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Chapter 1:

Beyond Pass/Fail Content
You don’t need us to tell you—the era
of content marketing is in full swing!
Across virtually every industry, brands
are creating content of all types—
from blog posts and infographics to
webinars, videos, email campaigns
and beyond, all with the intention of
attracting, acquiring and engaging
an audience. It’s an approach that’s
only growing.
The Content Marketing Institute’s 2015
B2B/B2C Content Marketing Trends

report showed that 86% of B2B marketers and 77% of B2C marketers are
using content marketing. Almost half
have a dedicated content marketing
group, and 70% are creating more
content than they did a year ago.
Across both B2B and B2C marketers,
over a quarter of their total marketing budget—28%—is being spent on
content marketing, with more than half
saying they’ll increase spending over the
next 12 months.

But… how well is all of this content actually working?
How do we know?
As it turns out, marketers are doing
pretty poorly, both at measuring their
impact and having an impact at all. A
mere 38% of B2B and 37% of B2C
www.ioninteractive.com

marketers say their content marketing
is effective, while a whopping 58% say
their content doesn’t create enough
opportunity for engagement.
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And even when there is engagement,
49% of B2B marketers and 51% of B2C
marketers say they’re challenged trying
to measure just how effective that
engagement is.
Why is that? It’s not for lack of reporting
tools or data. In fact, as Gary Van Prooyen
explains...

“We have reporting coming
out of our ears – but to be
able to connect all those
things into one cohesive
view that connects it to
business metrics is hard.
It really is.”

The truth is, we already have all the data
we need to measure content consumption and influence. We’re just not using it
the right way.
We’re missing the insights into the interaction and the experience our buyers
are having with our content, and that’s
where static content is failing marketers
and making measurement tougher.

The Trouble With Static Content
When we talk about “static” content,
we’re talking about things like eBooks,
blog posts, videos and white papers
—things that can’t be interacted with
beyond a view or a download.
For example, what kind of data can we
glean about a buyer when they view
static content? We can tell that they
viewed our infographic or registered to
download our white paper, read a blog
post or attended a webinar.
But that’s it. We have no idea whether or
not they found the data in the infographic
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interesting, which parts of the white
paper they found most compelling (if
they even read it) or even if they found
the blog post helpful at all! We’re left
www.ioninteractive.com

making guesses based on visitor
numbers and traffic, time on site and
bounce rate—all generic numbers not
tied to an individual visitor.
What you’re left with is a pass/fail
indicator. Either someone saw your

content, or they didn’t. Either they downloaded your resource, or they didn’t.
And for savvy marketers who want to
know more about their customers than
just a single data point, pass/fail is just
not good enough.

Interactive Content Can Solve for This!
What if, instead of pass/fail content, you
had the ability to understand what parts
of the content a specific buyer found
valuable, or even encouraged content
consumers to share information about
their pain points?
Better still, what if your buyers could build
their ideal solution and you could hand it
straight to your sales team?
This is the promise of interactive content:
Content that’s not simply pass/fail,
but instead offers nuanced and specific
insights into the buyer who is engaging
with it.

And it’s no pipedream: Businesses are
already using interactive content across
the entire buyer’s journey to improve
www.ioninteractive.com

The result is:
Better educated prospects
A sales team that can meet the
buyer at their point of interest
A substantially better ability to align
your marketing and sales teams

engagement at every stage, inform
their sales and marketing teams and
ultimately grow their bottom lines.
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their audience.
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interactive content
is effective at
differentiating
from competitors.

interactive content is
somewhat or very
effective at
being shared.

Understanding the Buyer’s Journey
When we talk about the “Buyer’s Journey”,
what we’re really referring to is the path
the customer takes from being a visitor
to becoming a qualified lead, and from
becoming a lead to becoming a buyer.
As much as we’d like for there to be one
well-defined journey for every customer,
the reality is that every different customer
may take a different route.
One buyer might stumble upon a tweet
to a whitepaper you’ve shared, give you
their email information to get the free
download, respond to a link in an email
nurturing campaign and then make the
decision to buy.
Another might click on your paid advertisement, review your landing page,
sign up for a free webinar, download a
product spec sheet and then call sales
on their own.
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But no matter what content they interact with, in both
cases, two important things ring true:
First, that there are three distinct stages to the buyers’ journey:

An early stage, where
they become aware of
your brand and solution
as well as their need.

A middle stage, where
they are considering their
options and discovering
more about their pain
points and requirements.

A late stage, where the
buyer is getting ready to
make a purchase decision.

Content Must Support the Buyer at Every Stage
The second important truth is that you
need to have content to support the
buyer in their journey at every stage.
Think of it like a bridge: If there’s nothing
to help carry the customer over from
one stage to another, they’ll drop off and
you’ll lose the sale.

“Content—defined as all information
components produced by marketing to
communicate ideas and transfer knowledge to buyer and seller audiences—
plays a critical role in driving demand.
But when the type of content created
does not align with the buyers’ and
sellers’ needs, it fails to support the
types of conversations that are required
to move the buying process forward.”
Knowing this, it’s time to pull back the
curtain and take a look at some practical,
actionable ways you can make interactive content a part of every stage of your
buyer’s journey.

www.ioninteractive.com
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Chapter 2:

The Early Stage
Welcome to the top of the funnel! In the
early stages of the buying cycle, the
people who consume your content are
more or less perfect strangers.
They may never have heard of your brand
or your solution before. In fact, they may
not even be aware they need what you
have to offer.

This is your chance to introduce your
brand and build rapport by showing
them that you’ve got something worth
paying attention to. You’re beginning
the dialogue.
Now’s not the time to try and push for a
hard sale. Instead, you’ve got to generate
interest and create awareness.

Your interactive content in the early stage of the buyer’s journey
must get the customer’s attention and then convert that attention
into engagement.
But one-time engagement is not enough. Your
ultimate goal is to use those brief interactions to
open doors for further, more targeted engagement
down the line.

Your visitor wants to know…
Who is this company? – What does your business do, and what makes you unique?
Why should I care? – Is there something about
your brand that’s compelling?

You want to learn…
Who is this visitor? – What’s their name, and how can you follow up with them?
How engaged are they? – Is this person genuinely interested? Are they actually
consuming the content you’ve provided beyond a simple click or view?
What are they most interested in? – What parts of your content did they find
most engaging, and what does that tell you about them?
www.ioninteractive.com
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As you start picking up these basic
insights, you paint a clearer picture of
the visitor in ways that will empower
your business to market to them with
more specific content that’s compelling
to them.

Effective Interactive Content Types for the Early Stage
When attention is the name of the
game, entertainment and education go
hand-in-hand.
To rise above the clutter of static white
papers, eBooks, infographics and
webinars, you can use interactive
content during the early stages of the
funnel to generate social shares and
differentiate your brand while collecting
some preliminary information about
your visitors without overwhelming
them with long forms or surveys.

Interactive Infographics

Transform facts, soundbites and statistics into easily digestible, entertaining
content that’s fun to consume.
Using an interactive infographic early
in the buyer’s journey will help you
generate social shares and increase
your reach, while also giving you a
highly measurable way to gauge
which factoids and insights are most
compelling for your prospects.
10
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Interactive Whitepapers

Instead of a lengthy resource that a
visitor will skim through and discard,
transform static white papers into an
entertaining asset they’ll want to share.
The information is typically richer than
an infographic, giving you deeper
insights into what information your
visitor found most compelling.
White papers are especially useful in the
early stages for building brand credibility and establishing thought leadership.
They’re great targets for social sharing,
and with such high conversion rates for

lead-generation, you can use a downloadable PDF version to capture the
visitor’s contact information and put a
name to the data you’ve collected.

Lookbooks

If you’ve got a visual product or concept
to communicate, a lookbook is a
gripping way to nab and hold a visitor’s
attention while giving them a unique
way to discover your offering and see
your value.

Quizzes

Addictive and incredibly shareable,
quizzes are ideal for generating leads
and creating a buzz on social networks.
People like to compete for recognition
almost as much as they do tangible
prizes, and while they’re filling out a
quiz, you’re learning who they are, how
they think and what they care about—all
meaningful feedback for a sales team!
www.ioninteractive.com
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Contests

Everyone loves a contest, especially
when there’s a great prize to be won!
Contests perform well in social sharing
and buzz building, and to a lesser
extent, can also help generate leads.
They’re effective at cutting through
the noise and adding a dash of fun
in the early stages of the journey.

Getting to the Next Stage
While sometimes your visitor might move
very quickly from initial awareness to
consideration (becoming a qualified
lead), most of the time, it’s going to take
some nurturing.
Unlike static content, which tends to treat
every early-stage lead the same way,
you can use the feedback you’ve collected from your interactive content to help
your lead transition to the next stage by
using targeted remarketing and email
nurturing campaigns tailored to them.
As your lead becomes more aware of
their need and identifies their pain points,
they’ll eventually be ready to take the
next step and start qualifying solutions—
and that’s where the objectives of your
content start to change dramatically.

12
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Chapter 3:

The Middle Stage
Knowledge is power—for both you, and
your lead! The middle stage of the buyer’s journey is an ongoing exchange of
information and a continuation of
the relationship started in the
early stage.
Your new lead has become
aware of their pain points and
need for a solution and is trying
to learn more. They’re actively defining their problem, considering many
different solutions and narrowing down
the options they prefer based on both the
needs they know they have and the things
they’re still discovering along the way.
At this stage in the funnel, you’ve
already learned your prospect’s name,
and you’ve been able to get some
basic insights into the kinds of information
they’re interested in. You’ll now receive

new information that will help qualify the
lead and reveal the questions they’re
asking and answers they’re looking for.
If the early stage was about earning
and keeping a lead’s attention,
the middle stage is about
educating the lead, earning
their trust and transforming
general concepts into more
concrete ones.
The goal of your interactive content
in the middle stage is to inform, assist
and guide the lead toward a purchase,
arming them with all the information
they need to make the decision to buy
from you.
Your content should make the research
process easier while providing additional
insight into why you’re the ideal solution
for their needs.

Your lead wants to learn…
What do I need to consider?—The lead is still learning the depths of their own
needs and defining their preferences. It’s your job to help them understand
their options.
How does this solve my problem?—Is what you’re offering a viable solution to
their need?
Is it a good fit for my business?—Will the ROI justify the investment?
14
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You want to learn…
How qualified is the lead?—Is this
lead likely to make a purchase, and
are they a fit for what we offer?
What are their pain points?—
What are their stumbling points,
and what problems do they most
need solved?
What does their ideal solution
look like?—What features and
benefits are most pertinent to
this lead?
The insights gleaned from interactive content like assessments and calculators let
your sales team reach out to the lead with hyper-specific information, eliminating
the need for a long discovery process.

Effective Interactive Content Types for the Middle Stage
Assessments

Self-conducted assessments can be
strategically designed to help your lead
identify their pain points and see the
opportunities for improvement while
providing genuine value and recommendations along the way.
As your lead fills out the self-assessment,
you gain invaluable insight into where
their business is at and how you can
help them.

www.ioninteractive.com
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Calculators

Nothing illustrates a quantifiable outcome better than a calculator. For leads
who are actively evaluating whether or
not the ROI of a solution justifies their
investment, a calculator offers hard
evidence that builds credibility during
that critical period between attention
and action.

eBooks

Unlike static eBooks, which are purely informational, interactive eBooks allow
the reader to walk through a “choose
your own adventure” experience. As the
buyer navigates the information most
pertinent to them, a feedback loop
is provided to sales that illuminates
the leads’ pains and needs while also
offering further lead qualification.

Solution Builders

Instead of digging for the solution to a
buyer’s problem, why not let them build it
themselves and show it to you? Solution
builders allow buyers to navigate their
way through existing solutions exactly as
they see fit, answering the question, “Is
this right for me?”
This establishes a clear and immediate
fit for the buyer—making it an invaluable
content piece for the middle of the
buyer’s journey.
16
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Configurators

Like solution builders, but even more
specific, configurators enable buyers
to match their needs to your existing
products, customize a plan and even
configure their own quote! This gives
immediate and invaluable feedback to
sales and marketing, enabling them to
qualify, surface and attend to the most
qualified prospects in the funnel.

Getting to the Next Stage
Throughout the middle stage of the
buyer’s journey, you’ll collect the kinds
of insights sales teams dream about:
Which leads are most qualified and,
more importantly, which solutions they
see as most ideal to them. You’re able
to gauge their level of need and areas
of understanding, as well as identify
opportunities to educate further.

Moving your lead into the late stage of
the funnel is now as easy as reaching
out with an opportunity for them to ask
questions, calculate ROI and get those
mission-critical insights they need to
make a purchase decision.
Once again, the role of your content
changes as you enter the final stage.

www.ioninteractive.com
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Chapter 4:

The Late Stage
The buyer has educated themselves on
their need, perused their options and
even identified for themselves the different ways your solution solves their
problem. They’re nearly ready to make a
purchase—but a few obstacles may still
stand in their way.
They may need to clear it with their boss
or get information to their procurement
team to facilitate their purchase. And
while they may know you’ve got a viable
solution, they may still be nervous about
pulling the trigger.
The goal of your interactive content in the
late stage is to prove ROI, alleviate

feelings of risk and make it easy for your
buyer to make a confident purchase.
Your content must also surface deep
insights to the sales team to help them
close the sale.

Your buyer wants to know…
What about “X”?—The late stage of the buyer’s journey
is where any last questions on features or implementation
come to light.
Does everyone approve?—Especially in B2B situations,
the lead will need to get their in-house teams on board and
supply them with information to approve the purchase.

You want to know…
Are there any final objections?—Is there any information the buyer is still in
need of, or any concerns they still need answers to?
How can we help the buyer get buy-in?—What information do we need to arm
the buyer with to get their internal stakeholders on board?
www.ioninteractive.com
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At this point, you’ve learned everything
there is to know about the customer.
Where other content was about selfdiscovery, the content you use during
the late stages of the funnel may be
worked through together by your lead
and your salesperson.

Instead of scattered notes or sporadic
calls, interactive content helps your
sales team and the buyer consolidate
everything they’ve learned so far into an
easy-to-digest piece of content they can
share with others and use to make a
final purchase.

Effective Interactive Content Types for the Late Stage
Calculators

Late-stage calculators tackle tough tasks
like showing the ROI, TCO and pricing.
You can use these to give your buyers
useful tools that make their discovery
totally transparent—especially useful
when there are other internal stakeholders to convince.
Your sales and marketing teams also
gain valuable data from the buyer’s participation, and can use the completion of
a calculator as a buying signal, triggering
them to follow up and close the sale.

Configurators

Late-stage configurators are incredibly
useful for letting your buyer get hyperspecific with their needs. Typically
focused on products rather than
solutions, configurators deliver the same
benefits as late-stage solution builders, illustrating fit and enabling that
information to be easily communicated
among stakeholders.

20
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Solution Planners

Planners are even closer to the sale—
used to enable buyers to visualize their
lives with your solution. Solution planners
are perfect for helping your buyer get a
transparent look into the solution they’ve
chosen, also arming them with a detailed
piece of content they can share internally
to break down objections from decision
makers and illustrate the value to
stakeholders who might’ve stood in the
way of a purchase.

Solution Builders

Late-stage solution builders may be more
nitty-gritty than their mid-stage counterparts, and may even be guided by sales
instead of self-guided by buyers. Using
these will help you illustrate the value and
fit of your solution in meaningful ways
that let buyers share that fit with their
colleagues and gatekeepers.
Likewise, solution builders consolidate
information in a way that’s easy for
salespeople to recall, instead of scattered notes or lengthy recordings. They
help your teams stay organized and free
the information to be used by anyone
necessary to close the sale.

Next Chapter: How to Implement

We’ll explore new ideas for implementing
interactive content marketing experiences
by utilizing your existing assets and content.

www.ioninteractive.com
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Chapter 5:

How to Implement
Okay, so you see the value in interactive content, and you’d love to be able to
get the same kinds of insights from your
content marketing efforts. But, how do
you make it a reality?
You don’t have to start from ground zero
with interactive content. In fact, most
companies already have static content
that can be transformed into an engaging interactive content experience.
If you’ve already been creating content,
you’ve got a bevy of opportunities to repurpose what you’ve already created into
hugely engaging interactive content for
every stage of the buyer’s journey.

But even if you haven’t created any static
content yet, you don’t have to wait until
you have.
Once you get going with a single interactive asset, there’s a snowball effect that
can make all your future content marketing more effective. The data you collect
in one interactive asset can be used to
refine, improve and create even more
interactive content, getting better targeted and more compelling at every turn.
And yes, you can even take the interactive content you’ve created and use it to
create other static assets that help scale
up your efforts, too. It’s never too late—
or too early—to get started.

Start with a Quick Content Audit

First, it helps to chart out the different stages of your buyer’s journey.

EARLY:

Interest & Awareness
www.ioninteractive.com

MIDDLE:

Consideration &
Preference Building

LATE:

Purchase Decision
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Nex t, c o mb throu gh your ex isting
content and classify it. Whether it’s an
infographic, white paper, case study or
price sheet, what resources do you
already have that fit with each
different stage of the journey?
Ma r k e ach d ow n in a
spreadsheet, along with
the title, type of content and
stage of the buyer’s journey it
best assists with.
As you go along, you’re sure to recognize
some gaps in your content and areas
where you need to improve. If you’re
working with a limited budget, this gives
you an easy way to prioritize your content

c re ati o n so that you c a n ma ke the
maximum impact.
Once you’ve taken stock of what
already exists, you’re ready to
start creating interactive assets.
What static content translates
best into an interactive experience?
To make things easy, we’ve built
an interactive Solution Finder where you
can specify the stage of the funnel you
want to create interactive content for and
the types of static content you already
have—then get a customized content
plan based on your existing resources.

Early Stage

To attract, entertain and engage your leads…
White papers can be transformed into:
• Interactive Infographics
• Interactive White Papers
• Assessments
Depending on the content, your blog
posts can be transformed into:
• Interactive Infographics
• Quizzes
• Surveys
Your research can be transformed into:
• Interactive Infographics
• Interactive White Papers
• Quizzes
24
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All of the above formats take plain,
static content and transform it into an
interactive, informative and engaging
experience that feeds your sales teams
more information than they had before.

Broader pieces of content like blog posts,
ebooks and white papers often have
multiple opportunities for conversion and
are best used earlier in the funnel for
attracting attention than later on when
the customer is hunting for specifics.

Middle Stage

To nurture and qualify new leads while helping them
identify their ideal solution…
Information presented in a webinar can
be transformed into:
• Assessments
• Solution Builders
Product specs can be transformed into:
• Configurators
• Solution Builders
• eBooks
Price sheets can be transformed into:
• Calculators
• Configurators
• Solution Builders
Every one of the above resources creates
a lead-qualifying powerhouse of content
that helps you dig deeper into the
lead’s interests, pain points and needs
while helping them as they research
their options.

www.ioninteractive.com

From Static Content
to Interactive Content

M

If you’ve created any static content piece
intended to educate a lead, there’s a
strong chance it will translate well into
an interactive content piece designed

to both inform and educate the lead
while filtering valuable insights back
to your team.
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Late Stage

To close the sale and arm your buyer with the information they need to get
buy-in from internal decision makers…
Product specs can be transformed into:
• Solution Builders
• Configurators
• Calculators
White papers can be transformed into:
• Solution Builders
• Solution Planners
All of the above assets will help deepen
the dialogue, equip the buyer and
bring the decision-maker closer to a
final purchase.

Next Steps
It’s one thing to talk about transforming
assets, but it’s another to actually do it.
As you evaluate the value of interactive

content to your marketing and sales
teams, you’re inevitably going to wonder
about the logistics of getting the interactive experiences created.
Will it take a huge investment in custom
software engineers and developers?
How much will it cost, and how long will
you have to wait?
Will the ROI and time invested in building
interactive experiences justify the cost?

26
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Today, interactive content doesn’t need to be a clunky, costly endeavor.
Interactive content platforms run by
capable marketing teams have drastically reduced the time and cost
associated with launching a piece of
interactive content, while giving you
the agility, flexibility and scalability you
need to make interactive content work
across your entire buyer’s journey.
An interactive content platform also gives
your organization the ability to make the
different pieces of content talk to each
other. You can share information across
experiences and feed customer data
into CRM, marketing and sales tools
that keep your entire organization in the
know as to where buyers are along
the journey, who they are and what
they’re interested in.

If you’ve been relying on pass/fail static
content to nurture your leads, inform
your sales team and drive your revenue,
there’s cause for excitement when
it comes to implementing interactive
content.
www.ioninteractive.com

Not only will you better engage, inform
and entertain your leads, but you’ll be
empowered with ultra-specific, hugely
valuable intel along the way, better
equipping you to understand your
buyers and ultimately close more deals.
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About ion interactive

ion interactive helps modern marketers
produce engaging, interactive content
that stands out while generating leads
and revenue. Rapidly deploy stunning
user experiences across your content
marketing, social marketing, email marketing and advertising campaigns using
our scalable, agile interactive content
platform.

Powerfully creative, gorgeous and highly
interactive experiences can be created
and tested without developers. ion’s assessments, quizzes, lookbooks, ebooks,
interactive white papers, calculators and
more are used to differentiate brands,
increase engagement, boost sales and
improve conversions.

Let’s Talk
Speak with an ion interactive professional, share your needs
and learn how we can help you rapidly deploy interactive
content without development. Visit www.ioninteractive.com
LOVED BY HUNDREDS OF LEADING BRANDS
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