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Even though the world is currently dealing with a pandemic, most businesses are still doing what
they can to survive, and some are even thriving. This is because they’ve embraced the digital era and
continue to market their services in order to reach potential clients who will subscribe to their services
and purchase their products. If you still haven’t worked on your digital marketing strategy, this month’s
newsletter is dedicated to improving your tactics in content building, client acquisition, and newsletter
marketing. So, let’s dive in, starting with content strategy.

CONTENT STRATEGY: BUILDING THE PERFECT CONTENT PLAN
Content strategies are critical to success, yet too many marketers drag their feet when it comes to
creating one of their own. Some marketing leaders don’t see the value in taking time to write down a
plan when a verbal understanding seems sufficient; others would rather skip that step entirely and dive
into creating content.
On the surface, these are understandable objections, but they’re also short-sighted. Content marketing
is a long-term game, and that requires commitment and advanced planning — in other words, a
comprehensive plan. A documented content strategy can properly align your team members. When
your goals and processes are clearly defined and easily available to everyone, your team can work more
effectively toward those goals.
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1. Document your overall mission and your “why.”
A content strategy shouldn’t just be a document you throw at your marketing team because
“everyone’s doing it.” It needs a purpose — and the more specific, the better. The earlier in your content
marketing journey you can identify your goals, the easier time you’ll have when it comes to tracking
content ROI and improving your strategy over time.
2. Define your goals and KPIs.
Setting goals without also identifying a way to measure them won’t benefit you or your company. Any
time you make an investment in a strategy or tactic, it’s important to set up a system of measurement
to know whether it’s paying off or something’s not working.
Unfortunately, accurately measuring the content’s impact is a challenge for a lot of marketers. While
there’s no one-size-fits-all solution to tracking ROI, there is a first step all marketers can take to help:
aligning metrics and goals.
Match your content goals to your key performance indicators to set yourself up from the beginning to
measure success. Following your mission statement, take time to clearly define your goals for content
and the KPIs that will tell you whether you’re on the right track.
3. Create data-driven audience personas.
Now that you know why you’re creating content in the first place, it’s time to identify who your
audience is and develop data-driven personas. Knowing who your customers are and understanding
their wants and needs is probably the most important element of your documented content strategy.
This ultimately determines what sort of content you want to create so you can really speak to and
engage your audience.
The first step is to do a little research. One great way to start is to trace the online journeys of some of
your current customers. Make a list of a few of your best clients and walk through their journeys. How
did they first learn about your company? What content did they consume on your site? What messaging
resonated with them?
4. Plan a diverse content mix.
With a solid understanding of why you’re creating content and whom you’re creating it for, it’s time to
assess what kind of content you’ll create. Before your team sets out to reinvent the wheel, take stock of
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your current content assets.
A simple content audit will let you know what you already have, what needs to be refreshed, and what
gaps exist in your content. Don’t worry — an audit doesn’t have to be majorly comprehensive or timeconsuming.
5. Develop an editorial workflow and process for content creation.
Depending on the size of your content marketing team, this element of your plan will likely be the most
tactical and involve the most nitty-gritty specifics. With all the other details of your content strategy in
place, it’s time to figure out how you’ll execute it.
Start by identifying your content’s key players and their responsibilities; include your in-house team
members and any vendor or partner relationships you currently have or plan to build over the year.
Next, list the technology these team members need to do their best work, and outline your editorial
workflow — that is, the way these people and tech work together to ideate, create and distribute your
content.

MSP Insight

WHY ARE TEAM ALIGNMENT SESSIONS IMPORTANT?
While strategy sessions are important, the first step to take is to align your people. When your team
understands your organization’s vision, mission, values, and goals, every decision they make can be
aligned with these important aspects of your business. Alignment helps to reduce or eliminate crossdepartmental and team silos, resulting in better communication between your people, which will help
them better implement the strategic plan.
What traits do misaligned teams have?
Indecisiveness - When team members and even leaders have trouble making decisions or take too
long to decide on important matters, chances are they are not aligned. Some decisions need to take
longer than others, but there may be a problem if every decision takes too long, or some decisions are
never made at all.
Ineffective or reduced communication - This could be too much or too little communication. Too
much communication means that even after multiple long meetings, agreements cannot be reached, or
decisions cannot be made. Too little communication means that people or teams are operating in silos
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or are so focused that they don’t understand what is going on organizationally, at a macro level.
Lack of clarity - This result from a culture that does not focus on empowerment or responsibility.
When people don’t understand their purpose in the organization, and how it connects to other
team members or departments, it may be harder for them to focus on what, why, and how the job
needs to get done. When people pass the buck or don’t feel that their actions have an impact on the
organization, they lose clarity, focus, and productivity.
Leadership struggles - If your leadership team is unavailable or unwilling to communicate, it can be
hard for employees to reach out when they need guidance on projects or important decisions. While
employees should be empowered to do their job on their own, there are times when they require help
with the direction of a project or advice on a challenging decision. Leaders make their team members
feel valued, and so an executive who is too busy, with a constantly shut door, may not foster a culture of
trust and openness.
On the other hand, here are some qualities of an aligned team:
Your organization’s leaders are well developed - They understand what motivates their people.
They can listen intently and to support their teams without taking over.
Your leaders understand that while culture cannot be created, it can be shaped - They foster an
environment of transparency and trust and help their teams feel empowered to do their job.
Your people understand what your organization does and who they do it for - By helping your
employees to understand the purpose behind your company, and the direction it is headed, they are
more likely to ‘buy-in’ to the organizational strategy and follow through on your strategic plan.
Your teams are high performing - They know what needs to get done, and they understand how to
reach project goals without having to rely on constant guidance. They know when to ask for help but
can make decisions that meet the needs of both their project and the organization.
If your organization is not quite aligned, but you know you’d like to get there, it’s not out of reach! While
it will take time and work to get there, a great place to start is by opening communication between
leaders and employees. Additionally, regular strategic planning sessions are a great way to help align
your people with the organization’s vision, mission, values, and goals, equipping them with the ability
to properly follow through on your strategic plan in every project they complete.
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TIPS FOR BETTER CUSTOMER AND CLIENT ACQUISITION
You can spend months working on a great idea, pour tons of time and energy into crafting the perfect
marketing strategy, but without customers or clients, your business will cease to exist. All future
growth hinges on one thing – customer acquisition and the strategy you deploy. A customer acquisition
strategy is the set of activities that businesses use to bring in new customers or clients. Successful
customer acquisition strategies use a systematic and sustainable approach that can evolve over time.
While this may sound simple, it can be incredibly challenging to find new opportunities for growth
and customer acquisition in an increasingly crowded marketplace. There are over two million blog
posts published each day. In today’s world, you’ll only win by acquiring paying customers in a way that
differentiates you from the crowd and builds an enthusiastic customer base that sticks around.
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Mobilize influencers to drive customer acquisition
When it comes to getting the word out about your product, ask yourself, “Who do my customers and
prospects turn to for advice when they are looking to learn about great solutions or make a buying
decision?” Understand who influences your prospects most, then earn the trust of those influencers.
You’ll need to win both their hearts and their minds.
Don’t trade growth for profitability
There’s a business expression that goes: “We’re going to lose a dollar on every deal, but we’ll make it
up in volume.” It is also an extremely common way that venture-funded businesses think about how
to grow. They think they can burn through tons of capital acquiring users and figure out monetization
later. But no matter how much volume you have, if you don’t make money on any of the transactions,
you won’t make money at all.
If you look at many of the initially successful companies that have come and gone over the past 36
months, that’s exactly what they were doing. These companies had incredibly smart and experienced
people, but the underlying business model was broken: They were creating volume businesses without
a clear-enough plan for how to solve the profitability question.
Don’t invest in customer acquisition too early
In the early days, if you’re still figuring out your product and it’s still not fully ironed out, go lay the
groundwork of content that you know is going to be potentially optimized or something that can rank.
Go to town on channels that you can turn on and off, like outbound or cold email or advertising. Make
sure when you turn them on you get feedback and data, and then turn them off until you’re ready to go.
Be relentless with content marketing
You can write more content and then you can collect more emails and optimize your conversion rate
from there, but everything starts with content first. Look at a lot of media companies – they’re building
agency services divisions now. It’s easier to build an audience first, and then from there, you can start
to branch out into other areas. Be relentless. Content marketing works. Content marketing is the
foundation for building whatever you’re trying to do in the long term. Yes, it takes time, but anything
good takes time. Just be patient.
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KEEP BUILDING YOUR NEWSLETTER’S MAILING LIST
Newsletters are an important tool to build an audience. Whether you are starting out or have a welldeveloped email newsletter process, this training will offer tips and tools to elevate your existing
program. But while newsletters can be highly effective, they can also backfire. Without the right
content, design, and distribution strategy, they could be dismissed as spam by recipients, who are
bombarded with emails.
Be strategic
Your newsletter strategy should be tied to your overall marketing plan, helping you to achieve your
business objectives. That could mean, for example, promoting an in-store sale if you’re a retailer. Or it
could mean providing insights into how a new product solves a customer problem if you’re running a
business-to-business company.
Just remember that your newsletter should give much more than it asks for in return. It should include
insightful content that’s valuable to your customers and be light on messaging that directly promotes
your products or services.
Learn How to Build Mailing Lists
Email addresses are a valuable commodity, so take every opportunity to build yours by asking for
emails from existing or potential customers. How? Collect customer contact information at the cash
register if you’re a retailer, or through other means such as contests, networking events, trade shows, or
by promoting your newsletter via social media.

MSP Insight
Use a distribution platform and track results
Email distribution services such as Mail Chimp and Constant Contact offer cost-effective and robust
platforms for sending newsletters to your audience, then allowing you to track open rates (how many
recipients open your newsletter) and other key metrics. Whichever platform you choose, use the tools
to evaluate your success and tweak your e-newsletter strategy.
Here are some key distribution considerations:
Content: Emailing irrelevant content to customers is a sure-fire way to see them opt-out of
your emails. Remember to keep your content interesting, short, and punchy. And remember,
consistency is key; so, prepare yourself and your team to follow a strict publishing schedule.
Design: Investing in a professional-looking design will encourage your customers to read your
newsletter and (hopefully) take the desired action.
Timing: Knowing when your target recipients are most likely to read your e-newsletter will help
boost open rates. Experiment with different sending times. For example, your audience might be
more receptive to laid-back Sunday than busy Monday.
Mobile friendliness: People are now more likely than ever to open your emails on the go. That’s
why it’s critical to make sure your e-newsletters are mobile optimized.
Take it further
Lastly, don’t forget that once a relationship is established and you have a contact’s email address,
you can send a (reasonable) amount of promotional emails and other information, such as eBooks or
videos. Just don’t bombard them. Remember you’re aiming for a long-term committed relationship.
Keep communicating with the people in your mailing list, and don’t always sell.
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