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How to Attract        and 
Convert         Leads

with Content

Creative MMS & The Alternative Board
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Ben LeDonni
CEO & Founder, CMMS

● Founded Creative in 2005

● Geeks out over using data to make marketing effective

● Loves to spend time outside with 3 kids, wife and dog, “Nova”

Jennifer Greenjack
Director of Marketing, CMMS

● 15 year marketing experience with 7+ years at an agency 

● Always looking for unique ways to market digitally

● Loves to go ‘glamping’ with my husband and out 3 labs.



Quick Poll 
Question to 
Kick Things Off

If you could choose ONLY one, what 
is your #1 most important goal for 
content marketing?

A. Gain more eyeballs to my business
B. Turn website visitors into sales 

opportunities
C. Assist sales team with hot topics
D. Build brand loyalty with current clients 

and evangelists



What are we talking about

➔ Why Create Content?
➔ Your Audience and the Competition
➔ Where Should Your Content Live?
➔ SEO & Search Engines
➔ Building Trust
➔ Promoting Your Content
➔ Does All This REALLY Work?
➔ What Do I Do Next? [FREE Template}

Stick Around for Our Strategic Marketing 
Plan Template



Why Do You Need Great Content?

61% of 
consumers
are influenced by 
custom content 

(HubSpot)

Companies with 30+ 
landing pages on their 

website generated

7X more leads 
than companies with 1 to 

5 landing pages

Conversion rates are

6x higher 
for content marketing 

adopters than non-
adopters 

(2.9% vs 0.5%)

(HubSpot) (Aberdeen)



More Reasons Why You Need Great Content

Content marketing costs 

62% less 
than traditional marketing 

and generates about 

3x
as many leads. 

While roughly 

60% of marketers 
stated that content marketing is ‘very 
important’ or ‘extremely important’ to 

their overall strategy, only

24% of marketers
plan on increasing their investment in 

content marketing in 2020.
(Demand Metric)

(Demand Metric)



It All Starts with Identifying Your Audience

● Create content for multiple 
audiences (3 audiences tend to be 
most common)

● KISS: Top 2-3 personas = 80-90% 
of your sales

Help ensure that all activities involved in acquiring and serving your customers are 
tailored to the targeted buyer's needs.



Facts You Need to Know About Your 
Personas
➔ What pain points and/or problems are they trying to solve? 
➔ What questions do they ask and how do they ask it? 
➔ Where do they go for information? 
➔ What are their trigger points? What causes them to seek a 

solution?
➔ What is their ultimate goal(s)? How does your 

product/service help them reach that goal?
➔ What journey do they take from awareness to 

consideration to decision?

Check out this example



Brian, the
Brand Champion

Background:
● CMO, Director of Marketing
● College degree, MBA perhaps
● Overwhelmingly male
● Average age of 52
● Described as:

○ Creative
○ Sharp
○ Decisive
○ Compelling
○ Visionary

Goals:
- Wants to shape the company’s image and recognition, as the 

champions for the brand
- Needs to define or evolve the marketing function
- Responsible for alignment and delivery of the company goals, not 

just marketing goals

Challenges:

How the InnerView Group Can Help:

- Responsibilities have expanded; busy and stretched thin; time is 
valuable so succinct messages and presentations are critical

- Greater emphasis on their work in response to changes in the 
marketplace and the shift in a customer engagement

- Receives tremendous pressure from organizational leadership and 
Board to further the reputation and recognition of the company 
while also protecting the brand’s integrity

- Educate internal audiences (even the CEO) about the value and 
critical importance of smart, comprehensive marketing strategies

- Justify their budget and advocate for investments to the C-suite 
within the organization (and possibly their Board members)

- Can help advance their personal reputation and image as a 
professional and prove their value and impact on the bottom line



Brian, The Brand 
Champion

PERSONA ONE

“The InnerView Group will support your 
brand goals and help the company as a 
whole by aligning your brand messaging 
for employees through to your customers.”

● Realizes there is a disconnect in the company messaging
○ Learns of the disconnect through customer feedback, 

observations, other employees, or an assessment
● Seeks additional knowledge to define the real problem
● Begins researching the problem/solution

○ Needs to ensure any effort on brand alignment  will result in 
positive, measurable changes 

● Searches for a more defined solution - agency/company/consultant to 
help fine-tune brand messages and communicate to the organization
○ Uses referrals/recommendations from others 
○ Conducts an online search

Research questions Brian needs answered
● Who can help solve our internal messaging challenge?
● What will the results be and how will they be measured (metrics/ KPIs)? 
● Is there a  trusted partner who can guarantee high-performing results? 
● Will this effort save time (because it cannot cost time and money 

without a measurable return)?
● How does it work?

Brian’s Journey



Search Intent
BRIAN, THE BRAND CHAMPION

Keywords

● internal brand 
engagement

● brand alignment
● internal marketing 

strategies
● internal branding 

campaign
● internal marketing 

campaign
● customer experience

Content Topic Opportunities

● Ensuring Brand Alignment from 
the Inside Out

● Motivating Employees through 
Internal Marketing Strategies

● Internal Branding Campaigns to 
Ensure Brand Understanding and 
Compliance

● Brand Alignment for Employees 
Results in a Better Customer 
Experience - Here’s How

● Improving the Customer 
Experience through Brand 
Alignment



Keep Your Eye on the 
Competition
➔ Search for your persona’s questions on Google

◆ Helps you find your ‘true’ competitors

➔ What can you add to the conversation?
◆ Identify and track them
◆ SEO, etc.

➔ Where are they promoting their content?
◆ Find the conversations
◆ Understand the challenge



Where Should My Content Live?

➔ Where your audience is looking for content
➔ Look at competition and promote content where they are as well

B2B Marketers use an average of 
12 content marketing tactics



On Your Website

➔ Simplicity in finding it, providing a quick and easy user experience
➔ Organization is key
➔ Use keywords/SEO but remember to speak conversationally to the prospect, 

lead, and customer
➔ Leverage data / KPIs to see what’s working



On Your Website

➔ Simplicity in finding it, providing a quick and easy user experience
➔ Organization is key
➔ Use keywords/SEO but remember to speak conversationally to the prospect, 

lead, and customer

Information Architecture 
Example: Resource Center







Architecture of a Web Page



Architecture of a Web Page



The Ten Commandments of SEO

1. Identify Keyword term or topic (focus 
on one aspect and not several)

2. Post Title – 65-70 characters max

3. H1 Heading Tag - use keyword in the 
first part of the H1 tag 

4. Content – use secondary keyword 
terms within the content (avoid 
keyword stuffing)

5. H2 Heading tags – just as important as 
your H1, and should have supporting 
content

6. Internal Links – to provide additional 
value, don’t just link one word -- make sure 
your keyword is part of the linked text

7. Images – Always add image alt tags. Try to   
make sure it has your target keyword 

8. URL Length – under 100 characters

9. Meta Description – at or about 150 
characters - not too long or too short 

10. Proofread - make sure the page can be 
read and digested easily on and for 
multiple devices



In Content They Shall Trust… Hopefully

➔ Share your brand’s story

➔ E.A.T. = Expertise, Authoritativeness, Trustworthiness
◆ Answer questions high up on page or optimized to answer specific search intents 
◆ Show that you know your stuff through resources, backlinks, content, social and other 

elements that prove your industry expertise
◆ Be accurate with what's said in content, page title, and other SEO KPIs that add trust and 

value

➔ The importance of visual consistency for trust building
◆ When people hear information, they're likely to remember only 10% of that information three 

days later. However, if a relevant image is paired with that same information, people 
retained 65% of the information three days later. (Brain Rules)



Create and Promote Your Content

➔ Join the conversation, wherever it may be!
➔ Become part of the group and a digital thought leader
➔ Provide the solution and details of it within your content
➔ Be a storyteller
➔ Focus on what’s in it for your audience

Website
SEO

Social
PPC

Guest Articles

Blogs
Backlinks

Email
Direct Mail
And more!



If you build it, they may not just show up

You need a strategy



Strategic Marketing Plan Example



Content Calendar Example



Social Media Calendar Example



Pulling It All Together

Why do you need it?
It provides a roadmap of your company's goals 

and how you hope to achieve them.

Only 44% of B2B content marketers have a 

documented content strategy 
(Upland Kapost)



In a Nutshell

➔ There is no one-size-fits-all marketing strategy.
➔ SEO and content marketing will continue to drive visibility 

in 2020, but page rank is based on content more than 
keyword terms. 

➔ Don’t churn out content just for the sake of it - this is 
counterproductive.

➔ To win the content marketing game, brands need to 
focus more on optimized, personalized and influencer 
activated content experiences.

➔ ‘Promote’ on the channels where your audience ‘lives’!



Great Content Starts with Great Strategy
Download your strategic marketing plan template - go.creativemms.com/template

https://go.creativemms.com/template
https://go.creativemms.com/template


Questions? We’re here to help.
hello@creativemms.com

creativemms.com/contact-us


