
A  S T R O N G  E X A M P L E
HOW  CONTENT  MARKET ING  ESTABL I SHED  A  TRUSTED  BRAND

IN  A  H IGHLY  COMPET I T I VE  I NDUSTRY

More than a decade ago, I started working

with a local engineering firm that was

developing a range of products, including a

few of its own proprietary products. Then,

about five years ago, it became clear that

one of those proprietary products had a

chance to really become a full-fledged

business.

 

The challenge was that it was entering an

industry full of major players who owned

the market.

 

As a start-up, it didn't have the budget to

fight for market share in the traditional

avenues of sales and marketing; so we

developed a very focused content

marketing plan that would enable the

company to establish itself as a real player

in the industry, even though it was young. 

 

We noticed none of the well-known brands

were focused on educating; they were

solely focused on the features and benefits

of their products. This was not surprising,

because most B2B companies are still

operating from a traditional mindset of

sales and marketing. However, the market

needed education - there is so much

misinformation on the web, and for this

company, it has life and death implications

if buyers make a wrong decision.

We made a concerted effort to stop selling

(in the traditional sense) and really focus

on helping our potential audience to

understand what they were buying and

why they were buying it.

 

And, as you can see above, it paid off big

time, especially when a major nationwide

incident happened that drove searches for

one of the company's products.

STOP  SELL ING .  START  HELP ING .

With a focus on becoming the most

trusted brand in the industry, we produced

more than 100 relevant blogs and video

posts from early 2017 to August 2019; we

built an email list of nearly 20,000

subscribers; and the company regularly

receives 80-100 new leads each month

from the web.

 

For more, email learnmore@joltcms.com.
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