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was “Digital Economy: Emerging Technologies and Business Innovation”.
The papers were organized in topical sections named: digital marketing;
e-banking and competitive intelligence; information system technologies;
and e-learning, e-government and e-health.
Stand-out Marketing - Simon Kelly 2020-12-03
"How do we get customers to choose us over our competitors?"In a
crowded market it's imperative to demonstrate that you understand what
your customers value and can communicate how you can solve their
problem better than the competition. Stand-out Marketing presents
original research which compares the content produced by organizations
in a range of sectors which demonstrates that customers are left
swimming in a "sea of sameness" by copycat marketing that makes
choice difficult. On the back of this unique and fascinating research,
Stand-out Marketing sets out a framework of five competencies for
business leaders, marketing and sales professionals to successfully
differentiate themselves from competitors. These include seeing the next
competitive move, staying in tune with your customers and becoming
indispensable to them, activating and evaluating initiatives, as well as
building an organizational culture which enables these competencies.
Featuring interviews with industry experts, tools and exercises
throughout, Stand-out Marketing is an essential resource to help
companies stand out, deliver genuine value, and achieve competitive
advantage.
Research Anthology on Strategies for Using Social Media as a
Service and Tool in Business - Management Association, Information
Resources 2021-05-28
Social media has become an integral part of society as social networking
has become a main form of communication and human interaction. To
stay relevant, businesses have adopted social media tactics to interact
with consumers, conduct business, and remain competitive. Social
technologies have reached a vital point in the business world, being
essential in strategic decision-making processes, building relationships
with consumers, marketing and branding efforts, and other important
areas. While social media continues to gain importance in modern
society, it is essential to determine how it functions in contemporary
business. The Research Anthology on Strategies for Using Social Media
as a Service and Tool in Business provides updated information on how
businesses are strategically using social media and explores the role of
social media in keeping businesses competitive in the global economy.
The chapters will discuss how social tools work, what services businesses
are utilizing, both the benefits and challenges to how social media is
changing the modern business atmosphere, and more. This book is
essential for researchers, instructors, social media managers, business
managers, students, executives, practitioners, industry professionals,
social media analysts, and all audiences interested in how social media is
being used in modern businesses as both a service and integral tool.
Social Media Marketing - Tracy L. Tuten 2020-11-18
**Winner of the TAA 2017 Textbook Excellence Award** "Social Media
Marketing deserves special kudos for its courage in tackling the new
frontier of social media marketing. This textbook challenges its readers
to grapple with the daunting task of understanding rapidly evolving
social media and its users." TAA Judges Panel The market leading and
award winning text on social media marketing has been fully updated for
this fourth edition. With a balance of essential theory and practical
application, the text has been been thoroughly revised to reflect the
latest developments in social media marketing research and practice. 11
new case studies have been added to the ′Case Zone′, including TikTok,
LEGO, Nespresso and Puma. A student-engaging case study now runs
throughout the entire textbook looking at the US based company
Kombucha 221 BC to help develop understanding of each chapter. The
book is complemented by a companion website that offers valuable

Epic Content Marketing: How to Tell a Different Story, Break
through the Clutter, and Win More Customers by Marketing Less Joe Pulizzi 2013-09-27
Reach more customers than ever with TARGETED CONTENT Epic
Content Marketing helps you develop strategies that seize the
competitive edge by creating messages and “stories” tailored for instant,
widespread distribution on social media, Google, and the mainstream
press. It provides a step-by-step plan for developing powerful content
that resonates with customers and describes best practices for social
media sharing and search engine discoverability. Joe Pulizzi is a content
marketing strategist, speaker and founder of the Content Marketing
Institute, which runs the largest physical content marketing event in
North America, Content Marketing World.
Die 10 wichtigsten Zukunftsthemen im Marketing - Marcus Stumpf
2020-06-30
In Zeiten der Digitalisierung und disruptiven Innovationen verschwinden
Trends und Buzzwords im Marketing oft genauso schnell, wie sie
entstanden sind. Dieses Buch soll Ihnen helfen, deren Relevanz besser
bestimmen zu können, und beleuchtet die Trends, die zukünftig zum
Marketing-Pflichtprogramm gehören werden. Namhafte Experten
bringen die Top-Themen auf den Punkt und liefern Ihnen einen Überblick
über relevantes Grundwissen sowie praxisorientierte
Handlungsempfehlungen, die Sie für die erfolgreiche Umsetzung
wappnen. Inhalte: Purpose-Marketing Green-Marketing InfluencerMarketing Voice-Marketing Content-Marketing Omnichannel-Marketing
Künstliche Intelligenz im Marketing Marketing-Automation Agiles
Marketing Customer Experience Autoren: Prof. Dr. Michael Bernecker,
Prof. Dr. Michael Bürker, Prof. Dr. Franz-Rudolf Esch, Bastian Foester,
Prof. Dr. Uwe Hannig, Tim Kahle, Prof. Dr. Karsten Kilian, Daniel
Kochann, Prof. Dr. Ralf T. Kreutzer, Prof. Dr. Audrey Mehn, Markus A.
Miklis, Christian Schuldt, Heiner Weigand, Prof. Dr. Arne Westermann
Inbound Organization - Dan Tyre 2018-04-16
Use inbound principles to build and strengthen your company’s future
We’re in a major shift in a fundamental aspect of how businesses grow,
how buyers purchase, and how businesses build meaningful
conversations and customer relationships. Companies who align their
mission, strategies, action plans, and tools with the way buyers think,
learn, discover, and purchase will have a huge competitive advantage.
Organizations need to adjust their mindset and build a strategic
foundation to deal with these facts and not just update a business plan.
Inbound Organization shows leaders how to build their company's future
around Inbound principles and strengthen the structural foundations
necessary to deal with the changes in buyer behavior. It explains how
and why Inbound ideas and how to create a remarkable customer
experience belong in the boardrooms and on the desks of founders,
entrepreneurs, business leaders, and anyone who has a responsibility to
lead their organizations into the future. • Discover the foundation of
inbound principles • Learn how to put ideas into practice today • Read
about organizations that successfully apply the principles of Inbound •
Keep your business on course to succeed amidst buyer changes Stay
ahead of the curve and learn how to use Inbound principles to ensure
you’re always ahead of the curve.
Digital Economy. Emerging Technologies and Business Innovation Mohamed Anis Bach Tobji 2018-07-20
This book constitutes the refereed proceedings of the Third International
Conference on Digital Economy, ICDEc 2018, held in Brest, France in
May 2018. The conference was founded in 2016 to discuss innovative
research and projects related to the support role of Information System
Technologies in the digital transformation process, business innovation
and e-commerce. The 15 papers presented in this volume were carefully
reviewed and selected from 41 submissions. The theme of ICDEc 2018
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additional resources for both instructors and students, including author
videos discussing key social media marketing ideas and concepts, authorselected YouTube video playlists, additional case studies, further
weblinks, PowerPoint slides and Testbank. A must-have text for those
studying social media marketing.
Marketing (artificialmente) intelligente. AI, uomo e macchina Ester Liquori 2021-01-08T00:00:00+01:00
Che cosa significa "Intelligenza Artificiale" per chi lavora nel marketing
oggi? I nuovi strumenti tecnologici sono allettanti e a volte necessari, ma
il tocco umano rimane enormemente importante. Il mondo della
comunicazione generica è finito. Compito del marketer è cogliere le
variazioni dell’animo e saper scegliere le giuste argomentazioni. Alla
macchina i dati, al marketer la libertà della creatività. Un manuale
pratico e immediato per comprendere esattamente cosa è l’intelligenza
artificiale e come può aiutare i professionisti del marketing. Casi d’uso,
spunti, riflessioni, e percorsi di lavoro da usare per cominciare a toccare
con mano l’AI del marketing per chi è creativo e non tecnico, per chi
parla al cuore del pubblico con breve frasi scritte a regola d’arte e
immagini che provano a parlare al cuore, puntando a diventare virali.
Privacy and Identity Management - Michael Friedewald 2021-05-02
This book contains selected papers presented at the 15th IFIP WG 9.2,
9.6/11.7, 11.6/SIG 9.2.2 International Summer School on Privacy and
Identity Management, held in Maribor, Slovenia, in September 2020.*
The 13 full papers included in this volume were carefully reviewed and
selected from 21 submissions. Also included is a summary paper of a
tutorial. As in previous years, one of the goals of the IFIP Summer School
was to encourage the publication of thorough research papers by
students and emerging scholars. The papers combine interdisciplinary
approaches to bring together a host of perspectives, such as technical,
legal, regulatory, socio-economic, social or societal, political, ethical,
anthropological, philosophical, or psychological perspectives. *The
summer school was held virtually.
The New Rules of Marketing and PR - David Meerman Scott 2009
Scott analyses how the internet has revolutionised communications and
promotions. Told with many compelling case studies and real-world
examples, this is a practical guide to the new reality of PR and
marketing.
Advances in Advertising Research IX - Verolien Cauberghe 2018-08-04
This book addresses challenges and opportunities in research and
management related to new advertising and consumer practices in a
converging media society. It specifically relates to the increasing power
of consumers in the (digital) marketing process and discusses the
challenges this may bring to advertisers. Advances in Advertising
Research are published by the European Advertising Academy (EAA).
This volume is a selective collection of research presented at the 16th
International Conference in Advertising (ICORIA) which was held in
Ghent (Belgium) in June 2017. The conference gathered more than 160
participants from over 30 countries all over the world.
Managing Content Marketing: The Real-World Guide for Creating
Passionate Subscribers to Your Brand - Robert Rose 2011-08-01
Perhaps no function in the business organization has been as
fundamentally revolutionized as marketing. The social and mobile Web
has completely changed the speed, efficiency, and ease with which
consumers can engage with each other and has had a tremendous impact
on brands. This new engagement of the consumer with keen awareness
of their relationships and emerging social networks now correlates to
every single aspect of our business. So, yes, marketing has changed. The
question is what are we going to do about it?Content and Subscription:
The New Marketing OpportunityAs growth of the social and mobile Web
changes the methods of communication, the old lines of hierarchical
relationships between business and consumer blur substantially. As
consumers publish and share their opinions (both good and bad) with
increasing ease, they can become more persuasive than even the
company's voice itself. Every one of these groups becomes a powerful
ally or enemy depending on what we do. All of them will be constantly in
flux developing levels of trust and requiring varying levels of
transparency to filter content and determine buying decisions. They will
expand and collapse with great velocity, and it will all happen with or
without our participation.Content marketing has been around for
hundreds of years. But the application of a specific strategic process
around content marketing is still new. The amount of budget that is
allotted for new content creation is going to become a significant part of
your "new media" budget. And subject matter experts in the organization
are going to have new responsibilities. It's a transformative new process
and it won't happen overnight. But it can, and should, happen. Get
b2b-content-marketing-2018-benchmarks-budgets-and

Content Get Customers showed us the light but there's been no book to
show us the way. There is an ancient Chinese proverb that says a "crisis"
is simply an "opportunity riding the dangerous wind." As marketers we
now have the opportunity to develop new processes with our marketing
strategy, power them with content, and ultimately keep that wind at our
back.Successful programs will focus on creating a thoughtful strategy
and process to foster this content marketing. This book is a detailed
"how-to" to build that successful content marketing process.
Driving Demand - Carlos Hidalgo 2015-11-16
Carlos Hidalgo provides a clear roadmap and framework on how B2B
organizations can implement change management and transform their
Demand Generation. Case studies and excerpts from B2B marketing
practitioners and ANNUITAS clients who have transformed their
organizations and how they accomplished this change are incorporated
throughout the book.
Content Marketing Strategies For Dummies - Stephanie Diamond
2016-01-26
Drive your content marketing campaign toward success Blogs and social
platforms are all the rage right now—especially for strategists looking to
cultivate influence among target audience members through content
marketing. Content Marketing Strategies For Dummies explains how you
can use content marketing to gain an edge over your competition, even
in the most crowded of marketplaces. This timely text introduces you to
the Five C Cycle: Company Focus, Customer Experience, Content
Creation, Channel Promotion, and Closed-Loop Analysis. The Five C
Cycle drives the creation and documentation of a targeted content
marketing strategy, and allows you to approach your content marketing
campaign with confidence. By helping you determine your company's
focus, uncover your customers' experience with data, develop channel
promotions across social platforms, create actionable online content, and
use closed-loop analysis to build on previous success, this will become
your go-to content marketing guide. Content marketing entails creating
and curating content online via blog posts, social media platforms, and
more. The goal is to acquire and retain customers by creating content
that brings value to their lives, and that encourages them to engage with
your brand. This easy-to-understand guide will help you do just that.
Analyze customer data to better understand your target audience's
journey Leverage social platforms, such as Facebook and Twitter, to
develop channel promotions Create and curate intelligent, engaging
content that leads to action Build upon your previous success with
closed-loop analysis Whether you work for a large corporation, are part
of a small business, are a solo thought leader, or are an educator,
Content Marketing Strategies For Dummies tells you how to gain a
critical, competitive advantage through targeted content marketing
strategies.
Wonder Leads - Dave Holloway 2020-10-30
Cold calling is a rubbish form of business development. Like most
traditional methods of lead generation, it does your business more harm
than good.Not only are they regularly miserable activities to engage in,
but they are proven to be ineffective, the vast majority of the time. They
drain your money, time and resources. Worst of all, they often undermine
the very value you want to communicate. There is a better way to
generate qualified B2B leads. A method that is nearly twenty times more
effective than cold calling yet costs little but time and application. An
approach that not only gets results but leaves prospects with a lasting,
positive impression of you and your business. Entrepreneur and B2B
marketing expert, Dave Holloway can show you how. Wonder Leads is a
revolutionary B2B lead generation framework that helps small business
owners and business development professionals to start incredible sales
conversations. In this easy-to-follow and practical guide, Holloway walks
you through the six pillars of his positive methodology. From identifying
your ideal prospects to shaping the perfect approach, you’ll learn how to
generate incredible leads without sacrificing your integrity. If you have a
business that adds positive value to the world, then people deserve to
learn about it in the most positive way possible. Wonder Leads will teach
you how.
Managing Social Media Practices in the Digital Economy - Alavi, Shirin
2019-12-27
Social media platforms are powerful tools that can help organizations to
gather user preferences and build profiles of consumers. These sites add
value to business activities, including market research, co-creation, new
product development, and brand and customer management.
Understanding and correctly incorporating these tools into daily business
operations is essential for organizational success. Managing Social
Media Practices in the Digital Economy is an essential reference source
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that facilitates an understanding of diverse social media tools and
platforms and their impact on society, business, and the economy and
illustrates how online communities can benefit the domains of marketing,
finance, and information technology. Featuring research on topics such
as mobile technology, service quality, and consumer engagement, this
book is ideally designed for managers, managing directors, executives,
marketers, industry professionals, social media analysts, academicians,
researchers, and students.
Digital and Social Media Marketing - Nripendra P. Rana 2019-11-11
This book examines issues and implications of digital and social media
marketing for emerging markets. These markets necessitate substantial
adaptations of developed theories and approaches employed in the
Western world. The book investigates problems specific to emerging
markets, while identifying new theoretical constructs and practical
applications of digital marketing. It addresses topics such as electronic
word of mouth (eWOM), demographic differences in digital marketing,
mobile marketing, search engine advertising, among others. A radical
increase in both temporal and geographical reach is empowering
consumers to exert influence on brands, products, and services.
Information and Communication Technologies (ICTs) and digital media
are having a significant impact on the way people communicate and fulfil
their socio-economic, emotional and material needs. These technologies
are also being harnessed by businesses for various purposes including
distribution and selling of goods, retailing of consumer services,
customer relationship management, and influencing consumer behaviour
by employing digital marketing practices. This book considers this, as it
examines the practice and research related to digital and social media
marketing.
Content Marketing, Engineered - Wendy Covey 2020-05-18
Research shows that this analytical, skeptical buyer conducts a great
deal of independent research before engaging with vendors. Companies
that share expertise through high-quality content on a consistent basis
are not only seen as trusted resources, they also spend less per lead and
achieve greater pipeline efficiency. Content Marketing, Engineered
guides you through the key steps in creating content to inform, educate,
and help your technical buyers on their journey to purchase and beyond.
By the time you reach the last page, you’ll be familiar with the entire
end-to-end content marketing process, from planning and writing to
publishing, promoting, and measuring the performance of your content.
Digital You - William Arruda 2019-10-01
What’s your story? The most successful brands aren’t created, they are
unearthed. Successful branding is based on authenticity. So how do you
reveal your own brand? First, by searching yourself for answers to
questions like these: What do you do better than anyone? What are you
most proud of? What makes you lose track of time? In Digital You: Real
Personal Branding in the Virtual Age, branding authority William Arruda
describes the 21st century world of personal branding and guides you to
define, express, and expand your personal brand for the virtual world.
Branding is not about being famous, Arruda explains; it’s about being
selectively famous. It’s about more than social media excess. When you
understand the true value of personal branding, you can use it as a
serious career development strategy. Digital You offers a deep dive to
understanding and defining your unique promise of value—making a
great first impression, mastering multimedia, and, ultimately, expanding
your network and promoting thought leadership. You’ll learn how to
develop, design, and sustain a personal brand throughout the fluid
movements of any career. Understand how to be clear about your digital
brand and your unique promise of value so you can increase your success
and happiness at work and in life. It’s time to stop worrying about career
extinction and start crafting a brand of distinction.
Content Inc.: How Entrepreneurs Use Content to Build Massive
Audiences and Create Radically Successful Businesses - Joe Pulizzi
2015-09-04
The NEW Rulebook for Entrepreneurial Success What’s the surest way to
startup failure? Follow old, outdated rules. In Content Inc., one of today’s
most sought-after content-marketing strategists reveals a new model for
entrepreneurial success. Simply put, it’s about developing valuable
content, building an audience around that content, and then creating a
product for that audience. Notice a shift? Author Joe Pulizzi flips the
traditional entrepreneurial approach of first creating a product and then
trying to find customers. It’s a brilliant reverse-engineering of a model
that rarely succeeds. The radical six-step business-building process
revealed in this book is smart, simple, practical, and cost-effective. And
best of all, it works. It’s a strategy Pulizzi used to build his own
successful company, Content Marketing Institute, which has landed on
b2b-content-marketing-2018-benchmarks-budgets-and

Inc. magazine’s list of fastest growing private companies for three years
straight. It’s also a strategy countless other entrepreneurs use to build
their own multi-million dollar companies. Build an audience and you’ll be
able to sell pretty much anything you want. Today’s markets are more
dynamic and customers are more fickle than ever before. Why would you
put all your eggs in one basket before securing a loyal customer base?
Content Inc. shows you how to get customers first and develop products
later. It’s the best way to build a solid, long-lasting business positioned
for today’s content-driven world. This is the simple but profoundly
successful entrepreneurial approach of one of today’s most creative
business minds. A pioneer of content marketing, Pulizzi has cracked to
code when it comes to the power of content in a world where marketers
still hold fast to traditional models that no longer work. In Content Inc.,
he breaks down the business-startup process into six steps, making it
simple for you to visualize, launch, and monetize your own business.
These steps are: • The “Sweet Spot”: Identify the intersection of your
unique competency and your personal passion • Content Tilting:
Determine how you can “tilt” your sweet spot to find a place where little
or no competition exists • Building the Base: Establish your number-one
channel for disseminating content (blog, podcast, YouTube, etc.) •
Harvesting Audience: Use social-media and SEO to convert one-time
visitors into long-term subscribers • Diversification: Grow your business
by expanding into multiple delivery channels • Monetization: Now that
your expertise is established, you can begin charging money for your
products or services This model has worked wonders for Pulizzi and
countless other examples detailed in the book. Connect these six pieces
like a puzzle, and before you know it, you’ll be running your own
profitable, scalable business. Pulizzi walks you step by step through the
process, based on his own success (and failures) and real-world multimillion dollar examples from multiple industries and countries. Whether
you’re seeking to start a brand-new business or drive innovation in an
existing one, Content Inc. provides everything you need to reverseengineer the traditional entrepreneurial model for better, more
sustainable success. Joe Pulizzi is an entrepreneur, professional speaker,
and podcaster. He is the founder of several startups, including the
Content Marketing Institute (CMI), recognized as the fastest growing
business media company by Inc. magazine in 2014. CMI produces
Content Marketing World, the world’s largest content marketing event,
and publishes the leading content marketing magazine, Chief Content
Officer. Pulizzi’s book Epic Content Marketing was named one of Fortune
magazine’s Five Must Read Business Books of the Year.
Brandscaping - Andrew Davis 2012-08
"Brandscaping uncovers how unconventional content partnerships lead
to unparalleled marketing success. You'll learn how to bring together
like-minded brands and undiscovered talent to create content that
increases demand and drives sales. Brandscaping is a big, infectious idea
designed to be embraced by C-suite executives and implemented by
savvy marketing professionals." --Back cover.
Watertight Marketing - Bryony Thomas 2013
Are you wasting your money on marketing? Most businesses are. They've
got serious profit leaks. So when they run their marketing Taps, revenue
simply pours out of a leaky Bucket. Watertight Marketing is no ordinary
marketing book. There's no jargon. And it's not about the latest overhyped tactic. This is a book that tackles business fundamentals. It's the
book on marketing that makes all the others make sense. Following the
process laid out in this book puts you in control of your business growth.
You'll be able to step off the roller coaster of yo-yo sales results and get
your business on a sustainable upward curve. Bryony Thomas has a
refreshing style that means the ideas click and stick. She has distilled
her wealth of experience into clear action points that you'll want to
tackle today.Are you wasting your money on marketing? Most businesses
are. They've got serious profit leaks. So when they run their marketing
Taps, revenue simply pours out of a leaky Bucket. Watertight Marketing
is no ordinary marketing book. There's no jargon. And it's not about the
latest over-hyped tactic. This is a book that tackles business
fundamentals. It's the book on marketing that makes all the others make
sense. Following the process laid out in this book puts you in control of
your business growth. You'll be able to step off the roller coaster of yo-yo
sales results and get your business on a sustainable upward curve.
Bryony Thomas has a refreshing style that means the ideas click and
stick. She has distilled her wealth of experience into clear action points
that you'll want to tackle today.
F#ck Content Marketing: Focus on Content Experience to Drive
Demand, Revenue & Relationships - Randy Frisch 2019-02-28
F#ck Content Marketing isn't a book forcontent marketers.Instead, it's
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for everyone in the organization who needs better context and direction
for how to drive demand, revenue, and relationships with content. Truly
effective companies (and marketers) create content experiences, drawing
the customer into an immersive infinite scroll that mirrors the consumer
experience of Netflix, Spotify, and other billion-dollar brands.Randy
Frisch will push you to rethink how you approach content for complex
buyer journeys. The current mindset is all about volume-the more
content created, the better. But the reality is that almost 70 percent of
content created within an organization is never used, and there's little
point investing in content marketing if you're not leveraging the assets
you create.In this book, Frisch unpacks the Content Experience
Framework, arming your organization to deliver personalized
experiences that leverage your content to engage your audiences at
scale-as well as identify and ramp up the key players in your organization
who need to own this process.
Content gekonnt - Matthias Wesselmann 2020-02-27
Einzigartiger Erfahrungsschatz der führenden Experten aus Wirtschaft,
Wissenschaft und Agenturen Best-Practice-Beispiele illustrieren den
State-of-the-Art in der Praxis Ganzheitliche Betrachtung von der
Strategie über die Omni-Channel-Ausspielung bis zu Prozessen,
Organisationsformen und ROI-Messung In diesem Buch berichten
Deutschlands Content-Marketing-Experten über Ihre Erfahrungen,
Lernkurven und Erfolgsfaktoren in diesem sich etablierenden MarketingAnsatz – leicht verständlich und praxisnah geschrieben und mit aktuellen
Fallbeispielen illustriert. Der Kunde ist König galt zwar schon immer,
wurde aber in der Vergangenheit im Marketing nur selten gelebt.
Unternehmen haben die Kommunikationskanäle genutzt, um zu erzählen
was sie alles können und Kunden sollten aussuchen, was ihnen gefällt.
Das funktioniert im Zeitalter der Informationsüberflutung nicht mehr. Es
braucht Marketing „the other way round“ – aus Push- wird PullKommunikation. Um relevant und erfolgreich zu sein, braucht es Inhalte,
die von potentiellen Kunden im individuellen Moment der
Aufmerksamkeit gesucht, gefunden sowie wertgeschätzt werden und
gleichzeitig eine aufs Unternehmensziel einzahlende Aktion auslösen.
Das stellt völlig neue Anforderungen an die Marketing-Arbeit, deren
Organisation, die Orchestrierung der gesamten Kommunikation sowie
die Kompetenzen der Mitarbeiter. Und es braucht ein neues Verständnis
in der Unternehmensführung von dem was Marketingkommunikation
zum Unternehmenserfolg beitragen kann und welche Konsequenzen
daraus intern folgen müssen. Aus dem Inhalt Wie Content Marketing
gesehen wird – von Kunden und im Unternehmen Welche
Voraussetzungen Content Marketing braucht Wie Content Marketing die
Konsumenten erreicht Wie Content Marketing entsteht – in B2C und B2B
Welche Content-Marketing-Formate existieren Welche
Verbreitungskanäle Content Marketing nutzt Wie der ROI von Content
Marketing sich messen lässt Praxis-Beispiele – so gelingt es Der
HerausgeberMatthias Wesselmann ist Vorstandsmitglied der
international renommierten Kommunikations-Agentur fischerAppelt, ein
profunder Kenner der globalen Marketinglandschaft und Verbinder der
Agentur- und Unternehmenswelt. In diesem Buch hat er die führenden
Experten des deutschsprachigen und internationalen Content Marketing
vereint. Mit Beiträgen von Dr. Sepita Ansari Pir Seraei, Szyzygy
PerformanceDr. Marc Calmbach, SINUS-InstitutChristian Clawien,
fischerAppeltDr. James Edwards, SINUS-InstitutDr. Sabine Fischer, idea
economyPhD Tim Gohmann, Behavioral Science LabChristian Goy
,Behavioral Science LabAnne Griep, fischerAppeltOle Grönwoldt, Ole
Grönwoldt Spatial DesignDr. Angela Harre, University of Applied
Sciences EuropeMarkus Hartmann, Pricing für AgenturenSarah Helm,
Coca-ColaDr. Rolf Illenberger, VRdirectIngo Kahnt Temel Kahyaoglu, The
Group of Analysts Lena Kapp, eologyDr. Christian Kortmann,
fischerAppeltLeif Lewinski, fischerAppeltCarmela Melone, The Group of
AnalystsKatrin Menne, MerckJanine Michel, AccorHotels
DeutschlandSibylle Milka-Böhm, AccorHotels DeutschlandJulia
Niebergall, Universität MünsterHeiko Packwitz, Lufthansa Industry
SolutionsDietrich Pflüger, fischerAppeltDirk U. Proff, blueforte Isabel
Rehmer, fischerAppeltCarl-Jochen Reinhard, Fork Unstable MediaProf.
Dr. Ulrike Röttger, Westfälische Wilhelms Universität MünsterHeiko
Scherer, clapp mobile Arne-Kristian Schulz, blueforteMario Strack,
eologyPaul Taggart, FORK Unstable MediaLeif Ullmann, nwtnPatricia
Unfried, eology Dr. Pascal Volz, fischerAppeltAnne Wahl, AccorHotels
DeutschlandMatthias Wesselmann, fischerAppelt/div/div
Balancing the Demand Equation - Adam Needles 2011-09-01

marketing. Practical Content Strategy & Marketing is your go-to guide
on a practical content strategy and marketing education, created by
author Julia McCoy as a written accompaniment to her new course, the
Content Strategy & Marketing Course
(www.contentstrategycourse.com). If you run a business, or if you’re
trying to break into a top-dollar content marketing career, you need to
know the practical concepts involved in content strategy and marketing.
The “how,” the “why,” the “where” of content. Content marketing itself
involves so many platforms, formats, content types, strategies, tools—and
to get the most ROI from your approach to content marketing and
strategy, you have to know how to do the most important content
marketing practices. Forget FOMO and trying to figure out too many
things. This guide will teach you the most important foundations and
skills you actually need in order to get far in our booming industry of
content marketing. For the first time in the industry, Practical Content
Strategy & Marketing lays the “hows” of content marketing and strategy
out, in a step-by-step approach, book form. Each section has written
exercises built to solidify what you’re reading and learning—you’ll be
able to fill these out with a pen. Don’t be afraid to mark up this book!
Why is this book different? You’re not going to find corporate, birds-eye,
mumbo-jumbo fluff in this content marketing guide. Quite the opposite.
The author, Julia McCoy, won her way to the top (awarded as the top
33rd content marketer in 2016) the hard-knocks way. She dropped out of
college and built a content agency, Express Writers, on nothing but $75
and the tenacity to go and follow her dream and see it through. Five
years later, Julia’s business has served over 5,000 clients and employs
over 40 team members, and her content consistently ranks at the top of
Google and among the highest-shared for guest publications. Her go-to
marketing strategy? A practical, hands-on content marketing approach
that has ended up bringing her 99% of the clients her agency currently
works with. With Julia as your guide, learn the principles and physical
“how-to” behind these six key cores of effective content marketing:
Module 1: Core Foundations of an ROI-Based Content Strategy Module 2:
Audience Persona Discovery, Sales Funnel Content Mapping, & Style
Guidelines Module 3: Understanding Keywords, SEO Opportunities, &
Creating Keyword Reports Module 4: How to Build Content Cores (Your
Content House) for an Authority Presence Online Module 5: Practical
Content Creation (Your Site & Guest Blogging) Module 6: Content
Promotion, Setting a Budget, Preparing Your Editorial Calendar, &
Maintenance Along the way, you’ll get to build a working content
strategy from the ground up, using the Brand Strategy Exercises in each
module. Have your pen and thinking cap ready—and a brand you want to
build an entire working strategy for! Practical Content Strategy &
Marketing is a field guide for the smartest content marketers who know
that strategy is the key to thriving in our world of new marketing
through content. Bonus: leading business marketing expert Mark
Schaefer joins Julia to write the foreword, and guests Sujan Patel,
Michele Linn, Steve Rayson and more appear in guest lessons
throughout the book.
内容营销：数字营销新时代 - 窦文宇著 2021-11-12
本书结合内容营销运营的第一手经验，以国际化的视野、前沿的案例、简明的风格阐释了以下主要内容：内容营销基础（起源、特征以及与传
统营销的区别），内容营销战略（如确立品牌定位的内容手法），内容营销的常用技巧（如热点内容营销），进阶技巧（如直播），内容的传
播策略，不同行业的内容营销，社会文化大环境下的内容营销，以及面向国际市场的内容营销。
Digital Marketing Analytics - Chuck Hemann 2013-04-10
Distill 100%–Usable Max-Profit Knowledge from Your Digital Data. Do It
Now! Why hasn’t all that data delivered a whopping competitive
advantage? Because you’ve barely begun to use it, that’s why! Good
news: neither have your competitors. It’s hard! But digital marketing
analytics is 100% doable, it offers colossal opportunities, and all of the
data is accessible to you. Chuck Hemann and Ken Burbary will help you
chop the problem down to size, solve every piece of the puzzle, and
integrate a virtually frictionless system for moving from data to decision,
action to results! Scope it out, pick your tools, learn to listen, get the
metrics right, and then distill your digital data for maximum value for
everything from R&D to CRM to social media marketing! •
Prioritize—because you can’t measure, listen to, and analyze everything
• Use analysis to craft experiences that profoundly reflect each
customer’s needs, expectations, and behaviors • Measure real social
media ROI: sales, leads, and customer satisfaction • Track the
performance of all paid, earned, and owned social media channels •
Leverage “listening data” way beyond PR and marketing: for strategic
planning, product development, and HR • Start optimizing web and
social content in real time • Implement advanced tools, processes, and
algorithms for accurately measuring influence • Integrate paid and social
data to drive more value from both • Make the most of surveys, focus

Practical Content Strategy & Marketing - Julia McCoy 2017-11-27
Finally: a real-life, practical industry guide on content strategy and
b2b-content-marketing-2018-benchmarks-budgets-and
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groups, and offline research synergies • Focus new marketing and social
media investments where they’ll deliver the most value Foreword by
Scott Monty Global Head of Social Media, Ford Motor Company
Killing Marketing: How Innovative Businesses Are Turning Marketing
Cost Into Profit - Joe Pulizzi 2017-09-08
Killing your current marketing structure may be the only way to save it!
Two of the world’s top marketing experts reveal the next level of
breakthrough success—transforming your marketing strategy into a
standalone profit center. What if everything we currently know about
marketing is what is holding us back? Over the last two decades, we’ve
watched the entire world change the way it buys and stays loyal to
brands. But, marketing departments are still operating in the same,
campaign-centric, product-led operation that they have been following
for 75 years. The most innovative companies around the world have
achieved remarkable marketing results by fundamentally changing their
approach. By creating value for customers through the use of owned
media and the savvy use of content, these businesses have dramatically
increased customer loyalty and revenue. Some of them have even taken
it to the next step and developed a marketing function that actually pays
for itself. Killing Marketing explores how these companies are ending the
marketing as we know it—in favor of this new, exciting model. Killing
Marketing provides the insight, approaches, and examples you need to
understand these disruptive forces in ways that turn your marketing
from cost center to revenue creator. This book builds the case for,
literally, transforming the purpose of marketing within your organization.
Joe Pulizzi and Robert Rose of the Content Marketing Institute show how
leading companies are able sell the very content that propels their
marketing strategy. You’ll learn how to: * Transform all or part of your
marketing operation into a media company * Integrate this new
operation into traditional marketing efforts * Develop best practices for
attracting and retaining audiences * Build a strategy for competing
against traditional media companies * Create a paid/earned media
strategy fueled by an owned media strategy Red Bull, Johnson &
Johnson, Disney and Arrow Electronics have succeeded in what ten years
ago would have been deemed impossible. They continue to market their
products as they always have, and, through their content-driven and
audience-building initiatives, they drive value outside the day-to-day
products they sell—and monetize it directly. Killing Marketing rewrites
the rules of marketing—enabling you to make the kind of transition that
turns average companies into industry legends.
The Content Advantage (Clout 2.0) - Colleen Jones 2018-07-11
In The Content Advantage (Clout 2.0): The Science of Succeeding at
Digital Business Through Effective Content, expert Colleen Jones argues
that in the age of digital disruption, your company faces an important
choice. The choice is not whether to do content. Every business
function–from marketing to sales and from support to
recruiting–demands content. The choice is whether to make your
approach to content strategic and, consequently, an advantage. This
book, which is the second edition of the pioneering content book Clout,
offers a modernized and comprehensive approach for planning, creating,
delivering, and optimizing content that will make your business thrive.
Executives and practitioners alike will find value in this book as they face
increasing pressure to deliver the right content to the right customers at
the right time. Drawing on her in-the-trenches experience with
organizations ranging from the Fortune 50 to small and medium
businesses to government and nonprofits, Jones offers: Guidance on
creating a content vision A primer on conducting content analysis
Techniques for developing a competitive content strategy Elements and
principles of effective, influential content A blueprint for developing
content intelligence A maturity model for content operations Examples
from diverse companies and contexts
Powerful B2B Content - Gay Flashman 2020-01-03
Global audiences are sceptical about advertising content, banner ads and
promotional messaging at the best of times. In the B2B space, building
an authentic brand is even harder because buying decisions are more
complicated and take much longer. Building brand trust and credibility
requires time and effort. Addressing these changes, Powerful B2B
Content helps readers understand the importance of building a brand
narrative, and demonstrates how successful organizations can create
brand journalism that has influence and impact. Using the rigour of
journalistic practices and constructing content that is developed and
crafted with a journalist's sensibility, B2B companies will ensure that
stories are engaging and eye-catching, develop trust and attract the
attention of the right audiences. Building on many years' experience in
award-winning newsrooms, Gay Flashman explains what makes a great
b2b-content-marketing-2018-benchmarks-budgets-and

story, describes what audiences want to hear and shows the most
effective way to deliver it. By demonstrating how to create focused
content that is tailored to a B2B audience, Powerful B2B Content will
help B2B marketers and communicators listen, observe, understand their
customer's goals and deliver an experience that their customers know
they can trust.
Corporate Caffeine - Dacia Coffey 2022-04-06
Our busy world is killing the art of communication—and in the B2B
world, it’s even worse. We have faster, better, and cheaper ways to reach
our target market, yet less than 60% of B2B salespeople hit their sales
quota. Worse, the gnashing of teeth from CEOs and CFOs around the
world can be heard after listening to marketing metrics that can’t be
translated into business impact. The gap between buyer, seller, and
marketer has become the business world’s Bermuda triangle of lost
opportunities, lost profits, and lost growth. And now, in a post-COVID
world, business relationships and communication will never be the same.
This complex world requires a return to simple, yet profound
fundamentals of human communication. It’s time for a new map to
navigate marketing and sales in a complicated and noisy world. That map
has arrived.
Digital Relevance - A. Albee 2018-11-02
Digital Relevance teaches readers the knowledge, strategies, and skills
need to create content, instantly engage customers, and compel them to
action by sharing ideas so seamlessly matched to each audience's context
that they can't help but take next steps toward purchase.
Get Content Get Customers: Turn Prospects into Buyers with Content
Marketing - Joe Pulizzi 2009-05-02
Connect to customers with compelling content! The rules of marketing
have changed. Instead of loud claims of product superiority, what
customers really want is valuable content that will improve their lives.
Get Content Get Customers explains how to develop compelling content
and seamlessly deliver it to customers— without interrupting their lives.
It’s the new way of marketing, and it’s the only way to build a loyal,
engaged customer base. “Pulizzi and Barrett have taken integrated
marketing communications to the next level. . . . Every marketer, large or
small, can use this text to build better ongoing customer relationships.”
—Don Schultz, Professor Emeritus-in-Service, Integrated Marketing
Communication, Northwestern University “Deftly navigating the worlds
of PR, advertising and marketing, Joe and Newt prove that the real
secret to great marketing is not a brilliant tagline, but creating
compelling and useful content.” —Rohit Bhargava, Senior Vice President
of Digital Marketing, Ogilvy 360 Digital Influence, and author of
Personality Not Included “Get Content Get Customers provides a play-byplay for any marketer who is serious about breaking away from the
pack.” —Greg Verdino, Chief Strategy Officer, Crayon, LLC
Content Marketing für Regionalbanken - Stephan Reichhard
2019-02-06
Dieses Buch beschreibt die Möglichkeiten und Grenzen beim Einsatz von
Content Marketing in Sparkassen, Volks- und Raiffeisenbanken und
zeigt, wie regionale, mittelständisch geprägte Kreditinstitute von dieser
Marketingtechnik profitieren können. Denn: Content Marketing stellt die
Grundsätze des traditionellen Marketings auf den Kopf und gewinnt in
der Kommunikationspraxis kleinerer wie größerer Unternehmen immer
mehr an Bedeutung. Die Grundsätze: hilfreiche Inhalte statt
Produktwerbung, Beziehungsaufbau statt Unterbrechung,
Kommunikation auf Augenhöhe statt einseitiges Aussenden von
Marketingbotschaften. Im Zentrum des Buches steht die Frage, wie ein
Content-Marketing-Prozess konkret in einer Regionalbank implementiert
werden kann. Mit vielen Interviews und praxisbezogenen Fallbeispielen.
Asper Review of International Business and Trade Law: Volume XIX Bryan P. Schwartz, et al. 2019-01-01
The Asper Review of International Business and Trade Law provides
reviews and articles on developments in the areas of international trade,
business, & economy.
Digital Marketing Excellence - Dave Chaffey 2022-07-22
Now in its sixth edition, the hugely popular Digital Marketing Excellence
is a practical guide to creating and executing integrated digital
marketing plans, combining established approaches to marketing
planning with the creative use of new digital models and digital tools.
Written by two highly experienced digital marketing consultants, the
book shows you how to: Draw up an outline integrated digital marketing
plan Evaluate and apply digital marketing principles and models
Integrate online and offline communications Implement customer-driven
digital marketing as part of digital transformation Reduce costly trial and
error Measure and enhance your digital marketing Learn best practices
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for reaching and engaging your audiences using the key digital
marketing platforms. This new edition has been streamlined to
seamlessly integrate the latest developments in digital analytics, ethics
and privacy, Predictive Analytics, Machine Learning and Artificial
Intelligence. Including new international case studies and up-to-date
examples throughout, this book cuts through the jargon to show
marketers how to leverage data and digital technologies to their
advantage. Offering a highly structured and accessible guide to a critical
and far-reaching subject, Digital Marketing Excellence, 6th edition,
provides a vital reference point for all digital marketing students, and
managers involved in digital marketing strategy and implementation.
Online resources have been fully updated for the new edition and include
a new set of PowerPoint slides and a full test bank of questions and
exercises.
Rhetorical Theory and Praxis in the Business Communication
Classroom - Kristen Getchell 2018-09-10
Rhetorical Theory and Praxis in the Business Communication Classroom
responds to a significant need in the emerging field of business

b2b-content-marketing-2018-benchmarks-budgets-and

communication as the first collection of its type to establish a connection
between rhetorical theory and practice in the business communication
classroom. The volume includes topics such as rhetorical grammar,
genre awareness in business communication theory, the role of big data
in message strategy, social media and memory, and the connection
between rhetorical theory and entrepreneurship. These essays provide
the business communication scholar, practitioner, and program
administrator insight into the rhetorical considerations of the business
communication landscape.
MKTG - Charles W. Lamb 2020-04-20
MKTG from 4LTR Press connects students to the principles of
marketing—bringing them to life through timely examples showing how
they’re applied at the world’s top companies every day. Important
Notice: Media content referenced within the product description or the
product text may not be available in the ebook version.
Spin Sucks - Gini Dietrich 2014
Go beyond PR spin! Master better ways to communicate honestly and
regain the trust of your customers and stakeholders with this book.
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