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Attracting great talent is a competitive game, and good storytelling piques interest far better than the usual job listings. Motivating staff into 
adopting new processes is more successful with content that clearly explains the why and the how. Great content can also unite stakeholders, 
achieving shared objectives through enthusiastic collaboration.

A recent study by Demand Metrics indicates that 80% of people would rather learn about a company through custom content than through 
traditional advertising. And according to the statistics in the 2022 B2B Content Marketing report produced by the Content Marketing Institute, 77% of 
B2B organizations now use content marketing and are expecting to increase their content budget. These companies reported good outcomes in 
creating brand awareness (80%), building trust (75%), and educating audiences (70%).

Furthermore, Sprout Social points out the benefits of empowering the workforce to amplify your message through their networks, 
turning employees into content marketers who can broaden your outreach. But much depends on the quality of the content.

Why is it so effective?

Content has taken a prime role in communication strategies, for both internal and external applications. It accelerates recruitment and 
training, executes change management, engages stakeholders and employees, and elevates marketing outreach.

Why should B2B organizations rely on content?

Content is a powerful marketing tool

B2B organizations
now use content

marketing

80% 75%
Creating brand 
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How can you do this?

Great content is sticky. It connects with its audience on an emotional level, grabbing their attention and provoking action. This is 
true for every audience, whether it’s potential or existing employees, clients or leads, partners or stakeholders.

What makes content great?

First, content must give your audience                                             If you can’t come up with a great reason why your audience should care about what 
you’re telling them, chances are they can’t either. Consider why this content should matter to your audience and make them want to engage with it.

Make your content                         to your audience or it won’t matter how well it is written or how beautifully shot. Put yourself in your audience’s shoes. 
Think of what they need to hear from you instead of what you want to say to them. Flipping the perspective helps you hit the mark better when it 
comes to ensuring relevancy.

Next, make sure you’re                                       to your audience. What will they take away from the content? When they’ve finished reading a blog post 
or watching a video, will they feel like it has been time well spent? Are you solving a problem, giving them inspiration, sharing some tips?

Approach your content creation with your                                          Do you want your audience to think or feel something when they’re finished? Do you 
want them to take an action? What do you want them to do?

Content must be                                not just in terms of a brand tone and voice, but also in terms of cadence. Content is a commitment. If your goal is to 
build a relationship with your customers, partners and employees, don’t leave them hanging. Think of your content as a drumbeat. Keep a steady 
cadence or the song will end.

Finally, create content that is                               both by you and by your audience. Good content should be able to be syndicated, repurposed and recut 
to make the most of it. For example, if you’re making a video, edit it into multiple lengths for multiple platforms. If you’re writing a blog, pull out 
sentences that can be shared via social media, or pitched as contributed content to a publication. 
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Sharing content for the sake of it alone isn’t enough –– it could become 
nothing but white noise for your intended audience, who are 
inundated with content all day, every day.

“Content is increasing in volume, which exhausts our 
attention, and our urge for ‘newness’ causes us to collectively 
switch between topics more regularly.”

- Philipp Lorenz-Spreen
Research Scientist, Max Planck Institute for Human Development 

For content to be truly effective, there needs to be a thoughtful 
strategy behind it.

“A scalable, successful, and differentiating content marketing 
strategy will help you more easily create, manage, activate, 
and measure digital content.”

- Robert Rose
Chief Strategy Advisor, Content Marketing Institute 

Big Red Oak has developed a 10-step process for creating and distributing great content:

Identify Your 
Gaps

Seek HelpMeasure and Evaluate 
Your Content

Produce, Share and 
Promote Your Content

Create a Content 
Calendar

Identify and Isolate 
Content Types

Map Out the 
Audience Journey

Define Your 
Audiences

Develop a 
Messaging Framework

Start with 
Discovery
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Once you have a new handle on what good content is,
how do you make it get results?

How do you make it work?



Start with Discovery
Step 1

Lay the groundwork for your content
strategy with a review of

your 
needs

your 
resources

your 
assets

your 
objectives

What assets do you have on hand? 

Are they up to date and appealing? 

What should you create or upgrade? 

Do you have the expertise and resources you need? 

Are there processes in place to handle the rollout of 
your campaign? 

What communication channels do you use now? 

Do you have the budget? 

How will you prioritize the components of your plan?

Look at the big picture before 
you dive into the details.

What are the overall strengths and gaps in your 
organization? 

Who are the stakeholders and decision makers? 

How do the various members and teams in your 
company collaborate on initiatives? 

What objectives do you hope to achieve?

Then focus your lens on the 
nitty-gritty.

What do you have?
What do you need?



Develop a Messaging Framework
Step 2

The messages within the framework are meaningless on their own. They’re simply content. You need to support this content with context, providing 
proof points to validate your message, and with colour, bringing your message to life through examples and anecdotes. This combination of content, 
context and colour makes your messages bulletproof.

The messaging framework is the foundation for all of your content moving forward, from your elevator pitch and website content to your media 
interviews and social posts. Having a messaging framework in place makes sure that any time anyone interacts with your company, they’re hearing 
the same consistent messaging over and over again. This helps to build credibility and strengthens your brand.

Before you begin crafting content, it’s a good idea to take a step back and evaluate your messaging. Don’t have messaging yet? Now is the time 
to create it.

A good way to organize your content messaging is with a framework that identifies your overarching brand message, and the most important 
key messages (a maximum of three is best) that you want your audience to receive every time they encounter your brand. There can be 
sub-messages, and messages below those, but everything must ladder up to your top messages.

What does your brand need to say?

A strong brand message makes you stand out from competitors,  
inspiring trust and confidence in your company and clearly defining 
who you are and what you do. And it makes your employees and 
partners proud to be part of your organization.



Who are you speaking to?

Define Your Audiences
Step 3

Within your messaging framework, your primary audiences are identified. Depending on your business and your content goals, your audiences 
can incorporate a number of segments, including current customers, prospective customers, industry partners, employees, prospective employees, 
investors, and more. Over time, these audiences may expand or contract as your business evolves. 

While the messages you deliver are consistent across all audiences, the way they’re delivered are slightly tweaked to best resonate with who you’re 
speaking to. 

Your audiences have different needs and reasons for consuming your content. For example, a potential customer might want to learn more about 
your company and the solutions you offer and seek to justify the decision for selecting you as a vendor. A partner, on the other hand, may wish to 
understand how your company engages with the industry. And an employee can gain a sense of validation and ownership in their place of work. 

Even though the messages are the same at the core, the delivery of these messages will change based on the audience.

Audience Segments

Current 
customers

Prospective 
customers

Industry
partners

Employees Prospective
employees

Investors

... and
more



Step 4

Your audiences encounter –– or seek out –– your content for different reasons and during different 
stages. Whether it’s a customer thinking of hiring you for a project, a partner wanting to 
recommend you to another client, or a potential employee researching your company, 
audiences tend to go through the same four phases:

As they move through these four phases, they’re consuming 
content in different ways to answer their questions and help them make decisions.

For example, a potential employee might peruse your organization’s social content or blog posts when 
exploring your company versus diving into a technical whitepaper or sitting through an hour-long webinar. But 
a potential customer who may have been referred to your company by one of your partners might be very interested in 
a customer case study or a thought leadership article by your CEO as they move from awareness through to selection.

Audience
Content Journey

Consider your audience’s needs:

When are they seeking content; what do they want; and why do they want it?
Map Out the Audience Journey

Your brand comes onto their radar and sparks 
their interest in your company or offerings.

Awareness

They dig deeper into your brand and start to 
contemplate whether it might be right for their needs.

Education

With further exploration, they start to make a 
commitment.

Consideration

They commit to you as a brand and want their 
decision reinforced.

Selection



Step 5

What content formats will be most effective for your audience?

Content can be delivered in myriad formats, including:

Video
content

Speaking
opportunities

Thought
leadership

ArticlesPodcastsSocial
posts

Blog
posts

Website
content

So how do you decide what kinds of content to produce?

Don’t try to boil the ocean. Start with what is manageable for you and what will help you meet your goals. Think about what content types should 
appear in the audience journey. For example, would a blog post be a better entry point for a prospective customer at the awareness stage than a 
whitepaper?

Choose content that is adaptive to leverage your assets and control your budget. A video can be snipped into several social media clips and messages or 
inserted into an e-newsletter. A series of blogs may evolve into an eBook that expands your database or, conversely, offers snippets for social content. A 
customer success story could be useful as a LinkedIn article or video case study. Graphics can be resized for multiple applications. 

WebinarsChecklistsNewslettersInfographicsWhitepaperseBooksCustomer success
stories

Email 
drips

Identify and Isolate Content Types



Create a Content Calendar
Step 6

When you know the format of your content, make your plan.

Be realistic about your projected output. Saying you’ll post a blog entry every day may not be feasible if you don’t have a designated person 
solely focused on producing content. Start with what’s practical so that you don’t become frustrated and abandon your content strategy 
altogether.

A good way to do this is to create a content calendar. Not only is it valuable for planning out what needs to be produced when, but it also 
helps to keep you accountable and on track. 

Update your content calendar quarterly, holding brainstorms with a small group to bubble up topics and upcoming milestones that might 
warrant content and a bit of planning. For example, if you know there’s an industry event next month, should you have content leading up to it to 
encourage prospective customers to visit your booth? Will you want to share social posts from the trade show floor? Can you produce a podcast 
interviewing a keynote speaker at the event? Mapping this out in advance means that you won’t miss anything in the moment.

will produce 
it in order to 

ensure a steady 
cadence

will it be 
produced and 

shared

 needs to be 
produced1

What

2
When
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Who

Identify



Produce, Share and Promote Your Content
Step 7

Time to roll it out. 

This is the fun part. It’s all ready to go … but don’t believe Kevin Costner’s character in Field of Dreams when he says, “If you build it, they will come.” It’s 
not necessarily true. 

If you ‘build’ it (that is, produce your content), don’t sit idly by and hope that people will consume it. Evaluate and select your platforms carefully, with 
insight into the audiences that they reach, and share it widely. Encourage your employees to like it, comment on it and share it as well. 

Also, consider SEO best practices when crafting your content so it’s easier to find.

social media 
management tools

Source: TechRadar, Managing your marketing with the best social media management tools, August 2022

TOP 5



Measure and Evaluate Your Content
Step 8

How can you tell if your strategy is working?

Gathering information helps you determine your success. Which dates and times work best for your posts? What is getting the best traffic? 
What are people clicking on? Commenting on? What’s resonating and what isn’t? And remember to tag broadly to gain feedback.

When you have your quarterly content calendar meetings, it’s a good time to step back and look at what has already been produced. 
Recalibrate if necessary. If nobody’s reading whitepapers, but everyone seems to love infographics, make new decisions about where to focus 
your energy and efforts.

Google Analytics

Talkwalker

Zoho Social

Sprout Social

Hootsuite Analytics
There are many 

social media 
analytics tools 

on the market that 
can help you track 

your social presence. 
Here are 5:



Identify Your Gaps
Step 9

Learning is part of the process.

Perhaps your topics aren’t speaking to your audience, or you’re not directing it to the right 
people through the right channels. Your content might need a refresh to make it more 
informative and engaging. Or you may not be seeing a return on investment if your strategy isn’t 
aligned to your company’s business goals.

Be aware that it may take some time to see your work pay off, so don’t rush to change your tactics 
too quickly. Analyze each campaign carefully and be sure to document your findings. A critical eye 
is the key to improvement.

Are you 
getting the 
results you 

want?

If the 
answer is no, 

it might be due 
to a number of 

factors.

Is your 
content 

performing 
as well as it 

should?



Seek Help
Step 10

Are you having trouble pulling it together?

Whether you need support in forming your messaging framework, producing video content, drafting blog posts, or developing a 
strategy to take you through the entire process, Big Red Oak has a team of experienced strategists and creative content experts 
ready to guide you along the way and set you up for success.

Connect with us to discuss your content needs at connect@bigredoak.com. 

If all of this 
sounds daunting, 

that’s because it is. 
It’s doable, but 

it’s not always easy 
to tackle this 
process alone. 

We’re 
here to 

help.




