COLLECT. CONNECT. CONVERT.




The Content-Led Growth
Imperative

he traditional playbook of volume, visibility, and funnel mechanics no longer holds in today’s B2B landscape. Buyers are
emotionally attuned, research-led, and more protective of their attention than ever. In this environment, campaign tactics
alone aren’t enough. Content must do more than inform- it must connect.

This paper offers a strategic checklist designed to help marketing and commercial teams assess how well their current approach
aligns with modern buyer behavior. At its foundation is the 4A model: a proprietary framework that maps emotional states across
the buyers’ journey by providing a grounded view of what buyers experience both when building a relationship with our brands
and identifying that they have the problem our products our services resolve.

The 4A model is very much an Outside-In based model, one that correctly thinks from the prospect’s perspective. However, the
counterpart that sits on the seller side is the more traditional funnel, we refer to that set of processes as the Collect—-Connect—
Convert rhythm: a practical way to sequence content, coordinate cross-functional teams, and support decision-making in non-
linear journeys. Together, these processes are the backbone of best-in-class content marketing and in this paper, we will provide a
walkthrough of optimising these processes.

For some of you this may be a refresher and a useful checklist to make sure the many moving parts of your content marketing
operations are in the best-of-health. For others, this may be a starting blueprint for a new venture into content-led marketing.
Wherever you are on your journey, whatever experience you have, from pro to beginner, we hope you find this guide useful.

To be clear, this is not about overhauling strategy. It’s about clarifying where content is doing its job, and where it isn’t.

When each asset, message, and moment aligns with both the buyer’s information needs and emotional state, content becomes
more than messaging. It becomes momentum.
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Collect: Capturing Attention 1n a
Distracted Market

The Attention Landscape

In today’s business environment, one of the most pressing
challenges is that human attention is becoming scarcer even
as opportunities to reach people multiply. The idea that we live
in an “attention economy” is no longer metaphorical. Excess
information competes for limited cognitive bandwidth.

As Herbert A. Simon wrote in 1971, “a wealth of information
means a dearth of something else: what information consumes
is attention of its recipients.” In digital contexts, where
messages, posts, adverts and updates constantly compete for
our focus, this challenge becomes acute. Recent scholarship
describes attention as a currency, not in the literal sense, but

in that time, focus and engagement are finite and must be
distributed across competing demands.

And, in an age of Al, where content, good, bad and ugly is
being produced at accelerating rates, the trend is only moving
in one direction.

For organisations seeking to influence behaviour, build
relationships or drive outcomes, the first task is not just
visibility. It is being noticed in the right moment and with a
message that fits both the context and the recipient’s mindset.
Increasingly, many attempts are failing at that very threshold,
so in this paper we will take a step back and breakdown the
core components of best-in-class content-marketing.

What “Collecting” Attention Looks Like

If attention is scarce, then the “Collect” phase of a
communication framework becomes essential.

In this phase, the objective is not to interrupt but to identify
entry points where the audience is most likely to allow their
attention to be directed. This marks a shift from assumption

to permission. The aim is not to insert the brand into the
audience’s day but to show up where and when the audience is
ready to engage.
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For example, placing a message in a context the recipient
already inhabits - a morning scroll through a news feed or a
moment of downtime between meetings - and aligning that
message with their mental state increases the chances of
genuine engagement.

How often have you thought about the timing of your PPC ads
landing, do you rotate them so they are align to the intended
recipients routines — mentioning a bite of news as they grab

a bite of lunch for example. Simple, some might even say

silly and of course an overt example, but this level of detail
and consideration carves out those little 1% gains from your
campaigns.

Studies of contextual advertising have demonstrated higher
levels of attention and brand recall when content appears
within a relevant environment. Of course, this effect varies
by platform and audience segment but in strategic terms,
the Collect phase encourages marketers to ask three core
questions:

e When is the audience most open to noticing me?

¢ What am | offering in that moment that feels relevant or
useful?

¢ How easy have | made it for them to engage?

If you cannot answer these questions on each piece of visible
content-led marketing, you need to ask yourself why.

The Cognitive Science of Distraction and Focus

Neuroscience and cognitive psychology provide useful insights
into why gaining attention is difficult - and how it might

be done more effectively. Indeed, our own proprietary 4A
framework for content-led revenue growth is heavily based on
psychology, persuasion science and identifying the patterns
that are ever-present in buyers’ journeys.

For example, one important study from the Carney Institute
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for Brain Science at Brown University outlined that the brain
often handles distraction not by doubling down on focus, but
by suppressing known distractions. This adaptation means that
the more often people see the same formats or messages, the
more likely they are to tune them out.

This matters in content environments like social media or
inboxes where users are regularly exposed to similar visual and
verbal cues. In such settings, differentiation becomes essential.
Attention is also governed by competing mechanisms.

Bottom-up attention is triggered by novelty or disruption, while
top-down attention is more deliberate and linked to personal
goals or interests. Effective communication balances both,
ensuring that content catches the eye and aligns with what the
user already values. To collect attention, marketers must design
both the message and the moment.

A compelling headline or visual may fail if delivered at the
wrong time or in the wrong format.

Likewise, even a receptive audience may miss the message if
it’s too subtle or buried.

Principles for Effective Collection Strategy

To improve effectiveness during the Collect phase,
organisations should consider a few practical design principles:

e  Prioritise relevance over reach. Broad exposure does not
always translate into meaningful engagement. The more
aligned the content is to the audience’s context, the more
likely it is to resonate.

e  Consider contextual alignment. Content should suit
the channel and the moment of delivery. A lightweight
message might suit a mobile feed, while in-depth
formats may perform better in desktop or on-demand
environments.

e Reduce friction. The easier it is for someone to engage,
the more likely they are to do so. Long loading times,
complex interfaces or heavy registration forms kill
momentum.

e Clarify the signal. The message should be clear and quick
to interpret. Vague or generic messaging risks being
ignored.

e  Front-load value. Early delivery of insight, humour or
utility earns attention. Audiences respond more favourably
when something useful is offered before anything is asked
of them.

e Respect attention as granted, not owed. Even when you
secure visibility, the goal is to keep that attention with
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trust. Once the audience feels tricked, pressured or baited,
future engagement drops.

Each of these principles is context-sensitive. What works for
one audience or platform may fail in another, which is why
testing and iteration remain essential.

Here at 1927 Media, we are advocates of understanding where
prospects are on their own personal buyer’s journey, using a
scoring matrix, to asses where an individual is and having a
suite of content that allows us to deliver something to them
that is relevant to them at that moment they find themselves
in.

Case Illustration: Morning Commute Activation

As an example let’s look at a hypothetical approach for a
mobility service targeting professionals during morning
commutes.

Recognising that commuters often check their phones between
transit connections, the brand designs a mobile-first campaign
using a 10-second vertical video. The ad opens with a relatable
question - “Running late again?”- and immediately shows how
the app’s real-time tracking helps commuters avoid delays.

A one-tap “Check Now” CTA completes the interaction loop.
This approach aligns the message (get on time), the moment
(in transit), and the device (mobile). As a result, we would
expect higher dwell times and tap-through rates compared to a
standard display banner run later in the day.

The success here comes not from novelty or creative flair alone,
but from understanding user context and offering timely value.

Measuring the Effectiveness of Attention Collection

Unlike traditional awareness campaigns, the Collect phase
should be measured using metrics that reflect attention quality,
which is a valuable metric compared to the vanity metrics of
legacy publishing like total views.

These might include:

e Viewability and notice rate. Are people actually seeing
and registering the content?

Engagement duration. Are users spending more than a
passing second with the content?

e Next-step interaction. Are they choosing to click, swipe, or
watch further?

Recall and association. Do audiences remember the
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content, and is it associated with your brand?
e  Cost per attentive second. This emerging metric reframes
ROl in terms of attention time, not just impressions.

Of course, no metric alone offers a full picture. Instead, a
dashboard combining qualitative feedback, quantitative
measures and behavioural tracking gives better insight into
whether attention was truly collected or simply passed over.

Common Pitfalls

Campaigns often fail during this phase because they overlook
the human factors behind attention. Common missteps include:

e  Relying too heavily on interruption. Tactics like auto-play
or pop-ups may secure initial attention but often create
irritation.

e Neglecting moment alignment. Delivering a message
during moments of low receptivity reduces effectiveness,
no matter how well designed.

e  Demanding too much too soon. Asking for sign-ups,
downloads or long reads without initial trust can deter
users.

e Blending into the noise. Overuse of templates or generic
stock visuals weakens distinctiveness.

e Creating drop-off points. If the message lacks a logical
next step, even successful attention becomes a dead end.

Avoiding these pitfalls requires awareness of behavioural
patterns and ongoing iteration informed by data and feedback.

Why Collection Shapes the Whole Journey

What happens in the Collect phase influences everything that
follows. If attention is gained inauthentically or prematurely,
audiences may resist further engagement.

Conversely, if attention is earned with value and timing,
the pathway to connection becomes smoother. Remember
what your mother told you, you can only make a good first
impression once.

A poor first impression reduces open rates, weakens trust, and
undermines future messaging. A good one can open doors that
metrics alone can’t measure.

The Collect phase is not about winning a click. It is about
initiating a relationship. That shift in perspective changes the
kinds of content we produce, the places we show up, and the
expectations we set.
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Connect: Building Emotional
Momentum, Not Just Leads

From Attention to Connection
Securing attention is only the beginning.

The next step in content-led marketing (that delivers) is to is
to build a genuine connection - a bond that sustains interest,
deepens relevance and lays the groundwork for long-term
engagement.

Sadly, for all too many companies, their content strategy begins
and ends at the lead magnet, but the reality is that content
should be underpinning every part of your customer acquisition
process. However, the content you use across that process is
not one-size-fits all (at least it shouldn’t be!)

For example, as we look to build connection with our
customers, we need to shift the tone, narrative and delivery
mechanisms of the content that we are leveraging so it is fit-
for-purpose.

Remember, building a connection is not just about additional
brand exposure to a prospect. It’s about establishing trust,
resonance and shared meaning on both the brand and
individual level. This transition requires more than a content
refresh or a retargeting campaign.

It involves a shift in strategy: from visibility to credibility, from
being noticed to becoming necessary. Emotional connection
plays a central role here.

According to research published by Harvard Business Review,
companies that build strong emotional bonds with their
audiences outperform those that focus only on satisfaction or
functional delivery. Their customers stay longer, spend more
and become stronger advocates.

What Emotional Momentum Looks Like

Connection does not form in a single moment. It builds
progressively through accumulated experiences, small signals
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of trust, and reinforcement of shared values. We can think of
this as emotional momentum, a dynamic force that moves
someone from curiosity toward loyalty.

When this momentum builds, it results in a deeper form of
engagement.

Key signs include:

e Story identification: People recognise themselves in the
narrative or message.

e Shared values: The brand aligns with their worldview or
purpose.

e  Participation: Users choose to act - through shares,
feedback, contributions or dialogue.

e Recall and emotional imprint: The brand becomes top-of-
mind in relevant situations.

For example, a sustainability-focused audience may feel
genuine alignment with a brand that prioritises ethical sourcing
and transparency. The connection forms not just from shared
values but from repeated, credible actions over time.

The Psychology of Connection

Research in neuroscience confirms that emotional resonance
enhances recall and accelerates decision-making. Emotional
events are encoded more vividly in memory in the same way
sensory data is encoded, like how smell, touch and physical
activity can be aligned with thoughts and concepts.

In essence, mental connections forged through empathy,
storytelling and purpose engage brain areas linked to both
attention and retention.

Moreover, identity alignment plays a key role. When individuals
perceive a brand as reflecting their identity, beliefs or

aspirations, the emotional bond intensifies.

But authenticity is essential. Superficial alignment or
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exaggerated emotional cues can trigger skepticism. In the era
of scrutiny and social proof, brands that overstate emotional
appeals without substance invariably end up facing backlash.
In this phase, emotional connection must be consistent

with brand behaviour, tone and intent. Anything less risks
disengagement.

Strategic Principles for Creating Connection

Building emotional connection is both an art and a structured
design challenge. The following principles offer a roadmap:

e  Start with empathy. Understanding your audience’s lived
experiences, pain points and emotional drivers helps align
your message with their world.

e Tell authentic stories. Use real voices, case studies or
experiences that resonate. Narratives carry more weight
than features.

e Invite participation. Encourage your audience to respond,
contribute, or shape the narrative. This might involve
community platforms, co-created content or personalised
experiences.

e  Be consistent across touchpoints. Emotional connection
is fragile if brand tone or experience varies between
platforms, departments or campaigns.

e  Focus on experience, not just message. From how
someone interacts with a website to how they are greeted
in customer service, every experience either reinforces or
weakens emotional connection.

These principles apply across sectors, but they are especially
vital in complex B2B markets where trust, continuity and long-
term relationships drive value.

Case Illustration: From Product Focus to Emotional
Strategy

So, let’s explore another hypothetical to outline the concepts.

A B2B Saas platform serving procurement managers recognised
that functional demos and spec sheets weren’t enough to build
trust. Buyers were skeptical, often due to past onboarding
complexity or integration failures.

The company realises it has to reframe its approach.
It shifts to publishing testimonials from clients in similar

industries, highlighting successful rollouts and problem-solving
partnerships.
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Sales teams use these narratives during onboarding to address
anxiety, anecdotally during pre-sales and have the content-
assets on hand to send over after the call as a reinforcement
tool. Customer success staff followed up with personalised
milestone updates.

Over time, the platform earns a reputation not only for
software capability, but for reliability, responsiveness and
co-ownership. As this occurred, the content that fed this cycle
becomes refreshed with new clients, new case-studies, building
a flywheel effect.

This now established foundation of strong emotional
connection translates into higher renewal rates and multi-year
commitments.

Measuring Connection: From Soft Signals to
Actionable Insight

Measuring emotional connection is more complex than
tracking attention, but it is not intangible.

Indicators fall into several categories:

e Engagement depth: Return visits, time spent per session,
scroll depth or multi-page journeys.

e  Behavioural signals: Content shares, comments, survey
participation or feedback loops.

e Sentiment and advocacy: Net Promoter Score (NPS),
referral frequency, and positive social mentions.

e Lifetime value indicators: Renewal rates, upsell success, or
usage growth in service platforms.

A Practical Framework for Mid-Sized Teams Even without
advanced tooling, many organisations can apply a “lightweight”
emotional connection model:

e Listen: Use customer surveys and qualitative interviews
to understand what matters emotionally — not just
functionally.

e Map: Align emotional triggers with specific content types,
journeys or touchpoints (e.g., onboarding, support, sales).

e Track: Monitor repeat visits, engagement depth, and
sentiment trends.

e  Refine: Adjust tone, timing or content focus to deepen
positive emotional markers.

Look we won’t sugar coat this, emotional connection is way
harder to quantify than clicks. It’s why our clients come to us
for help in the first place!

OO OO OO OO OO OO OO OO OO OO OO OO OO OO0

7



However, it is possible and the payoff is significantly greater as
long as you are prepared to invest your two scarcest resources
- time and patience.

Pitfalls to Avoid in the Connection Phase

Ultimately, even strong brands can lose connection if they fall
into common traps so here is a list of what not to do.

Do not:

e Treat emotion as a tactic, not a truth. Audiences can
detect when emotion is used without substance.

e Offer a fragmented experience. If marketing promises one
experience but product or support delivers another, trust
erodes.

e  Miss follow-through. Building momentum requires
reinforcement. A single touchpoint won’t sustain
emotional momentum unless followed by others.

e Ignore resistance or scepticism. Especially in B2B or high-
consideration contexts, audiences may begin the journey
guarded. Recognising and validating their caution builds
connection more than ignoring it.

Each of these can dilute or reverse momentum. That’s why
emotional connection must be embedded into the entire
customer experience.

Why Connection Anchors the Journey

The Connect phase links initial curiosity with eventual
commitment. Without emotional connection, even the most
compelling content risks becoming transactional.

With it, brands become memorable, trusted and chosen - not
just because of what they offer, but because of how they make
people feel. Connection is what converts attention into affinity.
It sustains momentum through long buying cycles, supports
better retention and increases advocacy.

Connection on the brand level might mean confidence,
continuity and partnership, on the human level it may involve
identity, values or aspiration. In both cases, it becomes the
relational layer that supports every commercial outcome.
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Convert: Rational Validation,
Emotional Assurance

From Feeling to Decision

The “Convert” phase isn’t simply about closing. It’s about
resolving.

The emotional confidence built in “Connect” must now
find rational confirmation. Within the 4A framework, this
corresponds to the Acceptance phase, the point at which a
buyer no longer resists or hesitates, but steps forward with
commitment.

This critical juncture doesn’t arise from persuasion alone.
People act when they feel safe, when their remaining doubts
have been addressed logically and emotionally. Once again,
the research confirms this: decisions begin with feeling but rely
on justification. Buyers may be moved emotionally even to the
point of a sub-conscious decision, but they still need a structure
that holds when examined.

Think of it this way, buyers use data and rational content like a
drunk uses a lamppost, for support more than illumination!

What “Conversion” Really Means

In complex B2B environments, conversion isn’t about a

form submission or a checkout click. It’s a strategic shift in
relationship state. The buyer moves from passive evaluation to
active, and often significant, investment.

In modern B2B the myth of the decision maker is just that a
myth. There is always a decision-making unit comproised of
multiple roles and personalities. However, every DMU will have
within its ranks an advocate for investing in your product or
service because it solves a problem they personally have.

During the conversion phase, you and that advocate become a
team across teams. Therefore, you need to make sure they are
armed not just with enough tools to convince the rest of the
DMU, but also to make sure the those tools are the right ones
for the job at hand.
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You need to shift gears once more in terms of tone, narrative,
format and delivery of content. However, it is a subtle evolution
of the same story you have been telling throughout.

You need to help the buyer make the shift from interested
prospect to onboarding customer. What makes that shift
possible? It’s not just the presence of logic. It’s the continuity of
belief. The story must hold. The tone must align. Where friction
remains, trust weakens.

Where the buyer detects inconsistency, their instinct is to
pause.

Rather than focusing on what’s being sold, the convert stage
should clarify what’s being agreed upon: shared outcomes,
mutual expectations, and a clear path to delivery. You are
onboarding the client even at this pre-contract stage.

The Psychology of Validation
Cognitive science provides clarity here.

Daniel Kahneman’s dual system model - intuitive and emotional
System 1, and slow, logical System 2, outlined in his excellent
book Thinking Fast and Slow, helps explain why both empathy
and evidence matter.

System 1 (instinct and emotional intellect) got you this far.
The brand felt right. The values aligned. But now, System 2
(rationality) takes over. It checks the pricing, reviews the
implementation plan, and wants a proof backed reason to
proceed.

It’s also the stage where hesitation can creep back in. “Will this
work for us?” “What happens if it doesn’t?” While emotion

eases fear, risk recedes when logic is clearly laid out.

It is only when both are in sync can real decisions happen.
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Designing for Conversion

Strategy at this stage depends on coherence. A brand narrative
built on trust, value or belonging cannot suddenly pivot to
urgency and fine print.

The emotional arc must continue, supported by structure,
evidence and transparency.

That means building tools that answer the logical mind without
abandoning the relational tone. Cost benefit models, customer
benchmarks and side by side comparisons all matter, but only if
delivered in the same voice that brought the buyer here.

Equally, onboarding must feel like the next chapter - not a
genre switch. If customer stories led your campaign, your
delivery team must be prepared to honour that narrative.
Confidence is fragile.

One dissonant email can undo weeks of goodwill.

This is no longer about pushing. It’s about enabling. Make it
easy, make it clear, and above all, make it emotionally safe to
say yes.

Case Illustration: From Hesitation to Commitment

Once more lets us explore a hypothetical to illustrate the case.
A mid market Saa$ platform struggled with drop offs after
promising engagement. Prospects attended webinars, engaged
with sales teams and responded positively. But post proposal,
activity slowed.

There are two changes they need to make to reverse this
momentum (or lack of it).

First, they should personalise ROl summaries to each
company’s context - not generic cost cutting claims, but
visualised gains tied to their workflows. Second, they should
introduce informal peer connections. One route we are
advocates of to achieve this is involving prospects in existing
customer success initiatives with existing clients.

Prospects could hear from someone just like them: “Here’s
what surprised us. Here’s what we’d do differently.”

This level of personalisation and attention in the final phase
is what will not only boost conversions, but establish deeper,
longer-term contracts to boot.
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Rethinking How You Measure Conversion

Ultimately, conversion is about one thing, signed contracts.
However, there are also important metrics to be measuring
along that spectrum to help define how your revenue-
generation processes are flowing.

Other important metrics that indicate success include faster
decision times, fewer drop offs from trial to purchase and
stronger renewal rates. You don’t need analytics dashboards to
see the pattern (but they help!)

Consider where deals stall. Is it after pricing? After legal
review? Are buyers struggling to build internal consensus?

Ask what questions you’re not answering clearly enough - or
empathetically enough. Conversion falters where emotion
and logic lose alignment. And it succeeds where both are
reinforced.

Conversion Continues After the Contract

The biggest mistake marketers and sellers make is assuming
the close is the end. But trust remains fluid. In fact, the first

30 days after a commitment are among the most fragile. This is
still part of the persuasion journey. When onboarding is rushed,
tone deaf or inconsistent, buyers experience what behavioural
science calls “post decision dissonance.”

That’s why conversion design must include handover tone,
early experience and micro signals of respect. A friendly kickoff,
a clear schedule or even a note of appreciation can solidify
belief.

The deal isn’t truly done until the buyer feels affirmed - not just
in the outcome, but in the way they were treated, after they
have put pen to paper.
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From Framework to Field:
Aligning Strategy with
Execution

From Motion to Momentum

The sequence Collect > Connect > Convert delivers the cadence
of modern content-led marketing. But cadence without context
can become empty motion. What differentiates leading
organisations isn’t just high-volume output- it’s alignment.

Strategy defines why. Execution determines how. Without both,
momentum stalls.

For ourselves and our clients here at 1927 Media, our
proprietary 4A framework provides that strategic layer.

When overlaid onto the operational rhythm, it transforms
activity into trajectory. Each phase of execution mirrors a
buyer’s evolving mindset, and each step carries purpose.

The 4A Framework as the Strategic Layer

At its core, the 4A model reflects a psychological progression:

. Attention: initial awareness

. Antagonism: scepticism and resistance

. Anxiety: personal or organisational risk

. Acceptance: confidence and commitment

Integrating this model into the Collect-Connect-Convert cycle
reshapes how we view marketing activity.

Collect isn’t just capturing interest- it addresses Attention.
Connect builds relevance and trust by navigating Antagonism
and Anxiety. Convert becomes more than closure; it delivers the
confidence that enables Acceptance.

This overlay transforms disconnected tactics into a cohesive
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experience. It creates pathways, not patches. Buyer progression
becomes the organising principle behind campaigns,
messaging and delivery.

Messaging Mapped to Mindset

Strategy becomes actionable when it guides messaging
decisions, not just what to say, but when, how, and why. That
requires matching content to buyer mindset across both
emotional and cognitive stages.

Here’s a simplified messaging matrix:

Buyer Stage Mindset Example | Content Types
Attention “What is this?” Social teasers, blog
intros, display ads
Antagonism “Why should | Opinion articles,
care?” case snapshots
Anxiety “Will this work for | Peer stories,
us?” explainer
walkthroughs
Acceptance “I'm ready to act” | ROl tools,
commitment
prompts,
onboarding
content

This structure reduces guesswork and helps teams avoid
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content that’s irrelevant or premature. Create content that
meets the moment- not just the brief.

For instance, during Antagonism, a services firm might publish
a short “Myth vs Reality” article. At the Anxiety stage, they
might share a simple checklist: “What your peers asked before
saying yes.”

This is where messaging maturity lives - in how well tone,
timing, and format converge on a buyer’s internal question.

From Silo to System: Operational Alignment

Execution succeeds when departments operate from a shared
map. In content-led ecosystems, this means linking strategy to
delivery across marketing, sales, and activation.

¢ Marketing owns awareness and early-stage enablement

e Sales owns conversation, reassurance, and movement

e Activation delivers post-commitment confidence and
momentum

Each function plays a role. But strategy ensures they’re playing
the same game. Consider a cross-functional team within a mid-
sized B2B agency:

e Marketing builds an insight series targeting Antagonism

e Sales follows up with a live Q&A for buyers in Anxiety

e Service leads close the loop with post-sale onboarding
materials designed for Acceptance

Instead of three teams working in parallel, you get one rhythm.
Handoffs feel natural, not forced.

This is the essence of alignment: it turns departments into
contributors to a shared experience. The baton is passed back
and forth with ease in harmony, rather than dropped at a fixed
transition.

Embedding Rhythm in Field Execution

Collect-Connect-Convert is not a theory. It was the natural
rhythm we fell into back in our start-up days. The as we grew
beyond our routes as a publisher into a full-service content
agency, it became a language that allowed us to communicate
what worked for us, into the work we produced for our clients.

In short, it is a system that we have lived and breathed and
applied, for over a decade.

Each stage maps to specific roles, assets, and decision points.
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e  Collect: Track engagement signals. Seed curiosity. Offer
accessible entry points.

e  Connect: Build trust through clarity, relevance and
empathy. Layer logic over emotion.

e  Convert: Make decision-making feel secure. Eliminate
friction. Reaffirm trust. Prepare for onboarding.

Within a campaign team:

e The strategist maps the buyer mindset
e The writer adapts voice and format

e Sales informs objection handling

e Design optimises delivery channels

Ultimately, at the heart of the system is simple common-sense,
open communication and a complete lack of siloed thinking.

Whether it is weekly check-ins to spot drop-offs, shared
dashboards that measure transitions, whatever the tools

and processes you have in place you should be making sure
they are geared towards providing a cross function, mutual
awareness of what came before and what comes next, for each
prospect on your radar.

Why Strategy Makes Execution Work

Strategy marks the trail. Execution earns the ground. When
aligned, they build something greater than activity: progress.

A strategic model like 4A doesn’t constrain creativity - it
empowers it. It helps teams know where they are in the
journey, what emotion they’re managing, and what decision
they’re enabling.

Done well, it’s not just about efficiency or elegance. It’s about
empathy. It’s about building systems that guide buyers forward
without pressure - but with clarity.

Here at 1927 Media, we believe in the process of taking a step
back and just asking a series of questions to help us stop seeing
the wood for the trees. A few that might help you in your own
evaluation are:

e Areyour teams aligned on what mindset each content
asset supports?

e Do your current tools clarify sequencing- or obscure it?

e Are you measuring movement, or just moments?

e Does your strategy translate into action across
departments?

e Where could shared language improve collaboration?
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Conclusion: Redefining “Best 1n
Class” for Modern B2B

The days of simply increasing content volume are over.

What fast growing organisations now recognise is this: it’s not
more content, but more meaningful content. Content that is
mapped to buyer behaviour, grounded in emotional truth, and
delivered with precision.

The operational rhythm of Collect > Connect > Convert remains
central- but it becomes truly powerful only when layered with
the strategic insight like that of the 4A model underneath.

Execution meets empathy. Activity meets understanding.

“Buyers aren’t on a journey. They’re on a loop. And great
content doesn’t move them forward. It moves with them.”

Embedded in that single sentence is a shift in mindset. Buyers
return, revisit, repeat. Their context changes. Their concerns
evolve. They loop back to earlier stages even as new decisions
emerge. This means best in class content doesn’t chase the
next transaction- it supports the next moment.

Why the “Loop” Matters

In a typical B2B context- long sales cycles, multiple
stakeholders, complex decision paths - progress is seldom
linear. One month the buyer is at Attention, the next facing
Anxiety, then back to Antagonism when a different stakeholder
raises a concern. Recognising this non linearity is the first step
to rethinking what “best in class” means.

When you understand that buyer behaviour loops, your content
strategy must mirror that complexity.

Your Collect phase may need to revisit earlier themes; your
Convert phase may require a fresh Connect moment with a
new decision maker. The cycle continues - and your content
ecosystem must be designed accordingly.

What Makes Content “Best in Class”?

For us, as a company that is focused on living best-in-class
ideals for ourselves and our customers at all times, in all
interactions, several distinctive traits emerge:

e Aligned to mindsets: Each asset is designed not just for a

step in the funnel but for an emotional state.

Consistent across execution and function: Strategy,

marketing, sales and service work with one shared map,

one language, and one rhythm.

e  Operates with precision, not volume: The matrix of
emotional phase x cognitive stage x content type ensures
relevance- no more generic content for content’s sake.

e Built for loops, not lines: The content architecture allows
for revisits, repeat engagements and continuous value- not
just a linear push to purchase.

e Metrics for sanity not vanity: It tracks not only downloads
or clicks but signs of progression, engagement depth and
repeated involvement.

These are the hallmarks of content led growth that scales.

The Role of Practice, Patience and Discipline

Of course, frameworks and theories alone don’t build results.
That requires practice, discipline and repeatability.

The beat of Collect > Connect > Convert must be locked in
across multi-discipline functions. In real, speak, that means
introducing consistency across the way you brief, the way you
create, the way you deliver and the way you track content.

It also means recognising what we established earlier: without
strategy, content is just random motion- a checkbox excercise
that succeeds through luck rather than design. The broken
clock that is right twice a day.

And without alignment, content is nothing but noise.
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In practice, this means:

e Mapping every content asset to a buyer mindset and
emotional stage

e Choosing formats, channels and timing based on
behavioural insight, not habit

e Optimising hand offs between marketing, sales and
activation so no momentum is lost

e Continuously reviewing measurement for progression, not
just result

A Call to Action

Where do you go from here? Here are three moves to make
this real in your organisation:

1. Audit your content by phase: Review your current assets
and classify them by which 4A stage and which CCC phase
they address. Where are gaps? Where is duplication?

2. Build your heartbeat: Set a regular check in rhythm across
teams- weekly, fortnightly or monthly- to discuss where
buyers are stalling, which assets are performing, and what
needs refreshing.

3. Design for loops: Introduce content that acknowledges
cyclical behaviour - return visits, new stakeholders,
evolving needs. Treat your journey as a loop.

Final Thought

The mark of modern, high-performance content is no longer
whether you can execute more, it’s whether you can execute
smarter. When you begin to treat content as infrastructure not
impulse, that is when your results will improve.

In the experience economy, value is not created through
volume, it’s created through connection, relevance and
momentum. Your future buyers aren’t moving forward in a
straight line.

They return. They re evaluate. They loop.

Your content must be ready for that reality. To be best in class
today means to design for loops, not lines. It means to move
with the buyer, not ahead of them.

And in that respect, your greatest asset isn’t the content you

produce, it’s the content ecosystem you build., that is what will
define your success.
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1927 Media at a Glance

Having launched over a decade ago as a specialist B2B publisher, 1927 Media has evolved to
a multi-division, full-service ecosystem offering publishing, demand gen, events, strategy, and
more, all designed to activate your content and support buyer progress from first contact to

final decision.

L&)

884

e
[

OO OO OO OO OO OO OO OO OO OO OO OO OO OO0

1927media.com

Find out more @ www.1927media.com

1927 Content Systems

TCS development, production
and management of additional
services within the TCS
delivery and implementation

1927 EMS

Event Management Services
available to support you in
the final stages of the buyers’
journey.

1927 Strategy &

Implementation

Consultancy services to help you
fully leverage our proprietary 4A
content framework so you can

maximise prospect conversions.

Say Hey! @ hello@1927media.com

P (<

1927 Portfolio
Publishing

A publishing portfolio built from
the ground up to meet above
the line requirements in an Al
dominant age. Offers visibility in
awareness & attention phase

1927 Demand-Gen

Demand-Generation campaign
management services to ensure
that you are connecting with
buyers in the earliest part of
their journey enabling you to
monitor their progress.

1927 Speaker Services

Industry-leading professionals
that can host and moderate
for you and provide training

to allow you to take the
frameworks and deliver repeat
events without ongoing costs.
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