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Feeding The Content Beast:
How To Develop A Consistent Content Marketing Program On A Budget 

by Candyce Edelen

Executive Summary

Content marketing has gained near universal adoption among marketers. The Content Marketing Institute 2013 Benchmarks 
study (CMI study) found that as of 2013, 91% of B2B marketers have incorporated content marketing into their efforts.

However, research consistently finds that those same market-
ers are struggling to produce enough content, and to create the 
kind of content that drives engagement. In fact, the CMI study 
found that only 36% of marketers believe they are effective at 
content marketing. 

In this whitepaper, we will explore strategic, cost-effective 
approaches that you can leverage to ensure your content 
marketing program is effective. Here’s a hint— 
a major element of success will be ensuring you have enough relevant content to keep that gruesome “content marketing beast“ 
well-fed at all times. We will discuss ways you can accomplish this goal without completely blowing your budget. 

...only 36% of marketers  
believe they are effective  
at content marketing.

“
”

http://contentmarketinginstitute.com/wp-content/uploads/2012/11/b2bresearch2013cmi-121023151728-phpapp01-1.pdf
http://contentmarketinginstitute.com/wp-content/uploads/2012/11/b2bresearch2013cmi-121023151728-phpapp01-1.pdf
http://www.propelgrowth.com/2013/08/15/content-strategy-7-ways-to-feed-the-content-beast/#.UjH2NL7D_mI
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Challenges to Effective Content Marketing

In May of 2013, Ascend2 published a survey that found  
the top three challenges faced by marketers are: 
creating original content, a lack of internal 
contributors, and a lack of a clear strategy. 

Ascend2 also questioned survey  
participants as to what type of content  
is most effective for lead generation. 
Marketers agreed that premium content 
(i.e. case studies, reports, videos, etc.) 
is what drives conversions, but it’s also 
the most difficult and ex-pensive to 
produce. Below we will go into more 
detail about the types of content 
marketing challenges today’s  
businesses are facing. 

Lack of Resources
With conflicting priorities and overburdened workloads, many marketing teams find it difficult to keep up with a demanding 
content marketing program. This is at least in part because many companies do not hire full-time content writers, so existing 
marketers have to fill the content creation gap in addition to their other responsibilities. Unfortunately, these marketers often 
simply don’t have the time constantly churn out unique, high quality content, so their content marketing strategy suffers neglect 
or even abandonment.  

Lack of Available Expertise 
Another challenge that marketers encounter, especially in the challenging field of financial services, is that their available writing 
talent lacks the level of expertise necessary to develop compelling content suitable for a their target audience. So they have to 
rely on subject matter experts who are typically too busy with their regular jobs to write marketing content. In this case, what 
often ends up happening is either the content is produced internally, but is not of the quality needed by the target audience, or 
it is outsourced to an advertising agency, potentially draining a marketing budget, and still missing the mark with a sophisticated 
audience that expects content that informs and educates them at their level. This is particularly true for financial technology 
companies that need to articulate sophisticated and complex value propositions to an equally sophisticated target audience. 

Since many businesses don’t have the internal bandwidth to consistently churn out the kind of high-quality premium content 
their audience values, many turn to outside vendors such as analyst firms for assistance. While, this approach is generally effec-
tive at generating the quality of content needed by the sophisticated target audience, the associated costs can quickly add up. 

Lack of a Clear Strategy for Premium Content
When marketers invest heavily in premium content such as white papers and analyst reports, they expect them to generate a 
return on investment in terms of qualified leads. To achieve this goal, generally they’ll post the report on their website behind a 
registration wall. They usually also send out an email blast offering the paper to their mailing list and do some casual social sharing. 

http://ascend2.com/
http://www.propelgrowth.com/2013/07/30/capturing-return-on-investment-with-content-marketing/#.UjH8Ir7D_mI
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They might also pay a trade publication to publish the paper on the media site and provide registration information when visitors 
register and download the content. These companies expect the premium content to do all the heavy lifting by itself, generating 
leads without effective promotion. Unfortunately, what typically happens with this unstructured approach is that the content ends 
up languishing on the website, producing a few leads a month, but never delivering the expected return.

The problem is the lack of an inbound marketing strategy for facilitating discovery and attracting an audience. But lack of strategy 
isn’t limited to distribution of premium content. According to Content Marketing Institute, only 20% of marketers have a docu-
mented content strategy.  

Lack of a Cohesive Story 
A last area where we see marketers struggle is with having their content tell a cohesive story. Many times, they will either try to 
tell too much of their story in a single piece, or will tell lots of different stories with no solid connection. Focused brand story-
telling is a powerful way of communicating your company’s value proposition and benefits to customers. Giving your prospects a 
dynamic story they can relate to on an emotional level will help you better connect with them and in effect keep their interest.  

There is a Better Way… 

Fortuntely, there is a strategic  
way that marketers can 
overcome the many 
barriers to establishing a 
revenue-driving content 
marketing program. It  
involves building a  
content program around 
core premium content  
and related derivative  
assets that work together 
to tell a story over time. At 
PropelGrowth, we call this 
approach “using every piece of  
the buffalo.” The buffalo methodology is 
paticularly effective at fueling a demanding 
content marketing program, or in other words, 
helping you feed the ravenous “content beast.”

Rationale Behind the Content Buffalo 
Throughout history, when Native Americans from 
the Plains killed a buffalo, they used every part of 
it. Nothing was wasted. They used the hide for tepee coverings, bedding, clothes, moccasins and robes. The buffalo hair was  
used for rope and halters. The hoofs were used for rattles. The horns were used to make dishes, spoons and ladles. From various 
parts, they made whips, saddle pads, glues, toys, drums, belts, stirrups, shields, knife cases, boats, thread and of course—food. 

Hair:  pillow	  and	  
saddle	  stuffing	  

Pelt:  clothing	  
and	  blankets	  

Stomach:  
buckets	  and	  	  
cooking	  pots	  

Horns:  toys,	  
decora7ons,	  	  
cutlery,	  

cooking	  utensils	  
and	  cups	  

Bones:  
sewing	  needles	  
arrowheads	  
saddle	  frames,	  
knives	  and	  tools	  

Tendons:	  
sewing	  thread	  
and	  bowstrings	  

Skull:	  
religious	  rituals	  

Hump:	  
most	  flavored	  meat  

Hooves:  
glue	  and	  tools  

Tongue:	  	  
food	  

Fat:	  
cooking,	  	  
soap	  

Brain:	  for	  	  
tanning	  hide	  

Meat:	  
Food	  plus	  
preserved	  as	  
dried	  jerky	  

http://contentmarketinginstitute.com/wp-content/uploads/2012/11/b2bresearch2013cmi-121023151728-phpapp01-1.pdf
http://www.propelgrowth.com/2013/07/12/strategic-marketing-how-to-produce-enough-engaging-content/
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Premium content can be likened to this buffalo scenario. Producing premium content requires extensive research, interviews, 
note taking, and multiple drafts. Every step in the process of creating premium content can be likened to a part of the buffalo.

The premium content itself (i.e. whitepapers, research 
reports, etc.) can also be split apart into derivative blog 
posts, summarized, analyzed and reported on. In  
essence, waste not, want not. 

Purpose of a Buffalo Content Strategy
A buffalo strategy won’t solve all of your marketing 
problems, but it will help you feed the content beast.  
An integral component of this strategy is allocating 
one key writer with subject matter fluency to handle 
research and create the core premium content. This 
person should be fluent in your product offering and 
well-versed in your target audience’s current business 
issues. The writer will also require access to internal  
subject matter experts who can contribute to the story. 

Other team members can create derivative content like blog posts, 
videos, podcasts, articles, etc. – all based loosely on the topic of or  
derived from the premium content. This approach will help you fully  
leverage your premium content by extending its reach and consumption. 
 It will also assist you in generating a goldmine of content that tells a story  
over time. You can enhance your message even further by accessing the insights of external thought leaders. 

How to Create a Buffalo Program 

Prior to launching your own buffalo program, you will need to develop and document a clear strategy. Otherwise, you will find 
yourself shooting in the dark. The following guidelines will give you a good frame of reference as you work to establish your  
content strategy.

Start With Your objectives:  Assess what it is exactly that you would like to accomplish with your buffalo program. Some areas to 
consider are: thought leadership, needs awareness, media attention, lead generation, accelerating the sales cycle and customer 
retention. To avoid biting off more than you can chew, be sure that you select only two of these areas of focus. Trying to accom-
plish too much with a given buffalo is not a good idea. 

Determine Your Target Niche:  After setting forth your objectives, your next task will be to determine your target audience. A 
large part of this is selecting your target niche. For example, you can’t provide a prospect in investment banking with a case study 
about one of your aerospace clients. Likewise, targeting the head of the foreign currencies desk and the head of equities clearing 
IT with the same content will simply not resonate. The point is not to make the focus of your content too broad, otherwise you 
will be at risk of not delivering enough value. Instead, aim to cater to your target customer’s specific needs. 

Define your Target Personas:  Determining your target personas is another important element of your buffalo strategy. Depending 
on the type of financial technology or trading services you’re selling, you’ll need to break down personas by front, middle and back 

blog posts

podcasts

slide show case study

press
releases

video

white
paper

webinar e-books

live event

artic
le

s

http://www.propelgro
http://www.propelgrowth.com/2013/09/11/derivative-contentthe-gift-keeps-giving/#.UjH3I77D_mI
http://www.propelgrowth.com/2013/09/11/derivative-contentthe-gift-keeps-giving/#.UjH3I77D_mI
http://www.propelgrowth.com/2013/08/28/how-to-address-the-top-3-challenges-of-content-marketing/#.UjH4dL7D_mI
http://www.propelgrowth.com/2017/05/01/can-buyer-personas-improve-revenue/


Financial Services Marketing & Content Strategy5

W H I T E  
P A P E R

office; IT and business; asset class; and possibly even geographical region. Once you determine your target personas, figure out  
their needs, pain points, status quo and value proposition. Understand what’s in it for them. Be sure to document this information  
in written buyer persona documents. Your buyer personas should guide every step of the content creation process. Taking this  
approach will help you better target your content to your audience’s key business needs and goals. 

Choose a Buffalo-worthy Topic:  A major part of your buffalo’s success will be contingent on your ability to select a strong topic. 
Ensure that your topic is core to your company’s overall messaging, but also focused enough to not alienate certain types of 
customers. For example, if you serve multiple asset classes or many market niches, don’t expect a single buffalo to address each 
and every one. 

Unfortunately, if you try to be relevant to everyone, you’ll end up compelling no one. A better approach is to select an evergreen 
or educational topic that is oriented around a specific business need and tightly aligned with your capabilities. If you decide to go 
with a topic on industry issues, ensure it is not too time sensitive, otherwise your content may become outdated more quickly 
than you would like.

Make sure that you remain honestly empathetic with the kinds of challenges your customers are facing and how you can help. In 
other words, don’t overpromise on what your clients can actually accomplish using your product or service. Otherwise, you will 
be at risk for losing credibility with your customers and creating unnecessary hurdles for your sales people. 

Develop your Story Arc:  Your next challenge will be determining how to tell your company’s story over time, so that prospects 
don’t have too much content to consume all at once. Why is this step so important? If you bombard your targets with an exces-
sive amount of information, they are apt to lose interest. Breaking up the distribution of your content into multiple parts will also 
give you more opportunities to engage with your target audience. 

Reaching your Audience:  Determining the best outlets for connecting with your audience is incredibly important. Pay close  
attention to what websites your customers are frequenting and get your content posted there. If you don’t have tens of  
thousands of visitors to your own website each month, then a good approach may be to publish your content on an industry 
website with heavier traffic. Also, think about guest blogging on popular news sites such as Huffington Post or Wall Street Journal 
and on industry trade forums like TabbFORUM, Wall Street & Technology, and Finextra as a way to get your content viewed by 
more sets of eyes. Posting videos on YouTube or publishing presentation slides on SlideShare are also effective options. 

Beginning               
                 Middle                                     End

Problem Goal Solution

http://www.tabbforum.com/
http://www.wallstreetandtech.com/
http://finextra.com/


Financial Services Marketing & Content Strategy6

W H I T E  
P A P E R

Determine your Social and SEO Strategy: In terms of social and SEO strategy, you need to give all of your content publishing  
channels the right information to ensure your content gets found. A big part of this is setting relevant keywords and carrying 
these throughout your entire buffalo strategy. You also 
need to establish a social outreach plan that incorporates 
sending out relevant social updates to support new pieces 
of content. Lastly, a linking strategy is quite valuable. Every 
piece of content should have a clear call to action and links 
to other relevant content. 

Create a Plan: Before you get your buffalo program up and running, you’ll need to figure out the overall logistics involved. First, 
you’ll need to ensure you have all the resources necessary to make your vision a reality. This will include access to: subject matter 
experts, content marketing experts, journalists, copywriters, a web designer, a motion graphics designer, a PR team and an email 
marketer. Having the right team in place will be vital to your buffalo’s success. 

Develop a Story: When creating your company’s story, a great starting point is performing online research, including looking at 
credible online publications, analyst reports and your competitors’ websites. This step will help you get familiar with the subject 
matter and understand the perspectives of other thought leaders in your industry. In particular, reviewing trade press and analyst 
coverage can be quite helpful. Then interview customers, lost deals, competitor customers, and internal subject matter experts.

Identify Opportunities for Derivatives: Remember that every piece of information you gather in the research process presents 
another opportunity for you to create derivative content. 

What Should We Feed the Content Beast?...Buffalo 

Throughout this paper, 
we’ve discussed the value 
of the buffalo methodol-
ogy in helping you create 
an abundance of market-
ing collateral that will 
keep the content beast 
well-fed. Below we’ll give 
a real-life example of a 
buffalo program we’ve 
put into action for one of 
our clients.  

Here’s how a buffalo 
might be released to sup-
port a content strategy 
leveraging outbound lead 
nurturing, inbound 
search, content syndica-
tion and public relations:

Month  2   Month  3   Month  4   Month  5  Month  1  

•  Paper  Released  
•  Blog	  1	  
•  Byline  1  Released  
•  Press	  Release	  1	  
•  Social	  promo2on	  
•  Email	  campaign	  -‐	  paper	  

•  Video  Released  
•  Bylined	  ar2cle	  syndicated	  
•  Blog	  2	  
•  Press	  Release	  2	  with	  

integrated	  video	  
•  Social	  promo2on	  
•  Email	  campaign	  -‐	  video	  

•  Blog	  4	  
•  Social	  promo2on	  
•  Byline	  Ar2cle	  2	  syndicated	  
•  Email	  campaign	  –	  web	  event	  

Month  6  

•  Web  Event  –  live  
•  Press	  release	  4	  
•  Blog	  post	  5	  
•  Social	  promo2on	  
•  Deriva2ve	  blog	  1	  
•  Social	  promo2on	  
•  Email	  campaign	  –	  live	  event	  

•  Live  event  
•  Press	  Release	  5	  
•  Deriva2ve	  Blog	  2	  
•  Social	  promo2on	  
•  Deriva2ve	  ar2cle	  
•  Email	  campaign	  –	  program	  

summary	  

Lead capture opportunity 

•  Byline  2  Released  
•  Blog	  3	  
•  Press	  Release	  	  3	  
•  Social	  promo2on	  
•  Email	  campaign	  –	  full	  
content	  program	  

Lead capture opportunity 

http://www.propelgrowth.com/2013/08/02/rethinking-seo-in-press-releases/#.UjIEwr7D_mI
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Sample Buffalo Program 
Your buffalo program should serve as an integrated  
campaign featuring a constellation of content  
(i.e. articles, blogs, etc.) that all point back to 
the original premium content (whitepaper, 
report, etc.). This approach helps you  
generate leads and drive conversions.

Here is an example of a buffalo program 
incorporating 12 outbound marketing 
touch points, a total of 24 distinct pieces 
of content, and the opportunity to tell 
this client’s marketing story over the 
course of six months. What we’ve found 
with this volume of content activity 
is that it helps build awareness of your 
brand. When consistently receiving quality 
communications from your company,  
prospects can’t help but pay attention.  

Buffalo Strategy Values Brains Over Budget
There is no denying that producing quality content takes time, effort and resources. However, companies that are willing to  
invest in an effective content marketing strategy will not be disappointed. They will be rewarded with better brand awareness, 
enhanced credibility, greater prospect engagement, and ultimately, improved overall profitability. 

The buffalo content marketing program is a strategic technique businesses can use to consistently churn out lively, engaging  
content — and an ideal way of keeping the content beast well fed. 

If you would like information on how PropelGrowth can help you create a powerful Buffalo program, please contact PropelGrowth 
at +1 970.300.2280 or sales@propelgrowth.com. 

tel:+19703002280
mailto:sales%40propelgrowth.com?subject=Interested%20In%20Buffalo%20Content%20Program

