How to develop an awesome
content distribution strategy.
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Failing to distribute your content properly is like

shouting Into an
empty room.

I\t‘§ g\lot of effort for nothing.
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The Internet Is a brilliant
place to hide content.
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Content doesn’t
work if it doesn’t

MoVve.
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The answer is simple

Put the right content

In front of the right people
IN the right places

at the right times.

Of course, simple isn’t necessarily easy.



Marketing communication
channels.
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Homepage

Email

Communities
Store/POS

' . .
Blog/Hub we re mMMJ for

Apps -~ 7 +4he swee+ sPo-\"

Social media

Social media (organic)
YouTube channel

Bloggers & vloggers
Paid partnerships
Display

PP

@]

Native ads

Content networks Influencer outreach

Sponsored content Media outreach

Brand ambassadors Placed content

Brand advocacy

Specialist websites




Content
distribution:

Pushing your content
to your audience.

Content
discovery:

Creating content in a
specific way to make
sure peoplefind it.



A content distribution strategy
which uses the right mix of
channels in an integrated way will
deliver more value than the sum
of Its parts.
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Define your
objectives at
the outset.




relevant and valuable
content attract, acquire and engage
clearly defined and understood
target audience

profitable consumer action
-’ﬂ
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How to define your objectives.

Content objectives depend on your business goals — but they
generally fall into three core areas:

Drive acquisition | Drive performance  Drive exposure

Content that delivers asale | Content that enhances the Content that makes a
or alead —as one of many | performance of acustomer | splash in the marketplace —
touchpoints orin engagement channel — eg generating awareness and

its own right. SEO or conversion rate. positive conversation.




How is what you're BRalQ VAR08 e V(=
proposing going to Eege]elelsi[gleKele]laleR(e
capitalise on open up new and
existing exciting
opportunities? opportunities?




Acquisition-focussed
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Right objectives, right metrics. =~

Having a clear understanding of your content objectives allows you to identify which
metrics you'll use to quantify how well your content is performing.

Direct Attributed SEO Search Traffic from Brand Reach /

Revenue Revenue Revenue Rankings content Engage't Awareness
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You can only develop an
effective content distribution
strategy if you’re crystal clear
about what you’re trying to do
with content.



Ringfence
budget for
distribution.




In the old days, the rules were simpl;;?a
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80/20

Paid media Creative
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70/30

Distribution Content
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60/40

Distribution Content
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20/80

Distribution Content




It depends.



Even the best
content needs
a distribution
budget.

35m

YouTube views.




It just doésn’tl

hav e
traditional

pa]d med|a. 0 | ‘\ YouTube views.
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£1K

media spend

5.2m

VIEWS

Though a bit of
paid can get
the ball rolling
nicely...




You have to Invest In content
distribution —somewhere
between 20% and 70% of your
total content budget is probably
about right.



Know your
audience
INside out.




“Our target demographic
IS female, 22-35, married
with kids, with a
household iIncome of
£25k to £35k.”
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It's a great start. But there’s more to it than that.




Start with your biggest fans - your customers.



But don't forget the big picture.
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When are they online?

5What do they want from you’?
~ . At~




Don’t rely on hunches.
Dive into the data.
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() PINPOINT

Introducing Pinpoint.
Harnessing big data to generate insights into your

online audience.

Join the dots between
multiple data sources
to produce fully rounded
audience insights.

In-depth audience profiling —
demographics, location,
politics, professions,
disposable income etc.

How does your audience
behave online? Device usage,
social network preference,
time spent online etc.
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Other insights - hobbies,
activities, outlook on live,
brand role preference,
values etc.

Sources include: Global Web Index / Proprietary Data Sets / Social Network Insights / YouGov / Experian / Hitwise
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Insight considerations.

Audience insights inform content distribution in many ways — from the channels they

prefer and the things they search for, to the media they consume and the sites that
Influence them. The best strategies consider all these factors.

Social Media Search Media Communities Brands

Media Consumption Influencers Loyalty and Affinity
Types of Content Sources/waterholes Topics of Discussion Willingness to engage
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ata-led distribution.

DEMOGRAPHICS

GENDER: FEMALE LEFT RIGHT
AGE: 25-30 -'
SOCIAL GRADE C2DE —

b #

TOP REGIONS

EAST ANGLIA
R PROFESSIONS
INSURANC
e 2 FORMATION TECHNOLOG
SN FINANCE

i MONTHLY SPARE £

LESS THAM £125

Data source: YouGov
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Data-led distribution.
' r‘ ‘ 'm always on the lookout for

. N
| special offers ‘ ‘ | expect adverts to

|
entertain me ll

N — |

= ( ‘ ‘ When | go shopping | usually
: k\_;} stick to a strict budget
— T i
“ 'm usually looking for | \_/
the lowest prices I'.
when | go shopping II T —
l_‘.\‘- - B _. - -:_:-F _,ll '\__ r

DESCRIBES THEMSELVES AS... . BUT ON QCCASION
MOTHERLY COMTROL-FREAKY
TRUSTWORTHY DILL
. - Data source: YouGov



230
S
&

Stiékyéyes

Data-led distribution.

ONLINE FOR.. n n WATCHES TV FOR...
50+HRSP/W 6-1OHRSP/W

O

n TV SHOWS WATCHED RECENTLY

EVAN ALMIGHTY

i‘ NEWSPAPER READ n

THE SUN

[T
m

ASTENDER

b e i

hhhhh

i‘ MAGAZINES READ n

WHATSONTV

Data source: YouGov
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Data-led distribution.

When assessing channels to use for content distribution, consider both the proportion
of the audience who use that platform AND how that compares against the baseline.

70%
60%

» 50%

20%
i i
- u B Bl mm

Facebook None of the Twitter YouTube Google+ Instagram Pinterest LinkedIn Tumblr
above

N
o
X

Percent of Peopl

Data source: Global Web Index



Facebook
INnsights.

Facebook's free
Insights tool is a great
way to investigate
how your audience
behaves online.

facebook.com/ads/audience-insights

Account: | Dan Blackburn {32... »

CREATE AUDIENCE

Location o

UNITED KINGDOM
All United Kingdom

Age and Gender o W
Age

350 |—| 40 2
Gender

All Women

Interests o
SPORTS AND CUTDOORS >
SPORTS
Triathlons
Connections
Pages
People Connected to

People Not Connected to

Advanced

Create New Open

B (New Audience)

200K - 250K monthly active people

Demographics

Frequency of Activities

Save

Page Likes

More ~

Location

People on Facebook

Country: United Kingdom #

Activity Household

The number of times the selectad audience performad thess actions on Facsbook. Based on Facebook user activity and environmental d...

35 23
24
l - E m—

Device Users

How the selected sudience sccessed Facsbook in the last 30 days, based on user actvity and environmental data.

All Devices Used ~

(3, 29%
1 9%
F% e
52
1y
8%
% 45
4%
15%
0.1% o
— —
SR LA 1% LTe ) 129 _RR3. +105%%

24% “12% LG,
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Getting Inside their heads.

Priority Needs

Success Measures

Purchase Bamiers

Buying Process
It's |mp0|_‘tant to put Decision Criteria
yourself in your
audience’s shoes —

what are they thinking?



A deep understanding of your
digital audience will lead you to

the right content distribution
strategy.



Create your
content with
distribution
front of mind.




If distribution is an
afterthought, it might
not have the desired
effect.




MOTORS

Search Smart. Buy Right .co.uk

Used New Sell SmartSearch ReducedCars Vans KnowHow
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HOW
ROAD SMART

Take our theory quiz and find out if you're ARE I o U i1

steering in the right direction!

When did you pass your UK
theory test?

Please choose an option
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| QuEsTION1/15 |

RULES OF THE ROAD

In which THREE situations may you overtake another vehicle on the
left?

When you are in a one-way street
When approaching a motorway slip road where you will be turning off
When the vehicle in front is signalling to turn right

When a slower vehicle is travelling in the right-hand lane of a dual
carriageway

In slow-moving trafffic queues when traffic in the right-hand lane is moving
more slowly

PREVIOUS NEXT



Motors.co.uk

10 July at 14:32 - @

ife Like Page

Test your driving knowledge here!

T
$
& 4 HOW
4 ROAD SMART
ARE YOU?
Do you know XEX.

what this road
¢ ¥ sign means?

TAKE OUR
Quizr

Are you road smart?
Take our theory test quiz to find out if you still have the knowledge to pass!

Learn More

N.MO

il Like # Comment ~» Share

Alex Howland, Christopher Jones, Matt Redgrave and 74 others like Most Relevant ~
this.

240 shares

Motors.co.uk
10 July at 14:32 - @

ifs Like Page

Take our theory test quiz to find out how road smart you are.
o v S

¢ 4 HOW
4 4 ROAD SMART

ARE YOU?

Do you know EEXK.

what this road
| f sign means?

TAKE OUR
QuIz!

Test your road knowledge!

Complete our quiz to be in with a chance of winning an electric Range Rover

Evoque replica!
W.MOTORS.CO Learn More

wWwW CO.UK

i Like @ Comment #» Share

Debbie Howie, Joanna Peacock, Judy Hart-Sutherland and
24 others like this.

Most Relevant~

89 shares

Motors.co.uk

10 July at 14:32 - @

ifr Like Page

How sharp is your driving knowledge?

=
* £
+ 4 HOW
4 ROAD SMART
ARE YOU?
A EK
P 9 TAKE OUR
f QuIz!
T 1 E
¥
Take our theory test!
Complete our theory test quiz to find out how road smart you are!
- Learn More

iy Like ¥ Comment ~» Share

Lisa Parkes, Frances Bradley, Mandi Maclennan and 19 others like Most Relevant ~
this.

66 shares

Motors.co.uk il Like Page
10 July at 14:32 - @ '
Fill in our theory test quiz to test your driving knowledge!
po— b () o
4
k4 HOW
¢ 4 ROAD SMART
ARE YOU?
Do you know $® 460
whgt this road 29989
} f sign means?

TAKE OUR
Uz

Are you still road smart?

Take our quiz to be in with a chance of winning your children a new Range Rover
Evoque replica!

Learn More

e Like ¥ Comment ~» Share

Peter Herman, Darren Phillips, John Philip Cookson and 36 others Most Relevant -
like this.

114 shares
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The

75,339 views

Over 42,000 entrants

3,748 social shares,
comments and likes

22 linking domains
61 avg DA. 40.9m Hitwise
traffic. Over 3k referrals

3 mins 58 secs on-page
engagement

2"d highest trending post on
Reddit
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40/60

Distribution Content




Think about distribution at every
stage of the content ideation and
creation process to give yourself
the best chance of success.
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Build a strategy
that’s just right
for you.
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If you's ng highly-caffeinated fizzy
drinkS.on a global basis, spending

millions on.ncredible YouTube videos
would appear to be a GREAT strategy.



But if you’re selling
rat cages in the north
of England, it’s still all
about Rattitude
magazine.
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Finding a unique solution.

3]+ @&I + “‘IW

Objectives Data Target Groups
& Strategy * Brand Guidelines » Demographics

« Commercial Priorities * Interests

« Competitor Insights * Personas

* Toolset Insights

— @G & 9:

Ideation Distribution Plan




Homepage

Email

Communities
Store/POS

' . .
Blog/Hub we re mMMJ for

Apps -~ 7 +4he swee+ sPo-\"

Social media

Social media (organic)
YouTube channel

Bloggers & vloggers
Paid partnerships
Display

PP

@]

Native ads

Content networks Influencer outreach

Sponsored content Media outreach

Brand ambassadors Placed content

Brand advocacy

Specialist websites




Staying true to your brand, your
objectives and your audience
will result in a unique and
effective solution.



Leverage awide
range of skills
and experience.







Content distribution skillsets.

An integrated content distribution campaign needs to
leverage the specialist skills and experience of a
wide range of experts working closely together:

Owned:
« CRM, content management & search experts.

Paid.:
Digital biddable media experts.

Earned:
PR, influencer marketing experts.

Shared:

Social media, community management experts.
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Example: Earned outreach. ™™

For example, having a tried-and-tested process that’s deployed by an experienced team
allows us to deliver maximum impact from influencer-led SEO campaigns.

ldentify ldentify Create Reach out Intensive End-to-end Secure
relevant specific outreach to contact personal support & client

websites influencers proposition network dialogue assistance credit

Using our in- We'll then drill The next stepis  We then reach We’'ll then Once they’re on  When content is
house WebCRM down further — to develop the out to the communicate board, we’ll work published, we'll
tool, we'll identify  identifying the assets we need influencers intensively with ~ closely with the  follow up secure
the most relevant individual to persuade our  personally — our influencer influencers to that all-important
and suitable influencers most target influencers leveraging our shortlist to give them what  client credit for
sites to deploy likely to deliver to geton board relationships and ensure we get they want and SEO — a mention

content on. what we need.  with the project. contact network. the right people. need. or a link.
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Example: Paid media targeting. =

VOLUME OF SPEND

BROAD REACH, GENERIC TARGETING

I
I
. HIGH WASTAGE And our biddable media
' team can provide expert

- : guidance on whether a

iy REFINEMENT & broad-to-narrow paid

a ANALYSIS . .

e approach is appropriate for
] a particular content

OPTIMUM campaiqgn...
AUDIENCE palg
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Example: Paid mediatargeting. =

VOLUME OF SPEND

4

1
1
Or whether an insight-led, j GATHER
narrow-to-broad approach ) i
offers and better and more )
cost-effective solution. 2!
O i TARGETED REACH,
Q HIGHER ENGAGEMENT
"
i

DATA DRIVEN EXPANSION,
HIGH ENGEMENT, MINIMISE WASTAGE
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It's Impo
person to master
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ble for one
‘th em all.




But it can be hard getting
teams to work together.
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Unless you live in Stockphotoland.




Harnessing the different
skills of channel experts iIs
the most effective way to
distribute content.



So that’s it.
In a nutshell.
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Time for some top takeaways.
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1. Start with the end In
mind — define your
goals from the outset. o L

L



2. lfyou’re creating content,
you need a distribution

budget too. o L

L



3. Understand your
audience —get to know

them Inside out. o -
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4. Put distribution at the

heart of the content
ideation process. o —

L



5. Develop acontent
strategy that’s right for

you —don’t just follow o L
the crowd.
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6. Use the skills and

experience of channel
experts to drive the o —

biggest impact.

L



Thank you.



