





What is Content Marketing?
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Content is the reason
people go to your site




Give your customers the content
they want...

...not whatYOU think they need!
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Why is Content, arketifyimportant?

5.000 ads / offers pe

Buyers have tuned out méfketing
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Think of an Art Gallery




People come to see art,
not empty frames or empty walls
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Content Marketing Fundamentals 1 @{7]

Shift thinking from marketer to publisher r}\%

. Define a critical group of buyers 25

. Determine what info prospects really need

. Determine how prospects want to receive
info

4. Deliver info for maximum impact on goals

5. Measure and recalibrate
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Wh at topics are we going to cover?
formats are we going to use? (Blogs, video, charts...) '

Why does anyone care?

does this provide business value?

are we doing to deliver the message?

How

should we say it? (Tone of voice...)
Wh will we get the content?
ere can we syndicate the content? (Feeds, social media...)

will this be published?
When

will it need to be updated?

Wh o is responsible for this content?
will maintain it over time? S —
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Content Marketing Fundamentals 3

Grundcharakteristik der MedienNutzerTypologie 2.0

Lebensstilgruppe

Charakteristika

Junge Wilde

Hedonistisch, materialistisch, kKansumorientiert, Selbstbeziglichkeit und
-unsicherheit, adoleszentes Verhalten

Zielstrebige Trendsetter

Fragmatische |dealisten und selbstbewusste Macher, breite Interessen,
Erfolgsorientierung, Vollausschépfung der Miglichkeiten neuer Me

LInauffallige

Orientierung am Privaten, wenig Kontakie, passiv, ibernehmen un
Verantwortung, dkonomisch eingeschrankt, starkes Bedirfnis nact
Lnternaltung und Ablenkung

Moderne Kulturorientierte

Starke Beryfsbezogenheit, wenig Zeit fiir anderes, nichtern, rational,

gt organisiert,

(Ehemalige) kulturelle Avantgarde, unter anderem arrivierte "68er”,
intellektuellster Typ, hohes Aktivitatsniveau, medienkritisch, weltoffen

Hausliche

Bedirfnis nach Sicherheit und Kontinuitat im Alltag, eher traditionelle
Wertvorstellungen und Rollenbilder, relativ enger Aktionsradius,
hauslicher Rahmen wichtig

Yielseitig Interessierte

Sehr breites Interessenspektrum, gesellig, aktiv, erlebnisfreudig,
bodenstandig

Kulturorientierte Traditionelle

Eher konservativ und traditionell gepragtes Welthild, hauslicher Radius
istwichtig, gleichzeitig spielen aber auch (hoch-)kulturelle Aktivitaten
eine Falle

Zurlickgezogene

Traditionell, hauslich, eher passiv, hohe Bedeutung von Sicherheit und

Harmanie, gering ausgepragte Interesse

Quelle: MNT-Justierungsstudie 2006 f ARDZDF-COnlinestudie 2009
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Content Marketing Fundamentals 5
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Content Marketing im B2B

Companies don't have conversations, PEOPLE have!

B2B is usually about niche problem solving —
problems are best solved in teams with many
different experts contributing

> "niche” CONVERSATIONS

Problem solving requires trust & RELATIONSHIPS

1:1 Marketing was a buzzword of B2B & n: BETTER
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— Social Media Chanels BETTER
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New Technologies in B2B Markets

EINES SCHONEN TAGES IM BURO
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thus we
have to
change how
we do
things...
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An Idealized Technology Product
Lifecycle
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Innove;tors Early Early Late Laggards
2,5%  Adopters  Majority Majority 1604
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Adopter Categorization on the Basis
of Innovativeness

Pragmatists:
: Stick with the herd! Conservatives:
t Hold on!
Visionaries: Skeptics:
hiesGet ahead! No way!
> Time
Innovators Early Early Late Laggards

Adopters ~ Majority  Majority
BETTER
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Mainstream Behaviour
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Hillmer, Technology Acceptance in Mechatronics, 2009. BETTER
REALIT
: Br- fifmer, Better Reality Marketing  19.12.2011 MARKETING




ndividualistic Behaviour
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2. Content Marketing
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el dan Kunden basser verstehan




