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In the B2B world where long buying cycles mean that

COntentS the role of content is stretched over a wide length of
time, it’s absolutely essential for marketers to employ
the full spectrum of content, each with its own specific
purpose, or desired effect on your buyer.
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Content Drives
Buying Decisions

Contentis the vehiclein which a
company tells its story. It
highlights the product, the team,

what they have to offer, and o o
ultimately does or does not drive
conversions. o o

The role of contentcannot be
ignored —it is solely what
prospects engage with during the
majority of the buyer’s journey.

of the Buyer’s Journey is of B2B Buyers say that
complete before engaging content hasan impact on
the vendor vendor selection

That means that if content doesn't SiriusDecisions Social Media Today
do its job, buyers are out the door

and onto the next vendorbefore
even speaking to a salesrep.




Introducing a
Framework for
Content with a

Purpose

A

In order for content to successfully engage and convertbuyers, it must
tell the entire story of a company. Only then will contentboth educate
and connect with buyersin all the ways they need to be throughouttheir
long buying journey.

Effectively telling the entire story of a company is not simple — rather,
there are multiple layers to achieving this, and as such requires
employing multiple classes of content.

In fact, there are five essential contentclasses, and employing them
altogetheris the most successful way to tell the full story. Think of
these contentclasses as a pyramid with five layers moving from the
base to the tip. Atthe bottom of the pyramid is the foundational content
that highlights the productand company,and moving up the pyramid is
content that engages audiences on a deeperlevel, motivating them to
act.

Each contentclass in the pyramid is defined by its purpose, or the
specific effect on the buyer thatitis aiming to achieve. Why define
class by purpose? One: contentis developed more effectively when
you know its end goal. And two: defining contentclasses by purpose will
help ensure you’re engaging the buyeron all necessary levels, which
will ultimately keep them moving through the buying cycle and on to
conversion. The pyramid, therefore, acts as a framework for content
with a purpose.



CONTENT CLASS #1 Purpose: Build confidence and
Informational knowledge in your product

Your product
is great!

Informational contentincludes the Successful informational content

facts, figures, details,and helps your buyerunderstand how

explanations ofa companyandits  your productfits theirneeds, how

offerings. it works, and how it resolves their
problems.



CONTENT CLASS #1
Informational

Types of informational content
include data sheets, productpages,
case studies, and pressreleases.

Example:

@ Clickability

by upland

Clickability Features & Functionality

Architecture

Clickability was architected from the ground up to deliver
all the benefits of a true Saas solution in combination with
powerful WCM features and the industry’s most robust
platform for Website Delivery.

Scalable Multi-Tenant Architecture Clickability’s delivery
infrastructure is built with redundancy in mind and there

is no single point of failure. Application components are
deployed in pools of web and application ser vers, and
databases run in replicating pairs or groups. Both our
connections to the internet and the internal network are
redundant at each layer, including all routers, firewalls, load
balancers, and switches.

Dynamic Content and Page Generation Website pages are
“assembled” dynamically from the server when requested, in
contrast to other WCM systems that generate decoupled,
static pages. With true dynamic content and page generation,
Clickability pulls in the latest content for publishing each
time a page is rendered, enabling dynamic features such as
social media, membership and personalization without the
need for third-party services.

Security

Clickability employs a “Defense in Depth”approach in order
to safeguard your website. Our application architecture and
database design ensure the security and integrity of your
data, including personally identifiable information, and we
strictly enforce the physical security of our two SAS-70 Type-II
datacenters. Automated server provisioning, robust firewall
zones, restricted network traffic and more, help to prevent
unauthorized access to your website. And, with constant

third sty ccanning aua ctauon ton of throatc and

Redundant Data Centers

Clickability is hosted in two active/active SAS-70 Type Il certified
data centers. Failover is nearly instant and either data center
could support the entire platform in the event of a failover. All
systems, hardware, and network connections are redundant
within each data center and across the data centers.

Content Editing

Clickability makes it easy for non-technical users to create and
edit content.

Content Creation

Clickability is designed for non-technical users to easily create
and manage content items. The Platform specifically supports
recent versions of Internet Explorer and Mozilla Firefox and is
both MAC and PC compatible.

Bulk Edit Features
The timesaving bulk edit feature allows content producers to
edit, target or categorize several content items at once.

Figure 1. Clickability’s user-friendly interface enables non-
technical users to create and manage content items easily




CONTENT CLASS #2

Contextual

Purpose: Build confidence and
respect for your company and its
position in your industry

Contextual contentincludes
thought-leadership, best
practices, and market trends,
insights, and analysis. It shows
that your company is the industry
expert.

Your
company is
great!

Effective contextual content
provesto yourbuyer that they can
trust you for the bestinnovations
and for reliable advice. Notonly
does your productmeet the
buyer's needs, but your team
behind the productunderstands
the market and how best the
buyer can tackle their challenges.



CONTENT CLASS #2

Contextual

Example:

IBM Global Business Services

Sustainability
Executive Report

IBM Institute for Business Value

Driving performance through sustainability
Strategy, synergy and significance

Types of contextual content
includes blogs, whitepapers,
solution pages,webinars,and
contributed articles.




CONTENT CLASS #3
Emotional

Emotional contentincludes
anecdotes and imagery of
everyday life and successes and
situations that people can relate
to and connectwith.

Emotional contentis a big leap
from highlighting the company
and its productto focusing more
on the audience. It causes
buyersto feel good aboutthe
company— notin that they can
trust and rely onthem, butin that
they feel the company can relate
to them. Emotional contentdrives
positive vibes.



CONTENT CLASS #3
Emotional

United States  Newslettor, Community FreeTrials LogOn | Join Us

w he L unjger #1-800-872-1727  Call Me Now Chat Now ContactUs Store

Industries & Solutions > Services and Support About SAP SAP News a
Products > Customer Testimonials > Our Partners > September 10, 2014

The Looming Talent Crisis: Research Shows Companies.
Thought Leadership ) Training & Education Events Unprepared for Future of Work

-
Reach your long-term vision = in
‘,0‘

the short term

Speed the growth of your small or midsize company — with

. 1 one complete software solution.
-

Types of emotional contentinclude ,
,and . o Wt s
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CONTENT CLASS #4 Purpose: Incite your audience into
Motivational taking a desired action

| am going to
take action!

Motivational contentincludes Successful motivational content
stories of courage to pursue the propels buyersinto motion by
new and differentand pushes showing them the impact they can

buyersto take on big challenges, make.
and to push the boundaries.



CONTENT CLASS #4

Motivational

Sign In/Sign Up Cart: 0

+ American
‘/ Red cross WHAT WE DO RED CROSS STORIES NEWS & EVENTS
DONATE FUNDS DONATE BLOOD TRAINING & CERTIFICATION WAYS TO HELP

Red Cross Specialist Assists Syrian Refugees

Join In 4

See how you can help. Everyone can
make a difference.

Get Involved »

! ! : Make a Donation
! ! $ Provide people in crisis
today with hope for

tomorrow.
Types of motivational content Posted June 10, 2014
. et} Cp Wendy Brightman is an American
carmn or
include y i gj disasters around the world and is Share a Story
both Syrian and as they help refugees ariving frof [E] | Join others who have given
) and . Iraai refiiacec S and received help.

F
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CONTENT CLASS #5
Inspirational

Purpose: Influence your buyer’s
beliefs on what is possible

| am going to
change the
world!

Inspirational contentincludes
novel perspectives and stories of
dreams and visions. It focuses on
the human condition and changes
how with think, what we do, and
how we relate to others.

Inspirational contentdrives the
buyerto think beyond theirdirect
role and impactto how they can
bring significantly larger benefits
to their company and their own
customers as a whole.



CONTENT CLASS #5
Inspirational

Example:

Types Of |nSp|rat|0na| Content ADayMadeofGlass Made possible by Coming. (2011)

include videos, blogs,and . -

microsites. + haso 1§ sesn0 B s




The stages of the buyer’s journey typicallyinclude: Discovering,

Content Purpose In Learning, Choosing,and Procuring.
J
the Buyer s Joumey By leveraging a framework for content with a purpose, you can provide

a balanced contentapproach thatignites intellectual, emotional,and
passionate engagementwith yourbuyers — all of which are imperative
to keeping prospects moving through the buyer’s journey. Conversely, if
you do not employ all classes of content, you will lose prospects at
some stage.

Indeed, every marketer and sales rep has suffered three common
content pitfalls with buyers that result in losing them at some stage in

the buying cycle to a competitive alternative. Likewise, successes can
come in multiple forms as well.

Discovering Choosing

Learning Procuring
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Pitfall #1 Only Information Content

You may focus purely on informational content, so your product may
sound great to the buyer, but they leave in Choosing as they find
another provider that appears to understand their business challenges
and market place better.

we have gone
with another
vendor that
understandsour
needs better.

J

Nice product, but I




Pitfall #2 No Emotional Connection

You provide both informational and contextual content, but you have no
emotional connection to the buyer so they exit very late in the sales
process. In fact, you may be left guessing asto whythey chose a
different product because they simply disappeared.

| just don’t h I

feel good or

excited

about your
company. )




Pitfall #3

| don’t
understand
what your

product can
do.

\

J

All Fluff

You provide too much fluff content, and your buyerimmediately leaves
in Learning because the contentlacks specificity and productdetails. In
fact, you will likely never even know this buyer exists because they will
not choose to engage before looking elsewhere to solve theirbusiness
needs.

00 --
i
i




Success #1 Connecting Emotionally

You provide buyers with informational and contextual contentand start
to establish an emotional connection as well.

\

| really want
you guys to
win!

J

m



Success #2

\

We weren’t
ready to
move on

this, but now
we are.

J

Unlock the Status Quo

You provide motivational contenton top of establishing an emotional
connection and a foundation of trust and credibility, thereby spurring
buyersinto action that were previously stuckin their buying process.
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Success #3 Content Nirvana

You engage your buyerleveraging every class of contentup through
motivational and inspirational, and the buyer gloriously declares that

they are ready to work with you.

Let's find a
way to do
business
together.

J

m



Summary

Especiallyin the B2B world where long buying cycles mean that the role
of content is stretched overa wide length of time, it's absolutely
essential for marketers to employ all five classes of content, each of
which has its own specific purpose, or desired effect on your buyer.
When used in its entirety, the content with a purpose framework
ensures that you engage with prospectsin all the ways you need to
engage withthem in order to convertthem. As a result, you establish a
more relevantand powerful connection with buyers, from understanding
your productand company to feeling good aboutyour company, and
finally to being motivated and inspired to act.

A Inspirational

Motivational

Emotional
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