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[bookmark: _Toc30174434]Executive Summary

The following report delves into the opportunities that the company Rope and Sling 
Specialists Ltd. have in the modern marketing world. The chosen technique chosen is content marketing.
Content marketing is a popular technique in the modern day for both B2C and B2B companies alike. It is used to engage customers to make them aware of the company that is publishing the content they wish to consume.
The content funnel has been explained, whilst explaining what Rope and Sling could do in response to each step. The impact of the strategy may have on the company has also been discussed.
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1. [bookmark: _Toc30174435]Introduction

1.1. [bookmark: _Toc30174436]Background of Organisation

The organisation that will be used for the purpose of this report will be Rope and Sling Specialists Ltd. They are primarily a B2B company and specialises in the hire and sales of heavy lifting equipment, and also provides inspection and training services. The company tend to focus on the more traditional marketing techniques, for example they do this by keeping a close relationship with their customers. This is done by organising events for the businesses such as going for a dinner paid by the company or by frequent phone calls to talk about recent updates within the business. Their best marketing activities include going the trade show events. They do have a website which gives information on the business and has an online shop which contains some of the products they offer. They do not make many online sales and their primary sale sources are through telephone and walk-in customers. Alongside their website, they have social media accounts on Facebook, Twitter, LinkedIn and Instagram. They have a fairly large following on Twitter and LinkedIn due to more activity on these websites.

1.2. [bookmark: _Toc30174437]Opportunities

The company does have an online presence as they have a website and they have active social media accounts. Their most used platforms are Twitter and LinkedIn, where they have daily and weekly posts respectively. On the website they have a page for news and blog posts, but these are not posted on a regular basis and this is a problem as it seems hey do not have a posting schedule. As previously stated, they do have a large amount of social media followers, and they also have frequent visitors to the company’s website, which shows there is an interest in the company services or news. Due to this they have an opportunity to focus on digital content marketing.

1.3. [bookmark: _Toc30174438]Aims and Objectives

Rope and Sling Specialists have many aims that include to consistently deliver quality products and services at minimum cost, to improve consistency and to manage the supply chain effectively and efficiently. These aims are not in relation to their digital presence, which is currently a concern. An aim that could cross over is to improve consistency, and this can be applied to their website, social media and blogs. They will need to create objectives to reach for the digital side of the business, and there will be suggestions to follow for the company to apply: -

· To become an authoritative figure in the lifting industry by posting valuable content on the blog and on social media
· To increase direct traffic to website via social media by 50%
· To create a YouTube account to diversify media content
· To increase brand awareness on social media by 50% - tracked by impressions
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2. [bookmark: _Toc30174439]Content Marketing

2.1. [bookmark: _Toc30174440]What is content marketing?

Content marketing is defined as “the management of text, rich media, audio and video content aimed at engaging customers and prospects to meet business goals published through print and digital media including web and mobile platforms which is repurposed and syndicated to different forms of web presence such as publisher sites, blogs, social media and comparison sites” (Chaffey, 2012) 

As spoken about in the definition, content marketing is creating useful content for a targeted audience. The types of content can be through print such as magazines which could cover a specific industry, thus targeting a specific customer. There is also digital which includes social media and blogs. Content marketing can be implemented by both B2C and B2B companies, the report will be referring to the B2B features.

In 1996, Bill Gates from an essay titled ‘Content is King’ to the Microsoft website, and this phrase has been extremely popular on the internet. He wrote “Content is where I expect much of the real money will be made on the Internet” (Gates, 1996), and also wrote that no company is too small to participate, which shows the accessibility of creating content as a business. 

Using content marketing has the ability to build trust with leads and customers, which in return gains brand reputation. (Smith, 2019) If the content has been optimized, the content that has been created can heavily improve the search engine optimization for the business. Another advantage of implementing content marketing is the potential to be able to promote the company’s expertise in their industry.

Even though content marketing has its advantages, it also has downsides. Some of the disadvantages of content marketing include the length of time it can take to see results, the difficulty of creating high quality content on a regular basis and the struggle of measuring the results. (Hope, 2019)

2.2. [bookmark: _Toc30174441]Implementation 

To be able to implement a content strategy, a business needs to understand why they want to create content, and why it would benefit them. “Organizations typically use content marketing to build an audience and to achieve at least one of these profitable results: increased revenue, lower costs, or better customers.” (Content Marketing Institute, 2015) 

Not many companies in the same industry as Rope and Sling are taking part in content marketing but there are, however, companies that do implement content marketing such as industries best practise, e.g. Speedy Services.

A core concept in digital marketing is a content marketing funnel, which many businesses try to implement in their plans. The funnel is made up of three steps which are: -

· Awareness
· Evaluation
· Conversion
[image: content marketing funnel: psychology]
[bookmark: _Toc30174208]Figure 1 - Content Funnel (Stricak, 2018)

The aim of the awareness stage is to aid the prospects become problem and solution aware. As illustrated in the model shown, awareness includes blogs, social media updates, podcasts and many other forms of content. (Stricak, 2018)

Applying this to Rope and Sling Specialists, this could be content that shows solutions to common problems in the lifting industry, blog updates and social media posts. This could be how-to tutorial videos on how to fix damaged products, how-to properly fit equipment or how-to use products. This would give the prospects trust in the business as they would have helped them find a solution to their problem. Their blog updates on their website can be used to give news of the company’s recent jobs, thoughts of the owner and major updates in the industry. These will need to be given a schedule as the blog posts have been randomly posted. This can increase the relationship and trust between the company and customer, and also allowing yourself to become an authority in the subject/industry (Agrawal, 2016) To be able to track all their social media and blog posts, they will need to implement a content calendar, where they are able to plan for future content and this will make them much more organised, solving the problem of the blog posts being very irregular. RSS should also implement an email newsletter for their recent blog posts to ensure that prospects are up to date at all times. Online advertising is also an option for this stage of the funnel, these can be advertisements on Google or on social media sites such as Facebook or LinkedIn. (Chaffey, 2020)

The next stage of the funnel is the evaluation step. In this stage the customers are aware of the brand, the company and what they have to offer. The usual goals for the company in this stage is to grow email lists, increase returning customers, etc. (Patel, 2018)

Rope and Sling also have opportunities in this stage. As the prospect has now gone further into the funnel, they have now become a lead, and this means they may consider purchasing services or products. RSS could have a pop up on their website which asked the user to add their email to the newsletter list to gain access to updates on the blog when they are posted, new products or discounts. They should also include a frequently asked questions page on their website to be able to give the leads possible answers to their questions. 

The final stage of the model is the conversion step. The purpose of this step is to make sure that the potential customer is confident to complete the purchase of the business’s goods or services. (Siu, 2019)

RSS should include a quote or an enquiry form for the visitors and in this it should include which product or service they are interested in, and also include contact information so the business can answer with the price of the product. Rope and Sling could also organise a free professional consultation with the company’s operations director for the person who submitted the quote form. RSS could also offer first time users of the business a discount, which may give them an incentive to finalise the purchase. If a customer uses this offer, there is a chance that they will return if they are happy with the product or service. (Heijmans, 2016) 

2.3. [bookmark: _Toc30174442]Impacts of the strategy

There are potential impacts of this strategy that will affect the business. One of the main impacts that exceptional content will bring to the company is increased traffic towards their website. “It is crucial for the companies to have good content marketing to attract more customers to visit their page, follow the update news and finally repeat the purchase.” (Ahmad, et al., 2016) If Rope and Sling do not implement a content marketing strategy, their competitors might. In the lifting industry, many similar companies partake in a tradeshow event and this is where most companies form relationship and make leads. Rope and Sling already take part in such shows, but if they were to also focus on digital content, they would have the opportunity to potentially reach customers before the events have taken place. Customers are more likely to buy off a familiar brand, as “Brand recognition influences the consumer purchase decision through brand trust”. (Stokes, 2018) If a prospect is attending a tradeshow and they see two brands, one in which is an authority in the industry through online content and the other in which does no content marketing, the prospect will most likely go to the brand they recognise through their content. Research conducted by OnBuy.com claimed that 71% of consumers stated that it is very important or somewhat important that they recognise a brand before they make a purchase. (OnBuy.com, 2017)
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[bookmark: _Toc30174209]Figure 2 - OnBuy.com research results visualised (Global Banking & Finance, 2017)
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3. [bookmark: _Toc30174443]Conclusion

Conclusion
Rope and Sling Specialists already have a very good foundation on their digital sites, like their website and their social media pages, to implement a content marketing strategy. The industry they are doing business in gives them to ability to take advantage of the lack of other companies doing this type of marketing, bar the industries best practise. Following the content funnel model, the reader has an understanding of what the stages of making a sale through content marketing are. Whilst following the funnel, less prospects become leads, and less leads become customers. Even though the percentage of conversion is low, content marketing is a powerful way of increasing brand awareness and brand trust which may be able to give them an advantage in the future. 
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