
! ! ! ! ! ! ! ! !
For more information about Azar & Associates, go to www.azarandassociates.com

The Proper Foundation For Your 
Content Marketing Success

Customers, and prospects do not expect the same unbiased information from a product 
or service provider that they expect to find in a trusted media source, but they demand 
quality content that helps them make an informed decision.

For years, the formula has been “right content, right time, right person.” Unfortunately 
this often translates into, blast this, right now, to everyone.” So how do you create the 
proper foundation for your content marketing success, and how do you balance being 
perceived by the prospect as a trusted resource, with the goal of selling something. 

1. Content is Strategy
Content is a commitment to communicate to customers through their lifecycle. Using the 
traditional process, when marketing handed the baton to sales, who in-turn handed over 
to customer service, is no longer true. Marketing is no longer responsible for only 
product awareness, and filling the top of the sales funnel, it’s imperative in every step of 
your customer lifecycle. 
    
Your customer buying process may look like this: 

Awareness - Education - Consideration - Negotiation - Purchase - Loyalty

Most likely, than not, a simple model like this will work with just a few minor adjustments.   
Many companies are hiring journalists, or storytellers to communicate their key 
message. These people may not be marketers, but they are key in providing the needed 
marketing value in a well rounded marketing group.

2. Content is Protocols
Delivering content requires protocols, especially in healthcare industries. Here are some 
basics for establishing these protocols:

• Set up customer buying process and lifecycle
• Develop a customer and prospect characteristics - Your customer character may 

look different from your prospect character.
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• Associate content to characters and lifecycle - A content map will help you match 
assets with the target audience and your priorities. There will be multiple pieces of 
content for each character in each stage of the buying process. Each character in 
each stage of the process would represent a whitepaper, video, blog, or other content.

• Create your content - Think like a publisher. You’ll need to establish methods for 
absorbing requests, planning, executing, approving, and archiving content. 

• Adapt your content - Identify the needs “Who” and all the different formats needed 
for this content, and its place in the lifecycle. i.e., blogs, tweets, email, landing page, 
etc. 

• Deliver your content - How will this content find its way into the stream? What is the 
place of this content in the buying process? 

3. Automate the Process
You need a robust database to capture what’s happening. For example, a blog you 
created, is searched by a particular target audience character in the education stage, 
requires you to create a profile for that prospect indicating the buying process stage, 
and character, and update if he/she moves further along in  buying process so you can 
deliver subsequent communications.
 
4. Size your Content
Keep in mind the amount of time your audience invests at each point in the buying 
process, and size content accordingly. You need to provide the right amount of content, 
and allow for the deeper discussion, or next step. I’ve found brief is better, especially 
early in the buying process.

5. Measure your Content
Start by measuring something tangible, and continue to refine your process and 
measurement capabilities. It’s imperative that you determine the success metrics before 
starting the campaign, as not every company can connect marketing activities to 
revenue outcome.
 
6. Apply & Test your Content
Make it easy on yourself. Apply a few of the ideas above, or at least test them. You’ll 
create a lasting digital impression and gain a deeper understanding about what make 
your prospect, and customers tick.

To learn more about how you can create successful content marketing that helps you 
balance being perceived by the prospective buyer as a trusted resource on a given topic 
with the goal of selling something, call us today at (661) 810-2446 or visit us on-line at 
www.azarandassociates.com
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