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DEVELOPING A CONTENT STRATEGY FOR 
BRAND ALIGNMENT AND SALES ENABLEMENT 
 

Overview 
Stop embarrassingly scrambling for proposals retrofitted from a prior project that has no relevance to the client at 
hand. A well-developed content strategy gives your revenue-growth team the expertise, agility, speed, and 
outcomes that well-informed clients look for in a B2B advisor (i.e. the salesperson for an informed economy): 

 Overviews that make a good first impression. 
 Case studies that nurture prospects towards converting. 
 ROI calculators that seal the deal. 

All aligned with the intelligent B2B brand that you want to convey. 

Attend this course and you’ll be able to… 
 Clearly understand inbound and content marketing concepts such as the marketing funnel, buyer’s journey, 

and buyer personas 
 Produce and use a brand-aligned B2B sales enablement kit and playbook composed of content pieces (e.g. 

overviews, presentations, case studies, ebooks/whitepapers, proposals, project status updates) that will move 
B2B prospects from Awareness to Consideration to Decision and to Delight 

 Plan, execute, measure, and follow-up on a content marketing campaign 

Methodology 
| Mark Ritson-inspired lecture and discussion 

| Hands-on workshop activities 
| Custom take-back-to-work deliverables 

Requirements and Prerequisites 
PC or laptop with MS Office 2016 
Web access 

 

Course Outline 
Day 1 
| Introduction to inbound 
| Introduction to content marketing 
| Introduction to the marketing funnel 
| Identifying six- to 12-month business and marketing goals 
| Creating buyer personas for your B2B brand 
| Mapping out the purchase journey of your buyer personas 
| Mapping out content needs for stages of the buyer’s journey 
| Determining your brand’s unique selling proposition 
| Hands-on workshop: improving real-life Awareness-level content 
| Homework: getting started on inbound certification 
Day 2 
| Implications of your buyer personas and your brand’s USP to your 
editorial/content direction 
| Hands-on workshop: improving real-life Consideration- and 
Decision-stage content 
| Workshop activity presentation and feedback 
| Developing and executing a content campaign 
| Free tools and resources: content marketing strategy workbook 
and checklist 
 

TRAINER  
Jay Manahan (jaymanahan.com) is the 
autonomous, comprehensivist hands-on 
creator with enough large-enterprise 
experience that tech and outsourcing 
startups and growing midsize B2B 
businesses seem to need. It doesn’t 
matter that he’s won multimillion-dollar 
bids against global tech and BPO players 
a couple of months from starting, 
kickstarted US-supportive shared 
services operations on his first year, or 
discovered $100k revenue opportunities 
one week in. Or that he’s certified in 
inbound marketing, Google Adwords, 
ITIL, or predictive analytics, 
complemented by an MBA and a BS 
Math degree. Or that his LinkedIn social 
selling index is in the top 2 percent of 
the entire outsourcing/offshoring 
industry. You just need to realize he’s 
uncomfortably unconventional and 
would be an acquired taste if 
troublemaking is not your cup of tea. 
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