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Content Marketing vs. Marketing Content 
 

Content Marketing is the utilization of content to market a brand. Marketing content is, as 
the name suggests, the promotion of content. To truly draw a distinction between the two, it is 
important to understand their similarities. Each involve a brand, relationship with an audience, 
and content.  

There are two categories of brands. There are brands whose product is an actual object 
or service, such as Apple computers or Tinder, a dating app. Then, there are brands like 
magazines and blogs whose product is content. Both kinds depend on marketing to bring their 
products to the marketplace to be consumed or purchased by an audience.  

Brands do not exist without an audience. Once a relationship between a brand and an 
audience diminishes, the brand begins to fail regardless of the strength of the product or 
content. Brand dilution is a difficult challenge that brands face. Consumers have a plethora of 
options when it comes to products and services. The only way for a brand to differentiate itself 
from its competitors is through good content that captures and retains an audience. There are 
two types of audiences, those that are preexisting and those that are created. It is up to a brand 
to decide if their product would enhance an existing audience’s culture, or if a new audience and 
culture would be created around their product. Regardless of the decision, the brand must 
create a need, not a want or desire, but an addiction to their product.  

Addiction is created through content. Content is defined by Scott Abel, author of The 
Language of Content Strategy, as “a text, image, video, decoration, or user-consumable 
element that contributes to comprehension.” Abel goes on to explain content is “the single most 
important way of understanding an organization’s products, services, stories, and brand.” Good 
content is relevant, necessary, and sufficient to an audience and it’s understanding of a brand’s 
vision, voice, and values. It has an integrated message that can be converged and syndicated 
across different mediums.  

The difference between content marketing and marketing content comes from their 
approach to brands, promotion, and relationships with an audience.  

Content Marketing uses content to sell a brand. To put it another way, content is created 
to promote a brand and the experience its products provide. The main goal of content marketing 
is to create an addiction to the brand lifestyle through content that serves as an extension of that 
experience. Consumers subscribe to the lifestyle that a brand advocates. Content marketing 
serves to extend the experience consumers have when using its products through content that 
is relevant, necessary, and sufficient. Sufficiency is a key component of creating addictive 
content. Sufficiency means that nothing else is needed to complete the experience. Addiction is 
created through repetition and consistency. A brand’s content must be so sufficient the 
audience cannot fill their addiction with another brand or product. Red Bull is an example of a 
brand that utilizes content marketing to promote a lifestyle. When consumers drink red bull, they 



 

feel energized. The brand has capitalized on that experience by creating a lifestyle filled with 
extreme sports such as snowboarding and motocross, and other exciting adventures like music 
festivals and cliff diving. Red Bull’s content includes events like concerts and sports 
competitions, video, including movies and a TV channel, featuring sponsored athletes and the 
culture around their sports, and a blog with culture and lifestyle advice. Extending the 
experience of a brand strengthens the preexisting relationship with the audience. Content 
marketing practices super targeting, generating specific content for a specific audience. 
Different aspects of a brand’s lifestyle appeal to different audiences. Content marketing knows 
what aspects appeal to what audiences, and create content that is intended to capture a target 
audience’s attention and keep them coming back for more. All in all, content marketing uses 
content to sell a brand. It is an extension of the experience its products provide, and as a result 
strengthens the relationship with a pre-existing audience.  

To contrast, marketing content is utilized by brands whose product is content. Rather 
than create content for a brand, the content is the brand. The main goal of marketing content is 
to promote the content. In other words, content is created to be promoted rather than be used 
as a promotion tool. One large distinction between marketing content and content marketing is 
the relationship with the audience. While content marketing serves to strengthen an existing 
relationship, marketing content is focused on developing a relationship with an audience. 
Marketing content is intended for a broader audience. Content is created to be repurposed for 
different audiences and platforms. For example, Hearst creates content to be tweaked and 
shared on social media across similar titles like Marie Claire, Elle,  and Harper’s Bazaar. 
Marketing content is comparable to dating. The brand is getting to know the audience. The point 
of marketing content is to pick the audience’s brain to see what they like and dislike, and to 
keep them coming back for more. Content marketing for the audience ends with the brand. The 
end result of marketing content is a relationship, be it long term or one night.  

Content marketing and marketing content are undoubtedly different, the main difference 
being the purpose of the content. Is the content created for promotion or to be promoted? 
However, it is becoming increasingly difficult to draw a distinction between content marketing 
and marketing content. For example, Complex  magazine hosts Complexicon, a festival that 
brings the vision, voice, and values of the magazine to life through concerts, panel discussions, 
and exhibits. The event is created to promote the hip-hop, highly cultured lifestyle of the 
magazine, extending the experience of the magazine. It is intended for a specific audience, 
Complex  readers. The event could be considered as content marketing for Complex  as a brand, 
not its content. Brands that are in the business of selling, marketing, content benefit from 
content marketing because they are also brands. Fear that content marketing could steal 
audiences from brands that are in the business of selling content stems from the fear that the 
audience will not understand the intent of content marketing. This is a great thing for content 
creators. The increase of quality content produced by content marketers can only push content 
creators to become more innovative not only in creation, but promotion, too. At the end of the 
day, the most promoted content wins.  
 

 


