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Great Content Marketing 

Definition: Delivering relevant and valuable 
custom content to activate a desired change 
in stakeholder thought or behavior. 



Great Content Marketing 

The	
  content	
  needs	
  to	
  be	
  !mely,	
  relevant,	
  memorable,	
  
and	
  most	
  importantly,	
  op!mized	
  if	
  you’re	
  going	
  to	
  see	
  
any	
  return	
  on	
  investment	
  for	
  Web	
  Sites,	
  Microsites,	
  
Magazines,	
  Newsle?ers,	
  Videos,	
  Television	
  Spots,	
  
Special	
  Events,	
  Facebook	
  Posts,	
  and	
  Blogs.	
  



Great Content Marketing 

The	
  driving	
  principle	
  behind	
  strategic	
  content	
  
markeGng	
  isn’t	
  really	
  about	
  markeGng	
  at	
  all.	
  It’s	
  about	
  
producing	
  and	
  distribuGng	
  informaGon-­‐rich	
  content	
  to	
  
your	
  intended	
  audiences	
  to	
  make	
  them	
  be?er	
  
informed	
  about	
  your	
  College	
  and	
  what	
  your	
  College	
  	
  
has	
  to	
  offer.	
  

Informa!on	
  from	
  the	
  perspec!ve	
  of	
  what	
  they	
  want	
  
or	
  need	
  to	
  know,	
  NOT	
  necessarily	
  what	
  you	
  want	
  to	
  
tell	
  them.	
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Great Content Marketing 

Great	
  content	
  marke!ng	
  presents	
  a	
  unique	
  
personality	
  allowing	
  your	
  College	
  to	
  reach	
  prospecGve	
  
and	
  current	
  stakeholders	
  on	
  a	
  more	
  personal	
  level	
  
through	
  interacGon.	
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Great Content Marketing 

Content	
  can	
  offer	
  opinions	
  and	
  advice,	
  but	
  even	
  more	
  
important	
  is	
  your	
  willingness	
  to	
  respond	
  to	
  quesGons	
  
and	
  honor	
  requests	
  —	
  which	
  helps	
  people	
  to	
  relate	
  to	
  
your	
  content.	
  Content	
  then	
  becomes	
  a	
  two-­‐way	
  
conversa!on,	
  rather	
  than	
  a	
  one-­‐sided	
  adver!sement.	
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Victoria College Magazine 

Great	
  content	
  marke!ng	
  aDracts	
  prospects	
  and	
  search	
  
engines	
  with	
  high-­‐quality,	
  opGmized	
  content.	
  	
  

Great	
  content	
  draws	
  the	
  a?enGon	
  of	
  prospecGve	
  
stakeholders	
  and	
  wins	
  higher	
  ranking	
  from	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
search	
  engines.	
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Great Content Marketing 

 
Great	
  content	
  marke!ng	
  builds	
  loyalty	
  and	
  trust	
  	
  	
  	
  	
  	
  	
  	
  
by	
  addressing	
  quesGons	
  and	
  concerns	
  with	
  useful,	
  
lasGng	
  informaGon.	
  Content	
  builds	
  an	
  audience	
  and	
  
develops	
  loyalty	
  among	
  its	
  followers.	
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Great Content Marketing 

Great	
  content	
  marke!ng	
  establishes	
  authority	
  
through	
  consistent,	
  high-­‐value	
  informaGon	
  —	
  the	
  type	
  
that	
  individuals	
  seek	
  over	
  Gme	
  as	
  a	
  trustworthy	
  source	
  
of	
  intelligence	
  on	
  key	
  issues.	
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Great Content Marketing 

The	
  actual	
  content	
  is	
  !mely,	
  relevant,	
  memorable,	
  and	
  
most	
  importantly,	
  op!mized,	
  if	
  you’re	
  going	
  to	
  see	
  any	
  
return	
  on	
  investment.	
  

But	
  quanGfying	
  a	
  return	
  on	
  investment	
  (ROI)	
  in	
  the	
  
new	
  fronGer	
  of	
  online	
  markeGng	
  can	
  be	
  challenging.	
  	
  

There’s	
  rarely	
  an	
  immediate	
  30-­‐day	
  turnaround	
  on	
  
investment,	
  which	
  creates	
  confusion	
  and	
  no	
  small	
  
amount	
  of	
  anxiety.	
  When	
  content	
  does	
  take	
  hold,	
  
however,	
  the	
  benefits	
  can	
  be	
  very	
  fruiWul	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  	
  
—	
  and	
  measureable.	
  



Great Content Marketing	
  

Useful	
  content	
  engages	
  readers,	
  and	
  its	
  value	
  goes	
  far	
  
beyond	
  the	
  cost	
  of	
  creaGon	
  and	
  distribuGon.	
  Yet	
  every	
  
College	
  marketer	
  must	
  ulGmately	
  speak	
  the	
  language	
  
of	
  the	
  administraGon,	
  so	
  you	
  need	
  to	
  prove	
  value	
  	
  	
  	
  
with	
  metrics. 	
   	
   	
   	
   	
   	
  

	
   	
   	
   	
   	
   	
   	
  	
  
That’s	
  where	
  consump!on,	
  lead-­‐genera!on,	
  sharing,	
  
and	
  conversion	
  metrics	
  come	
  into	
  play.	
  Determine	
  
which	
  of	
  the	
  following	
  is	
  most	
  important	
  to	
  your	
  
administraGon,	
  and	
  start	
  measuring	
  those	
  KPIs	
  within	
  
your	
  insGtuGon. 	
  	
  	
  



Great Content Marketing 

Before	
  you	
  drill	
  down	
  to	
  measure	
  content	
  markeGng	
  
ROI,	
  you	
  need	
  to	
  examine	
  and	
  measure	
  the	
  value	
  of	
  
your	
  content	
  markeGng	
  efforts	
  as	
  a	
  whole.	
  

MarkeGng-­‐related	
  key	
  performance	
  indicators	
  (KPIs)	
  
abound,	
  but	
  unless	
  you	
  understand	
  which	
  ones	
  are	
  
important	
  to	
  your	
  College,	
  you’ll	
  find	
  it	
  nearly	
  
impossible	
  to	
  measure	
  success.	
   	
   	
   	
  

	
   	
   	
   	
   	
  	
  



Great Content Marketing 

Useful	
  content	
  engages	
  readers,	
  and	
  its	
  value	
  goes	
  far	
  
beyond	
  the	
  cost	
  of	
  creaGon	
  and	
  distribuGon.	
  Yet	
  every	
  
College	
  marketer	
  must	
  ulGmately	
  speak	
  the	
  language	
  
of	
  the	
  administraGon,	
  so	
  you	
  need	
  to	
  prove	
  value	
  	
  	
  	
  
with	
  metrics. 	
   	
   	
   	
   	
   	
  

	
   	
   	
   	
   	
   	
   	
  	
  

That’s	
  where	
  consumpGon,	
  lead-­‐generaGon,	
  sharing,	
  
and	
  conversion	
  metrics	
  come	
  into	
  play.	
  Determine	
  
which	
  of	
  the	
  following	
  is	
  most	
  important	
  to	
  your	
  
administra!on,	
  and	
  start	
  measuring	
  those	
  KPIs	
  within	
  
your	
  ins!tu!on.	
  	
  



Great Content Marketing 

Quick	
  Tip: 	
   	
   	
   	
  	
  

Feeling	
  overwhelmed?	
  Can’t	
  measure	
  it	
  all?	
  	
  

Then	
  focus	
  on	
  web	
  traffic	
  and	
  leads	
  (requests	
  for	
  more	
  
informaGon	
  or	
  applicaGons	
  completed)	
  first.	
  If	
  your	
  
content	
  is	
  generaGng	
  more	
  traffic,	
  leads,	
  and	
  inquiries,	
  
then	
  all	
  the	
  other	
  metrics	
  are	
  secondary.	
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Great Content Marketing 

Consider	
  other	
  cost	
  savings	
  related	
  to	
  content	
  markeGng	
  —	
  
savings	
  that	
  may	
  not	
  be	
  easy	
  to	
  capture	
  in	
  your	
  KPIs.	
  

For	
  example,	
  leads	
  from	
  content	
  (such	
  as	
  a	
  potenGal	
  student	
  
downloading	
  a	
  free	
  guide	
  in	
  exchange	
  for	
  his	
  contact	
  
informaGon)	
  are	
  be?er-­‐qualified	
  conversion	
  leads.	
  	
  

Less	
  !me	
  is	
  spent	
  ac!vely	
  pursuing	
  the	
  conversion	
  because	
  
your	
  prospects	
  sought	
  you	
  (and	
  are	
  further	
  along	
  in	
  the	
  
considera!on	
  cycle.)	
  

.	
  



Great Content Marketing 

Your	
  customer	
  service	
  costs	
  may	
  also	
  come	
  down.	
  
Online	
  FAQs	
  or	
  other	
  resource	
  pages	
  can	
  quickly	
  and	
  
effecGvely	
  answer	
  many	
  quesGons	
  tying	
  up	
  admissions	
  
or	
  financial	
  aid	
  staff.	
  	
  

Take	
  a	
  hard	
  look	
  at	
  your	
  conversion	
  model	
  and	
  
determine	
  how	
  content	
  markeGng	
  can	
  make	
  a	
  posiGve	
  
impact	
  on	
  your	
  bo?om	
  line,	
  as	
  this	
  can	
  factor	
  in	
  the	
  
overall	
  cost	
  effecGveness	
  and	
  success	
  of	
  a	
  content	
  
markeGng	
  strategy.	
  



Great Content Marketing 

Content	
  markeGng	
  has	
  proven	
  Gme	
  and	
  Gme	
  again	
  to	
  
be	
  a	
  valuable	
  asset	
  to	
  any	
  markeGng	
  plan,	
  and	
  with	
  
proper	
  strategy	
  and	
  implementaGon,	
  proving	
  the	
  ROI	
  
to	
  the	
  administraGon	
  can	
  be	
  accomplished.	
  

It	
  may	
  take	
  some	
  !me,	
  but	
  once	
  tracking	
  is	
  set	
  up,	
  
you’re	
  sure	
  to	
  see	
  your	
  investment	
  pay	
  off.	
  	
  



Questions & Answers 


