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How to develop a content marketing strategy and scale it.

A Roadmap from ComBlu



BUSINESS
CHALLENGE

* Marketing needed to build a strategic framework
across several lines of business globally in both
traditional and emerging technology sectors with vastly
different audience segments - Datacenters and
Internet of Things (loT).

+ To get there, the team decided to start with a pilot and
show proof of concept before they would scale.

+ Along the way, it was critical to promote adoption of
content best practices, integrate customer touch
points in siloed workstreams and establish shared
KPls.
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Our Role in Summary

ComBlu provided a mix of research, diagnostics and planning
tools to execute on this multi-phased project

ComBIlu Deliverables

Developed and expanded dozens of buyer
and partner personas

Executed multiple content journeys, audits
and assessments for multiple products and
stakeholders

Worked with Forrester analysts for
commissioned studies and supplemented
with our own third-party research

Conducted topic modeling to inform a
variety of emerging technologies and
verticals

Facilitated workshops and webinars on
content best practices and preferences of
multiple decision-makers and segments

Ran online surveys and conducted phone
interviews with customers and partners



APPROACH

A look at how we applied ComBlu's
proven methodology to Cisco’s
unique environment




Our Roadmap

Key steps in the ComBlu methodology

4. JOURNEY AMALYSIS
2. CONTENT MAPPING
Objectively evaluate
Map out what types of the experience. |5 the

content have the content relevant to the

greatest influence at buyer? Can they find
different points along what they need when
the journey. they need it?

5. DIAGHNOSTICS TO

1. PERSONAS 3. UsE CASE SCENARIO ACTION PLAN
What are their pain What triggers a
) ) e ) o 99 Operationalize findings in
points? What information decision journey — : .
. an action plan. Organize
do they need, where B ranging from a ) )
) : plan into short- mid- and
how do they prefer their straightforward, i :
) . long-term strategies. This
content? operational dedision to

impacts workstreams so

a more complex ) e
ongoing socialization is key.

problem.



Buying Center Framework

Buying Center

Catalyst for IT purchase, based on strategic
business requiremeants,

Exec Business CMO
Decision-Makers CFO

I Kicks off the formal purchase declsion

. CT process to fulfill business mission. Involeed
Decision-Makers WP

Exec Technical

at a high-level throughout the process and
“owms” final approval.

Partners

lfechnical Decision- WP Influences consideration sat, evaluates
Maker (TDM) Director potential solutionsand recommends
5r. Mgr. prefarred technologles and vendors.

Translates business need to technology
speers, developlng a consideration set

and evaluating prospeactive selutions,

Technical Influencer Admin Vets options in technical; helps with

e = = Engineer planning and migration,
(T1) Mar.

COM
o — ELU
15 decisions-makers on average
Learning: Many different roles and partners influence an can touch or influence a tech
enterprise technology decision decision. (UBM Tech)




Persona Content Mapping

Content Map

Persona: Technical Director

2 3 4 5

c““;]t': " Pre- Requirements/ Design/ Approve/ Post-Purchase/
ge n 1 - :
Requirements/ Evaluate Options Build Business Case Buy Implement and
Education Optimize; Engage
* Emerging * Feature comparisons | * Visuals for * Contact me * Newsletters
technology _ presentations )
* Wendor comparisons * Free trial * Knowledge base
* Pricing and Perf * Case studies )
promations * Performance * Find a partner * Forums
benchmarks = TCO |
Content * Thought Vo) Architectural " o
leadership/POV ' peer *oArchitectura . 1 ;
3 testimonials documentation Licensing
* Product/solutions ) N )
* Analyst rankings * Migration planning

averview

5-8X ROl on marketing spend

from persona-based approach.
(McKinsey)

Learning: Buyers want different content formats at different stages




Buyer Journey Snapshot

clo —» 6TDM—> @Tl-» 6TDM—> Q

CIO needs info about unifying CIO passes info to the TOM Ti starts with peers & community Ti provides TDOM detailed product CIO
infrastructure and data center wanting a short list of vendors support pages to cull list and comparison matrix of top
needs. He Attends some and potential scenarios. scenarios based on reported companies in rank order.
conferences including the Gartner Joarl experiences
alibatine
DauCe.nbchonfer?ncemd the " cisco vmware D@L T [T
session: The Virtualiration Scenario: 2OR cisco Ymware
Convergence of Evenything. TDOM want to understand Slashdor /. Techlarget
implications on overall TOM models options. Compares
Post-conference research with 3 il o g 2
Al Gk S A5 MbaE. infrastructure and who has been cisco Vmware D@L pricing and timeline with CIO.
successful in past deployments.
Goo Gartnef Researches long-term alvaln
gle TOM hands off his findings and implications that will directly cisco
directions to Tis for detailed affect the team.
wm ClO O analysis.

Awareness Consideration Preference Purchase

In B2B, 70% of the purchase

Learning: Buyers' search intent and sources will also change at each stage decision is made before talking to
the company. (Content Marketing

Institute)




Diagnostics to Action

Diagnostic Snapshot

Diagnostics: Identify opportunities to improve the mid-funnel experience; partner
with aligned workstreams.

Short-term

Make preference comtent
extier ta find

Culll the worl e to most in-

* Relevance ta persana demand content

L ] *
% | % .
" Type reterence q l_-| D . ile-fn up issues with
= Mlaturity {date] redirects, search and nav
= Accessibility L ]
= Wisibility _
AUDIT DASHEOQARD g w
COoM
“ ) BLU

0 JILA, CEMMOLLY, WL

Growth in unique site traffic is
7.8x higher for content
marketing leaders (Aberdeen)

Learning: Fixing specific issues required workstreams to work in
concert to improve the customer experience
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Impact

The adopted content framework:

Guided the development of new digital, social
and mobile strategies

Drove several website and collateral redesigns
for different product groups

Significantly improved the content and better
connected the user experience
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https://twitter.com/ComBlu
https://www.facebook.com/ComBlu
https://www.linkedin.com/company/comblu/

