
There’s a concept that’s pervasive in the content marketing field that each time you put your 
brand and message in front of the audience - wherever they are in the customer journey - you 
should “delight” them.  
 
It’s not a bad idea. It encourages you to find new and interesting ways to create a positive 
impression of your company in the mind of the audience. You want to surprise, inform and help 
them and they should come away from the interaction feeling as if your company is a good one 
and one they will consider doing business with in the future.  
 
A basic understanding of audience dynamics will tell you that’s not always possible, and striving 
to attain such goals, as laudable as they may be, will only drive you a little more insane every 
time you try.  

Creators Are Offensive 
Content marketing, as should be clear, requires content. You have to produce something and 
put it out into the world in order to engage in the kind of inbound marketing tactics that content 
marketing is one part of.  
 
In other words, you need to work with those who are, in some manner, creators and producers. 
These people by very definition are not fit for civilized society, no matter how they may dress. 
Creators are offensive and divisive. It takes a certain personality type to say “Yes, I’m going to 
create this new thing and put it out for public consumption.” You have to be borderline crazy to 
do that, even in a corporate environment.  
 
The simple act of creation is offensive. It’s much safer to not do so and just sit back and 
consume, or comment snidely on what others have created. The best creators will take 
positions and share opinions that will ruffle some feathers, regardless of how constructively they 
might be presented or how useful that material is meant to be.  
 
Someone will disagree with what you’ve shared because it offends their perspective. Or they’ll 
dismiss your whole argument because they’ve tried what you’re suggesting and it never worked 
or was shot down by a boss that held a grudge going forward.  

You Will Never Please Everyone 
Even the movie that’s been most carefully engineered by a studio that has pored over audience 
demographics, trends and other data, hiring the actors and creators whose focus group likability 
is the highest and least controversial, will fall flat for some people. They may actively not like it 
or, worse, may simply be bored by it. Despite being someone who *should* enjoy the hell out of 
it on paper, it fails to resonate.  
 
That’s because people are more than what they should be or what the data says they will be.  
 



Creating audience personas is a great idea for any content marketing program. They provide 
focus to the content being created, allowing you the marketer to hone the message - including 
voice, tone and call-to-action - in ways that increase the odds it hits them square in the felt or 
real needs and encourages them to keep moving down the customer journey, enter your 
conversion funnel or strengthen their connections with your company.  
 
But while Carl is exactly the kind of individual you had in mind when you created the 
“Experienced Purchasing Manager” persona, your blog post last week, meant to speak to the 
very real needs felt by someone in that position, didn’t work for him. It came off as a bit 
rudimentary, like it was intended for someone with half his experience and knowledge. If that’s 
the kind of advice you have to offer, he may need to take his business elsewhere.  
 
Or maybe he first saw the post in an email right after his boss rejected an idea he’d offered. Or 
he’s frustrated thinking about how the kids aren’t helping around the house as much as he 
thinks they should. Or he’s unimpressed because he’s in a good mood after splurging and 
getting a cup of his favorite coffee and this just doesn’t keep the positive momentum of his 
morning going, reminding him of work realities.  
 
Whatever the case, it’s statistically impossible to please everyone with everything. In my 
experience if you can get that number to 50% you’re among the all-time greats.  

Delivery Impacts Reception 
We live and operate in a time where delivery is possible through any number of platforms and 
technologies. Email, RSS, web publishing, social media and various print media are all at the 
fingertips of most content marketing professionals. Which ones are chosen will vary based not 
only on the preferences and capabilities of the marketers but (hopefully) also on which are 
preferred by the potential audience.  
 
Despite that level of control, something that’s wholly unique to content marketing in the 21st 
century, we still don’t have control over what environment that content is delivered into.  
 
Back to my earlier example, if your email encouraging Carl to download a white paper based on 
the webinar he attended last week arrives right after an urgent message saying he needs to do 
three days of research and evaluation before the end of the day, he’s going to have zero 
interest in it.  
 
Likewise, if the Tweet you crafted to generate action is displayed right after Karen reads one 
about immigrant children being illegally detained in her state, she may not even register it. Or 
your lead-generation blog post might show up in Kyle’s RSS feed right after the trailer for a new 
movie he’s looking forward to, so he blithely skips right past it while still chuckling at Will 
Ferrell’s antics.  
 



And all of that doesn’t even get into how your post on Facebook or Instagram is likely going to 
be repressed by algorithm changes that prioritize updates from friends over brand messages.  
 
Distribution options are plentiful, but there’s still almost nothing content marketing professionals 
can do to control the context it’s received by the audience in to.  

Ditch the Unrealistic Obligation of Delight 
With all of that being said, there are a number of ways to adjust your thinking so it’s more in-line 
with what’s actually achievable, freeing you from the burden of feeling that every interaction 
must knock everyone’s socks off and, failing that, you’re a tremendous failure.  
 

● Embrace being offensive: I’m not saying you should go out of your way to honk people 
off, but understand that not everyone will be delighted by your content or react well to it 
because the best content - regardless of format, genre or goal - is inherently divisive.  

● Understand uncertainty: With so much up for grabs in terms of how, where and when 
someone reads, listens to or watches what you’ve created you have to allow for some 
variance in how it’s received, if at all. Even your best targeting efforts can’t ensure you’re 
not hitting someone at just the wrong moment.  

● Remember your customers are not personas: The main problem with the buyer persona 
model is that by definition it starts from the assumption the person is, has been or could 
be interested in buying what you’re selling. But people themselves are a lot more 
complex than even the most complex and complete data might make them out to be.  

 
Again, the goal here is not to discourage you from trying to reach your audience with relevant, 
timely, useful and actionable messages. Go forth and do that, with my blessing.  
 
It’s simply that management and leadership expectations need to be adjusted to be more 
realistic and achievable. It may not be Jack’s fault the email campaign he oversaw returned half 
the average success for previous efforts, it’s just that it hit the majority of recipients at the wrong 
moment, something that was completely out of his control. If it keeps happening, that’s a 
different conversation. But don’t judge someone’s efforts entirely on one instance.  
 
Above all, don’t forget that putting something out in the world requires creativity and courage. 
When you are sure of the eventual results, it means you’re operating without fear and don’t 
have the courage to see how the effort turns out. You have to go out on a limb, not play it safe. 
Courage, then, means going beyond what you know will turn out well into the realm of what may 
turn out poorly. The risk is great, but so is the reward, as courageous content often gets the best 
reactions and results.  
 
In short, don’t worry about delighting your audience every time you take a shot. Do what you 
can in the best way you can and hope that all those factors that exist outside your oversight 
align in your favor.  



 
For more content marketing insights and to learn more about my freelance 

writing and consulting services, visit ChrisThilk.com 


