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Try saying that 10 times fast.



WHAT I’M ASSUMING

▸ You have stuff you want people to buy, or know about it. 

▸ You’re creating content. 

▸ You know what analytics are, Google Analytics specifically. 

▸ You know how to look at your analytics data. 

▸ Even if you don’t know what the data means…



WHEN WE SAY  
“CONTENT 
MARKETING” 
WHAT DO WE 
MEAN?

Content Primer



TYPES OF CONTENT

▸ Blogs 

▸ Press releases 

▸ Case studies, white papers, and other research. 

▸ Email newsletters 

▸ Video 

▸ Webinars / Webcasts 

▸ There are more that might fit your needs, e.g. digital 
magazines, microsites



MORE IMPORTANT THAN WHAT 
TYPE IT IS… 
OR EVEN HOW MUCH YOU 
CREATE… 

Is it valuable?



VALUABLE: 
Does it solve a problem for the 
consumer? 



The problem your solving can be 
experiential.



CAN BE VALUABLE BUT CONTENT 
ALSO HAS TO BE? 

relevant



Relevancy: 
Does the consumer care? 



ONCE YOU GET THE FIRST TWO 
PARTS RIGHT… 

be consistent



YOU CREATE 
VALUABLE, 
RELEVANT, 
CONSISTENT, 
CONTENT THAT IS 
ALL RELATED TO 
THE THING YOU ARE 
SELLING, OR WANT 
PEOPLE TO KNOW ABOUT.

Content Campaigns



SUCCESSFUL CONTENT CAMPAIGNS HAVE

▸ A clear audience.  

▸ We had a relaxing boat ride, and Joe went water skiing 
for the first time in years. 

▸ Joe got like 6ft of air on this awesome wave while water 
skiing. 

▸ The kids had an amazing time learning to water ski on 
the lake while Joe drove the boat.



SUCCESSFUL CONTENT CAMPAIGNS HAVE

▸ Clear imagery that matches your content’s audience.







SUCCESSFUL CONTENT CAMPAIGNS HAVE

▸ Many methods of distribution.



SUCCESSFUL CONTENT CAMPAIGNS HAVE

Some kind of analytics to gauge 
success…. 

or failure.



IF YOU CAN’T GET 
DATA… 

YOU PROBABLY 
SHOULD NOT 
CREATE IT.

Content Analytics



ANALYZING YOUR CAMPAIGN

▸ Why is data collection so important? 

▸ If you have no data, you have no reason not to just keep 
doing the same thing.



ANALYZING YOUR CAMPAIGN

▸ Google Analytics is a free tool providing in-depth data on 
a variety of key metrics.



ANALYZING YOUR CAMPAIGN

▸ For most content campaigns we’re primarily interested in: 

▸ Sessions 

▸ Average Session Duration 

▸ Bounce Rate 

▸ For most individual pieces of content we’re primarily 
interested in: 

▸ Unique Pageviews 

▸ Average Time on Page 

▸ Bounce Rate



THE CASE 
OF THE 
HAUNTED 
CASE 
STUDY

Was my blog 
successful?





THE CASE OF THE HAUNTED CASE STUDY

▸ Unique pageviews 

▸ Use a comparison to your other content to tell if a 
particular piece of content is doing well or not. 

▸ Low pageviews compared to other content 

▸ Probably not being distributed on the proper 
channels 

▸ Probably not engaging enough  

▸ Is it relevant?



THE CASE OF THE HAUNTED CASE STUDY

▸ Average time on page 

▸ How long does it take to digest your content? 

▸ Low Average time on page (not consuming your content) 

▸ It became apparent that you were not solving a 
problem for the consumer early on in the content. 

▸ Content is laid out in a confusing or difficult to digest 
way (e.g. small or hard to read font colors, clumsy video 
player controls). 

▸ The distribution snippet does not match the actual 
content (click-bait that isn’t really that interesting)



THE CASE OF THE HAUNTED CASE STUDY

▸ Bounce rate 

▸ Should use industry benchmarks, but also compare to other 
content bounce rates. 

▸ High bounce rates 

▸ The site navigation was confusing 

▸ There was nothing else visually appealing to consume 
next 

▸ all of the points from average time on page 

▸ Largest culprit is snippet does not match actual content



CONCLUSION

▸ Create and distribute content if and only if it… 

▸ Solves a problem for the consumer 

▸ Is relevant 

▸Success or failure can be 
measured!



QUESTIONS?

jasen@roostadk.com


