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“Content marketing” is one of those buzz-phrases which 

everyone is using but no one really knows how to define it. 

 

If I was asked “so, what is content marketing?” the best 

definition I’d come up with would be something along the 

lines of::

 

“Using content in various forms to build the relationship with 

your customer, and inspire them to buy your product or 

service (or, to select your pre-sale action which converts 

highly to buying - e.g. a demo or a call).”
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WHAT IS 
"CONTENT 
MARKETING"?
AN INTRODUCTION



SOURCE: GOOGLE

CONTENT MARKETING =

“a type of marketing that involves the 

creation and sharing of online material 
(such as videos, blogs, and social media 

posts) that does not explicitly promote a 

brand but is intended to stimulate 

interest in its products or services.”

https://www.google.com/search?q=what+is+content+marketing&oq=what+is+content+marketing&aqs=chrome.0.0l6.2639j0j4&sourceid=chrome&ie=UTF-8


In many ways, it really is that simple. You can overcomplicate 

things, or over-thinking things, or get so confused about 

what it is that you never really do anything about it.

 

Your business may be making money without content 

marketing. You’ve possibly worked real hard at it for however 

long it’s existed. Maybe, you’re doing just fine.

 

But, if you’re a business with a website (please tell me you 

have a website…) that doesn’t have a content strategy, you 

are really, really missing out. The idea isn’t to go into that. But 

here’s the gist: X number of people on the internet, X 

number of people on computers and phones, X number of 

hours spent online… you get the gist. Enhancing your website 

& experience you are giving your online visitors is CRUCIAL.
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WHAT IS 
CONTENT 
MARKETING?
AN INTRODUCTION



Your customers aren’t pounding the pavements these days. 

Well, they are, they’re just pounding the pavements of the 

internet a whole lot more. 

 

And that’s whichever type of business you have and 

whichever industry you’re in. Product or service. (there are 

some rare exceptions like products purely for the older 

generations (?) - it’s why those product placement adverts 

and programmes still exist. They don’t tend to work for 

anyone under the age of 60. And that number is only rising.

 

So, almost every business needs a website, and every website 

needs a blog. Even if you’re turning a profit and surviving 

without one, you’re probably missing out BIG style.
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WHAT IS 
CONTENT 
MARKETING?
AN INTRODUCTION



HMM,
WHERE DOES CONTENT MARKETING FIT 
IN WITH THE REST OF YOUR BUSINESS?

There used to be 2 assumed types of business. 

 

The big corporate, who’s departments are siloed and 

barely email one another let alone build real 

relationships with each other. 

 

And the small business, where you’ve got one or two 

founders doing everything between them, or a handful 

of others staff members kinda with defined roles, but 

kinda doing their own thing. 

.



TOUR PACKAGESBasically, I still come across the view that marketing 

is it’s own thing, sales is it’s own thing, customer 

service is it’s own thing, yadda yadda yadda.

 

No, no, no. Firstly, an important point to be 

acknowledged that is very often forgotten… your 

CUSTOMER is at the heart of your business. You 

cannot live without them. You serve the customer. 

 

Always.

 

 



SALES: selling TO the customer

 

MARKETING: marketing TO the customer

 

CUSTOMER OPERATIONS (AKA CUSTOMER SERVICE): serving 

the customer

 

 

It turns out, they are ALL to do with the customer.
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LET'S 
CONSIDER...
THE 3 MOST IMPORTANT 

PARTS OF YOUR BUSINESS
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It's ALL to do with the CUSTOMER.



You’d be hard-pressed to find a role that ISN'T close to the 

customer. 

 

For this reason, it is imperative that everyone in the business 

stays as close as possible to the customer. 

 

As an employer or employee, you might find yourself sat 

behind a desk and not communicating with the customers. 

It’s a smart move for companies to be making it imperative 

for a day or two per month for every staff member to spend a 

day in customer services/operations interacting with 

customers.
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BASICALLY...
 



SERVE THEM. SPEAK TO THEM. LISTEN TO THEM. ALL.THE.TIME.

SECRET

YOUR CUSTOMER IS THE LIFE-BLOOD OF 
YOUR BUSINESS



So, your customer is the lifeblood of the business.

 

In many ways, marketing (& sales) are the lifeblood of your 

business.

 

And, in fact, marketing + sales + customer services are all 

coming together, and customer communities are by far 

becoming the #1 most valuable thing your business can have. 

 

You’ll hear me (well, see me) harping on about community a 

lot. 

 

The best businesses with the most engaged customers will 

have communities, period.
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YOUR CUSTOMER 
NEEDS YOU
(MAKE COMMUNITIES FOR 

THEM)



Marketing is the pathway to sales. You’ve got your outbound 

sales guys on the phones or on the road or proactively trying 

to muster up business.

 

Inbound marketing is a way to generate warm leads for your 

sales folks and, if you get your strategy right, the hottest, 

hottest leads.

 

The hottest lead is the lead that chooses to purchase without 

even a word with your salespeople… or else takes the PRE-

SALE action you have integrated into your Content Marketing 

Strategy.
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MARKETING + 
SALES
HOW DO THEY FIT 

TOGETHER?



I’ve mentioned a little bit about communities. How they are 

freakin’ awesome. 

 

This is what old-school, short-term selling looks like: "Go out 

and do everything you possibly can to persuade persuade, 

hammer hammer hammer away, until you find a customer to 

buy. And then you do the same thing to find the next one. 

And the same, and the same. 

 

NEW-SCHOOL SELLING

You are TOTALLY missing a trick if you:

A) don’t have a Content Marketing Strategy

B) Don’t have an awesome Content Marketing Strategy which 

is focused on building HONES,T long-term relationships with 

your customers.
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MARKETING + 
COMMUNITY
HOW DO THEY FIT 

TOGETHER?



If you focus on these HONEST + LONG-TERM relationships, you will organically develop a community of 

customers.

 

 A pool of potential customers and customers-to-be and here’s the most important thing, wait for it, 

human beings, who are engaging with your content and your brand and - ideally - one another.

 

If you can gather what marketing expert Seth Godin calls a TRIBE of followers around your mission or 

cause, you have hit the jackpot. It takes a long-term view, which is not always easy if you are so used to 

the short-term view and, of course, there has to be a strong business case justification, aka a 'Return On 

Investment' (ROI). 

 

Mark my words, businesses that look beyond the £/$ numbers are the businesses that succeed. It’s how 

I became the youngest top-5 biller in my company aged 25. I was focusing on the relationships over the 

sale. I was doing honest business back then without realising it.
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We’ve just talked about how marketing ties in with 

community and that this tribe of followers is what you want 

to be aiming for.

 

 A community can consist of a Facebook group, or a 

newsletter with followers. 

 

The idea is just it being a group of people, and it gets 

stronger and stronger as:

 

- Members start sharing comments on the blog articles

- You start sharing members’ stories to one another

- Members start talking to one another

- Members start helping one another out with their queries
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MARKETING + 
CUSTOMERS 
OPS/SERVICES
HOW DO THEY FIT 

TOGETHER?



Do you see what’s happened there? 

 

All of a sudden, someone has gotten to a point where they are getting A LOT of value from you, they have 

stuck with you long enough to see that this value is consistent and it’s genuine, and they have found 

themselves commenting on your blog posts & even responding to others’ comments on your blog articles. 

 

They don’t know why they're commenting, it just feels good. They dig you. The vibe is there. And they’re 

happy to as they’ll be geeking out over the industry you’re in, they’ll feel connected to you and your 

brand, and having gained so much incredible unpaid-for value from your content to date, they are all-too-

happy to do what they can to help.

 

Remember, this takes time (LONG-term relationships don't happen overnight), but hopefully you can see 

why this taking-a-long-view strategy is SO worthwhile.
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In any marketing strategy, both quantitative and qualitative elements are key, for 

different reasons.

 

There are many examples that could be given here. Here is one for each:

 

QUANTITATIVE: we can use data to measure ROI of a social media campaign, or of 

an event. (i.e. how much £ has been made, or the cost of a campaign/event vs the 

sales that came from it).

 

QUALITATIVE: from the above examples, campaign and event, quantitative data only 

measures the numbers. It doesn’t measure the value of relationships formed in the 

room, or of increased relationship-strengthening. 

 

When I used to take clients out for drinks in recruitment, we couldn’t see the ROI. 

But the bigger picture, away from the analytics and data, was used to (wisely) 

ascertain that the cost of some drinks would far outweigh the value of a good 

relationship with someone of importance at X client.
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QUANTITATIVE VS 
QUALITATIVE
THE 2 APPROACHES, 

COMPARED



Whilst short-form content might be the peas on the plate, 

long-form is the meat and potatoes.

 

Short-form content is content you’ll find it little bits, a few 

words (tweets), a few lines or even a few paragraphs to form a 

blog post. 

 

Customers will nibble at a couple of these peas, and may 

nibble at a little more. 

 

Ultimately, though, with short-form content along you’ve just 

got a plate of peas. The customer can keep eating as many 

peas as they want, but it’ll get quite bland in the end and few 

will make a sales-action, or pre-sales action JUST from eating 

those peas.
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SHORT-FORM VS 
LONG-FORM 
CONTENT
THESE 2, COMPARED.



With short-form being the peas, LONG-FORM content is the meat and potatoes on the plate. You see a 

plate of peas, meat and potatoes, which is it that stands out. The meat and potatoes. Every time. Those 

peas will lead the customer onto those meat and potatoes, and once they taste how delicious those things 

are, they’ll be in a very good place indeed.

 

LONG-FORM CONTENT not only gives your potential customers and incredible amount of value, but by the 

time they’ve consumed this content, they’ll be in a very good place indeed.

 

Quite possibly, your long-term content links on from your short-term content. So a customer who goes 

from your short -> long is probably one sat on the fence but has their eyes and eyes wide to ascertain the 

situation.

 

If it’s the right customer (you can’t control this) AND the long-form content provided is super-duper 

valuable (you CAN control this), you’re in a very, very good place. You’ve significantly upped the odds of this 

customer proceed to pre-sales/sales action now, or at some point in the future. (Remember: with an e-book 

they have given you an email address and so you have permission to kindly reach out and keep giving 

them excellent value and making it nigh-on impossible that someone else will come along and woo them 

and come up trumps with something they say is better).
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A short-term content strategy looks like this...

Lots of money on paid advertising and clicks. Lots of scattergun sales 

pitches on email and the phone. Utter obsession with getting clients, 

any clients talking with you and meeting you. Persuade, persuade, 

persuade, sell, sell sell. Completely at their service, I didn’t know any 

different at all.

No emphasis on building long-term relationships. No emphasis on 

serving your customer and adding value to them. No emphasis on 

building a community, so that your leads constantly get won out and 

we are “stuck” with an empty pot which constantly needs re-filling 

from these low-quality leads that don’t come to anything.

 

LONG-FORM content strategy is THE EXACT OPPOSITE.
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SHORT-FORM VS 
LONG FORM 
CONTENT...
... *THE STRATEGY*
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SECRET

“Acting honestly in your interactions, day-by-day, can 

sometimes lead you to ask *Is this going to achieve 

anything in the long run?!* 

 

but it will. It’s the consistent actions you carry through 

with you today which will determine where you will be 

1/3/5/10 years from now… and beyond.”



How to lead potential customers down your garden path, until 

they get to the fountain in the middle... and drink.

PART II
THE 'GARDEN PATH' ROADMAP
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I’ve always liked analogies. They help us visualize things and concepts that 

would otherwise be difficult to visualize. They help us connect dots and 

gain an appreciation for things. And they add a sense of fun. I’m all about 

the fun. 

 

I’ve come up with a roadmap (analogy) of sorts which I initially used to 

paint a picture of the market roadmap for myself. I shared it with a couple 

of client, and they liked it too, so it went from there really. I call it the 

Garden Path roadmap. I like gardens, and I like paths.

 

It’s a fun analogy to use for clients who are wondering down this garden 

path of yours which you have carefully and thoughtfully crafted, and it 

nicely depicts the journey from opening the gate (arriving at your website) 

to basking in the fountain at the end (purchasing your product or service).
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THE 'GARDEN 
PATH' ROADMAP
AN INTRODUCTION



The most effective content marketing strategies will delicately and authentically 

guide your visitor around the place to get a view and a feel and slowly realize (if 

it’s right for them) that your product or service seems to be the perfect thing for 

them at this moment in time.

 

As they say, you can build the best product or service in the world, but without 

telling your customers what it is and leading them through that pathway, your 

product or service won’t be bought. It’ll remain gathering dust, deserving to be 

used by the world but with the world not knowing anything about it. A real 

travesty.

 

Here are the different parts of the garden path, and I shall then talk about each 

checkpoint along this route, why it is important, and what you can do to make 

that checkpoint as lovely and warm and welcoming as possible, so that your 

customer - B2B or B2C - keeps walking. Until there is no place left to walk but 

they want to experience more and there’s only one way that they can now do 

that: drink from that fountain.
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THE 'GARDEN 
PATH' ROADMAP
AN INTRODUCTION



Your potential customer arrives at the gate either by complete luck, or because someone 

else told them about this gate - they may have only seen the gate and not gone inside, or 

they may have ventured partly or fully along the path.

 

Once they open the gate, what is presented to them once they are inside is very 

important indeed. Picture 2 different scenarios:

 

1) inside the gate, the landscape is dark, or barren, or otherwise cluttered with lots of 

leaves and twigs and branches all over the floor and in the way. There’s a whole bunch of 

things going on… and yet nothing really happening. The garden visitor may spend a good 

while flitting around and choosing where to settle, or they might be so unsure/put off 

that they turn back out as soon as they came in.

 

2) OR, on getting inside the gate, they see a beautifully kept path leading further down. 

Not too far ahead they see beautiful flowers and trees, and further ahead of those a 

continued sense of fresh air and lightness. They want to see more, they want to feel more, 

they want to stay in this garden for longer and experience those lovely joys that there are 

to offer.
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STAGE 1
THE GARDEN GATE



The first impression has been a good one, it is even better on the inside than they 

expect it to be. They want more, more, more.

 

TRANSLATION:

they arrive at your website and like the vibe. 

 

The home page clear and well-designed. 

 

Both homepage and menu clearly guide them towards finding out more for 

themselves.

 

As far as “shop-windows” go, this is a good’un.
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STAGE 1
THE GARDEN GATE



So now on the other side of your gate, they are greeted with a little fork in 

the road and squiggly little paths floating out in either direction. Ah, but 

they have to choose. 

 

Oh wait, there’s also another, third path, connecting those two paths. *Isn’t 

that handy?* they think. They opt for the path with a big map and list of 

key points-of-interest here in the garden. 

 

A good place to start as any, in fact, probably the best bet. Wow, this map 

looked ornate from the outside (beautifully ornate & carved from one piece 

of wood), but it sure is practical also.

 

 Clearly marked paths and points-of-interest in the garden, a couple of 

which have caught the Customer’s eye as it happens...
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STAGE 2
OPENING THE GATE & GOING 

INSIDE



TRANSLATION

So now on the other side of your gate, a few things have caught your 

customer’s eye. This is good. They want to get stuck right into it. 

 

They click the ‘About page’, and on there they get clear info about who 

you are but they are then directed onwards to things they may wish to 

explore. 

 

Just as well, as those bright things they saw when first entering were 

exciting. There’s almost too much to look at and not enough time. 

 

They *really* shouldn’t be spending too much time in this place, they think, 

they ought to get going in a little while, really...
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STAGE 2
OPENING THE GATE & GOING 

INSIDE



Your customer quickly visits a couple of points of interest, just quickly… before 

they ought to go.

 

There's a beautiful tree right there. And a woodland squirrel just chomping 

away on a nut. Oh boy, this place is pretty cool.

 

TRANSLATION: the points of interest are, in fact, representative of the START 

HERE page on your blog, which gives an overview of where they have gotten 

to, who built this place, and some of the most popular landmarks, the 'tourist 

hot-spots', if you will.

 

Now your customers understands what sort of place this is and who it’s for, 

and on the surface this all appears… interesting. Without wanting to get too 

carried away, they would now look to delve more into some of the 

information, by reading a couple of articles that catch their eye on the “start 

here” page. 
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STAGE III
LOOKING AROUND THE 

GARDEN



Wow, that squirrel is cool. And OMG, is that a deer. A deer and a squirrel?! 

Is it their lucky day or what, your customer thinks.

 

TRANSLATION

Wow, ok, that second article they just read on the blog *really* spoke to 

them. The tone is great, the author “understands” them and, in fact, they 

were thinking about this very thing being talked about, just recently. 

 

In fact, this *thing* on their mind has been a bit of a thing for a while now. 

Eerie. At the bottom, they notice a prompt - “How do you feel about this? 

Anything you find particularly difficult about…?” Hmm, it feels a little “out 

there” to start putting a comment here. *Surely?* It is quite fun to see what 

others have written, though. Oh look, that person pretty much just said 

what I was thinking. *I’ll “like” that comment or “upvote” it* your customer 

thinks.
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STAGE IV
LOOKING AROUND THE 

GARDEN SOME MORE...



*Right, now I am TOTALLY intrigued*, your customer thinks.

This is no ordinary garden. It feels...magical.

 

TRANSLATION:

Your customer arrived here, and got to this point, because they are 

lacking some information, some knowledge, some clarity. And now 

this thing they have visited is spectacularly answering their 

questions. They are mind-blown.

 

Each of the 3 articles they have read thus far have been pretty much 

on the money. A couple of the articles linked to a special guide. 

*They save this link*. In fact, no, they download it right away that 

moment. They weren't even supposed to be here as long as this! They 

decide to download it now as they’ll probably forget later and this 

tranquil place has *really* spoken to them. They have been caught off 

guard here. They are a little lost for words.
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STAGE V
THE VERY IMPORTANT NEXT 

STEP.



Your visitor leaves your garden, getting back to his/her own ‘normal’ 

world, and the garden is almost forgotten about, until…

 

–> The e-book they downloaded *not only* provided them with 

engaging and valuable content, but provide *you* with an email 

address for your customer where you have been given permission to 

keep in touch with them, and to keep building that long-term 

relationship with them.

 

Your Customer: "gosh, the garden has gotten in touch with me. Life 

got busy again, it’s been nearly 2 weeks since I was in there and I’d 

totally forgotten about just how powerful that experience was. This 

nudge could be timely. I do want to go back, don’t I? There’s lots more 

to explore. And - hold up - apparently I don’t have to physically go 

back there. I just have to whack on a pair of glasses and I’ll be back 

there? Um, ok. I’m sold buddy."
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STAGE VI
YOUR CUSTOMER LEAVES 

THE GARDEN



Okay, so I think you understand this whole garden-analogy-thing now, so let's 

revert to normal speak...

 

Over time, through the newsletter and posts and other things going on (webinars, 

reading a personal blog, thought leadership), the customer has started to build a 

long-last relationship with you, getting deeper an deeper with every email open, 

article read, and interaction with you (and with other community members at the 

bottom of the blog articles).

 

During one of these newsletter-prompted visits, they notice the case studies on 

your page. They are starting to think and to feel like a possible customer. Hmm… 

almost without realising.

 

They read about other people just like them, who also seemingly stumbled on this 

fantastic resources before taking the leap, getting the conversation going, and 

putting money on the table. And boy, were they glad that they did. If anything, 

some of them were saying that they wished they had invested sooner.
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STAGE VII
YOUR CUSTOMER RETURNS 

TO THE GARDEN...



Can you imagine that?! Even sooner. Crazy. Your potential customer is getting 

closer and closer to interacting with you. They are following the garden path, 

taking those delicate little-known tangents with all sorts of goodies and treats 

hidden there, off of the well-worn path. They have gone further than many 

people go, and they are so glad that they did. They feel like Indiana Jones 

who has stumbled across a gem. They are looking over their shoulder now 

and then, and it seems quiet all around and as if this place was designed for 

them and only them. They feel spoken to and understood and all these good 

vibes.

 

You have done it. You have led them to trust you, and to see the enormous 

value you can offer them. 

 

They press that all important pre-sale button on your website (or on the 

newsletter) that says: “I’m interested in working with you, let’s talk.”
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STAGE VII
.WOW. YOUR CUSTOMER 

TOTALLY JUST BECAME AN 

ACTUAL CUSTOMER.



HOW? YOU MADE THEM FEEL WELCOME & OFFERED THEM INSANE VALUE 
& BUILT TRUST WITH THEM, THAT'S HOW. 

CONGRATULATIONS

YOU HAVE JUST TAKEN A LOVELY VISITOR 
THROUGH TO A FULLY-ON-SIDE, TRUSTING, 

VALUABLE CUSTOMER.



So, now you know what AWESOME customer-focused 

marketing looks like, you might be wondering what your 

marketing team should look like in practice.

 

We've got that covered for you, too...

PART III
WHAT YOUR MARKETING TEAM SHOULD LOOK LIKE
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So now that you have seen the wonders of producing a well-

kempt garden, you might be thinking *ok great, but hold up 

here… this garden is huge. It must cover a number of acres. So 

what sort of maintenance needs to go into keeping this thing 

going? I mean it must require some serious manpower to do 

so, no?*

 

Well, actually, no. You see this is a somewhat magic garden. 

 

Whose upkeep is rather self-manaing, apart from some little 

bits which needed to be tended to here and there.

 

Chances are, if you are business with less than 100 people, 

you'll need a team of need 1 to 3 people in your Marketing 

Department.
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YOUR MARKETING 
TEAM
SURPRISINGLY LEAN...



A fair chunk will be Business-As-Usual:

 

- Setting up a content strategy and timetable

- Setting up social media and scheduled tweets/posts

- Getting your awesome long-form content produced (ideally an e-book/guide for 

email capture and some customer case studies for some WOW factor. These can 

be used, or repurposed/updated, forever!).

 

Your day-to-day marketing person should be doing the following tasks:

- Social media upkeep

- Content upkeep

- SEO/analytics/data stuff upkeep

- Newsletter sending

- Proactive community-building
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YOUR MARKETING 
TEAM
 



Those duties should be very manageable for just one person. 

In fact, many marketing teams are running inefficiently with 

more than one-person and it’s non-sensical.

 

Also - a side note - we’re proponents of the remote working 

movement here. We believe remote workers can be more 

energised and efficient and effective in the work that they 

do, whether working in marketing or another division. Food 

for thought for sure.

 

Eventually, once your community has grown to X number 

and is difficult to manage for the one person, as well as all of 

the other marketing channels you are operating on, that’s 

when it might be worth having a team of 2, comprising:

 

1. A Marketing Manager who has general oversight

2. A Marketing Assistant 
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YOUR MARKETING 
TEAM
FROM 1 PERSON, TO 2-3 

PEOPLE.



The manager has oversight and focuses on maintaining & 

updating content strategy, newsletter campaigns & 

sequences, and all that important strategic stuff.

 

Their assistant helps them as needed, with much of the day-

to-day BAU stuff mentioned above, but also ideally, pushing 

back to their Manager and coming up with their own ideas. 

 

“Marketing” is never done. There is always room for 

improvement, a new idea, a new school of thought, a new 

golden nugget which is tried, and works, and then catches 

on. Don’t get caught in narrow-minded thinking.

 

Note: your marketing assistant may not necessarily have to 

be a full-time employee now, or even ever.
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YOUR MARKETING 
TEAM
JUST THE TWO OF US...



One more analogy which you might find helpful. Good marketing needs a HOST 

and A PACMAN (note, this doesn't necessarily have to be carried out by more than 

1 person).

 

The HOST carries out the day-to-day tasks. It can’t all be automated… encouraging 

interaction with/among and responding to interactions/emails/social media 

tweets, etc with your audience is imperative.  (i.e. What a Marketing Assistant 

might do).

 

The PACMAN is the framework you have in place including your case studies and 

lead-capture process and all the rest of it (i.e. what a Marketing Manager might 

do), which *gobbles up* your interested customers. This "Pacman" stuff operates 

whilst you sleep… you can have a visitor who is attracted by and guided around 

this website whilst you sleep so that, when you wake up, they have downloaded 

your guide and subscribed to your email list. 

 

This is the ideal scenario!

 

YOUR MARKETING 
TEAM
THE 'HOST' AND 'PACMAN' 

ANALOGY



I hope you have enjoyed reading this + have found it very useful 

indeed.

 

I continue to share more over on www.Jasraj.me, and I continue 

to learn from the work I do with my clients, as well as other like-

minded content strategists & marketers who are leading the 

way in the science + art of modern-day marketing and sales.

 

Before you go...

SUMMARY
YOU'VE MADE IT TO THE END... (ALMOST)
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2 THINGS...
BEFORE YOU GO.

1. ACTION

What ONE thing can start to do *TOMORROW* that'll 

get that garden of yours into better shape?

2. SAY HELLO

I've love to hear what you thought about this guide. I 

*love* this stuff, so I'm happy to answer any questopns 

you might have for me...

EMAIL ME

jas@honestcontent.net


