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FIRST THINGS FIRST… 

With an extensive background in print and digital 
media, Isabella spent the early part of her career in 
newspaper sales working with local and national 
accounts. Isabella came to Advance in 2005 and is 
currently the Director of Direct Marketing and 
Advertising Content. She focuses on content 
marketing, preprint and custom print products, and 
works with the account executives to create multi-
platform solutions for their clients. 
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About today’s moderator: 

Isabella Mest 
Director of Direct Marketing and Advertising Content 
NJ Advance Media 
imest@njadvancemedia.com 



HAVING TECHNICAL DIFFICULTIES  
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•  Use the Q&A dialog box to let us know. 

•  If we can’t help you call Citrix at 888-259-8414 for technical support. 

•  Or you can chat with a Citrix representative at www.citrixgcs.com/chat. 

To submit questions during the webinar, use the Q & A chat box. 

Everyone will receive a link to a recording of the presentation and a copy of the slide deck within 
1 - 2 business days. 

 



FIRST THINGS FIRST… 

With a diverse media background working on both the 
print and digital side, Randi spent the early part of her 
career at Conde Nast. She got exclusively into digital in 
2007, working with large national accounts on the 
display side of the business. Randi came to Advance in 
2013 and is currently NJ Advance Media’s Director of 
Digital Development, playing a large role in laying out 
the digital strategy for the company and is responsible 
for many of our larger partnerships. She focuses 
primarily on content marketing, audience targeting, and 
programmatic buying. 
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About today’s presenter: 

Randi Ungar 
Director of Digital Development 
NJ Advance Media 
rungar@njadvancemedia.com 



AGENDA 
Evolution of Communication & Content 
The content marketing landscape 

•  Where we are versus where we have been 
•  Understanding content consumption habits 
 

Having a strategy- taking the proper steps and why its so important 
•  Key findings that support why companies need a strategy 
•  Defining your goals 
•  Dedicating Manpower 
•  Leveraging the right tools/ partnerships 
 

Content as an overall marketing strategy 
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WHAT IS CONTENT MARKETING? 
“Content marketing is a marketing technique of creating and 
distributing relevant and valuable content to attract, acquire, and 
engage a clearly defined and understood target audience- with 
the objective of driving profitable customer action”

 
	
	
 

Source: Content Marketing Institute 6 

Native Advertising 
A “non-interruptive “advertising 
message that fits our readers 
expectations and is as good as the 
editorial content on the page 

There are two different types of content marketing solutions 

Branded Content 
Content created to promote a brand. 
It can be created in a native format 
or it can live on a brand’s owned 
channels 
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EVOLUTION OF 
COMMUNICATION 
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EVOLUTION OF CONTENT then
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7.5k	pins	
184k	followers	

EVOLUTION OF CONTENT now


51	MM	views		
75ksubscribers	

531	posts	
64k	followers	



The Content Landscape 
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HOW BIG IS CONTENT MARKETING 

90 out of 100 
Percentage of business that use  
Content marketing 
Bitly.com/cm-research 
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CONTENT HAS EXPLODED! 



People have more places to look


13 

Social media growth 

CONTENT HAS ALSO EVOLVED 
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90% of organizations 
market with content 

50% of users time 
is spent on content 

68% of people spend time 
reading about brands that interest 
them 

57% read content  
marketing titles at least 
once a month 

80% of people appreciate  
learning about a company 
through custom content 

60% of people are inspired  
to seek out a product after 
reading content about it 

CONSUMERS CARE ABOUT CONTENT 

Source: Demandmetric.com/content/marketing-infographic 



They get the message:  higher engagement with content yields lifts 

in a myriad of KPI’s. Here are a few…..
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WHY ARE BRANDS INVOLVED? 



content marketing drives leads!


Per dollar spent, content 
marketing generates 

approximately three times as 
many leads as traditional 

marketing 
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LET’S NOT FORGET- 

$ 

People who have said they would rather learn about a company 
 through articles as opposed to  advertisements 
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Content helps customers find brands by improving search results 
and driving traffic to a site. 
 
But what will they find when they get there? 
 
Consumers are savvy: They smell an advertisement a mile away. If 
it’s not valuable, they’re going to click elsewhere. 

IT ALSO DRIVES TRAFFIC 
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Emotional Needs Rational Needs 

•  Identity 
•  Community 
•  Entertainment 
•  Inspiration 

•  Immediate Utility 
•  Information 
•  Enrichment 

WHY DO PEOPLE CONSUME CONTENT? 



Real content marketing 
isn’t about re-purposed 
advertising- its about 
making something worth 
talking about. 
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- Seth Godin 

 



Strategy: Key findings that show the 
importance of having a solid strategy 



Knowing what you want to accomplish 
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Organizational 
goals for content 
marketing 

A CONTENT MARKETING STRATEGY= 
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48% 

32% 

16% 
4%	

Marketers who have a 
documented content 
marketing strategy get 
better results from their 
content marketing tactics* 

PERCENTAGE OF B2C MARKETERS 
WHO HAVE CONTENT MARKETING STRATEGY 

*Information from Content marketing institute 2015 



The likelihood of having a 
documented editorial 
mission statement 
increases if the marketer 
has a documented content 
marketing strategy* 
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48% 

28% 

16% 
4%	

28% 

30% 

35% 

THIS CORRELATES TO THE % of B2C 
MARKETERS WHO HAVE AN EDITORIAL MISSION STATEMENT 

*Content marketing institute 2015 
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Additionally, the content 
marketing institute finds that 
effectiveness is greater 
among teams who meet 
more frequently 

COMMUNICATION IS KEY  
HOW OFTEN B2C MARKETERS MEET TO DISCUSS THEIR CONTENT MARKETING PROGRAM 



How B2C marketers rate the effectiveness of their 
organization’s use of content marketing 
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Effectiveness is greater 
among teams who meet 
more frequently 

IS YOUR STRATEGY EFFECTIVE? 



Strategy: How do you find one? 



GETTING IT DONE 

PLANNING IS KEY 

A CONTENT MARKETING STRATEGY= 
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RULE #1: 
KNOW YOURSELF. 
 



RULE #2: 
KNOW YOUR CUSTOMER. 
 



RULE #2: 
KNOW YOUR CUSTOMER. 
 



RULE #3: 
KNOW YOUR COMPETITION. 
  



RULE #4: 
KNOW YOUR PROBLEM. 
 



RULE #5: 
KNOW WHAT SUCCESS 
LOOKS LIKE. 
 



B2C marketers whose organizations 
have a clear vision of content 
marketing success are more effective 
than those that do not 

CLARITY  OF SUCCESS 
% OF B2C MARKETERS WHOSE ORGNIAZATIONS HAVE CLARITY ON CONTENT  
MARKETING SUCCESS 
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IDENTIFY INTERNAL RESOURCES  
CONTENT MARKETING MENTALITY - THE JOURNALISTIC FILTER IS KEY 

BRAND VALUES 

DATA SCIENCE 
CREATIVE 
ARTISTRY 

JOURNALISTIC 
FILTER 

AUDIENCE 
KNOWLEDGE 



IDENTIFY AREAS FOR PARTNERSHIP 

36 Source: Content Marketing Trends from the Small and Medium-sized Business Perspective Ascend2 Research Conducted in Partnership with the Allegra. 



CONTENT BECOMES THE STRATEGY  
THAT DRIVES THE TACTICS 

Digital 

Email 

Audience 
Targeting Sponsored 

Content 

Social 

Blog 

Mobile 
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•  Use your business website as 
home base 

•  Include snack-size content in 
emails and link back for more 

•  Use social networks to reach 
current and potential customers 
through targeting 

SOCIAL	MEDIA	

NEWSLETTERS		

ARTICLES	ON	YOUR	WEBSITE	

VIDEOS	

EVENTS	

BLOGS	

INFOGRAPHICS 		

93%	

80%	

78%	

74%	

69%	

67%	

45%	

TOP TACTICS 

FUEL YOUR OWNED CHANNELS 

38 Source: 2015 B2C Content Marketing Trends – North America: Content Marketing Institute/Marketing/Profs 



PUTTING SOCIAL MEDIA TO WORK 
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•  Short, timely 
messages to 
entertain or 
educate 

•  Retweets can 
expand your reach 
exponentially 

TWITTER 
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•  Largest social site 
•  High level of targeting 
•  Receptive audience open to 

messages from brands 
•  No Like-Bait allowed 
	

FACEBOOK 
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•  Great for businesses 
with visual appeal 

•  NEW Video 
functionality adds 
dimension 

•  Hashtag use helps 
create conversation 

INSTAGRAM 
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•  B2B and partnership 
prospecting 

•  Sharing industry news 
and thought-
leadership 

•  Recruiting fresh talent 

LINKEDIN 

43 



•  Consider Sponsor 
Content  

•  Elevate your brand as a 
thought leader 

•  Drive earned media 
with “shareable” 
content that consumers 
will push forward 

DISTRIBUTE THROUGH TRUSTED, 
PAID CHANNELS 
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CONTENT MARKETING DO’S & DON’TS 

ü Produce original content that informs and entertains.  
ü Highlight your expertise in your industry and region. 
ü Use a variety of distribution channels. 
ü Start small and find help. 
ü Monitor what’s working.	

X  Assume traditional marketing strategies are enough. 
X  Think content marketing is only for bigger companies. 
X  Forget who your audience is. 
X  Bury your content on your website. 
X  Say things you’ll regret on social media. 

IN CONCLUSION 
Content marketing can be a powerful tool for your company but only if you use it strategically 

DO: DON’T 
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QUESTIONS? 



Contact for further information: 
Randi Ungar 
Director, Content Marketing 
rungar@njadvancemedia.com 
 
 


