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How to Drive Maximum Returns on 
Content Marketing with Effective Distribution

With the rapid uptake of content marketing, more and more market-
ers across industries are crafting content strategies, building buyer 
personas, developing editorial calendars and churning out a range of 
content assets. But many overlook their distribution strategy. As a 
result, their assets are often relegated to the company’s website in a 
hope-and-post approach that fails to deliver the desired results.

It’s no wonder only 42% of marketers say their content marketing 
efforts are effective. It’s also no surprise that the most effective mar-
keters are the ones using a greater number of distribution channels.1

If a brand has invested thousands of dollars to develop a white paper, 
eBook, video, or run a survey and publish the findings, it needs to 
give the content a boost and drive maximum ROI. After all, marketers 
can develop an incredibly compelling piece of content but without 
wings, it may not get the attention it deserves.

1  Content Marketing Institute and MarketingProfs, 2014 B2B Content Marketing 
Benchmarks, Budgets and Trends report

With so much content 
published every day, content 
quickly falls out of sight if it 
isn’t liked and shared. That 
means search engines won’t 
rank it, social networks will 
suppress it and fewer of the 
right people will ever see 
and talk about it.
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Content Goals and Discovery 
Options Go Hand in Hand 
The key for marketers is to drive content discovery by the right audi-
ences, and that can be achieved through strategic distribution. These 
days, marketers can choose from numerous distribution options, 
including:

• Content syndication (e.g., 
online publisher networks and 
email newsletters)

• Content hosting platforms, 
like SlideShare, Pinterest and 
YouTube

• Social network ads
• Paid search ads
• Newswires

Regardless of the channel 
under consideration, deter-
mining the right strategy 
starts with goals—is the 
intent to develop broad 
visibility for the content and 
introduce the brand to a new 
audience? Is it to get the 
latest content into the hands 
of an existing audience? Or 
does the organization want 
to achieve both?  

Whether trying to add names to a database, encourage event regis-
tration, increase downloads, or boost brand awareness, brands can 
choose from two paths:

• Earn and generate media coverage
• Reach the existing audience directly

The most successful marketers view all their options as crucial ingre-
dients in a recipe and take advantage of multiple paths and tactics to 
achieve their goals. For example, when promoting an eBook, there’s no 
reason to either publish a blog post OR distribute a press release OR 
put out a Tweet. None of these are mutually exclusive. In fact, used 
in combination, these channels amplify the power of each other.

Why Newswires for Content 
Distribution?

A newswire seeds online 
discovery of content and 
reaches audiences far 
beyond the brand’s owned 
channels. 
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Increase potential for earned media and social sharing
Social media is extremely effective for engaging an audience already 
familiar with the brand but less so for introducing the brand to new 
prospects or customers. That’s why it’s a mistake for marketers to 
think that PR is unnecessary because, for example, they have 10,000 
Twitter followers. Any brand that isn’t interested in reaching a newer, 
larger audience will eventually fade from memory.

Even when a company has a channel for broad distribution, there’s 
no reason to limit the potential reach. With an initial boost, the orga-
nization can significantly increase the visibility of its content.

PR is a proven channel for building broader and relevant awareness 
for brands. Distributing messages beyond targeted media lists and 
followers on social networks engages new audiences and improves 
search engine results—often for months after the messages are 
issued.  

Owned vs. Earned Media

Owned media is any chan-
nels the brand controls, such 
as its website, blog, email 
newsletter and social media 
accounts. Earned media is 
media coverage or brand 
attention driven by public 
relations and paid cam-
paigns and tactics.

Earned media is 80% more 
effective than owned media 
(i.e., branded content) at 
the bottom-of-the-funnel 
or purchase consideration 
stage, 80% more effective 
at the middle-of-the-funnel 
or affinity stage, and 38% 
more effective at the top-
of-the-funnel or familiarity 
stage.  

Elevate the Newsworthy

Creating an infographic or 
white paper, or hosting a 
webinar, is not newswor-
thy. Bringing together two 
thought leaders to debate a 
hot topic in a webinar forum 
is newsworthy.
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Boost the reach of owned media

A challenge for many content 
marketers is to continually drive 
new audiences to the organiza-
tion—bring more people into the 
fold, qualify them and create an 
ongoing lead flow. To achieve 
that, marketers need to reach 
beyond the realms of those 
that already know their brand. 
Specifically, they need to put 
muscle behind their marketing 
and promote their content.

Here are questions to ask to 
determine the most fitting 
approach for the organization’s 
needs:

• Is this message/content interesting? If so, who would be inter-
ested in it? Could the organization earn media and drive significant 
readership, exposure and visits by highlighting data points from an 
infographic and distributing those to influencers like journalists and 
bloggers? Good content for this option includes expert opinions, 
tips or best practices, or a sampling of research findings. 

• Is the goal to drive audience action only, such as a download or 
event registration? If so, the brand will need to reach far beyond its 
existing online audiences to engage new people and spark social 
interaction. This is when companies promote specific content in a 
news release or media alert format.

Press releases that promote 
content can generate media 
coverage with no pitching 
necessary, boost landing 
page traffic, deliver record 
app downloads and drive 
qualified leads for sales 
teams.
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Checklist for Effective Content 
Distribution
Regardless of whether the goal is to earn media or boost the reach of 
owned media, companies should check off the following boxes when 
using a press release to distribute content:

 ü Is the headline engaging, clear and Tweetable and does it 
appeal directly to the audience?

 ü Does the release use everyday language and focus on the use-
fulness of the content being offered, such as a problem solved 
or opportunity created?

 ü Does the press release include eye-catching visuals, such a 
videos, images and infographics?

 ü Are the main points easy to glean, even on a mobile device, 
because of the generous use of bold headlines and bullet 
points? 

 ü Does the release include a call to action—in multiple places—
in the form of a link to a landing page or content asset or 
download page? 

 ü Has the organization further encouraged interest by including 
excerpts from the PR on social networks, in blog posts, an in 
other relevant forums?

3 TIPS FOR BET TER CONTENT DISTRIBUTION

1. Develop relationships with trade and industry influencers to 
pave the way for their reception to the organization’s stories.

2. Post timely, topical content.

3. Use trackable links to measure results.
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Options for Achieving More 
Visibility with Press Releases
When deciding on the right newswire option for the content distribu-
tion goal at hand, marketers should consider the following:

• Web vs full releases. If the idea is driving visitors to a site to access 
a content asset, download an application or take a similar action, 
online-only distribution makes sense. If the goal is to earn media 
by garnering media coverage, a full release that hits both web and 
offline outlets is the right choice.

• Geographic distribution (regional vs national vs international). 
While geography is less important these days since a target audi-
ence can be anywhere in the world, certain releases may require 
more of a focus. For example, if the goal is to promote an event 
happening in a certain state or region, choose a regional release.

• Audience targeting. Aligning the content topic with the selected 
audience for the press release distribution is important for reaching 
the right people. It also helps the organization avoid gaining a repu-
tation as one that doesn’t understand what interests its audience. 

As brands rely increasingly on content to engage their audiences, it’s 
critical that they tap into a variety of channels to distribute those 
assets and information. Press releases are one key distribution chan-
nel for achieving a variety of content goals and are an important tool 
in the content marketer’s toolbox. 
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Sarah Skerik is PR Newswire’s vice president of strategic communications, and 
is the author of  the ebook Driving Content Discovery. Follow her on Twitter 
at @sarahskerik.
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