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Foreword BY JOE PULIZZI

Today, there are literally hundreds, if not thousands, of ways 

that your target market small business decision makers can get informa-

tion. Almost every one of your buyers has a 24/7 informational device with 

them at all times (the smartphone), and they can choose to ignore every 

one of our sales and promotional messages. They control their buyer’s 

journey and you do not.

To adapt, marketers, and in particular B2B marketers, are trying their hands 

at content marketing—the practice of creating valuable, relevant and 

consistent messaging to customers and prospects, in order to gain their 

attention and, hopefully, lead them to like, trust and buy from us. Compa-

nies, like yours, created blogs and podcasts and videos, and pushed those 

out on social media, hoping to grab some of the small business owner’s 

attention and sell more “stuff.”

Here’s the bad news . . . nearly all companies using content to woo small 

business buyers are doing it wrong. Now, the idea was sound, but the 

execution has been, to put it bluntly, beyond horrible.

Why? A few reasons actually. 

The content created didn’t actually tell a different story.  It wasn’t differen-

tiated in any way. In many cases, it wasn’t even valuable, and when it was, 

the content was not delivered consistently.  

Now is when this has to stop. Your new strategy starts with this guide. 

What you’ll find inside is a media model (yes, I said media) that follows 

the best practices of how companies have built loyal followings and large 

revenue growth. Now, it’s not easy, but it’s VERY possible, if you follow and 

execute the strategy presented before you.

—Joe Pulizzi

Founder, Content Marking Institute and author, Killing 

Marketing, How Innovative Businesses Are Turning 

Marketing Cost Into Profit

@JoePulizzi

http://www.rslmedia.com
https://twitter.com/JoePulizzi
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Preface: What to Expect (and 
Not to Expect) from This Guide
In writing this guide, I set out to take what I have learned over the past 

14 years from creating successful marketing programs targeting small and 

midsize business (SMB) audiences. 

This guide is largely about content. Why? Because to be a successful market-

er chasing the hard-to-reach SMB buyer today, you need to do two things:

1. Help SMBs run their businesses better, and 

2. Build an audience. 

Both of these things are largely accomplished with content. By delving into 

the foundational principles on which we have built many successful client 

strategies, I hope to help you evolve your own marketing programs.

For some readers, the concepts in this guide are consistent with what you are 

already doing, in which case, you will pick up a few new ideas and tactics to 

add to your current initiatives. 

For most readers, many of these ideas will seem new and very different than 

what your company is currently doing. If you are one of these readers, it is 

important to understand that the concepts in this guide are concepts that you 

must incorporate into your sales and marketing plans in order to capitalize 

on today’s and tomorrow’s SMB buying habits and trends. You might want to 

start by reading this short post on how marketing to SMBs is changing.  

Regardless of where you are in the process, the important thing to do is to 

start today.

This new edition represents a substantial update of our original guide, pub-

lished in 2016. If you’ve read the original, thank you. I invite you to give this 

latest version a fresh look. I hope the information and advice found in this 

guide will be useful to you.

Best wishes in speaking SMB.

—Rob

http://www.rslmedia.com
https://www.speaksmb.com/abandon-marketing-as-youve-known-it/
https://www.speaksmb.com/
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Chapter Title Here

Marketing to Small 
Businesses Today
Let’s start by defining what we mean by small and mid-
size businesses (SMBs). Gartner defines companies with one to 100 

employees as small businesses, and companies with 101 to 1,000 employ-

ees as midsize businesses. (Although your company may segment them 

differently, and employee size is only one measure.) 

SMBs are a major foundation of our economy and, in the aggregate, an enor-

mous market for goods and services. But they are also highly fragmented. 

SMBs come in all shapes and sizes across almost every industry sector.

HOW SMBS ARE UNIQUE

There are many different motivations for SMBs to be in business. Some 

owners enjoy running a “lifestyle” business, while others are more aggres-

sive and growth-minded. But there’s one thing I can assure you of, wheth-

er you are new to selling to SMBs or have been doing so for years: simply 

modifying the same approach you use for consumers or enterprises is not 

the way to success. Here’s why:

• SMB buyers are not purchasing professionals. They also don’t have 

an established buying process like an enterprise company with a 

procurement department.

1CHAPTE
R
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Marketing to Small Businesses Today

•  They don’t always have specialized skill sets to evaluate or imple-

ment complex products. This is particularly true with technology 

products, but also in finance and elsewhere. 

•  The smaller the business, the broader the responsibilities 

of any owner or manager. Every day they must deal with 

sales, marketing, staffing, operations, accounts payable and 

accounts receivable—sometimes all at once. 

•  Identifying the buyer at an SMB is especially challenging. An 

SMB buyer might not be the owner. Unlike buyers at enter-

prise companies, it can be impossible to figure out who the 

buyer is at an SMB based on his or her title. 

•  According to Gartner, only 7 percent of SMBs will change a 

vendor in a given year. So, it is not easy to displace an exist-

ing vendor.

•  They can’t be segmented by standard demographics. For 

example, a 50-person company with declining revenues pres-

ents different opportunities for brands than an eight-person 

firm that’s growing fast.

THE SMB BUYER’S JOURNEY

Some marketers overlook the reality that only a small fraction of their total 

audience is ready to buy at any given time. While a large segment is some-

where in the upper stages of the sales funnel, most are on the sidelines. This 

doesn’t mean that all of them might not be valuable customers at some 

point. It’s just that, in most cases, you’re not even on their radar today. 

The SMBs’ journey, once they embark on it, is very different from what it 

may have been, even in the recent past. Here are some concepts that we’ll 

return to throughout the guide that relate to the buyer’s journey, and that 

will be key to accelerating your SMB prospects’ progress through it.

• It begins with a problem. The SMB buyer’s journey often begins with 

seeking ideas for a particular problem, not a product or a brand. 

SMBs are looking for ideas and fixes to burning business issues, and 

you’ll be more likely to get their attention and their business if you 

can help them.

According to 

Gartner, only 

7 percent of 

SMBs will 

change a 

vendor in a 

given year. So, 

it is not easy 

to displace 

an existing 

vendor.
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Marketing to Small Businesses Today

•  It is non-linear. Between awareness and purchase are many stag-

es that overlap, and buyers have a tendency to go back and forth 

between them. 

•  You never know at what point in their journey you will first encounter 

them. You need to have content for every stage of the journey, and it 

must address their concerns and questions at that juncture. It needs 

to include strategic calls to action to encourage them to take the next 

logical step in their journey with you.

•  Your product might matter only at the end. Because SMBs 

are first and foremost looking for ideas for opportunities and 

challenges, your products or services may be relevant to 

them as such (more on this later). Once you’ve hooked them 

by addressing a business issue they are currently facing or 

have faced in the past, they will be more receptive to a pitch 

on the features and benefits of your product or an incentive 

to “buy today.”  

THE NEW ROLE OF MARKETING

In their new book, Killing Marketing: How Innovative Businesses Are Turn-

ing Marketing Cost into Profit, content marketing experts Joe Pulizzi and 

Robert Rose ask, “What if everything we know . . . about marketing is ac-

tually what’s holding back our business?” The traditional role of marketing 

has been to rent space on someone else’s media to attract attention and 

hopefully stimulate sales with product-focused content and offers. “What 

if,” Pulizzi and Rose continue, “instead of starting with . . . the products we 

offer for sale,” and with “campaigns where we try to reach customers with 

frequency and persuade them to ‘buy now,’ we adopt an editorial strate-

gy that create(s) valuable experiences for audiences that actually want to 

hear from us?” This is the essence of content marketing, and it requires a 

change of mindset and demands. Throughout this guide, we will expand 

on this idea.

SMBs are 

looking for 

ideas and fixes 

to burning 

business 

issues.

Like this guide?  
Build SMB trust & sales with our weekly tips &  
resources. Sign up today at speaksmb.com

http://www.rslmedia.com
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Engaging SMBs
Businesses large and small face many of the same chal-
lenges—digital disruption, accelerated change, informed and empow-

ered customers, and the usual people, process and technology issues that 

bedevil any firm. But it’s different for SMBs. Large companies have 

entire departments for each functional area—sales, marketing, 

customer service, operations and so on. The smaller the compa-

ny, the fewer the resources available, the broader the role of any 

manager, and the higher the level at which work is done. Bottom 

line: SMBs have a lot on their plates, and what they’re looking for 

are ideas and solutions to better run their businesses. Many are so 

busy they may not even realize what options exist. Your product 

may be the furthest thing from their minds, but you can still help them. 

SPEAK SMB

At RSL Media, our experience with dozens of clients has shown us that to 

attract and retain an audience of SMB owners and buyers, your content 

must address topics they care about, in a language that they understand. 

In short, your content must “speak SMB.” What does this mean? 

• Don’t treat them small. I always recommend to my clients that they 

not to use the term small business owners. After all, who likes to be 

called small? Refer to them just as business owners instead. Compa-

nies are small. People aren’t. Using the term small business is fine. And 

one more minor point: bear in mind that while you might use the term 

SMB internally, it has little meaning to the companies it represents.

Many SMBs 

are so busy 

they may not 

even realize 

what options 

exist.

http://www.rslmedia.com
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Engaging SMBs

• Don’t waste their time. Many media companies, brands, bloggers 

and others producing content for SMBs really don’t get it. They 

provide information that doesn’t go beyond the obvious. That’s dan-

gerous. SMB owners and buyers are constantly being pulled in many 

different directions at once. They have no time for useless informa-

tion or to read about things they already know.

• Don’t get too technical. While you don’t want to talk down to the 

audience, you don’t want to be too technical either. Remember that 

they’re not purchasing professionals or even subject matter experts 

in the area of your product or service.  

Also, bear in mind that owners of businesses with one to five employees 

are very different from those with five to 25 employees, which are different 

from those with 200 employees. For example, owners of businesses with 

25 or fewer employees tend to be focused on sales and market-

ing. SMB owners with more than 25 employees are still interest-

ed in revenue growth but may have developed sales strategies 

that work for their businesses and are perhaps more preoc-

cupied with “people” issues. (Keep in mind that the examples 

above are for illustrative purposes. Behavioral data can provide 

more meaningful buying signals than demographic data.) 

Much of speaking SMB is intuitive and comes from engaging 

directly with, and listening to, your audience. The important 

thing to realize is it’s not about just understanding who your 

audience is, but also striking the right tone to create a genuine, peer-to-

peer exchange. 

CREATE CONTENT THAT PROVIDES REAL VALUE

There’s an ocean of content today, and most of it is simply not compelling 

to busy SMB owners. Hundreds of brands and dozens of media companies 

are creating content for this audience. You only have a chance of engag-

ing SMBs if your content stands out from the rest. What does this mean? It 

needs to be useful to them. It needs to present ideas they haven’t thought 

of, and possibilities they haven’t considered. It must tell them things they 

do not know: best practices, examples of what others are doing that are 

producing results and so on.

They have 

no time 

for useless 

information or 

to read about 

things they 

already know.

http://www.rslmedia.com
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Engaging SMBs

It is also critical to use the best sources for your content. Use top ex-

perts and get their best tips. Leverage subject matter experts (SMEs) both 

inside and outside your organization who work with, or in, SMBs every 

day. These are the people with real insights on how SMBs could perform 

better. Experts provide content that doesn’t cause SMB owners to roll their 

eyes and say, “Tell me something I don’t know.” Having expert content is 

not optional. See Chapter 4 for a deeper dive into the elements that distin-

guish exceptional content from the rest.

BUILD AN AUDIENCE 
Building an audience is about forming a relationship instead of trying 

to make an immediate sale. Historically, marketers have relied on rent-

ing audiences for traditional media campaigns—print, broadcast and (of 

course) online. The idea was that you rented space from a me-

dia property with a known audience and delivered your ad. But 

there is a huge downside to this approach—the audience and 

the relationship belonged to the media property and not your 

brand. Only those few prospects who took action and bought 

something or downloaded a whitepaper were identifiable to the 

marketer for follow-up. 

When you build your own audience, you have an opportunity to 

deliver high-value content to audiences of interested subscrib-

ers and to build a trusted relationship with prospects who actu-

ally want to hear from you. They provide their contact informa-

tion and sign up for your publications because your platform is 

a go-to destination for ideas and solutions on topics that they 

care about, with content that is focused on helping them. Once you have 

their trust, you can nurture your relationship with them throughout their 

buying journey. They will be much more open to marketing messages and 

offers, and when they finally are ready to buy, your products and services 

will be the logical next step. 

Once you 

have their 

trust, you can 

nurture your 

relationship 

with them 

throughout 

their buying 

journey.

http://www.rslmedia.com
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Engaging SMBs

What are the keys to building an audience? Here are a few:

1) Building trust

One of my favorite sales experts, Jack Daly, says, “Selling is the transfer of 

trust.”

And content is an effective way to build that trust. If business owners 

come to rely on you for ideas and solutions to grow their businesses, 

you’re building trust. Let’s look at a couple different scenarios.

Software Salesman A walks into a 40-employee business and starts 

explaining the benefits of his product right away. He’s got a beautifully 

made demo video, slick brochures and tons of swag with his company’s 

logo on it. The SMB buyer may think the software is cool, but he doesn’t 

see how investing in this new product will help him make more money 

or run his business better. 

Software Salesman B visits that SMB buyer a week later with a similar 

product. But instead of starting with the benefits of his product, he 

instead asks, “How’s business?” followed by probing questions about 

problems, challenges and opportunities that the business is facing. 

Salesman B found out what was important to the business owner and 

then shared some helpful content, through PDFs and email, that his 

marketing team put together. This included anecdotes and ideas from 

the company’s customers and other experts. The content showed the 

SMB buyer how the software could help him with his specific concerns. 

By framing his product in the context of something the business owner 

cared about, Software Salesman B was able to make the sale. 

At RSL, we published a quarterly magazine for nearly four years full of 

pragmatic and strategic business articles for one of our clients that sells to 

SMBs. One of the salespeople shared his experience of lever-

aging content with prospects: “It makes me especially proud 

that [my organization] provides this content to our clients 

and account representatives. We are able to provide relevant 

information and case studies that position us as a true business 

partner. The magazine gives me the extra ammunition I need to approach 

my clients with confidence and knowledge.”

Selling is  

the transfer  

of trust.

http://www.rslmedia.com
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Engaging SMBs

As we like to say at RSL Media, when you build trust, you earn the right to 

deliver marketing messages (like offers and calls to action), and ultimately 

to ask for business. Or to put it another way, you’re gaining per-

mission from your customers to sell to them. As marketing guru 

Seth Godin notes in his seminal book, Permission Marketing: 

Turning Strangers into Friends and Friends into Customers, “In 

virtually every industry, the most trusted brand is also the most 

profitable.” When you are seen as a trusted resource, SMBs often 

can’t wait to do business with you because your product is often 

the next logical step in overcoming a challenge or capitalizing 

on an opportunity.

2) Sustaining engagement

It is also important to keep your content fresh and publish regularly. Au-

diences want to know what to expect and when to expect it. If you want 

to keep them coming back for more, you need to keep to a predictable 

schedule and have something new and compelling for them every time. 

Companies that do this successfully will build a loyal audience that will pay 

dividends over time. 

3) Being in the right place(s)

Seventy percent of all content is consumed on mobile devices, and people 

are increasingly finding content through social media feeds. This means 

you can’t rely on website traffic and newsletters alone. Whether you use 

organic/paid search, paid social (organic social is too unpredictable) or 

advertising to promote your content, you must leverage other platforms 

to drive traffic to your content. You can’t just build your own platform and 

hope that the SMB audience will come.

 

When you 

build trust, 

you earn the 

right to deliver 

marketing 

messages.
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Engaging SMBs

THE CONTENT-PRODUCT CONTINUUM 

Up to this point, we’ve sought to tie together three important ideas: 1) 

SMBs are looking to solve pressing business problems first, 2) not every 

prospect is ready to buy today, and 3) your product often becomes rele-

vant to an SMB at the end of the sales cycle as a solution to their problem. 

Also, you need to have content for every stage of the buying cycle so you 

can lead your prospects step by step to the close. 

Ideas/Content

The SMB Buyer’s Journey

Solutions/Products
<< >>

EARLY LATE

 

The SMB Buyer’s Journey starts with the need for ideas and solutions for her opportunities and challenges. 
Today’s successful B2SMB marketer can attract and engage the SMB buyer early in the journey with content 
that helps with those opportunities and challenges.

To illustrate this, think of your content and your product as part of a 

continuum that parallels the buyer’s journey. Particularly in the beginning 

(at the top of the funnel), most SMB prospects are focused on 

the day-to-day trials of running their businesses. Your content is 

the opportunity to show how you can help them, and to 

position your brand as a source of useful information. Only once 

you do this are they likely to identify themselves, sign up for 

your publications or events, and open the door for you to reach 

them with additional content down the line. (See next chapter 

for examples).

As the prospect moves down the funnel, your goals become 

to nurture the relationship and accelerate their journey toward 

the close. Your content can become more product-aligned by 

connecting the dots between what is important to your customers and 

how your products and services help them run their businesses. Be sure 

to focus on benefits, not features, and show how your product or service 

solves specific problems that your SMB customer is looking to address. 

Focus on 

benefits, not 

features, and 

show how 

your product 

or service 

solves specific 

problems.

http://www.rslmedia.com
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Engaging SMBs

Further toward the bottom of the funnel, your content can continue to 

become more product-specific, answering common objections, provid-

ing comparisons and other information to the point where your product 

becomes the natural final step in the customer’s search for a solution.  

In Chapter 3, I’ll discuss how you can develop a comprehensive content 

strategy to accomplish these objectives, and in Chapter 4 we’ll talk in 

more depth about content for various stages of the buyer’s journey. 

 

Like this guide?  
Build SMB trust & sales with our weekly tips &  
resources. Sign up today at speaksmb.com

http://www.rslmedia.com
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SMB Content 
Strategy
In my experience, explicit content strategies do not 
come into play in content marketing programs often 
enough. In fact, a recent study by the Content Marketing Institute 

revealed that roughly two thirds of businesses surveyed still do not have a 

documented content marketing strategy. Without a strategy, brands are not 

maximizing their content initiatives, and are losing opportunities to engage 

with SMBs, who are bombarded with content and other messaging. 

Why doesn’t strategy play a bigger role in content marketing programs? 

The number one reason is that most marketers approach 

content in reactive mode. When someone from sales says, “We 

need content,” marketing rushes to fulfill that need. Even if it 

is a nice piece of content, it’s sitting out there like an island, as 

opposed to being part of a stronger program or platform. With a 

comprehensive strategy, content assets and marketing messag-

es reinforce one another to create value for both the brand and 

the customer, which becomes greater than the sum of its parts.

3CHAPTE
R
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SMB Content Strategy

THINK LIKE A MEDIA COMPANY

RSL Media started as a media company, and we firmly believe that when it 

comes to building an effective content marketing strategy, it helps to think 

like a media company, or a publisher, for three reasons:

1. Media companies are experts when it comes to engagement. They 

understand their audience’s needs, and they are able to produce 

content people seek out when they visit a site, buy a magazine or 

turn to a channel. They are masters of understanding that each  

interaction the audience has with content—from headlines to  

images—is an opportunity to spark interest and inform opinions.

2. Media companies have a deep understanding of what it takes to 

develop a trusted relationship with an audience, and they rely on 

their credibility as a resource for useful information. 

3. Last but not least, anyone using content to achieve their goals is 

now competing with media companies for mindshare. To survive in 

this environment, your content needs to be “media-worthy” in order 

to stand out. It’s a new ballgame, and marketers need to up their 

game to be competitive.

Essentially, media companies are service providers—people turn 

to media companies for information. The editor-in-chief’s role 

is to represent the reader. They must have a terrific understand-

ing of the reader’s wants, desires and interests. It is critical that 

brands have someone on their marketing team who has this 

level of understanding, or to work with someone who does.

DEFINE YOUR CONTENT MISSION

Media companies are guided by a mission, which is the purpose they serve 

for their readers. They want their target audiences to know what type of 

information to expect. It’s the same with content marketing. Just like the 

audience of a media property, your audience should know what to expect 

from your content initiatives. 

It helps to 

think like 

a media 

company.

http://www.rslmedia.com
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SMB Content Strategy

As you’re coming up with a mission for your content, answer the following 

questions: 

• Who is your target?

• What do your customers need most? 

• How do you define your target audience using both demographics 

and psychographics? 

• What are you helping your customers do? 

• What is the scope of the content?

Then, express your answers in a statement that acts as roadmap for your 

content creators to follow. Here are a couple great examples of what I 

mean. Read the mission statements below, then click on the links and look 

carefully at their execution.

American Express OPEN Forum: 

“OPEN Forum is an online community to exchange insights, get advice 

from experts and build connections to help you power your small business 

success.”

The Hartford’s SMALL BIZ AHEAD: 

“Visit Small Biz Ahead, powered by The Hartford, for the latest insights and 

advice to help you manage and grow your small business more effectively.”

Here are some examples of content that serves the reader and can align to 

particular B2B services: 

INDUSTRY CONTENT TO HELP THE SMB…

Banking Go from cash flow to cash flourish 

Commercial Liability 
Insurance 

Find the risks worth taking 

Telecom 
Leverage technology to create a competitive 
advantage 

Travel and Hospitality Hit the road, shake hands and win business 

http://www.rslmedia.com
https://www.americanexpress.com/us/small-business/openforum/explore/
https://sba.thehartford.com/
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SMB Content Strategy

On the other hand, you might decide to widen your focus, like Ameri-

can Express did with OPEN Forum, which covers virtually all SMB-related 

topics. Some of our clients have opted for this route, which makes more 

sense when your audience is comprised of several types of SMB execu-

tives and decision makers. It also works well when covering a wide range 

of topics is consistent with your editorial mission and goals. 

We typically counsel our clients to “stick to their knitting,” meaning the 

topics should be related to the benefits of their products. A good example 

is QuickBooks Small Business Center, where the topics include account-

ing, taxes, cash flow and finance.

IDENTIFY YOUR GOALS 
The next step in setting a content strategy is to identify your goals. Some 

of the most common goals include:

 ✔ Prospect nurturing

 ✔ Sales enablement 

 ✔ Upsell/cross-sell 

 ✔ Brand awareness 

 ✔ Widening the consideration factor 

 ✔ Lead generation and acquisition  

 ✔ Customer retention

 ✔ Partner communications

 ✔ Thought leadership

 ✔ Brand realignment

Your strategy may need to satisfy more than one of these goals, and your 

goals may change over time. Some may be primary and others secondary. 

For example, if you have content to nurture prospects, a sec-

ondary goal could be to use the content to upsell and cross-sell 

to existing customers. Your goals should also be qualitative as 

well as quantitative. 

During this phase of your content initiative, you should also 

determine what key performance indicators (KPIs) you’ll be 

tracking. The Content Marketing Institute has a good discussion 

of appropriate KPIs for a variety of goals. 

A platform 

that you own 

is like building 

an asset that 

grows in value 

over time. 

http://www.rslmedia.com
https://www.impactbnd.com/the-10-marketing-kpis-you-should-be-tracking
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SMB Content Strategy

CREATE YOUR CONTENT PLATFORM

A content platform is a media property, or collection of properties—web, 

print, events and others—with a common theme. But it is more than just a 

blog or resource center. Ideally, it should have a brand of its own (see ”De-

veloping a Platform Brand” later in this chapter). Platforms facilitate two-way 

engagement between brands and consumers and offer many advantages:

•  OWNERSHIP : With traditional media campaigns, you “rent” audi-

ences that belong to other media companies for a limited time and 

try to reach them with frequency. Among other things, a platform 

that you own is like building an asset that grows in value over time.

•  CONTROL:  Building a company content platform has an-

other benefit that makes it a must-have: you control it. While 

paid social, along with paid/organic search and other adver-

tising, is a necessity to promote your content and lead people 

to your site, you cannot build a platform on social because 

you can’t control it. Social platforms can (and do) change 

their rules all the time. With your own platform, you have 

control over when or if your content appears in feeds. 

• VALUE:  With your own platform, you are building an asset that’s 

appreciating over time. It’s creating value for your organization in 

the form of a communication channel that helps you accomplish 

your marketing goals and that will deliver results for years to come 

(think long tail). 

•  EFFECTIVENESS:  The bigger the audience on your platform, the 

less you need to spend on advertising. 

• PERSISTENCE:  If you look at a typical marketing campaign, 

there’s a beginning and an end. You spend some money, you get 

some return—leads or sales—and you move on. With your own plat-

form, your content performs for some time.

At the end of the day, your content platform does triple-duty. Assuming 

your content is great and not just good, you:

• Build your own audience by providing a reason for interested pros-

pects to sign up and keep coming back for more. 

With your own 

platform, you 

are building 

an asset that’s 

appreciating 

over time.
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• Create a communication vehicle, not only for content, but also for 

offers and other strategic calls to action (see Chapter 5) to move 

readers toward conversion. 

• Create a destination. Everything you do on social, web, email or 

through other media should direct readers who’d like to “learn more” 

to the high-value, in-depth content on your platform. 

DEVELOP A PLATFORM BRAND

I could go on and on explaining the value of creating a separate brand for 

your platform that’s consistent and complementary to your organization’s 

brand, but here are a few key points. Most of all, it’s about putting the cus-

tomer first. As we say throughout this guide, the SMB buyer is looking for 

help running his or her business. Your brand or product is secondary to this. 

It is also helpful to create a content platform that is somewhat 

separated from brand perceptions. Keep in mind that your 

audience already has a variety of different perceptions of your 

brand. I’m not advocating dropping your brand name from your 

content completely, but instead using it strategically. To show 

what I mean, look at the following examples:

• GoDaddy’s Garage

• Basecamp’s Signal v. Noise

• Adobe’s CMO.com

• American Express’ OPEN Forum 

Unlike the content on your company blog, which can and should be more 

brand- and product-focused, the content on your platform should be 

about what’s important and helpful to your audience. Having a distinct 

brand for your content platform, with a “Presented by” or “Brought to you 

by” tag before your brand name or logo, is one way to address this.

It is also helpful 

to create 

a content 

platform that 

is somewhat 

separated 

from brand 

perceptions. 
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Creating Content 
That Attracts and 
Converts SMBs
If you take nothing else away from reading this guide, 
remember this one point: SMBs need and care about ideas and solutions, 

not products. SMB owners and buyers are pulled in many differ-

ent directions, they’re focused on the day-to-day opportunities 

and challenges of running their businesses, and even if they 

think solutions might be available, many are so busy they may 

not realize what options exist. In the early stages of their buying 

journey, before you even begin talking about your product, you 

have the opportunity to help them with their challenge or op-

portunity. Make sure your content delivers what they need.

CONTENT THAT CHANGES POINT OF VIEW

According to Gartner, almost half of B2B marketers’ budgets are now 

allocated to content. That’s great, but how do you create content that 

gets the attention of SMBs, particularly their busy owners, and keeps them 

coming back for more? Gartner says that this is done with content that 

changes their point of view (POV). We couldn’t agree more. 
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What is POV-changing content? We define it as content that informs or 

educates the audience about something they didn’t know that can help 

them run their business better. Most companies, especially those creating 

content for SMBs, are publishing content that doesn’t teach the audience 

anything new. It will just be ignored. To be practical, all of the insights that 

you offer don’t have to be mind-blowing, but they must go above and 

beyond the obvious and make the audience see a problem or issue in a 

different light.

How can you determine if your content will change an SMB’s POV? Ask 

yourself (and your content creators) these questions:

1. What is the audience’s current POV?

2. How is your content changing that POV?

It is that simple; but there’s also a catch. To effectively change an SMB’s 

existing POV, your content must show that you understand the SMB 

mindset, and it must have a positive impact. The key to making an impact 

lies in the:

• Source of the content

• Editorial process

In this example from TriNet.com, two experts address the topic of 

finding the talent that can help you get to the next level. Conventional 

wisdom or the current POV would likely suggest hiring a head of sales 

or experienced marketing talent. In this case, the authors suggest a dif-

ferent POV, based on real experience: develop a growth strategy before 

hiring, and hire for a cultural fit.

The bottom line is that your content needs to be highly useful if it is to 

be at all relevant to busy SMBs. If you’re not changing their POV, they are 

likely off to the next website that will provide the insight they are looking 

for. Developing POV-changing content isn’t always easy to do, but it’s 

essential.

http://www.rslmedia.com
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To effectively change POV, your content must be credible. The most cred-

ible content leverages true experts who work in or with similar businesses 

each day. But be careful—there are many so-called SMB “influencers” who 

have followers, but are not experts, so it’s also important to have an editor 

who can tell the difference, identify genuine experts and push them for 

their best insights.

FOUNDATIONAL (MUST-HAVE) CONTENT 

Content can be created for a range of objectives, but a sound content 

platform always begins with what we call foundational content. This is 

essential content about the business issues and opportunities your SMB 

customers face, as they relate to your company’s product benefits. Your 

foundational content is your opportunity to provide prospects with ideas 

and solutions. What are the problems that your product solves? What op-

portunities does your product create? The intent is to position your content 

as part of the solution that SMBs need. The next section should help clarify.

ALIGNING YOUR CONTENT WITH YOUR PRODUCT’S 
BENEFITS  
Above, we described foundational content as being related to, but not 

necessarily about, your product or service. The starting point for what we 

call product-aligned content is your product benefits. But how do these 

benefits relate to real-world challenges your customers face? This is your 

opportunity to provide the answers.

What Your Products 
Do For Customers

What Is Important 
for Customers

Product-
Aligned

http://www.rslmedia.com
https://www.speaksmb.com/4-types-of-must-have-content/
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The source for generating product-aligned content topic ideas comes 

at the intersection of what is important to your customers and how your 

products and services help them run their businesses. Product-aligned 

content aims to solve the same problems that your company’s products 

aim to solve. The purpose of this content is to position your brand as the 

problem-solver for specific SMB issues, and to create an opportunity to be 

the trusted choice for a sale. The next few sections offer examples to help 

illustrate this idea.

RIGHT CONTENT FOR THE RIGHT TIME 
Once you’ve developed your focus and mission, it’s time to correlate that 

mission with the buyer’s journey. This is done by marrying the interests 

of the buyer with your goals, and creating content for each part of the 

buyer’s journey.

TOP OF FUNNEL 
At the top of the funnel, your goal is to engage the audience and build 

trust by addressing a wide range of topics related to your mission. This 

could include business solutions related to your product’s benefits that 

inform and educate the buyer, including ideas and best practices. It could 

also include customer stories—real-world examples of what others are 

doing and the positive results achieved. The following chart provides just a 

few examples of what we mean:

Content for Top of Funnel

INDUSTRY CONTENT TO HELP SMB… TOP OF FUNNEL CONTENT

Banking
Go from cash flow to  
cash flourish 

3 Tips to Negotiate Better 
Payment Terms

Commercial 
Liability 
Insurance 

Find the risks  
worth taking 

3 Clauses to Include in  
Every Contract

Telecom 
Leverage technology  
to create a competitive 
advantage 

Is It Time to Create an  
App for Your Biz?

Travel and 
Hospitality 

Hit the road, shake hands  
and win business 

How to Get the Impossible 
Face-to-Face

http://www.rslmedia.com
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MIDDLE OF FUNNEL 
At this stage, the goals are to nurture prospects and accelerate their journey  

toward the close. Your content can become increasingly product-aligned 

(as I shared in the earlier section “Aligning Your Content with Your Product’s 

Benefits”), and you can begin to focus more on specific features and ben-

efits, FAQ, competitive advantages and so on. This is also a good time to 

alleviate any concerns they may have about implementing your products 

or services–for example, resources, downtime or impact to their business.

Content for the Middle of the Funnel

INDUSTRY 
CONTENT TO  
HELP THE SMB…

TOP OF FUNNEL 
CONTENT

MIDDLE OF FUNNEL 
CONTENT

Banking
Go from cash  
flow to cash 
flourish 

3 Tips to  
Negotiate Better 
Payment Terms

The Basics of  
Bank Account 
Controls 

Commercial 
Liability  
Insurance 

Find the risks  
worth taking 

3 Clauses to  
Include in  
Every Contract

Mitigate the Risks 
from Your Next  
Big Deal

Telecom 

Leverage 
technology 
to create a 
competitive 
advantage 

Is It Time to 
Create an App  
for Your Biz?

The Real Cost of 
a Slow Internet 
Connection

Travel and 
Hospitality 

Hit the road,  
shake hands  
and win business 

How to Get the 
Impossible Face- 
to-Face

Three Uses for  
Airline Clubs You 
Never Knew Existed

BOTTOM OF FUNNEL

The goal of content for the bottom of the funnel is getting people over 

the finish line—dealing with objections and questions that come up at 

the end. Most salespeople will tell you that the same four to five objec-

tions come up most of the time. Each one of those objections can have 

corresponding content that addresses these common concerns, hopefully 

before they surface. 

http://www.rslmedia.com
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Content for the Bottom of the Funnel

INDUSTRY 

CONTENT  
TO  HELP  
THE SMB…

TOP OF 
FUNNEL 
CONTENT

MIDDLE OF 
FUNNEL 
CONTENT

BOTTOM 
OF FUNNEL 
CONTENT

Banking
Go from 
cash  flow to 
cash flourish 

3 Tips to   
Negotiate 
Better  
Payment Terms

The Basics of 
Bank Account 
Controls

3 Steps to 
Switching 
Banks 
Painlessly

Commercial 
Liability  
Insurance 

Find the 
risks worth 
taking 

3 Clauses 
to  Include in  
Every Contract

Mitigate the 
Risks from 
Your Next  
Big Deal

Determining 
the Right 
Insurance 
Options for 
Your Business

Telecom 

Leverage 
technology 
to create a 
competitive 
advantage 

Is It Time to 
Create an App 
for Your Biz?

The Real Cost 
of a Slow 
Internet 
Connection

4 Ways to 
Minimize 
Disruption 
When 
Switching ISPs

Travel and 
Hospitality 

Hit the road,  
shake hands  
and win 
business 

How to Get 
the Impossible 
Face-to-Face 
Meeting

Three Uses 
for  Airline 
Clubs You 
Never Knew 
Existed

3 Reasons to 
Stay with Us 
Next Week

 
RETENTION/LIFECYCLE MARKETING

Creating content aimed at retention is similar to creating content that en-

gages, because you want to cover a wide range of topics. If you are trying 

to cross-sell or upsell the customer, take the same approach that you 

would in the middle or bottom of the funnel. You can maximize your con-

tent investment by using similar content for prospects and existing cus-

tomers. In addition, content that provides examples showing how current 

customers can get the most from your product will go a long way toward 

retention. Also, use stories that show creative ways that other companies 

are maximizing the impact of your products and services.

http://www.rslmedia.com
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THE ROLE OF SEO IN CONTENT 

SEO has evolved in such a way that quality of content is more critical than 

ever. SEO is a game with ever-changing rules. It’s easy to get caught up in 

the push and pull of creating unique content capable of attract-

ing the SMB buyer based on search optimization. While, yes, this 

often means trying to serve two masters, it’s important not to let 

the tail wag the dog. Please your audience first. Give them what 

they’re looking for–useful content that provides real value—and 

you’ll get increased visits, and visitors will spend more time on 

your site, producing far better results than simply loading your 

content with keywords. 

When it comes to search terms, though, realize that keywords 

can be a great source of direction for what content you should 

create. Top search terms, both from Google and your internal 

site, can tell you how people are searching and what kind of 

content they’re looking for. If you aren’t sure about which topics 

will resonate with your customers and prospects, looking at the top search 

terms is a great place to start. 

You’ll also want to identify any search terms where you’re particularly 

competitive (i.e., for which you rank well) and provide those to your con-

tent creators. The key is to connect your content creators with your SEO 

strategy as early in the process as possible, and make sure they understand 

the importance of search in building an audience for your content.

FEATURE YOUR CUSTOMERS

Customer-focused content can be anything from case studies (we prefer 

the term customer stories) that include your product or service, to cus-

tomer stories that simply highlight how a particular business is achieving 

success or addressing a particular challenge, without any mention of your 

product–this is particularly good for top-of-the-funnel content.

Why create content that features customers? Because everybody wins!

• The customers win because they’re getting recognition and perhaps 

publicity and leads.  

The key is 

to connect 

your content 

creators with 

your SEO 

strategy as 

early in the 

process as 

possible.
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• The audience wins because SMB decision makers love to know what 

others are doing and how they’re using products or services. 

• You win because you’re creating content that’s engaging, and the fea-

tured customer is likely to share this content with their friends, fellow 

members of their chamber of commerce, peer groups and so on. 

To make this work even better, don’t forget to have a template with sam-

ple social media posts and links that you can distribute to all companies 

featured so they can promote the content.

While I have found that the impact of featuring your customers is huge, I 

have also found that companies creating content struggle with how to do 

it. The key to creating compelling customer stories is to create a process 

that collects information about customers who would make 

good customer story subjects, and makes that information easily 

accessible to marketers in your organization. This could mean 

implementing a tagging system in your CRM that allows market-

ers to run reports for B2B customers with five to 25 employees 

who bought a specific product last year. Other options include 

communicating with your salespeople or customer support 

team to let them know you are looking for success stories. 

Consider giving the reps incentives to share customers who are 

likely to have good stories. Then, develop a process for reaching 

out to customers once they are identified.

When reaching out to a customer, prepare questions to make 

sure the interview is more about the customer’s business, how 

and why it was founded, pain points and strategies for success. Just be 

careful not to make customer stories too product-focused—spend the 

most time on the situation and the result. Remember, it’s not B2B or B2C, 

it’s P2P—person to person. For more on what makes good customer con-

tent, check out our blog post on customer stories.  

The audience 

wins because 

SMB decision 

makers love 

to know what 

others are 

doing and 
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Accelerating the 
Journey
As I have mentioned often in this guide, it is hard to know 

when someone is ready to buy. Having offers adjacent to, or even in the 

middle of, your content is good practice. Similar tactics can be used to 

present offers in your newsletters. 

UTILIZING STRATEGIC CALLS TO ACTION

Regardless of where prospects are in their buying journey, great content 

engages them. Great calls to action (CTAs) keep them engaged. When 

you’re marketing to SMB buyers, the goal of every piece of 

content you create should be two-fold. Of course, you want to 

engage them with compelling content that draws them to your 

brand and positions your company as a resource for ideas and 

solutions to their problems. But you also want to encourage 

them to take the next step, wherever they may be in their buying 

journey.

Research shows that in a market at any given time, fewer than 

5 percent of prospects are actually ready to buy today (Source: 

Vorsight). We also know that the SMB buyer’s journey is not 

linear. Since you can’t know at what point in the journey a pros-

pect might encounter your content, the key is to have CTAs appropriate to 

various stages of the buying cycle. 
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Here are several types of CTAs your content should always include:

READ MORE

If your content is doing its job, you have captured your visitor’s atten-

tion, at least for a moment. At this point, wherever they are in the buyer’s 

journey, you want CTAs that encourage them to take the next 

logical step in their journey. This means that each piece of con-

tent should include multiple CTAs, with links to related articles 

appropriate to different stages of the buyer’s journey–from the 

top of the funnel to middle or bottom. For examples of how this 

can apply to various industries, watch this excerpt from a talk I 

gave recently. 

REGISTER/SUBSCRIBE

Building an audience is critical, both to growing your list of prospects and 

enabling you to communicate with customers at will. Your content should 

make it easy and compelling to subscribe to your newsletter or blog. Gat-

ed content, like a free ebook, can allow you to gather contact information 

in another way. Capturing visitors’ opt-in email allows you to nurture your 

relationship with them throughout their buying journey. 

BUY NOW/TRY/CONTACT SALES

You never know when your SMB prospect is ready to convert. Always 

make sure there’s a button or link to click when they’re ready to buy: “Buy 

Now”, “Free Trial” or “Contact Sales.” When they’re ready, doing business 

with you should be one-button easy.

ENGAGE ON SOCIAL

Should you push visitors to social? The short answer is yes, as long as your 

first priorities are to convert them to email subscribers. Social engagement 

for its own sake is of limited value. As I mentioned earlier, you can’t con-

trol your presence on social platforms, making it an unreliable marketing 

channel for communicating with your audience. That said, the amount of 

time people spend on social platforms (especially on mobile) is insanely 

high. Also, some buyers simply will not subscribe to another email news-

letter. Consider social a consolation prize.

This means 

that each piece 

of content 

should include 

multiple CTAs.
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Accelerating the Journey

When crafting your content and your CTAs, keep in mind that your con-

tent and your product are all part of the same help-the-customer contin-

uum. Especially at the top of the funnel, focus first on present-

ing ideas and solutions to your customers’ problems. Remember 

that your product is often at the end, not the beginning, of the 

journey.

Putting strategic CTAs in, and adjacent to, your content is not 

only one of the easiest ways to demonstrate and improve the 

ROI from your content, it also serves the reader. Potential cus-

tomers should never have to wonder how to learn more, how 

to take the next step or how to buy. As with all marketing, you 

need to continually test to see which offers are working and 

which need to be tweaked. 

Be it revenue today or revenue tomorrow, the goal of your content should 

always be to keep visitors engaged with your brand, and to make it easy for 

them to take the next step in a journey that will ultimately lead to a sale.
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end, not the 

beginning, of 

the journey.
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Building Your 
Audience
Once you have established a valuable platform, figured 

out the right content for the right time, identified compelling topics, and 

created content that speaks your audience’s language, the question is how 

you get that right content in front of the right prospects. Well, your best 

audience is the one you own. Pulizzi and Rose say, “One of the 

critical things to understand about the investment in an audi-

ence is that it’s made up of people who want to hear from  

(you) . . . These are people who are willingly sharing their 

personal data . . . and giving you permission to converse with 

them because you are (presumably) delivering value through a 

content-driven experience.” 

These are your best prospects. Those among them who are 

ready to buy will be much more receptive to your brand and your offers 

than a random audience of strangers. For the vast majority who are not 

yet in the market (and on whom your traditional marketing is largely wast-

ed), this is a chance to stay in touch until the time comes when they are. 

How do you grow this audience of interested and loyal subscribers? Begin 

by realizing that email is not dead . . . far from it. 

Begin by 

realizing that 

email is not 

dead . . . far 

from it. 
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EMAIL IS YOUR BEST FRIEND

Newsletters still work. While a combination of the most appropriate distri-

bution channels is ideal, nothing gets eyeballs on messaging like packag-

ing and delivering it right to your audience in an email. Email is a con-

sistent communication channel and remains the number one 

way of distributing content. According to a study by McKinsey, 

email marketing is 40 times more effective than Facebook and 

Twitter. The reason is reach. Social media usage is highly frag-

mented, while 91 percent of all American consumers use email 

daily. What’s more, Salesforce found that 95 percent of people 

who opt into email messages from brands find these messages 

somewhat or very useful. 

Email newsletters are a powerful foundation for, or extension of, your 

content platform. Social media can be effective in generating subscrib-

ers for your publications and driving readers to your content, but email 

newsletters are a dependable communication channel that you own and 

control.

LIST SEGMENTATION

The success of each newsletter can be widely affected by how your audi-

ence is segmented. According to MailChimp, segmented campaigns result 

in 14 percent more opens and 64 percent more clicks. 

While there is a seemingly endless number of ways you can 

segment your email list, your content will be highly influenced 

by the type of data and information available about your target 

audience. For example, if you target titles different, then seg-

menting and creating content to by title is a good option. 

If you don’t have defined buyer titles, or the personas you do 

have are out of date, there are many other ways you can de-

liver more relevant, personalized content. We have found that 

segmenting by customer versus prospect and by company size are good 

starting points when targeting SMBs. 

Email 
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While your email newsletters will consist largely of content, consider 

including offers in them, too. With segmenting, you also have the oppor-

tunity to vary your offers—base products for prospects, common upsell 

products for customers and so on. Since the percentage of prospects that 

are ready to buy at any given time is likely low, consider testing content- 

driven emails that include an offer, instead of offer-driven emails. This 

might result in higher open and click rates.

EMAIL CAPTURE

When your tactics, whether SEO, paid search or a display campaign, have 

led a buyer to your site, remember that fewer than 5 percent of visitors are 

ready to buy. So what about the other 95 percent? 

Those 95 percent were interested enough to click on a search 

result or an ad, or maybe type your URL into their browser, so 

they are interested in something. This is where having an email 

newsletter for prospects, chock full of great content, can be 

quite powerful. Turning a visitor who is not ready to buy into an 

email newsletter subscriber gives you a recurring, consistent 

communication channel and puts your brand and message in 

front of them when they are ready to buy. 

As alluded to in Chapter 5, I suggest putting email sign-up forms 

on as many URLs as possible, especially adjacent to content. 

If visitors like the content you are providing, you want to give 

them an opportunity to get more of it sent to their inbox, and 

you want a way to reach them in the future.
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GATED CONTENT

Another way to capture email addresses comes from gating high-value 

content. Gating content versus not gating content has been a raging de-

bate for a few years now, with good points on both sides of the argument. 

I prefer David Meerman Scott’s approach of not gating less- 

valued, similar-themed content assets and then gating “next-

step,” or higher-value, assets. In the race to capture as many 

leads as possible, consider this: if you are looking for leads that 

are more likely to buy, then only gate assets with topics that are 

more closely aligned with the purchase of your product. This 

way, if a visitor opts into product-aligned content, he or she is 

probably further down the buyer’s journey. Use this approach 

and your sales team will thank you, because the leads represent 

interested buyers and not just those interested in the content.

Ungated assets are more likely to be shared, therefore exposing more 

people to the gated assets. Your salespeople are likely to also appreciate 

this aspect. Too much gated content frustrates users, while gating only 

high-value content produces more qualified leads.

Speaking of gating assets, and going back to the concept of helping the 

SMB buyer, keep the following in mind: 

• Do not assume that if someone downloads a single content asset, 

they are a qualified lead.

• When you do follow up with someone who has downloaded gated as-

sets, don’t ask them if they want to have a call to discuss your product. 

Ask them if they have any questions about the topic of the content.

Do not 

assume that 
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single content 

asset, they 

are a qualified 

lead.
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Building Your Audience

ONLINE FORMS

You must make sure any form on your site is as as painless as possible for 

visitors to fill out. According to a study by Ascend2, every field you add to 

a form reduces opt-ins by 11 percent. This study also found that 

61 percent of B2B marketers keep forms to between two and 

four fields. The most common requirements were email address 

and name. Any additional fields should be determined by your 

content goals. For example, will you target prospects by the size 

of their company, or by industry? Be strategic in the information 

you require of opt-ins. 

MARKETING AUTOMATION

A full discussion on content and marketing automation is beyond the 

scope of this guide. That said, keep in mind the following:

• Content consumption is an excellent behavioral signal, especially if 

the prospect is consuming content further down the funnel. So, it is 

critical to take steps to integrate your content into your automation 

platform. 

•  When your automation platform signals that you have a sales qual-

ified lead (SQL), keep in mind that you don’t know the buyer’s true 

intent, despite the buyer’s score. Sales should take the approach 

of continuing the conversation based on the most recent content 

consumed. As stated above, instead of asking for a meeting, a better 

approach could be to ask if they have questions about the topic of the 

last content they read.

• The power of personalization is well known, and automation gives 

companies the ability to serve up the right content at the right time, 

based on previous content consumption, and other data such as 

previous purchases. Investments in getting this right will pay off 

handsomely.

Every field 

you add to a 

form reduces 

opt-ins by 11 

percent..

http://www.rslmedia.com


 38  

Building Your Audience

PROMOTING YOUR CONTENT

Finally, consider an approach to audience-building that is being increas-

ingly embraced by leading-edge marketers. It involves allocating a portion 

of their paid marketing budget, which is usually for ads and social, specif-

ically to promoting their content and building their audience. This makes 

sense for several reasons:  

1. Your advertising will be relevant to a much broader audience, 

including those who are not ready to buy now, but might be 

down the road.

2. You’ll accelerate the growth of your in-house audience, ver-

sus just letting it grow organically.

3. You’ll be leveraging the investment you’ve made in creating 

great content for your platform. 

How much of your marketing budget should you direct toward driving 

external audiences to your content? There’s no one right answer, but if 

you take conversion rates and other metrics from your content and add 

the value of resulting sales, you should be able to assign an approximate 

value to a typical subscriber. The trick then is to find cost-effective ways to 

drive new subscribers to your content. Highly-targetable media platforms 

like LinkedIn and Facebook can work well for this purpose.

Allocating 

a portion of 

your paid 

marketing 

budget for 

content 

promotion.

Like this guide?  
Build SMB trust & sales with our weekly tips &  
resources. Sign up today at speaksmb.com
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Measurement
A book can be written on measuring results from your 

content programs, but we’ll discuss a few basics here to get started. First, 

determine what key metrics will help you understand if your content is 

meeting your goals. Here are just a few things to keep in mind.

ENGAGEMENT

Overall content consumption and number of views are great metrics for 

identifying which topics are resonating with your audience. Going a little 

deeper, it is also good to see the percentage of readers who are reading or 

watching until the end (if your CMS supports time on page and comple-

tion rates). There are hosts of other metrics that serve as drivers, as well:

• Users

• Bounce rate

• Pages per session

• New sessions

• Session duration

• Social shares

AUDIENCE

With respect to building an audience, the best metric to mea-

sure is the number of email subscribers, along with new sub-

scribers and unsubscribes. These metrics are simply a reflection 

of people saying they want to hear from you.

With respect 

to building an 

audience, the 

best metric 

to measure is 

the number 

of email 

subscribers.
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Measurement

CALLS TO ACTION (CTAS)

Measuring what content is driving the actions discussed in the previous 

chapter is essential. Metrics to consider include:

• Lead quantity

• Lead quality

• Revenue

KEEP IN MIND

Most marketers that we know have a constant, quarterly pressure to 

produce results. It is important to keep in mind that content programs are 

less like an ad campaign and more like the dividends from a good invest-

ment. Content key performance indicators (KPIs) should be measured over 

both the short and long term, and certainly well beyond the current and 

upcoming quarters.

Also, anecdotal results and feedback really help to put your data in per-

spective. A couple of years ago, the CMO of one of our clients excitedly 

called to tell me that a salesperson contacted her and told her that he 

just brought in a deal valued in excess of a million dollars, and gave some 

credit to the magazine that we produced for them. When analyzing your 

content, consider qualitative feedback such as:

• What your customers are saying about your content

• What your salespeople are saying about your content

Like this guide?  
Build SMB trust & sales with our weekly tips &  
resources. Sign up today at speaksmb.com
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Conclusion
Companies that market and sell to SMBs are at different 

stages of developing their content marketing programs, but the bottom 

line is this: wherever your organization is today, you need keep 

evolving, adopting best practices and raising your game. Your 

competitors surely are. There’s an ocean of content out there, 

and content that’s merely good is no longer good enough. 

Content, produced strategically, that stands out by truly helping 

the SMB buyer with his or her business challenges is the key to 

positioning your brand and your product or service at the end of 

the SMB buyer’s journey. 

The concepts in this guide are within the reach of any brand. 

You might be asking, though, “Where do I start?” There is no one 

answer and no magic pill. However, you can begin by:

•  Creating your content mission and documenting your  

strategy

•  Reframing your role from a marketing department to one 

that is designed to help the customer

•  Starting to build an audience, even if you can’t do it right 

away

• Considering a content-driven campaign to get a quick win and 

some traction

Philip Kotler, famed marketer, said, “Marketing is not the art of finding 

clever ways to dispose of what you make. It is the art of creating genuine 

customer value.” Follow the advice in this guide and you will find SMB 

buyers who really want to hear from your brand. How cool is that?

Marketing is 

not the art 

of finding 

clever ways 

to dispose 

of what you 

make. It is the 

art of creating 

genuine 

customer 

value.”  

– Philip Kotler 

http://www.rslmedia.com


Ready to talk about accelerating 
your buyer’s journey?
Need to create a content strategy that closes more business as well as upsells to 

your current SMB customers? Then define and execute your own SMB content 

funnel with my help. Schedule a call by emailing hello@rslmedia.com.

Join the following enterprise companies that have utilized RSL Media to create a 

customer strategy that connects content, marketing and sales:

• Aetna

• Altice/Cablevision

• Capital One

• Charter Communications/Time Warner Cable Business Class

• Citi

• Constant Contact

• SAP Concur

• The Hartford

• TriNet

rslmedia.com

SHARE THIS GUIDE:

Sign up yourself and your team for our newsletter, to receive critical B2SMB in-

sights and ideas that you can use along with helpful content not found elsewhere.

http://rslmedia.com
https://www.speaksmb.com/about-us/#subscribe
https://twitter.com/intent/tweet?source=webclient&text=I%E2%80%99m%20reading%20%E2%80%9CAccelerating%20the%20SMB%20Buyer%E2%80%99s%20Journey%E2%80%9D%20goo.gl/eg2wt1
https://www.linkedin.com/shareArticle?mini=true&url=goo.gl/eg2wt1&title=%20Accelerating%20the%20SMB%20Buyer%E2%80%99s%20Journey%20&source=RSL%20Media
http://www.facebook.com/sharer.php?u= goo.gl/eg2wt1
mailto:?subject=I%20thought%20you%20would%20like%20to%20read%20this%20definitive%20guide&body=Accelerating%20the%20SMB%20Buyer%27s%20Journey%20http://rslmedia.com/ebook-accelerating-the-buyers-journey-with-content/

