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Here’s a fun fact for you: the word “content” is what’s known as a homograph. It’s a word with two
definitions but identical spelling. Without context, you wouldn’t know if we were talking about the
contents of a box or a feeling of satisfaction. Your brand message works much the same way.
Your audience is starving for content (both kinds!), and if you serve them the right kind, they will
devour it. A steady diet of thoughtful, helpful content will leave them wanting more from your brand.
It’s an integral part of what’s known as the customer’s “buyer’s journey.”
Our agency recently brushed up on this very concept when we became Inbound Marketing Certified by
Hubspot this year. So, your fun fact comes with a free bonus course on how you can find contentment
with your brand’s content marketing strategy.

WHAT IS CONTENT?
That’s a good question. Put simply, it’s the container for any
message you want to deliver to the world. It’s your brand’s
bread and butter—without it, your audience will go hungry. Your
customers (and potential customers) are people with a specific
problem. The job of your content is to help them solve that
problem.
Your content serves to educate and entertain your audience
about their specific issues and possible solutions.
This, of course, helps influence the answer to their most
important question: “Why should I buy from you?”

[Content is] the container for any
message you want to deliver to
the world.
Put yourself in their shoes. Let’s say you want to buy a
lawnmower. You may Google a question like, “Do I need a new
lawnmower or can I fix my old one?” Or perhaps “Where can
I get the best price on a lawnmower?” Most answers to these
kinds of questions are found in content, created by a brand
trying to sell you a lawnmower.
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Scott’s Lawn created a fake ad for Lawnbnb, using a humorous spoof of a known product to subtly
demonstrate the quality of their product without being pushy.

The most effective content doesn’t simply tell you why their
lawnmower is the best. Instead, it might take the form of a blog
post showing you the best way to attack an unruly lawn or a video
demonstrating the best way to clean your lawnmower safely.
These pieces of content aren’t positioned solely to sell you a
lawnmower, but they are providing helpful, targeted advice from
the brand.
Content like this allows your brand to develop trust and rapport
with your audience. It positions you as a source of knowledge
and education, rather than another business looking for a
sale. Your content allows your customer to become familiar with
you and your brand, easing them toward the eventual goal of
purchasing from your company.
Similarly, content can serve to “delight” existing customers. It will
remind them why they did business with you in the first place and
hopefully influence repeat buying decisions down the road.
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The buyer’s journey refers to the different stages a consumer
takes before they make a purchase or decision on a particular
product or program. Your content should ideally be tailored to
one specific area of that journey. Keep in mind that your brand
or product’s presence in each stage grows with each step.
Content for the “Awareness” stage might simply help educate
your customer on a general topic related to your product
(e.g. “5 Reasons Your Email Marketing is Failing”). Content
for the “Consideration” stage will be slightly more productfocused (e.g. “These 3 Tips Can Dramatically Improve Your
Open Rates”). Finally, the “Decision” stage will give you the
opportunity to present your brand’s value propositions directly.

HOW FAR CAN ONE PIECE OF CONTENT GO?
If content were a super power, it would endow you with the ability to shape-shift. A good piece of content can do wonders for your
business. It allows you to take one idea and stretch it into a variety of forms like an infographic, a video, a social media campaign or a
blog post. The possibilities are nearly limitless.
Just look at our recent work with Aerialite Surf Glass
by BGF. In 2016, we worked to rebrand Aerialite with
a renewed focus on the surfboard builder. These folks
are craftsmen who do incredible work. Surf glass is
an essential ingredient in building a board, so Aerialite
began to champion these makers and their process.
This would, in turn, illustrate Aerialite’s role as part of
that journey.
That singular idea alone drove the production of a
new website, digital ad campaigns, a trade show
booth, a still-exploding social media campaign and
most popular of all, a series of videos showcasing
these master craftsmen. As a result, their social media
audiences have skyrocketed, and surfboard builders
have embraced the authentic voice of Aerialite.
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CONTENT CAN GO WHEREVER
YOU NEED IT
We recently had an opportunity to help a client rework
the look and feel of their product packaging, but we
knew we had to sell them on it first. So, in addition
to the creative work that went into re-envisioning
the way their products were presented to both sales
teams and the consumer, we wanted to back up
our pitch with meaningful data. In this instance,
the message (e.g. packaging directly affects brand
perception) was filtered through the content lens of
an infographic. This information could have easily
been presented as a blog post or even a lengthy
white paper, but given the visual nature of the overall
project, we knew an infographic would present the
best way to drive that point home.

WHAT’S THE NEXT STEP?
Are you ready for a very simple but very
important call to action? Here goes: create
content. Figure out the message you want to
communicate and get it out there! Content is
powerless if it’s not put into action.

TO HELP GET YOU STARTED, HERE ARE SOME
QUESTIONS TO ASK YOURSELF:
1 What kind of content is your audience already consuming?

Do they love videos or are they devouring technical industry
white papers?

2 What kinds of content are your competitors producing?
3 Which of your existing assets can you transform into other
pieces of content?

According to the Content Marketing Institute, only
37% of B2C Marketers have a documented content
marketing strategy. By having a content marketing
strategy, you’re already ahead of 63% of the competition.
Once you’ve got some quality content in place, it’s time
to put your message out there every way you can. Have
you tried a social media campaign? Are you interested in
going in for a close-up and creating some brand videos?
Or how would you like to catch some rubberneckers
on the highway with a bold billboard campaign? If you
answered “all of the above,” then even better.

ABOUT BOUVIER KELLY: Back in 1974, our agency was founded to do two things: help our clients succeed at any and every level and have a little fun in this crazy,
mixed-up world called advertising. Over the years, we’ve developed a really simple modus operandi: Data + Gut. Every decision we make is influenced by this
mindset, a combination of analysis and intuition. Sometimes we lean a little more heavily on facts and studies; sometimes we rely on instinct and emotion to show
us the way. But one thing’s for sure: you can’t have one without the other. It’s that balance which keeps our work grounded and our ambitions limitless. It also
informs the way we strive to assemble talented, resourceful and open-minded individuals who aren’t afraid to challenge and inspire one another for the good of
both the agency and our clients.
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