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Game-changing Content Marketing: Making Plays for Epic Impact

When it comes to marketing, smart companies are striving to publish epic content – genuinely 
distinctive, high-relevance, high-quality content. 

This newest version of the Content Marketing Playbook strives to help you become more confident 
– and more effective with the tactics you are using in your content marketing programs. It provides 
stats, tips, and an example of most of the tactics we ask content marketers to rate each year in our 
content marketing research. 

While some of the tactics are one-off examples, most are part of an organization’s ongoing 
content marketing program. All are meant to give you inspiration to experiment with what you can 
incorporate into your own program. 

On with the epic content marketing revolution! 

Joe Pulizzi
Founder
Content Marketing Institute

Jonathan Kranz
Principal
Kranz Communications 
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THE PLAY: BLOGS

GEttInG thE FIrst Down
When consistently updated, blogs can be one of 
the most effective ways to attract subscribers 
to your brand.  

In thE rED ZonE
One of the most difficult questions to answer 
is how often should you publish? Consider these 
two keys: 

1. Is it a compelling and interesting story to   
 your target audience (the reader)?

2. Does it serve the objective for your blog?

This may mean seven posts per week or one 
every other week. Focus on whether or not you 
have a story worth telling. Remember, better is 
better than more.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

62%

55%

58%

63%

51%

65%

36%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

76%

72%

80%

86%

70%

77%

47%

O
O
O

O
O
O

O
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THE PLAY: BLOGS

what MakEs thIs EPIC:
Blah, blah, blogs, right? Not if you carefully position 
your blog content to speak directly to urgent 
audience interests. For its Business Innovation blog, 
SAP performed extensive keyword research to “topic 
model” its blog categories, then assigned experts to 
create “everything you need to know about” content 
for each topic. This approach has enabled SAP to:

  Create ruthlessly consistent, relevant content 
 for its technology audience
  Find a meaningful voice in the crowded field 
 of technology advice and guidance
  On the topic of Big Data, earn a thousand times   
 more page views than an average SAP blog post! 

Submitted by:
Michael Brenner
Vice President of Marketing and 
Content Strategy, SAP
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THE PLAY: ENEWSLEttErS

GEttInG thE FIrst Down
Email newsletters continue to be one of the 
best ways to stay in front of your audience. 
Consider creating multiple newsletters if your 
audience has varied interests (for instance, you 
may want one newsletter for prospects and one 
for customers). It also can be advantageous to 
give subscribers an option for a daily, weekly, or 
monthly newsletter.

In thE rED ZonE
More people are reading eNewsletters on 
mobile devices. Responsive design is not 
the only way to be mobile-friendly. Adopting 
mobile-optimized design techniques—such as 
using a single-column layout, large text, and 
buttons, and spacing out links—still puts you 
ahead of the curve and reaping most of the 
benefits of being mobile-friendly. (Learn more 
techniques for mobile-friendly emails.)

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

60%

73%

73%

66%

52%

65%

64%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

80%

76%

82%

82%

86%

82%

84%

O
O
O

O
O
O

O
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THE PLAY: ENEWSLEttErS

what MakEs thIs EPIC:
Producing an eNewsletter is relatively easy; 
producing one that people actually look forward 
to reading is difficult. By integrating exciting 
videos and entertaining infographics into its 
publications, Whidbey Camano Islands didn’t just 
create an eNewsletter, but an e-experience. With its 
eNewsletter, Whidbey Camano Islands:

  Doubled the size of its eNewsletter database
  Increased the number of unique visits to its 
 site by 60,000 

Submitted by:
russell sparkman
President & CEO, FusionSpark Media
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THE PLAY: CaSE StudiES

GEttInG thE FIrst Down
Case studies are especially useful when 
someone is evaluating brands. Consider the 
types of questions people have and be as 
authentic as possible. 

In thE rED ZonE
By their very nature, customer stories should 
focus on stories. Think beyond straight text and 
consider adding visual elements such as videos 
and photos to make your stories come to life. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

65%

54%

62%

70%

69%

69%

50%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

73%

41%

70%

77%

82%

75%

30%

O
O
O

O
O
O

O
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THE PLAY: CaSE StudiES

what MakEs thIs EPIC:
You’ve heard the one about the one-armed paper 
hanger? Okay, what about the two-limb bilateral 
amputee who is a two-time world motorcycle 
drag racing champ, a rock climber, and a certified 
snowboard instructor – for real? Once your hear (and 
see) Reggie Showers’ story, you’ll never forget it. 
And that’s why PTC’s case study is epic – it makes an 
unforgettable case for the power of its design software. 

  Through an amazing story, PTC brings life to a 
 very technical product.
  Instead of focusing on traditional features     
 and benefits, PTC focuses on the meaning of its   
 technology – a positioning that competitors will   
 find difficult to challenge.

Submitted by:
heidii Evriviades
Social Media Manager, PTC
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THE PLAY: VidEOS

GEttInG thE FIrst Down
For visual storytelling and how-to, there often 
is no better medium than video. Video tends to 
be significantly more memorable and engaging 
when done properly. Invest in video when text 
or other static graphics don’t tell the full story. 

In thE rED ZonE
While you may immediately think video equals 
YouTube, there are multiple video distribution 
platforms, each with its own pros: Video 
Content Channels: Which Should You Use? EFFECTIVENESS

B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

63%

65%

62%

66%

64%

63%

53%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

73%

72%

71%

76%

88%

76%

71%

O
O
O

O
O
O

O
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THE PLAY: VidEOS

what MakEs thIs EPIC:
Security, data protection, backup, and recovery – 
they’re not the kind of subjects that ordinarily inspire 
great imagery. But SymantecTV has created a visual 
channel that prospects and customers want to 
tune into by turning data protection into dramatic 
projections. 

Take Project Honeystick, for example. By televising the 
dangers of lost (or stolen) mobile devices, Symantec 
elevates the mobile security issue with new, surprising 
data compellingly captured on tape. In this video and 
many others, Symantec uses case studies, animations, 
and testimonials to make it easier for prospects to see 
the value Symantec brings to the table.

 Got a mobile market? Then it makes sense to hit it  
 with a mobile-friendly tactic like video.

 Video helps Symantec put a fresh face (or faces) on  
 an old and familiar topic: digital security.

Submitted by:
Courtney Pierce
Senior Marketing Director, Brightcove

http://contentmarketinginstitute.com
http://www.brightcove.com/en
http://eloqua.com
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THE PLAY: GuESt POStiNG

GEttInG thE FIrst Down
If you have individuals who are well-respected 
– or want to build a personal brand – consider 
using articles on other websites. This is a great 
way for organizational leaders to share their 
knowledge in order to gain followers and build 
brand affinity. 

In thE rED ZonE
For articles to pack the most punch, it’s 
essential that they be about a specific need – 
not your brand. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

50%

46%

52%

59%

51%

45%

32%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

68%

61%

72%

73%

73%

69%

51%

O
O
O

O
O
O

O
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what MakEs thIs EPIC:
It’s just plain smart to leverage your bench depth. 
LinkedIn turned its distinct competitive advantage 
– connections to popular business leaders – into 
many smart streams of relevant content. Through 
the LinkedIn Influencer Program, top leaders get new 
followers; the followers, in turn, get useful articles 
and posts from people they respect.

 It’s a win/win/win: LinkedIn gets new content,    
 influencers get new followers, followers get  
 new Ideas.

 Users can curate their content choices simply 
 by selecting the leaders who most interest them.

THE PLAY: GuESt POStiNG
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THE PLAY: artiCLES ON YOur WEBSitE

GEttInG thE FIrst Down
Your website is your digital home base, so 
articles are a great way to convey relevant and 
useful information and gradually develop your 
position within your industry. Think about how 
members of your audience are segmented 
and what questions they may have, and consider 
organizing your content around these key areas. 

In thE rED ZonE
When considering what to write about, factor 
in these two key factors: who is your core 
audience and what is your content marketing 
mission? The intersection of these two areas 
is the “sweet spot” in which you can determine 
what content your core audience members 
can use to further their objectives. From our 
experience, articles about CMI only garner 25 
percent of the average page views and social 
shares our content normally drives.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

58%

56%

56%

68%

58%

59%

44%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

81%

78%

84%

85%

86%

82%

85%

O
O
O

O
O
O

O
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THE PLAY: artiCLES ON YOur WEBSitE

what MakEs thIs EPIC:
Instead of ducking tough questions, McDonald’s 
Canada openly invites them, posting intelligent 
articles that address its customers’ most provocative 
inquiries. We give an epic thumbs-up to “Our Food, 
Your Questions” because:

 It positions McDonald’s as a proactive contributor  
 to the community, rather than a reactive     
 responder to controversies.

 Its fearless engagement of difficult topics     
 demonstrates a “nothing to hide” attitude that   
  reflects favorably on its brand – and on its food.
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THE PLAY: iN-PErSON EVENtS

GEttInG thE FIrst Down
In our digital-heavy world, there is no substitute 
for face-to-face interactions (which may be one 
reason that in-person events are rated the most 
effective tactic for many). Not only are events 
fantastic for building relationships, but they are an 
ideal way to support customer retention goals.

In thE rED ZonE
If bloggers and the press are covering your 
event, an easy way to curate the posts is by 
using List.ly. Simply set up a list and publicize 
where people can add their posts. Bonus: You 
get a lot of feedback about your event in one 
place. See our List.ly from Content Marketing 
World. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

70%

74%

66%

74%

69%

67%

79%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

76%

65%

64%

69%

90%

74%

88%

O
O
O

O
O
O

O
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what MakEs thIs EPIC:
We all know the standard operating procedure for 
channel/partner events: exhaustive and exhausting 
presentations on new products and services, with 
a flourish of rubber chicken for lunch. PSA Financial 
breaks the rules – and breaks new ground – with its PSA 
Partnership Programs, a series of exciting live events, 
featuring recognized experts, that teach participants new 
business skills and expand their leadership horizons. 

 By emphasizing leadership, PSA breaks out of the   
 commodity box of familiar products and services.

 By choosing not to behave as a vendor, but rather 
 as a partner with its clients and with area 
 businesses, PSA positions itself as a leader not 
 just in its industry but in the community.

Submitted by:
Mike sweeney
Chief Content Officer, Right Source Marketing

THE PLAY: iN-PErSON EVENtS
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THE PLAY: WHitE PaPErS

GEttInG thE FIrst Down
White papers are popular with B2B marketers 
because they can support many goals ranging 
from generating awareness to helping build a 
subscriber base to retaining customers. 

In thE rED ZonE
Even though white papers may make you think 
of text, think graphics instead. Get your designer 
involved from the beginning to create at least 
one graphic element that depicts the process 
or story of your white paper. This can then be 
shared on sites such as Visual.ly, Pinterest, 
Instagram, and even Slideshare. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

59%

43%

52%

65%

64%

58%

33%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

64%

31%

45%

55%

79%

62%

19%

O
O
O

O
O
O

O
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VIEW & SHARE

what MakEs thIs EPIC:
What is it CEOs most want to know? What other CEOs are 
thinking. IBM satisfied the C-Suite’s insatiable appetite 
for peer insight with its Leading Through Connections: 
Insights from the Global CEO Study. Based on more 
than 1,700 one-on-one, face-to-face interviews with CEOs 
in 64 countries, the Leading Through Connections white 
paper offers in-depth analysis of technology’s power 
to build connections among employees, partners, and 
customers, and the leadership potential of shared values.

 Deep research results in multiple spin-off 
 opportunities including articles, videos, and  
 infographics.

 By investing big in its CEO study, IBM “owns” 
 the connection between leadership and new 
 technology.

THE PLAY: WHitE PaPErS
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VIEW & SHARE

THE PLAY: ONLiNE PrESENtatiONS

GEttInG thE FIrst Down
A great way to visually tell a story is through an 
online presentation. Instead of using traditional 
slides with headers and bullets, think short and 
snappy text with lots of eye-popping design. 

In thE rED ZonE
SlideShare is the perfect channel with which 
to distribute your online presentations - its 50 
million unique visitors per month spend, on 
average, more than three minutes on the site 
per visit. It’s also a great channel to ask for 
leads in an unobtrusive way. Use SlideShare 
to Turn Your Marketing Channels into Lead 
Gen Tools.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

51%

56%

47%

53%

39%

55%

37%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

63%

39%

49%

57%

67%

63%

31%

O
O
O

O
O
O

O

http://contentmarketinginstitute.com
http://www.brightcove.com/en
http://eloqua.com
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://contentmarketinginstitute.com/2013/07/slideshare-turn-marketing-channels-into-lead-gen-tools/
http://contentmarketinginstitute.com/2013/07/slideshare-turn-marketing-channels-into-lead-gen-tools/
http://contentmarketinginstitute.com/2013/07/slideshare-turn-marketing-channels-into-lead-gen-tools/


 

CONTENT MARKETING PLAYBOOK    21
®

VIEW & SHARE

what MakEs thIs EPIC:
In its Customer Experience Imperative presentation, 
Maxymiser makes the case for the top three marketing 
objectives: customer experience, customer experience, 
and customer experience. Given the argument, you 
might think that the presentation delivers a good…
customer experience. And you would be correct!  
How do they do it?

 They match experience, experience, experience with 
 audience relevance, relevance, relevance!

 Each slide is short, snappy, and easy to understand.

 The presentation perfectly balances the need to 
 entertain with the desire to inform.

Submitted by:
Doug kessler
Co-Founder and Creative Director,  
Velocity Partners Ltd.

THE PLAY: ONLiNE PrESENtatiONS
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VIEW & SHARE

GEttInG thE FIrst Down
Webinars can be a fantastic way to generate 
leads and build awareness for your brand.

In thE rED ZonE
Want to make your webinars accessible to more 
people? Consider including a transcript with the 
slides as part of the archive to appeal to those 
who prefer text over audio. 

THE PLAY: WEBiNarS/WEBCaStS

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

63%

58%

50%

65%

63%

63%

49%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

62%

30%

41%

45%

79%

61%

23%

O
O
O

O
O
O

O
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VIEW & SHARE

what MakEs thIs EPIC:
Instead of making webinars that drone on and on, 
sinking viewers into bored oblivion, Inside GNSS (Global 
Navigation Satellite System) produces exciting webinars – 
like our favorite, on drones – that lift viewers into renewed 
enthusiasm for an important technology. Designed 
for a global reach, Inside GNSS speaks to equipment 
manufacturers, systems integrators, government policy 
makers, engineers, and end-users that care about helping 
us figure out where we are and where we are going. The 
webinar about unmanned space vehicles:

 Addressed the civil applications of a technology that   
 has been very present in the news lately

 Featured a panel of experts from academia and    
 industry, including NASA

 Reached more than 700 people in 60 countries 

THE PLAY: WEBiNarS/WEBCaStS

Submitted by:
Mike agron
Managing Principal, WebAttract
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VIEW & SHARE

THE PLAY: rESEarCH rEPOrtS

GEttInG thE FIrst Down
If you want to be a leader in your niche, 
consider investing in original research. Consider 
partnering with others in your industry to both 
collect the data and share the results. 

In thE rED ZonE
Original research takes substantial time and 
money to do well. While people love to review 
reports, consider the many content assets 
that can spring from this: infographics, online 
presentations, webinars, blog posts, and more.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

59%

47%

63%

54%

61%

59%

41%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

44%

28%

43%

45%

63%

40%

29%

O
O
O

O
O
O

O
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VIEW & SHARE

what MakEs thIs EPIC:
ExactTarget knows that informed customers become 
long-term clients. That’s why its Subscribers, Fans and 
Followers report series – all about the effective use 
of customer data – is such a smart idea. In report after 
report, all available for free, ExactTarget takes deep dives 
into the topics it knows prospects and customers care 
about the most. 

 Nothing pushy here: ExactTarget gets to pick and    
 choose content it can pull from the web.

 The great-looking covers are brilliantly designed to   
 attract the eye – and get the click!

Submitted by:
Jeff rohrs
VP, Marketing Insights, ExactTarget

THE PLAY: rESEarCH rEPOrtS
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VIEW & SHARE

THE PLAY: MiCrOSitES

GEttInG thE FIrst Down
If you have a lot of content for a specific 
audience, consider a microsite devoted to that 
audience. Microsites targeted at specific niches 
can be very effective.  

In thE rED ZonE
While all content marketing should be 
focused on the customer’s interests instead 
of the brand, this is essential when it comes 
to microsites. You also must have a plan to 
continually keep the content fresh. 

Relentlessly designed to be “search-initiated” 
and “buyer-controlled,” Salesforce.com’s Sales 
Success microsite obeys the “90/10” rule: 90% 
of the content must be about the customer; 
only 10% can be about the product.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

51%

47%

42%

49%

53%

53%

40%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

40%

43%

48%

40%

69%

36%

19%

O
O
O

O
O
O

O
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VIEW & SHARE

what MakEs thIs EPIC:
Like the weather, customer education is something 
everyone talks, but doesn’t do anything about. 
Salesforce.com, however, is changing its customer 
climate through an ongoing Sales Success microsite 
dedicated exclusively to the precise challenges of its 
most important customers. Its epic effort includes:

 Identifying five key personas for its microsite     
 audience; any potential site content must be relevant   
 to at least one of these personas.
 To maintain a stream of relevant content, 
 Salesforce.com carefully coordinates a team that 
 includes web development, product marketing, 
 creative, advertising, and social community 
 management, plus integrated cooperation with its 
 content vendor, Velocity Partners.

 Social Success drives 10% of total non-customer visits  
 to Salesforce.com, with more than 64% of that traffic   
 coming from non-paid sources (e.g., SEO or organic   
 social media).

THE PLAY: MiCrOSitES

Submitted by:
Doug kessler
Co-Founder and Creative Director,  
Velocity Partners Ltd.
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VIEW & SHARE

THE PLAY: iNfOGraPHiCS

GEttInG thE FIrst Down
There is something about visuals that make 
them inherently shareable. And, in our culture 
of short-form content, infographics can be 
especially appealing.

In thE rED ZonE
While infographics are seeing a huge spike in 
adoption, not all information is suitable for 
this type of visual. Infographics are best at 
distilling complex data or illustrating a process. 
If you have a smaller story to tell, consider 
“snackable graphics” instead. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

50%

49%

49%

60%

53%

48%

39%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

51%

40%

43%

57%

67%

48%

31%

O
O
O

O
O
O

O

http://contentmarketinginstitute.com
http://www.brightcove.com/en
http://eloqua.com
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://www.slideshare.net/CMI/content-marketing-playbook-2013-24-epic-ideas-for-connecting-with-your-customers
http://contentmarketinginstitute.com/2012/08/consumer-audiences-need-snackable-content/


 

CONTENT MARKETING PLAYBOOK    29
®

VIEW & SHARE

THE PLAY: iNfOGraPHiCS

what MakEs thIs EPIC:
Sales tax compliance – a topic no one could love, right? 
Not so fast. Avalara illustrated the power of automated 
sales tax processing with the unexpected: a delicious 
infographic featuring the chocolate goodies we love, 
connected with various state tax regulations we love to 
hate. In one easy eyeful, Avalara turned the “boring” into 
the beautiful.

 By newsjacking an evergreen event, Valentine’s Day,   
 Avalara has a treat that can be relevant year after year.

 Sales tax “trivia” becomes an element of surprise that  
 hooks viewers and can be the subject of their future   
 water cooler conversations.

Submitted by:
Jessica Davis
Marketing Operations Manager, Avalara
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VIEW & SHARE

THE PLAY: BraNdEd CONtENt tOOLS

GEttInG thE FIrst Down
If you want to be insanely useful, a branded 
content tool may be the way to go. Consider the 
question(s) you receive most from your clients 
and determine whether you provide customized 
advice in an automated way. 

In thE rED ZonE
Not sure where to get started? Think of this…
what’s something very simple, and very 
helpful that you could be providing to your 
customers for free, that ultimately positions 
you as an expert related to the products/
services you offer? 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

49%

51%

48%

53%

50%

52%

40%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

38%

37%

39%

45%

56%

33%

26%

O
O
O

O
O
O

O
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VIEW & SHARE

THE PLAY: BraNdEd CONtENt tOOLS

what MakEs thIs EPIC:
Quizzes are catnip to the competitive feline in all of 
us. PR 20/20 exploits our desire to rank and be ranked 
through its free, Marketing Score assessment tool that 
takes participants through a four-part, 10- to 15-minute 
process that not only delivers a score, but an actionable 
report for making progress.

 With this tool, PR 20/20 doesn’t merely talk about 
 the value of its technology, it demonstrates it.

 The resulting report is a natural lead-in to further 
 engagement via blogs and other resources.

Submitted by:
Paul roetzer
Founder and CEO, PR 20/20
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VIEW & SHARE

THE PLAY: MOBiLE aPPS

GEttInG thE FIrst Down
Consider a mobile app when there is something 
specific your customer may need when “out 
and about” and not in front of a computer. 

In thE rED ZonE
With apps, less is often more. Consider the very 
specific thing(s) you want your users to do on your 
app. If this is a replica of your website, you are 
likely better off creating a mobile-optimized site.  

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

44%

53%

44%

59%

42%

53%

36%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

28%

39%

32%

34%

50%

24%

20%

O
O
O

O
O
O

O
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VIEW & SHARE

THE PLAY: MOBiLE aPPS

what MakEs thIs EPIC:
When you’re on the go, could you use a mobile app to 
help you find the nearest public restroom when you 
really have to go? Well, do bears “make content” in the 
woods? Charmin cements its brand connection to our 
urgent personal needs with its SitOrSquat restroom 
finder mobile app. Working in conjunction with your 
smartphone’s GPS, SitOrSquat directs you to the nearest 
public facility, then encourages you to submit reviews on 
the facility’s cleanliness.

 Photos show you exactly what to expect at your    
 chosen location.

 You can choose “sit” if your location’s a hit, “squat” 
 if it’s not.
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VIEW & SHARE

THE PLAY: MOBiLE CONtENt 

GEttInG thE FIrst Down
As more people are reading on their phones 
and tablets, they want access to content that 
was designed for their device. The more likely 
you can hold someone’s attention, the more 
likely they will become subscribers.

In thE rED ZonE
If you are not convinced you need a mobile 
strategy, check out how many of your users are 
using tablets and mobile phones. When using 
Google Analytics, go to Audience > Mobile > 
Overview. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

50%

56%

56%

64%

50%

49%

43%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

38%

46%

42%

48%

52%

35%

27%

O
O
O

O
O
O

O
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THE PLAY: MOBiLE CONtENt

what MakEs thIs EPIC:
By definition, a Caterpillar customer is one who’s on the 
move. That’s why it’s critical that its mobile site isn’t just 
a smaller copy of its website. Instead, Caterpillar’s mobile 
site runs lean and mean, offering busy people what they 
want: quick access to dealers, product specs, and rental 
locations.

  Caterpillar anticipates customer needs and designs 
 its mobile site around them.

 Simple, direct navigation makes hand-held 
 access handy.
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THE PLAY: EBOOKS

GEttInG thE FIrst Down
While not used as extensively as their white 
paper cousins, eBooks offer a fantastic 
opportunity to tell a more contextually relevant 
story, add more visual design, and embed more 
meaning into your content. 

In thE rED ZonE
EBooks are the perfect content to read on mobile 
devices: Are you creating yours with this in mind? 
Think: less copy, bigger fonts, more white space, 
and interactivity. Content Marketing Design: 3 
Guidelines for Creating eBooks and Tablets.

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

57%

52%

41%

50%

47%

64%

31%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

34%

23%

31%

31%

38%

33%

9%

O
O
O

O
O
O

O
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THE PLAY: EBOOKS

what MakEs thIs EPIC:
Dell reaches beyond the PC to address a topic its 
customers are always hungry to know more about: 
effective social media. In its 2013 Social Media 
Predictions eBook, Dell sets the stage with a summary 
of key observations, then allows a litany of respected 
experts – like Ann Handley and Shel Israel – to take star 
turns sharing their reflections.

  By turning to experts, Dell got to crowdsource 
 from the best of the best.

  Results? Almost 150,000 views on SlideShare
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THE PLAY: PriNt MaGaziNES 

GEttInG thE FIrst Down
Print is far from dead. It is a great tactic to use 
within your content marketing strategy for both 
brand awareness and customer retention. And, 
if you are trying to attract top influencers to 
write for you, you may see more success when 
you offer a print piece versus an online story. 

In thE rED ZonE
While there is something ephemeral about print, 
think about how you can repurpose your print 
assets for digital. Can you use these as blog posts? 
What can you add to make them more interactive? 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

34%

44%

43%

37%

24%

37%

52%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

35%

37%

34%

43%

53%

29%

33%

O
O
O

O
O
O

O
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THE PLAY: PriNt MaGaziNES

what MakEs thIs EPIC:
When you think investing services, especially in complex 
derivatives markets, you tend to think conservative, 
think buttoned-down, think digits and data. thinkMoney, 
a print magazine (also available in a digital edition) 
published by TD Ameritrade, takes a different approach. 
While it takes its subject, investing, seriously, it doesn’t 
take itself with the grim seriousness of many Wall Street 
firms. Instead, thinkMoney embraces a “sophisticated 
simplicity” approach that’s edgy without being flippant, 
witty without being irreverent. This made it a Content 
Marketing Award winner.

  Reaches more than 200,000 active trade customers 

  According to surveys, the average customer engages 
 the magazine for 45 minutes or more per sitting

  More than 80% of readers take some meaningful    
 action after reading

Submitted by:
kevin Lund
President and Founder,
T3 Publishing
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THE PLAY: BOOKS 

GEttInG thE FIrst Down
There is no better way to establish authority 
and credibility than by writing a book. This 
tactic can be successful in both B2B and B2C 
applications as thought leaders share their 
secrets. 

In thE rED ZonE
Books have ample opportunities for repurposing 
and reimagining content, both prior to and after 
publication. Think beyond straight text and 
consider what kind of online presentations and 
visuals you can create. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

52%

38%

40%

56%

45%

57%

41%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

30%

24%

28%

38%

41%

26%

22%

O
O
O

O
O
O

O
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THE PLAY: BOOKS

what MakEs thIs EPIC:
If you’re one of the fastest-growing ice cream brands, 
maybe your next hit flavor should be…a book. Jeni’s, 
located in Columbus, Ohio, developed Jeni’s Splendid 
Ice Creams At Home as a print book in June 2011. The 
book has been incredibly successful, garnering reviews 
from such publications as the Wall Street Journal and 
helping to accelerate Jeni’s growth internationally. 

 Jeni’s knows that giving away secrets doesn’t 
  hurt business, but helps increase sales.

 She also knows that the best “ad” for a flavor could 
 just be the recipe itself (C’mon now, don’t you want to 
 try the salty caramel – right now?).
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THE PLAY: POdCaStS 

GEttInG thE FIrst Down
Although podcasts are becoming easier to 
produce, they often work best when they are a 
series, so this is not a tactic to start lightly. Be 
specific about your goal. For instance, do you 
want to generate brand awareness or retain 
customers? These tactics would likely result in 
different types of podcasts. 

In thE rED ZonE
Podcasts are a great way to establish a human 
connection. Make sure you have the right 
personality (think: passionate, authentic) to guide 
the conversation. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

34%

34%

37%

34%

29%

39%

37%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

26%

19%

20%

25%

40%

21%

15%

O
O
O

O
O
O

O
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THE PLAY: POdCaStS

what MakEs thIs EPIC:
If you’re a dedicated knitter, and you’re doing what 
you love most – knitting – you’re not going to distract 
yourself by reading or watching a video, because making 
a knitting mistake is not funny. But you do have the 
capacity to listen, which makes Lion Brand’s YarnCraft 
podcasts the perfect content match for its core audience.

  They’ve produced more than 147 episodes to date,   
 easily accessible in categories ranging from crocheting 
 and fiber arts to knitting and pattern recommendations 
 and more.

 The patterns discussed are available as free 
 downloads to community members.
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THE PLAY: diGitaL MaGaziNE 

GEttInG thE FIrst Down
Digital magazines take many forms, with 
marketers doing everything from creating 
all new content to repackaging content from 
other sources. You also can have a digital 
magazine as a stand-alone piece or one that is 
complementary to a print magazine. 

In thE rED ZonE
Think about how your readers would like to best 
consume info, especially on their tablets and 
phone. Do they want discrete HTML articles? An 
app that provides the same look and feel as a 
print magazine? Also, consider what interactive 
experiences you can offer. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

39%

43%

36%

45%

36%

40%

43%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

27%

30%

30%

38%

41%

24%

21%

O
O
O

O
O
O

O
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what MakEs thIs EPIC:
Launched in 2009, Scrubs takes a non-clinical editorial 
approach to reaching a clinical audience: nurses. By 
focusing on lifestyle issues, Strategic Partners (the world’s 
largest medical scrubs manufacturer) builds a bond with 
its medical audience that transcends clinical spaces and 
working hours. Right from the start, Strategic Partners 
CEO, Mike Singer, embraced a “pull, don’t push” philosophy 
based on listening, learning, and responding to needs.

 Recognizing that other sites had already included    
 nurse forums, Scrubs concentrates instead on    
 carefully crafted editorial content that nurses couldn’t  
 find anywhere else.
 To follow its audience, Scrubs grew into additional 
 channels including a microsite (scrubsmag.com), 
 a mobile app (Code Happy App), a store (Code 
 Happy Store), and various social media outlets such as 
 Facebook and Pinterest.
 Current distribution is 375,000 copies. With a pass-
 along rate of 6.9 readers per copy, Scrubs reaches 
 more than 2.1 million nurses per issue. 

THE PLAY: diGitaL MaGaziNE 

Submitted by:
Mark Bonchek
Chief Catalyst, ORBIT+Co.
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THE PLAY: PriNt NEWSLEttErS 

GEttInG thE FIrst Down
Depending on your audience, a print newsletter 
may be just the thing you need to stay 
connected. For instance, this is a tactic used 
frequently in the healthcare industry because 
patients and caregivers prefer print to digital. 

In thE rED ZonE
Print is something that readers like to hold on 
to. Consider how you can encourage this. For 
instance, some print newsletters are three-hole-
punched so they can be easily stored. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

31%

46%

48%

34%

26%

33%

59%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

22%

29%

27%

32%

35%

17%

56%

O
O
O

O
O
O

O
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THE PLAY: PriNt NEWSLEttErS 

what MakEs thIs EPIC:
For an audience that takes health and wellness 
seriously, the Mayo Clinic Health Newsletter and 
its special supplements offer a steady “intellectual 
I.V.” of good ideas and healthy practices. By offering 
tangible content on a regular basis, the Mayo Clinic 
builds trust – and brand – with the best possible 
audience: informed consumers likely to make health 
decisions for their families, and give advice to friends.

 The print materials come pre-3-hole punched,   
 making them easy to save

  Newsletter topics go beyond urgent health issues 
 to tackle wellness, establishing Mayo Clinic as 
 a long-term care partner, not just an episodic care 
 provider
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THE PLAY: aNNuaL rEPOrtS 

GEttInG thE FIrst Down
While annual reports may make you think of 
straight facts and numbers, those that are most 
effective combine stats and storytelling. 

In thE rED ZonE
Annual reports that work best make an authentic 
connection with their readers. You need to use 
visual storytelling: a combination of moving 
stories and mesmerizing visuals. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

29%

24%

27%

30%

29%

35%

41%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

24%

30%

30%

35%

50%

17%

68%

O
O
O

O
O
O

O
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what MakEs thIs EPIC:
The Austin Children’s Shelter addresses uncomfortable 
areas of need—lives scarred by poverty, violence, and 
overall dysfunction. However, its annual report, while 
never glib, looks and reads like a celebration—serving 
readers a hearty menu of inspiring stories and exciting 
graphics. Just one glance at the annual report and you 
know that Austin Children’s Shelter isn’t just a set of 
services, but a cause with real spirit.

  Top-shelf writing and art direction make the 
 cause come alive, unforgettably.

  Available in paper, PDF, and as an online digital    
 magazine.

  The voice isn’t “them” and “us,” but always “we” and   
 “you”: community is embedded in the very way the   
  Austin Children’s Shelter speaks about the issues.

THE PLAY: aNNuaL rEPOrtS 
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THE PLAY: GaMES/GaMifiCatiON 

GEttInG thE FIrst Down
Games are not a popular content type because 
they can take substantial time and resources 
to create. When done well, though, they are 
incredible engagement tactics that can help you 
generate substantial leads and help your brand 
stand out from the “me-too” content that exists. 

In thE rED ZonE
When you have a complicated story to tell and 
it can be best told through a series of learning 
opportunities or challenges, games are the way 
to go. They support progressive learning and 
spur competition that keeps your brand front and 
center. 

EFFECTIVENESS
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

28%

43%

21%

34%

30%

28%

25%

X
X
X

X
X
X

X

USAGE
B2B North America

B2C North America

Australian (B2B & B2C)

UK (B2B & B2C)

Enterprise (B2B NA)

Small Business (B2B NA)

Nonprofit (NA)

10%

17%

16%

20%

19%

8%

6%

O
O
O

O
O
O

O
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what MakEs thIs EPIC:
IBM has long been a leader in gaming-as-content, 
breaking new ground with its business simulation 
game, “CityOne.” In this game, players solve problems 
in four key areas: banking, retail, energy, and water. 
Each scenario offers opportunities to understand real-
world implications of business decision-making in a 
“Sim City”-style simulation. The game brings the idea of 
“intelligent infrastructure” down to earth, and engages 
players in real-world scenarios that show how “Smarter 
Computing” industry solutions can address serious 
municipal problems.

 To date, “CityOne” has racked up 18,000 players 
 from more than 130 countries and is one of IBM’s 
 most successful lead-generation tactics to date. 

 The game also serves as a gateway to deeper 
  conversations on IBM’s site and on Twitter.

THE PLAY: GaMES/GaMifiCatiON 

Submitted by:
steven keith
Senior Business Strategist
Centerline Digital
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Content Marketing Institute (CMI) is the leading global content marketing 
education and training organization. CMI teaches enterprise brands how to attract 
and retain customers through compelling, multi-channel storytelling. CMI’s 
Content Marketing World, the largest content marketing-focused event, is held 
every September, and Content Marketing World Sydney, every March. CMI also 
produces the quarterly magazine Chief Content Officer, and provides strategic 
consulting and content marketing research for some of the best-known brands in 
the world. CMI is a 2012 and 2013 Inc. 500 company. 

Brightcove Inc. (NASDAQ: BCOV), a leading global provider of cloud services for video, offers a family of products used 
to revolutionize the way organizations deliver video experiences. The company’s products include Video Cloud, the 
market-leading online video platform and Zencoder, a leading cloud-based media processing service and HTML5 video 
player technology provider. Brightcove has more than 6,300 customers in over 70 countries that rely on Brightcove 
cloud content services to build and operate video experiences across PCs, smartphones, tablets, and connected TVs. 
For more information, visit http://www.brightcove.com/en/.

oracle Eloqua is the leading provider of modern marketing automation and revenue performance management 
software that helps ensure every component of marketing works harder and more efficiently to drive revenue. Eloqua 
software is now the centerpiece of the Oracle Marketing Cloud. Companies across a wide range of industries rely on 
Eloqua’s cloud-based software, professional services and education programs to help them automate marketing 
processes across multiple channels, target and nurture prospects and deliver highly qualified leads at a lower cost to
sales teams. For more information, visit www.eloqua.com, subscribe to the “It’s All About Revenue” blog, call 
866.327.8764, or email demand@eloqua.com

Special thanks to Steven Keith of Centerline Digital who provided fantastic insight for this year's Playbook.

To help you decide 
which tactics are best 
for your organization, 
you need a content 
marketing strategy. 
Download The Essentials 
of a Documented 
Content Strategy: 36 
Questions to Answer.
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