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7 Ingredients That Can Completely 
Transform Your Marketing Content
by Deb Monfette

stumbled onto an article at BtoBonline 
that caught my eye. It was about Xerox 
Corp., the leader in the business 
process and document management 

industry. They took two of their top challenges 
and transformed them into opportunities. This 
led to more than 1,500 sales appointments and 
generating more than $1 billion in a 12-to-18 
month sales cycle. 

First, they decided to create a new voice and 
show how they were different and not just 

better than the competition. While everyone 
else was focusing on problems, they took a 
look at the bright side. Their new campaign 
with agencies Roberts Communications and 
Babcock & Jenkins, was released last year 
and called “Get Optimistic.” 

Xerox solved their second challenge by 
transforming their sales collateral into content 
that had a high perceived value. They created 
a custom magazine, print and digital editions, 
in partnership with Forbes as a trusted 
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resource. It includes content such as customer 
stories and tips from Xerox executives. (The 
full article can be found at BtoBonline 
Magazine by Charlotte Woolard1.)

Why is this important?

Last month, we took a dive into the top two 
challenges marketers are facing with content. 
One of these challenges was creating 
engaging content that attracts and keeps a 
buyer’s attention.

Xerox not only made the connection with their 
potential clients, but they made it so engaging 
they generated huge revenues.

In this article, I’ll take you to back to the basics. 
You’ll be introduced to a strategy where you 
can not only create more engaging content, 
but craft a plan to produce enough of it. Even 
better, it will give you ingredients to create a 
solid foundation for communicating with your 
potential customers and give you the best 
chance to increase your revenues.

Why Change?

The average focused attention span in 2000 
was 12 seconds. In 2012, short-term attention 
spans deflated even more, to just 8 seconds2
—the aftermath of the addictive nature of Web 
browsing and getting what you want at the 
touch of a finger. 

We live in a world primed for speed, 
conven ience , ease o f use , shar ing , 
personalization, waning trust, chaos, and 
digital, on-demand lifestyles. A fine line exists 
between personal life and work, and it’s all 
being driven by content. Through all this, you 
may only get 8 seconds to grab and keep 
your buyer’s attention with your messages.

Yet in the middle of all these changes, there’s 
one thing that remains the same. 

You’re marketing to people. Your prospects 
and customers have challenges they’re trying 
to solve and desires they’re trying to fulfill. 
They make decisions rationally as well as 
emotionally. To get their attention, content 
should focus on their interests before and 
along the buyers’ journey.

Jonathan Becher, CMO of SAP, a market 
leader in enterprise application software and 
services, explains it best: 

“We think about what we do, not from a b-
to-b or a b-to-c perspective—we actually 
internally talk about p-to-p, people-to-
people—because marketing is all about 
people telling stories to other people.3”

Content focused on product details, services 
and pricing is sti l l important. But i ts 
effectiveness is diminished if you don't share 
content that's helpful first.
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The 7 Basic Ingredients

To pick this apart, I’ve developed a basic guide 
of essential ingredients to create engaging 
content people would go out of their way to 
get and want to share. One you could follow 
… remember ... apply and tweak as people, 
trends and objectives change, regardless of 
the types of content. But the basics would 
always remain the same. 

It’s called the CENTER Strategy.

It includes 7 basic ingredients called triggers: 
Connect – Engage – Nurture – Trust – Educate 
– Repackage – P.S. Plan. Share. (We’ll briefly 
touch on all 7. In future articles, we’ll get more 
in depth on each one with tips and examples…
You can also get my free eBook4 on the topic 
here.)

These 7 triggers position your customer at the 
center of all your marketing content. 

They can help your potential customers 
determine their needs, refine requirements and 
visualize new solutions that drive them to take 
action. 

They can help you attract the types of people 
who would be mutually beneficial to partner 
and work with. 

They can also make your brand highly visible, 
while positioning you as a trusted resource to 
increase customer loyalty. These 7 triggers can 
speed up the entire process where everyone 
benefits.

But just like baking a cake, missing one of the 
ingredients can ruin the entire experience.

Lets’ start with…

#1 ! ! CONNECT
The biggest key to attraction is to connect with 
your ideal client. It’s the most complex, but 
vital ingredient. However, it’s often the 
missing link.

You can send out all the emails, reports, and 
tweets you want. But without making the 
connection, you can’t engage your buyer to 
want to interact with you and get more 
information.

Two pillars determine the strength of your 
message in making a connection. 

One is the Purpose for your message. Take 
your business out of the boxing match on price 
and quality and determine the bigger purpose 
your company is trying to fulfill. What is the 
one unique benefit or solution only your 
product or service can offer that really matters 
to your select group of clients? This becomes 
your voice and the beginning of defining your 
purpose, just like Xerox did.

The other pillar is your Ideal Customer. 

Here’s where all the research about your ideal 
customer comes together. It helps you create 
the right content, for the right buyers. Topics 
that capture their attention based on what they 
want to learn more about. 

The way you connect will set the course for all 
your content. You’ll either be able to influence 
your ideal customer to go out of her way to get 
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it, keep it on her to-do list or she’ll ignore it. 
Remember the 8 second rule.

There are several other ingredients for defining 
your purpose and ideal client. We’ll get to 
these in the next article which will focus on 
ways to connect with your audience.

Remember, the right message can spark the 
initial attraction or connection. But to keep your 
buyer’s attention and empower her to take the 
next step, you need to…  

#2  ! ! ENGAGE
It’s the next critical step in the content process 
in acquiring customers and repeat buyers.

Buying is not just about rational thinking—
price, speed, increasing efficiency and all the 
data. Whether it’s B2C (business-to-consumer) 
or B2B (business-to-business), buying is 
wrapped up in emotions.

According to a poll from Gallup, companies 
who are succeeding at engaging their potential 
c u s t o m e r s h a v e o u t p e r f o r m e d t h e i r 
competitors by 85% in sales growth. “Their 
customers buy more, spend more, return 
more often and stay longer.”5 

But it can be difficult being up against 
excessive multitasking, short attention spans 
and massive amounts of information. 

There are three key ways to trigger 
engagement. One is to get your audience to 
visualize their challenges and possible 

solutions. Two is to make the experience 
personal. And three is encourage them to 
interact. (We’ll discuss all three in a future 
article.)

Interaction leads your buyers down the path to 
wanting to get to know more about you, your 
products and your services. It also gives you 
the chance to qualify them as your “ideal” 
client.

#3  ! ! NURTURE
Not everyone is ready to buy. Marketing 
Sherpa blog released results of the 2012 B2B 
Marketing Benchmark Report. They revealed 
that 73% of all B2B leads are not sales-
ready6.

They key is to stay in touch, increase 
awareness of your solutions and build the 
relationship.

Diagram and concept by Deb Monfette www.contenttriggers.com
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In future articles we’ll look at three big content 
challenges faced when nurturing potential 
clients and how to overcome them to meet 
your stated goals. We’ll also determine what 
content could be a good fit, such as 
eNewsletters and blogs.

A good experience for potential clients can 
take time to build. But as a result, you can earn 
one o f the mos t impor tan t ru les in 
communications ...

#4  ! ! TRUST
One of the biggest takeaways from Steven M. 
R. Covey is this. Trust is more than a nice-to-
have virtue. It’s a real economic driver. Trust 
always affects two outcomes. 

“When trust goes up, speed goes up and 
cost goes down. But when trust goes 
down, speed follows and cost goes up.7”

Content geared toward serving your buyers’ 
interests and needs is the foundation of trust. 
But it’s not quite enough. It’s also crucial to 
have credibility builders throughout your 
content that highlight your expertise, success 
stories and third party resources. In future 
articles, we’ll look at ways to build trust, 
credibility and perception before the buying 
process begins.

A great way to build credibility and trust is to …

#5  ! ! EDUCATE
Buyers can spend loads of time researching 
and sorting information. If you provide them 
with content they can trust, you can guide 
them to solutions and new opportunities, help 
establish requirements, and streamline the 
entire process. But most importantly, you save 
them loads of time and money while relieving 
their stress. 

Educational content deepens your connection. 
It grows your relationship with your prospects, 
customers, the media and even partners. It 
gives you a competitive advantage while you 
earn their trust.

Remember, it’s not about giving away your 
trade secrets. It’s about providing enough 
information to give people the chance to make 
decisions they feel good about and to succeed. 

Education is a powerful influence. Adding it to 
your marketing mix removes three major 
obstacles:

1. Increase your buyers’ confidence in 
making the right decision.

2. Increases their trust in you.

3. Influences buyers to interact with you.

In future articles, we’ll uncover ways to 
educate your clients with content. 

You may be wondering, “How can I create all 
this content?”
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#6  ! ! REPACKAGE
To reach more buyers easily, simply repackage 
new content into different forms and across 
different media channels. But be strategic by 
using the information from the other 5 triggers 
to determine the most effective ways to do this. 
You’re establishing a relationship with multiple 
points of contact in the form of different content 
types.

In fact, a study conducted by Content 
Marketing Institute and Marketing Profs 
reported that marketers are using an average 
of 12 different marketing tactics. They 
measured this out of 26 they tracked from 
social media, blogs, case studies, mobile apps 
and more.8

As an example, take the main points of a white 
paper and craft a tip sheet, an infographic, a 
webinar, an article in an eNewsletter, and a 
blog post. But don’t copy it exactly, mix it up a 
bit and add other information. Take the 
success story from that same white paper and 
create a video case study. That’s seven pieces 
of content in different formats addressing a 
similar topic and voice. This gives your 
audience a chance to choose the type of 
content they like to consume. If the shorter 
content engages them, they’re likely to look for 
more and even download your more in depth 
white paper.

You can also breathe new life in existing 
content as well as referencing content from 
other sources. 

Stay tuned for more articles on repackaging 
content.

#7  !  P.S. PLAN. SHARE.
But we’re not done. As with all content there 
should be a call to action to take the next step. 
In this case it’s Plan and Share.

This is the recipe to mix all the ingredients in 
the first 6 triggers to develop a strategy. You 
can attract your ideal customers not only with 
useful and valuable content, but when, where 
and how they want it.  

Plan.

It’s important to develop a content or editorial 
calendar. This will be your roadmap to 
consolidate all your data, research, ideas and 
content types from the last 6 triggers. It’s also 
the place to schedule in areas where you need 
more content. To be effective it’s important to 
plan, manage, share, track and measure your 
content, as well as your keywords and content 
creators. 

Share.

If you don’t share and promote your content 
you won’t get much visibility. So plan in 
advance all the places you wish to share and 
promote your content, both online and offline. 
Build it into your content plan so you are 
leveraging social and other avenues for 
sharing and distributing your content. 



To Sum it all up…

The only certainty in life is uncertainty. 
The only constant in life is constant change ... 

We value comfort, stability and certainty, 
and yet these things don’t really exist … 

It is change that allows us to succeed at our goals. 
It is change that allows new opportunities to reveal themselves to us. 

It is change that allows us to be creative. 
It is change that allows us to try different things. 

It is change that encourages us to adopt new strategies… 
and take on new skills.” 

-John Kehoe author of Mind Power into the 21st Century9

If you want to make a bigger impact with your 
content, this is your opportunity to make 
changes.  Adding these 7 ingredients to your 
content mix gives you the best chance to not 
only engage but to interact with your ideal 
buyers and their changing behaviors. 

Content, if done well, can help convert buyers 
into long-term customers and advocates of 
your company.

Xerox is just one of many companies 
experiencing terrific results from changes 
they’ve made by transforming content into 

something valuable and useful to their 
audience.

Stay tuned for future articles on marketing with 
content using each of these 7 ingredients. 
There’s a lot to discuss. 

Which of these 7 Triggers are you already 
using? 

Which of these would you like to incorporate 
into your marketing content?
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Deb is the founder and content creator at Contenttriggers, LLC, 
who has a passion for helping companies find creative ways to 
craft content that attracts customers. She works with marketers 
to rethink how they communicate through relevant content that 
positions their ideal customer at the center to grow their 
business.

She has experience working with technology companies for 
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with special interest in new products and services. She 
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love for good design and storytelling. You can read more of her 
articles on her blog at http://blog.contenttriggers.com/, follow 
her on Twitter at @DebMonfette or connect with her on LinkedIn 
http://www.linkedin.com/in/dmonfette.

She is also a virtual collaborator with The Profit Project       
http://getmoregrowth.com/.   If you want to discover     how to 
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