MAKE IT COUNT:
CONTENT MARKETING
ANALYTICS

#* kapost



YOUR
CONTENT PILE IS
OVERFLOWING.




MEANWHILE, YOU
HAVE NO IDEA
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But you're not alone.
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say they are effectively tracking
content utilization metrics.
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for companies who ARE thinking
about their strategies, content is
looking pretty good.
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FOR THEM,

? CONTENT LOOKS %
' MORE LIKE GEMS, ‘
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In other words, look at your
results, count them, write
them down, and keep it up.



THERE ARE FOUR
KEY AREAS




PRODUCTION: /pra'dokSHon/ noun: the
action of making or manufacturing
content assets from raw ideas and

materials.




ENGAGEMENT /en'gajment/ noun: the
action of engaging: reading,
downloading, sharing, viewing, +1ing,
pinning, tumbling, sending.




PERFORMANCE: /por'formoans/ noun: the
extent to which a piece of content is
profitable, effective, and successful at
producing your marketing goals.




WHEN IT'S
APPLICABLE
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CONVERSIONS:
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AND THE FOURTH
AND FINAL

METRIC...
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CONTENT SCORING /kan'tent skor/
verb: The new data-driven process for
tracking how each piece of content is
driving leads and conversions.




CONTENT SCORE

Best ROI!

EFFECTIVENESS IN PRODUCING LEADS






YOU START BY
WORKING
BACKWARDS
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EACH “ e

PIECE OF
CONTENT
TOUCHED
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CONTENT SCORING THEN
ASSIGNS A NUMERICAL VALUE
TO EACH PIECE OF CONTENT.
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BECAUSE

EVERY BUYER'S
JOURNEY DOESN'T )
LOOK THE SAME. (
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*CONTENT SCORES WITH GREATER WEIGHT ASSIGNED TO FIRST AND LAST TOUCH



FOR EXAMPLE YOUR CONTENT SCORE
MAY LOOK LIKE THIS...

CONTENT

TOUCH BUYER1 BUYER2 ~..5oc



SORT YOUR

CONTENT SCORE BYIl




THE POWER OF
ALL YOUR
CONTENT




CONTENT
SCORING SHO
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THINK OF YOUR

D @ @ ANALYTICS




THERE’'S A LOT GOING
ON UNDER THE HOOD.




PRODUCTION

ENGAGEMENT

CADENCE

CONTENT SCORE
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Is possible with a few
standard systems:




@@ A CRM SYSTEM

MARKETING AUTOMATION

SPREADSHEETS

GOOGLE ANALYTICS



_m \_ Q_Q_: _ \_/\_\_ :_Q :\_/_
_/—\_ \__/—\___/____C\/ \./:____\_/__

includes a few extra
calibrators.
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@@ A CRM SYSTEM
MARKETING AUTOMATION

CONTENT MARKETING
SOFTWARE
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SOCIAL MEDIA MANAGEMENT



WITH THESE
): SYSTEMS




YOU'RE LOOKING AT




DIVE DEEPER INTO READ ABOUT CONTENT
CONTENT SCORING MARKETING SOFTWARE

AN INTRODUCTION

TO CONTENT
MARKETING

DOWNLOAD
THE EBOOK

! - 15 ’
-
- oY 4 ,\/ - "
y AN > 4 2\
" v"
. '.'
‘T&K . ‘.,"‘.
gl S S e
4 s ’
). HEEIeN L

WATCH VIDEO



http://content.kapost.com/how-to-do-content-scoring
http://content.kapost.com/introduction-to-content-marketing-software?id=701E0000000AVFT
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You’'re all set.



