Diagnosing
Your
Content
Bottleneck

You have a

QUALITY BOTTLENECK.
Producing high-quality creative work at the necessary scale to
support enterprise marketing can be a challenge - but it’s possible,
with careful planning and a systems approach.

You have an

ORCHESTRATION BOTTLENECK.

Recommended Reading:
Guide to Creative Process Management

Many enterprises struggle with visibility and coordination across
teams. Break down the silos by ensuring that your martech systems
are integrated with each other, so that everyone can get the
information they need, when they need it.
Recommended Reading:
How Land O’Lakes Delivers Impactful
Enterprise Marketing at Scale

Not engaging

Is your customer
journey mapped?

Not clear what
it’s for

You have an

ORCHESTRATION BOTTLENECK.

No
Yes

Strategies fail when they aren’t clear enough to inform
decisionmaking by the people actually doing the work. Be sure
that your strategy is built around clear objectives at each stage, so
the people making your content understand what to work towards.

Why not?

You don’t really have
a bottleneck. Congrats!

Maybe they did. It’s not always
clear when things get done.

You have an

ORCHESTRATION BOTTLENECK.

Recommended Reading:
How Marketing Strategies Fail
(and How to Make Sure Yours Doesn’t)

Yes

For large enterprise marketing teams, getting everyone on the
same page can be a challenge. Process and communication starting from the top down - are key to aligning your stakeholders
around common goals.

Yes
No

Do you have the right content, and the right
amount of it, to support your marketing?

No

It’s not useful

They can’t find it

Why aren’t they
doing it?

Yes

No

Do your resources know what to do?

Is it moving prospects forward?

Yes

They don’t agree
on our priorities

They did, but it’s not
what we need

Yes

Do you have the
resources you need
to execute on it?

No

Why not?

Map Your Customer Journey

You have a

QUANTITY BOTTLENECK.

Yes

Why not?

No

Yes

Is your customer journey mapped?

Do you have a plan for
the content you need?

We’re not sure how
to translate our
story to content

Nobody has time to
make one

No

Brand and Product
can’t agree on
what we need

Is Sales using it?
You have a

No
Yes

You have a

QUALITY BOTTLENECK.
For your content to succeed, it needs to have a clear focus and
objective, tied to your customer journey. At each stage, map out
the role your communications play in moving a prospect forward.
Recommended Reading:
The Five Tensions of Marketing Orchestration

It’s off-brand/
off-message

Why not?
It’s not engaging
to the customer

Do you have content for
every stage of your buyer’s journey?

No

Recommended Reading:
Is Orchestration Affecting My CX?

QUANTITY BOTTLENECK.
It can be hard to carve out time to get all the stakeholders
together and aligned on a strategy, but it’s crucial for success.
Make building your content strategy a priority to enable your team
to effectively execute and measure.
Recommended Reading:
Effectively Measuring Customer Experience: A Template

If your content production resources are limited, make sure you get
the most out of what you have. Lock down your briefs and strategy
before starting any production, so you can make sure that you
produce the right thing, the first time.
Recommended Reading:
Creating More Content, Without More Resources

