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...a content brand is 
a brand that thinks, 
functions and acts 
as a media company. 
This means that 
all communication 
is based on a 
content marketing 
strategy...
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What do General Electrics, Lego and 
Marriott Hotels have in common? What is 
it that makes them successful at content 
marketing, while many others give up? And 
what do you do to create a content brand?
 
In recent years, more and more companies 
have chosen to move resources from 
traditional marketing and purchased media 
to engaging content on their own channels. 
Some have done this strategically, with 
internal support, the right skills, reasonable 
goals and clear processes, while others 
have failed or given up without results.
 
In the coming years, the wheat will be 
separated from the chaff. Some companies 
will fail. Others will become content brands.
 
In this tutorial we will go through nine 
crucial steps for those who want to create a 
content brand.

Introduction.

A content brand is a brand that thinks, 
functions and acts as a media company. 
This means that all communication is 
based on a content marketing strategy. It 
also means that the company produces 
and publishes content based on what 
the audience wants. Not based on what 
the company wants to sell. A content 
brand builds a loyal audience and 
creates long-term business with the help 
of engaging content. 

What is a content

brand?
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Anchor 

the idea. 

Create a

sustainable strategy. 

Form an 

editorial organisation.

Streamline

the process.

Use the 

right tools.

Invest

long term.

Choose the

right platform.

Build

your audience.

Measure

the effect.
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To create a content brand, you must tear 
down silos, engage different parts of 
the company and – not least – have the 
management’s confidence. The entire 
company must strive towards the same 
goals in order to succeed.

The first step towards becoming a content 
brand is about creating understanding and 
getting internal support. Many marketers 
can testify that this is as important as it is a 
difficult first step. An investment in content 
marketing requires understanding, insight 
and a fundamentally altered approach. 
And this requires courage.

To succeed you must have facts. Look 
at current figures – both general and 
your own – showing how the impact 
of traditional advertising decreases all 
the time, and how online searches are 
increasingly important to your company’s 
visibility. You probably know that 67 per 
cent of the average customer journey 
takes place online, but does your boss also 
know this?

Read more!
This infographic from Demand Metric states that content marketing costs 62 
per cent less, and generates three times more leads than traditional marketing.

Anchor the idea.

Today, customers themselves choose what 
content they want to consume, when to 
do it and on what channels. They dismiss 
messages that intrude and select those 
that engage, inspire and interest them. 
If you manage to create content that 
engages your audience and answers their 
questions, your audience will grow. But 
it takes time, requires a clear strategy, 
and assumes that the entire company is 
pursuing the same objectives.

https://www.demandmetric.com/content/content-marketing-infographic
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Companies that have a proven content 
marketing strategy are four times more 
effective than those who do not have a 
strategy. Yet how do you create an effective 
strategy, and why is it so important?

A strategy is a company’s long-term plan 
for how to meet challenges and achieve 
overall business goals. A good strategy 
makes it clear where you are going, and 
how you will get there.

Before you start with the strategy, you 
need to understand the problem that is 
to be solved. Understanding the problem 
is a basic prerequisite for the strategy 
to be effective and useful. It’s therefore 
important to carry out careful research 
and always start by considering your 
company’s challenges and circumstances 
when developing a strategy.

A good strategy requires that your company 
should answer questions about your 
users and yourself. What is it that makes 
your content unique and attractive to the 

Read more!
13 easy questions to answer when you develop your strategy. 

Create a sustainable strategy.

audience? What problems do you solve for 
the recipient using your content? How does 
the content support your overall business?

Today’s consumers are looking up the 
information they need via search engines 
and social media. Disturbing content 
is to a large extent removed. Therefore 
companies with relevant and engaging 
content receive more attention, greater 
confidence and better business. These 
content brands build their own audience 
and then give it what it wants. However, 
everything starts with a well thought out 
and proven content strategy.

http://www.copyblogger.com/winning-content-strategy/
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To become a content brand, you must 
organise your marketing department so 
that it works as an editorial department. 
This demands taking on new roles and 
sometimes completely new skills.

Working effectively with content marketing 
requires new ways of thinking. Instead of 
planning campaigns and communicating 
about your products and services, you need 
to work as editorial staff and continuously 
create relevant and engaging content.

Content Marketing consists of three equally 
important parts:

Read more!
How Marriott became a media company.

Form an editorial organisation.

Whether you are leading a large marketing 
department or working in a small business, 
you should have competence in these 
three areas.

Who does what, and how many people 
share responsibility, is a question for later. 
You must have the strategic expertise 
to develop and be responsible for your 
overall plan, you need one or more 
creative editors who can build stories 
that recipients want, and you must have 
expertise in the distribution of your 
content to reach out and create an effect. 
Those with strategic responsibility will also 
work with ongoing evaluation, analysis 
and insight work, where the strategy is 
constantly evolving and improving.1. Strategy, analysis and insight.

2. Storybuilding.

3. Distribution.

https://medium.com/entrepreneurial-journalism/marriott-international-becoming-a-media-company-d3569a886b35
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You must have a functioning workflow in 
order to succeed with content marketing. 
An efficient work process saves time, 
money and resources.

The authors of Content Strategy for the 
Web claim that three different workflows 
control work with content marketing. In 
short, your business needs to develop 
processes to:

Read more!
Here’s how you can document your 

workflow for content marketing.

Streamline the process.

All processes must be documented and 
made available within the business. It 
is important that everyone knows what 
to do. To help you, there are editorial 
calendars, checklists, style guides, and of 
course an underlying strategy pointing in 
a common direction.

An editorial calendar gathers information 
about which type of content is to be 
produced and who is responsible for the 
content, as well as when it is published. 
The calendar provides an overview of the 
production and ensures that nothing falls 
between the cracks.

Nurturing the content takes time. You 
need to add new data and remove broken 
links, as well as reuse and distribute 
your content in the best way. Who is 
responsible for reviewing and updating 
your content?

There are many ways to measure your 
investment. Determine the content that 
is to be evaluated and the criteria to 
be used. Then recruit both internal and 
external individuals who can provide 
feedback on the content. Evaluate 
content regularly to improve your 
content marketing.

Putting together an editorial calendar, 
reviewing the content on the site and 
measuring efforts are all different 
workflows that your business must 
develop to succeed in content marketing. 
Identify the roles involved in the process, 
what each role does, and when each task 
should be completed. You are then one 
step closer to an efficient work process 
that benefits the entire business.

1.Produce new content.

2.Maintain the existing content.

3.Evaluate content effectiveness.

http://contentmarketinginstitute.com/2016/04/document-content-marketing-workflow/
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To become a content brand, you must 
own your own platform. There are many 
advantages to having a place for all your 
content, and many risks when you don’t 
have one.

The objective of content marketing is to 
build an audience on your own channels. 
For content brands, the audience is a 
very important business asset. And as 
a company, you want to have control 
over your business assets. This is why 
content brands do not primarily build their 
audiences on social media.

Yet what will your platform look like? 
Two things should guide your decision

Read more!
Therefore, you should build your audience on your own channels.

Choose the right platform.

2.

1.The format: 
How will you tell your stories 
(text,  mobile, audio)?

Channel: 
Where should you tell your stories? 
What channel will you use to 
distribute your content?

Content brands often begin with a header 
format, eg: a blog, video, or podcast. 
Selecting the main channel is well thought 
out and based on these two questions:

To build an audience on YouTube or 
Facebook may seem attractive, but you 
have no control over what will happen to 
the platform. You do not know what the 
media companies are planning to do and 
how it will affect you. A golden rule is that 
companies should send visitors to their 
own site instead. Send them to your hub, 
where it is you who decides. Nobody else.

Which channel offers the 

best opportunity for us to 

reach our target audience? 

(Scope)

Which channel gives us 

the most control over our 

content and our audience? 

(Control)

http://contentmarketinginstitute.com/2016/04/seductive-rented-land/
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In order to become a content brand, 
you must use the right tools so that your 
company can work long-term. It requires 
tools that can handle everything from 
planning to evaluation.

For a content brand, the audience is the 
most important asset. Since the focus is on 
building an audience, websites and email 
are two basic tools. Email is still an effective 
business tool that converts 40 times more 
than social media does.*

To create unique and engaging content 
requires a great understanding of the 
outside world. Social media channels 
are excellent for listening to the market 
and capturing new trends. A common 
workspace (like Evernote) facilitates working 
on collecting and organising your thoughts.

It’s not enough to just create content; it 
must also reach the right audience. With 
an active and current mailing list, you get 
a more personal relationship with your 
readers. In addition to your mailing list, 
social media naturally plays an important 

Read more!
A smart marketer’s toolkit.

Use the right tools.

* Aufreiter, Nora, and Julien Boudet, and Vivian Weng.  
“Why Marketers Should keep sending you emails.” 

McKinsey Quarterly, January 2014. Web. 4 April 2016

role in distribution - if used in a smart 
way. Streamline your work using tools 
such as Buffer and Hootsuite. You save a 
lot of time in scheduling your updates.

“That which is measured tends to grow,” 
goes an American business idiom. It is 
correct surprisingly often. Whichever 
metric you use, be sure to measure the 
right things (see Chapter 9: Measure the 
effect), the tools alone will not make you 
successful. How you use your tools will, 
however. Invest in the tools you need to 
accomplish your work. But don’t forget 
the most important task: to win the 
audience’s attention and trust. Every day.

https://neilpatel.com/blog/content-marketing-tools/
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A brand is nothing without followers. So 
how do you reach the right audience, how 
do you get it to come back, and how do 
you create long-term loyalty?

To build a large, loyal and recurring 
audience is everything in content 
marketing. To do this you must first of all 
produce and publish engaging content 
regularly on your own channels.
 
The content must be engaging in order 
to appeal to your target audience. It must 
inspire, engage, educate or entertain in a 
way that makes the recipient want more. 
You must post content regularly, so as not 
to lose touch with your audience. How often 
and how much content you produce is 
determined primarily by your resources, but 
continuity and longer-term thinking is more 
important than quantity. The content must 
be published on a channel where you have 
control over contact with your recipients.

To build your audience, you need to reach 
out. Feel free to use purchased channels, 
social media, search engine marketing, 

Read more!
Brands buying media companies (and acquiring their followers into the bargain) is nothing new.

Build your audience.

influencer marketing or native advertising 
to reach the desired scope and drive 
traffic, but always publish the content 
on your own site. Make it easier for your 
audience to subscribe, contact, download 
materials, or sign up for physical events.

Also, think about where your audience 
is today. Are there media, forums or 
blogs that reach your target audience? 
Connect them to you via collaborations 
and exchanges, or explore the 
possibility of buying them. History 
is filled with examples of successful 
brands that bought different media 
(and their audiences).

http://contentmarketinginstitute.com/2016/06/linkedin-buying-media-companies/
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It takes time to succeed in content 
marketing. Creating a loyal audience 
and converting it to customers is a 
long-term process that requires time, 
courage and patience.

Unlike traditional marketing, content 
marketing must be conducted long-term. 
There are no quick, short-term gains. 
Content marketing is about building an 
audience, giving it what it wants and 
needs, converting it and finally creating or 
modifying behaviour. It takes time.
 
To create a content brand, you must think 
like a publicist. Look at your investment as a 
newly started media product with a set-up 
time of at least six months, often much more 
than that. Measure, evaluate and analyse 
continously, but do not expect to achieve 
any significant results in a short time.

Also, give yourself time to improve. No 
content marketing venture is perfect from 
the start. See what works and what doesn’t, 
what is consumed, what is shared and what 
brings you closer to your strategic goals. 

Read more!
Campaigns or content marketing.

Invest long term.

Create more of what delivers the right 
results and try things out.

Even if content marketing requires a long 
term commitment, your investment also 
creates sustainable results and long-
lasting effects. Unlike campaign-based 
marketing with a clear delineation of time, 
content marketing means that you create 
content with a long lifespan that will be 
an asset to your business.

https://spoonagency.com/blog/campaigns-or-content-marketing/
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To measure the impact of your investment 
in content marketing is important. But it 
is equally important that you measure the 
right things and not waste time on figures 
of no importance.

For your investment in content marketing 
to be effective and successful, it must 
contribute to achieving your company’s 
overall business objectives. Everything else 
is irrelevant. Becoming obsessed about 
the number of newsletter subscribers or 
the number of ‘likes’ on social media is 
unnecessary. Ask yourself instead if you 
reach the right audience and if they are 
acting in the way you want in relation to 
your content.

The measuring points you choose to follow 
must be directly linked to the goals you 
want to achieve. And these measurement 
points must be the basis for your content 
strategy. This way you know that all the 
content that is created in accordance 
with the strategy is in one way or another 
designed to achieve your overall business 

Read more!
Read more about the points Jay Baer addresses

Measure the effect.

goals. The measurement and monitoring 
will show whether you succeed or not.

Jay Baer, founder of Convince & Convert, 
presents four types of data points every 
marketer should keep an eye on:

1.Consumption metrics:
What content the recipient consumes 
and in what way.

3.Lead generation metrics:
How, when and to what extent is the 
recipient converted with the help of 
your content?

2.Sharing metrics:
What content is shared, how and 
where it is shared, and how much.

4.Sales metrics:
How, when and at what cost do leads 
ultimately become paying customers?

https://www.ceros.com/originals/4-types-content-metrics-matter/
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Summary.
During the coming year, the wheat will separate from the chaff.

Some companies will fail. 
Others will become content brands.

This guide has gone through nine key steps to creating a content brand:

Measure 
the effect.

Invest 
long-term.

Build 
your audience.

Choose the 
right platform.

Streamline 
the process.

Form an 
editorial 
organisation.

Create a 
sustainable 
strategy.

Anchor 
the idea.

Use the 
right tools.
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Summary.
It is no easy task but, for the companies 
that succeed, there are many benefits. 

Read more!
10 companies that successfully created content brands – here’s how they did it!

Successful companies create engaging content that reaches out to the right audience. 
Those who don’t invest in content quickly end up on the outside. Will your business 
succeed in becoming a content brand or will it disappear in the crowd?

A content brand has:

1.
Contact with a loyal 
audience, making 
it easier to create 
products and services 
that people actually buy.

3.
A media house approach 
that creates long-term 
business.

2.
Engaging content that 
works around the clock 
to create and nurture 
customer relationships. 

https://spoonagency.com/blog/content-brand-examples/
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Keep it real
Spoon is a content agency. We give 
your brand a voice and help you tell 
engaging stories no matter what 
platforms your audience prefers. 
With us you get tangible results 
from your marketing.  

Stockholm

Maria Biesterfeldt, Agency Director

+46 70 956 12 99

maria.biesterfeldt@spoon.se

Malmö

Divya Ostwal, Agency Director

+46 76 948 45 69

divya.ostwal@spoon.se

Oslo

Marte Ramborg, Agency Director

+47 970 07 199

marte.ramborg@spoonagency.no

Gothenburg

Merete Pokorny, Acting Agency Director

+46 73 542 44 95

merete.pokorny@spoon.se

Helsinki

Lena Barner-Rasmussen, Agency Director

+35 8 40 5805726

lena.barner@spoonagency.fi

London

Shelley Hoppe, Agency Director

+44 (0)203 397 4971

shelley.hoppe@spoonagency.com

Other markets

Anders Ribba, CEO

+46 70 859 24 06 

anders.ribba@spoon.se
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