Execute Your Content Strategy
With Content Frameworks

Think and CREATE Content Like a Publisher
Twitter hashtag: #CLAP

Jim Burns
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How to Think & Create Content Like a Publisher

Steve Wood'’s on Top Two
Content Challenges

« How to create “high quality,
unique, powerful content”

- “Getting content from the
Subject Matiter Experts on a
team that is deep and often a Steve Woods,
bit technical” Co-founder, Eloqua

Avitage




I Digital Body Language

“Today, B2B marketers must

D I r‘ l T A L WOODS decode their buyers’ digital
body language to understand
") their roles, information needs,
Q ¢ B . ,"' timing and buying intentions
. \ & F P % of their largely faceless and
M %ﬁ/ g - elusive target market.”

LANGUABE

Steven Woods

From his 2009 book
Digital Body Language
New Year Publishing LLC

Deciphering
Customer Intentions
in an Online World
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I Context = Relevance

Stages of
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4° = 1024 “documents”

X 3-5 “touches”
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The Big WHY?

Must find a way to produce greater volume, faster,
preserving quality, accommodating relevance
requirements, multiple formats ...

Volume

Content &
$

Content = 35%
of mking budget

2010 2011 2012 2013

Time

... but flatten your content creation cost curve!
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A Continuous Content Publishing Process
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I What do Content Frameworks do for you?
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What do Content Frameworks do for you?

« Provide the blueprint for content creation

- Enable creating for multiple purposes and formats -
operational management tool

- Help prioritize content creation requirements

- Clarify & identify specific messages / gaps — monitor and
evolve over fime

- Provide specific messaging guidelines - “what to say, how to
say it”

- Provide content acquisition direction
- Allow creation process to be separated and handled by

different resources: planning, acquisition & editing, scripting
& storyboarding, media, production, assembly & delivery
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