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CONTENT MARKETING STRATEGY
Customer engagement: It’s one of
the most elusive and sought-after
treasures for today’s CMOs. Most
marketing leaders know that the
best way to foster engagement is
through content. It seems like a
straightforward formula: Produce
content that will build community,
then watch that community drive
engagement.

The only problem is that it’s
not that simple. The Internet is
flooded with content, and potential
customers have many demands on
their limited attention. This means
that the holy grail of engagement
is out of reach for marketers unless
they can cut through the noise by
producing content that stands out.

CMO Club members have identified
that their No. 1 challenge is finding
a way to rise above the din as
educational and engaging content
replaces promotional content as
the primary marketing tool.
This solution guide will offer examples of
how savvy marketers from companies big
and small are creating content that engages
customers and boosts their business goals.
Inside, you will find out how to:

• Gain an advantage by turning the traditional
marketing paradigm on its head and focusing
on engagement.
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• Build a community by identifying customer
needs and meeting them in a comprehensive
fashion.

• Harness the “first mover” edge by recognizing
holes in the marketplace and filling them with
educational content.

• Use tactics employed by agile startups to
connect with customers and prospects in an
authentic way.
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TAKE THE
CONTENT-CENTRIC

APPROACH
When CMO Carter Holland began building
a marketing team at TraceLink, a startup
that enables the global tracking of
pharmaceuticals, his first hire was a head of
content marketing.
Carter’s goal is to establish TraceLink as a
trusted network for the global life sciences
industry. He has abandoned the traditional
marketing path and instead forged a new
one with the primary purpose of engaging
prospects and building community. This
cutting-edge approach is common among
startups, and bigger brands can learn lessons
from these agile marketers.
Carter understands that content marketing
is an essential tool to establish credibility,
educate customers, nurture leads, and
connect with customers on a deeper level.
And he’s not alone. Recent research from
the Content Marketing Institute reveals that
86 percent of B2B marketers and 77 percent
of B2C marketers use content marketing,
and it’s proven to work. Eighty-two percent
of consumers feel more positive about a
company after reading custom content, and
61 percent are more likely to buy from a
company that delivers custom content.
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CMO Club member Stephanie Anderson of
Time Warner Cable said successful content is
about being “relevant, consistent, and present
at the right time.” Her company leveraged its
unique insights into the challenges of midmarket business customers
to create a magazine —
Solve — that is sent to these
customers and prospects.
“We don’t treat content like
it’s a second layer,” said
Stephanie during a panel on
differentiating your content
Carter Holland
strategy at the 2015 CMO
Club Summit in New York
City. “It’s about content as
a change of mind. How do
we pull back and make sure
we’re relevant, consistent, and
present at the right time?”

Stephanie
No matter the industry,
Anderson
clients and customers seek
an engaging, interactive
experience. Content is the best way to meet
this demand, but are you fully embracing
its power? Or are you treating content like a
second layer — an ancillary part of your other
marketing efforts?
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HOW?
• Formulate a content marketing
strategy, and allocate resources to
carry it out. A strategy will do you no
good if you don’t follow it.
• Align your content efforts with your
business goals, and keep a laserlike focus on results. Do you want to
generate leads? Increase website
traffic? Work back from these goals
when creating content.
• Become a resource for your
industry. Think of all the players
and how you can help meet their
needs for education, networking, and
intelligence.
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BUILD A

COMMUNITY

TO FORGE RELATIONSHIPS
When Rose Hamilton joined Pet360 in
2011, the company had an established
reputation as an e-commerce leader,
but competition was mounting as
other companies sprang up and began
offering the same products.
Rose knew she had to find a way to
differentiate the brand (now part of
PetSmart) and offer value beyond low
prices. She discovered that the “pet
parents” who shopped for products
on the Pet360 sites wanted more
than a transactional relationship. They
wanted a trusted resource — a place
to connect with other pet parents and
share their passions. In short, they
wanted their own community.
“A pet parent isn’t just coming to buy
a medication for a day,” Rose said at
the CMO Club Summit. “They need
a trusted partner when they make
decisions. We had to change our whole
mindset. We focus on engagement
with pet parents and lifetime value.
It’s about changing your thinking and
taking a longer-term view.”
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The effort to build a community
has paid off. The Pet360 network,
which includes Pet360, petMD, and
PetFoodDirect, has grown to reach
more than 23 million pet parents each
month. The brand has
enjoyed higher customer
lifetime value and lower
acquisition costs thanks
to the relationships
formed through its
content, which pet
Rose Hamilton
parents turn to for expert
advice, community, and,
of course, quality pet
products.
Does your audience have a place to
share its passions and find trusted
advice? Gartner has said that the
customer experience will overtake
price and product as the key brand
differentiator by 2020. If you’re not
building community and engaging
prospects, you’re going to fall behind
the competition.
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HOW?
• Listen to customers and prospects.
What do they want? Are their needs
being met?
• Think about how you can help them
lead more fulfilled lives, advance in
their careers, or meet other like-minded
people. It takes time to build community,
but once you do, you’ll have a loyal
audience that is receptive to your brand.
• Try all types of content to connect. For
instance, the Pet360 network includes
articles, photos, slide shows, videos,
forums, and Q&As. And everything is
linked back to pet products, the core
business.
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SECURE THE

“FIRST TO MOVE”

ADVANTAGE
American Express has a long history of
content marketing innovation. It’s been
a “first mover” since its earliest days.
The company started publishing travel
brochures in the 1920s, then moved
into magazine publishing in the late
’60s. In 2007, it turned to the web for its
next innovation: OPEN Forum, a site for
expert advice aimed at small business
owners.
Being one of the first brands to create
its own resource center established
American Express as a trusted partner for
many small businesses. It offers expert
advice and helps business owners solve
real problems. The focus is on education,
not selling, but the connections built by
the forum drive customer loyalty. Many
other companies have since copied this
playbook, but American Express has the
edge because of its “first mover” status.
CMO Club member Jennifer Nealson of the
Denver Center for the Performing Arts said
her organization turned to content to tackle
two challenges: an industry-wide trend of
declining attendance and a dearth of arts
coverage by media outlets.

a thought leadership platform that I don’t
think we would have had access to without
the change in the market,” she said at the
CMO Club Summit.
Jennifer recognized the center’s
opportunity to be the first mover in this
space and fill the content void before
another organization did.
Content is about the “return
on relationship,” she said.
“The goal is to allow that
transaction-based business
model of selling theater
tickets to continue while
building more relationships
and loyalty.”
Jennifer

Nealson

Do you understand the
content landscape in your industry? Are
you missing opportunities to be a leader
in providing educational content? You
don’t have to reinvent the wheel, but you
could be the first to capitalize on a golden
opportunity.

A major part of the center’s new website
is NewsCenter, a media outlet covering
the local theatre community. “This created
The CMO Club —
The CMO Club —
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HOW?
• Study your industry, and determine
where there’s a dearth of content. This is
where you’ll find an opportunity to be an
innovator.
• Create content that’s truly useful to
your audience. Educational, helpful
content goes further than promotional
content.
• Are your competitors helping people
solve their problems? If not, you have
the chance to fill that void and reap
the benefits of brand engagement and
customer loyalty.
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ESTABLISH YOUR

BRAND AS AN
INDUSTRY LEADER
Buffer, a startup that created a popular
app to schedule social media posts, built
its business on content — literally. Its
content serves as its primary growth tactic:
More than 70 percent of users started with
the app because of the content the team
created.
This is an example of how using content
can drive real growth.
Buffer actually operates two content
channels: One is dedicated to building
community around social media
best practices, while the other is
dedicated detailing the inner workings
of the company. Buffer is dedicated to
transparency (it publishes revenue figures
and employee salaries, among other
data), and this makes users feel a unique
connection to the brand.
John Hall, CEO of Influence & Co., said
it’s this single-minded focus on driving
engagement through quality content
that has made Buffer a success. “If
brands would harness their resources
and consistently deliver quality content
that’s head-and-shoulders above their
competitors, they could replicate this
success,” he said. “But it’s just sad that
The CMO
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there aren’t a lot of examples of brands
doing this. Most companies executing this
well are smaller companies such as Buffer
and HubSpot.”
CMO Club member Kimberly Kupiecki
of Dow Chemical Company is helping
her company’s units find their specific
differentiators and become leaders in their
areas of expertise.
For Dow Water & Process
Solutions, it’s about
connecting with trending
topics surrounding water,
drought, and energy
usage. The brand recently
created an infographic
about water reuse during
Water Week in April.

Kimberly
Kupiecki

For other divisions, the focus will differ.
Each must find its voice in order to
connect with target audiences and drive
engagement.
“We’re committed to finding those
resonance points,” Kimberly said. “We’re
clear on our positions and topics. It takes
attention and discipline. We have to keep
up a steady drumbeat with our content.”
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HOW?
• Help people live better. Buffer is
focused on sharing helpful content that
includes tips anyone can use.
• Open up, and start sharing your
brand’s story. You don’t have to publish
employee salaries or revenue figures,
but you should share content that will
build trust. Relationships are about
reciprocity.
• Find the area where your brand’s
unique expertise overlaps with your
audience’s pain point or passion, and
develop a unique way to solve the latter
with the former.
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CONCLUSION
• The first step to differentiating your
content marketing is to develop a solid
content marketing strategy. Research
shows that marketers are far more likely to
consider themselves effective at content
marketing and feel significantly less
challenged with every aspect of content
marketing if they have a documented
strategy. Taking the time to forge a strategy
will pay off later.

• Don’t always look to the biggest brands
for guidance. Small, agile companies
that don’t hesitate to try new channels
or produce new types of content to
connect with their audiences are doing
the most innovative content marketing.

Your brand’s biggest strength is its people,
so look at your internal expertise to
determine what you have to offer
customers and prospects.
• Next, ask yourself what problems your
prospects are struggling with, and commit
to helping them overcome those pain
points. This will help you forge authentic
connections that drive long-term value for
your audience and your brand.
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• The final step might be the hardest:
You need to be consistent and patient.
Connecting with prospects through
content takes time. You can’t build a
community with one YouTube video
or a couple of articles. You need to be
committed to providing quality content
on a regular basis to see the business
results you desire.
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The CMO Club is the world’s most engaged and inspired community
of senior marketing executives who help one another solve their
biggest challenges within a candid, trusted, and sharing environment.
Collaboration fueled by inspiring events and within the members-only
Digital Solutions Clubhouse raises the standard for what is required to
be a successful chief marketing officer. With more than 800 members
and a no vendor selling policy, The CMO Club is the go-to center for
today’s senior marketer for peer-based personal and career success
support. For more details on membership or becoming a thought
leadership partner, please visit: www.thecmoclub.com

Influence & Co. is a content marketing firm that specializes in
knowledge extraction, content creation, and distribution. It’s a fastgrowing company that was recently included in Forbes’ “Most
Promising Companies in America” list. Its core expertise is its ability
to create and refine quality content that meets the business goals of
its clients. The company works with clients in a variety of industries —
marketing, health, human resources, etc. — to produce insightful and
thought-provoking articles for Forbes, Fast Company, CEO.com, and
800 other online publications. It works with many different types of
clients, ranging from VC-backed startups to Fortune 500 companies.
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