
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 HOW TO BUILD A  
CONTENT MARKETING PLAN 



WHY IS CONTENT 
MARKETING ON 
THE INCREASE?  
  

The way that B2B buyers research and evaluate suppliers, and 
make purchasing decisions has changed in recent years; 
Buyers now carry out more of their own research before 
engaging with potential suppliers. 

This means that traditional marketing communications that 
focus primarily on promoting your business, goods or 
services are becoming less effective. 

Instead, successful marketers have adapted their approach 
by delivering useful content to potential customers 
throughout the entire buying cycle. 
 
 
  
 
 
 
 

 

 
OF B2B BUYERS VIEWED 3-5 PIECES OF CONTENT 
BEFORE ENGAGING WITH A SALES REP 
Demand Gen Report, 2016 

 
OF THE SUPPLIER EVALUATION PROCESS IS 
COMPLETE BEFORE BUYERS ENGAGE WITH SALES 
Buyersphere Report, 2015 

 
OF B2B BUSINESSES RATE INBOUND LEADS AS HIGH 
QUALITY COMPARED TO OUTBOUND LEADS 
B2B Marketing 

 

OF PURCHASE DECISIONS ARE WON BY BUSINESSES 
THAT WERE ALREADY KNOWN TO THE BUYER 
BEFORE THEY ENGAGED WITH SALES 
Forrester Research 

 

OF MARKETERS REPORT THAT IMPROVED SALES 
LEAD QUALITY IS THE NO.1 SUCCESS FROM 
CONTENT MARKETING 
HubSpot 

 
 
  



THE FOUNDATIONS 
OF A CONTENT PLAN 

  
For many years the 3 fundamentals of successful direct 
marketing were: 

THE R IGHT PEOPLE 

THE R IGHT MESSAGE 

THE R IGHT T IME 
The 3 R’s are still relevant today, but the digital age has 
further complicated this. A successful content marketing plan 
also needs to incorporate: 

MULTIPLE  FORMATS OF CONTENT  
articles, video, white papers, guides, case studies. 

MULTIPLE  CHANNELS   
digital, email, social, direct mail. 

MULTIPLE  PERSONAS  
personalising content to appeal to different  members 
of the Decision Making Unit. 

  



THE RIGHT PEOPLE 
 

T H E DECI S I ON  M AKI NG  UN IT  

With most B2B purchases of any significant value there is a 
Decision Making Unit; a group of people, often in different 
functions or departments that have their own opinions and 
influence the decision. 

Traditionally marketing communications were directed at 
THE decision maker. A single person deemed as the person 
most likely to want to talk to Sales. 

Whilst there is often a key person within the Decision Making 
Unit, content needs to be created that dispels concerns, 
demonstrates value or answers technical questions that 
other members of the Decision Making Unit may have. 

Creating and sharing content targeted at different members 
of the Decision Making Unit may not generate more leads, 
but it will significantly increase the percentage of leads that 
convert to customers. 

 

 

 

 

 

 

PER S ONA S  

Modern marketing tend to refer to Personas rather than Job 
Function. In truth, Personas are really just an extended way 
of thinking about the characteristics and personality traits 
that members of the Decision Making Unit may have; not 
solely their Job Function. 

Personas are fictional characters that can help you visualise 
your audience and consider elements such as their probable 
level of education, the tone of voice best suited to engage 
them, and their personal goals, motivations and fears. 

This will allow you to create different styles of content for 
different Personas; and determine the different Job 
Functions within the Decision Making Unit. 

 

 

 

 

 



THE RIGHT 
MESSAGE 
 

CONT ENT  F OR  DI FF ER EN T PH AS ES   
OF  T H E BUYIN G CYCL E 
 

Buyers at the early stage of the buying cycle – the research 
phase – will be interested in different content compared to 
those at a more advanced stage. In simple terms, your 
content needs to cover several areas:  

 

AWARENESS 

CONSIDERATION 

VAL IDATION 

 

 

 

 

 

 

 

A TYPICAL B2B CONTENT FUNNEL: 

AWARENESS 
Articles 
Thought Leadership 
Infographics 

VALIDATION 
Case Studies 
Testimonials 
Sales Messages 

CONSIDERATION 
White Papers 

How-to-Guides 
Videos 



AWARENESS 

 

With a long buying cycle in most B2B markets, the majority of 
potential Buyers will not be actively in the market. However, 
most will want to stay aware of new ideas, products or 
solutions.    

Typical content that engages Buyers during the awareness 
phase are; articles, thought-leadership pieces and 
infographics. 

These will start to shape the Buyers thinking and form an 
early impression about whether your business might be 
worth engaging with in the future. 

 

“CREATE CONTENT THAT DOESN’T  
   JUST SOLVE PROBLEMS, IT MEETS  
   ASPIRATIONS 
 
 
 
 

CONSIDERATION 
 
The Buyer will reach a point they are actively looking for a 
solution, or at least validating if there is a better solution to 
the one they already have in place. The second point here is 
highly relevant, because inertia is a challenge for all B2B sales 
and marketing professionals. 

Your content therefore needs to create differentiation and 
demonstrate value to the Buyer, whilst potentially disrupting 
the status quo. 

 This is commonly achieved by helping the Buyer self-educate 
and increase their knowledge through sharing your IP or 
esoteric knowledge. This will reassure them that they are 
making a well-informed purchase decision. 

Typical content that engages Buyers during the consideration 
phase are how-to guides, research pieces, white papers, 
explainer videos, pricing and/or technical information. 

 
 
 

  



VALIDATION 
 

 

In years gone by, asking a supplier for a reference often came 
very late into the Buying process. 

Nowadays, Buyers want to be able to validate suppliers 
earlier in the Buying process; without needing to ask the 
supplier or make invasive calls or emails to customers.   

Buyers may want to read Case studies and Testimonials 
alongside consideration stage material, as well as material for 
later in the buying cycle. 

 

 

 

 

 

 

 

SALES MESSAGES AND EXPLAINING 
HOW YOU CAN HELP 

 

Whilst Buyers read content to self-educate, there is still a 
need for sales messages and self- promotion in an effective 
content marketing plan. 

It is acceptable for How-to Guides or White papers to contain 
a section about your business and how you can help. 

Sales messages inviting the prospect to engage with you are 
also an essential part of a content plan, although timing is 
everything. 

The message here is that whilst Content Marketing should 
focus on the needs of the Buyer, it also needs to deliver long-
term ROI for you. It is a means to an end, not the end itself.  

  



SEEK TO INSPIRE AND ADDRESS      
PAIN POINTS 
 

The first stage of creating content is usually aimed at creating 
awareness by finding topics that resonate with your potential 
customers and get them onto your website. 

A common mistake is to focus content primarily on problems 
or perceived pain points. However, this overlooks the many 
buyers and businesses that have positive aspirations. 

So take care to writing content that is engaging, interesting 
and includes positive messaging. 

This goes back to Personas.   If you understand the 
characteristics of your Buyers, you can create content that 
matches their personality and likely objectives not just their 
function.

“ GOOD CONTENT, WELL  
    DISTRIBUTED WILL GENERATE  
    LEADS AS WELL AS IMPROVE  
    LEAD QUALITY 
 



THE RIGHT TIME 
 

R EL EVAN CE AN D  T I MIN G 
 

Think of your own purchasing decisions.  At what stage would 
you consider taking references on a potential supplier for 
example? 

Sharing testimonials and case studies will be more relevant  
to Buyers that are further through the purchase cycle, 
than to those you are still trying to create awareness with. 

The same applies to sales messages. If the prospect is at an 
early stage of the buying cycle and has low awareness of 
your business, bombarding them with sales messages is  
likely to do more harm than good.   

The relationship between timing and type of messaging is 
vital, so it is worth considering these two elements of  
your plan in unison.   

The key is to send the right message  
to the right prospect at the right time. 
 

  



GETTING VALUE  
 

FROM THE CONTENT YOU CREATE 
The digital age has brought with it an increase in the number 
of channels via which your content can be shared. 

Sharing in itself, however, is not enough. Many B2B 
businesses have been allured by new marketing channels and 
platforms that have promised to dispense with the need for 
traditional marketing; yet these haven’t always lived up to 
the sales hype. 

For B2B businesses there are some well-proven methods to 
start to create awareness and engagement with the content 
you having lovingly created. 

Email marketing is an effective way of distributing content 
and driving traffic to your website. This helps further 
awareness of your products or services and provides the 
visitor with the ability to see and access other content that is 
relevant to them. 

In addition to marketing to your existing database of 
contacts, there are other avenues to reach your prospects 
and generate leads. 

 

 

 

 

There are a number of content syndication services that will 
promote your content to relevant prospects that meet your 
target profile.  

Of the social channels, LinkedIn is the one with a B2B 
pedigree. LinkedIn can be used to share content to your 
connections, or via a paid-for model to your target audience, 
which you can select by a host of criteria.    

Even lead-generation focused channels such as Pay-per-click 
can benefit from content. Buyers are more likely to be 
interested if you look like a credible business, which good 
quality content can help achieve.   

And higher value content where you give away valuable IP 
such as white papers can also be `gated`, where visitors are 
required to provide their contact details. This can be an 
effective way of continuing to build your own marketing data.  



MARKETING 
AUTOMATION  
   

Once you have developed a library of content that spans 
different stages of the buying cycle, across awareness, 
consideration and validation, Marketing Automation is an 
effective way of ensuring the right content is delivered to the 
right person at the right time. 

Marketing Automation tracks the interactions of your 
prospects across your website, email, social and content, 
attributing a score to each action the prospect takes. 

Each prospect’s individual score and what they have 
interacted with is used to programmatically drive highly 
personalised, behavioural-based marketing campaigns. 

The `automated` element, as implied, means that once your 
marketing automation programme is set up, marketers can 
spend less time on campaign management, freeing them up 
to spend more time on personalisation. 

 

 

 

 

 

There is a range of skills needed to set the programme up in 
the first instance though – strategy, design, getting to grips 
with the technology and analysis.   

Marketing automation is not a plug and play solution. 
However, it can be highly effective for content distribution 
for businesses that have developed their content to a good 
level, and want to drive a greater return from this 
investment. 

  



 

ABOUT BEANSTALK 
 

Beanstalk is an integrated B2B Telemarketing and Lead Generation agency dedicated to helping our customers win new 
business. Our expertise includes a wide range of B2B Marketing and Lead Generation disciplines, that are focussed on 
generating qualified leads with sales-ready decision makers. 

We develop and deliver tailored inbound and outbound lead generation campaigns for both SMEs and Corporates, that 
generate sales appointments, qualified leads, web demos and inbound enquiries. 

 

 

 

 

 

Beanstalk Marketing Services  

0345 474 2047  
www.beanstalkmarketing.co.uk 
info@beanstalkmarketing.co.uk  
Registered in England & Wales  
Company Number: 06998651 

Chelmsford Office  

01245 213 500  
35-37 Moulsham Street  
Chelmsford  
Essex, CM2 0HY 

Birmingham Office  

0121 629 0570  
1310 Solihull Parkway 
Birmingham Business Park 
Solihull, Birmingham, B37 7YB 

 

http://www.beanstalkmarketing.co.uk/
mailto:info@beanstalkmarketing.co.uk

