
Content With Purpose:

A PRACTICAL GUIDE  
TO B2B CONTENT 
MARKETING FOR  
LEAD GENERATION
Why Content Reigns Supreme  
(and How to Make It Work for You)



In today’s hyper-competitive market, content 
isn’t just marketing, it’s your front line for lead 
generation. But with AI flooding feeds and 
attention spans shrinking, only purposeful, well-
targeted content cuts through. This guide is built 
for marketing managers and brand leaders who 
want to rise above the noise with strategy-led 
content that drives pipeline. 

Inside, you’ll find practical tools, proven formats, 
and insights on hot topics to help you create 
content that gets seen, shared, and acted on.

Content With Purpose: A Practical Guide to B2b Content Marketing For Lead Generation

capsulemarketing.co.uk



DEFINING YOUR AUDIENCE: 
IF YOU DON’T KNOW THEM,  
YOU WON’T REACH THEM
Understanding your audience is the foundation of effective 
content marketing. Without knowing who you’re speaking to and 
what they’re struggling with, it’s impossible to create content that 
resonates, builds trust, or drives results.

This Article outlines how to identify your audience’s pain 
points, preferences, and behaviours. It explains how to model 
your audience to ensure your content is relevant and valuable.

HOW WE MODEL AUDIENCES

One of the most effective tools we use at Capsule 
is audience modelling. We create fictional profiles – 
called audience personas – that represent our key 
customer groups. Each persona includes:

•	 Demographics: �Age, job title, sector, location
•	 Needs: �What problems are they trying to solve?
•	 Worries: �What risks or concerns do they face?
•	 Behaviours: �Where do they look for information? 

What type of content do they prefer?

For example, a Marketing Manager persona might be 
‘Sam’: A time-poor decision-maker under pressure to 
deliver leads with a limited budget. Sam prefers bite-
sized content, wants tangible ROI, and is sceptical of 
gated content unless it promises clear value. 

To get Sam to download our guide, we’ll target them 
with ads that show social proof, testimonials, quotes 
from other clients who read the guide, and include 
a breakdown of the key topics in the guide on the 
download landing page. If Sam ends up in an email 
funnel, we might even include an excerpt from one of 
the articles to prove our value. 

WHY AUDIENCE  
UNDERSTANDING MATTERS

Content marketing isn’t about shouting into the void. 
It’s about meeting your audience where they are: 
starting a conversation that feels relevant to your 
audience or addressing a question they’re looking for 
the answer to.

Whether you’re creating a webinar, whitepaper or 
short-form video, your goal is to provide genuine 
value. That starts with knowing who your audience 
is and what keeps them up at night, stops them from 
using your service, or purchasing your product.

When you deeply understand your audience’s 
challenges, you’re better placed to:

•	 Create content that answers real questions
•	 Deliver it in the right format and tone
•	 Reach them via the channels they actually use
•	 Convert engagement into action



METHODS TO SUPPORT YOUR MODEL

To build accurate and realistic personas, it’s important 
to gather insights from multiple sources. Here are a 
few effective methods we’ve used to make sure we’re 
right about who we’re reaching: 

Customer surveys: Simple, direct feedback can 
reveal a lot about what your audience values – and 
what they find frustrating. Even a Google survey with 
a small incentive for completing (a discount or a free 
consultation) can give you some key insight into who 
you’re reaching. 

AUDIENCE PAIN POINT CONTENT SOLUTION FORMAT

I don’t have time to read long 
articles

Summarise key insights in 60 
seconds, leave enough to the 
imagination though!

Short-form video, explainer 
carousel post

I don’t understand this product’s 
key benefits

Deep dive into use cases and 
outcomes for customers. 

Webinar or customer case study

I need to prove ROI to my boss Provide benchmark data and 
success stories.

Whitepaper or infographic

I want to hear from real users Peer-led panels or interviews Video interviews, blog Q&A

KEY TAKEAWAY

By defining your audience in this way, you set the foundations for content that connects. Content 
personas aren’t just a nice-to-have – they’re the blueprint for meaningful storytelling, channel strategy 
and content planning.
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Internal interviews: Talk to your sales, account 
management and customer service teams. They’re on 
the front lines and hear customer concerns daily, so 
asking them what complaints and issues they most 
commonly encounter is key. 

Creating content around these questions could even 
save your team time or give them a great place to 
direct users for more information. 

Call transcripts and CRM data: Analysing call 
transcripts, helpdesk tickets, or support chats can 
similarly turn up recurring issues or questions that 
your customers have. 

THE OUTPUT: BUILDING CONTENT PERSONAS  
& MAPPING TO CONTENT TYPES

Once you’ve defined your personas, match their challenges to content formats and delivery methods. 
For example:



With your audience personas defined, the next 
step is to tailor your content to suit their needs, 
time constraints, and decision-making roles. 

Not every piece of content suits every person 
– or every platform. The key is to choose the 
right format for your message and meet your 
audience where they are, with what they need. 

WHO, WHAT, WHERE!  
CHOOSING THE 
RIGHT FORMAT 
FOR YOUR MESSAGE



This article helps you choose the best content format based on 
your audience’s needs and introduces a content matrix to guide 
message delivery by time, intent, and role.

CONSIDER THE FOLLOWING FACTORS WHEN CHOOSING YOUR FORMAT:

•	 Time:� Is your audience time-poor?  
Offer short-form video or social content that delivers value fast.

•	 Intent:� Are they in the awareness stage or ready to buy?  
Match content depth accordingly.

•	 Role:� Are they decision-makers or influencers?  
Execs may prefer summaries; technical teams might need details.

CONTENT MATRIX

FORMAT BEST FOR WHY CHANNEL IDEAS

Whitepapers In-depth B2B lead 
generation

Provide comprehensive 
insight and data to 
support decision-making

Website download, 
gated landing pages, 
email

Webinars Thought leadership, 
education, live 
interaction

Allow real-time Q&A, 
expert positioning, and 
deep dives into a topic

Wherever you host, 
promoted on email, 
LinkedIn

Short-Form Video (e.g., 
Reels, TikTok, LinkedIn 
Clips)

Brand awareness, social 
engagement

Quick, digestible content 
perfect for scrolling

Instagram, TikTok, 
LinkedIn, Facebook

Infographics Explaining processes or 
data at a glance

Ideal for visual learners 
and social sharing

Blog embeds, Pinterest, 
LinkedIn posts

Blog Articles SEO, education, and 
nurturing interest

Flexible and searchable 
content with long-term 
value

Website, organic search, 
email follow-up

Social Posts (Carousel / 
Image / Text)

Ongoing visibility, 
awareness, and 
conversation

Tailored to platform 
behaviours – carousels 
tell stories, text sparks 
discussion

LinkedIn, Instagram, 
Twitter/X

Content With Purpose: A Practical Guide to B2b Content Marketing For Lead Generation

capsulemarketing.co.uk



SWEAT YOUR ASSETS: 
PROMOTION TACTICS  
THAT ACTUALLY WORK

You’ve defined your audience and picked 
the perfect format. But even the most 
valuable content can underperform if it’s 
not promoted strategically. 

Creating content is only half the job – the 
other half is making sure the right people 
see it, in the right place, at the right time.
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This article outlines effective multi-channel promotion  
tactics and how to align them with each stage of the marketing 
funnel. It also highlights smart ways to repurpose content 
for maximum reach and ROI.

MULTI-CHANNEL MATTERS

A strong promotion strategy combines multiple 
channels to extend your content’s reach and lifespan. 
Each has its strengths – use them in tandem:

•	 Organic social:� �Great for building relationships and 
staying visible. Ideal for regular updates, quotes, 
and repurposed snippets.

•	 Email marketing: �Use targeted lists to share new 
content with warm leads or current clients.

•	 Paid social:� Precision-target specific personas 
based on role, industry, or behaviours – perfect  
for boosting gated content or events.

•	 Partnerships:� �Co-branded content or events with 
aligned businesses can introduce your content to 
new, relevant audiences.

•	 SEO:� Ensure blog posts and landing pages are 
keyword-optimised to attract long-term  
organic traffic.

GATED CONTENT: WHEN  
AND HOW TO USE IT

Not everything needs a form in front of it, but when 
used correctly, gated content is a powerful lead 
generation tool.

BEST PRACTICES:

•	 Gate high-value assets �like whitepapers, 
webinars, and toolkits.

•	 Preview value: �Include a summary or teaser to 
entice clicks.

•	 Minimise friction: �Ask for only essential info 
(name, email, company).

•	 Follow up smartly:� Don’t just collect leads and 
reach out with spam; nurture prospects with 
relevant follow-up content.
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TARGETING BY  
FUNNEL STAGE

Matching your content and promotion 
strategy to where someone is in this 
journey ensures you’re delivering the 
right message at the right time.  
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MEET THE 
MARKETING FUNNEL
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AWARENESS STAGE

They don’t know you yet, but they’re starting  
to feel the problem you solve.

This is the very top of the funnel, where prospects are just becoming aware of a challenge or need. They’re 
not looking for specific solutions – they’re looking to better understand the issue. Your job here is to educate, 

inspire, and make your brand visible without going straight for the sale.

Best Channels:

Organic social (LinkedIn, Instagram, TikTok)

SEO (blog content optimised for early-stage queries)

Top-of-funnel paid ads (targeted by interest or role rather than intent)

Best Content Types:

Short-form videos that explain a problem or trend

Infographics that simplify stats or processes

Blog posts addressing common pain points

Your content should add value, build trust, and start to position your brand as a helpful voice in the space.

CONSIDERATION STAGE

They know what the problem is and are  
now researching how to solve it.

Here, your audience is actively comparing options, including competitors. They’re evaluating features, benefits, 
and approaches. This is the time to go deeper, show expertise, and start positioning your product or service as 

the ideal solution.

Best Channels:

Webinars that let your team demonstrate expertise

Gated content like downloadable guides or toolkits

Email nurturing to build relationships with leads from the awareness stage

Best Content Types:

Whitepapers that dive into detail

Comparison guides that pit your approach or product against others

How-to content that shows how you solve real problems

The goal is to earn a spot on the shortlist and move the audience one step closer to a decision.



CONVERSION STAGE

They’re ready to decide. You just need  
to make the choice easy.

At the bottom of the funnel, your prospect is almost there. They’ve done the research, they understand the 
space, and now they’re choosing who to go with. Your content should remove doubt, prove credibility, and make 

it easy to act.

Best Channels:

Direct email with personalised offers or insights

Sales outreach (armed with content created earlier)

Retargeting ads based on previous visits or downloads

Best Content Types:

Case studies showing proven results

Product demos or walkthroughs

Pricing pages and ROI calculators

This is the moment when all your earlier efforts pay off – make sure your content gives that  
final nudge of confidence.

Create Once, Use Many Times
One of the smartest ways to maximise ROI is to repurpose. A single asset can become the seed for a 
dozen touchpoints across the funnel. 

Let’s say you’ve just hosted a webinar – don’t stop there:

•	 Blog series:� Break the topic into a 3-part blog post.
•	 Short social clips:�Turn highlights into 30-second videos or carousels.
•	 Infographics:� Summarise stats or takeaways visually.
•	 Email sequences:� Use webinar content to create a drip series for new leads.
•	 Sales enablement:� Package the key slides or insights into a leave-behind deck for the sales team. 

Promotion isn’t about doing more, it’s about doing smarter. With the right planning and repurposing, one 
great piece of content can work across channels and across the funnel, long after the publish date.
Need help planning a multi-channel campaign? Let’s chat.
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YOUR METRICS 
SHOULD DRIVE 
YOUR NEXT MOVE
What Gets Measured,  
Gets Improved”

Creating great content is one thing, knowing 
whether it’s working is another. If your goal is  
to build a pipeline, prove ROI, and keep budgets 
flowing, you need to be just as strategic about 
measurement as you are about messaging. 

If you’re boosting your brand profile, the key 
metrics will be different to a leads-first campaign. 
The right metrics don’t just show performance, 
they inform better decisions going forward, and 
power an agile marketing plan.
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This article highlights how to use the right metrics to measure 
content performance, attribute results accurately, and inform 
smarter marketing decisions.

KEY LEAD GEN KPIS

Not all metrics are created equal. Focus on the KPIs 
that reflect actual engagement, buying intent, and 
pipeline impact.

•	 Marketing Qualified Leads (MQLs):� Are your 
efforts attracting the right kind of people?

•	 Conversion Rates: �How well are you turning views 
into actions?

•	 Downloads: �A simple but strong signal of interest, 
especially for gated assets.

•	 Time on Page: �Are people sticking around long 
enough to absorb the message?

•	 Engagement Rates: �Likes, shares, comments, 
click-throughs – these build your brand and 
indicate relevance.

The question you’re always trying to answer is around 
pipeline value: What work is turning 
into opportunity?

HOW TO TRACK AND ATTRIBUTE IT

Even the best content won’t show results if you’re 
not set up to track it properly. Build in high-quality 
measurement techniques from the start to gather 
data you can track and trust.

•	 UTM Parameters: �Essential for understanding 
where traffic is coming from – use them 
consistently across all campaigns.

•	 CRM Integration: �Make sure form fills, MQLs, and 
deals are flowing into your CRM. This is where 
content meets conversion.

•	 Email Workflows: �Automate tracking of who 
engages, clicks, or converts through email, which 
is especially useful for nurturing sequences and 
understanding what makes people convert.

Furthermore, Attribution isn’t always straightforward, 
but it is essential to get the most from your data. 
The more granular you get, the more confidently you 
can double down on what works because you’ll know 
exactly where each conversion came from. Here are 
some things to try:

•	 Campaign Tagging: �Label everything – ads, 
emails, landing pages – with consistent naming 
conventions. This makes cross-channel tracking 
easier.

•	 Goal-Setting in Analytics:� Whether in Google 
Analytics, HubSpot, or another platform, define and 
track key actions you want your audience to take, 
such as downloads, form submissions, video views 
or page dwell time.
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BALANCING BRAND AND DEMAND

One of the biggest challenges in marketing is finding 
the right balance between top-of-funnel brand 
awareness and bottom-of-funnel lead capture. These 
two objectives can often pull in different directions, 
but the most effective strategies recognise that both 
are essential and should work in tandem. 

BRAND AWARENESS (TOP HALF OF 
FUNNEL) TACTICS:

The key focus here is on:
•	 Optimisation for awareness, reach 

and engagement.
•	 Short-form video, ungated blogs, and infographics.

Success looks like: visibility, 
interaction, shares, and time 
spent on site.

CONVERTING (BOTTOM HALF OF 
FUNNEL) TACTICS:

The key focus shifts at this phase, now think about:
•	 Qualified traffic and conversions.
•	 Use gated content, webinars or demos, case 

studies, and retargeting.

Success looks like: leads, meetings, and sales 
conversations.

Capsule Team Tip: Don’t expect the same content to 
do both jobs. Build journeys where awareness content 
leads naturally into demand content, and track every 
step of the way.

Measuring success isn’t just about proving past value, 
it’s about guiding future strategy. Use your data to 
spot what’s resonating, what’s underperforming, and 
where to invest more. Don’t rest on the laurels of your 
high click count, and a (similarly) high bounce rate. 
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INSIGHTS

The Rise of Search Generative Experiences (SGEs)
HOW AI-LED SEARCH IS CHANGING DISCOVERABILITY

The way people search is changing fast. With Google rolling out AI-powered SGE, traditional keyword-first 
SEO is no longer enough. Instead of just listing links, AI search engines now synthesise answers from multiple 
sources, meaning your content must be optimised not just to rank, but to be referenced in AI responses.

For content marketers, this signals a major shift: structure and semantics now matter more than ever. 
Clear headings, concise summaries, and direct answers to user queries increase the likelihood of your 
content being featured in AI-generated responses. It’s less about stuffing keywords and more about 
demonstrating authority, context, and clarity.

Go Deeper: How to write content for generative search

Creating Content for International Audiences
CULTURAL NUANCE, TRANSLATION PITFALLS, AND WHY LOCALISATION WINS

 Expanding your content strategy to global markets? Simply translating your copy won’t cut it. 

To truly resonate, your messaging needs to be culturally aware, clearly written, and thoughtfully localised 
– from language and tone to visuals and values.

Global leaders like Coca-Cola and IKEA show that success lies in adapting content to each market with help 
from local experts. By respecting cultural nuances and avoiding one-size-fits-all messaging, your brand can 
connect authentically and drive impact worldwide.

Find out more: What it takes to write for a global audience

Beware the Vanity Metric
ARE YOUR NUMBERS TELLING THE TRUTH – OR JUST MAKING YOU FEEL GOOD?

Expanding your reporting strategy to focus on real impact? Simply tracking likes and impressions won’t cut 
it. Vanity metrics may look impressive, but they rarely reflect true performance. To prove ROI, you need data 
that drives decisions, such as like conversions, cost per lead, and ROAS.

Cut through the noise by simplifying data sources, aligning KPIs with campaign goals, and auditing  
metrics regularly. When your metrics are clear, relevant, and actionable, your marketing becomes  
measurable and meaningful.
 
Read the full guide: Why vanity metrics could be costing you real results
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Need help setting KPIs or building  
attribution into your next campaign?

Let’s talk.

01787 267949  |  hello@capsulemarketing.co.uk  |  capsulemarketing.co.uk




