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GBC anD S2G: Custom CONTENT

Supercharge Your B2G Custom Content Strategy for Success
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Susan Rose
Sr. Director Insights & Content, GovExec

A writer by trade, Susan uses research to help tell the stories impacting government
most — and share solutions. She leads a team of talented industry analysts who love
nothing more than translating data into actionable insights.

Juliet Van Wagenen
Editor, Branded Content, GovExec

Juliet is a writer and editor with more than a decade of experience writing about
aerospace, government, technology, healthcare and more. She leads Studio2G,
GovExec’s internal custom content agency, working alongside talented writers and

marketers with a passion for connecting government with the tech and resources they
need to meet the mission.



> What we’re discussing today.

What custom content How to build a custom
really is and why you content strategy that
need to use it generates ROI
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How GovExec can help
you achieve your goals
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What custom content is NOT.

Editorial: Anything published in print or on the Internet designed
to inform, educate, or entertain and is NOT created to sell or

market something.

Sales: Anything published in print or on the Internet created for
the explicit purpose of generating sales.
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> What custom content really is.

Custom content creation is the practice of marketing via the creation of content that is funded or
sponsored by a business... (it is) designed to build awareness and trust in your brand by sharing
valuable information with the target audience.

It relies on the knowledge of subject matter experts combined with reputable research to education
and inform the audience. Formats can include native articles, research reports, webinars, podcasts,
videos...
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» Content to harness the buyer’s journey.

GovExec’'s team of expert writers, designers, researchers and producers is poised to create
compelling content that serves your targeted readers through the buyer’s journey.

STAGES OF THE BUYER'S JOURNEY TACTICAL EXECUTION

Discovery. . . ‘ . . . . Build thought leadership.

. Top 5 Takeaways
Understanding the Wr?itepapers ’
challenge / opportunity ‘ . . . . Infographics

Native article

‘ . ‘ . . SME Interview package

Education. CN NN N Interact with your audience.
Learning about possible Custom_ podc_ast series
solutions (e.g., technologies, ‘ ‘ . Immersive articles
approaches, vendors) ﬁs;iéc; ir;]?pv\lz)eige\ggnettes

‘ . ‘ Social lookalike program

Decision. ‘ .

_ , Expand your market impact.
Comparing solutions and

_ Topic Wires
vendors to make final . Microsite
selection Social lookalike program

Inside the C-Suite
Custom eBook
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Why you need to use it

Market Connections has three studies that all point to the same conclusion: custom content
resonates with your audience.



Most Valuable Content

OVERALL

Federal

Researchreports I 81%

State & Local

I 72%
N 61%
N 61%

White papers
Articles
Webinars

Case studies 61%

Video [N 37%

B 25%
N 23%
B 22%
B 21%

0% 20% 40% 60% 80% 100%

Infographics
eBooks
Podcasts
Blogs

Research reports
White papers

I 74%
I 73%
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Education

Research reports

I 79%

Case studies

73%

Articles NN 69% Articles NN 69%
Webinars NN 68%
Case studies 64% I1
Webinars N 63%
M White papers I 61%
Video I 46% Video [N 41%
eBooks M 27% eBooks M 26%
Infographics M 26% Infographics I 25%
Podcasts M 26% Blogs M 22%
Blogs M 25% Podcasts [l 22%

0% 20% 40% 60% 80% 100%

0% 20% 40% 60% 80% 100%
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» Custom Content Based on Research.

, Government
... 4 Councit”
i Council

Securely Connecting the
State & Local Government’s * Market Connections ) )
Hybrid Workforce Brand Funnel Metrics — New Competitors
Of the new sites added to the survey this year, JUJU performs the best. Like XXX.com it appeals to
respondents from larger XXX. While JUJU’s name recognition is like ZZZZ, it performs significantly
Nearly All State and Local lower on other metrics. FVGFDF scores low in all brand funnel metrics.

jum) FVGFDF 2222

e —— I —— P —
7%
Aided Famiarty [ p—— Alded Familarty
6% 4

é A ' e

e ’
\nd on tn 30% XXXX BRAND TRACKER

I e Finding the Best Way to v ‘

Securcl\y Cunchg the Modern Familiarity (Aided)
Arphrdvak E A e
nvironment Wil
Continue to J ‘ avery i 200 M

Impact Security EXECUTIVE SUMMARY

Government IT Employees Expect
to Continue Remote Work

Thedntelligent

. PLAYBOOK

Accessing Government
Applications Securely

N § g e

AMONG STATE AND
LOCAL REMOTE WORKERS ci1sco a
1 / 3 2/ 3 e R |nte|
oftespondentsorerequired  oftesaondents are allowed
tologinto agency VPNfor o access some coud based
agovernment picaions aoplcatons without VPN SHARE THIS ST 000 1SSUE BRIEF
MOVING FEDERAL AGENCIES TO THE CLOUD
TOP CHALLENGES The Telework Stress Test
to Implementing SASE 3
I S Cybersecurity in the Era of a Dispersed Workforce
COSTS AND TRUST IN VENDORS Cloud Servi
ARE TOP BARRIERS rrr—— IR
Bringing ina pores tat understands th sues and an o 64% | soare asnctue
e gt e prrrenc bl s ey 3 .
e e Sgneys a0my Coataa n e Cloud Computing 58% | movecost swings
Current Use & Plans 5% | unted maragement across mutile
Adopta e cadsrtegy JOUNRR Secrity and cost
B1% | pgplcation migration services savings top the list of
o tkioi s s wv;\:mmr; Onetidol 39% | Retieyts mov beween cloud services benefits.
s v o plansfor S, PasS o i
raged Hosingsevices, and L
Jlecsrlty 19% | notectologyhendaockin
Wit sk y i ot s ok ke
s, o e i 30 ek s Fr— 5 } :
S % formance-Based
o P OB < s in the Cloud
froiermdr R —— ONETHIRD e s oo et = o
@ SRR pefomance, migaton and vendo ockin. Researching/Considering s g ;
P serior monagement -
/ ONETHIRD Cyberattacks and insider
‘ vineramigioe ) SThimmm, S e T threts pose acontinuing
Important Characteristics gtk L] threat to federal IT security,
bl i = 65% 27% requiring that agencies focus
Merket Comectons* 1111111 of Cloud Providers bt oo ; on ensuring that government
86 | cers gy o 454 pronynait 25% by ot st s secie e
83% | rovides accesstotechvical customer support o ey e tarecoeryif e cancehe covem is protected.
801% | experience it feerat governmert Agencies want ke "
TR isiain otomiondsiitions: security, technical 37% npptcation portomance 23% vensorockin
1% | Gresne vt kg cout sy 5“;::9’:;:"'2 i 30% 23%
sl echnobogy provider tat can Oy e
63% | st et cetam cloud providers. 25% i e
61% | rextie porioto trat offers a blend of coud senvices arket Connections:




» Content Marketing Examples.

G LEADERSHIP VOICES sosesr @ Google Cloud

GOOGLE CLOUD'S
SULLIVAN OPENS
UP ON OPEN
SOURCE, FEDRAMP
HIGH, AND
SECURITY

&) Google Cloud

Government Executive
5,411 followers

Promoted

SPONSORED: With decades of global network management experience, we can
help transform your agency’s technology and security.
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studlon ...... technology
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What It Takes to
Tackle the Next
Phase of Connected
Transportation

>
accenture

3 Actions Public Sector
Agencies Can Take to Support
Al Endeavors in Their Agency
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Qualities/Features That Make Content Worth Time
TOTAL PUBLIC SECTOR

Qualities/Features That Make Content Worth Time

Content/Content Topic/Aligned with my interests/Preference 26%
Brief/to the point/Concised/Overall length/not time consuming |GGG 11%
Quality/Clarity/accuracy/well written || NN 10%
Speaker/Author [ 9%
Content is strongly relevant/address all/part of the problem | NG 8%
Credible/Trustworthy/Brand /Reputation/Reliability || INNNGRRNEGEGEEEEG 8%
None/Don't know/Can't say/NA/IDK/No Comments [ NG 8%
Creative/graphic content/great looking/presentation/visual || NENEGEGEGEGE 7%
Caters to my Need/problems/issues to solve/requirement || NNGGEEEGEGEGEG 7%
Adds value and brings knowledge, helps aid my decisions || NG 7%
No advertisements/sales pitch/unbiased | NG 6%
Authenticity/backed by research and facts | NN 5%
Informative/useful | 5%
Timely/need of the hour/current trend/event related | 4%
Aimed at my industry/industry focused |G 4%

Recommendations [l 3%

0% 5% 10% 15% 20% 25% 30%
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CONTENT MARKETING REVIEW

Qualities/Features That
Make Content Worth
Time
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> Types of Information Found Valuable.

Vendor/
Need identification  Solution determination provider evaluation

Product, service, and solution specifications 44% 54% 55%
Pricing 37% 38% 43%
Information that is relevant to the government and/or 50% 45% 41%
agency

Overview of the technology being considered 38% 47% 43%
Supplier/provider/vendor information 24% 44% 46%
ROI/cost benefit analysis 37% 31% 31%

Information regarding agency/business challenges 28% 38% 34%
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How to Build Your Custom
Content Strategy
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> Components of a custom content strategy.

1. Define your goal: Why are you doing this? What is your desired outcome?

2. Conduct persona research: WHO are you trying to reach and what do they care about
AND need to know?

3. Run a content audit: What content do you already have on the topic that could be
repurposed?

4. Choose content channels: Where do you want to distribute your content?

5. Determine which type of content you want to create: What content types will be best for
your audience preferences and the channels you’re using?

6. Publish and manage your content.



Custom Strategy Success Story.

o

Compelling
conversations.

GovExec partnered with
a client to drive
audience engagement
through an immersive
series of sponsored TV
episodes that aligned
with the client's key
business priorities.

GovExec extended
audience engagement
through a series of
post-event articles and
lead nurturing program

e

&.;

Thought Leadership.

Showcased the client's
SMEs on panels and in
post-event articles with
Federal and State and
Local officials to further
promote the client as
an innovator and
disruptor in the market.

[ele

V22386
%90

Audience
Acquisition.

Studio2G wrote
sponsored post-event
articles to further
extend audience
reach that were gated
for leads. Leveraged
engaged audience
into a targeted lead
nurture campaign for
more than 1,000 leads
to further drive the
client's sales pipeline.

' GovExec

[ X

—

A home for content.

GovExec created and
hosted all content on a
branded destination
powered by high-end
site design, navigation
and UX functionality.
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# 1. Know your audience



> Stakeholder Involvement.

Need identification

Solution determination

Vendor/provider
evaluation

Vendor/provider
recommendation

Review and negotiation

Final provider selection

IT management
and staff

]
ClO

(technology
C-suite)

Procurement/
contracting

Admin/
Finance/
Operations

Compliance/
legal

LOB
management
and staff

End users
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Lines of
Business (LOB)

C-suite
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> What matters to the government audience.

» Greatest Satisfaction at Work:
* 60%: Feeling like I’'m making an important contribution
* 50%: Doing my part to accomplish the mission

Program
Manager

» Motivation to Work for the Federal Government
» 87%: Taking pride in a job well done
» 80%: serving my country

Admin and %
Operations
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How GovExec can help
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> We provide trusted content.

Federal buyers face challenges trusting content.

pifficulty finding ind ependen t/unbiased information _
Not fnding relevantinformation for my agency/federal govanm ent |INNEGEGEGEGEGEGE -

speed of themarket - technalogy changes so quickly I
Information does not focus on results and busin ess cutcom es ————omm—s

Information from vendor is oo salesy I

Information overload/too much information R

(&
(& )
v

Hesitant to download because! don't want sales follow-up I
Informasion isnot technical enough I
Information is too technical |
Notknowing where to start . G

D% 20% 40% 60% 0% W%
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> GovExec provides relied upon content sources
TOTAL PUBLIC SECTOR

GovExec Custom Content

. I |
70% I I

57%
52%

60%

53% -

50% - 8%
N e
30%
20% - 7%
10% 10% 0%
a 1 A B
Government Industry: Industry-specific  Research firms Technology-focus  Professional Academic Think-tanks/NGO
bodies/agencies Contractors/ trade press ed trade press associations institutions S
vendors

Inthe Top 3 ®Federal ®State & Local ®Education
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INDUSTRY
INSIGHTS

In the Fight Against Fraud, Agencies Make

Application Security Their Partner-in-Crime How DOD Contractors,

Agencies Can Get Started

LEADERSHIP on Their CMMC Journey
VOICES o

~/

D<A LTechnologies
Behind tpe Jargon:
’ o Your Guide to CMMC

> More than just content creation.

GovExec’s dynamic creative content divisions is dedicated to executing innovative, business-to-government campaigns,
including ABM and social media for government, content creation, publishing and amplification, marketing strategy, and
more. Rooted in an obsession with telling brand stories in unique ways, GovExec brings content to life in ways that inform
and inspire the government community.
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» Content that connects.

Offering end-to-end marketing services, Studio2G informs and
extends client programs with audience insights, learnings from
G  LEADERSHIP VOICES s @) Google Cloud successful campaigns, content creation and the latest innovative
marketing tools.

GOOGLE CLOUD’S
SULLIVAN OPENS 250+ deliverables a year
U I B PN The GovExec difference:
SOURCE'HFIE?_IRe\lng ° The Talent Impera.ltive Podcast | Platinum, AVA Awards 2022
SECl:'RlTY ° How Digital Twins are Reshaping the Nature of Government

Operations Explainer Video | Gold, AVA Awards 2022

° Turning Passion Into Productivity for Government Leadership
Voices, | Gold, AVA Awards 2022

° Industry Insights: A Podcast for Government Leaders by Industry
Leaders | Platinum, DotComm Awards (2021)

° The Public Sector Transformation Summit Microsite | Gold,
DotComm Awards (2021)

) Google Cloud

Shannon Sullivan



https://www.govexec.com/sponsors/talent-imperative/2022/03/talent-imperative-prioritizing-employee-experience/360173/
https://www.nextgov.com/sponsors/2021/12/how-digital-twins-are-reshaping-nature-government-operations/187387/
https://www.nextgov.com/sponsors/2021/12/how-digital-twins-are-reshaping-nature-government-operations/187387/
https://leadershipvoices.govexec.com/google-cloud/turning-passion-into-productivity/
https://leadershipvoices.govexec.com/google-cloud/turning-passion-into-productivity/
https://www.govexec.com/sponsors/industry-insights-podcast/
https://www.govexec.com/sponsors/industry-insights-podcast/
https://publicsectorsummit.com/
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Thank you.

Have questions: put them in the chat and we will get back to you with answers.

Be sure to download the resources for this presentation.

Contact:
Susan Rose, srose@govexec.com

Juliet Van Wagenen, jwagenen@govexec.com



