
6 Monthly Sessions To Develop 
Your Content Marketing Strategy
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L E T ’ S  S E T  
S O M E  

E X P E C T A T I O N S

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

1  



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

DO WE REALLY WANT 
TO KILL MARKETING?

No. 


But the key is  to develop a  
modern approach to bui lding 
audiences that can serve our business 
needs. 


Why ?

 
You’ l l  a l l  have dif ferent reasons,  and  
di f ferent priorit ies .  But this  is  modern 
marketing as a business strategy



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

I  AM GOING ON THIS 
JOURNEY WITH YOU.

Yes.  For  Real . 


I  want to expand my business .  I  am a  
Small  Consult ing f i rm and I ’m looking to 
expand my service offering into the world 
Of Web 3 .0 -  including Crypto,  NFTs,  De-Fi 


So -  I ’m planning on an expansion and bui lding 
a content-brand in that space.  

 
I ’ l l  be report ing MY activ it ies  and progress as 
you go through yours .  



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

But that doesn’t  mean that 
you have to stay at the 

same step as me.


Anything -  in any session is  
up for discussion.  
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W H A T  M A K E S  A  
C O N T E N T  

M A R K E T I N G  
S T R A T E G Y  

D I F F E R E N T

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

I N T R O



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

7

REACH, & MOVE 
AUDIENCES TO 
ACTION

M A R K E T I N G ’ S  
P U R P O S E



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

D E F I N I T I O N S

1 “Content  market ing  i s  the  bus iness  
process  for creat ing  and d ist r ibut ing  
va luable  and compel l ing  content  to  
attract ,  acqui re ,  and engage a  c lear ly 
def ined and understood audience  -  
with  the  object ive  of  dr iv ing  a  
prof i tab le  customer act ion  ” 


-  Content  Market ing Inst i tute



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

A  S I M P L E R  D E F I N I T I O N

“Brands  no  longer have to  ‘ rent’  the  
media  in  order to  reach,  engage and 
insp i re  audiences  to  act ion   We can 
become the  media ,  and create  the  
content  that  bu i lds  audiences ,  and 
moves  them to  prof i tab le  act ion  ” 


-  Robert  Rose & Joe Pul izz i  
Ki l l ing  Market ing

2



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

T H E  S I M P L E S T  D E F I N I T I O N

“Product  and serv ice  companies  have 
the  ab i l i ty to  create  va luable  content  
that  engages  an  audience   Instead of  
se l l ing ,  we can insp i re ,  teach,  or 
enterta in  customers  as  to  WHY they 
should  know,  l ike  and t rust  us  enough 
to  buy f rom us  ” 


-  Robert  Rose & Joe Pul izz i  
Ki l l ing  Market ing

3



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

1. What marketing challenge/opportunity do I  
have? 

2. What audience and what action wil l  help me 
solve that problem - or meet that opportunity ? 

3. What value can I  del iver to them, and how wil l  I  
differentiate.  
(SPOILER ALERT:  THIS IS THE HARDEST QUESTION.)  

4. What does success look l ike? 



12

T H E  P R O D U C T  
M O D E L :  B U I L D I N G  
A N D  M O N E T I Z I N G  

A U D I E N C E S

“Market ing is  te l l ing the wor ld  you’re  a  
rock star  Content  Market ing is  
showing the wor ld  you are one ”  

2  



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

W H E R E  I S  Y O U R  B U S I N E S S ?

N e i l  H   B o r d e n

AUDIENCE 
PLATFORMS

 A startup blog, looking to products? 
(Food52, Glossier, Mint, The Hustle)


Small startup looking to scale? 
(Terminus, TeachBetter)     


In a crowded space looking to differentiate 
(Buzzfeed, TCA)


An established brand looking to establish 
sustainability 
(Cleveland Clinic) 


YOU 
????



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

C O N T E N T  I S  A S  I M P O R T A N T 

A S  P R O D U C T / S E R V I C E

N e i l  H   B o r d e n



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

F O U R  S T E P S 

T h i s  i s   o u r  d i s c u s s i o n  i f  y o u  a r e  j u s t  b e g i n n i n g  b u t  h a v e  i d e a s ,  

o r  y o u r  h o m e w o r k  i f  y o u  a r e  j u s t   

2   
AUDIENCE 
The WHO

Generally 
define the 
audience we 
are going to 
deliver this 
value to

1   
PURPOSE 
The WHY

Detail the 
business value 
of this 
particular 
experience/
content 
product

3   
STORY 

The WHAT

Determine the 
differentiated 
value we are 
going to deliver 
in the media 
product 

What does 
success look 
like and HOW 
it helps solve 
the business 
challenge/
opportunity

4   
VISION


The HOW
THIS IS 

ITERATIVE 

FLUID 

WORK  
THIS PLAN



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

DISCOVER

LEARN

TRY

TRANSACT

USE

RETURN

ADOPT

P U R P O S E :  W H E R E  W E  S T A R T 


R e m e m b e r  o u r  f i r s t  q u e s t i o n :  W h a t ’ s  o u r  m a r k e t i n g  p r o b l e m /o p p o r t u n i t y ?



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

USE

ADOPT

RETURN

GROW 
Deepen & Expand Trust


Engage and add experiential value 
to a known audience to add 

differentiating val 
 

PUT SIMPLY:


I’m trying not expand trust with 
an audience that knows and 

trusts me for one thing 
so that they deepen that trust 

or expand it into something new


DISCOVER

LEARN

TRY

TRANSACT

P I C K  A  P U R P O S E
SUBSCRIBE 
Learn & Earn Trust


Inspire a new approach to gain 
insight into how to develop a 
better relationship 


PUT SIMPLY:


I’m trying to establish trust  
with an audience that either 
doesn’t know me, or doesn’t 
know me for something new


WIN 
Build & Evolve Trust


Reinforce differentiated value to 
inspire self-discovery of value


PUT SIMPLY:


I’m trying to deepen trust 
so that this audience will 

actually transact and purchase 
Something from me




R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

DISCOVER

LEARN

TRY

TRANSACT

USE

RETURN

ADOPT

F O C U S  O N  O B J E C T I V E S
SUBSCRIBE 
Learn & Earn Trust


WIN 
Build & Evolve Trust


GROW 
Deepen & Expand Trust


INSPIRE  
CONVERSATION

REACH  

SUBSCRIBERS

EVOLVE  

AUDIENCES

NURTURE  

BUYERS

ENHANCE  

CUSTOMERS

RETAIN  

LOYALTY

EXPAND  

RELATIONSHIP



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

W H E R E  I  A M !  O N  T H E  F O U R  S T E P S

WHY - An existing audience that can trust 
me with insight into something new that is 
mysterious and that builds trust and opportunities 

WHAT - Some kind of thought leadership 
resource center or informational hub on 
best practices in  

WHO - Marketing leaders and senior practitioners 
at larger brands that are struggling with what Web 
3.0 means for marketing strategy 

HOW - A subscribed audience that can be 
monetized through advertising and sponsorship 
opportunities, and also provide new opportunities 
for consulting 

The business purpose 
and 

focus  The platform’s 
business plan and 

differentiation

1

MY CRYPTO BUSINESS 
MISSION



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

W H A T  D O E S  T H A T  M E A N ?   E X A C T LY ?
1. 11 days into January, my whiteboard is still messy.


2. But I know that right now this whole space is messy and f illed with jargon and 
that I can offer value based on my skills of making complex concepts easier to 
understand.


3. Not sure if it should be news or not.  So many news sites right now - do we really 
need another?  But opportunity for SEO and I could f ight for it.


4. Want it to be a practical resource that people trust and that differentiates to the 
point of real loyalty - a niche audience of trusted people. Decided that I want to 
teach crypto to marketers, not marketing to crypto people. Which means a 
“longer game”. 

ACTIONS


I need to research audience more.


I have a few names that I’m toying with - domain registrations, models I’m exploring - 
I’m in research mode right now.  No f irm decisions


Shooting for a Spring Release - to keep myself honest. 



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

W H A T  D O E S  T H A T  M E A N ?   E X A C T LY ?
1. Three Areas Of Progress


1. I know what I want to call it - Name Settled


2. Research Plan has been developed (I’m down rabbit hole) 
My Web 3.0 prof ile has begun…


3. Competitive Media identif ied 

2. Where Am I Stuck


1. Objective (Subscribers for sure - but Explicit Subscribers or 
general Awareness)


1. Means Newsletter over Podcast or Blog etc. 

2. News or University learning model…. 


3. Audience and Real Case studies are sparse on details 

3. Top Three Actions


1. Schedule Interviews with noted consultants (use my 
connections)


2. Make decision on objectives and write it down


3. Finalize some seed content calendar based on that 

4. Biggest Takeaway


1. Need to be more organized in my product planning… 
suffering a little “cobbler ’s kid” syndrome.




R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

N O W  L E T ’ S  T A L K  A B O U T  Y O U 

C O A C H I N G  T I M E

R O B E R T @ C O N T E N T A D V I S O R Y . N E T

mailto:ROBERT@CONTENTADVISORY.NET


R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

A P P E N D I X  S L I D E S

mailto:ROBERT@CONTENTADVISORY.NET


R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

DO A PEST(EL) ANALYSIS IF YOU CAN



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

DO A PEST(EL) ANALYSIS IF YOU CAN



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

V A L I D A T E  Y O U R  A U D I E N C E  S I Z E



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y



R o b e r t  R o s e 


T h e  C o n t e n t  A d v i s o r y

1.Budget Percentages For Marketing – 2019

2.Pestel Analysis Overview

3.Market Sizing Overview TAM, SAM, SOM

4.Michael Porter’s 5 Forces That shape Strategy

https://www.brafton.com/blog/content-marketing/the-ultimate-list-of-marketing-spend-statistics-for-2019-infographic/
https://www.swotanalysis.com/blog/pestel-analysis
https://blog.hubspot.com/marketing/tam-sam-som
https://hbr.org/2008/01/the-five-competitive-forces-that-shape-strategy

