Content strategy overview

We create and distribute content that directly supports business
objectives. Our content strengthens market presence, delivers high-
quality leads, empowers sales effectiveness, and builds lasting
customer loyalty and advocacy.

Our strategy maps content to every stage of the buyer journey,
ensuring each asset plays a measurable role in driving pipeline and
revenue. By aligning messaging, formats, and distribution with
audience needs, we turn content into a scalable growth engine.



Business objectives

Market leadership

Publish thought leadership, research, and insights that
position us as the Al authority

Highlight differentiated expertise and use casesto
stand apart from competitors

Impact metrics: Share of voice, organic traffic growth,
analyst mentions

Demand generation

Launch gated hero and supporting assets that convert
interest into leads

Drive a consistent flow of qualified opportunities into
the sales and partner pipeline

Impact metrics: Leads generated, MQLs, gated asset
conversion rate

Sales acceleration

Deliver proof points, ROl models, and case studies that
eliminate buyer hesitation

Arm sales teams with tailored content that advances
deals faster

Impact metrics: Pipeline velocity, influenced
opportunities, win rate lift

Customer success and retention

Enable adoption with onboarding guides, tutorials, and
training resources

Increase renewals, upsells, and advocacy through
ongoing education and customer storytelling

Impact metrics: Product adoption rate, renewal rate,
expansion revenue

Brand trust and advocacy

Strengthen credibility with analyst validation, customer
proof, and responsible Al messaging

Activate satisfied customers as advocates to expand
reach and influence

Impact metrics: NPS, referrals, advocacy program
participation



Target audiences

Audience

Business Leaders

Technical Leaders

Buying Committees

Practitioners

Focus

Strategy, outcomes, and
market advantage

Integration, scalability,
readiness, ROI

Decision support, vendor
proof points, cost and risk

Practical guidance, usability,
and validation

Content Needs

Market insights, competitive
positioning, business value

Proof of technical fit,
readiness tools, ROI
justification

Vendor comparisons, peer
validation, cost/risk evaluation

Hands-on product knowledge,
how-to guidance, validation

Example Assets

Thought leadership articles,
industry white papers, analyst
briefs

ROl calculators, readiness
assessments, implementation

guides, explainervideos

Case studies, buyer’s guides,
testimonials, sales one-
pagers, ROl models

Webinars, product demos,
tutorials, knowledge base
articles



Storytelling approach

* Develop flagship hero assets, such as white papers, ROl tools, webinars,
and product tours, that act as cornerstone demand drivers and set the
foundation for pipeline growth

« Amplify hero assets with supporting content, like blogs, social content,
videos, and briefs, that extends reach, sustains engagement, and maximizes
return on investment

* Time content launches with business moments, like product releases,
industry conferences, and annual reports, to maximize relevance and impact

« Map all activity to funnel stages so content drives measurable progression
from awareness through retention

Measure performance with funnel-based KPls, such as signups, demo
requests, influenced opportunities, and renewals, to demonstrate ROI




Strategic content triggers

Activating timely milestones and market moments to drive engagement

ﬁ

Integrate key product
milestones and moments into
quarterly content calendars,
including launches, major
feature releases, roadmap
announcements, and events.

Leverage product expert
channels for ongoing visibility
into upcoming triggers,
enabling better planning, faster
alignment, and agile content
activation across teams.

O

Anchor strategic themes and
storytelling around these
triggers to ensure content stays
timely, relevant, and
connected to broader
marketing motions.

Prioritize audience-first
messaging for each trigger,
translating technical
milestones into clear business
value and customer outcomes.



Building content that converts

Awareness

SEO and GEO blogs > answer intent-driven questions
Thought leadership 2 build authority and trust

Social content (short videos, carousels, infographics) >

expand reach
Webinars/podcasts > engage and showcase expertise
Goal: email sighups, follows, return visits

Acquisition/Consideration

Case studies > social proof, impact

White papers/ebooks > gated deep dives
Comparison and buyer guides > position best fit
Nurture emails > personalized progression
Interactive tools > data capture + engagement
Goal: demo requests, downloads, MQLs

Decision
* Product demos/walkthroughs > show value

* Testimonials/reviews > peertrust

* ROl calculators/business cases > quantify impact
* Sales enablement > decision-support

 Goal: contracts, purchases, activations

Retention/Advocacy

* Onboarding guides/tutorials > seamless adoption
* Knowledge base/help content > self-serve support
* Newsletters > ongoing engagement

* Advanced training/webinars > product mastery

* Advocacy programs/stories - referrals, upsells
 Goal: renewals, upsells, referrals



Calendar

Jan

Feb

Mar

Apr

Hero Asset
(Gated)

Al in Business
2026 White
Paper

ROI Calculator

Al Readiness
Assessment
Tool

Webinar Series:

Al for
Competitive
Advantage

Supporting
Assets

3 SEO blogs, 2
LinkedIn
carousels, 1
webinar

2 video
testimonials, 1
customer story,
sales one-pager

2 explainer
videos, 3 blogs,
1 thought
leadership
article

4 socialclips, 2
follow-up blogs,
1 analyst brief

Distribution
Channels

Blog + social
launch, nurture
email, paid
campaigns

Blogrecap,
nurture
sequence, sales
enablement
package

Social
campaign,
nurture emails,
gated download

Webinar promo
via social +
email, nurture
sequences
(recording
repurpose)

Trigger /
Moment

Industry
conference
keynote (trends)

Product
milestone — new
feature release

Product
roadmap
briefing + mid-
year update

Annual report
release

Audience

Executives,
strategy leaders

Buyers
evaluating
solutions

IT and
operations
leaders

Practitioners,
analysts, mid-
level decision-
makers

Funnel

Awareness >
Consideration

Consideration >
Decision

Consideration

Awareness >
Consideration

Downloads,
email signups,
social
engagement

Tool
completions,
demo requests,
influenced
pipeline

Assessment
completions,
leads generated,
MQLs

Registrations,
attendance,
influenced
opportunities



Why Al Agents are Essential for Business Transformation
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