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Foreword

When I ﬁrst started leading digital content and marketing teams in the early
2000s, I quickly acquired a passion for sharing practical advice, expertise and
helping others through my experiences.
This has driven me to communicate and distribute my expertise spanning
many of the most popular business, search, digital and marketing sites on the
Internet.
Over the past 151 years working in the marketing industry within senior
positions, I’ve had the privilege of driving many hundreds (likely thousands) of
integrated marketing projects, cross-channel marketing/content campaigns,
ongoing projects and long-term retainer bodies of work.
I have worked with some of the largest international businesses, brand new
start-up companies and hundreds of small- to medium-sized businesses (SMBs),
all bringing new challenges and opportunities to explore marketing content
approaches to deliver increased results.
The most common thread spanning all of this time collaborating with businesses regardless of scale, historical performance or budget, is that business,
marketing and wider user content can always deliver more.
In 2016, I created my ﬁrst solely authored book which has now launched into
international audiences (Tactical SEO: The Theory and Practice of Search Marketing), and ever since then have been planning to complete this guide, helping
businesses and practitioners generate business and marketing content that works.
This book empowers content professionals, marketing teams and practitioners
of all industries to take gut feel out of the content creation process and replace it
with something much more powerful and effective – data-driven insight.
Throughout this guide, you will be provided with everything you need to take
your marketing content to a higher level of contribution towards attaining and
exceeding your business goals and objectives.
This guide will improve and grow your data ecosystem to empower more
meaningful marketing content creation. You will also be able to identify,
understand and strengthen your business marketing content to make every word
you produce contribute more towards your aims and company aspirations.
Practical expertise is apportioned spanning the key marketing channels,
enabling you to target new and existing users regardless of medium or industry
with effective content. Added to this, everything is fuelled by data and expertise.
Common marketing content barriers are explored, plus tips are shared to help
you overcome the challenges being faced by most companies, plus you can see
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how to efﬁciently evaluate your content progress, set the right benchmarks for
your business goals, as well as report on your future content successes.
If you want to solidify your content success, gain ground on the top competing
businesses within your market and create unique marketing content differentiation, this book is for you.
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Chapter 1

Introducing Data-driven Content
There is more information being collected today than at any other stage during
human existence. As you might expect, a substantial amount of this data can be
used for enhancing your existing marketing content, plus creating new marketing
material that works harder, plus contributing more towards your professional and
business goals.
This wealth of new data poses a substantial threat and untapped opportunity
for individuals, practitioners and businesses alike, when it comes ideating and
producing effective business and marketing content, as well as keeping in touch of
the growing online and ofﬂine competition.
To put new data growth into context, every minute Google completes 3.6
million searches, 103 billion spam emails are sent and 69 thousand hours of video
is streamed on Netﬂix, and that’s just the beginning.
Based on IBM data, 90% of all data available to us today were created in the
past two years; this equates to 2.5 quintillion bytes of data created every day,
demonstrating the rapid changes in data availability, and the business opportunity to leverage this wealth of ever-increasing data for new insights, actions and a
competitive company advantage.

Data-driven Content
Data-driven Marketing Content: A Practical Guide empowers you to identify,
understand and act on ever-changing data to make meaning from the deep data
dilemma.
Everyone can have access to data-driven insights, which can turn mundane,
thinner value content into purposeful, positioned marketing materials created
with the user in mind, and is able to deliver results regardless of medium, marketing channel or intended audience.
Businesses and practitioners in all industries are at a point where they know
there is a need to understand and use data more effectively to create result-based
content, but the informational barriers to entry are often high.
For companies to succeed, they need to act fast and conﬁdent that the practical
and strategic marketing content decisions they make, combined with the resource
they deploy, are going to deliver end results faster and more frequently.
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This is where Data-driven Marketing Content: A Practical Guide helps.
This book explores the data-driven content opportunity, shares practical tips
and expertise generated over thousands of business and marketing content projects and empowers you to make more successful content choices.
As you use this guide you will ﬁnd chapter summaries, important term deﬁnitions and practical tips and advice, helping you to delve further into material
that interests you the most, remove informational barriers sooner and digest
information faster.

The Data-driven Content Process
The data-driven content process to follow when developing a repeatable system
for marketing content creation that works can be effectively segmented into ﬁve
stages:
(1)
(2)
(3)
(4)
(5)

Needs: data discovery, opportunity and consolidating needs
Collection: data collection, assessment and labelling
Processing: data processing, storage and distribution
Management: data managing, integrity and usefulness
Reﬁnement: data reﬁnement, analysis and insights

Over the next few sections, we provide visualisations of this process in action,
plus each segment previously referred to is discussed in greater detail.

Needs: Data Discovery, Opportunity and Consolidating Needs
The needs stage of the data-driven content process centres on the end user goals,
objectives and desired outcomes from the data.
By putting clearly deﬁned business data needs in place and matching these with
solution-orientated outcomes and objectives, it becomes possible to outline
expectations and describe practically what a successful data-led project looks like.
This ‘needs phase’ determines the attention of the collection stage.

Collection: Data Collection, Assessment and Labelling
Only once business data needs have been identiﬁed and agreed, can the collection
stage begin.
Whilst it is likely you have a number of data discovery points in place already,
it is necessary to take a step back from what’s already present and contemplate
what can potentially become available to fulﬁl your business data requirements.
This provides a more comprehensive data collection body of work and expected
improved foundation for future insights derived.
In most cases you will have silos of disparate business intelligence and data,
which will require collecting into a single place. This assists you in the recombination of separate data points and sources for added and unique gains.

Introducing Data-driven Content
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Once the data collection is at a required level of completion, you will need to
review its accuracy, usefulness and compatibility for purpose. This can be a fairly
succinct process and likely fairly subjective.
Practical Tip. As a quick tip, it is worth encouraging wider teams, staff and
stakeholder involvement at this time. It is much easier to modify and add to data
sets now rather than retrospectively.
When combining data sets and gathering information in a single database, you
need to label everything. Labelling data is about making data meaningful and
informative. Sharing suggested labels, and gathering wider team input through
crowdsourcing feedback is critical for future usability and insights.

Processing: Data Processing, Storage and Distribution
As you may have noticed, the steps within the data-driven content process tend to
overlap and integrate between phases.
The data processing phase considers the usefulness of the information derived
from the data.
This functional step takes raw data and transforms them into processed
information which is effectively stored for repeat use and distributed to the end
users.
With each step of the process, you need to reﬂect on the successful application of the completed phase, re-evaluate whether it has delivered on all of the
priority areas and needs identiﬁed then conﬁrm this with stakeholders and end
users.
You will want to limit assumed positive outcomes as much as possible while
you progress to encourage data integrity later on.

Management: Data Managing, Integrity and Usefulness
Organising and managing your data is concerned with ensuring the data you have
meet the current, changing and ongoing needs or your organisation.
Fundamental characteristics of this body of work include the ongoing maintenance of the data, the integrity of it and making sure it is ﬁt for purpose.
Data management and assessed usefulness of work can often sit more effectively with key staff who are also end users of the data. This is primarily due to the
fact that it will be their changing needs and outputs that are fundamentally
dependant on the data usefulness.
Data integrity will usually be reliant upon the development and IT teams,
accountable for data collection and processing; however, a feedback loop needs to
be in place for any user to improve the value and usefulness from the data by
reporting back to relevant departments: bugs, reﬁnement, improvements and
ideas.
The more that the wider company is included at the early stages of data-driven
content, the easier it is to expedite the process and include these type of
approaches within wider company departments and the business culture as a
whole.
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Reﬁnement: Data Reﬁnement, Analysis and Insights
The end goal of data reﬁnement is the development of an integrated data source,
which has successfully combined previous separate and dispersed data sets into a
ﬁnal product ready for new use.
Part of this stage involves creating commonality between the data points and
the removal of vulnerabilities so that the data have a shared purpose and usefulness for gleaming fresh insight and analysis from.
It can be beneﬁcial to consider this ﬁnal part of the data-driven content process
as an outcome, which reﬁnes data potential into information ready for analysis,
insights and actions.

The Data-driven Content Process Chart
Fig. 1.1 gives you the visual representation of the data-driven content process in
action.

Overcoming the Big Data Gulf
The quandary that this rapid inﬂux of data is causing is that the super brands are
able to invest heavily into turning these data into meaningful insight and
immediate next actions; however, this is creating an ever-increasing gulf with the
remaining 99% of businesses.
This big data gulf is no more present anywhere else than when it comes to
creating effective business and marketing content that delivers on its objectives.
The gap is more noticeable online, and this is reﬂected in this guide, but it is not
exclusively so.
If you want to create digital marketing content that works, reﬂects the
changing needs of your audience, and delivers results regardless of device and
channel, big data is the competitive advantage you are not yet maximising.
It’s important to mention at this time that data-driven content is not only
about marketing content but also a changing approach towards creating any
purposeful business content online or ofﬂine.

Big Data
Big data is a term most businesses and marketing professionals will have heard
frequently over the past few years, with growing momentum and buzzword
popularity since 2015. As you might expect, the term ‘big data’ can mean many
things to various people; however, for the purposes of this book:
‘Big data refers to large data sets that can be analysed, interrogated and processed in order to provide new meaning, value and understanding.’
Big data can be structured and unstructured, qualitative and quantitative, and
is all encompassing.
A key characteristic to keep in mind with big data is the combination of ‘highvolume’ data accessibility and the potential to deliver increased data-driven
advantages and insights (primarily to businesses).

Introducing Data-driven Content
Needs:
The initial stage requires identifying,
prioritising and setting/agreeing the
business needs and focus areas.

Discovery

Opportunity

Consolidating

Collection:
The second stage requires effective
data gathering, confirmation of
requirements and data qualification.

Collection

Assessment

Labelling

Processing:
Compleng a series of operaons
on the data to make it more meaningful
and ready for use.

Processing

Fig. 1.1.
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The Data-driven Content Process Chart.
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Management:
Organising the data and assessing
data validity and usefulness for
purpose.

Managing

Integrity

Usefulness

Refinement:
The inial stage requires idenfying,
priorising and seng/agreeing the
business needs and focus areas.

Reﬁnement

Fig. 1.1.

Analysis

Insights

(Continued).

Another point to acknowledge is that big data is less about isolated quantities
of data, rather an added focus on what you are able to do with the data to make
better strategic and tactical decision-making.
The end goal being making more out of every piece of content you create,
whether this is for marketing purposes or broader company needs.

The Fundamentals of Big Data
There are four fundamental characteristics to take note of with regard to big data,
commonly referred to as ‘The Four V’s’.
You may ﬁnd other sources citing ‘value’ as a ﬁfth ‘V’, but this is a selfexplanatory and an assumed feature, plus other reference points have been seen
incorporating visualisation, viscosity and virality into the mix for other fundamental expansion.
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The primary (Four V’s) for big data which are described in greater depth next are:
(1)
(2)
(3)
(4)

Volume
Variety
Velocity
Veracity

More About the ‘Four V’s’
Volume can be seen as the fundamental criteria attributed to big data. Without
scale you have data, but not the level of information required to derive any degree
of competitive advantage or insight outside of the traditional informational
expectations.
Variety is what makes big data all encompassing. There are thousands of
mainstream data collation and access points (Google, Bing, YouTube, Google
Analytics, Google Search Console, Facebook, Twitter, to name but a few); a
visible characterisation of big data includes recombining these disparate data sets
to support fresh (new) value. There are no rules with data variety, a Facebook
feed, social media share, webinar, video transcript, and anything else you can
think of, may have some level of data merit for future use.
Velocity refers to the rate and regularity of data requiring processing combined
with the functionality of streaming that data. Modern televisions, computers, car
sensors and any application or device that can send and receive data (consider the
Internet of Things) contribute to velocity.
Veracity is the accuracy and trustworthiness of the data. You will have heard
the saying ‘garbage in, garbage out (GIGO)’, this cannot be more overstated in
importance when it comes to considering big data. If your data are not accurate
or credible, everything you gather from them will be unreliable and ﬂawed.

Business Insights and Value
Business insights (and ultimately actionable value) are the principal end goals for
data driving any element of your business or marketing approach.
The building blocks and foundation for generating business insights and value
are almost always people and technology. You should consider these two areas as
the basis from which everything else is built upon.

The Business Insights and Value Stack
The Business Insights and Value Stack (Fig. 1.2) are something uniquely created
for this guide. This stack comprises the ﬁve building blocks that are built (stacked)
upon people and technology foundations.
The ﬁve stackable items are:
(1) Data: Needs, Collection, Processing, Management and Reﬁnement
(2) Information: Knowledge and Presentation
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Business Insights and Value
Strategy Predictive/Prescriptive
Action Analysis, Reporting and Instruction
Intelligence Analysis and Instruction

Information Knowledge and Presentation
Data Needs, Collection, Processing, Management and Refinement
People
Technology

Fig. 1.2.

The Business Insights and Value Stack Chart.

(3) Intelligence: Analysis and Instruction
(4) Action: Analysis, Reporting and Instruction
(5) Strategy: Predictive/Prescriptive
Each of these stackable component parts build chronologically from the bottom upwards. Every step of the process is actively contributing towards the same
objective area and end goal.

Data
We have covered the data item in some detail within ‘The Data-driven Content
Process’ previously, including deﬁnitions for data needs, collection, processing,
management and reﬁnement.
For the contexts of this book, the term ‘data’ is chieﬂy represented as larger
data sets and more speciﬁcally ‘big data’.
As a reminder, big data refers to large data sets that can be analysed,
interrogated and processed in order to provide new meaning, value and
understanding.

Information
Data provided have a requirement to convey facts and details arranged and
presented to encourage additional learning and logical understanding of the
information contained.

