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Albee offered B2B marketers the following suggestions for conducting effective content marketing: 

 Vary the types of content you’re linking together to create an engaging experience for buyers 
 Embed resources within a content asset, such as including a video or slide presentation within a 

blog post or article 
 Be thoughtful about creating call-to-actions.  Avoid overloading content assets with links, 

embeds and “see also” extensions 
 Make sure each content asset provides prospects with clear learning and key takeaways. 

“Create connected pathways that thoughtfully engage prospects by offering them additional ideas 
that make sense given what they've just engaged with,” Albee explained.  “Don't overwhelm them 
with choices or it will backfire on you by increasing the effort to choose.” 

Nancy Pekala is the AMA’s Senior Director of Online Content and Editor of B2B Marketing.  
Continue the conversation about B2B content marketing in the B2B Marketing Group in 
AMAConnect, the AMA’s online community specifically for marketing professionals.  Follow us on 
Twitter @marketing_power.  
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