
Have a question about organizational
dynamics, business development best
practices or how to effectively build
market presence and AUM?  The Noble
Ark Ventures team will be answering
questions submitted by EMM subscribers
each month.

Send your questions to:
info@noblearkventures.com

Looking for clarity around one of the
twelve core elements outlined in The
Road to AUM?  EMM subscribers are
eligible for one free curriculum series
download which includes an Audible
presentation, profile, team workbook and
Excel file associated with maximizing
your effectiveness. To receive your free
unit, visit www.noblearkventures.com,
select "Curriculum Series", identify the
unit you wish to receive and simply email
us your selection at the above address.

Where's The Beef ? 

" A S K  S A N D R A "

Sandra Powers Murphy, author of The Road to AUM: Driving Assets Under Management
through Effective Marketing and Sales, and CEO of Noble Ark Ventures, a business
development and organizational consulting firm, provides the following insight 
into strategies for content development.
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While this was not the question asked, we believe it is the 'meat' of the question, no pun
intended. Even those that have taken to Impossible Burger can appreciate the brilliance of
this ad campaign introduced by Wendy’s fast-food chain in 1984. At the end of the day, it is
the content (or in the ad’s case, the ‘contents’ of the bun) that matters. So critical is this
element of business development that we dedicated an entire chapter to it in The Road to
AUM, giving it a very forceful but perhaps poorly known name—the Firm’s Oeuvre. Why did
we choose such a ‘big’ name? Well, as they say, content is queen (the female business owner
in me insists we say Queen, not King; you get the idea). Firms want to rely on their track
records and their product outcomes to tell their story, but numbers are not a story. And like
Grandma who looked under the ‘hood’ and saw a tiny speck of beef where a nice, big, juicy
patty should have been, the market is disappointed with the lack of content.

Submit Your Questions!

Gain Clarity

The Content Fallacy 
“But content is everywhere!” you say. To which we offer the following two retorts: First, “but
is it meaningful, thoughtful, interesting—a real story, or just more noise?” And second,
“where’s yours?” We have heard the presentation before, the workshop, the keynote
reminder to ‘tell your story’.  Audiences leave all enthusiastic, engaged, excited to go forth
and create content. And then they don’t. Not consistently enough. Not broad enough. Not
deep enough. Not enough. Period.

Reprioritizing Content: The Time Is Now
It is 2020 and the year has kicked us all in the proverbial _ _ _. We get it. Whining, however,
is not good content. The digital age has also exploded in front of us. We do not have a single
conversation these days that does not turn to ‘digital footprint’ or ‘social media’ or ‘online
engagement’. The financial services industry has been quite behind regarding content,
particularly digital content. Yes, regulation is a factor. No, it no longer works as an excuse.
Your audience is ready. Your competitors are engaging. The time is now. Content is now ‘IT’
in the realm of priorities for organizations seeking to establish a brand, build a following and
grow market share.

What Is 'Great' Content Anyway?
Great question, really. Often, we fail to ask it. We just want ‘something’ to push out. Anecdotally it might be investment managers who
are most discriminating when it comes to content. They struggle to write it, to approve it, to engage around it, in part because they
want it to be ‘excellent’. There are others (and may we pick on the new ‘digital revolution’ for a moment) that just push out ‘words’ that
have very little meaning to drive ‘traffic’. We strongly suggest finding a happy medium. Create content you feel good about that tells
your story with enough depth to be value-added, but without treating every piece like a graduate school thesis. The market changes
daily, certainly 2020 has demonstrated that. Your words may be old before the ink is dry, as they say, so focus on getting out
consistent, efficient, timely content that tells your story. How can you decide what that is? Read on.
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Core Content: The Firm's Oeuvre
In 2020, it is timely, current, engaging content that the market wants. Yet, many firms do not have their foundation built. Take a quick
tour of your firm’s oeuvre (there is an excellent and extensive check list in The Road to AUM) as a starting point. Prospects are seeking
depth, clarity and consistency in the information they receive. Keep in mind, also, the importance of consistency of application across
mediums whether included in a DDQ response, a presentation, a LinkedIn post or the firm’s website. Build a formal, digital database of
the firm’s oeuvre for team access. Commit to a regular review of this content library to ensure it always represents the best thinking
and current profile of the organization. This review will also provide the team with the opportunity to identify additional topic ideas
for new content. 

Timely Content: The Firm's Story In Action
Now the fun can begin! You have the firm’s oeuvre affirmed, the foundation is solid, and you have met with the team to discuss what to
engage the market with. Here are some top tips for executing content flawlessly:

1) Define Your Themes
Content (for the purposes of marketing communications) can easily be placed in four major categories: Firm, Approach, Product(s),
Education. It is important to have these categories ‘on the board’ so the team is always thinking about them and avoids the common
pitfall of only creating generic education, or only creating product ‘pitch’ content. Within each category, define various themes that
could be explored, always focusing on what reinforces the firm, its core philosophy, process, and opportunity set. Your goal is most
likely to get the firm hired; keep the goal in mind.

2) Have An Idea Board
The biggest pitfall of most firms is lack of a written, clear process and toolkit related to content development. Maintain an Idea Board
—this can be housed in a shared drive, a shared app, or simply on a PowerPoint reviewed no less than quarterly with the team. The Idea
Board should have two columns: Initiatives and Topics. Fill each with all ideas around what the firm should do and can opine on. This
may seem obvious; in our consulting work, upon arrival we have never seen an active, effective Idea Board that the whole team is
reviewing and adding to. Create and share one now.

3) Create Multiple Use Scenarios--And Use Them
While content needs to be unique--not a simple regurgitation of performance or the same points over and over--it only takes a few
themes to be effective. A ‘great’ piece of content can and must be repurposed so that the blog reader, article aficionado, website
surfer, video lover and podcast listener can ALL hear what your team has to say. Never waste a good set of content on a single
application; each ‘creation’ should have 3-6 use cases and should be maintained in a library for future updating and repurposing. Oh,
the tangled webs we WANT to weave when it comes to content marketing.

4) Own The Content Calendar
Simply put, mediums are too broad, content too varied, and time frames too short to not maintain an active Content Calendar.
Consider a matrix that shows time frames (week/month/quarter), channels (website, LinkedIn, Twitter, Facebook), topics/themes (you
know what your secret sauce is) and format (blog post, white paper, commentary, video, podcast, share, like, comment, link, webinar,
speech/interview, article, ad).


