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What Is WPM?

There’s a fundamental lack of insight and process that’s holding back our

industry. We struggle with an addiction to paid media; marketers are trying

to buy consumers’ attention with advertisements that are increasingly

mistrusted and ignored.



People are far

more likely to click

on organic results,

earned media,

instead of paid

ads. Organic click

share has been

reported as high

as 92%.



I



f marketers are creating earned media

content, many of us struggle to do it

efficiently. The bulk of content takes up

space without being seen or creating impact.

Marketers are too focused on the digital “cash

register.” That is, they’re creating mostly

conversion-centric content, ignoring the lion’s

share of opportunity: early stage content.

We’re also missing a big opportunity to segment

our content into audiences and stages of

interest that make sense for our products

and services. We’re missing out on the deep

measurement that improves our efforts and

ultimately delivers the return on our investment.

Our content - our products, services and

brands - are absent in the vast majority of

these conversations. We’re managing our web

properties, but we’re not managing our web

presence.



Web Presence Management: Inbound

Evolved

Web Presence Management is inbound

marketing 2.0. It’s a system for expanding - not

just your market share, but your entire market by capturing and creating new conversations

and customers for your vertical. It’s also a



way of managing what you already have more

effectively, ensuring that existing content is

actually discovered and makes a meaningful

contribution to your business.

WPM is the identification and mapping of your

core customers. It is the systematic ability to

identify and fill gaps and scale your successes.

It is unifying your inbound team’s intelligence

and workflow.



The Inbound Team Evolved: The Web

Presence Team

The inbound marketers - SEOs, content

marketers, analysts, and social managers - lack

guiding standards and collaborative workspaces

to educate and empower one another.

We believe that the future marketing team

breaks the silo between creativity and analysis,

and inbound marketers can work together

even if they’re not in the same room: sharing

metrics, insight, and ideas in collaborative digital

workspaces. Rather than separate the search,

social, content and analysis teams, we believe

the most successful companies will pull their

inbound marketers together into a web presence

team.



There are five basic questions that guide the Web Presence Management mindset:



1

2

3

2 /



What are my customers’ personas?

What content do I need to improve?



What content do I need to create?
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How do I continually measure and

improve my content?



5



How do I create WPM collaboration

and accountability?



Break the Paid Media Addiction

Earn the audience paid media can’t buy.



M



arketers who have watched

the digital revolution know that

consumers have migrated their

research and purchase habits online.

They know that if they expect to participate in

consumers’ conversations they’ve got to have

their brand appear in search, social and other

online channels.

To meet this need, many marketers turned to the

quickest solution: paid media. While paid media

has its place in the marketer’s toolbox, many

developed an unhealthy relationship with it,.

Many depend on paid media to keep their brand

in front of consumers.

This addiction to paid media is problematic for

three reasons:



just that user attention is not on paid media,

it’s that users actually mistrust paid media

content. A recent study by YouGov shows that

half of all users find advertising to be dishonest.

Consumers are essentially telling marketers that

they meet all content in paid channels with a

skeptical eye. Reaching consumers is difficult

enough but paid media addicts have the added

burden of attempting to overcome consumers’

inherent skepticism of paid media content.



3. Paid Media Space is Rented,

Not Earned

If the fact that paid media is largely mistrusted

and ignored isn’t enough, another problem is

that it’s not sustainable. Paid media operates

only so long as dollars are fed into the machine.



1. Most of the ‘Clicks’ Occur in Earned

Media, Not Paid

People are far more likely to click on

organic results, earned media, instead of paid



ads. The organic click share has been reported

as high as 92% while banner ads are lucky to get

a 1% click-through rate (CTR) and less than 1%



of clicks go to social ads.



A small % of clicks go here



The fact is, people don’t want to click on paid

media - eye tracking study after eye tracking

study shows that people’s attention - and click

behavior - is on earned, not paid, media.



2. Users Don’t Trust Paid Media



Most of the clicks go here…



It gets worse for the paid media addict. It’s not
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The fact is, people

don’t want to click

on paid media eye tracking study

after eye tracking

study shows that

people’s attention and click behavior

- is on earned, not

paid media.



Less than 1% of clicks go to

social ads…

As the graphic below illustrates, your paid

search ads will continue to appear only as

long as your credit card still works in Google

headquarters. Your Twitter or Facebook ads will

continue to appear only as long as they continue

to be funded. This can quickly become a costly

proposition.

Contrast that with the marketer who has earned

her way into top organic search positions or is

part of the ongoing social conversations. This

marketer is able to obtain large volumes of

qualified organic traffic without continuously

feeding a paid media machine.



Break the Paid Media Addiction

There’s little question that marketers must

be part of the growing conversation online if

they expect to reach consumers talking about

their product or service. However, those who

have developed an unhealthy reliance on

paid media and have ‘bought’ their way into

conversations must rethink their strategies.

After all, consumers are not engaging in paid

media conversations, and they have developed a

deep mistrust of brands who attempt to engage

them on paid media. Customers want to find

companies that have earned their attention;

buying your way into their conversations is

neither sustainable nor does it scale.



11%



How much

do you trust

advertisements?



39%

47%

3%



Fairly dishonest

Fairly honest



7%



50%

6%
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Very honest



37%



How honest are

advertisements?



Very dishonest



Source: YouGov



Why WPM?

Content was initially a simplistic concept for most Online Marketers - any

content would do so long as it moved their domain up the search listings.



T



hen, content marketing evolved.

The swathe of keywords widened,

and content marketers became newly

concerned with content discovery on

channels such as social.They began using

content to build their brands and connect with

their audience.



marketing (as it’s laid out in phase two below)

does not address all the needs of the modern

marketer.



We’ve gotten comfortable with this mode in the

digital marketing industry. But we can see that

another major shift is taking place, since content



There are a few persistent problems; first,

marketers have no reliable way of knowing

content’s ROI. The second is the enormous,

missed opportunity of customer segmentation.

Third, marketers have an unhealthy dependence

on paid media.



Phase:



Content Goals



Measurement



1



Appear in search listings



Limited keywords (10s of keywords)



2



Content discovery across

inbound channels (search,

social...)



Moderate keywords (1,000s of keywords)

Social network activity and engagement



Brand building

Connect with audience
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Problem 1:



7 out of 10 Marketing Executives Struggle to Measure Marketing Impact

We find that overall, marketing executives have

great difficulty in measuring the impact of

marketing spend. An amazing 70% of executives

admit to not being able to show the impact of



their marketing spend at all, or only having a

qualitative but not quantitative sense of it.



Measuring the Business Impact of

Marketing Spending



50.0%



% of US CMOs



35.7%



February 2014



28.6%



Which best describes how your company

shows the short-term impact of marketing

spend on your business?



14.3%



Which best describes how your company

shows the long-term impact of marketing

spend on your business?



Problem 2:



We prove the impact

quantitatively



We have a good

qualitative sense of

the impact, but not a

quantitative impact



19.9%



We haven’t been able to

show the impact yet

Source: The CMO Survey



Marketers Know They Need Content Better Aligned with Their Customers

Marketers are clearly aware that all is not well in

content measurement. Only 12% of marketers feel

confident about how they are currently measuring

their content efforts. However, 68% of Marketers

recognize the importance of aligning content

with the buyer’s journey.



Content Marketing Alignment With the

Buyer Journey



When surveyed, 49% of Marketers say they are

planning to change that in the next six months

by better aligning content with the buyer’s

journey. This also gives us another look

into the next phase of content marketing’s

evolution.



1 - We are sophisticated in our content

alignment and measurement



% of respondents



12%



2 - We understand how to align content

but lack measurement strategy



February 2014



*On a scale of 1-5, with 1 being

the best assessment, how well

do your sales and marketing

teams leverage marketing

automation to align content

across the buyer’s journey to

present a more united front in

communications?



51.5%



22%



3 - We are learning to align content and plan to

execute on our strategy within the next 6 months



14%



4 - We do not understand how to align content and

measurement but realize the value in doing so

5 - We have no plan to align content to the

buyer’s journey or measure success



49%



14%

3%



Source: Oracle Eloqua/LookBookHQ
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Problem 3:



Marketers Have Become Too Reliant on Costly Paid Media



$100B



PAID MEDIA



is Spent Here



•  Declining ROI

•  Limited Reach

•  No One Clicks Anymore!



UNPAID WEB

YOUR SITE

Marketers know that consumers are having

conversations online on their own terms.

They know they’ve got to be involved in those

conversations. But rather than earning their way

into them by appearing in natural search and

social where the majority of clicks occur, they

throw money at advertisements.

This doesn’t add up. Industry data shows that

marketers spend more than $100 Billion dollars

annually on paid media, but the vast majority of

activity - up to 92% in some channels - occurs

in earned media.



Content Marketing Will Emphasize

Customer Segmentation and Measurement

The next phase of marketing involves a deeper

understanding of audience segments and

measurement of the effectiveness of content to

those segments. It involves targeting content to



meet the unique needs of different customers,

organized by personas and their buyer’s journey.



Get Ready for the Next Stage in Content

Marketing: Web Presence Management

Web Presence Management (WPM) ushers in

an era of sophistication that allows Marketers

to better connect with their audience, educate

them through the buyer’s journey and wring

more value from their content dollar with better

measurement of what does and doesn’t work.

Get started with WPM by thinking about what

customer personas and stages ofthe buyer’s

journey make sense for your vertical. How do

those differences affect their content needs?



Read What Are Personas for more on how

to get started on the path to WPM.



Marketers spend

$100 Billion on Paid

Media, but as much

as 92% of user

activity occurs in

unpaid media.



Phase:



Content Goals



What challenge is driving the persona to

consider your product?



3



Content discovery across inbound channels (search, social...)



High keywords (10,000s of keywords)



Brand building



Social network activity and engagement



Connect with audience



Content consumption and effectiveness by buyer’s stage and

persona



Shepherd buyers through the buyer’s journey

Reach specific customer personas
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What Are Personas?

Know your audience.



Personas are

categories of

your customer

and potential

customer base;

they are groupings

by major traits

that drive buying

behavior.



T



hat’s a ground rule that just about every

writer and performer knows. The same

guideline is true for digital marketing;

success depends on your ability to

measure and meet the needs of users.

How do you go about understanding your digital

audience? That’s the function of personas.

Personas are categories of your customer and

potential customer base; they are groupings by

major traits that drive buying behavior.

Personas are based on generalizations that

affect the decision to purchase in a certain

vertical. B2B companies might divide personas

up by company size, revenue, industry, and

so on. B2C companies might sort by income,

gender, educational level, likes and dislikes, pain

points, and so on.



A Brick and Mortar Persona Scenario

Here’s a brick and mortar sample scenario:

A retailer of hair products decides to divide

personas by in-store shopping habits. Here are a

few possibilities:



•	 The smeller (decides to purchase based on

fragrance)

•	 The value shopper (decides to purchase

based on price and discounts)

•	 The ingredients shopper (decides to purchase

based on organic/non organic, etc.)

•	 The celebrity shopper (decides to purchase

based on endorsements)

Organizing shoppers in this way can help the

retailer plan targeted marketing campaigns, alter

the product and its packaging, decide budgeting,

and more.



Personas for Online Businesses

In the digital sphere, personas can be based

on shopping behavior, too. But don’t limit

your thinking; personas can also be based on

demographics, location, job titles, or any other

number of online traits or behaviors. Ultimately,

the most effective personas correspond to what

most impacts the decision to purchase.



Starting Points for Creating Personas:

•	 Talk to your sales team. Who are they selling

to?



•	 Brainstorm a list of problems and desires you

think your customers have. What most influences the decision to purchase?

•	 Look at your keywords: queries can give you

insight into what your customers want and

who they are.

•	 Look at your demographic analytic data.

•	 Consider who is talking about you via backlinks, social media, and reviews.

•	 Create a survey for customers. (Offer a rebate,

discount, etc.)



Tip: Look at your competitors’ data as well

as your own.
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