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Of course, content is still a vital 
part of the marketing world and 
entirely necessary in engaging 
clients. But the problem doesn’t 
lie with content itself; the issue 
is that the creation of an endless 
stream of white papers, ebooks, 
articles, blogs, webinars, and 
videos has happened with no 
structure behind it. Faced with 
this overwhelming tide of content, 
buyers aren’t responding well.

“THE CONTENT KING IS A 
TYRANT”

According to Andrew Dalglish, 
Director of Circle Research, “the 
Content King is turning into a bit 

of a tyrant. He’s working his loyal 
subjects to the bone and that’s 
beginning to take its toll.”  This 
bold statement was published 
as part of the Content Marketing 
Benchmarking Report 2015 
from B2B Marketing. The report 
revealed some astounding truths 
about the reality of B2B marketing 
today – most notably, that content 
production has stepped up to 
extraordinary levels.

Forty five percent of B2B marketers 
have made a substantial increase 
in the amount of content they are 
producing. And this is at least 
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The Content King is Dead
but the Infrastructure Queen is 
Alive

The long-accepted idea that content is king is coming to an end. The 
relentless drive to create more content has left marketers struggling 
to engage customers and buyers. In the process, it has revealed the 
truth about the marketing monarchy: the Content King is dead, but the 
Infrastructure Queen is very much alive.



partially decided by executives: 
66% of marketers are being 
encouraged to produce 
more content by their senior 
management team. The figures 
aren’t surprising, as according 
to the Benchmarking Report 
71% of B2B marketers regard 
content marketing as a “very 
important component” of their 
day-to-day activity.

The importance of content 
marketing is borne out by the 
amount of time marketers 
are spending on it. Compared 
to two years ago, the 
amount of hours marketing 
teams dedicate to creating, 
distributing, and working with 
content has gone up by eight 
percent. That doesn’t sound 
like much until you learn that 
45% of the average marketing 
department’s time is now taken 
up by content. 

There are a few issues with 
pushing content to the extent 
that almost half of the day is 
spent on it. Even if you aren’t 
constantly producing content, 
and are promoting, editing, 
developing, and constructing 
the presentation for content for 
some of that time, there’s still a 
huge volume being generated. 
This has several unfortunate 
side effects, which are detailed 
below. 

> Diluted Messages

According to Marketo’s Jason 
Miller, endlessly generating 
content will only serve to 
dilute your message. It’s best 
to focus on the key messages 

you want to deliver and 
their components, instead 
of repeating yourself or 
producing material that is only 
tangentially related.

> Desensitisation

As pointed out by writer 
and artist Julie Neidlinger, 
audiences become desensitised 
to even the most shocking 
and surprising content. It 
makes sense that if you are 
distributing material that isn’t 
very interesting, audiences 
won’t pay attention. However, 
if you are distributing material 
that is interesting or shocking 
but there is simply too much of 
it, audiences will still turn away.

> Fluff

Pressure to over-produce can 
have the effect of making your 
content thin. When there is a 
small amount of information 
to spread out over numerous 
pieces, it’s easy to run out. 
This results in marketers 
padding out content with 
fluff: unnecessary or irrelevant 
information and material. Fluff 
is boring, and audiences know 
when they are being presented 
with it. 

> Repetition and Imitation

Over-production of content 
means that, eventually, you will 
run out of ideas. Even if you 
stay on top of every industry 
development, it’s difficult not to 
end up repeating yourself.

66%

44%

of marketers are being 
encouraged to produce 
more content by their 
senior management 
team

of marketers are 
dissatisfied with the 
results of their content 
marketing efforts 
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When this happens, many 
marketers end up simply imitating 
thought leaders instead of creating 
new insights by themselves. 

Of course, there is a difference 
between re-purposing good 
content and continually producing 
repetitive content. As long as you’re 
working with strong material and 
using it strategically, re-purposing 
and repetition do not bear any 
resemblance to each other. 

THE KINGDOM IS TURNING 
AWAY

With content being produced 
at a rapid rate on all channels, 
audiences are becoming 
overwhelmed. According to B2B 
Marketing’s Content Benchmarking 
Report 2015, 44% of marketers are 
dissatisfied with the results of their 
content marketing efforts. And as 
Andrew Dalglish puts it, another 
38% are struggling to “cut through 
the noise”. 

As content continues to be 
produced, audiences are only 
going to become more selective 
about what they choose to engage 
with. There are various ways to 
make content more interesting and 
bring audiences back, but they all 
require considerable effort. 

CONTENT STRATEGY IS 
MISSING

One of the biggest pitfalls in 
content marketing is a lack of 
strategy. Generating endless 
content in the hope that it will 

produce results is, at best, a waste 
of time and resources. The real 
value in your content will only be 
seen when you generate it as part 
of a strategy. Unfortunately, the 
figures reveal that many content 
marketers are not doing this.

According to the Smart Insights 
State of Digital Marketing 2015 
report, 50% of marketers aren’t 
operating with a clearly defined 
content strategy for their digital 
marketing. The Content Marketing 
Benchmarking Report 2015 reveals 
that 31% of its respondents don’t 
have a clearly defined strategy for 
releasing their content. 

However, the Ascend2 Content 
Marketing Trends Survey 
2015 revealed that 42% of 
marketers believe the lack of an 
effective strategy is one of the 
most challenging obstacles to 
succeeding in content marketing. 
So marketers know that the lack of 
a strategy is hurting their business, 
but a large number of them are 
going ahead anyway. Is that the 
Content King’s tyranny at work 
again, or are many marketers just 
lacking in knowledge when it 
comes to the full effectiveness of a 
content strategy? Perhaps it’s both; 
in which case, it’s time to hand 
control over to the Infrastructure 
Queen.

A successful content infrastructure 
is made up of two things: strategy 
and technology. So what makes a 
successful strategy?

71%
of marketers say that 
Sales is involved in the 
creation of content in 
their business
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A GOOD CONTENT 
MARKETING STRATEGY

The first thing you need when 
creating a strategy for your 
content is an idea of your goals. 
What do you want this content 
plan to achieve? Who do you 
want to reach? If you know that, 
then you can determine your 
ideal level of engagement and 
work backwards from there.

A content strategy has to have 
an ending: you can’t just plan to 
release one white paper every 
two weeks indefinitely. Instead, 
you need to know what you 
want to achieve and within what 
time frame you want to achieve 
it. With that in mind, you can 
build out a strategy that covers 
six months or six days, as long 
as it has a detailed schedule 
and the materials released 
complement each other. 

Good content marketing 
strategies are a collaborative 
effort. The sales team needs to 
be engaged with the process 
of building a content strategy, 
because they know exactly what 
buyers want. Thankfully, the 
majority already agrees with us 
on this: 71% of the marketers 
surveyed in the Content 
Marketing Benchmarking Report 
stated that Sales is involved with 
the creation of content in their 
business.

PERSONALISE IT 

Personalisation is woven into 
the fabric of every good content 
marketing strategy. One of 
the most productive areas of 
marketing automation is the 
personalisation and tailoring of 
content, so material only goes 
to people who will actually be 
interested in it. The alternative 
is leaving a vast amount of your 
audience bored because they 
often have no connection with 
the material being produced. 

Personalisation is facilitated 
by really understanding your 
audience. This is another area 
where Marketing can work 
very successfully with Sales to 
achieve a mutually beneficial 
outcome. The sales team have 
a great idea of customer pain 
points, and those are the key 
to understanding what kind 
of content your audience 
really wants. Creating buyer 
personas is just one way of 
getting to know your buyers; 
other possibilities include focus 
groups, surveys, and one-to-one 
sessions with existing clients.

TECHNOLOGY AND CONTENT 
MARKETING

Not only has technology 
enabled content consumption 
to increase, it has also made 
it possible to distribute it 
and measure its impact more 
effectively than ever. Marketing

38%
of marketers are 
struggling to “cut 
through the noise” with 
their content
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automation platforms like Pardot, 
Marketo, Salesfusion, and Act-On 
allow B2B marketers to determine 
who should receive their content 
and deliver it to them effectively. 
Whether the material is being sent 
via email or put behind a landing 
page on your site, MA software 
makes sure that every interaction 
with it is recorded and used to 
influence future creation.

Recording interactions 
with content, websites, and 
communications is the best way 
to determine not only who is 
engaging with your content, 
but also at what level they are 
engaging. Engagement level 
can be tied in with long-term 
strategizing, so if customers aren’t 
showing an interest in content it 
can be changed. 

One way of using technology to 
ensure that you are getting the 
results you need (and can change 
your strategy if they aren’t) is 
establishing metrics. Programs 
offered by businesses like Marketo 
allow you to determine exactly 
what you want from your content 
and measure its success in a 
quantifiable way. As you watch the 
figures change, you can see exactly 
how well a content campaign is 
doing. This also establishes a way to 
measure the ROI of your campaign, 
which is ideal in today’s marketing 
world: according to the Content 
Benchmarking Report, 53% of 
marketers regarding measuring ROI 
as a significant challenge.

THE NEW REIGN OF THE 
INFRASTRUCTURE QUEEN

So the message is clear, and the 
statistics bear it out: the Content 
King’s tyrannical rule is, if not 
coming to an end, changing 
considerably. Content marketing 
requires a solid infrastructure 
of strategy and technology to 
succeed and demonstrate that 
success. Without it, marketers are 
just wasting time and resources 
generating content that audiences 
don’t pay attention to and don’t 
need.

For more information on 
content marketing, marketing 
automation, and aligning 
sales and marketing, contact 
McRae&Co at contact@
mcraeandcompany.co.uk.

Get in touch
w: mcraeandcompany.co.uk

t:  0141 339 1653
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e:  contact@mcraeandcompany.co.uk

Click here  
to find out about 
McRae&Co’s 
lead generation 
programmes 

http://www.mcraeandcompany.co.uk/our-products/monthly-b2b-lead-generation-programmes.html
http://www.mcraeandcompany.co.uk/monthly-b2b-lead-generation-programmes.html

