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My promise to you
This session will make you able to work more 
efficiently with client/market communication 
through media. 



• Target group for this session – Anybody involved with your 
mediated client or market communication 

• Purpose – To share a set of thinking tools – a mix of simple 
frameworks and personal beliefs, tips and tricks

• Scope – niche business-to-business marketing where the 
mediated contact takes place quite close to the personal 
relations 

• Agnostic to where you publish, in which media format, and 
whether paid or free 



Disposition
• Framework

• Content tips

• Management tips

• Summary / conclusions



Sneak peek: The summary and conclusions 
I will get to at the end 
• Trust … • explanation • personalisation • genuineness

• Dig where you stand: You have aggregated insights 
into your clients situation and their strategies. 
Challenge yourself to express your conclusions. 

• Don’t fear technical detail when it is central to the story

• Stay low on • self-praise

• Seek group consensus For God’s sake, no!

• Business managers vs creatives – get the roles straight
• Clear business purpose





Some frameworking

Freedom of information Process control
My path: 90’s – journalism school 00’s - business school



The sales funnel



Smart Insights’ Content Marketing Matrix



Broadsheet vs tabloid



Some components that make the story attractive

• Instrumentality (news you can use)
• Tips
• Traps (to avoid)
• Explanation / understanding (such as 
conceptualisation of complex topics, 
“Get your grip on ...”)
• Identification (where even being 
ordinary can be a quality).
• Uniqueness

• Quality (seniority, “Top [whatever]...”)
• Urgency
• Specificity (“Where are we at as we 
enter 2025?”. Specifying for example a 
place or time can add variation magic 
even to topics that keep recurring … 
CSDR, T+1 ...)
• Paradox



Dos and don’ts
The TOP 2 success factors (or so I am convinced)
• Explanation
• Personalisation

The most common traps 
• The “Look how good we are” trap
• The generality trap – “Your organisation’s ability to leverage technological 
capabilities will determine its success, or even survival.” 

The most underutilised resource 
Generalise insights from your meeting with many clients. 
Where do you see clients doing good things, or going wrong?



A practical example





3 June to 31 August 2023



“This service is available now, so call us today!” 
… is a good simple story (bottom-of-funnel). 

“How Sweden’s remake of payments generated in the equities market 
could herald a simpler future” 
… is a good complex story 

Match complexity with purpose

Seek simplicity – but don’t fear being topical, explanatory, 
or complex when due!



Focus less on how long time it takes 
to read your content.

How much time will it save for the reader?



Other tips
• A promise to the reader (as reader)

• What is the tension?

• Centering on our clients interests – or on ourselves?
Distinction between … 
- self-interest (being open about your purpose in the market) and 
- self-centricity (talking about what is relevant to you rather than your 
customer). 



… tips, continued
• Dare being specific. Consider breaking up a story into 
several, each looking at an aspect of the original complex. 

Check out our one-minute photo guide! 
posttrade360.com/photo-guide



Vulnerability





Management
• Business manager vs writer
• https://contentmarketinginstitute.com/cco-

digital/july-2019/survive-content-by-committee/
“In the corporate world, content is a team sport involving more role players than 
you’d ever think practical. And with that size you get compromise. In the 
agency world, successful content requires a great brief and then, behind the 
scenes, frictionless relationships among the account team, strategists, the 
editor, and writers.

In either world, stakeholder curation – engaging with the fewest number of 
subject matter experts, managers, or other approvers – is a difference maker.”



The first said “not impactful enough.” The second insisted on more tech jargon. 
The third had various nits to pick about the target customer. By the time eight 
commenters had chimed in, the number of slides had doubled, and nobody 
could quite remember what they had been trying to say in the first place. The 
presentation was weeks in development but still lacked coherence – and 
executive approval – only hours before its deadline.

No one liked it. No one could agree on how to fix the mess.

And it could have all been avoided.



Personal sales versus media 

How big is the gap? 

How big should it be?

Why not use media to multiply your sales reps?
Shorten the sales start stretch by supporting awareness of phenomena
Explain things on a level that not only your client’s direct contact gets but 
also the non-expert decision makers behind the scenes.

We buy what we understand.



Summary and conclusions 
• Trust … • explanation • personalisation • genuineness

• Dig where you stand: You have aggregated insights 
into your clients situation and their strategies. 
Challenge yourself to express your conclusions. 

• Don’t fear technical detail when it is central to the story

• Stay low on • self-praise

• Strong internal ownership, not consensus

• Business vs creativity – get the roles straight
• Clear business purpose


