
Rescuing 
marketers from 
B2B boredom
A Demandism speical



Building a 
media machine 
for B2B



What it means for us

• It means building your own audience within key subscriber channels.

• It means creating processes around content that enables you to consistently produce top quality 
content that can power many other areas of your marketing engine.

3 key ingredients for a successful strategy when it comes to this:

1. Quality of the content
2. A point of view
3. Consistency



What are our key channels

•YouTube
•LinkedIn Company Page
•LinkedIn SME Profiles
•Podcast
•Newsletter/s
•Blog – powered by our 'story hunters' rather than SEO writers



How do you scale the media 
machine?



How do you scale the media 
machine?

•Each channel has an owner, including SME's
•Each channel has it's own set of clear KPI's and goals



Goal/KPI example: SME

- Scale LinkedIn followers to over 24K by end of June 22. Adding 1K a month.

- Contribute to an uplift in organic unique blog views of 25% every quarter (17% 
currently).

- Become the voice of the sales newsletter, with subscribers increased by 50% every 
quarter (25% currently).

- Become the host of the Revenue Champions Podcast, sourcing influential and 
interesting speakers on a weekly basis and helping to scale regular active listeners to 
150, from 35. Host an episode every week.

- Produce regular video content to help drive YouTube subscribers up to 10k in year 1/ 
2,500 a quarter (currently on 600).

- Run bi-weekly live events







Content that 
gives buyers an 
advantage



The Old Way

• Create an e-book on a popular topic 
with the primary goal being to 
generate leads

• Add to a gated landing page

• Run gated lead-gen ads on paid 
social

• Focus on generating as many leads 
as possible

• Measure success based on CPL and 
spot check quality once every 2 
weeks



The New Way

Video snippet from our subject matter expert. 
Running on LinkedIn paid. 

We measure:
Video views, engagement, CTR

Live cold calling training with our subject 
matter expert

We measure:
Qualitative feedback, actionable insights 
we can repurpose on social

Interactive landing page

We measure:
Time on page, reducing bounce rate



The New Way

Ungated, actionable cold calling script that can be put into 
practice.

We measure:
Engagement, CTR, optimise for web visits

Repurposing content via our podcast. 

We measure:
Qualitative feedback, building up brand awareness, 
securing more subject matter experts as guests



Creating Value Driven Content

• Your content needs to be value driven and relatable. Utilise subject matter 
experts to help you deliver this.

• Decide on your content types - Thought Leadership, Tactical, Product, Social 
Proof

• Start by focusing on channels that work best for you right now and experiment 
with different content formats. Double down on what works.

Checklist

1. Listen to customer calls
2. Identify key pain points
3. How can you help solve these 

pain points?
4. How can you best deliver this 

content on your audience’s 
channel of choice?

If LinkedIn was my channel of choice:

• Value driven company posts – no promotion
• Test video snippets on tactical content bucket
• Product ads based on customer / prospect insights
• Start to build a brand with employee posting



How we use 
ungated 
experiences 
to boost inbound pipeline 4x



Media Machine: 
Example Activity

Demandism

Podcast

Organic social

Blog

Paid social

Newsletter



What do you measure?

Think like a media company.

Don't focus heavily on direct results such as 
leads or demo requests.

Instead, act as if you're a media company, and 
focus on measuring the success of the content.

That means your primary measure of success is 
engagement, feedback and interaction.

Not leads, meetings booked or conversations.

Things to track:

• Likes, comments, CTR, video views, reach
• Page views, bounce rate, time-on-page, scroll 

depth
• First/last touch UTMs
• Direct feedback from ICP
• Subscribers, total listens, average audience, 

attendee numbers
• Anonymous conversions
• Newsletter subscribers, replies, CTR



The results?

The Quantitative
Direct demo requests

Pipeline

The Qualitative



Other ideas to consider

On Demand 
Nurtures

Is it time for Netflix style 
email nurtures?

Ungating content means 
you're focus switches to be 
100% about delivering it in 
a way that is best 
consumed.

Can any of us judge when 
someone is ready to see 
the next bit of content?

Website Journey

How easy is your content to 
navigate on your website?

Ideas:

• Use of Drift bot
• Use of CTA and dynamic 

recommendations
• Move away from 

compartmentalizing your 
content

• Web pages over eBooks
• Use of video and audio in pages
• Interactive games and quizzes


