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Everything
you’ll learn in
this eBook
If you’re unsettled by how your growth rates are evolving in your business and are
interested in a solution to improve (future and current) customer interaction with your
brand to, inspire and accelerate profitable customer action, this is the eBook for you!
You’ll get the most out of all the lessons we have to teach if you find yourself
needing to:
• Understand how content marketing can be an opportunity for your business to
boost product or service awareness, simultaneously building trust among target
audiences while driving sales;
• Choose the correct kind of content for each specific purpose previously
mentioned;
• Create valuable content that will increase your website traffic and get you nearer
to said goal.
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First: You’re awesome.
Second: Content what?
Congratulations on making it! We know that creating something
you’re proud of is, to put it simply, a lot of hard work.
If you’re here, it probably means you have already done most of
the hard work it takes to establish a truthful and engaging Content
Marketing strategy, like building a business and its brand, taking
care of its values and business morale, defining where you want to
go and what you want to give back to the world.
And this is exactly what Content Marketing is all about - giving
back (or just giving, even before the customer ever pays you!) the
best of your knowledge up front. Crazy, right? We’ll explain.

First things first: what is Content Marketing? Simply speaking,
it’s an approach to content creation that aims to generate:
a) an increase in website traffic, b) an increase in quality
lead generation or c) enhanced, positive brand perception
rates, brand awareness and brand credibility by creating and
distributing valuable content to your audience.
In other words, it’s about providing your prospects with content
that will help them make educated decisions whenever they
come to face a problem or a choice related to your field of
expertise.

5

SHARE THIS EBOOK:

The importance of letting
people know you know
As someone who wants to excel, you’ve got to keep on trend with how
customers are behaving if you want your business to survive:
• How are people interacting with information? How do they get to my
product or service?
• How is the purchase intent happening in the scheme of basic desires,
need for validation and limited resources?
• What is the most effective and least expensive way to demonstrate to
my current and future customer that I’m their best option?

That’s exactly why having a strong Content Marketing game will help you:
people today have too much on their plates, interacting with large chunks
of information whether they like it or not. There is too much news, too many
updates and too many people upgrading statuses and changing opinions.
It’s tough to keep up, so they need help selecting which particular source of
knowledge is going to be their north in specified topics to ensure they are
getting the best out of their effort and money. And by going to an authority,
your target audience will want to be spending the least amount of time
possible looking for options, and most of it their time going after what they
really want to accomplish.
You give now to gain later on - that’s how they come to know about your
product or service.
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For example, managers of a company might be having a lot of trouble with effectively
communicating and organizing their team. The workload quality has been compromised
and the team’s confidence is starting to grow more fragile by the moment.
You might have a great content section on your website about leadership advice that
one of them stumbles upon to find valuable tips on how to start figuring things out.
When trying to decide which product or service they’ll elect in the education business
once they have optimized all they could on their own, who do you think they’ll give
their first shot to? To someone they’ve never heard of, or that one company that helped
them get to know themselves, their craft and their potential without ever asking for
anything back (aside from an occasional name and phone number here and there!)?

YOU’RE WELCOME.
THIS IS CONTENT MARKETING.
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First
things
first
Before we learn how to create great content that will also build an audience
and convert them through your sales funnel, it’s important to define:
• Your buyer personas;
• Your buyer’s journey and a little bit about Inbound Marketing;
• The types of content out there to help you attract more traffic to your site.
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What is a
buyer persona?
A buyer persona is a set of information that defines an archetypal representation of what
your ideal buyer would be like: where they come from (background and routine), what
makes them feel bad (needs, pain points, obstacles) and what drives their behaviors (the
personal and business goals they are eager to accomplish).
Even though fictitious, buyer personas are key to discovering what kinds of content
you should prioritize to establish brand awareness, and also build rapport and trust to
your future customers.
It’s always research-based, using data from your current customers and their most successful
cases. It can be multiple personas, but not too many - don’t get distracted! Two is a great
place to start. When what you offer gets more complex, feel free to add some more… After
you’ve nailed down those first two!
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How can you
create a
buyer persona?
This is usually an interview process with the assistance of your current customer base .
Some of the most common questions to ask the first version of your buyer persona are:
Demographics: What is your average customer: age, gender, language, job title, skills,
seniority level, education background?
Geographics: Where do they live? Where do they work? Where do they go for fun?
Psychographics: What are their: core beliefs, inspirations, influences, pains, misgivings
and hesitations, attitudes and lifestyle, or personality traits? What do they value in life?
Behavioral: What are their usage frequency? How much of your product or service they
use/consume? What are their preferred methods of communication - email, cellphone,
meetings? How do they best respond?

Geographics

Demographics
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Psychographics

Behavioral
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NO REST FOR THE WINNERS:

What to do
after the
buyer persona?
A great insight to have here is to also involve your sales cycle data, analyzing all the leads
that entered your sales funnel, but never really became customers. And why is that? Once
you have determined your first buyer persona, coming back to your sales funnel data will
show if you’re successful in converting those leads into customers.
And if not, interviewing your sales team will help you understand more of your buyer
persona’s possible anxieties, needs, and pain points that are not being covered by your
sales pitch or the product or services you provide.

It might even help you make your buyer persona more accurate. Some great things
to ask your sales team would be:
What are the most common pain
points that our buyer persona
brings up during the sales
process?

What was our buyer persona
using before our solution: what
was right with it and what was
lacking?

What is the typical role and
seniority level of the purchase
decision maker that did not
decide to go with us?

Is the price a deal breaker, or is it
related to things that our solution
doesn’t offer? Is so, what are the
most common complains about
our product?
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What is
the buyer’s
journey?

Margaret Barnes
AGE 27
OCCUPATION Full-Stack Developer
STATUS Single
LOCATION Atlanta, GA
EDUCATION Computer Science
FAMILY Recently moved in
with her boyfriend

MAIN GOALS

PERSONALITY

• Live a healthy life;

Extrovert

Introvert

Sensing

Intuition

Thinking

Feeling

Judging

Perceiving

• Do a Gap Year Program;
• Start a developer course in
her community.
PAIN POINTS
• Not knowing how to
properly organize her day;
• Difficulty in balancing work
vs. personal life;

The buyer’s journey is the process individuals (in this case, your buyer
persona) follow from the moment they become aware of a problem or pain
that needs to be resolved, becoming aware of possible solutions until the
moment a purchase decision is made. In this case, every business has a
specific buyer’s journey. How do most of your customers become familiar
with you? Which channels do they first see your solution in?
No matter how many channels you use to get your word out there, there
are certain stages of consciousness that your target audience goes through
before ever selecting you. That’s exactly why it’s so important to know to
which specific mentality you’re creating content for. There are three stages,
and until you have a paying customer, you have a prospect you’d like to turn
into a client.
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• No time to go back to her
studies.

CURRENT FEELINGS
Worried

Busy

Content

BIO

“As long as you don’t stop
asking questions, you’re all set.”

Margaret is a graduate from
Georgia State University and
she went after Computer
Science for the challenge:
being the only woman in her
class, she always hoped to
inspire other women to make
bold choices as well.

20%
10%
70%

Browsing
Social Media App
Others

35%
25%
40%
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Stages of your buyer’s journey:
AWARNESS
STAGE

CONSIDERATION
STAGE

DECISION
STAGE

Awareness: your prospects are coming to the
realization they need to change something: it can
be a problem that is revealing its consequences, an
opportunity for improvement or a goal they need
to achieve. They are then searching for superficial
information to validate this new perception. E.g.
It’s been a while since my team has hit its quota why is this happening?

Consideration: After researching, your prospects
are sure about what’s standing between how things
are and what they would like it to be. Thus research
becomes more dense: they are intentionally
interested in finding about all of the possible
approaches to handle it. E.g.: That’s it - everyone is
doing their own thing and there’s no way to know
what is actually working or not. My processes are
out of order, what can be done to solve this?

Decision: Your prospect knows about all of the
solutions available and is now apt to make the
purchase decision, trying to decide which of all
of the approaches/solutions brings them the best
value. E.g.: The answer is to implement a process
management tool, there are x available in the mark.
Which one fits the most with my team? How do each
of them differentiate from each other?
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The inbound
marketing
methodology
The buyer’s journey methodology is awesome in terms of getting us to
understand where the prospect is coming from, so you can create content
that resonates with them on a psychological level.
The Inbound Marketing Methodology (that is focused on educational
content to bring your target audience to your website) from HubSpot takes
it from another angle and breaks the concept of a prospect in other three
categories: stranger, visitor and lead, before they can become customers.
Those four categories will give you a different perspective: not based on what
they are feeling, but what you need to do to convert them into customers—
attract, convert and close.

ATTRACT

Strangers

CONVERT

Visitors
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CLOSE

Leads

Customers

For this lead generation eBook, we’ll focus on the Attract and Convert phases.
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Amplify your
understanding
of your buyer
persona by
getting both
sides

AWARNESS
STAGE

CONSIDERATION
STAGE

DECISION
STAGE

Strangers

Visitors

Leads

ATTRACT

CONVERT

PROSPECT
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Customer

CLOSE
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I’m aware of you,
but you still need
to attract me
You can have a detailed document describing your buyer persona in details, but until you’re able
to get them acquainted with your product or service exists, you and your prospective buyers will
just be strangers.
Or, to be more specific, those individuals can have all of the geographic and demographic
requirements to fit your buyer persona, but they’ll be incompatible when it comes to the
psychographic and behavioral requirements. In other words, a specific pain or need to fit with your
value proposition that leads to a proactive attitude of someone whose behavior leads to a possible
purchase decision.
So, in the Attracting stage, you need to help a stranger that fits your buyer persona start
their buyer journey to your solution. The pieces of content you create here should educate
those strangers about the common pains, needs and concerns that people or companies like them
usually develop over time. And that they don’t need to worry—you’ve got their backs.
Best content type: beginners guides, short video content (how-tos and first steps) and blog
posts, basic concepts blog posts, reports, short eBooks.
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I’m considering,
but you still need
to convert me
Right after attracting those strangers to your website, you need to make sure they are converting
into a lead. A lead is an individual or company that became interested in your solution to the point
of handing over their contact information, beginning their journey through your sales funnel.
You might have a team of Sales Development Representatives and Account Executives that are
ready to take them from your Lead Pool and close them into customers. Or, they might become
leads for your Marketing Team, getting themselves onto an email list that positions them on your
current email marketing campaign, or other campaigns through social networks.
No matter what you choose to do with your leads, the converting stage is crucial to feed your sales
funnel with valuable content. In this particular phase, you should create content that instructs your
visitors about how important it is to treat that pain or solve that need, so they’ll move forward
in your sales cycle and become leads.
Best content type: webinars, longer video content (expert tips, advanced steps), expert Guides,
case studies, comparison content, medium sized videos and podcasts.

17

SHARE THIS EBOOK:

Path in which a
stranger becomes
a visitor
There are a couple of ways in which a visitor can become a lead - there of them, actually.
1. Google Search > Content Link > Call to Action > Landing Page > Call to Action > Lead Generated.
2. Google Search > Paid Add > Landing Page > Call to Action > Lead Generated.

CONTENT
MARKETING
LANDING
PAGE

CALL TO
ACTION WITH
OFFER GIVEN

LEAD
GENERATED

We’ll cover the process of how to create great content to boost organic lead generation. But to learn
more about landing pages, we have another dedicated ebook on the subject.
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Align everyone
on what can be
done and how

Ideas can come from multiple places: it can be your content team leader creating
demands to the content creators based on strategic decisions the company has made. It
can be someone from the sales team asking for content to support a sales or expansion
negotiation. Or it can be a delivery in a specific client’s project.
It’s important to make sure you establish an open channel with all of your clients and
stakeholders (both external and internal) to ask what they need according to your specific
needs (or whatever information or details you might need to successfully create great
content) like:
• What would you like to request?
• Who is the target audience for this content?
• What are the specifics of your request?
• Do you have examples and benchmarks on it?
• Is there an urgency to this?
• Is there a deadline that should be respected?
Keep in mind that it’s important to let everyone know that deadlines are as much about
the demands’ urgency as they are your current ideas backlog. Having an easy way of
getting in touch with those people and communicating on realistic due dates’ is key to
ensure there’s no noise between you and your stakeholders.
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1.

Handling and
selecting ideas

As soon as you have organized the way you’ll receive and register all of the content
requests, assigning a content creator - or maybe even more than one - be sure to ascertain
accountability and transparency in your creation process.
More than that, it’s important to inform an expected delivery date just so all of the
stakeholders involved in that demand are aligned on what is going to be delivered and
when.
Each one of your content creators probably has a speciality: some of them are better in
producing a certain type of content than the other. Getting great data on how long each
specific type of content takes to be created is a great way to measure how long it will take,
but that’s not all.... You’ll also have to take the following into consideration:
1. Which stage of the buyer’s journey will we be creating content for? Is it going to be
more basic, or will it require research and details?
2. Will it be conducted solely by the content team, or will other teams, such as design,
be involved? If so, how would that affect your final deadline?
3. Will the current ideas pipeline be able to uphold the requested delivery date if it’s
urgent? How will the other demands be impacted?
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2.

Keywords
researching

Right after asserting how expectations will be set with everyone involved in the creation process of a content
request, it’s time to define the keywords of each specific piece of content.
Search Engine Optimization (SEO) is the process of implementing changes to your website in order to improve the
quantity and the quality of your website’s standard traffic rate. This is going to help people and companies that use
search engines locate your content more easily, if it’s relevant.
Choosing the right keywords is a big part of that because making sure your keywords are aligned with your content,
and also to what your buyer persona will be looking for during each stage of the buyer’s journey, is going to make
you relevant, driving more traffic your way, increasing your domain’s authority and scoring better ranks in the
search engine’s results.
A quick tip here: most people think you’re supposed to select only one keyword, and even though your main
keywords shouldn’t surpass three to five, you can also use SEO keywords tools (like Google Search Console,
SEMRush and so on) to find other keywords generally associated with your main options, in order to get better
chances at earning that coveted first ranking.
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3.

Creating

It’s time to start creating from the specifics that were detailed in the content request. Everyone’s creative process is
different, but the best way to start creating is benchmarking what other people are doing. Once you have selected
your keywords, it’s time to actually throw them (the primary ones) at a search engine of your choice (Google, for
example) to see what will come up in the first results page (also known as the search engine results page or SERP).
1. What are the main types of content that are being displayed as first results?
2. How long are they? Are you able to distinguish which stage of the buyer’s journey they are directed to?
3. Does it usually contain more words, or is it more heavy in written content?
4. What is the tone of voice of those pieces: are they more formal, or more casual?
Analyzing what’s working is a great way to ensure you’ll be implementing practices that are already ranking well
within your ideal range, but that’s only the first source of inspiration. Creating new amazing content can be your
chance at a true breakthrough.
Aside from that, having a strong call to action toward the end of your content is critical to guarantee that you’ll be
driving your visitors toward profitable actions: a call to action is usually done inside of a button, so it’s important
to make it quick, bold and straight to the point.
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4.

Review it,
review it,
review it,

Even though the reviews are not usually done by the content creator itself, it’s always great to get a grasp on what
the reviewers are looking for when trying to get the content to become the best it can be.
From the content creator’s point of view, it’s essential to have clear guidelines as to how the reviewer conceptualizes
“great content,” so coming together and creating an editorial style guide is a necessary step to implement before
your content marketing efforts get too far. But even if you haven’t established one just yet, there are a couple of
points to pay attention to:
1. Check out your grammar to make sure your phrases are naturaland that there are no typos;
2. Check with your content reviewer what the message that your company or agency’s brand wants to spread
across the world. That way, you’ll know you’re aligned with how the target audience is supposed to be approached
and communicated with;
3. Always make sure to check all of the images and the links that are around your content: images might stop
working and you might have selected the wrong link when trying to make your content more robust. It’s always
good to revisit those as soon as you’re done.
4. While on that topic, don’t forget to credit the artist for their work in the photos or images you include in
your content. Even if some image hosting sites might have sections in which they say giving credit is an option,
recognition should be given when it’s due.
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5.

Publishing FINALLY!
This might look like the easiest step, especially since the creation is already
done and reviewed, but it’s not. Content creation is not only about creating
content itself: a successful content marketing plan or strategy has to think
about where the content will be distributed, or rather, which channels will
get the best results based on your target audience’s habits.
When creating your buyer persona and analyzing behaviors, consider the
ways they choose to stay informed, the main social networks they use and how
they are searching for relevant content—that way, you’re able to strategically
put it where they are destined to find it.
Today, we have many channels that are more effective with audiences of
specific age ranges, job titles and locations. The most utilized is the age
category, so if you’re short on customer data, here’s a chart that can help
you decide where you’re going to publish your content.

24

SHARE THIS EBOOK:

Conclusion
Content Marketing is a vital part of any company: analyzing the stages of the
buying decision making process of your buyer persona goes hand-in-hand with
producing content that will actually generate value to your target audience at
the right stage of the buying cycle.
Great content marketing campaigns are not only about creating a lot of content,
but staying relevant to your audience so that strangers to your product or service
will become visitors. As trust increases, your content marketing strategy will turn
these curious prospects into leads.
We hope you’ll be able to create outstanding content starting today! If you
want to know more about the possibility of increasing lead generation - that is,
landing pages - make sure to download our ebook on that subject right here!
Guess what? All of discussed steps on excellent content production are
structured and ready to use in our free Content Marketing template. As the
Lean Process Management Platform, Pipefy wants to empower people like you
- who are starters, not waiters. Good luck on your exciting content journey!

START CREATING AMAZING CONTENT NOW!
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Pipefy is the Lean Management Platform. With our technology, anyone
can take control of their daily work and make a greater impact. Through
Lean, Pipefy empowers marketing and communication teams to build and
deliver valuable campaigns and projects.
With Pipefy, you will be able to start focusing on what’s working, what’s
accomplished and what’s stopping your team from doing more!

Get started now
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