such an 
important activity. It gives prospective 
customers the information they 
are looking for and, ultimately, 
helps persuade them to buy.

But when you read up about content 
marketing, many of the guides 
assume you have both time and 
money to dedicate to the activity. 

Introduction.

79%
read case studies

It could easily be a full time job 
for someone. And to produce any 
kind of volume of content could 
easily need a whole team.

For many businesses, this is 
feasible. For many businesses 
(my own included), it isn’t.

But the truth is any content marketing 
you do can make a difference. So this 
guide pulls together your options, 
whether marketing is just one of the 
jobs on your To Do List or you have a 
budget and people at your disposal.

B2B buyer activity before purchase.

76%
look at infographics

71%
Read a blog

66%
watch webinars

49%
watch videos

39%
access interactive content1

1. Content Preferences Survey 2018, Demand Gen Report

http://e61c88871f1fbaa6388d-c1e3bb10b0333d7ff7aa972d61f8c669.r29.cf1.rackcdn.com/DGR_DG076_SURV_ContentPref_March_2018_Final.pdf?mkt_tok=eyJpIjoiT0RFME56VmpZVEU0TWpNNCIsInQiOiJkeE5pYit3WW8wQUZ0WE5kd3NFbFcxdWJjOU5tTW1zcDExcmxxR0FKSkFwZ2ZIdjRidU9wdm1WNTkzZm9YSW01dmFtMEp4bStaeGNDTjJXaTZmdGJnT0NOQk9kdURPUkxNczFWVDlaTEVDSjJhcjdveXdNVFY0NG85OUNueE9OQyJ9


Content marketing consists of six steps, which take 
you from strategic thinking to practical action.

Let’s go through each of the steps in turn. 

In each case, I’ll give you pointers on 
your options for when you are:

The six steps of 
content marketing.

Working out who 
you’re marketing to.

1.
Generating 
content ideas.

2.

Producing 
content.

3.
Publishing 
content.

4.

Promoting 
content.

5.
Tracking and 
measuring.

6.

on a shoestring: 
time and money 
are tight. 

on a small 
budget: time or 
money is tight 

on a big budget: 
you have time 
and money 



1. 
Working out who 
you’re marketing to.

The first step on the content marketing journey 
is to understand who you’re creating content 
for. Doing this maximises the chances of 
creating valuable and relevant content.

The generally accepted way to do this is to 
develop a buyer persona or, if you’re in multiple 
niches or markets, one for each of them.

The Digital Marketing Institute says:

In a nutshell, a buyer persona is a profile that represents 
your ideal customer. By creating your own buyer 
personas, you’ll gain the ability to tailor your marketing 
efforts and connect with your target audience to meet 
their needs and solve their problems. After all, if you 
don’t know who you’re aiming your efforts at, how 
are you going to sell your products or services? 2

Jennifer Strange, Research Manager at market 
research firm B2B International, gives a useful B2B 
buyer persona template that lists all the information 
you should have on your target customer.

But how best to compile this information?

2 The Beginner’s Guide to Defining Buyer Personas, Direct Marketing Institute

https://www.b2binternational.com/publications/b2b-buyer-personas/
https://www.b2binternational.com/publications/b2b-buyer-personas/
https://digitalmarketinginstitute.com/blog/the-beginners-guide-to-defining-buyer-personas
https://digitalmarketinginstitute.com/blog/the-beginners-guide-to-defining-buyer-personas


Resources.
These are all the sources 
listed in this section.

 B2B buyer persona 
template

1. Working out who you are marketing to: 

 On a shoestring.
At the most basic level, it can be pretty straightforward. 

Think about your customers. 

In particular, think about the ones you really like working 
with – the ones who are friendly, professional, pay on 
time, value the work you do and so on. Map them against 
the characteristics you need to know about – you’ll 
likely find a lot of crossover between them. Where you 
don’t have an answer, make an educated guess thinking 
back to the conversations you’ve had with them.

 On a small budget.
If you want to take things a step further, interview (or 
have a third party interview) a handful of your favourite 
clients to get their insights and understand what drives 
them. You can then create buyer personas based 
on concrete insights, not informed guesswork.

 With a big budget.
For the ultimate, you need voice of customer research. 
This takes your insights to the next level because it looks at 
your customer base and beyond to the wider marketplace. 

It involves in-depth qualitative and quantitative research – 
conversion copywriter Anna Bolton estimates she allocates 
40 hours or more to the task.3 By conducting interviews 
and surveys, reading relevant forums and more, you get a 
rich and detailed picture of your prospective customers. 
By getting inside their heads in this way you can see the 
way they speak and the concerns they have. You can then 
understand exactly how your product or service will help 
them and how best to present the benefits to them.

3 Voice-of-Customer Copywriting Research: 
An Overview, Conversion Copy Co.

https://www.b2binternational.com/publications/b2b-buyer-personas/
https://www.b2binternational.com/publications/b2b-buyer-personas/
https://conversioncopyco.com/voice-of-customer-copywriting-research-overview/#whats-involved
https://conversioncopyco.com/voice-of-customer-copywriting-research-overview/#whats-involved


2. 
Generating 
content ideas.

The next step is to start to think about the content you 
want to create. Take the time to plan your content so 
that when time is short you can use it to create content, 
not stare at a blank screen and scratch your head.

Your buyer persona(s) will help show you what your 
customers are interested in. By focusing your content 
on their interests and the concerns and problems 
they’ve got that you can solve, you’re giving them 
the information they really want and need.

When it comes to the type of content you want to 
create, marketers talk about the customer journey, 
which involves a prospect going from knowing they’ve 
got a problem they need to solve, to researching 
their options, to choosing their solution.

Awareness 
stage.

People are aware 
they have a 
problem and are 
seeking content to 
learn more about it.

Consideration 
stage.

People are looking 
for solutions 
and evaluating 
their options.

Decision 
making stage.

People are making 
their final choice.

– 



You can think about which pieces of content 
will be needed at each stage, so you can make 
sure you have a reasonable spread.

The type of content you are able to create 
depends on the budget you have available.

Awareness. 
– Blog posts
– Ebooks
– Social media posts
–  Videos and 

webinars
– White papers

Consideration. 
–  Comparison 

guides
– Case studies
– Free samples

Decision. 
– Free trials
– Demos
– Consultations
–  Discounts and 

special offers



2. Generating content ideas:

 On a shoestring
If time and/or budget are tight, think blogs, case studies 
and longer form content that doesn’t require much 
design input (this is especially the case if you don’t 
have in-house design resource). If you’re comfortable 
in front of a camera, videos can be an incredibly quick 
and low cost way forward too. Webinars are low cost 
to run, but will take time to prepare and promote.

 On a small budget
With a small budget you can start to outsource 
work to the professionals such as copywriters and 
designers. This helps you build volume of content. 
It also opens up options for content that needs 
design work such as ebooks or infographics. And 
videos can have a more professional edge.

 With a big budget
As your time and budget expand, so does your 
ability to outsource work. Partnering with content 
marketing agencies or freelance copywriters, 
designers and videographers means you can 
create more content than you could alone, giving 
you a greater volume of content to work with.

Don’t forget existing sources of content.
As well as creating new content, look backwards, 
sideways and forwards at content that already exists.



In terms of looking backwards, think about the content 
that exists in your business already that you could 
repurpose. If you have onboarding emails, you might 
like to share these to show how you work. If you’ve 
written articles for magazines or given presentations 
to networking groups, could you use these?

When looking sideways, ask other people in your business 
for their thoughts. Think too about content that they could 
produce to take some of the workload away from you.

When looking forward, think whether you’re attending a 
conference, hosting an event or speaking at one in the 
next few months. You might need to factor in a few pieces 
of content to promote the event and review it afterwards. 
Similarly, are you about to launch a new product or service?



3. 
Producing content.

So, you know who you’re talking to and you 
have a list of content you want to produce. 

The next step is to produce the content. 

Let’s take a look at your options for doing this.

– 



3. Producing content:

 On a shoestring
At the most basic level, you need to make time to produce 
content, so make sure you’ve blocked out regular slots 
to do this. Commit to publishing something every week 
/ fortnight / month (whatever is realistic for you). This will 
help to stop content ‘drifting’ and never being published. 

 On a small budget
Think a little more strategically and pull 
together a content schedule.  

The accepted best practice is to work in three month 
blocks – long enough to be meaningful, not so long as to 
be too rigid if things change (you might book a stand at 
a conference later on in the year you’ll need to promote... 
or the world might be gripped by a pandemic. Either way, 
you don’t want to have to ditch too much planning work).

You can keep things basic, with an Excel spreadsheet 
that has a list of titles and publication dates. You can 
go into much more detail, with information on where 
each piece sits in the funnel, who’s responsible for it, 
the various different stages of production (research, first 
draft, editing, proofing, design, sign off, publication), 
where it’s going to be published (see the next step), 
where and when it will be promoted (the step after that). 



3. Producing content:

 With a big budget
If you want content to assume more priority in your 
organisation and are involving multiple people 
inside and outside the business, consider using 
project management software (such as Trello or 
Asana) to keep things – and people – on track. 
There are also specific content marketing apps 
such as CoSchedule, Contently and Loomly.

For more detail on all this, the Content Marketing 
Institute has How to Create a Strategic Editorial 
Calendar and Editorial Calendar Tools and Templates.

Search engine optimisation 
The one critical factor here is to take search 
engine optimisation (SEO) into account. 

You’ll want your content to cover the keywords 
and phrases people search for to maximise 
your chances of being found organically. 

Because, after all, the best content in the world is 
pointless if no one ever finds it. Conducting keyword 
research is another way to find valuable content ideas. 

Google Search Console shows you the queries 
users typed into Google to find your website and 
the topics you’re ranking for. You can also conduct 
a search on Google and use the autocomplete 
functionality, the “related searches” section, 
and the “people also search for” box. 

Try Quora for the questions people are asking about a 
certain topic. I also like Answer the Public as a resource. 

Resources.
These are all the sources 
listed in this section.

Trello
Asana
CoSchedule
Contently
Loomly
 How to Create a 
Strategic Editorial 
Calendar 
 Editorial Calendar 
Tools and Templates
Google Search Console
Quora
Answer the Public

https://trello.com/en-GB
https://asana.com/
https://coschedule.com/
https://contently.com/content-marketing-platform/
https://www.loomly.com/features
https://contentmarketinginstitute.com/2020/01/strategic-editorial-calendar/
https://contentmarketinginstitute.com/2020/01/strategic-editorial-calendar/
https://contentmarketinginstitute.com/2017/04/editorial-calendar-tools-templates/
https://search.google.com/search-console/about
https://www.quora.com/
https://answerthepublic.com/
https://trello.com/en-GB
https://asana.com/
https://coschedule.com/
https://contently.com/content-marketing-platform/
https://www.loomly.com/features
https://contentmarketinginstitute.com/2020/01/strategic-editorial-calendar/
https://contentmarketinginstitute.com/2020/01/strategic-editorial-calendar/
https://contentmarketinginstitute.com/2020/01/strategic-editorial-calendar/
https://contentmarketinginstitute.com/2017/04/editorial-calendar-tools-templates/
https://contentmarketinginstitute.com/2017/04/editorial-calendar-tools-templates/
https://search.google.com/search-console/about
https://www.quora.com/
https://answerthepublic.com/


4. 
Publishing content.

Once you’ve created the content, it’s time to publish it. 

The most obvious place to publish is your own website. 

You should always publish content on your own 
website because you have control over it. If you only 
ever publish on Facebook / LinkedIn / wherever, you’re 
at their mercy if they decide to take your posts down 
because they think you’ve broken a rule or if they 
start charging for businesses to use their platform.

However, the chances are that not very many people 
(relatively speaking) visit your website. It means 
you run the risk of creating great content that not 
enough people get to see. Of course, this is one of 
the reasons you need to promote your content (see 
the next step). Still, you’re limiting your potential 
audience by limiting content to your own website.

You might therefore want to think about where else 
to publish your content apart from your website. By 
publishing on other sites, you can ‘piggyback’ on their 
popularity and open yourself up to new audiences. 

– 



4. Publishing content:

 On a shoestring
One place I’d suggest is Medium:

Medium is where ideas take shape, take off, and spark 
powerful conversations. We’re an open platform 
where 170 million readers come to find insightful and 
dynamic thinking. Here, expert and undiscovered voices 
alike dive into the heart of any topic and bring new 
ideas to the surface. Our purpose is to spread these 
ideas and deepen understanding of the world.4

Who doesn’t want the opportunity for 170 million 
people to see their content? For a more detailed insight 
into why Medium is a good place to publish, read 
copywriter Kira Hug’s Should you publish on Medium?

Publishing on Medium is very straightforward – it’s just 
as quick and easy as publishing on your own website.

 On a small budget
Consider guest posting blog opportunities, which 
will take a little more time than publishing on your 
own website because you have to get them set up. 

In the first instance, you might want to reach out to 
companies you work with to see if you could publish a 
post on their site. For example, a copywriter might want 
to write an article on web copywriting to publish on the 
website of a web design agency they work with. An interior 
designer might want to write an article on the season’s 
colour trends for a decorator they work with. And so on.

4 Every idea needs a Medium, Medium

https://copyhackers.com/2016/02/publish-on-medium/
https://medium.com/about


This is a nice idea because your expertise will be 
showcased to people interested in working with a 
company you like working with, so it’s likely they’d 
like you too. You’re also knocking at an open door. 
The company knows, likes and trusts you so they’re 
likely to say yes when you ask for a spot.

On the other hand, you run into the same 
problem as publishing on your own website 
– the traffic might not be huge. 

 With a big budget
With a big budget, you have the option to spread 
your net a bit wider and reach out to websites 
outside your comfort zone with bigger audiences 
and bigger reputations. This will be harder work 
because you’ll need to find the websites, find the right 
person to ask, and pitch your idea for an article. 

The rewards are potentially greater, though. 

For an introduction to guest blogging and how to do it, 
I’d suggest HubSpot’s Everything You Need to Know 
about Guest Blogging. For a truly in-depth, hand holding 
course, try Copyhackers’ Master of Guest Blogging 
(it’s a paid-for course that is astonishing in its depth 
and thoroughness – I know because I’ve taken it!)

Resources.
These are all the sources 
listed in this section.

 Should you publish 
on Medium?
 Everything You 
Need to Know about 
Guest Blogging
 Master of Guest 
Blogging

https://blog.hubspot.com/marketing/guest-blogging
https://blog.hubspot.com/marketing/guest-blogging
https://school.copyhackers.com/courses/master-of-guest-blogging
https://copyhackers.com/2016/02/publish-on-medium/
https://copyhackers.com/2016/02/publish-on-medium/
https://blog.hubspot.com/marketing/guest-blogging
https://blog.hubspot.com/marketing/guest-blogging
https://blog.hubspot.com/marketing/guest-blogging
https://school.copyhackers.com/courses/master-of-guest-blogging
https://school.copyhackers.com/courses/master-of-guest-blogging


5. 
Promoting content.

Once your content is live, it’s time to start 
promoting it. The more promotion you do, the 
better the chance of your content being found. 

You’ll want to push your content on social media. 
Be selective in the platforms you use – your buyer 
persona(s) will tell you where your audience can 
be found. The social media platforms they are on 
are the only ones you need to worry about.

It can be tempting to write a single post to promote a 
piece of content and push the same post out across 
all your profiles because it’s quick and easy. Resist 
the temptation. Different sites have different needs 
and the bigger the effort the greater the reward. 
Social Media Today has a good infographic outlining 
good practice across the major platforms.

Consider too writing multiple posts for each 
piece of content you publish. For example, if 
you have written ‘5 best practice tips’, write five 
posts, one summarising each of the tips.

– 

https://www.socialmediatoday.com/news/best-social-media-post-lengths-for-higher-engagement-in-2020-infographic/573183/
https://www.socialmediatoday.com/news/best-social-media-post-lengths-for-higher-engagement-in-2020-infographic/573183/


5. Promoting content:

 On a shoestring
Where you can save time and make life easier for yourself 
is using a social media scheduling tool, so you can prepare 
all your posts at once, then have them auto-published. 

There are lots of platforms out there – Influencer 
Marketing Hub has a good round up. My favourite is 
Buffer because it’s lightweight and easy-to-use. On the 
other hand, it doesn’t have the functionality of the other 
platforms, so it may not give you everything you need. 

 On a small budget
If you want to take things further, there are a wealth of 
options to try. Web influencer Neil Patel’s 17 Advanced 
Methods for Promoting Your New Piece of Content 
is a great starting point. You could also try online 
marketing platform Semrush’s 20 Content Promotion 
Strategies To Make Your Content More Visible.

 With a big budget
The ultimate step is to repurpose content to give 
yourself multiple ‘bites of the cherry’. For ideas on what 
to repurpose, how and where, try Instapages’ The 16 
Best Ways You Should Be Repurposing Your Content, 
WordStream’s 11 Genius Ways to Repurpose Content 
or Buffer’s The Ultimate Guide to Repurposing Content: 
12 Ways to Extend the Life of Every Article You Write

Resources.
These are all the sources 
listed in this section.

 Best Social Media Post 
Lengths for Higher 
Engagement in 2020
 27 Best Social Media 
Posting and Scheduling 
Tools for 2021
 Buffer
 17 Advanced Methods 
for Promoting Your 
New Piece of Content 
 20 Content Promotion 
Strategies To Make Your 
Content More Visible.
 The 16 Best Ways You 
Should Be Repurposing 
Your Content
 11 Genius Ways to 
Repurpose Content 
 The Ultimate Guide to 
Repurposing Content: 
12 Ways to Extend 
the Life of Every 
Article You Write

https://influencermarketinghub.com/social-media-posting-scheduling-tools/
https://influencermarketinghub.com/social-media-posting-scheduling-tools/
https://buffer.com/
https://neilpatel.com/blog/17-advanced-methods/
https://neilpatel.com/blog/17-advanced-methods/
https://www.semrush.com/blog/content-promotion/?kw=&cmp=UK_SRCH_DSA_Blog_Content_BU_EN&label=dsa_pagefeed&Network=g&Device=c&utm_content=478841368494&kwid=dsa-1014691001664&cmpid=11591993014&agpid=115402326880&BU=Content&extid=146242239212&adpos=&gclid=EAIaIQobChMIwKisq6XL7wIVhu_tCh2j5QNGEAAYASAAEgKctvD_BwE
https://www.semrush.com/blog/content-promotion/?kw=&cmp=UK_SRCH_DSA_Blog_Content_BU_EN&label=dsa_pagefeed&Network=g&Device=c&utm_content=478841368494&kwid=dsa-1014691001664&cmpid=11591993014&agpid=115402326880&BU=Content&extid=146242239212&adpos=&gclid=EAIaIQobChMIwKisq6XL7wIVhu_tCh2j5QNGEAAYASAAEgKctvD_BwE
https://instapage.com/blog/repurposing-content
https://instapage.com/blog/repurposing-content
https://www.wordstream.com/blog/ws/2015/02/03/repurposing-content
https://buffer.com/resources/repurposing-content-guide/
https://buffer.com/resources/repurposing-content-guide/
https://www.socialmediatoday.com/news/best-social-media-post-lengths-for-higher-engagement-in-2020-infographic/573183/
https://www.socialmediatoday.com/news/best-social-media-post-lengths-for-higher-engagement-in-2020-infographic/573183/
https://www.socialmediatoday.com/news/best-social-media-post-lengths-for-higher-engagement-in-2020-infographic/573183/
https://influencermarketinghub.com/social-media-posting-scheduling-tools/
https://influencermarketinghub.com/social-media-posting-scheduling-tools/
https://influencermarketinghub.com/social-media-posting-scheduling-tools/
https://buffer.com/
https://neilpatel.com/blog/17-advanced-methods/
https://neilpatel.com/blog/17-advanced-methods/
https://neilpatel.com/blog/17-advanced-methods/
https://www.semrush.com/blog/content-promotion/?kw=&cmp=UK_SRCH_DSA_Blog_Content_BU_EN&label=dsa_pagefeed&Network=g&Device=c&utm_content=478841368494&kwid=dsa-1014691001664&cmpid=11591993014&agpid=115402326880&BU=Content&extid=146242239212&adpos=&gclid=EAIaIQobChMIwKisq6XL7wIVhu_tCh2j5QNGEAAYASAAEgKctvD_BwE
https://www.semrush.com/blog/content-promotion/?kw=&cmp=UK_SRCH_DSA_Blog_Content_BU_EN&label=dsa_pagefeed&Network=g&Device=c&utm_content=478841368494&kwid=dsa-1014691001664&cmpid=11591993014&agpid=115402326880&BU=Content&extid=146242239212&adpos=&gclid=EAIaIQobChMIwKisq6XL7wIVhu_tCh2j5QNGEAAYASAAEgKctvD_BwE
https://www.semrush.com/blog/content-promotion/?kw=&cmp=UK_SRCH_DSA_Blog_Content_BU_EN&label=dsa_pagefeed&Network=g&Device=c&utm_content=478841368494&kwid=dsa-1014691001664&cmpid=11591993014&agpid=115402326880&BU=Content&extid=146242239212&adpos=&gclid=EAIaIQobChMIwKisq6XL7wIVhu_tCh2j5QNGEAAYASAAEgKctvD_BwE
https://instapage.com/blog/repurposing-content
https://instapage.com/blog/repurposing-content
https://instapage.com/blog/repurposing-content
https://www.wordstream.com/blog/ws/2015/02/03/repurposing-content
https://www.wordstream.com/blog/ws/2015/02/03/repurposing-content
https://buffer.com/resources/repurposing-content-guide/
https://buffer.com/resources/repurposing-content-guide/
https://buffer.com/resources/repurposing-content-guide/


6. 
Tracking and 
measuring.

You may be familiar with the quote “Half the 
money I spend on advertising is wasted; the 
trouble is, I don’t know which half.”5

When it comes to content marketing, the same is 
true for many businesses. Research from the Content 
Marketing Institute found that only 43% of B2B 
companies measure their content marketing ROI.6

But it’s important to measure, if only because at whatever 
level you do it, content marketing involves effort. You’ll want 
to monitor it to check it’s delivering return on investment. 
This is especially the case when we think back to the 
definition of content marketing (the italic text is mine): 

Content marketing is a strategic marketing 
approach focused on creating and distributing 
valuable, relevant, and consistent content to 
attract and retain a clearly defined audience – and, 
ultimately, to drive profitable customer action.7 

As the Content Marketing Institute says: “The myth 
that content marketing is some nebulous, feel-good, 
unmeasurable thing gets told from time to time.” 8 

Remember that this isn’t the case – the goal of content 
marketing is – ultimately – to increase sales.

– 

Search Engine Watch 
highlights seven 
metrics you really 
ought to track:

1. Web traffic
2. Qualified leads
3. Sales volume
4.  Click-through-

rate (CTR)
5. Social media shares
6.  Search engine 

optimisation (SEO)
7. Onsite engagement.9 

5  WPP Annual Report and Ac-
counts 2013, WPP

6   B2B Content Marketing Bench-
marks, Budgets, and Trends 
2020 – North America, Content 
Marketing Institute

7  4 Content Marketing Goals That 
Really Matter to the Business, 
Content Marketing Institute

8  4 Content Marketing Goals That 
Really Matter to the Business, 
Content Marketing Institute

9  Seven important metrics to 
measure content marketing ROI, 
Search Engine Watch

https://reports.wpp.com/annualreports/2013/what-we-think/why-its-time-to-say-goodbye-to-ikthtmisoaiw/
https://reports.wpp.com/annualreports/2013/what-we-think/why-its-time-to-say-goodbye-to-ikthtmisoaiw/
https://contentmarketinginstitute.com/wp-content/uploads/2019/10/2020_B2B_Research_Final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2019/10/2020_B2B_Research_Final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2019/10/2020_B2B_Research_Final.pdf
https://contentmarketinginstitute.com/wp-content/uploads/2019/10/2020_B2B_Research_Final.pdf
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://contentmarketinginstitute.com/2020/02/content-marketing-goals-business/
https://www.searchenginewatch.com/2020/08/10/seven-important-metrics-to-measure-content-marketing-roi/
https://www.searchenginewatch.com/2020/08/10/seven-important-metrics-to-measure-content-marketing-roi/
https://www.searchenginewatch.com/2020/08/10/seven-important-metrics-to-measure-content-marketing-roi/


6. Tracking and measuring:

 On a shoestring
Whichever metrics you want to track, it’s good 
practice to know what ‘good’ looks like. Did your 
piece achieve what you set out to achieve? 

To do this, you’ll need SMART goals (specific, measurable, 
attainable, relevant [or realistic] and time-bound). 
HubSpot has a useful guide on putting these together, 
5 Dos and Don’ts When Making a SMART Goal.

 On a small budget
To take things to the next level, you need to take action 
on your SMART goals by using your data to inform 
future content marketing. If list posts continually over-
perform, you need to produce more of those. If content 
on a certain topic always gets good engagement, 
put more effort into that topic. And so on.

 With a big budget
If you’ve got the resources, you’ll want to continually track 
progress against your goal and take action if it looks as 
if you’re falling short. (For example, if you said you were 
going to boost your click-through-rate by 15% by the 
end of the quarter and by month two you’re only at 5%, 
what are you going to do to address the shortfall?)

These are all the sources 
listed in this section.

 5 Dos and Don’ts When 
Making a SMART Goal

https://blog.hubspot.com/marketing/smart-goal-examples
https://blog.hubspot.com/marketing/smart-goal-examples
https://blog.hubspot.com/marketing/smart-goal-examples


In truth, any content marketing you do 
will be better than nothing. I’m also a big 
believer in ‘done is better than perfect’. 
The basic approach may be all the effort 
you can afford to put towards content 
marketing at the moment. That’s fine.

The next step up will require more 
resources but should drive better results. 
And the ultimate level – and beyond – has 
the power to drive impressive returns. 

A few words to the wise, however. 

The more effort you put into the earliest 
steps, around your target audience 
and the content they want, the better 
the rewards. Without putting in this 
thinking you’re in danger of producing 
content without a purpose and 
making noise just for the sake of it. 

– 

Getting going.

Also pay attention at the other 
end of the process, tracking and 
measuring your progress. 

If you’re a one-person business 
undertaking content marketing on 
your own, it’s important to know the 
time and effort you’re putting in is 
worth it. If you’re a bigger business 
that’s devoted marketing resources 
(i.e. budget) to content marketing, 
you will need to be able to prove your 
work is delivering tangible results.

Whatever level you’re going to 
commit to, good luck, enjoy the 
journey and celebrate the results!



Despite the length of this guide, I’ve 
really only touched on the basics of 
content marketing. If you’re keen to 
learn more, try these resources:

They Ask, You Answer
If ever you wanted to see the 
power of content marketing in 
action, this is the book for you. 

 They Ask, You Answer.

– 

Extending your 
knowledge.

Hubspot Academy  
Content Marketing Course
With over six hours of content, 
this free course will take you from 
content marketing newbie to content 
marketing expert in a day.

 Hubspot Academy Content 
Marketing Course.

Paid-for courses
If you want to invest in content marketing 
training, here are three to try.

 The Chartered Institute of Marketing 
Content Marketing course
  Institute of Data & Marketing IDM 
Award in Content Marketing Strategy
 Content Marketing Institute 
Content Marketing University

 

https://marcussheridan.com/they-ask-you-answer/
https://academy.hubspot.com/courses/content-marketing
https://academy.hubspot.com/courses/content-marketing
https://www.cim.co.uk/training/list-courses/content-marketing/
https://www.cim.co.uk/training/list-courses/content-marketing/
https://www.theidm.com/qualification/idm-award-in-content-marketing-strategy
https://www.theidm.com/qualification/idm-award-in-content-marketing-strategy
https://www.contentmarketinguniversity.com/
https://www.contentmarketinguniversity.com/


Get in touch.

catherine@hellopippin.co.uk
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