B2B Content Marketing

Strategy: Goals, Choices,
and Tradeoffs

Content strategy is resource allocation:
every asset spends budget, capacity,
credibility, or attention
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Three questions frame the workshop:
which goals, which choices, which tradeoffs

g& Buying groups now average 13 internal
stakeholders plus 9 external influencers

86% of B2B purchases stall on consensus
failure, not product fit

Roadmap: goals, buying-group mapping,
D:D format choices, tradeoffs, governance,
measurement, 90-day plan

I Benchmark figures vary by study—quote
ol yours with scope attached




Background: Why Content Confidence
Outpaces Content Capability

@ Teams publish more content than ever,
yet pipeline confidence stays fragile

The gap is clarity, not effort: dashboards
are full, explanations are thin

Over half of marketers cite ongoing
attribution gaps that limit optimization

High data confidence strongly predicts
consistent qualified pipeline

Advanced teams invest in research,
long-form analysis, podcasts over pure reach
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Common failure modes: volume over
relevance, unclear ownership, vanity dashboards

Attention Authority
narrows compounds




Core Concepts: Goals, Choices,
and Tradeoffs as One System

®

Goals: what content must move —
awareness, demand, pipeline
influence, deal acceleration

Choices: allocation across
audiences, roles, formats,
channels, research depth

Tradeoffs are deliberate bets,
not apologies: depth vs. breadth,
speed vs. rigor

Every bet needs a documented
rationale, a named owner, and
a proof standard

Benchmarks: sourced pipeline
25-45%, influenced 60-85%,
ratio near 1:2.0




Map the Buying Group Before You Plan Content

® Map roles, not titles: champion,
economic buyer, technical evaluator,
end user, procurement, sponsor,
blocker

How will this
help our
- initiative? &
= =
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) Champion
® One person can hold multiple roles;

same title plays different roles at
different deal sizes

What is Does it
R the payback? %;_—, ~ fit technically? ¥

Technical Evaluator

® Each role asks a different question:
support, payback, fit, daily work, risk

How will this What are |
affect my 5 ) f  therisks? BB

® Diagnose blocker concerns directly; " daily work? =
routed-around objections resurface @ q

late and stall deals

® Composition shifts with ACYV,
regulated industries, and Al purchases,

Do | support What concerns

this?

— dolhave?

where group size roughly doubles - '




Design for Consensus, Not Just for
the Champion

e Libraries built for champion and Champion-Only Library Consensus-Building Library

economic buyer leave end users,
legal, and sponsors unaddressed

@ Individual-relevance content can
undermine alignment; buying-group
relevance supports consensus

Champion
Economic Buyer
Sponsors
Other Roles

Champion
Economic Buyer
Legal

@ Build shared assets: business cases,
comparison guides, TCO models,
security packs, internal selling kits

@ Audit your three largest deals: list
everyone, map roles, flag roles with
zero assets

@ Minimum viable threshold: roughly
two purpose-built assets per role

MORE PERSPECTIVES
STRONGER OUTCOMES




Setting Goals That Ladder to Pipeline and Revenue

FROM ENGAGEMENT TO OPPORTUNITY TO REVENUE

e Tier metrics by proximity to revenue—not volume
:ﬁ @ Pipeline-influenced revenue: 20-35% of total pipeline

REVENUE @ Content-attributed ARR: 8-15% of closed ARR
OUTCOMES

e Cost per content-sourced opportunity: $800-$2,500

cMRn
PIPELINE IMPACT

@ Buying-group engagement (3+ roles/account):
~3x close rate

@ Sales content usage rate: 60-80% signals multiplier

Qn' e Stop reporting pageviews, bounce rate, raw

subscriber counts
INFLUENCE & USAGE

¥

ENGAGEMENT SIGNALS

® Benchmarks diagnose; they don't score. Gated
conversion 2-5%; ROl 3x-5x




Choosing Formats, Channels,

CREATES

and Distribution Priorities

Format economics: case studies 8.4%,
research 6.9%, comparisons 5.7%,

E 0 '
Sl ase studies Research

C Comparisons
Per-piece ROI falls as volume rises; L o L°”§~Form
research depth returns most per dollar a _"_'_"'Q m
oy
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e Channel fit: audience concentration, — | | ::":'
buying stage, cost, durability, nuance 5 4% 6.9% 5.7%
- 5 3.2%
Owned compounds, earned borrows S . $$ $$$
trust, paid accelerates reach and P ) ° o |
learning o & 2 - & aa o
Y : g aq
x Amplify proven content; small teams ' ' ‘h“"‘*“,’
run 3-5 channels with excellence
Paid works best on content that BETTER
already won organically CONTENT ——
BRIGHTER
OUTCOMES

INSIGHTS ACTION PROGRESS



The Gated Versus Open Decision, Asset by Asset

® Form gates block Al crawlers;
gated PDFs earn almost no
citations

® Ungated HTML test: 4.1x LLM
citations, 2.2x sessions, 31%
pipeline lift

® Same-asset form fills dropped
38%, but only low-intent leads

® Open the explanation, gate the
application: templates, calculators,
live sessions

® Dual-format: full HTML body plus
a gated worksheet or briefing

® Break-even: form rate x content-
lead close vs. open-reader demo
rate x close

A

One Asset

4

Break-even:
form rate x content-lead
close vs. open-reader
demo rate x close

Ungated HTML Gated PDF
(Open) (Form Gate)
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Al Crawlers EE?al""n'_s Almost
Citations No Citations




Tradeoffs: Depth Versus

Scale, Speed Versus Credibility

Decide tradeoffs explicitly: depth vs.
breadth, speed vs. rigor, brand vs. demand

Depth buys relevance, authority, late-stage
support; scale buys reach, rarely moves
committees

Al raised the floor and compressed the
ceiling: average content is forgettable

Low-credibility cost compounds: skepticism,
sales friction, brand erosion, longer cycles

Higher ACV and regulated, multi-stakeholder
deals justify more depth per asset

Documenting tradeoffs turns a content plan
into defensible strategy




Content Operations, Governance, and Al Guardrails

LIGHT REVIEW FULL REVIEW || APPROVE

IDEAS j 5
& INPUTS ||| _ y APPROVED
- ; TOOLS [  AI-QUALITY
: OWNER

TIERED REVIEW GATES

_ CORRECTION PROTOCOL

a Workflow speeds drafting; Governance essentials: editorial policy,

operating system ties content to pipeline yarce at'sset, named Al-quality owner,
correction loop

000 Five governance models: centralized, @ Al guardrails: vetted sources, checkable
O federated, hybrid, policy-led, risk-tiered citation per claim, no generative pricing
or quotes
@ Tier by risk: light review routine; i Track operational health: publishable rate,
full review claims, pricing, security ol revisions, claim error rate, reuse

BETTER CONTENT POWERS WHAT'S NEXT —_— =




Measurement, Experimentation,

and Proving Impact

Three-tier system: multi-touch
attribution, marketing mix modeling,
incrementality testing

Account holdouts: 10-20% of
accounts, run median sales cycle
plus lag

Compute minimum detectable
effect before launch; pool quarters
when underpowered

=

Capture dark funnel with self-reported
"how did you hear about us" open text

Report confidence intervals, not just
point estimates; pair with win-loss
evidence

B.EE T T'E.R
QUESTIONS
STRONGER
IMPACT

MEASURE
EXPERIMENT
LEARN

DRIVE IMPACT

Multi-touch
attribution

Marketing
mix modeling

How did you hear
about us?

Incrementality
testing

Confidence intervals
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Applying the Framework: Scenarios and Decision Practice

New market, _ Mature o Sales

small team 2 category " enablement-led
New market, small team: Mature category: original Sales enablement-led:
open citation-earning content, research, comparisons, role-specific assets, usage
one earned channel consensus materials rate as metric

@ Goals @ Goals @ Goals

¢' Choices ,P Choices ¢' Choices
51-5 Tradeoffs m Tradeoffs Al‘& Tradeoffs

@ One owner O One owner Q One owner
L o) i) [

o ‘ Constraint size changes ambition and channel count, not the logic




From Strategy to a 90-Day Content Roadmap

One-page strategy statement: target roles, goals,
choices, accepted tradeoffs

2 l'"l il

Three strategic bets max per quarter, Minimum governance now: Instrument first: tag assets by role
each with owner and success criteria claim verification, Al output owner, and demand state, enable pipeline
approved tools tracking
Run one incrementality test; _ X Keep a living tradeoff log
A pre-register metric, window, == with revisit triggers
decision rule
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PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/0a7ce66e/public
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