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Your B2B content marketing team worked hard.

There was a content brief. Then research. Perhaps an interview. You 
outlined, wrote, rewrote, reviewed, revised, edited, tweaked and 
proofed. Total hours spent: 20. [source]

Assuming modest $60/hour average salaries, creating that one blog 
post likely cost your company $1,200 or more. But by the time you 
hit “publish”, the next assignment was already overdue. And now 
the post you worked so hard to craft is collecting dust along with 
60-70% of your other meticulously crafted content. [source]

This process presents a serious challenge:

As your high quality content piles up, your blog or resource center 
— wherever you keep your marketing content — is losing out on 
leads who can’t find the answers they seek. 

Right now, your resource center is a tough case to crack. Hidden 
in its folds are hundreds of insights to inspire thousands of potential 
prospects... if only they knew where to look.

Introduction

http://marketing.onboardly.com/hubfs/Onboardly_Content_Production_Process.pdf
https://www.siriusdecisions.com/Blog/2013/May/Summit-2013-Highlights-Inciting-a-BtoB-Content-Revolution.aspx
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Your content shouldn’t be hiding.
 
And it shouldn’t take all of Scotland Yard to find an answer on 
your blog or in your resource center. In this eBook, we’ll help you 
identify exactly what’s standing between your content and your 
target audience. Then we’ll walk you through a plan of action for 
organizing your content to improve its discoverability.

So, how can you make your content more searchable, findable 
and shareable than ever? Let’s take a look...



Step 1

Understand
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The Mystery of 
Content Discoverability

You don’t need to have Sherlock Holmes’ mind-mapping skills to 
learn what’s keeping your content hidden. Just embrace this one 
critical fact:

People seek answers. Not content. 

No one wakes up in the morning thinking: “Wow, what a great day 
to read an eBook!” 

They simply set out to learn something new and then move on with 
their day. The problems arise when there are barriers standing in 
the way. 

Here’s a quick story that illustrates this point really well...

There’s this guy — let’s call him Mark — who impulsively adopted 
a puppy before he realized puppies are a lot like newborn ba-
bies. Now desperate for a good night’s sleep, he starts hunting 
for ways to “help puppy sleep through the night”. When nothing 
useful surfaces on Twitter, he turns to Google. After 10 minutes of 
skimming the first page of 1.4 million search results, he discovers 
a promising puppy blog. He browses posts for another 15 minutes 
but is ultimately frustrated by the lack of easy-to-find sleep training 
tips. So he calls it quits and leaves empty-handed.  
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Mark has gone into content shock. The explosion of free content 
means the answer is out there somewhere. Mark just can’t find it. 
Instead, he’s disappointed by a blog he’ll likely never engage with 
again. And a recent analysis of one million posts explains why he 
couldn’t find anything useful on Twitter: 50% of content gets eight 
shares or less on social media. [source]

In other words:

No one’s looking to solve a mystery — just to answer a question.
 
People want to find answers, fast. When your content is organized 
and presented in a way that makes it easy to discover, it’ll stand 
out from the rest like a big giant clue and open the floodgates to 
engaged leads and loyal customers.

http://buzzsumo.com/blog/50-of-content-gets-8-shares-or-less-why-content-fails-and-how-to-fix-it/
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Why do people seek content?
Content Hubs and social networks have changed the relationship 
between brands and consumers. Audiences everywhere are turning 
to digital media to make their lives easier and more meaningful.

In fact,

The Solution:
Provide Answers

(Not Content)

42% of people are more likely to buy from 
brands that engage them on their passions 
and interests. 

High-quality content has turned the traditional path to purchase 
into a path to purpose. [source] 

https://www.thinkwithgoogle.com/articles/the-path-to-purpose.html
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Learn.

Escape.

Engage.

Be Inspired.

This new customer journey typically involves several overarching 
objectives as people seek content to:

[source]

Bite
 

M
e

ha
ha

ha

http://hub.uberflip.com/h/i/125430800-how-to-increase-conversions-with-marketing-personalization/109406
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Why does your audience seek content?

To serve the right content to the right people at the right time, you must 
first understand the needs of your niche. Answering two key questions will 
help remove the mystery from where, when and what to provide:

What characteristics define 
your ideal audience?

Job roles: 

Departments:

Industries:

Budgets:

Genders:

Demographics:

Digital devices used:

Other key attributes:

What actions clue you into 
their biggest needs? 

Software used:

Landing pages visited:

Emails opened:

Links clicked:

Forms completed:

eBook pages read:

Keywords searched:

Other key actions:



12.

Techie Tim

Age: 32

Job Role: Marketing Analytics

Department: Sales & Marketing 

Company: Growing SaaS provider 

Software used: Kissmetrics, Google Ana-

lytics, Pardot

Digital devices: MacBook Air + iPad + 

iPhone

Keywords: “Pardot integrations”

Last landing page visited: .../pardot-hacks

Percentage of eBook read: 76%

Left thumb



Step 2

Organize
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Audit and Assemble

Now that you understand why your audience seeks content, it’s 
time to identify how to help them find yours. 

Content discoverability starts from the inside. And it all starts with 
a rigorous content audit. 

Conducting a content audit can seem daunting at first — especially 
when you have hundreds of landing pages, blog posts, eBooks, 
reports, videos and webinars sitting in your blog or resource center.

Before you get nervous and stop reading, consider this: 

An audit can make content curation just as powerful as content 
creation.

A thorough content audit will reveal all kinds of opportunities for 
leveraging existing resources. So instead of devoting thousands of 
hours to crafting all-new resources, you can squeeze more leads 
out of assets you’ve already published.

We’re going to walk you through a step-by-step audit guide you 
can use to get organized. By the time you complete the following 
process, you’ll know exactly which assets to leverage.

http://hub.uberflip.com/h/i/48733567-how-to-conduct-a-content-audit-for-more-data-driven-content-marketing
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1. Set up a spreadsheet.
Every row will contain data for an individual piece of content, so 
label your columns with the type of data you’re about to collect for 
each one. Here’s what you should include:

• Title
• Headline
• Content Type
• URL
• Publish Date
• Buyer Persona

• Views
• Word Count
• Facebook Likes
• Tweets
• +1s
• Pins

Title Headline Content Type URL Publish Date
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2. Download URLs
You can pull a complete list of your resource center’s URLs directly 
from Google Analytics or use a tool like Kapost’s Content Auditor 
to gather additional information such as titles and publication dates. 
Export this info to a CSV file and incorporate it into your audit doc. 

3.  Add SEO Data
Use free software like Screaming Frog to pull the word count for 
the title tag, meta description and body content of each piece. 
Again, add this information to your spreadsheet.

4. Add Social Data
Use a tool like SharedCount to gather tweets, +1s, pins, stumbles, 
shares, likes and comments.

If you’re using Google Sheets, you can pull even more data by 
going to Add-ons > Google Analytics.

5. Check Accuracy
Before you analyze, you must comb through each piece of content 
to ensure the data is accurate. Do not skip this step! Holmes worked 
best with Watson’s second set of eyes on the case. If something 
seems off, double-check it. Otherwise, you won’t get the insights 
you need.

Tip

https://app.kapost.com/auditor
http://www.screamingfrog.co.uk/seo-spider/
https://www.sharedcount.com/
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6. Analyze
You now have a fresh batch of data just waiting to be sliced, diced 
and turned into insights. Holmes would be so proud. 

What kinds of questions should you be asking? Here are a few to 
get you started:

• Which types of content get the most shares and views?
• What title tags and headlines get the most clicks?
• On which days and times does your content get the most  

       views, shares and clicks?
• What are the word counts of the most-shared pieces of  

       content?

Now that you’ve aggregated and analyzed your existing content, 
it’s time to map it out.
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Once you’ve identified your most 
promising pieces of content, the 
next step is to devise a plan of ac-
tion for them. If you really want 
your dream customers to discover 
your best content, you’ll need much 
more than just a basic editorial cal-
endar. 

Since different audiences seek and 
consume content in different ways, 
you must map each piece to the 
right buyer personas. For example, 

The most educated, executive-level 
Americans have big appetites for 
business-related content they can 
consume in magazine and mobile 
formats? [source]

There are four distinct groups of 
millennials — and just 18% of them 
are best reached through video 
content? [source]

Two different audiences. Two 
different digital priorities and 
preferences. When you match 
each asset to the correct audi-
ence, you enable prospects and 
customers to connect with you 
in ways that are meaningful to 
them. 

And don’t make the mistake 
of overlooking the technology 
used by your target niche. The 
way your content is presented 
can directly impact how easy it 
is to discover and consume on 
different devices — especially if 
your target niche is more prone 
to read, listen and watch 
on the go from small 
mobile screens. 

Plot and Plan

Did you know that:

http://www.experian.com/marketing-services/consumer-segmentation.html
http://www.adweek.com/news/technology/infographic-marketers-are-spending-500-more-millennials-all-others-combined-168176


19.

Newsletters

Smartphones

Digital Magazines

Resource Centers

Consider all the ways your audience will discover and consume 
your content...

Consume

Desktop

Discover

iOS

News Streams

Industry Blogs

Android

Laptops

Links

Searches

Referrals

Emails Posts

Ads

Pins

Tweets

Shares

Tablets



...and how you can map it to each stage of their paths to purpose:

Slideshows

Webinars

eBooks

Fact Sheets

Topic-specific

Research Stage

Discover

Infographics Vertical-specific

TestimonialsPricing charts

Account-specific

Consideration StageCase Studies

Interviews

Blog posts

Demos



Step 3

Improve



22.

Enable Discoverability

Imagine a typical trip to the grocery store. You browse organized 
aisles to locate a list of specific items you need to cook and clean, 
right? Now imagine what it would be like to instead have to sift 
through one massive heap of products dumped at random in the 
middle of the store. 

Yikes. How annoying would that be?

Your blog and resource center are no different. Don’t force your 
audience to pull out their magnifying glasses just so they can exam-
ine your content and extract the answers they need. Make it easy! 
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Here are seven organizational methods that will help you do just that:

Organize your content by:

1. Topic

Break it all down into the overarching 
categories that are of most interest to 
your target audiences.
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2. Vertical

If your products or services appeal to multiple 
industries, you’re probably creating unique 
content for different verticals. Make it easy 
for target niches to quickly locate items most 
relevant to their specific sectors.
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3. Type

Some people like to read. Others 
want to listen. Many prefer video. 
Segmenting your eBooks, videos, 
infographics and webinars will help 
people find desired content in 
the formats they like best. (Hint: 
Remember those execs who are 
hungry for magazine-style content?)

Even if people prefer consum-
ing a specific content format, 
remember — people seek 
answers, not content. Sup-
plement organizing content 
by type with another orga-
nization structure to enable 
discoverability.

Pro Tip
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4. Date

Some audiences, particular-
ly in the B2B space, will want 
quick access to the most current 
trends and updates. For them, 
a secondary arrangement by 
date can help.  

Be cautious when organizing 
your content by date — if 
this is your only method of 
content organization, you risk 
having your best resources 
lost in a pile of newer content. 
As with organizing by content 
type, supplement organizing 
content by date with another 
organization structure to en-
able discoverability.

Pro Tip
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5. Persona

If your buyer personas fall into broad classifi-
cations of key decision makers — “CFOs”, for 
instance, or “marketing directors” — consider 
organizing your content by job title or function. 
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6. Segment

Use key identifiers that are specific to your 
niche to further structure content into rele-
vant categories. For example, at Uberflip, we 
organize content according to the specific 
marketing automation software that a reader 
might use. 
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7. Account

If you’ve started to tap into account-based 
marketing, you can use this approach to create 
custom streams of content tailored to your key 
accounts. This is a great way to help empower 
your sales team and reach key decision makers, 
as well as ensure your content doesn’t sit unused.

http://hub.uberflip.com/h/i/154977429-what-is-account-based-marketing-and-where-does-content-fit-in
http://hub.uberflip.com/h/i/154977429-what-is-account-based-marketing-and-where-does-content-fit-in
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Think of your Content Hub as one giant puzzle...
...where each category is an essential piece. Using only one or two 
organizational techniques will leave a big gaping hole. This, in turn, 
will lead to a Content Hub that loses out on all kinds of opportuni-
ties to reach additional audiences. 

On the other hand, deliberately structuring content around your 
target audiences will empower you to squeeze more life and leads 
out of every piece you publish. Because you’re putting each piece 
into context for a specific reader, you can easily incorporate highly 
relevant calls-to-action. Capturing leads has never been so easy!

Mystery solved? Almost. Just one more step to go...

?
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Improve Discoverability

It’s time to put the puzzle pieces together and build a truly valuable 
content experience — one that enables discovery at every turn.

After all, your most recent blog post might be attracting plenty of 
clicks. But what about that viral infographic from a year ago? Or 
the eBook that once generated countless conversions? 

Here are three actionable techniques you can use to increase the 
visibility of your content and extend its lifespan:

Meaningful Menus
How did you decide to organize your content? By type and topic? 
Vertical and date? Use those overarching categories to customize 
your primary navigation for your target audiences. Create a menu 
that’s meaningful to them.

Customize your navigation 
for your target audiences
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The Search Bar
Remember: a lot of people enter your website in search of a specific 
solution. Optimize your site to help them find it. Include keywords 
in blog post titles, then include a search bar where they can be 
scanned quickly.
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Relevant & Contextual Calls-to-action
How often do you click on those “You May Also Like” and  
“Recommended for You” links on Netflix and Amazon? Your readers 
will do the same thing. Provide internal links, include call-to-action 
buttons or display a stream of relevant content directly related to 
the topic at hand.
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Mystery solved!

If Sherlock Holmes has taught us anything, it’s that the answer is 
often right in front of you. You already have the high-quality con-
tent. Now go make it easy to discover! When you comb the clues 
that have been hiding in your content all along, you can create all 
kinds of opportunities for your dream customers to discover you 
before they find your competition. 

Every piece of content you publish is another chance to capture 
a conversion, impress a prospect or engage meaningfully with a 
customer. Don’t hide it. Use it!

Conclusion



Looking for easy ways to make 
your content discoverable? 

           to the rescue!

Uberflip allows marketers to create, manage, and optimize content 
experiences for every stage of the buyer journey — no IT required.

Build a content experience that enables discoverability by including:

Custom streams 
that tailor content to 

specific buyer personas, 
topics, events and more. 

Smart Filters 
to automate curation so 
users see content that’s 
most meaningful them.

Calls-to-action 
embedded throughout 

your Content Hub 
increase conversions. 

Flipbooks 
that supercharge your PDFs 

and turn them into  
beautiful, branded content.

REQUEST A DEMO

visit uberflip.com

http://go.uberflip.com/request-demo?utm_source=eBook&utm_medium=Content%20Discoverability&utm_campaign=Content%20Discoverability%20eBook
http://www.uberflip.com/?utm_source=eBook&utm_medium=Content%20Discoverability&utm_campaign=Content%20Discoverability%20eBook

