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Course Introduction
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Course Objectives

1. Introduce the concept and Syioeall gl duadly aggias Civyadll

importance of Content

marketing.

2. Educate students about best LWl ulaally oload)l Juadl M)l Cayas

techniques and global standards.

3. Insure the best efficiency and plasinl el e WSleg adlas Juadl Olass

ROI of using content marketing. S giealb 3ol
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10.Content Marketing Trends 2020
11.Examples & Summary
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Content Marketing Definition Ssizall @roadl Cayyad
Content Creation with a Purpose oy (Ggio slid]

. Tone of Voice 45 guall dosdl/ O guall B8
Storytelling il 3l
Channels & Distribution Syimall &0 Wlgid
Trends & Newsjacking s/ HLaYI A8l 509 wole sl
Influencers & Community Marketing  dus! 8l laaizally (pyi5all 33, e 39wl
Optimizing Content for Search Eodl OB =a) (Sgimall dlac] |
. Developing Content Strategy & Plan S yimall ddasg dumd il slue]
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1- Content Marketing Definition
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2- Content Creation with a Purpose
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ASeolold! Juoadl A J (S gimeall dnanl 1.2
2.1. Importance of Content for The Dynamic Customer
Journey

Consideration

Influence Loop
A dal>

STIMULUS

Awareness
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. 2.2 The Purpose, the Format and the Topic of Content Syioeall Fauo909 Gudlly (2,301 2.2
. 2.3 Fitting Content to Stages of Customer Journey Jroadl A=) (8 dl>y0 S (Sgiomall ounds 2.3
E 2.4 Content Creation Summary Sgixall clid] jasde 2.4
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3- Tone of voice
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Tone of Voice Criteria

1. Company Values EAPRALVE
2. Brand Personality dyy o)l dodla) Az
3. Competitive Advantages dueud Ll ol
4. Reflecting customer’s personality Mol dyasi e ]
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Brand Personality

Down to earth

Family-oriented
Small Town

Honest
Sincere
Real

Wholesome
Original

Cheerful
Sentimental
Friendly

Excitement

_ Daring __ Reliable
Trending Hardworking
Exciting Secure

—  Spirited — Intelligent
Cool Technical
Young Corporate

— Imaginative —  Successful
Unique Lleader

_ Upto-date Confident
Independent
Contemporary

dbgazma Gsixl proz— (i Josl

__ Upper Class

Glamorous
Good looking

—  Charming
Feminine
Smooth

_ Outdoorsy

Glamorous
Good looking

__ Tough
Rugged
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Examples tone of voice
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Uber

Before

)l ladadl Cguo B0
Brands tone of voice

Tone of voice

You're going places.
'l| get you there.
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Brands tone of voice

RESIST}INEE

GRAB LIFE
BY THE BARS
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4- Storytelling
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Examples Storytelling
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Storytelling Fundamentals

1. Main Character/ Hero
2. ThelJourney/ The Struggle
3. End/ Result
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N o A o N

Make it entertaining
Customer related
Easy to follow

Make it memorable

Storytelling Tips

Support with data and references

Include multimedia

Proofread/ Review
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5- Channels & Distribution
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Spends as much time on content promotion as you did with creating a piece of content”
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porsche @ . Following

porsche @ "Homeschooling with a
Photographer" - Florian Mueller used
his time spent in lockdown to teach his
children about his craft. Using model
cars, he proved that hitting the roads
was still possible - as long as you have
imagination. (e@florianwmueller)
#DreamsAreMadeAtHome

2w

0 emir_official_bulgaria beautiful! =

Qv N

216,016 likes

MAY 25

Jocl

L ALY A AT Y



401 1 Fdol | rdol |

Content Format

Case Studies
Videos
Infographics
Whitepapers
Worksheets

eBooks
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Content Format

Templates

e Research reports

* Checklists

* Webinars

* SlideShare Presentations

* Designs

Wb gazo Boddl quaz— udpn Jos]
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6- Trends & Newsjacking
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Example Trend hijacking
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Sl 48l g0 delg
Principles Trends & newsjacking

 Berelevant
* Importance of time

e Consider any fire back
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Time Mapping

Life of a news story

Peak

B o G
~\

® Old News 9
%
.lomna[is}s sc(amb!e \

king news
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/- Influencers & Community Marketing
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Virtual Communities Engagement

Consumers seek communities
for two reasons

Passions Trigger event

+ Passion communities address + Life stage changes drive us to
topics we personally care about seek communities which can
Passion seekers want to hear help us address them
the "newest” from the + In a trigger event relationship,

influencers. we want guidance from experts
+ They also want to engage with NOT from our peers
peers to discuss their opinions & + Trigger event communities have
input on community subjects. a start and a finish to the
relationship

aogalsl
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Passion Community Content Tips Q

Give me a place to Keep me on the
voice my opinions cutting edge

+ Encourage me to give my + Interview thought leaders about
opinions in your blog articles newest trends

+ Provide me a forum on your + Engage influencers to learn what
website to talk with others is coming next

+ Develop surveys sco | can tell + Keep content fresh

others my opinions and feelings + Think multi-media to provide me

+ Encourage me to participate with content | can use

aogalsl
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Remember | am
on a MISSION

A trigger event moves
me to action

| then travel a path similar to
those before me

Understand my mission and my
path and help me along the way

The more you understand me,
the more influential you are
in my life

Abgame Goaxll paz— udin Josl
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Trigger Event Community Tips

Focus on
helping me
We seek experts and those who

have done it when a life
changing event occurs

Remember, there are always
consumers at all stages of life

Tools, tips and education are
keys to helping me
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The Social Pyramid

Facebook Twitter Linkedin Tumbl Shallow
er Lin n Tumbir
Google+ Weibo QZone DlEsvc::ssio;:a of

Huffington Post MSNBC
E-journals E-magazines

Pinterest StumbleUpon
Digg Reddit Del.ic.ious

YouTube Vine Vimeo
Instagram Flickr

Blogs E-newsletters

Forums
Cont n Focused
i Discussions of
Specific Topics

From Social IMC - Social Strategies with Bottom-line RO

Abshe Gshodl gazr— udi Jos]

Jocl

AL A S Tl



401 1 Fdol | rdol |

Codl O =) (G giall slac] -8
8- Optimizing Content for Search
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Stimulus ZMOT ZMOT ZMOT FMOT

Best Deal? Reaching Decision Which vendor?

Previous expenence Previous expenence Previous experience

newspapersmags Price companson Best " "
Financial supps in newspapers/mags : Price companson
; Financial : Price companson

(Source: OMG; TGI; Panel Research — Finance Sector)
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Step one: Keyword Research
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2N R SR PONINWWESTIT N>
Ways to ldentify Topics that matter

Keyword research:

what you want to rank for?
Internet Channels

Popular industry news
Sales \ support FAQs

Your personas’ goals

Your personas’ challenges

i) OlafS e el

¢ oS 0 Ol 343 s Sl Jg>

A3 olelual Hlsd

eedly/ bl dolsdl e g ASYI dliud)
AU giunall s eV duasall Calual
il duasall lggrlss &l sl
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Step two: Content writing Optimization
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9- Developing Content Strategy & Plan

dbgaze Gsixll graz— e Josl

Joc!



401 1 Fdol | rdol |
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Content Strategy Components

Business plan overview sl Jee das gl
Targeted customers/ persona dus| joYN| da i/ pnddgivad! Dlaall
Content map S gixoll dlay =
Brand story oyl AaMall A3
Channels plan/ publishing channels el ©lgid) A gad Olgid)| dlas
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Personal Example
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Maslow's _
Hierarchy e W

full potential,

including creative
o ee S activities

Esteem needs:
prestige and feeling of accomplishment Psychological

needs
Belongingness and love needs:
intimate relationships, friends

Safety needs:

security, safety Basic
needs

Physlological needs:
food, water, warmth, rest

aogalsl
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Define targets and how to measure them lgerlid LSy CaluaYl wuss

Define the targeted customers/ persona  duslieYl duasiall/ (nddgiuwad) loall s

Marketing Channels to reach the targeted O ginall eMaal) Jguo gl didsguudl il gidll

customers

Define content type and format S gall dauog duic gd Luu=d

Creating content ideas CPYESNY BLEIBI N

Engagement plan with audience ol e Je L) das-

Create content calendar Sgiadl dali)g) sluc)

ouiilly el 48l 0

Performance monitor & evaluation
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1.

2.

3.

4,

Planning
Creation
Distribution

Analysis

S gimeall eLid) 8y90
Content Creation Cycle
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Content Plan Structure

CONCEPTING WORKSHEET

Persona
(chocse 1)

Your Topic/Keyword

chooe 1)

Buyer's
Journéy stage

{chooce 1)

How will this help

your buyer persona?
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maviype | |
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Content Structure
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Content title
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Metrics to consider when analyzing

Syl @rgudd) elol Judos 4a82-9

content efficacy:

1.

2.

3.

Numbers of visits

Leads generated

Social proof, share-ability
Inbound links

Content performance by author
Content performance by topic

Content performance by format
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2020 § Ssiall Grgdll-7

Results-focused content Syimall s de 1S
Video and live-stream take center stage Ldeall B (3 aludl eldly ol
User and search intent drives content Syimmall elid] 5483 ol (§ redsviwall Ll
creation

Conversational marketing continues to ddrguwdl Obslall jglad |
evolve

Content gets tailored to voice search and Syall Gl Ggimall euasas 8505
smart devices

Personalized content gets a shot of steroids el Ggizall de slazedl 8ol
Podcasts keep catching on digsall Dlgaall Hokas
The battle for the snippet elaiiall J=l e Elaall
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Snippet alaidall
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content marketing trends 2019

v Q

Q Al [ News [&)Images [3) Videos ) Shopping i More Settings  Tools

About 719,000,000 results (0.61 seconds)

In a hurry, here's a list of content marketing trends
for 2019:

Authenticity, transparency, and value marketing.
Content personalization and interactivity.
Cross-team input and development.

More collaboration between brands.

Integrations as a growth lever.

Using influencers as an ad hoc content team.

More items... « Apr 30, 2019

10 Biggest Content Marketing Trends that Will Dominate 2019

https://www.coredna.com » blogs » content-marketing-trends

© About Featured Snippets
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e SparkSheet: http://sparksheet.com

* Actionable Marketing Guide: http://heidicohen.com

e E-Content: http://www.econtentmag.com
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