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How to Get Your Board
“On Board” with a
Content Marketing Strategy




Overview:

1. Why Content Marketing Matters

2. Who Should Be Involvedin Developing Content
3. What Type of Content Should You Be Creating e

. — 4. How Much Work Does Content Marketing Require = -
5. What Tools You Need to Help You Do Content Marketing r'r 5
6. Good Metrics to Evaluate Content Marketing Success




Why Content Marketing Matters
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' 1) Peopleresearch differently today

2) Content Marketing is story-centric and share-worthy

3) The quantity of content consumption is the challenge!

Sl
.. Y N
K% 25

'l




People research differently today
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8 6 O/o It's not enough tojust have a website

of consumers consultthe web Must be easily found under mission-relevant keywords
before makingapurchase

Pew Research Center Freshand relevant contentis anecessity notaluxury




I9 /0 * Nottransaction-centriclike traditional development campaigns

of people read one or more . o
blogposts a day *  Storiesrevolve aroundyour mission

s Story-tellingis inherently permission-based (not interruptive)




Today, it's more about quantity than quality
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Sy . . We are bombarded with content unlike we ever have been
Organizations with 40+ Landing

Pages generate 12x more
prospects vs. organizations with It's no longer about the “perfect letter”
1-5 Landing Pages.

HubSpot Search engine and social networkalgorithms continuetomorph



Who Should Be Involved in Developing Content?

=y -y

1) The specialist approach

2) The “all hands on deck” approach
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The “specialist” approach

~ —
.

Hire/assign 1-3 specialists whose full-time job is to create and publish
content foryour organization

This team brainstorms, writes blog posts, creates videos, eBooks, reports, e-
newsletters, and manages social media

3)  Approvals/oversight handled by developmentdirector and/or other
leadership

4)  Specialist team is authorized to publish content regularly

5) Contentteam works closely with Development team to establish goals for
visitors, prospect generation, and nurturing
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The “all hands on deck” approach
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1) Buildin content creation expectationsintojob descriptions
2) Brainstorm asateam, delegate content, setdeadlines
3) One personempoweredtomanage the content calendar

4) Approvals/oversight handled by development director and/or
otherleadership

5) Everyone contributesinsome way (ideas, social media, writing,
pictures, editing, publishing/tech, promoting)




What Type of Content Should You Be Creating?
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' 1) Conversion-centric content
A - \

2) Publish and promote “Premium Content”

3) Social, share-worthy content
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Your content should be conversion-centric
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Add Impact
to Your Inbox

Sign up to receive stories and
updates from charity: water.
They're worthwhile. We promise.

¥ 3X

Content marketing generates3xas
. many “leads” as direct marketing

B« -l costs &b lessl *  Neverpublishapieceofcontent withoutastrategy

Demand Metric

* Everyblogpostshouldleadvisitorstoa landing page
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*  Always offer the opportunity for someone to “godeeper”
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Publish fresh content regularly
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The Missionhurst
Sponsor’s Handbook

: Increase in website visits for
‘ 1 4 _ organizations that blog weekly!
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Demand Metric

Blogs are story-telling platforms — use them appropriately

Develop content around trends, campaigns, seasons

Create premium content thatis gated behind aform




of milla . . * Social mediaisthe most effective way to share your content

with nonprofits on Twitter

b s por ( *  Make your contenteasyto share

*  Payto promote your CONTENT not your WEBSITE




How Much Work Does Content Marketing Require?
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' 1) Setting SM.ARR.T. goals
2) Knowing yournumbers

3) Best practices for developing content
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Setting S.M.A.R.T. Goals

SPECIFIC — | want to increase website visitors by 100%and achieve a
visitor-to-prospect conversion rate of 2% (on average each month)

What do we MEASURABLE — Achieving a 2% visitor-to-prospect conversion rate

want to get
out of our ATTAINABLE — We have the staffand resources to generatethe

|

means for every 1,000 visitors we are capturing 20 names

content necessary toachievethese goals

website?

11)

RELEVANT — The prospects we are converting will be nurtured towards
support (i.e.— they matter to the development plan!)

TIME-BOUND — We want to accomplishthese goalsin 12 months




KEY QUESTIONS:

1. How many monthly visitorsis your website currently generating?

. Howmany people are converting monthly (both new + existing constituents)?

. Whatis your visitor-to-prospect conversionratio?

. How many segmented emails are going out eachmonth?
. Whatis your social following?
. How many social messages are you postingeachweek, and what is your average interactions per post?

. How many online donationsis your website generating each month?




Best practicesfor developing content
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You shouldbe blogging at least weekly
* Youshouldpublish 2 landing pages every month

*  Youshouldpostat least 8-15 messages onsocial networks eachweek

* You shouldbe offering downloadable content every month to constituent groups

* You should have automatically triggered email nurturing sequences for prospectdevelopment

You shouldbe tracking how people are responding to your content



What Tools Do You Need To Do This Well?
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1) Technology tools & platforms

2) Content marketing workbook




Content marketing tools

Consta’l;tléontact + l hOOtSU":e
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\ FA -

. &) SQUARESPACE

)



Inbound marketing platforms

HubSEHL
catf
Marketo
eloqua
optify

pardot




Inbound marketing platforms

P i Contact
ages
I racking

Analytics

Social
el Marketing
Automation
Blogging




RiEonistigRlgisentent Regular content brainstorming sessions are essential
marketing DO NOT have a

strategy...and suffer as a result!

Develop a collaborative calendar with ideas + responsibilities

Content Marketing Institute




What Are Good Metrics To Measure Success?
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' 1) Increase in website visitors and leads

3) Continual ROl from “evergreen content”

I
 — 2) Increase in social audience and engagement
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Increase in website visitors and donor prospects
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After 12 months of content marketing. ..

Average increase in monthly
leads from website after 12

months of content marketing *  You can expecttoincrease monthly websitevisitorsby 50-100%

HubSpot

*  Youcan expecttogeneratea 1-2% visitor-to-prospect conversion rate
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Increase in soual audlence + engagement
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As you publish content, your organic reach will grow

10-15% '

Of your website’s monthly traffic
should come from social media after
12 months of content marketing

Promoting postsisanecessityandwill helpto develop your audience

Square2Marketing

Social mediaisaprimary gatewayto bringnew peopletoyoursite
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Continual RO

’

| of evergreen content
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C : /O New engagements from existing content builds SEO
The amount of increased traffic the
average website receivesfrom year 1

toyear 2 of content marketing

*  Contentdoesn'tdie —it will work foryou 24/7

b *  Continually consult the datato determinewhat contentto create



Continual ROl of evergreen content
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P A4 is a marathon
= = not a sprint.
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