
All Aboard 
the Content 
Marketing Train

Tactics and Insider Tips to Grow 
Your Business



Consumers have become 
cynical of advertising and 
sceptical of marketing. You’ve 
probably noticed this already. 
Perhaps your Facebook likes are 
down, your Instagram followers 
dwindling. Perhaps you’ve 
started a blog because you’ve 
heard that’s the best thing to 
do for SEO, but you’re not really 
sure what you’re supposed to 
do with it. And why is everyone 
talking about Snapchat all 
of a sudden? Isn’t that for 
teenagers?

More and more, consumers want to discover 
things on their own. There is cache in being 
the person who knows what’s happening 
in the world, and ‘curating’ the information 
others receive each day. This isn’t surprising; 
the average person checks their phone a 
pretty astonishing 150 times a day – spending 
a little over a minute per session. Who wants 
to see ads and other marketing that we don’t 
care about or connect to?

Google calls these phone checks ‘micro-
moments’ and research indicates that in 
these moments, we expect brands to intrude. 
Often we want them to – with information or 
resources that are helpful to us. We want to 
learn what’s the best low-cost hairdryer to 
replace the one that just broke. We want to 
know which bars have happy hour close by. 
We want to tell our friends about a funny thing 
that happened on the bus – and maybe check 
what’s new on Net-a-Porter while we’re there.

The case for content creation boils down 
to the fact that it is highly persuasive. More 
and more, the gorgeous photos we see on 
Instagram are more persuasive than a long list 
of hotels on TripAdvisor. Both are important, 
but they need to complement each other. If 
the first hairdryer we come across is through 
a YouTube tutorial for a French chignon, it 
will stick – far more than an ad we see in the 
local rag. In fact, research shows content 
marketing costs 62% less than traditional 
marketing, and generates 3 times as many 
leads.

Think about your own micro-moments – or 
the moments your ideal customer might have. 
When could your brand ‘intrude’? This is where 
you need to be placing your marketing dollars. 
It’s imperative that when your customer 
comes looking, you are there and you are 
useful.

We’re going to show you why – and how.

Game Changer

https://www.youtube.com/watch?v=kuIRs3JcpNs
https://www.youtube.com/watch?v=kuIRs3JcpNs
http://neilpatel.com/2016/01/21/38-content-marketing-stats-that-every-marketer-needs-to-know/


Simply, content marketing 
is connecting consumers to 
solutions via content. It’s about 
telling your brand’s story in a 
way that entertains, educates 
and/or informs.

Advertising used to be the same thing as 
marketing. Now marketing is about telling 
stories to people who want to hear them. 
Advertising is about… well, who cares.

Many of the world’s biggest corporations 
– American Express, Westpac Banking 
Corporation, Nike – certainly don’t. In the last 
few years we’ve seen a dramatic shift in these 
companies as they go back to basics with 
their marketing strategies. That’s because 
creating valuable, free content creates trust, 
builds your brand, keeps people informed, 
gives you something to share on social media, 
and helps you rank in search engines. Your 
generosity is rewarded with eyeballs.

Think about your own purchasing behaviour. 
Isn’t a YouTube tutorial more powerful than 
an ad in Facebook’s side banner. How about 
a blog post about creating inspiration boards 
as an effective way for a graphic designer to 
showcase their skills? We’re going to show 
you how a mini-magazine for coffee lovers 
has consumers searching out stockists, how 
Adele songs can promote food blogs, and 
most importantly, how you can use content 
marketing to grow your own audience and 
business.

Let’s get started…

What is content marketing?



Brands are all about 
communication, so you need 
to know what your brand is 
about before you can tell that 
story. Simon Sinek – author 
of global bestseller Start With 
Why – thinks that every single 
organization on the planet 
functions on three levels:
1. What we do;
2. How we do it; and 
3. Why we do it.

Every organisation, he says, knows what they 
do. It’s their products or services. Most know 
how they do it – it’s their unique selling point, 
the things that set them apart from their 
competition. However, very few people and 
organisation can clearly articulate why they 
do what they do.

The issue seems to be that companies 
start and end at the ‘what’ side, and end up 
ignoring the ‘why’. Does this sound familiar?

What: We sell beautiful clothes. 
How: We have 10 years of experience in 
fashion design and styling, having graduated 
from the country’s top design college. 
Why: Come and buy our clothes! …?

Sinek argues that when businesses 
communicate their purpose first, they 
communicate what drives their decision-
making and behaviour. Here’s an example of 
that same fashion designer starting with their 
why:

Why: We believe that all women have the right 
to feel empowered, so that they have the 
confidence to take on the world. 
How: We do this by channelling our work 

as designers and stylists to make sure that 
women are offered clothes that suit them. 
What: We sell beautiful clothes that women 
can move in.

You can see how the ‘why’ would start 
reflecting in the behaviours of the business: 
customers would be given honest advice, 
designers would be vetoed if they had a 
history of negative body image messages... 
Here are the whys of some of our fave biz 
ladies:

YCL Jewels: We create handmade jewellery 
that is not just beautiful, but holds intention 
for and meaning to the beholder. 
Lambie & Co.: We celebrate nature’s beauty 
with sustainable graphic design. 
Kindred Toxin Free Facials: We help people 
take care of themselves in a toxic-free 
environment.

What is yours? Remember to think beyond 
your products or services to understand 
exactly why you do what you do. Put your 
‘why’ somewhere you can see it frequently – it 
will be essential when you have a bad day! 

Know your story



Once you know your purpose 
and mission, instead of just your 
product or purpose, it opens up 
the doors to creating content 
that enhances the lives of your 
audience. The added benefit of 
this is that it’s also way more 
fun!

These are your ‘content buckets’ – the 
messages you can communicate while 
remaining on brand. Sometimes having two of 
these is perfect; sometimes having a dozen is 
fun.

Identify your key targets and what you 
can give them

One of our favourite questions to ask when we 
are looking at brand positioning is ‘where else 
are your customers?’ A long list of fabulous 
boutiques, websites, galleries, online shops, 
restaurants, bars and salons flows out. Here 
are some of our other favourites:

• Who are your most profitable   
 customers? 

• Why do they buy from you?
• What sort of people are they? 
• What blogs/magazines do they read? 
• Where do they go on holiday? 
• Who would they follow on social media?  

 On what channels?
• Do your actual customers differ from  

 your dream customers? How? 
• Who do you want your branding   

 to impress? How should your ideal  
 customers feel when they experience  
 your branding? 

Don’t just think about who you would love 
to buy your products or services, think 
about what you can offer them in return.

Build an editorial calendar that suits 
you

Now that you have your content buckets 
and audiences sorted, it’s time for the 
fun part. What content can you create for 
them? Here are some things to think about:

• What channels will you use? Do you  
 really need Twitter? Is Snapchat going  
 to be a fun way to connect with your  
 audience that you’ll actually do?

• What is your budget? Be realistic,   
 because you’ll need two – one to   
 create, one to disseminate.

• How often will you post really? There’s  
 no point signing up for Facebook if  
 you’re only committed to updating  
 once a week. Likewise, you probably  
 don’t need to update your blog every  
 single day. Is a monthly YouTube video  
 realistic? 10 Snapchats before lunch?

There is almost always going to be a 
solution that fits your time, budget, industry 
and skill sets. You just need to be realistic 
and honest with yourself.

Turn it into content

Consider your company’s main messages

Start with the ‘why’ you decided on. Can you elaborate on 
it? Look at YCL Jewels for example. Her why – handmade 
jewellery that is not just beautiful – holds multiple messages. 
Let’s look at them:

• Beauty – women wanting to feel and look beautiful
• Intention – in YCL’s case, veganism, spirituality, self-love
• Jewellery – good design and the work that goes into a  

 quality, handmade product

Brainstorm all the facets of what you do. 



There are many companies who 
are doing content marketing 
really, really well. The good news 
is that clever content marketing 
ideas can be duplicated across 
nearly any topic or niche. If you 
see something you love, make 
a note of it. You can definitely 
put a spin on it for your industry 
and audience. 

Here are some ideas to get your 
started...

Create Videos

People love to see how magic tricks are done. 
Infinitely curious, the human race loves a 
mystery… when it’s solved. There is no risk 
of ruining the magic or spoiling the show by 
giving your audience a taste of what is going 
on behind closed doors.

L’Oreal Paris Australia regularly creates 
make-up tutorials on YouTube around their 
newest products. Learn how to perfectly apply 
conceal… with their Lumi Magique Concealer. 
Apply perfect red lipstick… with their Colour 
Riche No. 377. Their strategy is to give for free 
to sell something related.

Mr Porter, the brother site to Net-a-Porter, is a 
one-stop destination for all men’s clothes and 
accessories. We, as an all-female team, still 
subscribe to their YouTube channel. As well as 
being beautifully produced, the videos offer 
useful advice on everything from wine tasting 
to flexibility stretches to cooking a steak. 
There’s maybe a little bit of perving that goes 
on as well, but it’s mostly the video quality 
that hooks us in...

Free People, another clothing brand, offers 
videos that range from inspo to look book 
sneak-peeks to how-tos. They show the Free 
People’s way of life through vegan recipes and 
workouts.

Queensland Ballet is nailing their content 
marketing. Hiring that Marketing Director 
was as much a coup as securing Li Cunxin 
as their Artistic Director! As well as showing 
childhood photos of the corps’ first ballet 
lessons (so cute!), the company has been 
exploring 360° videos to show fans what it 
feels like to perform on stage. Backstage 
videos of rehearsals and ‘trailers’ of upcoming 
performances round it all out.

Learn from these case studies:

• Don’t be afraid to ‘ruin the magic’   
 by showing fans what you consider  
 ‘boring’. It’s a whole new world to them.

• Invest in producing high-quality video  
 if you want to reach a wide audience  
 on YouTube or Vimeo. iPhone videos  
 are fine for Snapchat, which is a casual  
 and disposable content channel.

• Tie your product or service in, but do  
 it subtly. Your priority is to entertain and  
 educate, not to do the hard sell.

• Choose a niche to attract large   
 volumes of people. Mr Porter is trying  
 to sell to men, and if women are   
 interested too, that’s great! But they  
 won’t change their marketing strategy  
 to accommodate their female viewers,  
 because that’s just not their niche.

Who’s doing it well?

https://www.youtube.com/user/LOrealParisAU
https://www.youtube.com/user/MRPORTER/featured
https://www.youtube.com/watch?v=JZszQfw6NMo&list=LL_N5rVefdboxXr-J0D7HnnQ&index=43
https://www.youtube.com/watch?v=9Am_SJ7EHfE
https://www.youtube.com/watch?v=GBPagge4dv8
https://www.facebook.com/QldBallet/videos/10154184216306414/
https://www.facebook.com/QldBallet/videos/10154295167066414/
https://www.facebook.com/QldBallet/videos/10154295167066414/


Use Photo-Heavy Content

Get out that camera you bought five years 
ago and figure out how to take awesome 
images of your products.

Natalie Marie makes beautiful, bespoke 
jewellery – but she doesn’t get lazy with 
her photography just because the products 
are gorgeous. She invests in beautiful 
photoshoots to capture each collection, 
which creates a unified brand look and high-
quality content. You follow because you want 
a bit of that deliciousness in your Instagram 
feed each day, and when you’re in the market 
for a piece, guess who will come to mind?

Bureau Rabensteiner is a design agency in 
Austria. As well as being talented designers, 
they make sure they showcase their work in 
beautiful ways that will grab the attention of 
potential clients. They also produce stunning 
city guides that have no purpose other than 
to showcase their design skills and build an 
audience that shares their appreciation of 
travel.

Some more ideas...
One Kings Lane sells homewares, but most people 
don’t come across them as an e-commerce site. 
Their emphasis on content marketing is so heavy 
that you’d be forgiven for not realising they were 
a shop! The magazine-quality blog posts provide 
content for anyone interested in interior design 
– from replicating a living room style to the best 
melamine tableware. They then match their advice to 
products in a stylish, non-pushy way.

Learn from these case studies:

• Think about who your customers are and what  
 they want to know. Become the destination  
 that tells them that information – and then fill  
 those posts with beautiful images of what you  
 sell.

• Passion projects are not wasted if they show  
 off your skills and help build a community.

• Investing in beautiful, professional photo   
 shoots will give you months and months of  
 content that you can recycle. Plan the shoot  
 well in advance to make sure you capture every  
 single shot you might need – take photos of  
 products you want to create brand collaborations  
 with, take headshots as well as flatlays. Batching  
 in this way will make your photoshoots cost- 
 effective.

Become Your Own a Media Outlet 

To become an authority in your space, think like a 

publisher. Publishers are constantly scouting for 
ideas, shaping them to suit their brand, and finding 
ways to deliver them to their audiences. By becoming 
a hub where people seek information, you’ll create 
authority and, in turn, inspire trust – much more 
influential than the hard-sell.

Medibank Private produces ‘be’, a magazine that 
covers everything from healthy recipes to research 
to choosing the right type of running shoe. It’s 
beautifully produced on lovely stock, and – despite 
what you’d expect from an insurance company – is 
actually something you would happily flick through. 
They also have a complementary blog that shares 
some of this content digitally. 

All Press produces a newspaper-like publication, 
which is available in the stores that sell their coffee. 
It’s so gorgeous that you might seek out a café just 
so you can see it in person. Food52 has turned into a 
one-stop shop for all things kitchen-related through 
both their huge database of user-generated recipes, 
as well as their informative blog (which just happens 
to include some of the best headlines we’ve seen). 
Their recent addition of e-commerce is a sign of how 
the company is growing.

Elle & Company and Rowan Made are two small 
design studios that have managed to become 
media outlets through their blogs. By tapping into 
their primary audience – fellow graphic designers 

https://www.instagram.com/nataliemariejewellery/
https://issuu.com/bureau_rabensteiner
https://issuu.com/bureau_rabensteiner
https://www.onekingslane.com/sales/67052
https://www.onekingslane.com/sales/67904
https://www.onekingslane.com/sales/67904
https://www.medibank.com.au/healthbrief/
https://www.instagram.com/p/BDBpd8TFV-8/?taken-by=allpressau
http://food52.com/blog
http://food52.com/blog/14882-10-oniony-recipes-to-make-as-you-cry-to-adele-s-new-album
http://www.elleandcompanydesign.com/
http://rowanmade.com/


and other small business owners – they are 
able to show themselves as experts and put 
themselves on the map.

Learn from these case studies:

• Produce something useful and beautiful   
 to introduce yourself to people.

• The content you publish should not be   
 overwhelmingly branded.

• Create high-quality content and commit   
 to producing it at least once a week. The   
 frequency of production isn’t necessarily   
 what you need to focus on, but the   
 regularity is. 

• Don’t feel you need to create everything   
 yourself – collaborations are essential to   
 this strategy.

Create true partnerships and 
collaborations

It’s easy to spend a lot of time trying to 
impress the wrong people. Traditional 
publicity often means trying to please editors 
instead of customers. Positioning yourself to 
publications instead of real people is a very 
easy trap to fall into – who doesn’t want their 

A few more ideas...
soaps featured in Vogue or their custom wallpaper 
in Belle? But editors are real people who are just 
responding to creative new things. Please people, not 
publications.

More and more, successful entrepreneurs are 
creating partnerships with like-minded brand 
friends and businesses. This isn’t simply influencer 
marketing, but true collaboration. The audience that 
loves beautiful soaps is likely a similar audience to 
the one that loves beautiful teas. It may also be the 
same one that loves wine bars. Go back to your list 
of brands your audience loves – is there potential to 
collaborate with any of them? What can you offer that 
is equal to their offering? Don’t assume that because 
their Instagram followers are in the hundreds of 
thousands that you have nothing to add. Similarly, 
don’t assume that influencers with only 100 followers 
don’t have a highly engaged audience who will drive 
as many sales as the big guys.

Get it out there

Social Triggers founder Derek Halpern advocates 
a variation of the famous 80/20 productivity rule. 
He spends 20% of his time creating content, and 
80% promoting it. In other words, for every hour he 
spends on content creation, he allocates four hours 
of his time to promoting it.

‘Why would you spend more time creating content 
when you already have something that your ideal 
customers can benefit from? It’s smarter to find 
another 10,000 people to consume what you’ve 
already created as opposed to creating more.’

Keep in mind that, if you’ve written a killer article, 
shared it with your social networks, and aren’t seeing 
much traction, it can be time to grab your credit 
card. Promoting your post through paid advertising 
can expose your content to a larger, heavily targeted 
audience. You can spend as little as $10 to do it. If 
your content’s as good as you think it is, it should 
pick up momentum from there, as your paid audience 
members begin to independently like and share the 
post.

Before spending money on promotion though, 
make sure your post has a clear call-to-action. 
While it may be worth the money just to boost your 
brand’s visibility, it can be even more beneficial if 
you can encourage those visitors to sign up for your 
newsletter or get a product demo.



You don’t need a massive 
budget or a hundred thousand 
followers on Instagram to 
market your biz like a rock 
star. With some imagination 
and creativity – as well as 
some dedicated time – you 
can add enough value to your 
customers’ lives that they keep 
coming back for more.

We hope this mini eBook has inspired you 
to grow your own business through content 
marketing. Of course, if you want to talk to us 
about other ideas or inspiration, we’re all ears! 
With our combined backgrounds – covering 
events, PR, strategy, copywriting, design, 
hospitality, psychology, television, history, 
philanthropy, travel, entrepreneurship – we 
have the diversity of thinking that’s essential 
to thinking outside the box.

Would you like to learn some more about 
working together? That’s great news! The 
next step is to fill in a short questionnaire so 
we can learn about who you are and what you 
do. We can’t wait to be in touch!

The Lowdown

Click here to fill in 
a short questionnaire.

Click here to get in  
touch with us.

http://deaneand.co/questionnaire
mailto:claire@deaneand.co

