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Marketing

BY KIM KELLEY, FRBMA

For years, I’ve advocated for content 
writing, urging marketers to churn out 
copious amounts of fresh content to 
appease the ever-hungry search engines. 
But times have changed, my friends. 
The rules of the game have shifted, and 
it’s time to put those pencils down. No, 
seriously. It’s time to embrace a new 
approach to content marketing—one that 
prioritizes relevance and meaning over 
mindlessly flooding the web.

The Evolution of 
Content Marketing:  
Quality Over Quantity

In the early days of content marketing, the prevailing wisdom 
was simple: the more, the better. Marketers were encouraged to 
generate a constant stream of fresh content, believing that search 
engines would reward them with higher visibility and improved 
organic rankings. And they were right. Search engines loved the 
feast of information, gobbling it up and spitting out results that 
satisfied the insatiable appetite of online users.

But as the digital landscape has evolved, so too have the algorithms 
that govern search engine rankings. The focus has shifted from 
sheer quantity to the quality and relevance of content. In a world 
inundated with information, users are no longer impressed by the 
sheer volume of content. They crave substance, meaning, and value.

Today, the key to effective content marketing lies in understanding 
your audience and providing them with the content they genuinely 
need and want. As marketers and executives, we must grasp this 
fundamental shift and adjust our strategies accordingly. 
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Engagement and Shareability

A content strategy based on content people care about naturally leads to 
increased engagement. When your articles, blog posts, or videos offer real 
value, they become share-worthy. Users are more likely to share content 
that enlightens, entertains, or inspires them. By crafting meaningful and 
relevant content, you tap into the human desire to connect and share 
valuable resources. This organic sharing, in turn, amplifies your brand’s 
reach and increases brand awareness.

Search Engine Optimization (SEO)

While the focus has shifted from quantity to quality, it’s important to note 
that search engines still play a crucial role. However, they’ve become 
more intelligent and more discerning. Search algorithms now prioritize 
content that aligns with user intent and demonstrates expertise. Creating 
well-planned, relevant content improves your chances of ranking higher 
organically. Optimize your content with targeted keywords, but remember 
to do so naturally and in a way that enhances the overall user experience.

Long-Term Sustainability

Content that is relevant and meaningful has staying power. Evergreen 
pieces that withstand the test of time continue to drive traffic and 
generate leads long after they’re published. By shifting your focus, 
you invest in long-term sustainability and reap the benefits of ongoing 
organic visibility.

Moreover, AI-powered content writing tools are driving the paradigm 
shift in content creation. These tools utilize machine learning to assist 
marketers in generating relevant, on-brand content at scale. By leveraging 
AI, we can streamline the content creation process, gain valuable insights, 
and meet the evolving needs of their audience. AI content writing tools 
enable marketers to focus on crafting meaningful narratives and strategic 
content planning, striking a balance between quality and quantity. They 
offer an opportunity to adapt and thrive in the ever-changing landscape 
of content marketing.

So, let’s bid farewell to the days of content overload and to those 
restless pencils. It’s time to embark on a new content marketing 
adventure—one where readers are delighted, not overwhelmed. It’s time 
to shift our focus to relevance and meaning and create content that 
truly resonates with our audience. We can captivate our readers and 
drive real results by crafting engaging narratives, providing valuable 
insights, and adapting to new content creation methods. So, let’s 
embrace this content marketing journey with purpose and creativity, 
armed with the knowledge that quality content is the true king in 
today’s competitive realm. Together, let’s shape the future of content 
marketing and leave a lasting impact.

zA Fellow of the RBMA, KIM KELLEY has over 
25 years of marketing and advertising experience 
with a specialty focus in radiology. She has served 
on the RBMA Board of Directors, is a regular 
contributor to the RBMA Bulletin, and has been 
a speaker at ACR, RBMA, and AHRA educational 
conferences.

User-Centricity

Gone are the days of creating content solely for the sake of search 
engines. Modern content marketing requires a user-centric approach. 
By understanding your target audience—their pain points, interests, and 
aspirations—you can tailor your content to resonate with them. Address 
their specific challenges, answer their questions, and provide valuable 
insights. When your content aligns with their needs, you’ll establish trust 
and loyalty, building a solid foundation for long-term success.

Authority and Credibility

In the digital age, trust is a scarce commodity. Consumers are wary of 
misleading or irrelevant information. By focusing on valuable content, 
you position yourself as an authority in your field. Thoughtful, well-
researched pieces demonstrate expertise, earning you the respect and 
trust of your audience. Quality content can also attract backlinks from 
reputable sources, further solidifying your credibility in the eyes of both 
users and search engines.

Here are a few reasons why meaningful now reigns supreme:
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