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Content isn’t king.
It’s the kingdom.
Lee Oden

WHAT IS
CONTENT
Marketing?
Content Marketing is the process of
creating and distributing various types
of content. While it doesn’t overtly sell,
it’s critical for brand awareness and
building the relationships that develop
into loyal customers and sales.

WHY IS IT
Important?

Build trust and build your brand’s reputation
High quality content drives conversions
Improve your visibility with SEO optimised content
Affordable lead-generation method
Showcase your knowledge and expertise
Distinguish yourself from your competitors

HOW TO
Use this Workbook.
Step 1. Read the information.
Step 2. Complete the exercises as prompted.
Step 3. CONTENT STRATEGY SUCCESS.

Okay, it might not be quite that simple, but Steps 1 and 2 will get you
going in the right direction. If you get stuck or need help at any point,
get in touch with the Pounce team:
info@pouncemarketing.com.au
+61 2 8199 9461

NOW YOU TRY

BUSINESS
GOALS &
Ob jectives
There’s no one content strategy that
will work for every business. Strategies
differ business to business because
businesses have different goals.
The best way to create an effective
strategy is to work backwards from
your desired outcomes.

What are the top priorities for the business this year?
E.g. Expand into new markets, generate $X revenue, build brand awareness.
___________________________________________________________________________________
___________________________________________________________________________________
___________________________________________________________________________________
Are my sales and marketing teams aligned?
E.g. Have you checked in with both your sales and marketing teams to find out what
they need?
___________________________________________________________________________________
___________________________________________________________________________________
___________________________________________________________________________________
What are the core challenges being faced by the business?
E.g. Poor customer retention and loyalty, poor conversion rates.
___________________________________________________________________________________
___________________________________________________________________________________
___________________________________________________________________________________
What resources can we allocate to content marketing?
E.g. Do you have the skills in house, and if not, do you have someone you trust to
outsource it to? What budget do you have assigned?
___________________________________________________________________________________
___________________________________________________________________________________
___________________________________________________________________________________
Define your content mission statement.
___________________________________________________________________________________
___________________________________________________________________________________
___________________________________________________________________________________

NOW YOU TRY
If your brand was a person, what
would they be like? Write a few
sentences describing them.

DEVELOP
A BRAND
Personality.
Visualising your brand as a
person makes it easier to
understand how this person
would (and therefore how
your brand should) act and
communicate in various
settings. Importantly, it can
also help you figure out how
to express these personality
traits in the way that best
engages your target audience.
Consistency is also extremely
important.

Consider:

Would you trust someone
who was completely
different every time you
interacted with them?
Of course not! We like
knowing what to expect.
The same concept applies
to marketing.
Even though your brand
isn’t actually a person,
your clients (and potential
clients) still want to feel like
they know you, like you,
and trust you before they’ll
engage with you.
How do you do that?
Through having a
consistent brand
personality, which is
expressed through your
tone of voice and visual
tone.

NOW YOU TRY

CREATE A TONE OF
VOICE FOR YOUR
Brand.

What type of language should
you use? What are the types
of words? Are there any words
or phrases you want to avoid?
Write them all down here.

Think:

Now you know ‘who’ your brand is, you can move on to how it
would talk. That is, developing your Tone of Voice (TOV). TOV
plays two vital roles in marketing: Communicating your brand
personality, and building trust.

What do you want
your customers
to learn or know
about your brand?

Although your company isn’t technically a person, in this digital
age, people interact with it in the same way they would with
other actual people. The way you speak (or write) shows who
you are, and what you stand for - and people use it to decide
whether or not they’ll engage with you.

Feel:

What emotion
or response
do you want to
evoke with your
communications
to clients?

Being consistent with your manner of communication allows
people to become familiar with you, helps them remember you,
and builds up rapport over time. A memorable TOV also goes a
long way towards helping you stand out from the crowd. Having
a consistent tone helps people get to know you, believe in you,
remember you - and eventually buy from you.

Do:

What action do
you want your
customers to
take?

Enthusiastic

Matter of Fact

Funny

Serious

Irreverent

Respectful

Casual

Formal

Mark where your brand’s tone would sit on these scales.

BUYER
Persona
Buyer Personas are fictional
individual profiles which represent
your target audience. It might feel
tedious, but writing them out helps
you keep your marketing efforts
focused and targeted on their
needs, wants, and challenges.
Most businesses have more than
one ideal client, so we recommend
developing 2-3 buyer personas.
STOP.
Don’t just fill in the table off the top
of your head. Do your research!
Look at your current customer
base. Identify your best customers
(the most lucrative, your favourite
to work with) and your repeat
clients. Note down any similarities
between the two. Finding these
similarities will help you create a
persona that attracts more great
customers.
You can also do this in the inverse,
looking at customers you’d never
want to work with again and
figuring out which people aren’t
the right fit for you.

NOW YOU TRY
Give your buyer persona a name:
Background:
Demographics:
What factors in their environment would
trigger them to seek out your solution?
What are some success factors?
What are some of their pain points?

What are some of the perceived barriers?

How do they generate awareness of new
ideas and information?
How do they research alternative solutions or
approaches?
What social media platforms are they on?

What are some of the considerations or
assessments suitability of a solution?
What are some common objections?
What media do they consume?
What social media platforms are they on?

NOW YOU TRY

BUYER'S
Journey
As leads move through the stages
of the Buyer’s Journey, they
engage differently and look for
different types of content and
information. Write down some
types of content that you think will
work for each stage of the cycle.
Not sure which type of content?
Check out the next page for an
overview of different types with
some pros and cons.

Attract
The right
content at
the right time
will bring the
people you
want to your
website.

Buyer
Persona 1

Buyer
Persona 2

Buyer
Persona 3

Buyer
Persona 4

Convert
Visitors
become leads
when they
download,
sign up, or
otherwise
give you their
information.

Close
Once you have
their contact
you can move
them through
your sales
process.

Delight
Premium
content
and great
customer
service
will turn
clients into
advocates.

TYPES OF
Content
Type

Blogs

Cons

• Target variety of SEO keywords

• Can be time consuming

• G
 reat for brand awareness,
storytelling, & authority building

• Can reach people who reject ads

• Increases dwell time on your site
• C
 ommunicate complex
information very quickly

• C
 an be hugely powerful and
evocative
• Easily repurposed

• G
 reat way to visualise data
content

• Easier to retain information
Infographics

• Easily convey a lot of data

• Eye-catching and shareable
• Space for creativity

Case Studies

• Requires planning, organisation,
and editorial control (especially if
using multiple writers)

• Can be resource consuming

Whitepapers

Checklists

•
Webinars

• Mediocrely presented case
studies can turn prospects away
rather than draw them in

A
 ttract buyers earlier in the
buying cycle

• O
 pportunity to thoroughly
address questions/hesitations
• Easily repurposed

• C
 ontent must be extremely
engaging to hold readers’
attention
• R
 equires high collaboration
between copy and design

• H
 ard to track how much/which
sections people actually read
• S
 ubstantial effort required to
drive traffic to site/landing page
• C
 an be perceived as dry or
boring

• Extensive research required
• E
 asy for competitors to copy
your content
• O
 ver-simplification can be
frustrating

• V
 ery specific skills and
technology required

• Can quickly become outdated
• L
 ow entry cost can mean low
commitment

• C
 an be archived and attract
viewers indefinitely

• Information may be
misinterpreted

• D
 emonstrates your approach to
solving an issue

• Low demands on attention spans

• Accessible to a wide audience

• Search engines may not crawl
the information presented

• Can be tricky getting required
approvals

• Extremely popular

• Perceived as very useful

• Can be time consuming to
prepare

• May be difficult to read on some
devices

• Sharable

• Easy for people to use

• Autoplay can be frustrating for
users
• Hardware limitations can stunt
reach

• Sets your apart from competitors
• Easily repurposed

• Low quality videos can cheapen
your brand perception

• Information can quickly get
updated

• Easily repurposed

• Good for SEO

• Often attract decision makers

• S
 till have to be promoted through
organic/paid channels

• G
 reat way to add credibility to
your brand

• P
 rovides easy problem+solution
structure

eBook

• E
 stablished you as a thought
leader
• G
 ood format to present larger
quantities of information

Pros

• Strong engagement rates

Video

The ‘best’ type of content is the
one that best fills in your gaps
and helps you achieve your goals.

• B
 est type of content for
collecting lead information

Podcasts

• Can expand your reach into a
whole new demographic

• Specific audio equipment and
skills required for editing

• Single point of focus (no ads or
links to click elsewhere)

• Not as widely shared as other
forms of content

• Voice can add a human element to
your brand

• Emerging platform means less
competition

• Emerging platform also means
fewer users

• Users can’t skim or glance through
content

Although not included in this table, it’s worthwhile noting that
for many industries, sales collateral like brochures and product
datasheets are also worth investing in.

NOW YOU TRY

IDENTIFY
Topics

Issue 1

Now you’ve identified what kind of
content you want to produce, it’s
time to think about which topics you
want to cover. Base your content on
what your audience wants to know,
not what you think they want to
know.
SEO tools can suggest content
ideas, as can social media groups
and forums where your ideal clients
discuss issues and ask questions.
Brainstorm 2 issues your audience
face, then brainstorm some words
and phrases they might type into
a search engine when seeking
answers. Try and think of a mix of
shorter and longer phrases.

Issue 2

NOW YOU TRY

CONTENT
DISTRIBUTION
Channels
Once you’ve got your content, what do you do with it?
The main types of distribution channels are:
Paid: Anywhere your business pays to
distribute. Includes PPC and paid influencer
marketing.
Earned: This is when other people share your
content, just because they like it!
Owned: Any channel you own, including your
website, blog, newsletter, socials, or app.

Channel

Desired
Outcomes

Budget/
Resources

Metrics to
Measure

E.g. Instagram

E.g. Increased
brand awareness

E.g. $1,000

E.g. Likes, shares,
saves, comments,
story views.

SOCIAL MEDIA
Channels

Social media platforms dominate
the field. Here’s a rundown of the
main ones, with some of their
respective benefits.

Facebook
• Most popular network, with over 2.45
billion monthly users.
• Popular across every income and
educational level.
• Type of content: A bit of everything.
• Images, text, video, animations,
quizzes, paid ads, etc. Also great for
community building and interaction.
Source: www.omnicoregency.com

Twitter
• 330 million active monthly users
• 80% of Twitter users are affluent
Millennials.
• 85% of SMEs report using Twitter to
provide Customer Service.
• Users report using Twitter to ‘find
something new and interesting.’
• Type of content: images, videos,
short text tweets (up to 144
characters)
Source: www.omnicoregency.com

LinkedIn
• Over 630 million registered users, 90
million of which are senior level, and
60 million of which are key decision
makers.
• #1 channel for B2B content
distribution, making up over half of
all social traffic to B2B blogs and
websites.
• Type of content: Text posts, photo,
video, LinkedIn articles. Paids ads/
sponsored content available.

Snapchat
Pinterest
• O
 ver 300 million monthly users.
Millenials use Pinterest as much as
Instagram. Most popular with women
and mothers. Two thirds of pins
represent brands and products.
• 8
 4% of users use Pinterest to decide
what to buy.
• Type of content: Visual content.
• D
 id you know? Pinterest is actually
a search engine filled with user
generated content!
Source: www.omnicoregency.com

Source: www.omnicoregency.com

TikTok
Instagram
• 500 million daily active users. Over
25 million businesses and 2 million
monthly ads.
• 32% of all Internet users, and 72% of
teens are on Instagram.
• 130 million accounts daily tap on a
shopping post to learn more about
products.
• Type of content: Image and video.
Paids ads/sponsored content
available.
Source: www.omnicoregency.com

• Over 500 million users.
• 4
 0% of users are aged between 16
and 24.
• In the past year, over a billion videos
were viewed daily.
• T
 ype of content: Short videos.
Source: https://au.oberlo.com/blog/tiktok-statistics

• Over 310 million monthly users.
• 75% of users are under 34 years old.
• U
 sers under the age of 25 report
using Snapchat for roughly 40
minutes per day.
• A
 ctive users open the app over 20
times per day.
• Type of content: Visual content.
Source: www.omnicoregency.com

WeChat
• O
 ver 1.15 billion monthly users
across a variety of demographics.
• P
 redominantly Chinese usership
base.
Source: https://www.statista.com/
statistics/255778/number-of-active-wechatmessenger-accounts/
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Which platforms do
my audience use the
most?

Which platforms can
I create great content
for?

Which platforms can
I commit to using
regularly?

Facebook

Facebook

Facebook

LinkedIn

LinkedIn

LinkedIn

Twitter

Twitter

Twitter

Instagram

Instagram

Instagram

Pinterest

Pinterest

Pinterest

Snapchat

Snapchat

Snapchat

TikTok

TikTok

TikTokW

WeChat

WeChat

WeChat

Other: ___________

Other: ___________

Other: ___________

Whichever platforms you ticked in all three columns are the ones you should be using!

NEXT
Steps
Congratulations on making it through
the workbook!
Now you’ve got all the fundamentals
you need, the last step for you is to
plan it all out so you know what you’re
doing when, and where. Don’t worry,
we’re not leaving you to do this on
your own. Get your template here:
Content Planner Template.
If you’d like some professional help
making sure your content strategy
is as strong as possible, get in touch
with the Pounce team today!
info@pouncemarketing.com.au
+61 2 8199 9461

