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the way we deliver 
content is changing.  
if you believe the  
myths, you’ll miss  
the opportunities.
Let’s put some communication myths to rest 
based on information, insights and stats  
shared at this year’s Content Marketing World.
With various types of content being produced on so many platforms,  
akhia communications compiled the most relevant myths affecting 
today’s communication tactics so you can better understand the reality  
of what engaging content can deliver.

reality:
The potential of this channel is growing rapidly. 
And clients have been asking to have individual 
pages audited. Understanding LinkedIn is key 
for social and communications strategy.
Make sure you have a company page, and push content to your 
customers while also:

1    Building your email database. LinkedIn offers lead-generation 
forms to capture users’ names and information.

2    Encouraging employee advocacy. Leverage your top talent to 
advocate on behalf of your company because prospects are more 
inclined to trust an industry peer than a marketing message.

3    Engaging prospects. With LinkedIn Sales Navigator, you can  
target and monitor prospects based on select criteria.

key takeaways:
• Most-Used Social Platform by B2B brands for lead generation  

and awareness.*
• 74 percent of B2B decision-makers use LinkedIn for  

purchasing decisions.**
• Employees’ posts typically generate eight times more  

engagement than your company page.***

myth:  
LinkedIn is just  

for job-seekers. *Source: eMarketer
**Source: Webbiquity

***Source: LinkedIn



reality:
Most of us are not spending the time and  
dedicating the resources to truly understand 
our customers’ needs.
To reach potential customers and retain current ones, understand your 
customers’ challenges, needs and pain points, as well as find ways to 
leverage your capabilities to become an extension of their business.

1    Understand who the key decision-makers are within your  
customer database.

2    Collaborate internally with sales, product development,  
research and communications/marketing to break down silos. 

3    Use your website as a way to understand customer behaviors  
and your customer base.

4    Capture and share insights on customers from a centralized 
location that is easy to access.

key takeaways:
Consider the following tactics to discover challenges and  
develop solutions.
• Focus groups
• Persona development
• Leveraging industry resources and associations
• Internal value strategy sessions

myth:  
we know who our 
customer is and who 
the decision-makers 
are. we’ve been in 
this industry selling 
our products for 
generations.



reality:
People are increasingly interested in the 
experience brands provide and how brands 
make them feel rather than rationally 
comparing product and service attributes.
Brand attachment is a powerful driver of long-term customer loyalty. 
People form attachments to brands using the limbic system (emotions), 
not the prefrontal cortex (rational thought). Logical appeals are only  
so effective.

1    On the neurological level, you form attachments to a brand like 
you do with a friend: unconsciously. It’s more about falling in love 
than being convinced.

2    Content marketing lets us establish a connection by solving 
customer problems, providing utility and entertaining or speaking 
to audience members’ interests.

3     Building brand attachment is a long-term play. This may not impact 
short-term sales metrics immediately. Stay committed for a more 
lasting impact!

key takeaways:
Start here to build brand attachment. 
• If you haven’t invested in well-constructed audience personas,  

now is the time. This is an essential first step.
• Brainstorm how to create “moments of inspiration” for your audience. 

Help them trust that you care about them, not just their money.
• Invest in content that is not simply product/service-focused.  

Build a content marketing plan that resonates with audience 
members vs. directly selling.

• Measure success with qualitative feedback, not based on surveys  
or short-term buying behavior metrics.

myth:  
we need to create 
our product and  
then launch it to the 
marketplace. if we 
tell them about our 
innovative products, 
people will want it.



reality:
A well-planned influencer program, leveraging 
the right spokesperson, channel and content, 
can be a key driver for B2B business.
It allows a brand to tap into the authority of an influencer to create:
• A more authentic feel than other types of B2B marketing  

or advertising.

• Opportunities to use an influencer’s network to reach an audience 
you may have struggled to reach in the past.

5 steps to get started:

1    Find influencers in your space with values that align to your brand.

2    Start a dialogue with the influencer, and discuss campaign goals.

3    Discuss incentives.

4    Collaborate on content marketing goals.

5    Measure success.

key takeaways:
Influencer-shared content provides 11 times higher ROI than traditional 
digital marketing.*
When a brand repurposes influencer content, it performs an average  
of 35 times better than its own content.**
The three Types of B2B Influencer Marketing are:
• Content-centric 
• Social media 
• Event-related 

*Source: Tapinfluence
**Source: Kissmetrics

myth:  
influencer marketing 
is only successful for 
B2C brands. there 
isn’t a place for it in 
B2B marketing 
programs.



reality:
It’s not the size that matters, it’s the intent. 
Customers will engage with your content if it’s 
hyperpersonalized. Understand what makes 
them tick, and write the content for that.
Choose a length that is right for your objective by asking yourself  
the following:

1    Who is my audience?

2    How will they consume my content?

3    What am I trying to get my audience to do?

4    What is the business objective my content is supporting?

It is about the best fit for the best results. Once you know that, you  
can help guide and create the content that will produce the results  
you want.

key takeaways:
• Most studies consider the ideal length of long-form content to be 

around 1,200 words. 
• The ideal blog post is 1,600 words and takes about seven minutes  

to read. 
• Long-form content can triple a visitor’s time on your site.

myth:  
content needs  
to be bite-sized, 
more snackable and 
quick hitting if we 
want our customers 
and potential clients 
to engage with it.



communication 
DYKs:
The try-before-you-buy mentality is shifting to digital,  
not physical. Think with Google research found 40 percent 
of YouTube users turn to the platform to learn more about  
a product before purchasing it.

Consumers are no longer searching for content; they  
are searching for answers. Create answers to common 
challenges that address a specific concern for a specific 
audience in a substantial, comprehensive way.

The 2017 Edelman Trust Barometer Survey revealed a 
significant drop in trust in business, government, media  
and NGOs. This means an increase in trust from influencer 
marketing and a stronger effort for corporations to have 
more transparency in communications.

Smartphones are the digital device of choice. Both tablet 
and desktop traffic have decreased by double digits in the 
past year. Mobile-enabled is no longer a nice-to-have but  
a must-have.




