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Content marketing includes any and all content that grows brand awareness and interest, and 
leads to increased sales and customer satisfaction. But to stand out, it’s best to produce different 

content types and use different tactics.

Content Marketing in PR
Traditional content—like blog posts, email newsletters and 
infographics—shouldn’t make up the entirety of your strategy. 
Mark Schaefer, founder and executive director of Schaefer 
Marketing Solutions, puts the reality this way:

Content marketing works well …  and as more and 
more people figure that out, market niches become 
flooded with higher-quality content alternatives for 
the same consumer attention. […] The competition 
for attention will force better content and more 
choice.

While traditional content may carry your message, reach your target 
audience and further your goals, you should be experimenting 
with a variety of branded content and storytelling devices. Now 
more than ever, you have to go outside the established content 
marketing box if you want your public relations program to 
succeed.

Today’s communicators are welcoming this idea, and increasingly 
turning to new tactics, according to findings from the Content 
Marketing Institute and MarketingProfs:

2015 B2B Content Marketing Trends

1. Seventy per cent of B2B marketers are 
creating more content than they did one 
year ago. 

2. The top four content marketing tactics 
are social media, e-newsletters, articles 
on owned websites and blogs. 

3. The most persistent challenge facing 
B2B marketers is “creating engaging content.” Then, 
“producing content consistently” and “measuring content 
effectiveness” are the number two and three challenges, 
respectively.  

4. B2B marketers want to learn more about measurement, 
marketing automation, content marketing strategy,  
video and storytelling.

 2015 B2C Content Marketing Trends

1. Sixty-nine per cent of B2C marketers are creating more 
content than they did a year ago. 

2. The use of blogs dropped from 72 per cent to 67 per cent 
in the past year. Use of branded content tools increased, 
from 37 per cent to 47 per cent.

OUTSIDE-THE-BOX
CONTENT MARKETING

FOR PR

“Content marketing is the art of communicating with your customers and prospects 
without selling, [...] You are delivering information that makes your buyer more 
intelligent. The essence of this content strategy is the belief that if we, as businesses, 
deliver consistent, ongoing valuable information to buyers, they ultimately reward us 
with their business and loyalty.” 
“ “

- Content Marketing Institute

“ “
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3. The top three (out of 28) content marketing initiatives 
are “better converting visitors on website” (65 per cent); 
“creating more engaging content” (62 per cent); and 
“becoming better storytellers” (61 per cent).  

4. B2B marketers want to learn more about measurement, 
marketing automation, content marketing strategy, video 
and storytelling. 

Content marketing is here to stay. It’s important, however, that 
tactics evolve to meet new audience demands and expectations.

Getting Started With Content Marketing
Brandon Andersen, director of marketing at Cision, says content 
marketing begins with knowing who your audience is. “Know it 
holistically,” he says. “Use data and even phone calls to build a 
comprehensive picture of your audience.” 

Find answers to questions like:

• What issues does my audience face every day?
• How do they consume content? 
• What kind? Where and when? 
• What do audience members do outside my industry?
• Who refers traffic to my site?

If your audience prefers breezy, easy-to-consume articles, deliver 
them. If they’re more visually oriented, pursue initiatives that 
prioritize images and video. Give your target audience what they 
want. Use the data, your marketing goals and corporate objectives 
to determine content marketing efforts.

Data can inform where you post content, too. Think beyond your 
company website and share your stories across social networks 
and influencer blogs. Pitch your content to the media—including 
the multimedia you create. According to Cision’s State of the Media 
2015 Report, 64 per cent of surveyed journalists and bloggers 
regularly use video and image-based content.

Finally, measure your content’s success. Don’t use the traditional 
sales funnel alone to dictate the impact of your content—especially 
if your public relations or marketing goals aren’t exclusively tied to 
sales. Consider other metrics.

One method is the brand journalism approach. It leverages a 
publisher model but modifies it with some lead generation activity.   

Use data points like these to measure success:

First-touch attribution
What content initiated someone on a journey 
toward your brand?

Leads and conversions
How many new leads did the content generate? 
How many of these convert? 

Page views
How many pages does a viewer visit upon coming 
to your site?

Behavior
What content do they skip, read or share? How 
long do they spend with an article, video or other 
content?

Return visits
How often do they return? How much time passes 
between visits?

Other attribution points 
How do people return to your site? From what 
channels? Is it an organic search result? A paid ad? A 
social media update?

Those data points can get you headed toward a successful and 
sustainable content marketing program. Of course, you should 
use data points that resonate closely with your business objectives. 
Use the information to refine efforts and drive quantifiable results.

10 Outside-the-Box Ideas
If blogs and infographics aren’t necessarily the ways to stand out 
these days, what are? Here, we explore 10 outside-the-box ideas 
designed to build brand and engage your audience.

1. Video

B2B and B2C public relations pros are investing in video because 
of its growing popularity with audiences and impact on conversion 
rates. A report from Vidyard, Demand Metric and Ascend2 
says that 70 per cent of marketers find video more effective at 
generating conversions than any other content type. Video on a 
landing page can increase conversions by 80 per cent.
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Cisco Systems, a B2B telecommunications company, turns 
to humor in its “The Perfect Gift for Valentine’s Day.” The video 
promotes an $80,000 ASR 9000 router with an 18-24 month sales 
cycle—a hard sell on a good day.

Tim Washer, Cisco Systems’ social media producer, says the video 
wasn’t designed to elicit immediate sales. Rather, it was meant to 
draw attention from key influencers, analysts, bloggers and media 
outlets, and provoke word-of-mouth.

How to Succeed With Video:

• Determine your objectives. Do you want to 
entertain or inform? Do you want to appeal to 
new audiences or established customers? Let the 
objectives dictate the type of content you create. 

• Frame the shot. You can get away with non-professional 
video equipment if you know how to frame and shoot. Focus 
on learning the rules before worrying about the tech products. 

• Promote and follow up. Videos are only as valuable 
as who watches them and what they do afterward. 
Consider your objectives and build a marketing 
plan around your video investment to reach them. 

2.    Podcasts

Brands are paying attention to podcasts both because of their 
continued growth and ability to serve niche audiences. CBC Radio 
hosts a full slate of podcasts that also play as radio programming. 
Shows like The House, Under the Influence or The Debaters play 

out as well through a podcast app as they do over the airwaves. 

There are Canadian podcasts for almost any industry. For instance, 
Canadian Produce Marketing Association’s, Produce Talks breaks 
down industry trends and hosts thought leaders to discuss 
successful marketing campaigns.

How to Succeed With Podcasting:

• Have a hook. What’s your angle? Start there and 
build a succinct mission statement for your podcast. 

• Establish a time limit. Many people listen to podcasts 
during commutes, so work with that in mind. A 
consistent timeframe can help with syndication, too. 

• Draft show notes. Doing so will help you stay on topic while 
recording and serves as a valuable guide to readers who 
want to learn more about what was discussed.

3.    Original Programming

Original video programs, independent of length, are expensive 
and time-intensive endeavors. But they can be worth it. 

“The core to branded content,” says Lewis PR, “is to create 
something that’s either useful or entertaining, and avoid the 
intrusive type of communication which consumers are tired of.”

BuzzFeed has developed two divisions devoted to video of all 
lengths: BuzzFeed, Off BuzzFeed 
focuses on short-form content 
designed for Vine, Tumblr, Instagram 
and Snapchat. Its other division, 
BuzzFeed Motion Pictures, creates 
mid-form, serialized content and will begin to explore long-form, 
television and transmedia formats.

How to Succeed With Original Programming:

• Budget thouroughly. Since budgets and time are big factors 
in original programming, make the decision thoughtfully. 

• Be true to your brand. Choose a film genre that fits your 
products and culture, and the tone of your message.
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4.    Games

Branded mobile games can drive initial awareness and ongoing 
engagement. Says Michael Barris, staff reporter for Mobile 
Marketer:

Games provide significant value to marketers through 
several key engagement characteristics. First, they 
introduce the customer to the brand’s offering or 
application. […] Games also create an active proponent 
of the application, product or brand. The ability to 
boast, compete, cooperate and generally socialize 
within a game environment is often key to game-play 
itself, increasing the positive messaging associated 
with the product or brand.

Games and smart devices are also 
adding new layers to how consumers 
interact with products. Blippar, an 

augmented reality advertising company, builds integrated 
experiences with its clients’ products. The company’s app uses a 
smart device’s camera to recognize images that are enabled 
for interactivity.

Once scanned, an activation occurs that is determined by the 
brand and the Blippar team. This could be anything from opening 
an image gallery, playing a video, or launching a complicated 
interactive game. The company’s Canadian Vice President, Nigel 
Newton explained that making a brand interactive with a game 
has interesting results.

When we did this for Lucky Charms, we found that kids 
were interacting with the game on the back of the box 
with their parent’s phones most often on Sundays and 
Saturdays. That told us parents would let their children 
eat the cereal as a treat on the weekend.

How to Succeed With Games:

• Incorporate a call to action (CTA). The purpose 
of a branded game is to build brand. Make your 
message and CTA a seamless part of the game-play. 

• Keep it Simple. A mobile game is not the place for elaborate 
plots. Think Pac-Man rather than Final Fantasy.

5.    Comics

Comics are an example of fantastic and oft-overlooked multi-
purpose content. They can stand on their own or be integrated 
into larger content pieces and content marketing strategies.

Tom Fishburne, the creator of 
“Marketoonist,” and Gapingvoid are two 
notable figures in the space. Fishburne 
says the purpose of comics is deceptively 
simple: “Marketers tell their stories using 
the power of cartoons to create content 
worth sharing.”

A great example of this is Robert Half’s IT Humour comic series. 
It has a defined theme that is tied to the business, a dedicated 
author and an engaged audience that actively share its comics, 
with over 500 shares on LinkedIn.

How to Succeed With Comics:

• Make comics easy to read and share. The more 
they’re shared, the more traffic and followers you’ll get. 

• Develop a style. Develop a style. Comics gain followings 
because of a recognizable style and tone. You never have 
any trouble differentiating between “Savage Chickens” 
and “xkcd.”

6.    Mobile Apps

Mobile app usage continues to grow. Apps make life more 
convenient and often more fun. With an app, you can see how 
much money is in your checking account from the bus or play 
a game while waiting at the dentist’s office. You can log into 
an event app like SXSW Go to find nearby friends or receive 
exclusive content.

Most brands focus on either fun or, to 
borrow a word from Jay Baer, “youtility.” 
Columbia Sportswear offers “What Knot 
To Do In The Great Outdoors,” an app all 
about tying knots. Columbia doesn’t sell 
rope. Its audience, however, includes 
fishermen, sailors and mountaineers. 
The app is a perfect fit for them.

“

“

“

“
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How to Succeed With Mobile Apps:

• Serve your audience. Find out what their interests 
are outside your product or service. Look for ways 
to integrate the two—that’s your app’s sweet spot. 

• You have a great idea for an app. Awesome! Check the 
app stores and make sure someone else hasn’t had the 
same great idea before devoting resources to it.

7.    Events

Live events aren’t going away. But they are shifting toward 
immersive and hybrid experiences. Live events can merge with a 
mobile app or other technologies to drive increased engagement 
and influence future sales.

This spring, for instance, Toronto Fashion Week, published photos 
on its Instagram feed in real-time allowing followers an inside look 
at the show before traditional media ran its coverage the follow day.

How to Succeed With Events:

• Leverage mobile and social. Events are no longer fixed 
points in time. With mobile technology and social media, 
conversations keep going long after the live event wraps. 

• Develop a game plan for content creation. Events are 
content marketing farms. Use them to produce content 
before, during and after.

8.    Native Advertising

Native advertising is growing. Business Insider predicts native 
ad spend will reach $7.9 billion in 2015 and grow to $21 billion 
in 2018. 

The company says the growth is due to native advertising’s 
benefits. Mark Hoelzel, research analyst for BI Intelligence, says 
native ads “provide a much less disruptive advertising experience. 
They have also proven effective, drawing higher click rates than 
traditional banner ads, particularly on mobile devices.”

Native advertising can make dry subjects more interesting. The 
Onion’s “Woman Going To Take Quick Break After Filling Out Name, 
Address on Tax Forms” was hugely successful for H&R Block.
The content, which makes the topic of taxes approachable and 
produces positive brand reaction, also includes an endorsement 
from The Onion’s fictitious “Publisher Emeritus” T. Herman Zweibel.

How to Succeed With Native Advertising:

• Pursue credibility and authenticity. Consumers 
hold a generally positive attitude toward native 
ads. But they’ll turn if the ads aren’t relevant 
or keep going long after the live event wraps. 

• Diversify your native ads. They aren’t one 
size fits all. Use a format—such as display ads, 
sponsored content or social-native—that is most 
likely to reach  your audience and drive clicks. 

9.    Syndication

Syndication won’t win you a prize at the Webby Awards, but it 
will increase the chances of your video taking home the gold. 
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Syndication takes all the content you create and pushes it to 
relevant audiences on third-party sites.

Charity: water is a company that works with Outbrain, a Cision 
product partner, to syndicate content. Prior to using Outbrain, the 
nonprofit primarily relied on word-of-mouth (WOM). 

It’s a solid tactic, but syndication makes it even more impactful. 
Outbrain’s syndication software, Amplify, grew charity: water’s 
referral traffic from 3,827 visits per day to 69,535 weekly site visits 
over a one-week period.

How to Succeed With Syndication:

• Track everything. Know where content is going, who’s 
engaging with it and what audiences do after viewing it. 

• Measure everything, too. How is syndication growing referral 
traffic, page views, organic search results and return visits? 

10.    Facilitation

Facilitation is a type of collaboration. Organize a free digital 
conference or webinar with complementary brands and panelists 
in your industry. Invite the who’s who to speak at the online event. 
Use the power of your combined networks to draw people in. 

Collaboration is nothing new. Whiskas and the World Wildlife 
Federation partnered to champion a good cause. Johnnie 
Walker Blue Label and the Gleneagles Hotel offer consumers an 
immersive “Blue Label” experience.

Newer is the idea of partnering to provide free, valuable content. 
But the practice is crucial. It helps reach a larger, relevant audience 
and establishes you as an industry leader within the marketplace.

How to Succeed With Facilitation:

• Seek complimentary partners. The best partnerships 
are based on similar values and target audiences. 

• Work for mutual benefit. Facilitation should benefit 
you and your partner, which requires having a 
shared vision and working toward each other’s goals. 

Go Outside the Box With Content 
Marketing
There may be nothing new under the sun, but that doesn’t mean 
you should stick with the same old content marketing methods. 
Go outside the box. 

Find out what interests your audience and engage them. Deliver 
content they like to consume and share. They’ll come back for 
more. And you’ll be rewarded with increased brand awareness, 
sales and loyalty.

Cision is a leading global media intelligence company, serving the complete workflow of today’s communications, social media and content marketing 
professionals. Offering the industry’s most comprehensive PR and social software, rich analytics and a Global Insights team, Cision enables clients to 
improve their marketing and strengthen data-driven decision making. Cision also represents the Gorkana Group, PRWeb, Help a Reporter Out (HARO) 
and iContact brands. Headquartered in Chicago, Cision has over 100,000 customers worldwide and maintains offices in Canada, U.K., France, Germany, 
Portugal, Sweden, Finland and China. For more information, visit www.cision.com or follow @Cision_Canada on Twitter.
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