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What about you?
Your name
Your work
What you want to achieve this morning



What do you think when you 
hear “content marketing”?



Content marketing is a strategic marketing approach 
focused on creating and distributing valuable, relevant, 
and consistent content to attract and retain a clearly-
defined audience — and, ultimately, to drive profitable 
customer action.
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“Help, don’t sell
Talk, don’t yell

Show, don’t tell.”
- Valuable Content 
Company Mantra







“Content marketing is 
all the marketing that’s 

left.”

- Seth Godin



What content formats are 
available to us?



What should it be about?



Blog posts
eBooks
White papers
SlideShare Rants
LinkedIn Pulse
Videos
Animations
Infographics
Checklists

Case Studies
iPapers
Parallax Sites
Tweets
Podcasts
Cheat Sheets
Maps
Workbooks
Quizzes

Articles
Reports
Calculators
Reviews
Microsites
Q&As
Interviews
Webinars
Magazines



Stuff 
you 

know 
about

Stuff 
they 
care 

about







What makes content good?



Good content is…
Useful
Well-written
Shareable
Different
Interesting

Relevant
Effective
Appropriate
Accurate
Honest





90%
of audience 
engagement



5%
of content
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How do I get 
into that 
5%?!







“Is this free from 
obvious mistakes?”





“Did I have to read
anything twice?”



Source: “The Public Speaks: An Empirical Study of Legal Communication” 
Christopher R Trudeau, 2012 



“What would I learn 
in ten seconds flat?”











Authority? Look out for:
• Jargon you don’t understand yourself
• Lack of specific detail 
• Peacock words and hyperbole
• Using formal words to cover over issues
• Acronyms and initialisations
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“Who cares?”



Answer their 
real questions…

(not the ones you wish they’d ask)



Stuff 
you 

know 
about

Stuff 
they 
care 

about







“Who is our reader?”
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Prior knowledge
Decision stage
Aspirations
Fears
Motivation

Time
Education
Authority
Preconceptions
Emotion





Let’s make it more specific…





Who is our customer?
Name
Role
Company
Knowledge level
Hopes & Fears



How do questions change 
with context?







For content to be effective, 
it needs to be read.













Look out for:
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“How do we make this 
extraordinary?”



Differentiate by:
• Content / message
• Target audience
• Format
• Emotion
• Voice





Let’s chat…

@mcguiredavid



Thanks.



Appendix: voice and tone



Guess who?
[ { { v tz j ww Åso ntmÅt{ zj ~toÄ�  Åso~o tÄ z{  Ñ{ ~n p{ ~ 
Ñsj Å Ño n{ �  XÅ�Ä z{ Å �Å~j ntÅt{ z��  Ås{ Çr s { Ç~ m~j pÅ tÄ 
Åty owoÄÄ�  �[ ty tÅwoÄÄ� tÄ Å{ {  wty tÅtzr �  �SznÇ~tzr � tÄ 
z{ Å oznÇ~tzr  oz{ Çr s�  �Xzz{ Éj Åt{ z� mj z { zwÜ 
l or tz Å{  noÄm~tl o tÅ�  f o ÄmÇw| Å�  | j tzÅ j zn 
oÖ| w{ ~o�  PÇÅ oÖ| w{ ~o~Ä�  ÄmÇw| Å{ ~Ä j zn | j tzÅo~Ä 
Ño j ~o z{ Å�  cstÄ tÄ Åso { zwÜ Åstzr  Ño y j vo�  cso 
{ zwÜ Åstzr  Ño Ñtww oÉo~ y j vo�





Guess who?
When we're all old and grey and sitting in our 
rocking chairs, we want to be able to look back and 
be really proud of the business we all helped to 
create. We think the best way of achieving this is by 
living the values that are closest to our hearts. Our 
five values reflect what we are, how we do things, 
and where we increasingly want to be. And they 
hang above every loo in the building so we get to 
remember them everyday.





Voice: think about you
Your brand’s personality or character
How you sound, consistently
Doesn’t change



Tone: think about them
How the character is expressed
Appropriate to the reader and situation
Gives flexibility
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