
 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Next 
Level 

Content 
Create awareness, demonstrate expertise 

and drive meaningful business 

development connections through 

integrated content marketing 

clients@ksgilmore.com 
(765) 749-4767 
www.ksgilmore.com 

 

Founded in 2015, KSGilmore Consulting LLC can help you align your marketing efforts with 

your business strategy. From content marketing to website analysis, KSGilmore Consulting 

LLC has strategic marketing solutions for your toughest business challenges. 

CONNECT ABOUT US 
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Introduction 

 
Consumers are bombarded with information and advertisements from the moment they wake up 

until they go to sleep. How do you make your brand stand out in this ultra-competitive market? With 

an integrated content marketing plan that supports business development. Content marketing allows 

you to reach your client through targeted blogs, emails, videos, social media posts and more. Content 

marketing is a top strategy for B2B marketers, with 89% of marketers using it. 1 That adoption rate 

makes sense, given that traditional advertising won’t cut it anymore in a world where buyers want to 

feel a connection with the companies they do business with.   

This guide will show you how to integrate your content marketing effort to support business 

development. We’ll help you take your content to the next level. 

 70% of people would rather learn 
about a company through articles than 
an advertisement.2 
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At its core, your content should help clients, prospects 

and referral sources understand who you are, who you 

help, and how you help.  

For many professional services providers, content 

serves to vet a referral from a trusted source. For 

example, if an energy attorney wants to be strongly 

positioned for winning referrals on energy work, she 

needs to have content that demonstrates her expertise 

in the field. She can get further ahead of the pack by 

including an introductory video on her site to show 

people who she is and what it would be like to work 

with her. 

Until recently, this type of in-depth content was not 

necessarily pulling double duty for SEO. Guides and 

white papers were often gated for lead generation 

purposes. But now we need to consider ungating that 

content for two reasons: 1) Search engines are moving 

away from rewarding surface-level content based on 

keywords, and 2) Ungating content can enhance the 

user experience for clients, prospects and centers of 

influence, and meet their growing demands for more 

compelling thought leadership. 

In fact, 75% of executives have become selective about 

the thought leadership they consume.3 

 

WHY NEXT LEVEL CONTENT? 

 Recent research from The Economist Group and 

Hill+Knowlton Strategies shows the volume of 

marketing content available has driven a race to the 

bottom. 4 Professional services firms often are quick to 

break news on laws or regulations but offer little in 

terms of impact or analysis.  

The Economist Group survey respondents noted that 

they prefer compelling thought leadership that is 

“innovative,” “big picture,” “credible” and 

“transformative.” 

 

Couple these findings with the shift in SEO strategy 

advocated by Hubspot, a marketing software provider, 

and you can see why more in-depth marketing content 

is necessary to support business development for 

professional services firms. 

According to Hubspot, people are using conversational 

questions to search for information online, rather than 

just keywords. 5 (Ask Jeeves was right all along.)  

To serve up relevant results for these conversational 

questions, search engines have adapted their 

algorithms to reward expert-level, in-depth content.  

Professional services firms can reap the rewards of this 

shift by ungating their in-depth guides, white papers 

and other long-format content.  In doing so, they make 

it easier for referral sources and centers of influence to 

share their content with clients and prospects. 

SEO TACTICS ARE CHANGING 

 

THE STATE OF CONTENT 
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How to Build and Share Your Content 

 
How will you package your in-depth content so that it can be easily found and shared? One of the most common ways is 

through a blog on your website. Blogs are versatile and can house many forms of content, including guides, white papers, 

guest columns and videos. B2B marketers recently reported that blogs were the most critical to content marketing 

success in 2017.6 B2B companies that have an active blog generate 67% more leads per month than those that do not 

blog. 7 

But, it’s not enough to just have a blog. You must maintain it and write about topics that are of interest to your audience 

and can ideally be useful over a period of time. Why? Compounding blog posts (the ones that are considered “evergreen” 

and in which traffic increases over time) make up just 10% of all blog posts but they generate 38% of overall traffic.  8 As 

importantly, a mix of timely and evergreen content can show clients, prospects and referral sources that you are an 

expert, and that you are on top of trends and changes in your field. 

B2B companies that blogged 11 or more times each month had nearly three times more traffic than those blogging 0-1 

times a month. 9   

 

 

In 2017, video represented 74% of all internet 

traffic, and it’s predicted to reach 79% of all traffic 

in 2018.10 And, nearly four times as many people 

prefer to watch a video about a product than read 

about it.11 Videos can be embedded in blog posts, 

along with excerpts or a synopsis for copy.  

Don’t discount social media as something people 

use only to watch cat videos. Content consumption 

on Facebook has increased 57% in the past two 

years12, and LinkedIn is considered to be the most 

effective at reaching your target audience.13  

Meet your clients where they live and work – in their 

inbox. Branded email can help you share your 

content with a broad list through an email blast or 

target specific accounts by sending individually 

through your CRM. 

 

How can you extend the reach of your content? 

Repurpose your guide or white paper as an 800 to 

1,000 word bylined article or guest column for 

publications in your industry. 

 

VIDEO SOCIAL MEDIA 

BRANDED EMAIL GUEST CONTENT 
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Get the Most From Your Content  

 

INTEGRATED MARKETING 

 Content serves as the core of an integrated 

marketing campaign, and you need to make sure 

that content has a wide reach in order to gain as 

many new clients from your target audience as 

possible. How do you do that? By providing your 

content in various formats for people to share.  

Let’s say you’ve created a guide to address an 

issue for a specific industry. What do you do with 

that guide? How do you encourage people to read 

it? By providing content from that guide through 

multiple channels.  

Once the guide is posted to your website, you 

create a banner or button on your home page 

directing people to it. You push out the link to the 

guide on social media. On your company blog, 

you break out key issues into separate posts and 

embed links and call to actions to download the 

full guide. You write a brief note on the guide to 

run in your company newsletter and link back to 

the guide.  

Further, you can make a video, or series of videos, 

about the guide and post those to your website. 

Don’t forget to include your videos in blogs and 

the newsletter, as well as share the videos on 

social media. You can also take those videos and 

make them the focus of a paid advertisement to 

run in a publication or on a platform that engages 

your target audience. 

Whatever way you choose to reach your 

future clients, you must have a call to 

action, something that encourages them 

to take the next step toward buying your 

services. According to a recent article on 

Entrepreneur.com, an experiment found 

that the button language “Find Your Gym 

and Get Membership” received a 213% 

higher conversion rate than the language 

“Get Your Membership.” The article also 

reinforces the idea that using words in 

your copy that create a sense of urgency, 

such as “today” or “now,” tends to lead to 

higher conversion rates.14 

 

SNAPSHOT | CALL TO ACTION 

 

https://www.entrepreneur.com/article/241223#,
https://www.entrepreneur.com/article/241223#,
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When Time is Money, Turn to White Label Content 

 
Partners or members in professional services firms wear so many hats (owner, service provider, client 

relationship manager, sales and business development, etc.) that they often don’t have capacity to 

generate the content that they need. 

What alternatives are there for generating content? 

Large firms can make a collective effort to create an industry-leading guide or share cross-disciplinary 

stories through video.  

But when time is money, consider white label content. This custom content is generated for you. It 

can be produced on demand or purchased off-the-shelf. Look for providers with a strong handle on 

your industry, and as importantly, a deep understanding of why the content is important to your 

marketing and business development effort. 

Subject matter experts are not always the best writers. For long-format pieces, create a blend of 

expertise and style to meet your needs. You may have a junior service provider who can work with an 

outsourced content marketer to create meaningful guides or white papers. Perhaps you have a 

seasoned parter who can give 20 minutes for an interview with a professional content developer who 

can glean the insights that set your firm apart and bring those to life in your content. 

Regardless of where you source your content, make sure that the final product reflects your brand and 

aligns with your business development objectives. 

75% of executives have become 
selective about the thought leadership 
they consume.15 
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Relevant content can be a powerful tool for your 

sales team. Having content available to share with 

potential clients empowers your team to show off 

the firm’s expertise and experience on demand.  

How can content align with sales? First, make sure 

that your marketers are talking to your business 

development team. Too many times, we have seen 

excellent follow-up content sit on a firm’s website, 

used only by the marketing team. When a piece of 

content is deployed, it is essential for the 

marketers involved to share that content with the 

sales team, and to help them quickly and easily 

see how to use that content for touch points. 

For example, if your firm develops a piece of 

thought leadership on changes to the tax code, it 

needs to be shared with the partners. The briefing 

should also include 2-3 key pain points addressed 

in the marketing content.  

If your sales team is also providing client service, 

make sure that you are leveraging every possible 

method to automate or ease the use of the 

marketing material. For example, if you have a 

CRM, build branded emails within it that the sales 

and business development team can send out on 

demand. These are great to use as follow-ups after 

in-person meetings or conferences.  

 

REMEMBER REFERRALS 

 Don’t forget about referral sources or centers of 

influence. You can tweak client-facing pitch decks 

and other content to speak directly to centers of 

influence and referral sources. This material can 

help members of your company educate their 

external peers about your services, as well as help 

those peers in identifying the right kind of 

business to send your way. 

 

 

Still not convinced that you need content to 

support business development? Consider these 

recent findings from The Economist Group and 

Hill+Knowlton Strategies. 

After consuming compelling thought leadership…  

7 in 10 executives share it via email and 

consume more from that same source. 

76% are influenced in their purchasing 

decisions.  

67% would be willing to advocate for that 

brand.  

83% are influenced in the choice of potential 

business partner.16 

 

ALIGN MARKETING WITH BUSINESS DEVELOPMENT 

WHY CONTENT MATTERS 
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How We Help 

 
We are content developers with an eye on driving revenue. We understand that our customers are 

busy professionals who put the needs of their clients first. As an experienced team, we help our clients 

create and deploy marketing efforts that directly support their business development objectives. 

We work closely with our clients on an ongoing basis. Our engagements often begin with a key project 

or an overhaul of the firm’s marketing effort to create alignment with business development. From 

there, we help our clients continue to demonstrate their expertise and show people who they are and 

what it’s like to work with them. 

Our services include long-format, white label content development; blogging and guest content; 

branding and deployment of content; email marketing; collateral design and development; and 

Squarespace web development. 
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Katie has more than 10 years of 

experience in marketing, leading 

teams of creative professionals to 

support business development 

objectives. Prior to founding 

KSGilmore Consulting LLC, she 

served as Director of Marketing and 

Business Development at Ice Miller 

LLP.  

Katie is President of the Board of 

Directors of AMA Indy, the Indianapolis 

chapter of the American Marketing 

Association. 

KATIE GILMORE 
OWNER 

KATIE@KSGILMORE.COM 

 

JENNIFER NELSON 
MARKETING COORDINATOR 

JENNIFER@KSGILMORE.COM 
 

 
Jennifer Nelson brings 15 years of 

journalism experience to KSGilmore 

Consulting LLC. 

An award-winning writer and editor, 

she’s written about tips for business 

development, analyzed the impact of 

an important court ruling, and 

profiled influential people in the 

community. As an editor, she’s 

assisted reporters in developing 

ideas into well-written and 

informative stories. 

CONNECT WITH US 

We can take your marketing to the next level. 

ZACH REEVES 

MARKETING SPECIALIST 

ZACH@KSGILMORE.COM 

 With over 5 years of experience in 

marketing and creative direction, 

Zach brings a keen eye and an 

innovative spark to the KSGilmore 

team. 

His creative experience has taken him 

on many journeys, from designing 

software UI to producing video 

content for multinational brands. 

Zach’s skills allow him to bring a 

breath of fresh air to projects and 

industries that are sometimes in need 

of a boost of creativity. 
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