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WHAT IS CONTENT MARKETING

“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.
- Content Marketing Institute
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GOALS & METRICS

Which metrics does your organization use
to determine how well its content marketing
Is producing results?

B2B Marketers’ Content Marketing Metrics Usage

78%
WEBSITE TRAFFIC IS
STILL THE MOST
POPULAR METRIC et use e flloig
metrics: Qualitative Feedback

from Customers (33%), Inbound
Links (32%), Data Capture (28%),
Customer Renewal Rates (19%),
a47% Purchase Intent (17%), Brand Lift
(15%), and Other (4%). 2% said they
40% do not use metrics.

2017 B2B Content Marketing Trends—North America: Content Marketing Institute/MarketingProfs Base = Content marketers. Aided list; multiple responses permitted.

BRIGHTEDGE CONFIDENTIAL * Source: Content Marketing Institute




HOLD EACH PIECE OF CONTENT
ACCOUNTABLE

DON'T: Just measure by “"WEBSITE TRAFFIC”

DO: Measure by “CONVERSION”



WE DON’T NEED JUST “MORE TRAFFIC™
WE NEED MORE QUALITY TRAFFIC

Irrelevant traffic reduces site conversion and revenue, harms the user
experience, and potentially impacts brand reputation

« Technology product page
* Primary SEO keyword is both the name of the product and
a scientific term
* Wins on SEO metrics
« Page ranks within page 1 of SERP
» Generates good site visits
« Fails on engagement and conversion
o Higher Bounce Rate than site average
o Lower Conversion Rate than site average

@ Bonus tip: Bounce Rate is a ranking factor



CONVERSION - BUILDING TRUST &
INTIMACY WITH YOUR PROSPECT
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NURTURING STRANGER INTO CUSTOMERS

Engagements: "Soft conversions”™ "Hard conversions”
Receives value and gains trust No commitment to buy. But Directly tied to sales call or
and intimacy gives contact information transaction

Attract Convert Delight
Search Browser Name & email Name & email Name & email
keyword cookie Business objectives Business objectives
Budget Testimonial | Case study |

Contract terms Product Review



WHAT CTAIS A
CONVERSION ACTION

Conversion - the CTA that invites
your prospect to give you some
information, so that you can
deepen engagement with them
on a 1:1 basis, and progress

further in the sales process

BRIGHTEDGE CONFIDENTIA

B2B

Download a gated
asset

Sign up for an
event

Sign up for email
newsletter

Fill out Contact Us
form

Request to call
Request to demo

Sign up for free
trial

Purchase

B2C

Create a sales alert

Sign up for SMS or
emails

Sign up for
newsletter

Download merchant

app
Purchase

NOT

Create a sales alert
Add to cart

Add to wish list
Favorite an item
Watch a video
@mention

Social sharing
Likes or comments

Bookmarking



CONVERSION PATHS ARE COMPLEX

Customer Needs

d
§ “What is SEO” Company Click
B website
<
“Benefits of Product page Sign up for
SEO” Blog article Research Report webinar
‘ DA
= “How to do Download
g SEO” N gated asset
g
8 S1E3 ROI calculator
’ Contact us
“ROI of SEO" form
Customer ,
"Who else uses Cecir el White Paper Request a
this platform?” Case study demo
[
o
©
g’ _ Customer Remarketin Related Content Interlinking from
3 Not on the site newsletter g Blocks other content
x

#brightedgewebinar



1. Uncovering
content
opportunities

2. Mapping
conversion
along Buyer’s
Journey

4. Measuring &
Testing

3. Optimizing
on-page
conversion
placements
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OPPORTUNITIES WITH EXISTING
CONTENT TOPICS

BRIGHTEDGE

Leverage the industry's largest and actionable content repository to develop winning strategies for your business. Aug 2016 - Jul 2017 (Monthly) ~

L . S

Overview High Ranking Keywords Long Tail Keywords Content Strategies Site Comparison Filters ¥

Universal Results

15,511 +3% 15478 3% 0 148% 0 0 32 128%
Total Universal Results [ A mages @\ﬁdeos [ Jicarousel @ Places (©=Quick Answers (©)=Local 3-Pack

Total Universal Results

6.7K
34K

0
Aug'16 Sep'16 Oct'16 Nov'16 Dec16 Jan'17 Feb'17 Mar'17 May"17 Jun17 Jul7

M Images ™ Videos M Carousel ~ MM Places MM Local 3-Pack I Quick Answers

=

Month of Jul 2017 (compared to Month of Jun 2017)  Select Different Periods
|

Blended Rank Blended Rank Change (0]

LB | 1,220,000 Local 3-Pack
basketball shoes 165,000 Images
basketballs shoes m I 165,000 Images
- . 90,500 Images

_ m I 90,500 Images
. 90,500 Images




DISCOVER NEW CONTENT TOPIC
OPPORTUNITIES

A Seize Opportunities with Weak Competition

These topics are very favorable to you because of relatively weak competitors

[

what is remarketing

google remarketing services, display network

remarketing, google remarketing example,
rema...

VERY GOOD OPPORTUNITY ———

[ 360 2 Low b Not Ranked

Search volume Competition Your rank

Stop Competitive Threats
R)\ p p

Your tracked competitors are beating you on these topics

[

google panda update 2016
google panda seo tips

AVERAGE OPPORTUNITY ———
[ 20 £ High ih 32

Search volume Competition Your rank

competitor intelligence tools
free competitive intelligence tools,

competitor benchmarking tools
VERY GOOD OPPORTUNITY ———

[ 280 2 Low b Not Ranked
Search volume Competition Your rank

[

alttags seo
image title seo, how to write seo-friendly alt-

text for your images., seo images wordpress
VERY GOOD OPPORTUNITY ———

lon 220 2 High b Not Ranked
Search volume Competition Your rank

See All =

[

facebook ad creator
create advertising video

VERY GOOD OPPORTUNITY ———

[ 270 2 Low b Not Ranked
Search volume Competition Your rank

See All -

[

seo positions
seo specialist_ﬁobs, seo position titles, seo

specialist skills, seo specialist education
VERY GOOD OPPORTUNITY ———
o1 190 2 High h Not Ranked

Search volume Competition Your rank
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MAP CONVERSION ALONG o e e

How Much Traffic Am | Driving at Each Phase of & % How Much Revenue Am | Driving at Each Phase & %

BUYER’S JOURNEY

M Running Shoes - Aware \ [ Running Shoes - Aware
|dentify high value, relevant content topics for each stage

of the Buyer’s Journey L | L —

Revenue & Visits by Stage £
Assign a primary CTA to each piece of content ——— ‘

Running Shoes - Consideration $393 0.13% 872% a
Running Shoes - Purchase $113,385 166% & 154% a
» View Report

CTA is aligned to the stage where this content serves

How are we doing vs. our core competitors at each phase?

200
B0
20
B
40

0

“*Runni.... “Runni....

W Under Armour W Adidas 1| Columbia Sportswear M Finish Line W Nike

» View report

Step 1: Target Demand - what are the high demand terms my customer is searching for in the awareness

phase?
Keyword Competition Universal Listing

how to lace running shoes 880 Low Images,Videos,Quick Answers
how te choose running shoes 720 Quick Answers
how to wash running shoes Videos,Quick Answers




Organic traffic grew from 25% to 40%
"’\Whit%!:!gﬁ’g Outperformed some blog content by up to 6X

© ©® B htoriar Socurty Knowiedge x

e
C' D whitehatsec.comx ge-cent

Q  conTACT LoGIN lm
)\ WhiteHat
S\ SECURITY.

PRODUCTS CUSTOMERS PARTNERS COMPANY BLOG

Knowledge Center

WhiteHat Certif

'ed Secure Developer
(WCSD) FaQ

1 What constieys




CAPTURE BUYING MOMENTS

Consumers are searching for content beyond transactional terms in key engagement moments
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i E@D |-Want-To-Know 7.\ |-Want-To-Go = I-Want-To-Buy
&‘:’ Moments ./ Moments , Moments

0 of online consumers look up increase in “near me” 0 of smartphone users consult
5 A) i i i i i 82 A) their phones while in a store

more information online now search interest in the

versus a few years ago. past year. deciding what to buy.




+100 pre-optimized pages generating 65% of all site appointment requests
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OPTIMIZE

ON-PAGE
CONVERSION
PLACEMENTS

1. Click on
Primary CTA

Product Page (MOFU)

%0 bestsite.com/productA

Universal CTA

Primary CTA

Download ebook

Interlinks

Universal CTA

Related or
Recommended
Content

@ Bonus tip: Always consider multiple CTAs if you can fit them unobtrusively



Conversion Form

BRIGHTEDGE PRoODUCTS WHY BRIGHTEDGE RESOURCES COMPANY EVENTS LoGIN Q U .
niversal CTA

OPTIMIZE

ON-PAGE
CONVERSION
PLACEMENTS

Content Marketing Success eBook

Download Your Copy

A Carolyn

Connecting content marketing efforts to ROl is a key priority for marketers in 2016 with
79% of marketers surveyed in the BrightEdge Content Performance Marketing Survey, [ BrightEdge
stating it was more important and critical to success compared to 2014.

This incredibly useful eBook covers the breadth of the digital marketing stack, C
including:

* Data visualization and integration with Salesforce

2 CO ] ] Ie te * Site migration @ United States
L] * Integrated campaigning

* Retargeting
¢ Email marketing

]
"' ‘ : ; "' * Content State
* Mobile
On top of that, you will also get access to exclusive insights generated by original
BrightEdge research. Download Report

Download the white paper now.

Primary CTA

Universal CTA

BRIGHTEDGE CONFIDENTIAL




Thank You Page

BRIGHTEDGE rProDuCTS WHY BRIGHTEDGE RESOURCES COMPANY EVENTS LGN Q

Thank you for your interest in BrightEdge's Competitive Analysis eBook.

Download your eBook now by clicking the button below. For your convenience, we've also emailed you a link where you can download this
eBook anytime. For more information, please visit our resource center or schedule a demo.

Primary CTA

OPTIMIZE

ON-PAGE
Share this asset with your network
C O N V I RS I O N Share by email | Share on Linkedin | Share on Facebook | Share on Twitter
PLACEMENTS S

« Take a Fun SEO Quiz
Test how good you are in SEQ in just 2 minutes

| Secondary
—7| CTAs

« Latest Google SERP Layout Changes
How Google's new 4 ads on top will impact your organic traffic

« New Era of Content
Learn how to create content that measurably performs

3. Promote related

Con tent On R Name B9  scassidy@brightedge.com Unlve rsal
CTA

Thank You page

@ Bonus tip: Promote upcoming events,
related case studies, blog articles, or ask
them to perform one of the other conversion

actions, such as “Sign up for newsletter”




INLINE CTA PLACEMENT - EXAM

BRIGHTEDGE PrODUCTS WHY BRIGHTEDGE RESOURCES COMPANY EVENTS

4 Proven Steps to Competitive
Analysis

Learn How to Outsmart Your Competition Online

ill
tion online

Download the white paper now.

Download Report

REQUESTDEMO | Locin Q

Download Your Copy

liven

PLUS SIZE KIDS DENIM FIT GUIDE

WHAT IS A SIZE 28 WAIST? SILVER JEANS EXPLAINS.

One of the most common questions we get at silverjeans.com is what is a size 287 While we do have a
women's jeans size chart online, here are a few helpful DIY tips you can use to convert your traditional size

info your waist size.

All Silver Jeans have a waist size that corresponds to a traditional size measurement. To keep things simple,

let's use a 28 waist size, which would equal a traditional size 6, as an example. Keep in mind, however, that
waist size’ this is actually a bit of a misnomer. Silver Jeans don't sit on your waist, they sit at
your hips, and your hip measurement is usually approximately 2-inches bigger than your waist measurement.
Let's take a look at the three measurements: traditional size, waist size and hip size.

when we say

Traditional size: 2468101214 16
Waist size: 24 26 28 30 32 34 36 38

Hip size: 26 28 30 3234 36 38 40

Get Your Denim Now
Check Out the Silver Jeans
Catalog

Another thing to keep in mind is that there are many different Silver Jeans fits. Even if you're regularly a size
10, our Suki for women with a curvy body type and bootcut leg will fit differently than our Tuesday for

women with a straight body type and skinny leg.

At the end of the day, in order to find the perfect-fitting pais, you're going to have to meastire your old favorite pair of Silver Jeans and use those measurements
to find your new favorite pair of Silver Jeans. And how do you measure your jeans? We're glad you asked!

First, grab your best-fitting Silver Jeans, which should fit not too tight and not too lose. It helps if they are freshly laundered and folded so they are not distorted

from multiple weeks of wear and tear. Place your Silver Jeans face down on the floor and straighten out the back waistband. Using a tape measure, measure in

Make sure you measure the back, not the front, and then simply double that measurement. Whatever you're

Home » Solutions » RevenuePRO » Real Time Dynamic Pricing

Real Time
Dynamic Pricing

Increase conversions, reduce revenue leaks with real time
availability and pricing

Confidently offer accurate, real time availability across all channels with
rules, fares, and data in sync

Real Time Dynamic Pricing is a scalable solution that offers accurate availability across all
channels, while keeping the rules, fares, and other data in sync. The solution computes
availability in real time and dynamically applies biases, or strategies, to seat availability so that
airlines can maximize revenue and enable offer optimization. Airlines can present consistent,
real time offers across all channels while protecting revenue from inventory spoilage. Real Time
Dynamic Pricing allows airlines to apply industry best availability strategies, including
competitive strategies and distribution for specific market segments and passenger attributes.
With Real Time Dynamic Pricing, airlines can collaborate with interline and code-share
partners.

Protect your revenue and prevent spoiled inventory

Eliminate sell discrepancies with a single source of truth for availability across all of your
channels. Airlines can prevent inventory spoilage through comprehensive segment logic and
married segment controls.

RTDP Data St

you measured 307, your traditional size is 6, which again, translates to a size 28 jean. We hope these tips



TOP OF PAGE CTA PLACEMENT - EXAMPLES

€) Region Blog Community Customerlogin  ContactUs | SCHEDULEADEMO

APT TUS SOLUTIONS INDUSTRIES CUSTOMERS SUCCESS COMPANY RESOURCES 0

B2B E-CommerceiPiatiomnomApttus Intelligent Cloud™

Drive@mnifehannel Salesiorallprodictsion ONE platform.

SEEADEMO ® 'WATCH VIDEO ®

Nucleus Research Guidebook: Apttus E-Commerce drives growth, profitability, and better customer
experiences.
“Apttus E-Commerce customers benefitted from shorter sales cycles, cost savings, increased
product suite visibility, improved employee effectiveness, and improved customer experiences.”

GET THE REPORT

SOLUTIONS CUSTOMERS RESOURCES WHY APTTUS

What is B2B E-Commerce Software on Apttus Intelligent Cloud ™?

E-Commerce on Apttus Intelligent Cloud™ software helps you connect the dots between online and in-person experiences to
ensure total brand consistency across all channels. Empower customers and channels to buy from you whenever and wherever
they need, and ensure product, price and promotional information is always tailored, secure and up-to-date.

. ON-DEMAND DEMO CONTACT SALES




Q CONTACT FAQ LOGIN 30 DAYS FREE

WhiteHat

SECURITY. PRODUCTS CUSTOMERS PARTNERS COMPANY

Brute Force Attack

The Brute Force Attack seeks to determine an unknown value - such as a user name, password, or key D | d YOU Kn OW?
- by using an automated process to try many possible values. This type of attack takes advantage of Th (S re’S d 1 3%
the fact that the number of actual values is typically smaller than perceived; for example, while an 8- | I ke I I h OOd th at

character alphanumeric password can have 2.8 trillion possible values, many people will select their yO ur

passwords from a much smaller subset consisting of common words and terms. p ro d U.Ctl O n
website is
BRUTE FORCE A Brute Force Attack can also be used to attempt to decrypt encrypted data. vu I nera b I e tO
f‘ These kinds of attacks can be made less effective by obfuscating the data to B rute FO rce
o4 ﬁ L) be encoded, making it more difficult for an attacker to recognize when the

gl code has been cracked or by making the attacker do more work to test each
R guess. One of the measures of the strength of an encryption system is how
long it would theoretically take an attacker to mount a successful Brute Force Attack prevention

against it.

Bonus tip: Mention relevant keyword in the CTA box to
‘ = increase conversion form completion rate






YOU CAN’T IMPROVE WHAT YOU CAN’T

MEASURE

Track traffic source
Set up universal event track

Define conversion goals and
estimated value for each — create
a site-wide benchmark to
evaluate value for each piece of
content

BRIGHTEDGE & StoryBuilder

SEO Impact - B8 2 B3 [D) | +AddChart | Make Default

Revenue vs. Visits & &
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Content engagement by topic
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Which CTA Which What CTA

button segment of placements
language site visitors are most
works the have higher optimal for my

best? lift-time value? site?




CTA PLACEMENT BEST PRACTICES

We'create beautiful spaces for your life!

Schedule a visit

"We'create beautiful spaces for your life!

Schedule a visit

Q Do.

Use sharp images with high
resolution (at least 1920px in width

Use images with low resolution.
They will get stretched and be
pixlated.



CTA PLACEMENT BEST PRACTICES

We'create beautiful spaces for your life!

Schedule a visit

Schedule a visit

Q Do.

Use neutral text colors like white,
light gray, or dark gray to keep a
good contrast between your
headline and your background.

9 Don't.

Be careful with bright colors. You
want them to stand out but they
may end up fading into the
background.



CTA PLACEMENT BEST PRACTICES

Start shopping for your 2016 Christmas!

Check Out Our Deals

g

Star @ shopping for y!gd Christmas'f
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CTA PLACEMENT BEST PRACTICES

We'create beautiful spaces for your life!

Schedule a visit

A good home design professional will hone your
style’down to its very essence and be able to

choose a functional layout that feels natural to you.

Schedule a visit

Q Do.

Use concise headline to quickly
communicate your idea.

Q Don't.

Write an essay in your CTA. Your
customer’s attention span is short.



CTA PLACEMENT BEST PRACTICES

- 15% off when you book a month ahead! _

Book a house

0 Do.

Let your CTA button stand out. Keep
a good contrast between:
- the background and the button.

- the button background and the
label.

Q Don't.

Use color in your CTA button that is
similar with your background color




KEY TAKEAWAYS
THE CONVERSION IMP

WHAT IS CONVERSION

DM
\ \\)\}l\‘
/j-:

- L

e

;f\\\\\\\ \

b
Laer + 4 v
pnee = = a8y

AN

MEASURING & TESTING/






