
It has been said that, while 
traditional marketing talks at 
people, content marketing talks 
with them. Here, Newton PR 
principal Ken Newton explains  
the consultancy’s REACH 
strategy that helps focus content 
marketing actions on achieving 
business goals.

This is the era in which content - or 
engagement - marketing has truly come of 
age for generating growth in business-to-
business as well as consumer facing sectors. 
For many, the business blog is becoming the 
engine room for driving engagement with 
customers and stakeholders, and ultimately 
leveraging sales.

Content marketing is defined as ‘the 
marketing and business process for 
creating and distributing relevant and 
valuable content to attract, acquire, and 
engage a clearly defined and understood 
target audience - with the objective of 
driving profitable customer action.’¹

Create a REACH strategy
The key takeout from a recent major 
B2B content marketing survey² was, 
‘B2B marketers who have a documented 
content marketing strategy get better 
results.’ Newton PR helps businesses 
to do just that by using five steps, 
summarised by the word REACH. 

1 Radical mission
Envision where you want your business 
to be in the next one, two or three years. 
It’s time to think big and rise above the 
current turmoil and lingering survivalist 
thinking of the recession. Define not only 
the numbers, but your compelling offer to 
customers, and picture who you ideally 
want to be doing business with and how 
you want to be doing it. 

2 Engagement plan
Create a plan of engagement with 
customers and stakeholders that will build 
your profile as an expert in your field. 
Decide where your content ‘home base’ 
will be. This is increasingly the business 
blog, as it allows you to interact with 
customers in a more personable way than 
before. Develop an engagement grid, with 
target timing for e-newsletters, blog posts 
and other content.

3 Action
This may seem obvious, but if you want 
to succeed in reaching your goals, you 
need to take action. Don’t wait to craft the 
perfect plan or the ultimate measurement 
system: put the plan into effect and count 
the results. Let’s get beyond the ploughing 
season and sow some seeds - the online 
content pieces - that will bear fruit.  

4 Capture
Decide on your metrics and where you will 
record what you measure, whether by using 
a CRM system or simple spreadsheets and 
reports. Email apps, blog platforms and 
social media have built-in metrics which 
can help you identify which content outputs 
are working best, while Google Analytics 
can help track the effectiveness of each 
marketing activity.

5 Hone
Adjust your strategy and tactics, particularly 
in the light of what you learn at the capture 
stage.  Effective content marketing requires 
a sustained, deliberate approach over time, 
with fine-tuning along the way, as the key to 
reaping the benefits. 

Those that embark on – or continue – the 
B2B content marketing journey now have an 
opportunity to gain a strong competitive edge.
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on a site with video, and Forbes Insight 
claims that 59% of senior executives prefer 
to watch video instead of reading text if both 
are on the same page.

• Use long-tail keywords
Long tail keywords are the longer phrases 
in your site’s copy that reflect what search 
engine users are actually typing into their 
searches. 

A plant hire company covering the 
Manchester area, for example, as well as 
including the highly generic term ‘plant 
hirers’ in their keywords, might include 
‘reliable plant hire service in Manchester and 
the north west’ to boost their ranking for a 
less competed-for term.

Why you still need tech input
Moz co-founder Rand Fishkin argues well for 
why technical SEO advice and input remain 
important for keeping website content 
searchbot-friendly as well as human-friendly. 
Among the factors he highlights in a recent 
blog post as needing technical SEO know-
how are:
• Content rendering and indexability
• Crawl structure
• Diagnosing traffic drops via analytics  
 and metrics
• Interpreting and leveraging data in  
 Google Search Console
While the SEO balance has unquestionably 
tilted more toward favouring the quality of a 
website’s content, technical input is needed 
as part of a rounded SEO strategy.

Content marketing 
is king of SEO

Ever since Google changed its algorithms to reward the quality content 
of websites and penalise older SEO (search engine optimisation) 
techniques like keyword stuffing and backlinks from spammy websites, 
many have argued that content marketing is the new SEO.

Marketing 
elephants 
and canaries
In content marketing, communication 
pieces carry different levels of weight 
and impact. To be effective, marketing 
campaigns need a good blend of both 
heavy and light communications – 
what I call ‘elephants and canaries’.

Elephants are higher value content 
pieces with a relatively long shelf 
life and potentially high influence on 
buying or advocacy. Like the real thing, 
they are associated with long-term 
memory and longevity. They stick in 
the mind and are made to last.

These executions include e-books, 
infographics, videos, animations, 
white papers, webinars and in-depth 
blog posts.

Elephants help educate customers 
and stakeholders, and influence 
decisions. Elephants play a part in 
gaining you access into prospects 
‘purchasing funnels’ well before those 
same prospects make it into your 
sales funnel.

Canaries are lighter, more numerous 
and fast-turnaround pieces of content 
– regular e-news updates, tweets and 
other social media updates, not to 
mention quick-fire blog posts.

They work interdependently with 
the elephants, often promoting the 
elephants and drawing customers and 
influencers towards them. The canaries 
effectively encourage interaction with 
the company, its brand and its media 
assets. The elephants meanwhile give 
the canaries something to sing about.

Elephants beget baby elephants, 
derived sub-assets which can add 
leverage to the initial effort that went 
into creating a single, expensive media 
asset. An animation, for example, could 
deliver material for infographics, blog 
posts or viral videos.

We’ll be happy to help you make 
sure your elephants are not of the 
white variety – and that your canaries 
aren’t dodos.

Little and large: blended content marketing

At Newton PR, we believe that content is 
indeed king when it comes making websites 
search friendly. A regular flow of content that 
your site visitors find attractive - whether 
authoritative blog posts, videos, infographics 
or podcasts - will certainly have a very strong 
bearing on how well your site ranks.

But does the primacy of content marketing 
mean that technical SEO input is irrelevant? 
No, certainly not. If content is king, then 
technical search expertise is still at least a 
jack in the pack.

Organic content marketing- 
based SEO
Some of the organic content marketing 
approaches that can improve search 
rankings include: 

• Keep content fresh
Google rewards the freshness of website 
content. So, adding new content and 
updating old material will pay dividends. 
Blog posts are one of the most obvious ways 
of keeping the flow of content moving. Also, 
content that appeals to searches for recent 
events, hot topics or regularly recurring 
events like annual conferences offers good 
mileage.

• Incorporate video
Web video is a great way of cutting down 
high bounce rates (percentage of single-
page visits to your site), which Google also 
marks down. According to Mist Media, the 
average web user spends 88% more time 



People nowadays are less receptive to 
being ‘marketed at’ and are typically 
delaying the point at which they contact 
sales people. Depending on your 
business sector and type, they may 
already be up to 70% down the decision 
making road before they speak to you. 
In getting to that point, they use the 
internet - via PC, tablet and mobile - to 
inform their decision making.

The platform’s core
Building a business today increasingly 
means building a digital platform. In 
many cases, a business blog is the 
ideal core of a digital platform and is 
especially important for businesses that 
want to portray themselves as the go-to 

experts in a particular field. 
A blog is a flexible vehicle for hosting 

content pieces from blog posts and videos 
to infographics and podcasts. And it pays 
dividends in SEO terms too if a healthy 
flow of fresh material is maintained.

We set up the Zorflexions.com blog 
for client Chemviron Carbon as a way of 
building a dialogue with medical and care 
professionals to support the international 
launch of new Zorflex® wound dressings.

The profession is sceptical of over-
promotion of brands by healthcare 
companies, and the blog helps to present 
product-based information and topical 
issues in a relaxed, informative and less 
corporate style than is sometimes used 
by the industry.

For consistency, the Zorflexions title is 
also applied to an eNews header and offline 
newsletter used as collateral for medical 
meetings, conferences and exhibitions. 

Challenges
Producing engaging content and 
measuring content effectiveness¹ 
were recently identified as the top two 
challenges for B2B businesses. A blog is 
an excellent platform for presenting your 
content in an inherently social way. And 
much of the potential content - reports, 
research and other assets that can readily 
be repurposed - is probably already 
sitting under your proverbial nose.

¹ B2B Content Marketing 2016, CMI and Marketing Profs
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managed for client 
Chemviron Carbon



When Coca Cola entered the Chinese 
market in 1928, they famously avoided 
adopting an early transliteration of the 
brand into Mandarin characters used by 
local shopkeepers. It literally meant: ‘bite 
the wax tadpole.’ 

Apart from being something too small 
to make it into Madame Tussauds, wax 
tadpole is, for me, a useful term to describe 
a brand name that sucks. So, how do we 
avoid spawning a tailed aquatic beastie 
when naming a brand?

Be creative
At the outset, suspend all judgment and 
just let the creative juices flow 
and let the ideas 
spill out 
onto the 
page or flip 
chart. You 
can take time later to put on what creativity 
expert Edward de Bono called your ‘black 
hat’ and apply a critical eye and ear to 
your longlist. Be ready to capture ideas 
that come to you out of the blue – keep a 
notepad and pen at the side of the bed. 

Be descriptive 
It can help memorability - and therefore 
marketing effectiveness - when a  
name describes what the company  
or product does. 

We recently developed a new product 
brand name – KlensTek® – for leading UK 
precision component cleaning specialists, 
Fraser Technologies. Our shorlist ranged 
from the Gaelic word for ‘clean’ to Greek 
for ‘power.’ But KlensTek won the day, as, 
in the client’s own words, ‘it does what 
it says on the tin – cleaning, backed by 
technology.’ 

Check availability
You obviously need to ensure that your new 
brand name is unique in the categories, 
market sectors and geographies in which 
you intend to use it. A good starting point is 
a trade mark search on the UK IPO website 
– www.ipo.gov.uk. You also want to own 
the domain name for your product – and 
the top level domain .com is best for recall 
and credibility.

Don’t automatically give up on a name if 
someone is already cybersquatting on the 
.com domain for your brand. Once you own 

the trademark you have rights to the name. 
Search ‘Uniform Domain-Name Dispute-
Resolution Policy’ at www.icann.org for 
details.

And, of course, check with your 
translation agency (or us) to make sure that 
your overseas markets wax lyrical about 
your brand rather than biting another wax 
tadpole!  

For more information on brand 
development services, call Ken Newton  
on 0141 354 1422.  

How to create a 
great brand name
(avoiding a ‘wax tadpole’) 

Checking what your shiny would-
be new brand name means in the 
main foreign languages is just one 
of the considerations in brand 
creation, writes Ken Newton. 

KlensTek®: does what it says on the tin

About Newton PR

Newton PR is a growth-
minded Glasgow-based 
public relations and content 
marketing consultancy, 
serving business-to-business, 
technology and health sectors. 
We deliver creative PR and 
marketing strategies, advice 
and implementation. We help 
businesses grow through 
content marketing, branding 
and collateral, media relations 
and crisis/issues management. 

The business is headed 
by Ken Newton, one of 
Scotland’s most experienced 
PR and marketing advisers. His 
experience includes a European 
PR role with US truck maker 
Hyster and senior management 
positions with international PR 
groups, Weber Shandwick and 
Grayling.

Clients in Scotland, the North 
of England and further afield 
range from ambitious small 
and mid-market companies to 
major corporates.

For more information or  
to discuss how we can 
support your business 
please contact us:

Tel: 0141 354 1422

Email: pr@newtonpr.com
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