
Transform your Content Content Marketing 
Masterclass 

#LIBrandConnect 



2 

  
Edward Bray 
Director of Marketing at LinkedIn 
Follow on Twitter @ed_bray 
 

 

Introductions 



LinkedIn on Transforming your 
LinkedIn Marketing Organisation 
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Sumati Ahuja 
Content Marketing Evangelist | LinkedIn 
Follow on Twitter @sumatia 

Jennifer Bunting 
Head of APAC Content & Product Marketing 
LinkedIn 

Speakers 

today’s 



Content Marketing Myths 
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B2B CONTENT 

Myth I 

NEEDS TO BE SERIOUS 
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B2B Content  

needs to be engaging 

Struggle to create 
engaging content 

54% 

Needs to be Engaging 
B2B Content 

Source: B2B Content Marketing Benchmarks, 
Budgets, and Trends 
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B2B Content  

needs to be engaging 

Humor 

Emotional Resonance 

Storytelling 

Needs to be Engaging 
B2B Content 

Source: B2B Content Marketing Benchmarks, 
Budgets, and Trends 



IT TAKES A VILLAGE 

Myth II 

TO DO CONTENT MARKETING 



This is our team. 

Visionary Social Guru Editor in Chief Blogger 



LEAD GENERATION 

Myth III 

IS A KPI FOR THE DEMAND GEN MARKETER ALONE 
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Demand Management 
Move from Demand Gen to  



SOCIAL MEDIA FOLLOWERS 

Myth IV 

CARE ABOUT YOUR BRAND 
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Start Giving 

Stop Selling 



MORE CONTENT 

Myth V 

BETTER PERFORMANCE 
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  CONTENT 

Today’s Digital 
Challenge 

SHOCK 

+5000 
Media messages per day 

Seconds average 
adult attention span 8 



Mediocre content will hurt your brand 

more than doing nothing at all.  

Joe Pulizzi, Founder of Content Marketing Institute 

≠ More Content More Loyalty 



INFORMATIVE ENTERTAINING educational morish 
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Good Content 

The solution is 

VALUE 
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Why 

  Personas are People Too 

What 
Who 
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visuals 
copy  

condense 
stats  

quotes 
stories 

resources 

USA Content: The Sophisticated Marketer’s Guide to Content Marketing, March 2016 



  
Namita is a marketing manager at a 

tech company in Bangalore. She 
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.  



  

Indian marketers create brand content in-
house 

67% Namita’s manager is the CMO, who asked her to create a content 
marketing strategy for the company. 

But there are some challenges  

Data Source: Red Book of Content Marketing, Yorke Communications 



  

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

But there are some challenges  

Data Source: Red Book of Content Marketing, Yorke Communications 

Lack a process for creating content 

45% 
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  Objective 

Campaign 

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 





          



  

Namita uses multiple social media platforms 
daily and shares a variety of content with her 

network 
 

Inspiration 

Data Source:  Waggener Edstrom Asia-Pacific, “Content Matters: The Impact of Brand Storytelling” 

Humour 
Personal Updates 

News 
Instructions 
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Content Marketing Guides 
Hyper-Local 
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search 
email 
publications 
employees 
linkedIn 
facebook 
twitter 
instagram 

Distribution 
Paid & Organic 
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Optimisation 
Context and 

a b c 



      
We need to be conscious of creating hyper-
relevant content that is delivered in context 

Paula Parkes 
APAC Director of Marketing at Adobe 
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mini-guides 
infographics 

blog series 
in-person events 

podcasts  
webinars 

slideshares 
sales enablement 

pr 
 
 

Contextual Purpose 
Repurpose with 
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downloads 
leads 

feedback 

Results 
Measuring 



1 1 

1 
Persona Need  
Who is the person (not the title)? 
What is it about your offering? 
Why will the persona care? 

Business Challenge  
Awareness, Shift Perception, 
Product Launch, Demand 
Generation 

Distribution Strategy 
Plan how to share along when 
planning what to create – and 
optimise during the campaign. 

1 

2 

1 
Big Rock Content 
Develop something with shelf-life 
that is both entertaining and 
informative 

3 

4 

Planning Template 
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You’re Closer Than You Think 

The solution is 
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  Objective 

Campaign 

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 

Content in 
Context 

The art and science of injecting your 
ideas into a breaking news story 
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Newsjacking 
In Action 
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Newsjacking 
 The Oscars 
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search 
email 
print publications 
employees 
linkedIn 
facebook 
twitter 
Instagram 

Distribution 

Paid & Organic 
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  Results 

Campaign 
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CONTENT 

Rethink Your 

DIGITAL 

Humanise your audience 

Great content provides value 

Deliver content in context 



Q&A 
your 

SUMATI JENNIFER 

#LIBrandConnect 
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Bianca Ghose 
Global Head – Content Marketing | HCL 
Follow on Twitter @BiancaGhose 

Sachin Shukla 
Deputy General Manager | ICICI Bank 
Follow on Twitter @wittershukla 

Marketing 

Transforming your 

Jatin Modi 
CEO | FrogIdeas 

Organisation 
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