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B2B Content

(EEDS TO BE ENGAGING

94%

Struggle to create

Ricoh India Ltd shared: Following « 1mth
RICOH

imagine. change
See how Arjun impressed his giffriend by solving his time management issues in his IT

lifel hitp://bit ly/1BS3toR

engaging content

Unlike * Comment = Share = w 51

Source: B2B Content Marketing Benchmarks,
Budgets, and Trends



B2B Content

(EEDS TO BE ENGAGING

Ricoh India Ltd shared: Following « 1mth
RICOH

imagine. change
See how Arjun impressed his giffriend by solving his time management issues in his IT

|| lifel hitp://bit.ly/1BS3toR

Emotional Resonance

Humor

Storytelling

Unlike * Comment = Share = w 51

Source: B2B Content Marketing Benchmarks,
Budgets, and Trends
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Move from Demand Gen to

DEMAND MANAGEMENT

@
MARKETING
ORGANISATION

INTEGRATED MARKETING TEAM

SALES
REPRESENTATIVES

ONLINE
CONTENT

@
PRODUCT/SERVICE
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Stop Selling
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e - 5000

Challenge

CPedia mesdaged per day

Seconds average




MEDIOCR

E CONTENT WILL HURT YOUR BRAND
MORE T

YOUR
HAN DOING NOTHING AT ALL.

Joe Pulizzi, Feunder of Content Marketing Institute
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PERSONAS ARE PEOPLE T0O



THE’-)._ . ‘
Z il
U MARKETER'S
Guide to

CONTENT
MARKETING

Win Big With Content Marketing: Here's your One-Stop-Shop

86% of marketers are using content marketing and 70% of
B2B marketers plan to increase content marketing spend in
the next year. As a modern marketer, you know that content
marketing is a critical component of every marketing
strategy.

RSV (ontons- Gl Spptvarzoatoc b téecor 2 (Gine o (Dntont b téiczng, (FHttat AVE

visuals
copy
condense
stats
guotes
stories
resources
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.:,,, Namita is a marketing manager at a
' tech company in Bangalore. She
" W started at the company three years
ago and manages a team of 8.

She’s single, in her late twenties,
and lives with her parents and
younger sister.




—

Namita's manager is the CMO, who asked her to create a content
marketing strategy for the company.

But there are some challenges
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Namita's manager is the CMO, who asked her to create a content
marketing strategy for the company.

But there are some challenges
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0BJECTIUE

Persona Need:
A blueprint for content marketing

Business Challenge:
Increase lead volume

Promote Global Story — But:

Resources from the US was ill-fit
for local audience readiness
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A Note to the Indian Marketer
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Appendix: Tools And Resources For Marketers

Research Tools:
Ubersuggest | Buzzsume | Moz

Collaboration Tools:
GoogleDocs | Kapost | Skyword

Image Editing & Sharing Toels:
Canva | PicMarkey | Quick | Repic | Pixir Editor

Image Databases:

Creative Commans | Pixabay | PhotoPin | DotSpin

Fonts:
Google Fonts | DaFont

Video Maker
Wideo | Animoto | Wevideo | Swpefiix

Creating Infographics:
Piktochart | Easelly | Visually

Slide Content:
Canva | HalkuDeck | Prazi
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Namita uses multiple social media platforms
daily and shares a variety of content with her

network




Hyper-Local

CONTENT MARRETING GUIDES

Linked in

wu to Content Marketing

Iei'lndian Maﬁl%;er's Guide
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Paid & Organic

Distribution

, search
e email
s i publications
employees
linkedIn
©a —— comerates i facebook
twitter

Instagram

linkedinmktg

. BRAND

wish there was an in

Jacob Dije shared Lakshmana Venkata
Ranga Mysaore's photo,




Context and

Optimisation

X
Linkedln Marketing Solutions Free download for The Indian Marketer's LinkedIn Marketing Solutions Join the content marketing revolution in LinkedIn Marketing Solutions Does your content marketing stand out?
Guide to Content Marketing. https://Inkd. infdQP3z5X India. Our free guide is full of tips to build your content strategy from the Improve your content strategy with advice found in our free guide.
ground up. http://bit ly/2bz Tvt3 hitp://bit ly/2bx 41tC
. il
I W
| THE
" INDIAN e gy
MARKETER'S < , «
Guide ta v o EAR o
CONTENT o i dian WSk st apet ' : 5 S
The Indian Marketer's Cuide to The IndiaiMarketer PRt
MARKETING Content Marketing e P g il
Content Marketing
Linked®)
U Linked (3.
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We need to be conscious of creating hyper-
relevant content that is delivered in context

Shnla S/ anked
CASSUAC Divector of PHarbeting at CAote



Repurpose with

Contextual Purpose

[ - Marksting Soluions Blog PR S Sy S N, Q | Marketing Solutions

mini-guides
Introducing The Indian Marketer's Guide to Content . .
Marketing [eBook] | nfog ra p h |CS

blog series

_’ Linked Tl .
.. IN-person events

[P ——
“"‘ >
T

e > CONTENT podcasts
MARKETING We b l n a rS

>
&"I slideshares

sales enablement
| pr
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Measuring

Results

downloads
leads

feedback

Shashi Bhatnagar Quite a brilliant guide. Great to see this
energy in linkedin solutions team - marketing specially, the
guides are precise and amazing. Sales/Talent scluticns
team also are well organised and these guys know how to
deliver. An amazing example for new age companies.

ﬂ Reena Mathew ads had been popping up, but did

that lead to me downleading the app? Mot yet. Your ads did
lead to downloading this guide. What's next?

PN Rishu Mittal Well explained. A must read for marketers.
EPa 16 hours ago

AT GOPALKRISHNAN GS Comprehensive and Simple
£ 7 days ago
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'Prona Need Big Rock Conten

1 Who is the person (not the title)? Develop something with shelf-life
What is it about your offering? that is both entertaining and
Why will the persona care? informative

Business Challenge Distribution Strategy
i Awareness, Shift Perception, Plan how to share along when
Product Launch, Demand planning what to create — and

Generation optimise during the campaign.
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LOOKING FOR AN

ASTRONAUT
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0BJECTIUE

Needs of the Persona:
Inspire career dreams into action

Business Challenge:
Increase key platform behaviours

Inspirational message — but:
Limited budgets and short
timeframes
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NEWSJACKING

S Cctron

Linkedin
@LinkedIn

Want to see the world? @MNASA is hiring an astronaut & ~3M U S.
Linkedin members qualify: bit ly/1Uo11N]
10:45 PM - 14 Dec 2015

4+ t3509 1050

W Follow
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NEWSJACKING

Slie Odcare

Linkedin Linkedin - Feb 26
Don't think you could survive in a post-apocalyptic wasteland? Think again.
#Oscars #CloserThanYouThink

+ Intense concentration

+ Hazard detection

+ Acute road rage

LinkedIn Lirkedin - Feb 28
Don't think you could beat the loan system? Think again. #0scars #TheBigShort
#CloserThanYouThink

{0 expose shady hon
2008, you'd want 1
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Fuiat & Organie

DISTRIBUTION

search
email
print publications
| employees

linkedIn

o facebook

= twitter

= Instagram



Campaign

RESULTS

1(1\9”;151“{.;\gl‘ Muketing  Advertising Digiah Media A& Dats  BroR Video 1k y - TECH REHIND THESCREEN

LinkedIn to Debut Its First TV
Commercial During the Oscars

Spot Features Voice Over From Company's CEO

Linkedin: You're Cloaar Than You Think. |

LOOKING FOR AN
ASTRONAUT

Linkedin’s First TV Ad Says 3M Members Are Ouahﬁed
To Become An Astronaut



Rethink Your

DIGITAL
ConTent
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handforming ot —

MARKRETING
ORGANISATION

Bianca Ghose
Global Head - Content Marketing | HCL

Follow on Twitter @BiancaGhose

Sachin Shukla
Deputy General Manager | ICICI Bank

Follow on Twitter @wittershukla

Jatin Modi
CEOQO | Frogldeas
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