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How to Create 
Content That 
Converts
Aligning your content initiatives 
with your business goals
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To achieve high content 
marketing ROI, you need to know 
your audience and align your 
Marketing and Sales teams.

Content is a powerful tool in your sales and marketing arsenal. 
It’s a key component of both demand generation and account-
based marketing (ABM). But like most tools, weilding it 
properly is essential to success. 
 
Good content alone isn’t enough to achieve your business 
goals. People are inundated with content, meaning your 
timeframe to make an impression is limited. Generic content 
that misses the mark won’t cut it. You need a clear target 
audience, an informed distribution plan, and meaningful 
messaging that will turn people into prospects and prospects 
into customers.
 
This guide will help you understand the maturity level of your 
current content plans, determine how you can improve your 
strategy, and then map a route to get your content to higher 
ground.
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Level 1: Make It Cohesive

At Level 1, you’re creating good-looking blogs, white papers, 
e-books, and ads. You’re focusing on creating quality content. 
But it’s hard to say if that content is working with your target 
audiences to increase sales-ready leads. 
 
Level 1 content still requires cohesive messaging that positions 
you as a solution for a specific audience and a reporting 
structure for gauging your content’s impact. Content may 
perform, but maybe you don’t have a documented system for 
gathering insights to inform future content creation.
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Level 1: Make It Cohesive

To increase your content’s success, you need to match all the 
good-looking content you’re creating to the people you need to 
reach. Start by understanding who you’re talking to and where 
they engage with content most. 
 
Use reporting tools (like Google Analytics, social media 
analytics, etc.) to gather insights about your web traffic, social 
interactions, and any other helpful data you have access to. 
This will put you on the path to a more cohesive and effective 
content strategy.
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Level 2: Make It Meaningful

Content and strategy begin to come together under unified 
messaging in Level 2. Your marketing begins to exhibit a 
messaging-focused content flow often based on light data 
points that indicate preferences from your audience (informed 
by SEM or A/B tests).
 
While more meaningful than Level 1 content, content in this 
phase is still “post and pray” since everyone in your prospective 
audience gets the same messaging regardless of need or 
marketing funnel stage.

Messaging
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Level 2: Make It Meaningful

Bringing content and strategy together is no easy feat. To scale 
this mountain, you need to take a look at your audience and 
identify what they have in common. What content formats and 
messages will resonate with them, and what channels are they 
most likely to use? Data from past efforts should inform your 
choices.
 
Next, go beyond gathering basic data about your audience’s 
preferences. Take a deep dive into who you should be talking 
to and identify your Ideal Customer Profile (ICP). Your ICP is a 
set of characteristics that make up your best customers, or the 
accounts with the greatest lifetime value. An accurate ICP puts 
you on solid ground for growing the success of your content, 
and it’s the first step for developing personas and buyers’ 
journeys.
 
To create an ICP, you’ll need to analyze your current customer 
data and potentially conduct industry research.
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Level 3: Make It Work

At Level 3, you’re focusing on content messaging and 
distribution plans to match your buyer’s journey and personas 
to achieve solid marketing goals, but your efforts likely aren’t 
yet aligning with your organization’s sales goals.
 
Level 3 is a sweet spot where marketing goals (campaigns, 
quarterly quotas, etc.) become part of an overarching 
strategy—and the ways in which you aim to meet and surpass 
those goals are highly informed by historical data.
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Level 3: Make It Work

To reach Level 3, you need to—wait for it—take an even closer 
look at your audience, mapping out exactly who they are and 
how to connect with them. You’ll need to identify specific 
personas within your ICP. These are the decision-makers at 
the companies you want to sell to. 
 
Then you’ll need to pinpoint where these personas fall within 
the buyer’s journey. Are they aware they have a problem? 
Are they close to making a purchase? The answers to these 
questions help you focus your messaging, choose content 
formats, and distribute the content you’ve created.
 
Once you deploy strategic content, you can use it to gather 
leads that Marketing then sends on to Sales.
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Level 4: Make It Aligned

Messaging

Tracking
Pixels

Sales
Alert

Meaningful
Sales Interaction
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E-book Web Page

Email CRM

In Level 4, top-notch content and precise, data-focused 
strategy are firing on all cylinders to deliver marketing that 
populates a CRM with meaningful information, making it easy 
to collaborate with Sales and pass off warmed leads.
 
Messaging and goals align with personas and a buyer’s journey 
to push prospects down the funnel and amplify Sales’ ability to 
have meaningful conversations and prioritize their time. Hyper-
focused ABM initiatives can also happen at this level.
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Level 4: Make It Aligned

Aligning Marketing and Sales is never easy, and when these 
teams aren’t aligned, no one works as efficiently or effectively 
as possible. Good leads might not make it from Marketing to 
Sales. Sales reps might waste time on leads that aren’t a good 
fit. Miscommunication can leave everyone frustrated.
 
You need your Marketing and Sales teams to navigate with 
the same map. Start by connecting your systems so everyone 
works with accurate and current information.

Consider this process: A company’s ads drive prospects to a 
landing page where they can download an e-book. A tracking 
pixel alerts the company to who landed on this page, and these 
prospects are automatically put into an email nurture program. 
Once a prospect interacts with these emails—showing a higher 
level of interest in the company’s offerings—they’re added to 
the company’s CRM platform, and Sales receives a notification 
about this warm lead.
 
In an integrated system like this, Marketing delivers the best 
possible leads to Sales, ensuring sales reps spend their time 
on only the best prospects. By consistently passing good leads 
on to Sales, Marketing proves its value to Sales and the whole 
organization.
 
Additionally, if you’re pursuing an ABM strategy as well as 
traditional demand gen, this type of integration helps align 
teams as you prioritize your high-value accounts and track how 
they interact with your content.
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Level 5: Make It a Team Effort

Sales enablement requires collaboration. At this stage, 
marketing is so flush with data and aligned reporting that it 
can actually anticipate Sales’ needs—giving them the content 
they need to close deals before they know they need it.
 
In this aligned environment, Marketing foresees Sales’ pain 
points and roadblocks and both teams work together to 
develop meaningful content for prospects that helps Sales 
close deals.
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Level 5: Make It a Team Effort

To reach a place where Marketing isn’t just handing off leads 
to Sales, but is instead working alongside Sales to nurture 
prospects and close deals, you need to constantly make 
choices—and adjustments—informed by data. Especially if 
you’re using ABM, you need Marketing and Sales to have 
constant insights into what’s working and what isn’t.
 
With the right data insights, Marketing can create tools for 
Sales like email templates, product guides, case studies, and 
informative videos. Having this content ready for Sales to 
deploy at the right moment means prospects will see exactly 
what they need to move toward a purchase.
 
Once a sale closes, information from that sales process should 
inform the next sales cycle. Marketing should gather insights 
from Sales about that customer’s important characteristics 
and behavioral cues at the time Sales received them, plus 
what content helped close the sale. If you’d like, you can even 
interview new customers and ask why they decided to buy. 
Use this data to make changes to content (format, messaging, 
personalization, channel distribution, etc.), so it will more 
efficiently move prospects through the buyer’s journey and 
enable sales reps to do their jobs better in the future.
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What’s Next?

Elevate your marketing 
to amplify sales.

By assessing your current content and filling holes 
in your process, you can optimize your marketing to 
become a great asset for your company. An informed, 
aligned content strategy can lead to a bigger close 
ratio, greater lifetime customer value, and a faster 
sales pipeline—all things your Sales team and the 
rest of your organization will get behind. And you’ll 
be confident you’re spending your marketing budget 
wisely by focusing on the right content projects.

Learn more about how Bonfire can 
help you build a content strategy 
that sells!

Think others on your team need to hear 
about content strategy alignment?

TALK TO A MARKETING SPECIALIST

SHARE THIS E-BOOK!
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