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Welcome

What we’ll 
look at today



Content Marketing 

What’s changed?



Trust



The privacy, accuracy, and ethics of 
nearly every social network was 

called into question in 2018



of people no longer trust 
social media companies.

60%



say “I have deleted at least 
one of my social media 
accounts in the past year 
because I did not trust it to 
treat my personal 
information properly.”

40%



I am unlikely to become 
emotionally attached 
to a brand unless we 
are interacting and 
communicating via 
social media

39%



60%

51%

Social Media at the Heart of 
Today’s Consumer Relationship
Percent who say the following are among the best and most effective 
ways for brands to be using social media to reach people like them

Deliver customer service

Introduce new products

45%Advertise their products

44%Give people the opportunity to 
interact with a brand directly

43%Communicate their purpose and values



   
What a brand says 
in its advertising 
and marketing 
materials

41%
What a brand says in 
direct communications 
with you over email, 
instant messaging or in 
response to a comment 
you posted

59%



(Shallow) Influencer Marketing 
Lost its Authenticity



Trends



Fast paced, always on.



Social Media moved from entertainment 
to a stress factor in our customers’ lives



“When people spend a lot of time 
passively consuming information — 

reading but not interacting with people — 
they report feeling worse afterward.” 

- Facebook



   
Generation Z 
quitting social 
media permanently

34% saying there’s 
too much 
negativity

35%

stating that it 
“tears apart their 
self-esteem”

29%



Social well-being



What’s Changed?

More than 70% 
of digital users 
access the 
internet across 
multiple devices
 

70%
67%

18–24

Multi Screen Content 
Penetration by Age

78%

25–49
(Men)

80%

25–49
(Women)

62%

50+



What’s Changed?

Growth in audio



What’s Changed?



Content Strategy

How we can address 
these changes?



Put strategy first
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Target 
Audience

Put strategy first.

Content Pillars / Topics

+
Business & 

Marketing Goals

+



Content Hub 
& Channel 

Measurement & 
Optimization

+
Establish 

Editorial Process 
& Workflow

Distribution 
Plan

+
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Put strategy first.

Customer 
Service

Production R + D C-Suite Purchasing

Marketing



Put strategy first.



Content Strategy

Communication 
Continuum

Existing 
Consumers

Brand 
Advocates

New 
Consumers
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Put strategy first.

Collaborative Centralized

LOB

LOB

LOB

LOB

LOB

LOB

LOB

LOB

  Center of 
Excellence

VS

Content 
Council

LOB

LOB

LOB

LOB

LOB

LOB

LOB

LOB



Personalization
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Personalization



Personalization



Personalization



Move beyond your product

Personalization



Personalization

Here are some tips:

Be a partner, 
not a vendor

Create 
interactive 

content

Move beyond 
your product 

and add value



Focus on creativity

3



Belief is the new benefit



What is a belief?



Belief is the new benefit



Originality of thought will win



Originality of thought



Strike a chord



Strike a chord



Strategic Distribution

Content Marketing 



Content Strategy
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Content Distribution

INTEREST 

ENGAGEMENT

VALUE

TRIAL
LOYALTY 
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Content Distribution

Quality traffic 

Information 
sharing and 
interaction

Efficiency

Visitation/
purchase

TRUST

P
E

R
M
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S
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In-market 
tags, reviews, 
testimonials, 

repeat 
purchase 

INTEREST

ENGAGEMENT

  VALUE

TRIAL
LOYALTY

Goals



Content Distribution

People spending 
time with 

your content, 
increase in 

pages viewed

Likes, 
comments, 

shares, 
increase in 

time spent on 
site, video 

views

TRUST

P
E

R
M
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S
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INTEREST

ENGAGEMENT

TRIAL
LOYALTY

Measurements

Conversion:
Product 

purchase

Conversion:
Efficiency

and improve 
customer 

experience

Micro-conversion:
Repeated 

engagement with 
your content

Site search, 
decrease in 
customer 

service 
requests

  VALUE

CTR to new 
product 
pages

# of tags/ 
mentions



Questions?



How do you 
build trust?

How do you 
adapt to the 
always-on 

culture of your 
consumers?

What’s your 
strategy?

How do 
you get 

personal?

How is your 
distribution?

To recap:
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