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Introduction: Content is King
But Localized, Brand-Consistent Content is Emperor… 
The concept of content-driven sales reflects the reality that no matter how effective your promotions and 
sales pitch, there is always room for improvement. 

More specifically, it recognizes that by providing customers with relevant information at the right times, you 
can actively drive profitable customer action. This information (your content) should be valuable, relevant, 
engaging and useful. In other words, it’s less about pitching and more about positioning your brand as a way 
of addressing your customer’s specific needs. 

Does an emphasis on content pay dividends? It seems that there is no shortage 
of evidence to back up that well-worn phrase, ‘Content is King’... 

•  According to Kapost, for B2B sales, content-based marketing generates three
times as many leads as paid search.

•  The vast majority (86%) of B2C marketers, says the Content Marketing Institute,
content marketing is fundamental to their success.

•  The Content Marketing Institute also reports that content marketing has been
shown to generate more than three times as many leads as traditional
forms of outbound marketing - and the costs associated with it are reported
to be 62% lower.

So far, so good. But we also know that for many businesses, it can be hard to 
reconcile encouraging statistics and individual success stories with their  
experience on the ground. “We’ve spent a huge amount on video - so where  
are all those extra leads?”  “Last quarter, our branches ploughed more  
resources than ever into social media, - so where’s the spike in conversions?” 

In isolation, merely increasing content production and distribution may not  
automatically reap rewards. To maximize the positive effect of your content 
strategy on sales growth, we advise that you pay special attention to these  
two vital - but often misunderstood  - elements of your strategy:

2

CONFIDENTIAL - Entire contents copyright ©2019 Elateral Limited. All rights reserved.



3

The Content-Driven Sales Playbook: Strategies for improving sales growth with localized marketing content

1. Brand Consistency
The “cosmetic” elements of brand presentation 
(everything from the positioning of your logo to 
your choice of colour scheme for ads) is important. 
That said, to achieve true brand consistency, it is 
necessary to dig a little deeper. 

Your personality, the way you speak to customers, 
the benefits you offer, what customers can expect 
from you in terms of service and communication: 
these are all essential elements of your brand. Each 
time you interact with your actual and potential 
customers - whether it’s a retail display or a trade 
brochure created for a specific event - you should be 
seeking to reinforce your brand through consistent 
messaging and presentation. 

2. Localization
There is more to this than running your existing copy 
through Google Translate or swapping out The Eiffel 
Tower for The Statue of Liberty in your banner ads 
(although again, adaptation of imagery to make it 
even more relevant is usually an important part of it). 

True localization lets your field, remote, and account 
team users incorporate what only they know about 
their customers into your marketing content. Being 
able to locally customize your marketing content to 
incorporate what those in the field know about their 
customers will increase your sales.
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Consistency v Localization: The Great Dilemma? 
At first glance, these may seem like contradictory instructions: to always keep your message consistent - but 
also to permit local changes, depending on the specific market to whom the message is directed. 

But let’s take the example of a top-performing international sales 
rep. She is well aware of the central message surrounding the 

brand offering, but she also knows through experience 
how to tweak her approach to reflect the nuances of her 
different markets and the needs of her customers. She 
has proven time and again, exactly how incorporating 

what she knows about her customers maximizes 
engagement levels with her core audience, resulting 
in increased sales, but has this “local tailoring” always 
fallen within the sometimes-unspoken markers of 
what might be considered “brand-consistent”?

A traditional sales playbook has always taken 
into account localization. So why would you 
take a one size fits all approach to the content 
that’s designed to boost your sales? As we’ll 
demonstrate, consistency and localization 
need not be mutually exclusive.        

There is, though, a logistical barrier you 
need to overcome when balancing 
consistency with localization - especially if 
you have multiple locations and you are 
producing a large volume of content. 

For reasons we’ll explain, content 
tailored for specific localities tends 

to be more effective (and more 
efficient to produce) when it 
is created or adapted in the 
field by those closest to the 
market. Ideally, you need 
tools and processes in 
place to ensure that your 
central brand message 

remains intact, while 
making it easier and 

quicker for people on 
the ground to create 
items that abide with 

your rulebook.  
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On average, consistency in how a brand is presented 
increases that brand’s revenue by 23%, according  
to Inc.com. 

Whilst Accenture reports that three quarters of 
business buyers say they want to see branded 
content that actively helps them with their research 
for making buying decisions. 

Can content directly drive sales? It is easy to see how 
a carefully targeted content distribution campaign 
can help you raise awareness, establish credibility 
and engage with new audiences. That said, sales 
managers may be forgiven for assuming that 
content marketing is a matter of concern only for the 
marketing department – and not necessarily as  
a sales tool.

And yet, the statistics listed above only scratch 
the surface regarding the direct positive impact 
a content marketing campaign can have on sales 
department performance. Time and again, research 
tells us the following:

•  Actual and prospective customers want to
receive content from brands

•  To be effective, this content should be useful
and relevant

•  For the optimum impact, this content should be
consistent in its messaging and presentation

Sales-Driven Content:  
Brand consistency is essential 
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Never lose sight of the basics
Before we look in more detail at the need for consistency – along with the value that greater localization can 
add to your playbook, we’re going to make certain assumptions about the type of content you are producing. 
In particular, you should never lose sight of the following:

Customer personas: i.e. researched portraits of typical customers. This includes information on their 
preferences, attitudes, level of understanding, preferred channels for communication and obtaining 
knowledge, buying processes and pain points. Bear in mind that a single persona may not be universally 
applicable. There can be important differences in priorities and preferences linked to culture and location. It is 
therefore useful to build location-specific personas.  

Content tailored for different stages in the ‘buyer journey’.  This is likely to include broad 
informational, problem-solving content for customers who are yet to weigh up their buying options, 
progressing to the likes of free trials and demos as customers narrow down their options and get closer to a 
purchasing decision.

Achieving consistency:  
Define your position, personality and promise
Evidence shows that the more people recognize and believe in your brand, the more they tend to buy 
from you: something that applies both to consumers and to business purchasers. It is important to balance 
the need to make your content relevant to local sensitivities, while ensuring that it still connects with your 
overarching brand strategy. 

Building a readily identifiable brand image is therefore a vital strategy for boosting sales. Whether they view 
your latest ‘how-to’ guide or glance at your latest banner ad, they should be able to readily link that content 
back to you – and everything you stand for. 

With this in mind, make sure that the following elements are readily defined:

Positioning. The marketplace is crowded, which makes it an uphill struggle to get noticed. This is where 
positioning comes in: in other words, the steps you take to ensure that your business offering occupies a 
distinctive place in the minds of your target customers. Differentiation is an integral element of this; defining 
what separates your company from the competition in terms of your product, approach to customer service, 
and values. For both differentiation and wider positioning, you may need to tweak your message to take into 
account differences in ocal markets and individual clients. 

According to Nielsen,  
59% of people prefer to 

buy from brands that  
are familiar.
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Personality. This can be defined as the ‘human’ element to your brand. It covers the way in which you 
come across in virtually every communication with your customers. It is as much concerned with what you 
are saying as how you are saying it - and you may need to adopt a local slant for your personality to shine 
through.

Promise. This incorporates whatever it is that you are aiming to achieve for your customers. As a brand, you 
are essentially saying to your prospective and current buyers “We understand what your needs are. Here’s 
how we’re going to help you meet them…”. Note that this is a brand promise – and not just an assertion about 
the merits of your product or service offering. A comprehensive and credible brand promise will set out 
what the customer can expect in ALL dealings with your company – from sales right through to after-care. 
Bear in mind that the way in which your Promise is presented may need to be modified for it to come across 
effectively in local markets. 

Brand inconsistency: Examples of what to avoid…
By defining your Positioning, Personality and Promise, you are already well on the way to having a strong 
brand that can be recognized globally, yet adapted locally. You have something solid that customers can 
make a purchasing decision on; that they can tell apart from the crowd of other brands, and that they  
can trust.

Having put all of this together, it is your job to keep it in one piece: something that can be easier said than 
done. We’ve already seen that maintaining brand consistency can boost a company’s revenue by up to 
23%. But consistency does not occur automatically. All it takes is an ill-judged marketing campaign or 
sales approach for brand erosion to occur: whereby the company loses some of that unique identity that 
customers have come to recognize.  For your customers, the end result can be confusion, misinterpretation 
of what you stand for, loss of trust – and lost sales.

So what does brand inconsistency look like in real life? The types of situations to avoid are those that threaten 
the integrity of your brand (and in particular, the Positioning, Personality or Promise elements detailed above). 
Here are a few examples:
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The spectacular but misguided ad campaign. You hire a locally based PR and marketing agency to give 
your existing promotional campaign a boost. They produce a slickt (and expensive) social media campaign. It 
is provocative and quirky – but it is also completely at odds with your established Personality. In the minds of 
your customers, it does not sit easily with what they have come to expect from you. Its effects are jarring and 
its impact on customer trust is negative.

The derivative Web campaign. Inspired by the success of a local competitor, you remodel your banner 
ads along similar lines to theirs. These ads are no longer consistent with other elements of your sales and 
marketing presence. They also weaken your brands’ Positioning – as it becomes less likely that customers will 
be able to differentiate your offering from those of other market players.

The bargain offer. To maximize the chances of meeting its targets, one of your branches launches a special 
offer via a targeted email campaign. Unable to get their hands on a corporate template, they make up their 
own. While appearing to boost revenue in the short-term, this entire communication has a pronounced 
‘bargain basement’ feel to it: something that is at odds with all previous communications with your customers 
– and something that is contrary to your brand’s established Positioning, Personality and Promise.

Localized Content: Why you need it 
When it comes to establishing a presence in a new region, not even the biggest brands are immune to 
messaging blunders. Take KFC, for instance. Around three decades ago as the fast food giant was attempting 
to establish its presence in China, its familiar tagline, “Finger-lickin’ good” was directly translated to the rather 
baffling, “Eat your fingers off”.

While there may be a clear demand for your brand in a particular locality, the nuances of that locality still 
need to be taken into account. The ‘little differences’ can have a big impact – especially when it comes to 
communication. This is what localized marketing content seeks to address.

More specifically, localized adaptation of content can help you in the following ways:

•  It ensures that your core messages break the language barrier.
Rather than relying on basic translation, you need to ensure that your messages
retain their context and emotional connotations. Those in the market could be your
best asset to make sure your message connects and says what you mean to say.

•  It accounts for different customer expectations,
sensibilities and priorities. The content that drives sales tends to be the
content that speaks directly to customers’ issues and concerns. In all kinds
of sectors – from health & beauty to personal finance – these can shift
depending on location. Localized content helps you address these
differences.

•  It keeps you on the right side of the rules. This is especially
relevant for highly regulated industries such as finance, gaming,
food & drink, and marketing to special groups (e.g. children). T
here may be location-specific rules in place governing promotional
content. Localized content ensures you stay on top of these
compliance rules.

So who should produce this brand content with a local flavor? 
We would suggest two compelling reasons for enabling local  
teams to make your marketing content locally relevant. 
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Locally-based employees/agents know their markets better than you. Those who regularly interact 
with your customers are the best-placed people to adapt your core messages to meet with local sensibilities. 
This is especially relevant to sales teams who have direct accountability for increasing revenue and market 
share in the specific areas where they are based. They will also be familiar with any advertising standards and 
other rules that may be applicable. 

Going local: The pitfalls to avoid 
The global CMO Council asked brands who were engaged in local marketing about their biggest concerns. 
Unsurprisingly to us, 81% cited “communicating a consistent brand message” as a top priority. 

Where a business has multiple people scattered across the globe, all engaged in the creation or adaptation of 
materials, the risk of inconsistent messaging and brand erosion becomes significant. It is further compounded 
by the sheer volume of sales-focused content your brand is likely to be connected with - especially if you have 
region-specific websites, social channels and email campaigns, all of which are added to on a frequent basis. 

Cost can be a further major concern. Especially where a business has only recently started trading in 
a particular location, the branch office may have limited internal resources for content production and 
adaptation, causing you to rely on expensive outsourcing for it. 

Scale is another issue. As the volume of content production increases, it becomes more difficult to source, 
train and staff a team of designers to manage a workload and can lead to a frustrating workload of minor 
edits. The consequences of this can include higher costs, higher turnover of staff who do not feel suitably 
challenged by this routine work - as well as a slow production process that is unable to keep up with market 
demand.  

To address these issues, businesses need to focus on the following tools and processes… 
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Brand Consistency and Localization: 
Your essential toolkit 
Implement Universal Branding Guidelines Enforcement

Consistency only becomes possible when those responsible for the production of marketing materials are 
working to a common set of parameters. A rulebook, (aka your Branding Guidelines) is a start, but therefore 
there must be a way to enforce those guidelines in the field.. 

Enforcement of these guidelines should draw a distinction between mandatory and adaptable brand 
elements. Mandatory elements (i.e. those that should not be altered) will likely consist of key branding cues 
such as logo, colors, typeface and straplines. You may also want to stipulate key informational points that you 
want to include in all versions of particular types of material. 

Adaptable elements may include, for instance, the details of time and location of an event or promotion on a 
social media post, the order and terminology of how product benefits are listed, or choice of locally-relevant 
imagery for a trade brochure. branding guideline enforcement should be set to allow only changes that are 
acceptable. Examples may be tone of voice requirements, avoidance of misleading claims regarding product 
capabilities and examples of acceptable imagery. 
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Digital Asset Management 

This is particularly relevant for the visual elements of your content (e.g. logos, charts & diagrams and product 
imagery). Where a product range undergoes frequent review, some assets may suddenly become out-of-
date, while others stay relevant. For content adaptors and creators in the field, it can be hard to keep track of 
what to use. 

Digital Asset Management is therefore a must. At the very least, this should consist of a remotely accessible 
repository: one that enables your people to lay their hands on the right version of the right asset with ease. 

Templating 

Turning your existing marketing content into templates that allow your local markets to adapt where needed, 
while remaining within brand guidelines, is one effective solution for enabling local adaptation.

The right templating tools enable local users to adapt content quickly and simply while abiding by brand 
rules. Your choice of templating tools is therefore key to keeping consistency high and costs low (the Holy 
Grail for any sales and marketing team). 

But let’s say you have a footprint across a vast and growing range of channels. Does this mean investment in 
an equally huge range of templating tools - coupled with a time-consuming template creation project? 

Not necessarily; at least not if you are equipped with the Brandgility templating platform. From this single 
tool, you can create templates for ALL your sales and marketing materials both online and offline, from 
POS displays to web banners.  The templates themselves are quick and easy to create via a drag-and-drop 
interface, while your marketers on the ground can adapt, create and distribute with a couple of clicks, and it 
seamlessly integrates with DAMs and PIMs 

Ready to create localized, consistently branded campaigns with the minimum of fuss? Speak to Elateral today. 
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