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WHY DID WE WRITE THIS GUIDE?

We wanted to give you the most extensive and detailed guide of advanced content
marketing techniques available today. This resource is chock full of tactical, imme-
diately actionable ideas that you can implement in your own business — to start
building a community of fans and followers, to increase engagement and traffic to
your website, and to drive sales.

We've included everything from planning to writing to promoting your content so
you have all the information you need to all be insanely successful and prosperous
on the Web — all in one place!

WHO IS THIS GUIDE FOR?

If you’ve only read about content marketing or have already begun to get your
hands dirty, if you want to learn more about producing and publishing content, this
Advanced Guide To Content Marketing is for you.



If you've already mastered the basics of Content Marketing, such as starting a blog
or producing videos and podcasts, and want more, this guide is for you!

The Advanced Guide To Content Marketing is for anyone looking to take their suc-
cess on the Web to the next level: bloggers, business owners, eCommerce sites and
even affiliate marketers. This guide provides you with dozens of actionable tactics
you can put to work today to begin engaging your ideal customers with high-value
content.

HOW MUCH OF THIS GUIDE SHOULD YOU READ?
To get the most value, you’ll want to read the whole thing! While you may not need
to apply every section to your content plan today, you will gain an understanding of
the concepts in each part.

Content marketing can be started by implementing just one type of content at a
time. So start with your blog. Then add one new type of content at a time. The key is
to integrate it into the rest of your marketing plan, so it works together like cogs in a
machine.

To start, you may read whatever section applies to you now, but it can definitely
benefit you to read it all.
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g  BUILD A STRONG FOUNDATION

In this chapter, you'll lay the groundwork for a powerful

content marketing strategy that can help you build your
business.

If you're ready to jump into content production and want to
start writing right away, I understand. But at some point,
you’ll need to define why you create content and what
you're trying to achieve with it. The decisions you make in
this chapter will give you a strong foundation for your con-
tent marketing plan — and make you stand out as a content

publishing guru.



e HOW TO GENERATE THOUSANDS OF
= CLICKABLE IDEAS FOR YOUR CONTENT

As a content marketer, you need to be able to generate an unending

stream of interesting, unique, and valuable content ideas. Let’s face it,
that’s a big task!

So to make sure you have what it takes, this chapter offers seven practical
tactics for creating your own idea-generation system, so you can easily
come up with all the ideas you need.

\\\\\ HOW TO PLAN YOUR CONTENT
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By now, you have a working content marketing plan and a list of ideas.

It’s time now to start planning your content. (This is the fun part.)

In this chapter, you’ll continue to expand on the Content Plan you creat-
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ed in chapter 1. You'll develop a working Editorial Planner in which you
can plan and track your content, and after it’s published, record results.
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You’'ll also begin planning content for the next few months.
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2 LEARN TO WRITE CONTENT LIKE A PRO
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It’s time to start creating content. But not just any content. We're talking
relevant, creative, engaging content that actually gets read.

And that’s exactly what you’ll get in this chapter. Here we cover the six
steps of the creative process, in depth and with specific examples showing

you how to turn your idea into a finished piece of content.



g== 12 CONTENT WRITING SECRETS
“®" OF PROFESSIONAL WRITERS

One of the biggest struggles content marketers have is producing enough
content and simultaneously keeping the quality high. That’s something

professional writers must work through on a daily basis.

So in this chapter, you’ll learn 12 secrets of professional writers: the
tips and tricks that help them consistently produce a steady stream of
high-quality content.

& TEMPLATES FOR QUICK
AND EASY CONTENT CREATION

In this chapter, you’ll find 12 tried-and-true templates that content
writers have used successfully for years. These templates are in-
valuable for finding the right structure for the type of content you're

creating.

Why is this important? Because when it comes to communicating
your ideas, the way you organize and present them is as important
as your ability to put them into words.

€ OVERCOMING COMMON CONTENT
& MARKETING ROADBLOCKS

Because content marketing involves more than publishing a few blog

posts, and because content creation demands a huge commitment of
time and resources, there are a lot of roadblocks that can slow your
progress.

Some of them are obvious: dealing with writer’s block, for instance.
Others stem from wrong thinking about what content marketing is
and how to manage it.

So in this chapter, we’ll talk about ways you can overcome ten com-
mon obstacles. (If you proactively put these strategies to work before

you get stuck, you can reach your goals in record time.)



@ THE OTHER SIDE OF CONTENT
@ CREATION: OPTIMIZE FOR SEARCH

Planning and writing your content is only part of the process. You

also need to optimize it so people can find it in search engines.

In this chapter, you learn the basic tactics you need to use to make
sure your content is well received by search engines and readers.

e DROMOTING YOUR CONTENT TO INCREASE
" TRAFFIC, ENGAGEMENT, AND SALES

The secret to content marketing boils down to three things: creating

great content, making sure it gets found in search engines, and pro-
moting it to your followers.

You've learned the secrets of creating great content and making sure
it ranks well in search engines. Now let’s talk about ways to promote
your content.

= [RIVING BUSINESS OBJECTIVES WITH
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4@ CONTENT: 5 SIMPLE STRATEGIES FOR
MONETIZING YOUR CONTENT

The optimization and promotion tips we’ve shared in the last two

chapters can make a big difference in your traffic levels. But once
people are on your site, you need to convert that traffic into sales.

In this chapter, you learn five methods for monetizing your content
without advertising. Not all of them will work for every business.
But all of them are valuable strategies that are being used success-
fully by other content marketers.

SIMPLY PUT, USE THIS GUIDE TO HELP YOU TAKE YOUR
CONTENT MARKETING TO THE NEXT LEVEL. | DQWNLOAD
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Welcome to my first chapter in the Advanced Guide to Content Marketing. In this
chapter, you’ll lay the groundwork for a powerful content marketing strategy that
can help you build your business.

If you're ready to jump into content production and want to start writing right away,
I understand. But at some point, you’ll need to define why you create content and
what you're trying to achieve with it. These are the decisions that give your content
focus and clarity — and make you stand out as a content publishing guru.

Why not make those decisions now so you can lay a strong foundation!

When you’re done with this chapter, you’ll know your objectives, your target audi-
ence, and your strategy. You'll also learn the technology and work flow that will help
you meet your objectives.

So you can confidently plan and create your content, knowing you're creating the
type of content that will engage your ideal customers and grow your business.




Ben Grossman
founder of BIGMarK
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WHAT IS CONTENT MARKETING? V>

It is a strategy of producing and publishing information that builds

trust and authority among your ideal customers. m
It is a way to build relationships and community, so people feel loyal

to you and your brand.

It is a strategy for becoming recognized as a thought leader in your ’

e

CREATE A SIMPLE PLANNING DOCUMENT
y

Throughout this chapter, you’ll be making important decisions about
how you’ll structure and manage your content marketing efforts. As you
make those decisions, you need to write them down, so you will end up
with a simple, actionable content marketing plan that will guide your
content creation from now on.

Here’s what you need to do:

Name it Content Plan j ear] For J ear] put the current year. - -
39 |
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Structure Desired Action URL

Column B: Channel Column F: Tone
Column C: Objective Column G: Desired Action

Column D: Structure Column H: URL

Select cells A3 through Ho.

In the ribbon, click Format > Format Cells (the bottom command).
| I, S
1 CHANNEL PLAN

I aigrmene | _rons. [ [bowier || o4 ]

Frotecton

Audience
Mission
| Statement

In the pop-up box, select the “Border” tab.

There are three border styles in the upper right-hand side of the box. Select
“Outline” and “Inside.”

Click “OK.” You will create a box, ready for the decisions you make later in
this chapter.

NOTE:




Next, under the Channel Plan, create a box for recording your core message, which we’ll do lat-
er in this chapter. Use the same branded colors/formatting that you used in the channel plan

In cell A11, type “Core Message.”
In cell B12, create a heading, “Message / Topic.”
Next to it, in C12, create a heading, “Summary / Keywords.”
Beginning in A13, create several subheads:
A13: “Target Audience”
A14: “Mission Statement”
A15: “Core Message or Question”
A16: “Secondary Messages”

Then list the numbers 1 through 7 in the rows that follow.

Use the Borders command to create the boxes for your final decisions.

1 CORE MESSAGE
Message [ Topic Summary / Keywords

Targst

J Audience
Mission
Statement
Core Message

g or Question
5-7 Secondary
Messages




25 BUSIMNESS OBJECTIVES
Businezs Busginess Impact Benchmark 1zt 2nd Quarter Results  3rd Quarter 4th Quarter Results
Objectives [Reason Why) Quarter Results

Results

In cell A25 of this Excel file, type “Business Objectives.”

Create these column headings in row 26:

Column A: Business Objectives Column E: 2nd Quarter Results

Column B: Business Impact Column F: 3rd Quarter Results

Column C: Benchmark Column G: 4th Quarter Results

Column D: 1st Quarter Results

Use the Borders command to create 5 rows of boxes below this header
(rows 37-41).

That’s it! You now have a strategic planning document, ready and waiting for the decisions
you’re about to make. Now it’s time to begin developing your strategy.
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When planning, it’s important to decide what you want to accomplish be-

fore you decide how you’ll accomplish it. So we start with your objectives
for content marketing.

I've broken the process into steps so it’s easy for you to see what decisions
need to be made, and in what order. But realize that, while some decisions
are simple, others feel like guesswork. That’s okay. Content marketing is

like any marketing strategy. You need to test your ideas to see what works.

Make an educated guess for now. You can easily change your mind if you
find that your original decision isn’t giving you the results you need.

I recommend making a plan and sticking with it for three to six months. Then evaluate your results. If

some of your decisions don’t pan out, tweak them and give it another three to six months. That gives you

enough time to test your decisions while allowing you to find your best methods quickly.

There’s no right answer here. Just pick one. From a high level perspective, what do you want to
do? For example:

Prospecting. Generate leads for follow-up by sales and marketing teams.
Sales. Help your sales team close sales more quickly.

Marketing. Generate interest in your products.

PR. Build and repair public opinion about your brand and products.
Community. Develop friends and fans who interact with your brand socially.
Customer support. Help customers get the most from your products.

Thought leadership. Develop name recognition and respect, and to influence your industry.

Go to the Business Objectives box in your planning document.

Name one primary goal and two or three lower-level goals for your content marketing
efforts. Be specific. Name the exact outcome you’d like to see or percentage improvement.
You may also include a realistic time frame for achieving each goal. Record these in col-
umn A, Business Objectives

Next, write down why you’d like to achieve each goal. Your answer should define a partic-
ular way it will help your business grow. Record this in column B, Business Impact.




Now create a benchmark that will allow you to track future results. Under “Benchmark,”
enter sales figures, profits, number of click-throughs, or some other number that will help
you measure growth.

At this point, you're deciding on the business objectives you hope to
achieve with content marketing, including the business impact of that
goal and your current status.

Notice that this Business Objectives box also provides space to track
results. Once a quarter, plan on reviewing results of your decisions so
you know which strategies are working and which need tweaking.

Your plan will be as individual as your own business. But here are three common strategies you
may consider:

You could use social media to drive traffic to your blog, then write blog posts that drive traffic to
landing pages.

SOCIAL LANDING
MEDIA PAGES

You could use all content to drive a particular action, such as enrollment in a membership site.

So social media, blogs and videos give tips and useful information, but how-to information is
reserved for paid members.

SOCIAL
MEDIA

MEMBERSHIP
SITE




You could use a wide variety of content — blog posts, podcasts, videos — to drive sales. So each
piece of content is written for the express purpose of piquing interest in one of your products.

SOCIAL
MEDIA

PODCASTS PRODUCTS

Now you.

Beside the Core Message box in your planning document (cell E11), type “Content
Strategy.”

Decide which approach you want to take. If it’s one of the three listed above, copy and
paste the appropriate image into your Excel file under the “Content Strategy” heading.

If you have another plan, write it out in this spot, so you can easily refer back to it.

Your core message is the primary benefit you offer your customers. It might include your story
or the one piece of advice you share with customers.

This message is the bottom-line reason why you’re in business and should be the guiding

What do you want to do for your customers or clients? What impact do you want to have

on their lives?

Based on your mission statement, what is the big benefit you want your followers to get
from engaging with your content.

If you can’t decide what it is, look for one central solution you provide your customers or
one big question you answer when talking with them.

If you only have one message that you write about in every piece of content, it’s going to
get stale quickly. To avoid repeating your core message ad nauseum — and to give you lots
of editorial topics to write about — select 5 to 7 sub-topics that support your core message.




EXAMPLES

WORKINGMOMSONLY.COM

Mission: “To supply the tools that can give EVERY working mom the ability to
lead a healthy, wealthy, and more balanced/blended lifestyle.”

Core Message: You can live the life you have always dreamed of, the life you
and your family deserve.

Secondary Messages: business, health & well-being, kids, relationships,

CRAZY EGG

Mission: To provide affordable, effective heat-mapping technology that helps
people improve on-page conversion.

Core Message: You can boost your website’s profit within 30 days

Secondary Messages: web design, conversion optimization, blogging for

In the Core Message box, write down your mission statement.

Write down your core message. (You can refine it over time, but get something down on pa-

per now.)

List 5-7 secondary messages. (If you aren’t sure, list as many as you like. Then narrow the list

Select five brands in your industry that are using content marketing successfully. You may select
brands that are industry leaders or smaller brands — as long as they use content marketing to

grow their business.

In the Competitive Analysis Box you created above, list those five brands.

15 COMPETITIVE ANALYSIS
Their Core Message Topics they Cover Types of Content Frequency Typical callste The Gap

Then evaluate their content:

Try to identify their core message.




List the topics they cover. How well do they support the core message?

List the types of content produced, include blog posts, social media posts, podcasts or vid-
eos, special reports, slide shows, infographics, ebooks, and more.

Make note of how often each type of content is posted. If several types are used, lay out
each content type in its own line in the previous column, then list the frequency of that
type of content beside it in this column.

Make note of the calls to action used in different types of content.

Try to find the gap, or what they don’t cover in their content marketing.

Your content won'’t get noticed by Google or by your readers if it just rehashes everything else
on the Internet. To stand out, you need to do something unique.

Review your competitive analysis one more time, and try to find the “thing” that each brand is
known for, the unique element that makes them shine.

Your goal is to come alongside the competition and still offer something different. So look for
something that none of them cover. This is the gap that you can fill to make your own brand

unique.

A few examples of what might set you apart:
Your style
Your personality
The depth of your information
Your unique approach to the core topic
Your value proposition

This is your “differentiator.” Type it into your planning document below the competitive
analysis.

TL

43 MARKETING STRATEGY
Differentiator




$TEP1 DECIDE WHO YOU WANT TO READ YOUR CONTENT

v

SELECT THE NICHE.

The truth about marketing is that if you target everyone, you’ll hit no one. So you need to
define the niche that you want to serve. This is a specific group of people who are interest-
ed in the topic you write about.

REFINE THE NICHE.

to be specific about who you write for. For example, “Animal lovers” is a niche, but it’s rel-
atively broad. “Cat lovers” is a more targeted niche and could make a better target.

CAN YOU NARROW THE FIELD EVEN MORE?

A micro-niche is a subset of your chosen niche. For example, “cat breeders” or “lovers of
hairless cats” are micro-niches in the “cat lovers” niche.

When picking your target audience, choose as small a group as possible that is large
enough to help you meet your marketing objectives.

ENTER YOUR DECISION IN THE CORE MESSAGE BOX IN YOUR
CONTENT PLANNER.

11 CORE MESSAGE

Message [/ Topic

STEP2 MAKE SURE IT'S A VIABLE MARKET.

Just because you want to write for a particular market doesn’t mean they’re a good fit for you.
Before you settle on a specific niche, make sure it’s a viable market.

¥ ASK YOURSELF:

2 Are there enough people in this group to meet your sales and community-building objectives?

2 Do these people want or need the information you provide?



B Will they benefit from your product/service?

2 Do you understand what triggers their buy response?
2 Can they afford your product/service?

2 Are they accessible through email and social media?

2 Are they open to receiving your messages?

DO A GOOGLE SEARCH TO VERIFY THAT PEOPLE ARE LOOKING
FOR THE INFORMATION YOU PLAN TO DELIVER:

B Visit Google adwords.
B Type in your keywords

B Verify there are at least 10,000 monthly searches.

Keyword ideas Ad group ideas (Beta)

Download ~ - - Sorted by Relevance - Columns ~

#zavesl  Search terms (1) 1-101

Keywiord Competrtion Global Monthly Searches @ Local Monthly Searches 7

] hairless cats ~ Low 49,500 33.100

« Save al Cat Breaders (25) - hairless cat breeders, hairess cats breeders More hike these
+ Save sl  Cat Breeds (56) - hairless cat breeds, breeds of hailess cats, cat breads Mare like these
+ Save sl  Cat Rescue [16) - hairless cat rescue, haidess cats rescue, sphynx cat rescue Mare like these

+ Save sl  Cats And Kittens (16) - hairless cat kittens, hairless cat kitten Mare like these

s-rEpg LOCATE YOUR IDEAL CUSTOMER

A market isn’t just a type of person. It’s a group of people who you can connect with. So you

need to look for signs that your target audience sees themselves as a unique group of people. If
they gather together and if there are lists of email addresses that target this group, you have a
good market.

B Find the associations or groups they belong to.
B Find out which social media sites they use.
B Identify magazines or other media they subscribe to. Check to see if you can rent the list.

B Find at least three events they attend. Check to see if you can attend, or if possible, speak at or
have a booth at the event.

CREATE AN “AVATAR,” OR PERSONA, WHO REPRESENTS
THE AVERAGE PERSON IN YOUR TARGET AUDIENCE.

You should never write content to a group. It should sound as if you’re writing to one person —
your ideal reader. So you need to know who that reader is. And to do that, you need to focus on
the details.

For this exercise, don’t pick a range for the age or income level. Be specific. Create one person
who represents everyone in your target audience. So when you create content, you can write to
this one person.



1/ LIST THE DEMOGRAPHICS OF YOUR IDEAL READER.
P Age

2 Location

» Gender

B Income level

2 Education level

B Marital or family status
B Occupation

B Ethnic background

% LIST THE PSYCHOGRAPHICS (VALUES AND MORAL CODE) OF
YOUR IDEAL READER.

2 Personality

B Attitudes

» Values

2 Interests/hobbies
B Lifestyles

» Behavior

6’ GIVE HIM OR HER A NAME.

q IF YOU CAN, FIND A PICTURE.

Take a picture of a real customer

Visit http://www.morguefile.com for royalty-free images

Visit http: //www.dreamstime.com for paid and/or free images.

Your ideal customer avatar won’t be used in your marketing. It’s just for you to know who
you create content for. But that doesn’t mean you should skip this exercise. The better you
know your target audience, the more engagement you’ll get.

LOCATE YOUR IDEAL CUSTOMER

Research.ly. (paid) This program filter conversations from 1,000 days of social data for insights

into influence, sentiment, demographics and psychographics — to help you connect with your
target audiences, manage brand perception, collaborate across networks and increase your so-
ciall media ROI.




KISSmetrics. (paid) Helps you know your customers better by tracking “events,” or actions peo-

ple take on your website, such as “Visited Site” or “Completed Checkout.”

Google Analytics Tells You What Happened,
KISSmetrics Tells You Who Did It.

Forrester (free tool, paid service) This tool helps you profile your customer’s social computing
behaviors so you know where they look for content online.

Janery
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CRAFT YOUR CORE MESSAGE INTO A BENEFITS

STATEMENT OR TAG.

From now on, your core message will serve as a guidepost for every piece of content you pro-

duce. If a topic or idea doesn’t support your core message, don’t waste time on it.

¥
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TURN YOUR SECONDARY TOPICS/MESSAGES INTO

KEYWORDS

In chapter 3, you'll create categories on your website that
make it easy for people to find your content. Each catego-
ry will be based on one of the secondary messages in your
Core Message box.

For now, you simply need to turn each of your secondary
messages into a keyword or phrase that could be used as a
category heading.

¥
o

WerLcomE To MY BLog! You'LL FIND
ARTICLES ABOUT...

Copywriting Secrets
Internet Marketing
Marketing Success

Social Content + SEQ

Success and Productivity




DECIDE ON THE SPECIFIC TYPES OF CONTENT YOU
WANT TO CREATE

You can create one type of content or multiple types. Your options include:

Blog posts: Articles that talk about issues related to your core message and secondary mes-
sages. They can range anywhere from 100 words to 2,000 words, depending on the format you
choose and what your readers prefer.

Articles that are more indepth tend to rank better on the search engines than articles that aren't
thorough.

Magazine articles: Like a blog post, these posts talk about issues related to your core mes-
sage, but instead of publishing them digitally, you publish them in a print magazine. That mag-
azine may be your brand’s magazine, a trade (industry) magazine, or a consumer magazine such
as Inc., Fortune, Time, etc.

Video: Not all content is housed on your website. You can create a channel on YouTube or
Vimeo that provides another access point to your business. Some content marketers upload
videos to YouTube, then reposted on their blog. Others create a video blog, or vlog, that lives on
YouTube.

Podcasts: Podcasts are audio articles or radio shows, often published in iTunes, Stitcher
Radio, or Blubrry. Podcasting is gaining renewed popularity now because people who don’t have
time to read are able to listen to articles while in their daily commute or other activities.

Webinars and Teleseminars: You can present information to a live audience during webi-
nars and teleseminars, then use the recording and slides as content on your website, in newslet-
ters, and in programs/products.

Speeches, workshops, interviews: If it’s information, it’s content. And it’s easy to recycle
this information, incorporating it into other content types to add value.

Powerpoint presentations: Offer the them on your website. Turn them into infographics.
Use them in blog posts. Upload them to Slideshare.

Tutorials, guides: You can create a Web page that provides links to additional information,
essentially making a lesson plan for learning something new. This is a great way to build author-
ity in your area of expertise. Remember to tell people what to do if they need additional help.
(See how easy it is to drive business objectives with your content!)



Infographics: Infographics are creative presentations of facts and figures rather than dry-as-
toast reports. If they’re well done, they are also very sharable. Visual.ly is a great resource for
simple infographics.

White papers and special reports: People want useful information that helps them make
better decisions. That’s why white papers, special reports, and other researched information
make such great premiums and free offers. You can periodically offer these as a value-add to
your followers, or you can offer them as an incentive for signing up to your email list.

Newsletters: Content marketing is about building relationship. What better way than to send
your content to people’s inbox rather than making them visit your website every day? A newslet-
ter also helps you build your email list, which allows you to make email offers as well.

Ebooks, books and products/programs: Ebooks and books are a great way to build au-
thority and trust. You can easily produce a short ebook and sell it on Amazon. Then turn it into
a PDF and offer it on your website as well.

TIP #1: If you're just starting your content marketing strategy, start with your blog. Then as
you gain expertise, add one or two new type of content at a time.

TIP #2: Before settling on a type of content, double check your choice:
B Is it something that is easy for you to create?
B Do your followers want to receive information in that format?

Now you:
At the top of your planning document, in the first column of the Channel Plan, write the type(s)

STEPQ SET YOUR PUBLICATION SCHEDULE

From now on, your core message will serve as a guidepost for every piece of content you pro-
duce. If a topic or idea doesn’t support your core message, don’t waste time on it.

¥

Some bloggers and vloggers publish every day, while others publish every month. Select
something in that range that works for you. Be sure to think about how much time that
will allow you to create other types of content, participate in social media, and get the rest
of your job done. Record your decisions in column E, “Frequency.”

Do you want to set a word count for written content and a time length for webinars/pod-
casts? Or do you want to allow each post to be whatever length it needs to be to cover the
topic at hand? Both approaches are acceptable, but you need to set the standards for your
brand’s content. Write your decisions in column D, “Structure.”

What tone or style do you want your content to have? Chatty? Friendly? Short and to the
point? Professional? Brash? Will you allow slang or profanity? The choice is yours. Record
your decisions in column F, “Tone.”



~e® TECHNOLOGY

Wordpress.org is one of the most popular platforms for a website/blog combination.
YouTube and Vimeo are popular video platforms.
Blubrry, Stitcher and iTunes are excellent podcast platforms.

PDFs sold on your website may work for ebooks and special reports. You may want to publish

them on Amazon as well.

In column B of your Channel Plan, record the channels that you’ll use to publish each type of

Don’t try to be on every social media platform. Choose the platforms where your
customers are active.

Search on Facebook for pages that are similar to yours or target the same people. Check
out the engagement levels. If engagement is good, you may benefit from a Facebook
presence.

Search for your competitors in Twitter. How many followers do they have? How often do
they tweet? If it appears that your target audience is active in Twitter, you may benefit
from adding Twitter to your content plan.

Are you a B2B business? Look for one or two LinkedIn Groups that relate to your

expertise.

You will definitely need a Google+ presence to help optimize your content for
search engines:

Set up a Google+ personal profile for your CEO, owner, or the person who manages your content

marketing. This will allow you to set up Author Rank for your content writers.

Consider creating a Google+ business page for your business. This step is optional, but if you

choose to do it, you can set up your business as a publisher of content.




Enter the social media platforms you want to use in your Channel Plan.

If you need to add more rows to your Channel Plan, highlight row 9, then right-click your
mouse. Select “Insert.” Do this as many times as you need.

Add the social media channels you’ve chosen in column B, “Channel.”

Beside it, under “Content Types,” enter “SMM,” which means Social Media Marketing.

Articles, podcasts, |Blog
video
e
Google+ profile -
Marketing Director
_ o
‘

There are arguments for and against either scenario.
In favor of a separate URL for your blog:

Back in December 2007, Matt Cutts, Head of Google’s Webspam team, disclosed in his blog that
Google prefers to provide only one or two results per hostname/subdomain in search results. If
this is still true (and I haven’t heard otherwise), then having a website and blog — each with sepa-
rate domain names — would allow you to have more results per page.

G Conwversi... =

“~ <O | @ blog.crazyegg.com
Most Visited | | Getting Started | | | | HP Games | J Suggested Sites ©" How to configure Aut... .| Web Slice Gallery |
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Get conversion optimization, analytics and copywriting articles FREE -—- Join here >

THE DAILY EGG

Conversion optimization, analytics and copywriting tips

Take the Crazy Egg blog, for example. It’s on its own subdomain, separate from the Crazy Egg
website. That increases the number of times this blog could show in SERPs.




In favor of making your blog a subdirectory (tab) on your current website:

In recent years, Google has shown preference for active websites that add useful information
(such as blog posts) on a regular basis. Having your blog on your website could, therefore, help
your website rank better in the SERPs.

HOME BLOG ABOUT DIGITAL MKTG SOCIAL CONTENT COPYWRITING

Does Length Impact the Engagement of
Contente

This blog is in a subdirectory within the business website. So it shows up as a navigation tab.
By organizing the blog this way, the entire website appears more active because new pages
(blog posts) are added each week. This helps the website move up in search results, even for a
high-competition keyword.

The choice is yours.

This is not a decision that needs to be recorded in your strategy page. It does, however, help you
know what actions to take next.

For instance, this decision could impact the name you give your blog. (We'll cover that in the next
step.)

And if you decide to use a separate URL for your business and blog — or if you're just starting
out and don’t have a website yet — you need to purchase a separate URL. (We'll cover that in a

moment.)

If your blog is simply a tab on your website, you may not to give it a special name. You may de-
cide to call it the § our business name] blog or { our name] blog.

If your blog posts will also be sent out as a newsletter, you could name your blog after the
newsletter.

However, if your blog is on a different domain, you could give it a unique name. Just be careful
that the name you choose relates back to your main website or brand, so customers don’t get

If you decide you want to put your blog on a separate domain (URL) from your business web-
site, this step is for you. If not, skip down to section 6, Content Management.

Visit Register.com, GoDaddy.com, or Namecheap.com to see what’s available. Don’t be dis-
couraged if the “perfect” URL isn’t available. Consider using a longer URL or coming up with a
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Start with a domain

@ Mow just$9.99 | Domainpricing | BulkSearch | Risk-free domain transfers




Choose a hosting service:

With C-Panel ¢ ontrol panel) interface

Providing 24/7 support

That allows more than one domain

With a good track record and 30-day, money-back guarantee
A few recommendations:

www.Hostgator.com

www.bluehost.com

Once you have a registered domain name (URL) and a hosting company, you need to connect

them.

Your hosting company uses what is called a nameserver to connect to your registered domain.
This is a unique series of code numbers (like a password) that translate a domain or subdomain
into an IP address, making it accessible on the Web.

You will find your nameserver codes on your front page when you sign in to your hosting
account. (For example, they look like NS1.BLUEHOST.COM and NS2.BLUEHOST.COM.)

Cut and paste your nameservers into a Word document. Then log in to you domain

Domains
Domains - Buy & Sell ~ Tools - Help -~

. : @D Domain Sale!
Domain Details @8 Save 20%" on .COM, .NE

Set the Nameserver here
E Great news! The new DNS Manager is live.

© Al Domains YOUR-URL.COM |

D &8 @ % 8- A o B8 2 @

Organize  Locking Cash In Upgrade Rensw Forward Contsct  Nameservers  Account Change  Delste Selected

In case you're new to content marketing and don’t have a website yet, I want to touch on the

matter of setting up your website.




I recommend WordPress.org, which is a favorite among content marketers because it makes it
easy to create and maintain your website/blog.

Log into your administrative control panel, also known as the cPanel:
Visit http://yourwebsitename.com/cPanel.
Log in with the user name and password from the hosting company.

Under the section Software/Services
click on the Fantastico De Luxe icon to install WordPress.

Software/Services

R & Q & B o @

BasekKit CGI QuicklInstall Site Perl FPHP PEAR FPHP
SiteBuilder Center Softvare Modules Packages Configuratior

¢ [ &

RubyGems Ruby on Optimize Fantastico
Rails Website De Luxe EZConfig

In the left-hand panel, you’ll see a selection for WordPress.
Click the radio button beside it.

Control Fantastico
~ Panel

Fantastico

Mavigation
® Fantastico Home Use Fantastico to automatically install any of the scripts listed on

@ Control Panel Home the left. Installing any script will use one of your available MySQL
databases. Removing any script vill free up one of your used
Blogs MySQL databases.
© b2evolution
© Hucleus
© WordPress UPDATE NOW!

Click on any of the items on the left to get more details.

You’ll be taken to a WordPress installation page. Select New Installation.

Fill out the options, then click “Install Wordpress” at the bottom of the page. Then click
“Finish installation.”

You now have a basic WordPress website, ready for customization. If you need help with
that, visit http://codex.wordpress.org/Main_Page.

But, fortunately, it’s not hard to figure out. You can access your WordPress admin page at www.
yourURL.com/wp-admin using the user name and password you set in the cPanel.

In this admin panel, you can create pages and blog posts. If you choose to have static web pages
with your blog on one tab, you’ll set that up here.

Or if you want to let this URL be a stand-alone blog, you can do that as well. You’ll simply create
categories for each of your secondary messages, so visitors can easy find the articles that inter-
est them. (We’'ll walk through the process of setting up categories in chapter 3.)




= ‘Y CONTENT MANAGEMENT

peeana SET OBJECTIVES FOR EACH
ﬂ1 CHANNEL, OR TYPE OF CONTENT

1/ EACH CHANNEL CAN (AND SHOULD) HAVE A UNIQUE PLACE IN
YOUR CONTENT MARKETING STRATEGY. SET ONE OF THESE 7

GOALS FOR EACH CHANNEL:

engage

inform

educate

LI E=

But don’t limit yourself just to these seven. You can set any goal you like. Be creative, and
think of unique ways to engage people and build relationship with them.

% WRITE THIS OBJECTIVE IN COLUMN C, “OBJECTIVE,” OF YOUR

build community

generate leads

build thought leadership

CHANNEL PLAN.

CHANNEL PLAN
rJ) Content Types

Channel
Wehsite

drive traffic to another channel (your blog, for example)

generate leads, inform

Articles, podcasts,
video

Blog

thought leadership, educate

SMM, curation

Google+ profile - CEOQ

Build eommunity, engagement

SMM

Google+ profile -
Marketing Director

Build community, engagement

SMM

Facebook page

Customer service for
customers, engagement

Videos

Burbrry

YouTube

thought leadership,
engagement

Instruction for customers and |f
prospects.




DECIDE ON THE APPROACH YOU'LL TAKE IN EACH

CHANNEL

Each channel is used in a different way in your communication plan. For instance:

You may decide to use Facebook for en-
gaging people personally.

Coca-cola did this recently by creating a
Facebook post that related to a new advertising
campaign. All it did was ask a thought-provoking
question, and it got more than 200 shares and
10,000 likes. (No cokes were sold, but people got
involved with the brand.)

You may choose to use Twitter for con-
tent curation, thought leadership and
quotations.

And maybe you like Google+ for discussing ideas
related to your core/secondary messages.

Make that decision now.

§ Coca-Cola
I 15 hours ago ¥

True or false: A Coke vending machine here can be classified as

an Dasis.

Like - Comment - Share
D) 12,037 people like this.

Kathryn Aragon Jan 17,2012 - Limesg

| read two posts today on encrypted search: the one below and +Russ
Henneberny's on the Daily Egg.

That one can be found here: hitp:/'blog crazyegg com/2013/01/17/set-
up-internal-site-search-analytics/

Thinking about SEQ, it appears that "search engine” is that much mare removed
from "optimization.” Being ralevant and informative is still the best way to
connect with people, and apparently, it will become increasingly important in the
years to come.

vV B % [ B2 1s 2013 the Year Marketers Lose Keyword
@ Research? »

]
o nﬂl’:ﬂﬂu i Leam about the impact of SSL encryption on

N © PoSil * B keyword research, and the field of SEO
. B ©

1/ Refine your decision about the types of content you’ll post in each channel. Be as specific

as possible about how you’ll use each channel.

% Also refine your decisions about the structure of your content.

%’ Consider the appropriate tone, or speaking style, that will help you achieve your objectives

NOTE:

You want to maintain a single branded voice, but you can tweak that

voice for different channels.
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q Record your decisions for “Content Types,” “Structure,” and “Tone” in your Channel Plan.
A few considerations that could help you decide...
2 Which followers are on each channel?

2 What are their expectations for marketers in that channel?

2 What type of content do they want or need?

STEP @ | CREATE YOUR WORK FLOW.

SET UP MANAGEMENT OF YOUR CONTENT MARKETING.

Who decides on and assigns topics? How far in advance? Does this person maintain the

editorial calendar or does the person producing the content? You may have one managing
editor who does this, or you may let writers suggest ideas.

DECIDE WHO PRODUCES THE CONTENT.

You may have in-house writers who write all your content, you may hire outside writers,
or you may do it all yourself. Some companies even allow any employee to apply to be-
come a contributing writer and write blogs in addition to their other activities.

SET UP APPROVAL PROCESS.

Who edits and approves content after it’s produced? Generally, the managing editor also
edits the content, provides meta-data to optimize it for search engines, and add pictures
and other formatting. But in some organizations, one person edits, a subject matter expert
approves, and yet another person approves the final article. Select a workflow that suits
your own business structure.

ASSIGN TECHNICAL LABOR.

Who uploads the content? Does the writer, the editor, or a web specialist? And who main-
tains the blog or content pages to keep them working well technically?

ASSIGN RESPONSIBILITY FOR PROMOTING THE CONTENT.

Who will promote your content in social channels? Do you have a social media specialist,
or will one person write, post, and promote. If you have more than one person doing these
tasks, make sure the communication lines are open and everyone is one the same page.
That way your overall business objectives will be met in every stage of the process.

STEPg REVIEW THE DECISIONS YOU'VE MADE FOR EACH CHANNEL

CHANNEL PLAN
Content Types

Desired Action

Gex people to doswnload
information kit.

Channel Frequency Tone URL

generate beads, inform Subpages talk about fssmes Professionzl

related to Brand.

S00-750 words.

Articles. podcasts.
wideo

Bleg

thowght leadership, educate

2 post a week

Approschable. friendly,
(knowledgeakle

Newsletter sign-up

SM M., coration

Google+ profile - CEQ

Bufld community, esgagement

\oarate comtest, share news

3 posts May

friemdly, appreachable

drive traffic to blog

SMM

Google+ profile -
Marketing Director

Build community. engagement

promote blog posts.

Anrounce upcoming events.

friendly, approachable

drive traffic to blog

SMIM

Facebook page

Customer service for
CUstOMETs. engagement

how-to Hps on getting the
mast from your parchase.
Angswer questions.

% post/day

Eriendly

drive traffic to blog

Podcasts

Burbrry

thought leadership,
engagement

announcemerts, mvitations,

ideas

each blog post

casual. welcoming

drive traffic to blog

YoaTube

Instruction for costomers and

prospects.

friendly tips

1,/month

Professional

drive traffic to blog




In column A, you should have all the types of content you want to create as part of your con-
tent marketing strategy.

In column B, you should have the channels where you will publish that content. Include your
website, blog, social media sites, and membership sites.

In column C, you should have your objective for each channel.

In column D, you should have a short description of the type of posts you’ll publish in each
channel.

In column E, you should see the frequency of your posts in each channel.

In column F, you should have the tone of your communications in each channel, based on
your avatar and the expectations of people in those channels.

In column G, you should have the primary action you want to drive in each channel. This will

You should now have a good idea of:
Your objectives for content marketing and how it will fit into your marketing mix.
Your target audience.
Your strategy for creating and publishing content.
The technology you’ll use to publish your content.
Your work flow for getting it done.

The decisions you’ve made so far have already placed you among the ranks of the best content marketers out
there. Congratulations!

So let’s move on to chapter 2 ...

There you’ll learn how and where to find plenty of ideas to keep a steady flow of high-quality, engaging content.

TAKE ME TO
CHAPTER TWO

DOWNLOAD

PDE
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In chapter 1, you made some decisions that will form the foundation of your content
marketing plan. Already, you're ahead of the majority of businesses that have adopt-
ed content marketing.

But now that you have a plan, you need to be able to generate enough great ideas to
make it work.

According to the 2013 B2B Content Marketing Benchmarks Study, the two biggest

challenges for content marketers are:

v
o

Notice that both of these challenges are related to the core problem of coming up with
new ideas.

As a content marketer, you need to be able to generate an unending stream of inter-
esting, unique, and valuable content ideas. Let’s face it, that’s a big task!

So to make sure you have what it takes, this chapter offers seven practical tactics for
creating your own idea-generation system, so you can easily come up with all the
ideas you need.



1 A mediocre idea that guarantees enthusiasm will go further

than a great idea that inspires no one

Mary Kay Ash

\I/

TO START..

CREATE A PLACE TO CAPTURE ALL
YOUR CONTENT IDEAS.

Ideas are finicky things. They can appear out of nowhere — and disappear just as fast.

So it’s important that you create a place where you can collect ideas and have them on
hand when you’re ready to plan your content.

ﬁ1 OPEN THE CONTENT PLAN EXCEL DOCUMENT YOU
0000000 CREATED IN CHAPTER 1.

RIRHIXE DOUBLE-CLICK THE SECOND TAB (AT THE BOTTOM
2 LEFT) AND NAME IT “IDEAS.”

34
4 4 » M| Strategic Plan | Ideas

| Ready | = |

1 Content Ideas

2
3 1DEA TYPE OF CONTENT POSSIBLE TITLE
+

STEP CREATE YOUR COLUMN HEADINGS IN ROW 3.

Column A: Idea
Column B: Type of Content
Column C: Possible Title

Column D: Notes

If you wish, format this row with your brand colors.




STEpg FREEZE PANES.

Highlight the row below your column heads. (In the example above, that’s row 4.)

Click View > Freeze Panes > Freeze Panes to keep the column heads visible when you scroll.

Content Plan - Microsoft Excel
Data Fewewr Wiew Add.Ing Acrabat

F\} i -;il : Split L] view Side by Side

& ) e —
C — ' > ' Hide chronous Scrolling
Zoom 1pD% Zoom o Mew  Arrange | Fresze S . ) Save il
Selection | Window Al [Panes =| | Unhide  zig Fesel Window Fasition  workspace Windo

&)
Formula Bar -1,‘

Headings

— _ | Epme  Ereeze Panes
_r | Keep rows and columns visible while the rest of

the worksheet scrolls (based an ourrent selection]. -

Use the "Freeze Panes”
| command to keep your
column headings visible.

= Freeze Top Row
Tone =—] Keepthe top row visible while scrolling through (1218
; the rest of the worksheet.
Professional .
5 Freeze First Column
? l Keep the first column wisible while scrolling

through the rest of the worksheet
EUU'? 5'!1 words. App-rca:‘-hahh.. TR 9 O e

knowledgeable

curate content. share news friendly. approachable drive traffic to blog

STEP BEGIN USING THIS PAGE TO COLLECT YOUR
e CONTENT IDEAS.

As you work through this chapter, ideas for new content will likely pop into your head. That’s a
good thing. It means your creative juices are flowing.

From now on, when that happens, record your ideas on your new Ideas page. Don’t try to re-
fine these ideas or make them presentable. Just jot them down as they come to you, no matter
how rough (or ridiculous) they may be.

IDEA
Waork-Play Balance in the Holiday Season
Need a post on call to actions.
Need for multi-touch campaigns if you want to connect.
Need for multi-touch campaigns if you want to connect
Productivity for Solopreneurs. Respond to
http:/ /peacefulplanetcommunication.com /2011 /07 /25 fwh
im-jealous-of-men-its-not-what-you-think/
My point is that I became most productive after a massive

injury that meant I couldn't do any of the housework Yes it's
hard to juggle it all and still be productive.

My Crummy Life and Other Tidbits: The story of my injury
and the struggle for normalcy

Free report: quotations about marketing and sales, focusing
on the 4 Cs.

intent: community or bob ($§)

CE - Click-through depends on readability. % of people read
your website from a mobile device. Is your Web page
accessible to them?




This will give you an idea of how a typical idea log looks: messy and even unclear in sections.
That’s okay. When it’s time to sit down and plan or write content, no matter how messy it may
be, this list is invaluable.

<. T-Moblle ¥ 519 PM - On a side note, when you’re away from your computer,
'p

. ? you may jot ideas in the notes app on your smart phone.

But don’t try to maintain two lists.

Settings Mezsages Mail Calendar

v , :
y w ' To ensure you don’t lose valuable ideas, you need to keep
- v - e one master planning document. So when you return to

Motes pminders ‘Waather

your main computer, transfer new ideas from your notes

e app to the Content Ideas page in your planning document.

Your NOTES app is [l

great for capturing
Maps Ao (deas on the go.

i ,? ’i » @
f Y _I,}
Gama Center Hewsstand ITursas

NOW... LET'S SET UP YOUR IDEA-GENERATING SYSTEM

There are seven key tactics for creating the right environment for new, creative ideas to flow. Put
them all together, and you have a powerful idea-generating system.

We use this word, system, for a reason. The process of coming up with ideas depends on a set of
interdependent components that work together to generate the desired outcome.

It’s a bit like gears fitted together in a complicated machine. No gear carries the whole load. But
when they all work together, the entire system works smoothly and easily.

In the rest of this chapter, you’ll learn the seven gears that work together to create an idea-rich en-
vironment. Take time to set each of them up. Then take note of how much easier it is to generate a
constant flow of great ideas.

Ready? Let’s go...



~H KEEP UP WITH TRENDS.

As a content marketer, it’s important to keep a finger on the pulse of your
audience. What are they watching on TV? What books, magazines and
blogs are they reading? What ideas are they discussing with one another?

This insight gives you a head-start in creating content — articles, ebooks,

HTTP://WWW.GOOGLE.COM/ALERTS

Search query:

Resull type: Everything

How often: Once a day

How many: Only the best results

Deliver to:

CREATE ALERT Manage your alerts

Do this for every topic you’d like to stay current on. You'll get regular emails from Google
with links to content about your keyword. When they arrive, take a few moments to review
the links.

WWW.FEEDLY.COM
Store

Search and discover sites.
Personalize your feedly.

Existing member? Login

¢




Q, Find sites and articles

Here’s how...
After you search for a particular blog, you’ll see suggestions below the search bar.
Select one, and the posts from that site will populate your Feedly stream on the left.

Review the posts to see if you like their content. If you do, click the green +add button.

THE VERGE

A form will pop up with the name of the blog. Check the Category you want this blog to
show up in.

(If you don’t see an appropriate category, add a new one.)

Then click “Subscribe.”

Add

Use this form to add this source to your feedly. The “favonte™ option increases the
probability that articles from this sounce are featured in your Today page.

Title
' The Varge

+ | creale new

That’s it.

Do this for every blog you’d like to follow. This will fill your reader with your favorite pub-

lishers, giving you one place to easily keep up with what’s going on in the world.




Be sure to paste in the URL of the post that gave you the idea. That way, when it’s time to
write, you have your original source to reference and link to.

Watch the types of content they produce and the topics they cover. This will help you eval-
uate reader expectations. It can also fuel opinion pieces.

The ideas in these books often influence the way people think about life in general. As you
read, try to find ideas that intercept with your core topic. Consider writing book reviews

or simply introducing new ideas into your own content. (Always give credit where credit is
due.)

Look for changes that you can forecast to your followers. Respond to news as it relates to
your readers. Your goal is to become the news source for your niche.
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When ideas run dry, let Google help you think
about your topic in a new way. Here’s how:

When you type a search term into Google, the search engine makes suggestions based on what
other users are searching for.

This is a quick way to see what people are searching for online.

COn I)I:Hi

content
contentian
contentment
conbent management system
content analysls
contentious
conbent marketing
content validity
conlender boats
contendar

This is a quick and dirty way to see what people are searching for, but
it doesn’t give a lot of insight or suggest a lot of new ideas. For more
useful information, use Google’s keyword tool (step 2 below).




Google’s keyword tool is your best option for finding out what information people want or need.

Google will generate a list of terms people use to search for information about your
keyword.

Find keywords

Based on one or more of the Tollowing

Word or phrase  content marketing

Website
Category
Only show ideas closely related to my search terms

Jptions and Filters Locations: Unled Stades X Languages: Al Devices: Deskiops and laplops

Google’s keyword tool is your best option for finding out what information people want
or need.

Keyword Competition
content marketing ~ Medium

« Zave sl Social Media Business [9) - social madia for WISIN social medi:

« Save sl Marketing Strategy (27) - content marketing strategy, content marketing

v Save al  Social Media Marketing (51) - what is social media marketing, social media marketing blog
+ Saveall BZb Marketing (47) - b2b content marketing, b2b intemet marketing

« Save all  Marketing Plan {10) - content marketing plan, marketing pian

+ Save all  Marketing Blog (6) - c t marketing blog, content m

« Save sl Web Marketing (17) - ontent eting, we

+ Saveal Marketing Services (14) - content marketing senaces, marketing

+ Save sl Business Marketing (26) - business marketing, bus

« Save sl Marketing Company (6) - internet marketing company, m npanies

content marketing - Medsum B0 500 27100

« Zave sl Social Media Business (9] - soc edia for sma : ocial media small business Moare like these
« Saveal  Marketing Strategy (27) More like these 1-100of 27 [= ¥

Keyword Competition Global Monthly Searches Local Monthly Searches
content marketing strategy ~ Medsum 2,400 1.000
content marketing strategies ~ High 1,600 T20
ceting strategies Medsum 673,000 165,000
High 2z 12,100
ting strategy ~ Medium B23 201,000
memet marketing strategy ~ High 22,200 12,100
marketing strategy template ~ Medsum 9,900 2.900
marketing & strategy ~ LT 823,000 201,000
823.000 201,000
what is content marketing strat Medeum 2400 1,000

< Save st Social Media Marketing (51) - what ¢ al media marketing, social media marketing blog Mare like these




Some marketers want to see 10,000 searches minimum. However, for niche keywords or

longtail phrases, fewer searches may be acceptable.

Don’t avoid high-competition topics either, particularly if you can create useful,
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\\\ RELEASE YOUR CREATIVE MIND

WITH BRAINSTORMS.

There are two ways to brainstorm new ideas: listing and mind
mapping. Let’s start with the list.

THE LIST.

STEP SELECT THE TOPIC YOU WANT TO BRAINSTORM.

You may brainstorm any topic: broad or narrow. But if you start with a broad topic, you'll also
brainstorm broad ideas.

To get specific content ideas, you want to narrow your topic before the brainstorm.

STEP WRITE THE TOPIC YOU'RE BRAINSTORMING AT THE
SAAAARAAS TOP OF YOUR PAGE.

STEP LIST EVERYTHING YOU CAN THINK OF RELATED TO
XK THAT TOPIC.

Don’t worry about neatness. A brainstorm is about filling
your page with ideas, not with having neat rows and col-
umns. Fill in ideas as they come to you, wherever they fit.
If you can place them near related ideas, all the better, but
don’t restrict yourself.

ﬂg REVIEW YOUR LIST TO FIND YOUR BEST IDEAS.

As you review your list, some ideas will be generic, dull ideas. Mark through them.

Other ideas could show promise: they’re interesting or have a unique angle on your topic. Circle
(or highlight) them so you can easily find them again.



ﬂa CREATE NEW IDEAS FROM YOUR LIST.

New content ideas are sometimes a combination of other ideas. As you review your list, don’t
just look for new ideas. Also look for ways to combine list items into an interesting piece of con-
tent. Add these connected ideas to your list and circle them.

Other content ideas come from questions you may have about your topic. If you see something
in your brainstorm that sparks your curiosity or raises a question, write down the question and
circle it. It could make a good content idea.

WRITE YOUR IDEAS IN THE IDEAS PAGE OF YOUR
CONTENT PLAN.

Don’t lose track of your ideas. Add any circled or highlighted idea to your Content Ideas page.

DRILL DOWN FOR MORE SPECIFIC IDEAS.

If your brainstorm includes broad ideas, perform additional brainstorms on those ideas to nar-
row their focus. Your goal is to find specific, detailed ideas for content.

NOTE:

As you brainstorm, be careful not to censor new ideas. Write down
every thought that comes to mind, whether it seems valuable or not.
Sometimes your weird ideas foster a creative, fresh approach to an old
topic.

MIND MAP

A mind map is similar to the lists you created above, but they’re more visual, mapping out the
connections being made.

If you like pictures more than words, color-coded lists, and prefer to “see” what you’re talking
about, mind mapping is for you.

For an example of what’s possible, look at this mind map by mindtools.com.
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Of course, it can doesn’t have to be that involved. Most mind maps look more like this.

Here’s how to make your own mind map:

1 WRITE YOUR BRAINSTORM TOPIC IN THE CENTER OF
YOUR PAGE.

DRAW LINES RADIATING OUT FROM THAT KEYWORD.

At the end of each, write an idea related to the keyword. They may be subtopics or categories of
related ideas. Or they may simply be ideas that connect in some way to your keyword.

DRAW LINES RADIATING OUT FROM THESE
SECONDARY IDEAS.

At the end of each, write a related idea or subtopic.

5 CONTINUE CONNECTING TOPICS AND SUBTOPICS UNTIL
YOU RUN OUT OF IDEAS (OR PAPER).

5 REVIEW YOUR MIND MAP TO COME UP WITH NEW
CONTENT IDEAS.

As described in “List” above, review your ideas to find interesting topics for content. Be sure to

consider unique combinations of ideas, as well as questions raised by your mind map.

6 ADD ALL NEW IDEAS TO YOUR CONTENT IDEAS LIST.



RULES FOR MIND MAPPING:

2 There are no rules.

B You can use a computer, paper and pen, paper and colored pencils, or canvas and paint.
¥ You can write, draw or doodle your mind map.

¥ You can make it black and white or color, plain or fancy.

B Every idea needs to be connected to a previous idea with a line so you can easily see how your
ideas connect.

A FEW ONLINE MIND MAPPING TOOLS:

http: //www.textzmindmap.com/

https://bubbl.us/#

http://www.mindmeister.com/




VISIT AND ENGAGE IN FURUM

A forum is an online message board where people

can discuss a particular topic. For example, at right d h

is a form that discusses search engine optimization
(SEO) topics.

Each conversation is called a thread and any forum
member can join and put in their two cents.

Many forums have different categories of subtopics
related to the main topic of the forum.

Your goal, then, is to find forums in your core topic

so you can see what people are asking and what top-
ics are on their mind.

PRO Q&A Forum

Eric Gruber

Eric Gruber invites you to join B2B Marketing & PR
Insiders Group Featuring Eric Gruber and Kristing
<Jaramillo on Linkedin

B ‘Goompe Mubaney
R Cacme has seni vou an e-Ca




LinkedIn groups are forums for professionals. They may help you network with peers in your
industry or, if you are a B2B seller, follow discussions among your target audience.

To find groups that relate to your topic:

@ &=

Note the description of the group, the activity level (Very Active, Active, or no rating), and
whether any of your connections are members of the group.

Content Marketing Institute

@ Content Marketing Institute Group is the place to share and discuss all things Content
Marketing. Includes BQB BQC and every‘thmg in between

Very Active: 159 discussions this month - 1,253 members

r Pamela Terhune Hudlluuei and 129 1 your netw

Content Marketing Professionals Association (CMPA)

6(”” The Content Marketing Professionals Association (CMPA) was founded to promote open
discussion, develop best pract:ces and share praclu:aJ

Very Active: 62 discussions this month - 833 members
» Mike Klassen and P‘I in your nc1 or

&

Some groups are open forums — you can explore threads without joining. Others, you'll
need to click the Join Group button to see discussions.

WWW.GOOGLE.COM.

forums hobbies

Hobbies and Recraation Farum - Collecting, outdoor ... - City-Data.com
waw.city-data com » City-Data Forum » General Forums

Hobbiss and Recreation - Colledling, culdndd recrealion. Acivlies, ans games
medeling

Hnbhleg E"hrlqha‘-ln Furum_-.
NW.C niorum W Hielaxak

Tne forum for the dscussion of hobbes thal do not it in ofher categones. Anme &
Manga (42 140 Posis in 1,713 Threads) Question How @ you gel imeresbad ,

Forum Hobbies | Arl, Cullure and | aisuras

Some forums can be found in a Google search.

You may need to try different topics to get good results.

o /
&



WWW.QUORA.COM.

Top Siories

Usor Lxporience Dosige ¥Vitst sre e most iInfeential UK dessgn blogs?

Lhsier Expariancs Dedigs Wy do curssn Bliak, rather than desiaguish el
froim bat Bn anothar way

2012 Year-Lnd Lists: VWhats the best U design work you saw in 286005

Witorl 18 the Bl LN yogpve aeen on e, deskiop motels of honchade © Vol makes

A betiew fran everyiteng slse you'w ssen’

Writing: Wihat ané $oma jood Gps 1o infuss Bumon in poo wiking 7

Wiriea Hisitiia

Unanswered Uduesiions

Fotihications
Ik

Inwitin Frignds s Oudia

Tremding Topics
=2 Jokns

[‘ S H i prowdivsin

8 Recruiting
. WATAArR LN ring
F Health and Wellness

Riarwisv

All Duestiong

Quora is a forum on steroids. Its sole purpose is to give people a place to ask questions

want to know what topics are on people’s mind, this may be a good resource.
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WWW.REDDIT.COM

-llh-‘h‘ | Was That= A& buinch ol ool sl wou'll want 1@ buy
| EF——
"
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. So if you

Reddit is an online community where users vote on content, comment on posts, and discuss

ideas. Trending topics are at the top of the page, and a search bar allows you to find discussions

related to your topic. If you need ideas, this could be a great resource.

¥
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ﬂ% VISIT YOUR CHOSEN FORUMS ON A REGULAR BASIS.

Some people like to visit forums on a daily basis, say, on their lunch hour. Others visit once a
week or so. Find a schedule that works for you.

STEP g BROWSE THE TOPICS PEOPLE ARE DISCUSSING.

In particular, look for comments or questions that relate to your core topic.

ﬁg READ THESE THREADS TO SEE WHAT OTHER
OO0 PEOPLE ARE SAYING.

One of your key objectives is to understand the conversations taking place about your core top-

ic. This will help you stay current on what people think about your topic and what information
they are looking for.

¥

Consider writing something that addresses the comment, presenting your point of view.
Record your thoughts and the URL of the comment in your Idea list.

o /

Write your question and the comment’s URL in your list of topics. It could make a good
thought piece.

Consider connecting with them outside of the forum. You might be able to interview them
or use them as a subject matter expert in future content.

MAKE IT A GOAL TO ADD AT LEAST ONE NEW IDEA

STEP 5 TO YOUR CONTENT IDEA LIST EACH TIME YOU VISIT
R0 A FORUM



~e® TUNE IN AND LISTEN.

A surprisingly simple way to get new ideas is to start listening.

When you're at the store or coffee shop, listen to what people are saying. (That’s right. We're
giving you permission to eavesdrop. Discretely, of course.)

What topics do they talk about?
What questions are they asking?
What are their biggest concerns? Joys?

Look for ways that everyday conversations relate to your core topic. Write these ideas in your
Content Idea list.

When gathering with family and friends, if the conversation turns to the topic of what you do for
a living, encourage them to ask questions.

Listen for the gaps in their knowledge.
Look for the things they’re curious or confused about.

Listen for the words they use to talk about your topic. These are the words your customers likely

use too.

Add any ideas that surface to your list of ideas.

When you get an email or comment from a customer or peer, make a point of listening more
than talking.

What seems to be the biggest challenge? Concern? Fear?

What are they trying to do?

What stops them from doing it?

What do you know — or what process are you using — that could help?

Get out your idea list and write down possible content topics that would answer these questions.



If you get a chance to talk one-on-one to customers, encourage them to talk about the things
that matter to them, including their hobbies and passions. This gives you a wealth of informa-
tion about who your target audience is — as well as the topics that are guaranteed to pique their

interest.

Ask all employees who deal with customers to keep a notepad handy when talking to customers,
whether on the phone, instant messaging, or in person. As they talk (or as soon as the conver-
sation ends), have them jot down topics that the customer is confused about or has questions
about. Add these to your list of content ideas.




=Y PLUG IN TO THE ENERGY OF
SOCIAL MEDIA

You can get lots of ideas from your social media interactions

— if you are present and engaged. (Being present and engaged
will not only make you a better content marketer, it will make

you a better social media marketer too!)

Part of the secret to this is to follow the right people. Look for the
thought leaders in your industry, the people setting trends and coming
up with the ideas everyone else shares. These are the people to follow.

STEP 1 MAKE A LIST OF THE TERMS THAT YOU WANT TO TALK ABOUT.

Include keywords related to your core topic and terms that you use in your secondary messages.

USE THESE TERMS IN A SEARCH IN EACH SOCIAL

A MEDIA PLATFORM.

FACEBOOK

Conaeed ke e

Groups

mm omm  Deeryday S0 Tar Inboend ard Conteat Harkedres
Grougp

= e
Plaies
Riz L covbrnt Hasrlort

B i larssirn, Binde larsen

Ll O Lirwt € anslet
Migelost Sinesd. £1T GBI

wit R T SN Crasen Arwg

Pagrs
Pkt los Drams
1 ol e

E Mienyl . Evans s Frrclssce Wrter, Lditor & Content Harketer
e
1 i il el
for Proura, ‘Wissoran -

?j Th Seccut Tewm " [ e P
) Coprperner Catd WarGran © e
I .

i o Crifique Group BEé
& Cress G cobend markedees i atisiia

ur sl miarkeles
m oo-Cania e e
EE 1 vy b e e {}]
Bt

1) st ol Martetrg

Terd mae reanilty e combend marketes 8

o wril W BTG el D SEEh it thi pudding nd hise & ball

1/ TYPE YOUR KEYWORDS IN THE SEARCH BAR.
% LOOK FOR GROUPS AND PAGES RELATED TO YOUR TOPIC.
W VISIT THE PAGES AND REVIEW THE POSTS.
q ARE THEY USEFUL? IF SO, FOLLOW THEM.
NOTE:
You can also search directly for the people you know are thought

leaders in your industry.



TWITTER

TYPE #KEYWORD (THAT'S A HASHTAG FOLLOWED BY YOUR
KEYWORD) IN THE SEARCH BAR.

CED - =

That will generate a list of tweets about your topic. Like this:

Hezalts for Beontentmarketing

Twewls Top ' 40/ Peogis you tloe
Dbl Dhuteh

g aag® MO 8 youl il el bry gansratng lads with an el
acp. Leam mans: ow hpTegly

- Jethin G Do
E 3 tools 1o make people addicted b0 your confent ow hyhiIE=d by

peoskills wa (Esleamleedcom RT {5 ad_dad sl
Feanbenlmadkiting

Saibhondu Patinaik
T Signs You are Mot a Good Blogger bulf hy'W'dG08z wa
Dpelfbllas Floggng Saoliaimeds Soonbenimarketing

[ Elitabsat Banais
e Thi 1o 5 reEsons s nesd o cosals KILLER biog onteni - 94 bz

bl EGscaibeds FEloggng FLontentMarketing

Comiant Mikig Stream
B2 Marketing Budget Outiook Improves bl hyUoDgGo

sCondeniMarketing

% IN THE PANEL ON THE LEFT, CLICK THE “PEOPLE” LINK.

Tweets People

People

Ann Handley & @WaristingProfs
Top photos Head of Content here at Profs. People seem io

g ® — like my writing:
_ E htip://uwww.confentrulesbook.com
- T hitp://unw.annhandley.com

| Brian Clark @copybl
Confent marketing, online publishing, and
copywriting advice from the editorial team at
Copyblogger Media.

2 Lee Odden @lecodde
Sl Author: hitp://t.co/NrKCYjro CEO (@ TopRank
Y

Online Marketing w/ insights on strategic

Who to follow - Refresh - View all Content Marketing, Social Media PR & SEO.

The stream of tweets about your keyword will become a list of people who are tweeting
that keyword.

5’ CLICK ON EACH PERSON’'S NAME TO READ THEIR DESCRIPTION
AND REVIEW THEIR TWEETS.

4’ LOOK AT HOW MANY TWEETS THEY HAVE AND HOW OFTEN
THEY TWEET.

It isn’t worth following someone who isn’t active in Twitter.



a’ CHECK THE NUMBER OF FOLLOWERS THEY HAVE.

If they rarely tweet but have thousands of followers, then the number of followers doesn’t
indicate influence. It means they bought followers, which means they aren’t thought
leaders.

On the other hand, if they have a lot of followers because they make useful, thoughtful
posts, then you may benefit from following them.

G/ IF, BASED ON YOUR REVIEW, A TWEETER LOOKS
KNOWLEDGEABLE ABOUT YOUR TOPIC, CLICK THE FOLLOW

BUTTON.

NOTE:

If you want to find people whose name you already know, simply type
their name in the search bar.
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1/ TYPE YOUR TOPIC IN THE SEARCH BAR AND SEE WHO COMES
UP.

% REVIEW THEIR PROFILE, FOCUSING ON THEIR DESCRIPTION AND
POSTS.

ﬁ’ IF YOU LIKE THEIR POSTS AND IF THEY LOOK KNOWLEDGEABLE,
FOLLOW THEM.



STEPg USE FEEDLY TO IDENTIFY THOUGHT LEADERS.

The Great Chef and The Failing Restaurant

Wiham the Haad Chel dramabically walked ou i (e maddba ol F sy night
seraice, A Sous Chef found herself in charge of the well-knoan and mspecied
Manhatian restaurant. In the foligwang months, thowgh she was very compstant

Brian Clark on Writing, Productivity, and Sitting Down to
Dinner with William Gibson

T yaars aga, Bran Clark glimgsed the future. With 51,000, no audience, and no
connechions, he stated a simple Bog and slowly, steadily bult 3 wast resource
for empowering online wrters, Mow, he's the CEOQ of a mubi-million dollar

30 Ways to Build the “Know, Like, and Trust” Factor that
Grows an Audience

our comtent 13 Gobd. You kRt vour matendl You Enow how 15 pul weeds
togatier in 3 way people want 1o read. You're neay thers. But the game ksn
won well. Mo mabler how shiong 8 wiiles wou afa, you Wwon't grow the vleant

g |

LOG IN TO YOUR FEEDLY STREAM.

LOOK FOR INDUSTRY-LEADING BLOGS THAT ACCEPT GUEST
POSTS.

CHECK OUT THE NAMES OF THE WRITERS.

SEARCH FOR THESE PEOPLE IN FACEBOOK, TWITTER AND
GOOGLE+.

FOLLOW THEM, AND KEEP AN EYE ON THEIR POSTS.

STEP 5 SET UP A SOCIAL MEDIA STREAM TO MONITOR YOUR STREAMS.

A lot of your ideas will come from posts you see in social media. But reading and following so-

4 «8 L=

cial media can eat up a lot of your time. It might help to use an app that lets you view all your
streams at once and/or schedule your posts in advance. Here are a few suggestions:

HOOTSUITE
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STEP START GENERATING IDEAS.

Schedule about 30 minutes a day to review your streams, read posts and interact with your con-
nections. But don’t merely look at the posts people are publishing. Here’s what you need to do:

1/ LOOK FOR THE TRENDING TOPICS.

% PAY ATTENTION TO THE IDEAS BEING DEVELOPED, WHAT
IDEAS ARE ADDED TO THE CONVERSATION, AND HOW PEOPLE
RESPOND TO THEM.

%’ JOIN THESE CONVERSATIONS.

It’s in these interactions that ideas will spring to mind.

q START ENGAGING WITH THOUGHT LEADERS.

Build relationships. Down the road, if you need a subject matter expert to give you a quote
or interview, you already have access to these people.



STAY RELEVANT WITH
NEWSJACKING

Another great source of ideas is the news. But as a content

marketer, you don’t simply report the news. You employ an old
journalist’s trick called newsjacking.

WHAT IS NEWSJACKING?

It’s finding ideas within the news that intersect with your core
topics. This point of intersection allows you to produce rele-
vant, timely content from a unique perspective. Like this:

10 PEU]JIE PJII'IDYEd That On January 21, 2013, the big news was President Obama’s

Inauguration Poem Didn't inauguration ceremony. Any article that responded to this

Rh}m'lE event was seen as timely and relevant.
‘ People weren’t looking for more reports about the inaugu-
ration, though. They were looking for fresh angles or enter-

taining responses to it.

Mashable reports on the importance of digital innova-

tion and how it empowers and inspires people around the

world. How does that intersect with the inauguration?

Inaugural poet Richard Blanco is no
Dr. Seuss. Twitter users were
apparently expecting something like

Social media usage, of course. So it examined how Twitter
users felt about a particular aspect of the presidential
inauguration.

See how it works? Now you try...

sTEP ] | KEEP UP WITH THE NEWS.

Fill your Feedly stream with news sources as well as industry blogs. Then skim them on a daily
basis to look for big events or interesting news.

LOOK FOR THE CONNECTION BETWEEN THE NEWS AND

i YOUR CORE TOPIC.

Look for industry, local or national activities that you can relate to your own business.
2 Do you write about social media? Review Facebook posts about the event.

2 Do you write about green products? Report how this event affects the green agenda.



STEP RESPOND TO THE EVENT AS QUICKLY AS POSSIBLE.

Newsjacking requires immediacy. This strategy is not for you if you need two days to write a
post and a week to get it approved.

So don’t add newsjacking ideas to your Ideas list. If you have the resources to respond quickly to
news events, here’s what you do:

¥

&

sTEP M | KEEP IT TASTEFUL.

If newsjacking seems like a good option for your brand, keep a few thoughts in mind:

¥
o
S



Coming up with relevant, interesting content ideas will never be a burden if you implement all seven of the tac-
tics outlined in this chapter.

By adopting these tactics, you're now primed to generate and capture a steady stream of ideas. You have the
resources to stay up-to-date on the ideas circulating in your industry. And you’re well-situated to see new trends
before they occur.

But setting up this idea-generating system isn’t enough. You need to practice engaged listening to transform all
the information you’re now collecting into useable ideas.

For that, follow this simple 4-step process:

Come up with ideas that connect with their interests and answer their questions.

Jot these ideas in your Idea list.

If your opinions are different from the mainstream, that’s okay. Never hesitate to add radical
new thoughts to your Idea list.

What parts of the topic aren’t being covered? What questions do you still have? Those are ideal
topics for you to write about in your own content, so add them to your Idea list.

Your goal is to continually add content ideas to the list in your planning document. That way, you never run out
of subject matter for timely, engaging content for your readers.

But simply having ideas isn’t enough. The next step is to evaluate and refine your ideas and then fit them into
an editorial plan. Don’t worry. It’s easier than it sounds. And in the next chapter, you’ll get the exact steps for
how to do it.

TAKE ME TO DOWNLOAD TAKE ME TO
CHAPTER ONE CHAPTER THREE
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FOR MAXIMUM PRODUCTIVITY

By now, you have a working content marketing plan and a list of ideas. It’s time now
to start planning your content. (This is the fun part.)

In this chapter, you’ll continue to expand on the Content Plan you created in chap-
ter 1. You’ll develop a working Editorial Planner in which you can plan and track
your content, and after it’s published, record results. You’ll also begin planning con-

tent for the next few months.

Ready to begin?




‘ SET UP [OR REFINE] THE

CATEGORIES FOR YOUR BLOG

Remember the secondary topics you set up in chapter 1? In Section
4, Step 2, you turned each of these topics into a keyword or phrase. If
you go back to the Strategic Plan in your Content Plan document, you’ll find
them in the Core Message box under “Summary/Keyword.”

Message / Topic Summary / Keywords
Target Digital marketers in small
to medium-sized

Audience :
businesses

Mission Helping SMEBs master the |Communicate. Connect.

o T —— art of digital marketing Convert,

Core Message ThI'O'ngh a strategic blend
of content, social media These are your
and direct response, you
can easily build profits.

5-7 Secondary *
Messages

or Question

categories
]

5 | Effective DR copywriting |Direct Response Copywriting
will help you sell more
vd| Low-hype, high-value Content Marketing
content attracts your ideal

2| Marketing is a two-way New Marketing
conversation now

Each of these secondary topics needs to be a category in your blog.

If you already have a website with categories, double-check that your categories
match the terms you selected for your secondary messages. If they do, you're set.
Skip down to Section 2, “Go deep with your Ideal Customer.”

If you don’t already have a website with categories — or if your categories don’t align
with your secondary messages — you need to set them up now. Continuing with our
assumption that you have a WordPress blog, here’s how to make that happen:

IN YOUR WORDPRESS ADMIN PANEL,
NAVIGATE TO POSTS > CATEGORIES.

{z} Dashboard

All Fosts
Add Mew
Categories
Tags




STEP% ENTER YOUR FIRST CATEGORY NAME.

If you created short, easy-to-grasp secondary messages,

sr Categories

this will be easy. Just type in your first one beside “Name.”

Add New Category

If your secondary messages are questions or statements,

MName

you’ll need to use the terms you entered under “Summary

The name is how it appears on your site.

/ Keyword.” This should be a short, recognizable name to

Slug

capture the main idea behind your secondary message.
The “slug”is the URL-friendly version of the name. [t is usually all
lowercase and contains only letters, numbers, and hyphens.

Remember, whatever you enter as the category name will

Nons 5 show up in the sidebar of your website.

Categories, unlike tags, can have a hierarchy. You might have a Jazz
category, and under that have children categories for Bebop and Big
Band. Totally optional.

Description

_STEpg ENTER THE “SLUG.”

The slug is what shows up in the URL of your category page:

http://www.yourURL.com/category/slug

The last part of this URL is the slug that you enter in this step. It should be:
B Lower case

B Only letters, numbers and hyphens

STEP& ENTER THE PARENT CATEGORY IF YOU HAVE ONE.

Categories can have hierarchy. In other words, you can create a category for Marketing and
then create subcategories for Digital Marketing, Email Marketing, Content Marketing, and
more.

At this stage, you probably don’t have any lower-level categories, so keep the default, “None.”

STEP5 ENTER SEO DETAILS.

To help optimize your site, enter a Title Tag, Meta Description, and Keywords for the category page.

Title Tag <title> Marketing Success

17  Search engines allow a maximum of 70 characters for the title.

Meta Description <meta> Great marketing helps you connect with your ideal customers, helping them know, like and trust you. Read Kathryn's tips and factics here.

138 Search engines allow a maximum of roughly 150 characters for the description

Meta Keywords <meta> marketing

Let’s say this is a category page for the topic, “Marketing.”



5T @

STEP
STEP

The Title Tag might be: Marketing articles by YourBrandName.

Your title should be descriptive and no longer than 70 characters. It should also contain your
keyword.

The Meta Description should be 150 characters maximum and should include a short descrip-
tion of the articles that you’ll include in this part of your blog.

Something like: Great marketing helps you connect with your ideal customers, help-
ing them know, like and trust you. Read Brand’s tips and tactics here.

For the Keyword, type in your category name.

ENTER A TITLE AND INTRODUCTION FOR THE CATEGORY PAGE.

When someone clicks on one of the categories in your blog, Morkotng Posts by Kathry Aragon

they’ll land on the category page. e marktingconslant and busiess o, 5 0ty ot of o et

greatest in marketing, so I can help my clients find the shortest route from their product
or service to their clients’ hearts and minds. Here you'll find posts on marketing in
general.

The title and introduction that you enter now will determine
how this page looks. Annual Planning: How to Keep Your

Projects on Track

by KATHRYN ARAGON an DECEMEBER 10, 2012

Consider using the same title you entered in the SEO section

Get a Head Start on Next Year’s Marketing
Plan

above. Then create a short, compelling description of the

information people will find in the articles you include in this
section.

You can use the same blurb you included in the Meta-Description above, but here, there’s no
limit to length. We suggest two or three sentences.

CLICK THE “ADD NEW CATEGORY"”
BUTTON TO SAVE YOUR SETTINGS.

REPEAT FOR YOUR OTHER SECONDARY MESSAGES.

NOTE:

You don’t need to create a category for your core message because
that idea will work its way into every message you write. For instance,
if your core message related to “optimization,” then every piece of
content you create will relate in some way to optimization.

You may develop two or three keywords that relate to your core mes-
sage and then use those keywords liberally in all your messaging. This
creates a strong, unified brand message across all platforms, regardless
of the type of content.




~%8 G0 DEEP WITH YOUR
[DEAL CUSTOMER

In Chapter 1, you identified your ideal customers. (In Chapter 1, Section 3, Step

4, you even created an avatar for them.). Now it’s time to go deep and really
get to know them.

There are three questions that all buyers want to answer before making a
purchase:

Before you begin planning or writing content, you need to know the answers to these
three questions.

It’s easy to get near-sighted about your products and think you know why people buy it.

In order to know what type of content you need to create, you need to know the real reason peo-
ple choose you over the competition.

And in order to do that, you need to talk to your customers.

If you have dedicated sales and marketing teams, you may need to talk to the Sales
Director to help him or her understand the value of marketing based on real, not assumed
customer pain points. Ask for help selecting the best customers for this interview, and to
make any necessary introductions.

Select a customer who is open to sharing insights about what was going on when they first
realized they needed to find a product like the one they purchased from you.

Call and set up a 30-minutes meeting. To help, here’s a possible script you can use:



Hello, . This is , from Company.
We're trying to step up our customer support by creating more
content to help customers just like you. But we want to be sure we
provide the type of information that is most useful. Since you've
been a long-time customer, we were wondering if you'd be willing
to share your insights.

What we'd need is just 30 minutes of your time to ask a few
questions about why you purchased product and how well it has
performed for you. Would you be able to carve out 30 minutes to
meet with me?

Your goal from this meeting is to learn:

The thoughts and events that prompted your customer to begin looking for a solution to its

problem.

What that problem was in their words, not yours.
What criteria they were looking for in a product.
Why they finally settled on your product.

How it has solved the problem.

Do not use a script in your interview. You want to have a real conversation, not merely
collect data. Here’s how you should proceed:

Think back to the point when you first considered buying this product. What was going on
at that time?

Let your customer talk about what was happening and what s/he was thinking.

You want to understand what the customer was feeling and what his or her challenges
were. You also want to know what s/he was hoping to achieve by buying you product.

After 30 minutes, if you don’t have the information you need, ask if it would be possible
for you to have a second meeting. But don’t overstay your welcome. Thank your customer
for his or her help and end the interview.




The more insights you can collect, the better. Aim for three to five interviews to start. But
periodically, plan to perform other interviews so your research remains current.

Consider also surveying your readers and/or conducting focus groups.

What people are thinking when they begin looking for your product.
What need triggered their decision to get serious about purchasing.

What information they found most useful in the buying decision.

e  What people are thinking when thev begin looking for vour product.
They have an ad, landing page, or web page that needs writing,
Sales are down, They need a well-written ad or landing page.
They're need a new angle to sell their stuff.
They've used up all their own ideas and need new ideas.

® What need triggered their decision to get serious about purchasing.

They may have tried to write it themselves, but realized they didn't have the skill.
They have a new product.
They want to try a new marketing tactic, but feel uncomfortable with it.

®  What information they found most useful in the buying decision.

Now use that information to create a Questions Analysis.




A

What questions do your ideal customers ask at each stage of the buying
cycle? When you know this, you’ll know what content you need at the
core of your content marketing strategy.

Name it “Questions Analysis.”

4 4 » M| Strategic Plan . Ideas | Questions Analysis
Ready | Scrolllock [ |

A
Questions Analysis

Buying Stage

Buying Stage
Customer Questions

Your Answer

a
1 Questions Analysis
2




Do you best to assign the different questions and concerns to a particular stage in
the buying process.

To lay out your information as pictured, you’ll need to put multiple questions
in one Excel cell. Hitting Enter will take you to the next cell in the page. So in-
stead, hold down the Alt key while hitting Enter. The cursor will move to the next
line of text in the same cell.

You may need to talk with your sales or customer relations teams in order to learn what re-
sponses are most effective.

If this is your first time to frame “official” branded responses, you may not know the answer that

will resonate best with your prospects and customers. You may:
Create answers that you feel address the informational needs at each stage.
Test your answers by using them consistently when talking to prospects and customers.

Over time, as you evaluate people’s responses to your answers, rephrase your answers 6 r

change them) until you find the answers that resonate with people.




&%) CREATE YOUR
EDITORIAL PLANNER.

— CREATE A NEW TAB IN YOUR CONTENT PLAN EXCEL
ﬂl FILE, CALLED “EDITORIAL PLANNER.”

M 4 » M| Strategic Plan . Ideas . Questions Analysis | Editorial Planner .

Ready | Scroll Lock = |

ﬂ% PREPARE EDITORIAL PLANNER PAGE

In row 1, name the page, “Editorial Planner.” In row 3, create the column heads.

1 | Editorial Planner

Column A: Date Column G: Views
Column B: Type of Content Column H: Comments
Column C: Content Idea or Topic Column I: Social Shares
Column D: Title Column J: Sales
Column E: Objective Column K: Notes

Column F: Keywords




FREEZE THE TOP PANES

Place the cursor over the row number of the row below your header. (If you're using our layout,
that’s row 4.)

Click to highlight the row. Then click View > Freeze Panes > Freeze Panes (the top selection).

@l - _ Content Plan - Microsoft Excel

Home Insert Page Layout Formulas Data Review e Developer Add-Ins Acrobat

_ - {_,‘ ‘- == ] E =] split 1 view Side by Side
= g Ruler [ Formula Bar ] :J O ﬁ

+ —
... Hide 3, Synchronou g

Nﬂrmall Page Page Break @ Custom Full Gridlines Headings Zoom 100% Zoomto New Arrange : e ) . Save 5

|layout  Preview Views Screen Selection | Window  All ] Unhide ' 318 Reset Window Position  \workspace Wi

Workbook Views Show Zoom - Freeze Panes
A4 - | i | Keep rows and columns visible while the rest of

I r— B
1 |Editorial Planner

CONTENT TOPIC eep the first column visible while scrolling
OR IDEA ‘OBJECTIVE d through the rest of the warksheet,

Highlight the row below your column heads.
On the “View" tab, select Freeze Panes > Freeze Panes

This will keep your columns headers in view, no matter how far down you scroll in the
document.



PREPARE FOR YOUR FIRST
PLANNING SESSION
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STEP INVITE KEY MEMBERS OF YOUR EDITORIAL TEAM

Who needs to be in your planning sessions? If you are a:
Corporate Team. editor, writers, media producers, graphic artists, webmaster
Virtual Team. writer§ ) and editor, talking on Skype or over the phone

Solopreneur. It’s all you, baby.

STEP 2 FINALIZE YOUR PUBLICATION SCHEDULE

In Chapter 1, you decided on the types of content you want to create and the

Frequency

technology you’ll use to create/publish it. (See the Channel Plan section of the

Strategic Plan: Tab 1 in your Content Plan document).

2 post a week:
Mon, Thurs. Check the “Frequency” column of your Channel Plan. If you haven'’t already, set

3 posts/day specific days of the week or month to publish this content, do that now.

8 am, noon, 4
p.L

1 post/day
7 am

each blog post

1/month
3rd Tues of
each month

STEP g DETERMINE HOW LONG IT WILL TAKE TO CREATE YOUR CONTENT

Based on the type of content, your production schedule, and your available resources, how
much lead time do you need to be able to produce different types of content?




STEP

CONTENT

WRITING & § GRAPHICS
RESEARCH jJ & LAYOUT

EDITING &
UPLOAD

TIME
REQUIRED

EBOOK 4-6 WEEKS |2 WEEKS |2 WEEKS  J8-10 WEEKS
BLOG POST 2 DAYS _ 2 DAYS 4 DAYS

DETERMINE HOW FAR IN ADVANCE AND HOW
FREQUENTLY YOU NEED TO HOLD PLANNING SESSIONS

Let’s back up for a minute.

Once a year, usually in December, you need to perform a high-level strategy meeting to set your
content strategy for the coming year. In that meeting, you’ll:

¥

Major Events

Spring Sale: 25% off one product. March 4-9
Content Writer's Retreat: May 10-13
Convention: June 5-8

Black Friday/Cyber Monday sale: Nov. 22-25
Holiday Bling: Dec. 23-31

Fireworks Sale: July 4-6

Priorities

Improve quality of content
Add video to the mix

Create one ebook per month

If you haven’t already set your annual strategy, your first planning session should focus on that.

Then once you have your annual strategy, you’ll hold regular planning sessions throughout the
year to plan content for the coming weeks or months. When we talk about your planning ses-
sions in the rest of this chapter, this is what we’re talking about.

Right now, your goal is to determine how often you want to hold planning sessions.

¥ Ifyou produce a lot of content, you may need to meet weekly or bimonthly, if only to keep tabs
on the volume of work being done.

2B Ifyou produce less content, one planning session a month may be sufficient.



STEP SCHEDULE YOU CONTENT PLANNING SESSIONS

A few questions you need to consider:

B How many types of content do you plan to create?

2 Do topics need to be approved? By whom?

What is the timeframe needed to get approvals so content production can begin?

Based on your answers, choose the days you want to hold content planning sessions. Mark them
in your calendar.

NOTE:

If you have a large team meeting face-to-face, and if you create a lot
of content, the meeting could take an hour or more. If you meet virtu-
ally with one content creator at a time, you may only need 30 minutes.

STEP ESTABLISH A WORKFLOW FOR CONTENT CREATION

Before assigning content, you need to approve a workflow that will result in the best quality
content for your brand. Two examples follow:

CONTENT MARKETING TEAM PUBLISHING TWICE A WEEK:

Planning meetings are held once a month to review content ideas CONTENT WRITTEN

for the next month.

. . SME REVIEW
After the meeting, content writers produce the planned content
and submit to appropriate subject matter expert for review.

CORRECTIONS MADE

Content is returned to writers for edits, then submitted to editor.
EDITOR REVIEW
Editor reviews content and marks changes. It is returned to con-
tent creators for editing.

EDITS MADE

Once changes are made, content is given to Web team for up-

loading and layout according to branded Web standards. UPLOADED TO WEB

Editor previews content, graphics and branding, and requests SCHEDULED

N
N
N
N
s
N
L

any final changes necessary. Then s/he schedules for publication.




CONTRACTED CONTENT WRITERS WRITING TWO POSTS
PER MONTH FOR DAILY BLOG:

In this scenario, most of the responsibility falls to the editor, who coordinates content creators and over-
sees the smooth operation of the blog.

1/ Each month, writers email their ideas for the next month to the ed- CONTENT WRITTEN

itor. The editor then Skypes each writer to discuss and refine ideas.

GRAPHICS

Writers work independently to develop content, including re- o EAGH @ e

search, fact-checks, and graphics.

Writers upload content to website, then notify editor that they are UPLOADED TO WEB

complete..

Editor reviews content, marks changes, and notifies writer that Ll 2L B

edits are needed.

. . EDITS MADE
Writer has one week to respond to and/or complete edits.

Editor completes SEO, branding and other issues, and schedules SCHEDULED

publication.

L
L
L
L
L
N

YOUR WORKFLOW DEPENDS ON YOUR BUSINESS RESOURCES AND NEEDS:

Will you publish each day/week, once or twice a week, or once or twice a month?

Frequent publishing means you don’t have time for a lot of reviews and approvals. It may also
require monthly or weekly planning meetings to keep a steady flow of good ideas.

Will you write long educational posts or short newsjacking posts?

If you want your posts to be reviewed by subject matter experts and other stakeholders, you’ll
need more lead time to produce content, which means newsjacking may not be for you. On the
other hand, if you want to create a lot of timely, relevant content, you’ll need to give your writ-
ers freedom to publish quickly with fewer reviews. Create a workflow that allows the speed and
quality control that works for your brand.

How many content creators do you have?

If you have a team of content creators, you can spread the work load, which means you can pro-
duce more content, more quickly, or hold fewer planning meetings.
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NOTE: THERE IS NO “RIGHT WAY” TO PRODUCE CONTENT.

Some brands publish daily.

Their routine is to plan one week at a time, then write and publish content on the day it goes
live.

Other brands publish once a week.

They hold a planning session once a quarter to loosely plan the topics that will be covered. Then
once a month, they set aside a week to review and produce the next month’s content.

Some brands publish only once or twice a month.
They plan in six-month chunks, and content is written as the publication date nears.

The choice is yours, and it depends on your priorities and how your workflow is organized.

At this point, you’ve made all the preliminary decisions needed to effectively run your content
marketing.

2»  You have your team in place.
» You have a workflow for getting content produced in the most effective way possible.

» You know how long it takes to create each type of content, so you know how far in advance you

need to plan for each piece.

You're ready to plan your content for the next few weeks or months.



~@ HOLD YOUR PLANNING SESSION

During your planning sessions, you want to do two things:

You must always place reader engagement above your business objectives. That being
the case, you’ll focus on developing your ideas for readers first.

Open the Editorial Planner you made in the Section 2 above. Then write the dates
for regularly published content in Column A.

If you create content for multiple blogs or brands, use a code to identify which

one the idea applies to. Or, if it would simplify matters, create a separate Editorial
Planner for each brand.

If you are only responsible for creating the content, not scheduling it, you may enter
publication dates after they're scheduled.

Type of

- Beside each publication date, in Column B, “Type of Content,” mark the type of con-

blog,

tent needed. For example:
Social media post
Blog post
Special report or ebook
Infographic
Video

Podcast




Ideas are developed differently in different organizations. Your initial ideas may come from the
writer, editor, or the C-Suite. However, the development of those ideas will be the same.

In some corporate organizations, ideas are mandated by the C-Suite, and the content market-

ing team merely executes those ideas. You'll simply enter their ideas in Column C.

In other corporate environments, the writers have more input. At this stage, you may go
around the room, asking each team member to suggest ideas they’re considering. Enter each
idea as it’s proposed.

If you have a virtual team, ideas likely originate with the writer or artist who will produce the
idea. Rather than having a team meeting, you may simply make a Skype call and ask what
ideas the writer has in mind.

Solopreneurs, this entire process is done alone. As you plan, you'll need to fulfill all roles: stra-
tegic planner, content creator, and editor. You may need to brainstorm for ideas § ee Chapter

2) or transfer ideas from your Notes app or scraps of paper youve been collecting.

At this stage, your ideas may only be general, undeveloped topics or categories that need a new
piece of content.

Google+ for SEO There's a trend toward short blog
posts:

ZAGG

Seth Godin

NFL blog

Gizmodo

Fastmmpan}rl

You may have already had some ideas about how to develop the idea. In that case, you may have
a rough outline.

Whatever it looks like, write what you have in Column C.

Your goal at this point is to turn general, broad topics into focused, relevant content ideas.
To do that, you’ll address one piece of content at a time.




Here’s the typical process for the evolution of an idea:

There's a trend toward short blog

Is this topic overdone?

Do you have something unique to say about it?
Is it useful?

Is it relevant?

Does it matter to your ideal customer?

Is there a story that gives background to the topic?
Is there a story that makes it more relevant?

Better yet, is there a problem faced by readers that this content solves?

Will additional information help?
Will visual elements help?
Does it relate to current news?

Does it relate to another trending topic, and could it shed light on that topic?

What is the point now?
Is it more relevant, useful, or entertaining?

Can it be improved any further?

It can be difficult for a writer to develop someone else’s idea. So keep in mind, while most
writers benefit from additional input, over-developing the content idea can stifle creativity.
During this process, decide on the focus for each article, or give clarity to a broad topic,

but allow the writer the freedom to develop ideas further during the writing phase.




T Replace broad topics with the ideas you developed during your plan-
marketers

pick 3 bloggers who get great
engagement. Evaluate how they do|

it _ _ Don’t worry about developing titles until your content is written.
Pull metrics: words in post: words

in comments Content ideas will continue to evolve during the writing phase, so
Give traits of engagement: . .

1. Don't tell all the soup and nuts, titles will need to come last.

Let people fill in the blanks,

2. SalesLion comments: genuine

excitement that encourages

engagement, as opposed to

TomBrannon, who doesn't engage

ning session.

Make sure that each publication date has a piece of content planned for it. Each member of the
content team needs to know:

What content they are responsible for.
The due date.

The workflow for producing the type of content theyre working on. (For example, video produc-

tion will have a different process than a blog post.)

TIP: In most cases, the writer who comes up with an idea is the one who should write it.

However, if the idea evolves extensively during the planning session — especially if the new
ideas are contributed by another writer — it may be easier for the other writer to produce it.

Once you're sure your content ideas will inform and engage your ideal customers, you need to
do some additional planning to ensure it fulfills your business objectives.

In Column E, “Objective,” make sure each piece of content is assigned a business objective.

Essentially, you need to answer the question, “What should this piece of content accomplish?”
Your options include (but aren’t restricted to):

Drive traffic to [landing page].

Generate interest in upcoming or new product.
Thought leadership.

Training, or how-to.

Entertain.




After your planning session, record your plans in your marketing calendar, so you can monitor

all marketing being produced, whether it’s social media, emails, landing pages, or content.

MARKETING CALENDAR

SEO, Content Marketing The importance of Google+

7
Blogging, Social Media An Easy Way to Set Up
Author Rank

14 15
Google+, Author Rank 5 Essential Qualities of
Irresistible Product
Descriptions

21 22
SEO, Content Marketing What story does your brand
tell?

29|

Facebook Tips and Tricks

3
Midweek Promo: Product 1 Case Study: 17%
improvement in engagement

10 11
Midweek Promo: Product 2 | New Developments in New
Media

17 18
Midweek Promo: Product 3 | Author Rank: A Low-Tech
Plugin for a High-Tech
Solution

24 25
Midweek Promo: Product 4 Google Update Forecast

13
‘Weekend Roundup email

20
‘Weekend Roundup email

27

Weekend Roundup email

TIP: Consider color-coding your marketing calendar for easy reference. You could code your

entries by:

The type of content

The writer or team responsible for the content

The customer segment receiving the communication

The product/brand being promoted




HOW TO USE YOUR
EDITORIAL PLANNER

The Editorial Planner may be used by editors, content creators and your media team. It

can be a useful resource for keeping the entire team on track.

1 |Editorial Planner
2
COMTENT TOPIC
OR IDEA
Google+ for SEQ

Type of

DATE Content

The importance of Google+

OBJECTIVE
thought leadership

KEYWORDS
Google+, social
media, SEO0

# SOCIAL
COMMENTS  SHARES

SALES

http://www kathrynaragon.com/?p=2750
Podcast:

http://www kathrynaragon.com/wp-
content/uploads/2013/01/The-Importance
of-Google-Plus.mp3

How to set up Author Rank on your
website

An Easy Way to Set Up Author Rank

author rank
widget, easy way
to set up author
rank

htto://www.kathrynaragon.com/?p

=2764

AuthorSure plugin

Author Rank: A Low-Tech Plugin for
a High-Tech Sclution

how-to

AuthorSure
plugin, Author
rank

http:/ fwww kathrynaragon.com/?p=2807

Core message = brand

thought leadership

CE - make people salivate over your
product descriptions. Use examples
from tea and food sales. Nabisco [oreo
and fig neutons), Teavana, senory
{aroma, colors, sound, feel) Key: they
make you imagine.

5 Essential Qualities of
Irresistible Product Descriptions.

thought leadership,
how-to

http://crazyegg wpengine.com/2013/01/26/|
5-essential-qualities-of-iresistible-
descriptions/

CE - The goal is to get response, right?
So provide more ways to respond. (More
items are clickable, not more calls to
action.)

thought leadership,
how-to

AFTER YOUR PLANNING SESSIONS, MAKE SURE EVERYONE ON THE
CONTENT TEAM HAS ACCESS TO THE UPDATED EDITORIAL PLANNER.

Your writers need this information to be able to produce the ideas you developed in planning.

Your graphic artists, webmaster, and other team members need to know what content is coming

down the pipeline.

And all of them need to know how to connect these ideas with readers on the one hand and

business objectives on the other.

AFTER CONTENT GOES LIVE,
TRACK THE RESULTS OF YOUR CONTENT.

The Editorial Planner provides space to track views, comments and social shares.

5 http:/ /blog.crazyegg.com/2013,/0

2/05 flanding-page-openings/

You may also want to track product sales that result from your content or the number of leads

generated.

In short, if there’s a particular metric that’s useful for you to rate your success, add it to your

Planner. Then remain diligent about tracking it.



_5 PERIODICALLY, REVIEW THIS INFORMATION WITH YOUR
STEP CONTENT MARKETING TEAM.

Doing this will help you:

¥ Know what content connects with your readers.

¥ What content or topics go viral, so you can create more of them.

2»  What content or topics don’t, do you avoid producing them in the future.

TIP: Your creative team can only help you create higher-quality content if they know how well
their work is performing. Keep them involved in planning and strategy meetings. Let them help
you drive your content machine.

You've now have a Killer planning process for creating high-value content that will attract and engage your ideal
readers, while also growing your business.

This behind-the-scenes process is a high-level approach that’s usually only seen in big brands. Which means you
have what it takes to implement an impressive content marketing strategy — no matter how large your enter-
prise or what your resources are.

Of course, your next challenge is to produce that content. And that’s exactly what we’ll cover in the next chapter.

Click through to Chapter 4 now, and you’ll learn the 6 steps of the creative process. These steps give you the
framework for consistently creating high-quality content that can make you a thought leader in your industry
and build your business. Sound good?

TAKE ME TO TAKE ME TO
CHAPTER TWO CHAPTER FOUR

DOWNLOAD
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CONTENT MARKETING

DOWNLOAD

LIKE A PRO

By now, you have a winning strategy for how you will use content to grow your busi-
ness... an effective idea-generating system in place... and an editorial plan for the
content you’ll create over the next few months, give or take.

It’s time to start creating content.

But not just any content. We're talking relevant, creative, engaging content that ac-
tually gets read.

And that’s exactly what you’ll get in this chapter. Here we cover the six steps of the
creative process, in depth and with specific examples showing you how to turn your
idea into a finished piece of content.

Just to be clear: In this chapter, we talk primarily about how to write
content. That doesn’t mean we think you ought to be creating blog
posts only or that written content is somehow better.

It’s just that all content ultimately starts with the written word. The
steps you take to present your ideas in a video are the same as you’d

use in an article. It’s only in production that things change.

So no matter what type of content you plan to create, the processes
you learn in this chapter can help. Follow these same steps, no mat
ter what kind of content you want to create, and you’ll end up with -

high-value content that gets your brand noticed.



THE CREATIVE PROCESS

If you've studied writing, you may recognize this as the writing
process. We've renamed it the creative process on purpose.

That’s because not all content producers consider themselves
writers. But each time you produce a new piece of content —
whether it’s a blog post, podcast or video — you follow the same
process of organizing your ideas and finding the right words to
express yourself.

You're only limited by your own creativity. Which is why we think
the term creative process works better.

Any time you sit down to produce a new piece of content, you’ll
use these steps. You won’t always work through them in order,
and sometimes you’ll jump back and forth between steps. But the
best content has usually gone through all six:

Select your topic and approach
Research

Organize

Write

Cool off

Edit

Let’s take a look at each...

‘ SELECT YOUR TOPIC & APPROACH

Sometimes an idea springs to mind fully defined, with

a great angle and unique approach. But that’s rare.

Most ideas start out as a broad topic, and you must
massage them and play with them until you come up
with an idea worth writing about.

Here’s how we do it:




CHECK YOUR EDITORIAL PLANNER TO SEE WHAT’'S
SCHEDULED FOR PRODUCTION.

Look at the topic, the objective and any keywords you have listed. The objective and keywords
will limit your options for developing the idea. But they’ll also direct your thinking.

Your goal is to find the right way to talk about the topic, first, to engage readers and, second, to
help you achieve your business goals.

IF PRELIMINARY RESEARCH OR IDEA GATHERING HAS
BEEN DONE, YOU HAVE A HEAD START.

Copy and paste the topic into Word document and skip down to the

promise Research stage.

http:/ fwww. brainpowergameplan.com/u
of (brainpowergameplan /prmsub/Tkeyco
de=155181&mkrOfferld=FVN429%3&pro
duct_code=0418%1&smartcode=1286500
ooo07E2T00001471822613320121219
prob/sclution

hitp:/ fwww.awaionline.com/ copywritin
£/learn/make-six-figures

prob/solution.

http:/ fwww.thehungerfomprogram.com /'t
hehungerfixprogram /fa/indexTkeycode=2
20384&mktofferld=BHS5591 7 &product_
code=1518108&smartcode=12865000007
g2700001306192892920120823

For example, this is a fully developed idea. No need for more research.

(You can find the finished article on the Crazy Egg blog, 6 Battle-
Tested Landing Page Openings That Consistently Sell More,
http://blog.crazyegg.com/2013/02/05/landing-page-openings/)

big secret,

http:/ fnaturalhealthinsiders.com/Awake
ningfromAlzheimers (awakening-from-
alzheimers-
uephp?EXITPOP=YESC=RIKALZ121028
Froclamation

http:/ fwww.alsearsmd.compaceexpress
[TV-0UT-Working-Moms- Face-Express-
11.21.12.heml

story,

http:/ fwww.millersmoney.com/retireme
nt-reboot/money-forever

direct affer,

http:/ fwwrwnightingale.com /offers /deep
ak-chopra-collection-
Lhtml?promo=INFx294v10
proclamation

http:/ fmailcanonburypublishingnet,/q /1
2j:ch0Q3rS1bE fwrv

IF ALL YOU HAVE IS A GENERAL IDEA OR BROAD TOPIC,
YOU NEED TO NARROW YOUR APPROACH.

When writing is hard, it’s usually because you’re trying to cram too much information into too
small a space. To keep that from happening, make sure you narrow your focus now.

Try to think of one aspect of the topic that needs to be covered or one question you will answer.

Here’s an example of what we mean.

CE - The goal is to get response,
right? So provide more ways to

respond. (More items are clickable,
not more calls to action.)

The topic, “getting better responses on your landing pages,” is far too broad. So for this blog
post, the focus was narrowed to “using more clickable elements.”



HOW DO YOU NARROW YOUR TOPIC?

1 DO SOME PRELIMINARY RESEARCH.

First, search the Internet for other blog posts on the topic to see what others have
written.

How to Optimize Your Landing Pages for Long-Term Lead Generation In Our example’ nothing WaS discovered in a

blog.hubspot.com/.../How-to-Optimize-Your-Landing-Pages-i
Dec 26, 2012 — Learn how to optimize your landing pages for search so you can

generate leads ... Put more important keywords closer to the left. ... how you can build Google Search, SO the Writer began 100king for

mere links into your landing pages to get mere SEO juice out of them.

13 Little Landing Page Tweaks That Can Make a BIG Difference examp]es of ]andlng pages that use mu]tlple click-
blog.hubspot.com/.../13-Little-Landing-Page-Tweaks
by Pamela Yaughan - in 94 Google+ circles - More by Pamela Vaughan . o
n Jun 28,2012 — If your landing page Iooks more like a blog post than, well, a able elements. She had been SaVlng promotlonal
landing page. ... Add a link to your landing page — preferably right on the
form itself — that ... If you put a lof of bells, whistles. and different choices in

ront of .. emails from different brands and found a good

Landing Pages Guide 101: Create Landing Page That Works
www.1stwebdesigner.com/design/landing-pages-101/ example among them.

. by Dainis Graveris - in 1,203 Google+ circles - More by Dainis Graveris

Jan 12, 2012 — Some minimal landing pages even just put their whole

message above the .... they can download), give more details and put the
download link.

10 Landing Page Optimization Tactics
www.wdfm.com/marketing-tips/landing-pages.php

Putting language at the top of the landing page felliing them they've landed in the ...
readers to click on the link that brought them to this particular landing page. ... Geta

CHECK YOUR FEEDLY STREAM
% TO SEE WHAT'S TRENDING IN YOUR TOPIC.

Sometimes, a topic takes center stage in the online community for a while. Different
bloggers and thought leaders contribute their ideas to the topic. Knowing what they’re
saying can help you narrow your topic. Try to find an angle that fits into the conversa-
tion already taking place.

5 LOOK FOR THE GAP.

Your narrowed topic should provide an original angle for talking about your topic.

Do not recycle content produced by other brands. Google evaluates uniqueness as well
as usefulness when ranking your content. If it’s too similar to existing content (yours or
other brands’), it could be considered “duplicate content.”

TIP: If an original angle doesn’t come to mind quickly, move on to
another project to let your brain simmer on it for an hour or two.
Sometimes you’ll come up with your best ideas when you’re doing
something unrelated to your problem.

USE THE TECHNIQUES YOU LEARNED IN
CHAPTER 2 TO DO A BRAINSTORM ON YOUR TOPIC.

If preliminary research fails to turn up an interesting idea, a brainstorm may help. But
don’t worry about it too much. In step 2, Research, you may get additional ideas. Do a
brainstorm now or wait until after you've done more research — whatever feels right for
the topic you're writing about.



ﬁg WRITE YOUR BEST IDEA IN YOUR EDITORIAL PLANNER,
ARARK ALONG WITH IDEAS FOR HOW TO DEVELOP THE TOPIC.
If you do get an idea for how to narrow your topic or develop it,
enter it in your Editorial Planner.

In the case of our example, the idea started as a general idea, that e

: . . right? So provide more ways to
landing pages would perform better if they had more clickable respond. (More items are clickable,
not more calls to action.)
elements. Use Rodale ad as example. They put

links in:

Browsing landing pages from different brands turned up one brand §. :s;;h B

- Social proof
- Close

that uses this tactic remarkably well. The writer selected one of

their landing pages to use as a case study.

Then after evaluating the techniques used in that promotion, she
decided on four main points for the article.



RESEARCH

Whether you share opinions or fact, and whether you want to inform, per-
suade or entertain, you need to back up your ideas with relevant details.
That’s why it’s so important to research your topics.

Look for information that will prove your points and validate your opinions.
Things like:

Quotes

Statistics

Case studies

Stories

Ideas from respected authorities

On a side note, this is one of the reasons we recommended you visit your

Feedly stream every day.

When you find articles that share useful statistics or reports or that could
serve as research for future content, save them. Then, when you need num-
bers or facts to back up your claims, you already have them on file.

Patrick Murphy Excels At Winning Games and Winning Fans
L ATy 8 RS LAt e, O B e

(In Chapter 5, we share some tips for saving these articles so you don’t have to

search for them every time you need a statistic.)

Begin by copying the topic from your Editorial Planner and pasting it into the top of a new
Word document. This will keep you focused on your topic as you research.

CE - The goal is to get response, right? So provide more ways to respond. (More items are clickable, not more calls to
action.)

Use Rodale ad as example. They putlinks in;

- Headline

- Body

- Social proof

- Close




We prefer Google, but you may use your favorite search engine. Type your primary key-

word in the Google search bar and look at the types of articles that show up in the SERPs.

As in Step 1 above, you want to see what other people are saying about your topic. But

now, you're looking for information that aligns with your message, so you can reference it

in your own content:
To back up what you’re saying.
To bounce an idea off of.

To give an opposing point of view.

You want to find sites that are recognized as authorities

in the subject. That’s not to say that lesser-known brands
don’t have anything to contribute. But you can save time by
focusing on industry-leading websites.

How to Optimize Your Landing Pages for Long-Term Lead Generation
blog_hubspot com/.. /How-to-Optimize-Your-Landing-Pages-f.__

g Fag Hubspot is a
blog.hubspot.com/... Litle-Landing-Page-Twezhg

R R ez respected authority
Jun 28, 2012 — If your landing page looks fi "
ﬂ landing page. ... Add 2 link Lo your landinjubaatLRUCIL LB

form itself — that ... If you put a lot of bells,
front of them, ...

Landing Pages Guide 101: Create Landing Page That Works
www.1stwebdesigner.com/design/landing-pages-101/

. by Dainis Graveris - in 1,203 Google+ circles - More by Dainis Graveris

Jan 12, 2012 — Some minimal landing pages even just put their whole
message above the ... they can download), give more details and put the
download link.

10 Landing Page Optimization Tactics
www.wdfm.com/marketing-tips/landing-pages.php

Putting language at the top of the landing page telling them they've landed in the ...
readers fo click on the link that brought them to this particular landing page. ... Geta

You're looking for facts, quotes, statistics, or new ideas that could help develop your topic.

NOTE:

Don’t try to copy entire sections of other people’s work. Simply collect the facts that can help

you tell your story.

Always copy and paste the URL with your research so, when it’s time to write, you can easily

link those ideas to the source material.




For example, this is what our research for a section in this book looked like
your research may include snippets of ideas, facts or links.

AWAL sample ad for AWAILjob listing.

http:/level343.com/article archive/2012/12/28/eight-cool-wavs-to-nse-fiverr-for-your-

keting/?utm sowrce=feedburner&utm medinm=feed&utm campaign=Feed?%3A+Level343+
%028 evel343+SEO+Aricles%29

Look at guest bloggers on well-written blogs: sample email to write them.

LinkedIn search for “writer” “content writer” “copywriter” “blogger”. Screen shots of what to

. As in this example,

Notice that our research consists mostly of links to articles that can be referenced when we

write that section.

Notice also that these links are mixed in with our own ideas. Research and collecting your own
ideas often happen simultaneously. Most writers move back and forth between brainstorming

and researching during these early stages of the creative process.

Research should never replace your own ideas. It should only strengthen and give credibility to
your statements. So add your own thoughts to the researched facts you've collected.

Think about what your readers need to know about your topic, and jot down your ideas.

There are two ways to do this:

o from Slingshot Blog Post Optimization Guide: The summary avticle is from
rw inc com/aaron-adershow-to-write-an-insanelv-popular-blog html™nav=river

2 Nol.mim:! This section of the guide provides a checklist of common techniques used in SMO,
CR.O and SEO. Social media optimization (SMQ) enhances success by adding the ability for
users to create social signals by sharing the article.

Choose the method that works best for you. Your research is for your eyes only, so you can

adopt any system that helps you organize your thoughts.




A primary source is the original research or statement. It will always

2012 B2B Marketing B h k . o
T —— be the most authoritative and accurate.

A secondary source is a blog post, press release or other piece of con-
tent that talks about the primary source.

T W In most cases, the information you get from a secondary source is valu-

Benchmark Report

able. But it isn’t the original. And it’s entirely possible that it took the
information out of context or wasn’t accurate in its presentation.

Whenever possible, follow the links until you find the primary source.

s o e Always cite the most authoritative source possible. This may

be a leading website, thought leader, author, or well-known
blogger. You can often recognize authority by celebrity sta-
tus, years of experience, or job title.

Interestingly, social proof may substitute for a big-name resource. When a lot of people are
tweeting the same thing, or when thousands of people are following a resource, those num-
bers lend credibility.

1.2k = (=

iy Eishare o Tweet g |

That being the case, you can quote several stand-out social media posts instead of using one
celebrity statement.

Kathryn Aragon Copywriting
4hours ago @

This is good marketing. LinkedIn is sending out congratulatory
emails, telling people how well they're doing on the social media
site. And what are people doing? Sharing.

I bet LinkedIn gets a lot of traffic today. What can you do to get
people talking about your brand?

(= Goldman
Linked 3 idGoldmanCNN

[ Just got an email saying I had one of the top 5%
most-viewed LinkedIn profiles of 2012. So I made the top
: 10 million? Woohoo! Thanks PR reps
3:20 PM- 11 Feb 13

Kathryn, congratulations!

You're one of the top 1% most endorsed in
United States ywriting.

1 FAVORITE

Linkedin now has 200 million members, Thanks for
playing 3 unigue part in our communityl

| ReadMore. |




If your readers already know your resource, you don’t have to take a lot

best selling author of time introducing it. That makes your job, as writer, easier. When your

best resource isn’t well-known, be sure to add its credentials and/or why
it should be considered an authority.

Wikipedia is a great resource if you need a quick overview of a topic, but
it isn’t considered an authoritative site. Use it for your own edification,
but don’t use it as a resource.

WIKIPEDIA
The Free Encyclopedia

If you can, limit the age of your data to no more than five years. If the only research available
is older than that, try to tie it to another piece of research that’s newer. In other words, look
for research that validates the older information.

If you aren’t sure about a number or fact, do a fact check. Send an email or make a phone call
to an authority in the topic. (We’ll show you an example of a fact checking email in a moment.)

NOTE:

If you want to reprint an article or quote substantial portions of a program or book, you
need to secure permission from the owner of the copyright. This may be the publisher or the
author.

The first thing you need to do is find out who owns the copyright.

If it’s a book, the author will often provide contact information in the author bio. If not, you
can contact the book publisher.

If it’s an article on a website, check the website’s footer for a link that says, “Reprints and
Permission.”




Otherwise, visit the “Contact Page” of the website.

Once you figure out who owns the copyright, you need to contact them and ask permission
to use the copyrighted material. In your email, you need to explain how you’ll use it, how and

where it will be published, and who will see it.

Secure written permission, not verbal. You may call the person to get a quicker response, but
always follow up the call with an email or letter. (At the end of this section, we provide an email
template you can use.)




FACT CHECKS AND COPYRIGHTS...
AN EXAMPLE FROM OUR OWN EXPERIENCE:

We recently wrote a blog post, sharing ideas from a book, Great
Leads, by Michael Masterson and John Forde. Usually, when
referencing a book, if you cite the author(s) and provide a link to
their website, you're covered when it comes to copyright.

Great Leads

The Six Esest Wans 1o
Beart Ay Hakes Meswage

However, in this case, the copyright for this information is owned,
not by the authors, but by American Writers and Artists Inc.
(AWAI). We found this out by accident when we were fact check-
ing one of the statements in the blog post.

Miehicl Masterson % Joha Forde

*_kindle edition |

HERE'S OUR EMAIL ASKING FOR A
FACT CHECK:

I'm writing a blog post on the six types of leads
that Masterson and Forde wrote about in Great
Leads, and I'm using the "Can You Write a
Letter Like This One?" sales letter as an exam-
ple of the promise lead.

I know this letter was your control for a long
time @ nd may still be) How long has it been
your control?

It's just a detail, but it would make that section

stronger.

By the way, this post will be published on the
Crazy Egg blog in January.

Hope you're having a wonderful holiday. And
thanks for your help. I really appreciate it.

Notice that we explain exactly how the information is being used. This helps your re-
source know that you're a serious writer and that you can be trusted to represent them
well.

Notice also that we ask our question directly. There can be no confusion about the in-
formation we need. But since we also tell our resource what we do know, we’ve made it
easy for them to answer quickly.




KEY: When communicating with a resource, make it as easy as possible for them to
respond to your request.

HERE’'S THE RESPONSE, IN WHICH WE
LEARNED THAT WE WERE DEALING

WITH A COPYRIGHT ISSUE:
It was our control for probably almost a de-
cade. We made changes to it over the years, but

the headline still is our control.

Note that the six lead types are considered
copyrighted material and actually come from
the Six-Figure course — and then were further
elaborated on in Great Leads.

Either way, proper copyright needs to be given
to AWAL

Mark, John, Katie and all are very protective of
that kind of thing — so just a heads up to head
off any headaches down the road.

See how useful fact checks can be!

Since we had already explained how the information would be used, we only needed to

know how to reference the copyrighted material.




HERE'S HOW WE PHRASED THE HERE’'S THEIR ANSWER:
QUESTION:
You need to site it as copyrighted ma-
Thanks for the heads-up about the copy- terial — and give credit to the publisher
right. How do I need to handle that? — AWAI Something like: In AWAI's

I did mention Michael Masterson and Accelerated Program for Six-
John Forde and linked each to their own Figure Copywriting, six leads are
website. Should I mention AWAI and described as ... @ nd just link to AWAI)
link to the 6-figure sales page instead....
or along with?

And I think it's nice to mention Michael
Or should I change the types of leads so and John — but the copyright is with
they aren't the same six that are in Great AWAL, so if you're limited on links, that's
Leads? where it needs to go.

>

You don’t need to shy away from using copyrighted material. In most cases, the owner
will be happy to let you use it — it’s a good plug for them.

Here’s the comment on the article written by one of the authors.

John Forde

Hi Kathryn,

Nice article, nice summary of the book... thanks for the plug!
John F.

February 11, 2013 Reply

Two things to remember:

1/ Always be careful to follow instructions for how to reference copyrighted
material.

% Always keep a written record of your correspondence so you have evidence that
you were given permission and that you are following instructions.
What to do when you can’t get a response:

Unfortunately, resources aren’t always as helpful as AWAI was. We once tried to re-
print an article in a book, but try as we might, we couldn’t get an answer.

It happens. And when it does, you need to find another resource. Do not use copyright-
ed material without permission.




USE THIS TEMPLATE WHEN SENDING A REPRINT REQUEST TO
SOMEONE YOU DON'T KNOW:

SUBJECT: MAY | REPRINT YOUR
ARTICLE IN MY [BLOG, EBOOK,

MAGAZINE]?
Dear [author or copyright holder],

I just finished reading your article [article
name, linked to the original source] at [blog

name, linked to its home page]. Loved it!

May I reprint that article and its images in my
[blog, magazine, ebook] titled [name it and
link it]? [If you want to use a portion of a book,
specify the sections you want to use.]

In exchange, I would provide a link back to
your website in the author bio, so readers can
get on your list and learn more from you.

[Now give a credibility boost.] Previously fea-
tured authors include [list big-name authors].

Please let me know if I have your permission to
reprint the article.

Thanks!

[signature]

TIP: Go ahead and ask for permissions now, in the research stage, before you start

writing. That way, you don’t waste a lot of time writing something that you don’t have

permission to publish.

You don’t need to wait to start writing. But this way, if you are refused permission or if
you don’t get a response, you have time to revamp your idea before you've invested too
much time in your original idea.
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Headline

P

At this point, you should have a narrow topic and some ideas
of how to develop that topic. It’s time to start organizing your
ideas.

At the most basic level, all content is structured like this:

Get people’s attention and tell them what information they’re going to get if they

The Introduction, also called Lead (lede).

It could be several paragraphs.

Subhead 1

Subhead 2

Subhead 3

Subhead 4

keep reading.

Deliver on the promise you made in the introduction.

Summarize and bring everything back to your main point. If possible, add a “so
what” section, which explains how this information benefits your readers.

Conslusion, or close, which can be one or
several paragraphs.

Call to action

Tell people what they need to do next.

A 250-page book has longer sections. The introduction and close may each be an entire chapter, and
the body comprises ten or more chapters. The call to action could be a final chapter or workbook.

A 400-word blog post has shorter sections. The introduction may only be a few sentences, and the
body may be several paragraphs. The close and call to action could be a short paragraph each.

But no matter what type of content you create, its most basic structure is this four-part framework.

Your challenge, then, is fitting the research and rough ideas you’ve developed into this structure. To
do that, follow these steps:

There’s a difference between a talking about a topic and making a point. In your Editorial
Planner, you may have only listed a broad topic for each publication date. But that won’t suffice
when it comes time to write.

Based on your research and on the objective listed in your Editorial Planner, what point are you
trying to make with this piece of content?

Type that under the topic you copied from the Editorial Planner. (Insert some hard returns above

your research to push it down the page.)




CE - The goal is to get response, right? So provide more ways to respond. [More items are clickable, not more calls to
action.)

Use Rodale ad asexample. They putlinks in;
- Headline
- Body Topic - copied from

- Social proof <
- Close Editorial Planner

Tips to Make Your Landing Pages More Clickable

| e,

Point of the article

In some cases, your point will eventually become your headline. In other cases, it is more suited
for your introduction, and you’ll end up re-using it there. In either case, the idea doesn’t have to
be polished. It simply gives you somewhere to start.

So write down your point and highlight it in bold.

If you’re writing an opinion or informational blog post, three will suffice.

If you're writing a how-to piece, a list blog post, or an ebook, you may have as many as you want
6 r need)

For longer content, you may need 10 to 20 supporting ideas, each making up a chapter.
How do you know what your supporting statements should be?

In most cases, you’ll start seeing how your ideas fit together during the research stage, as you are
jotting down your ideas and gathering research.

CE - The goal is to get response, right? So provide more ways to respond. (More items are clickable, not more calls to
action.}

Use Rodale ad asexample, They putlinks in; "‘——-—-—._.____ Idea from Editorial

- Headline

- Body ) Calendar, pasted
- Social proof .
- Close into Word.

Tips to Make Your Landing Pages More Clickable ~g—
Narrowed Topic, highlighted

Get results with more links, not fewer as potential headline
Ifthe headline sells, make it clickable

Provide lots oflinks in the body copy L .
—ll—— Main ideas for developing

Ifit catches the eve, make it clickable the topic, organized in a
logical order. These will
become subheads of the
final document.

Drive sales to the very last word

Keep one focus, one response

RESEARCH: Research, which will be used
Rodale’s landing page: / in writing.

J/wrww losethewheatlosetheweightcookbook.com/losethewheatlosetheweightcookbook/nc/in
)7/designing -engaging -enjovable-long-form-
reading-experiences/

IGre:-!.t sales copy is highlv focused. It relates to one big idea, which runs like a thread through the
entire promotion.

Notice in this example that we planned four major supports: headline, body, social proof and

close.

Each of those became a subhead in the article, but two other subheads were added: one giving
the benefits of this approach (an intro) and one summarizing the article (a conclusion).

Often, these extra subheads are added during the writing phase. Other times, you'll see the need
for them now, when you’re organizing your ideas.

Every piece you write will be different. Few writers know exactly how the piece will look when
it’s done. So let it evolve.




UNDER YOUR POINT (WORKING TITLE), WRITE OUT
YOUR PROPOSED SUPPORTING STATEMENTS.

They don’t need to be well-written or finished. In fact, they may only be a word or
phrase, like the rough ideas you came up with during the Research phase.

ARRANGE THESE STATEMENTS IN A LOGICAL ORDER.

The statements may be listed chronologically, as an ordered list, or in a logical progres-
sion of ideas.

THINK OF THIS LIST AS THE WORKING OUTLINE FOR
YOUR FINISHED CONTENT.

Since you haven’t written anything yet, it’s easy to see the basic structure of your content
simply by looking at this outline. If it isn’t arranged logically, now is the time to rear-
range your points.

APPLY A “HEADING 2" STYLE TO EACH
SUPPORTING STATEMENT.

AaBbCal | ABbcad ACIBE AaBbC AaBbCe : M

TMormal |7 Mo Spaci.. Headingl Heading2  Heading 3 ;'Epﬂlﬂgﬂ
';1_'.|'E5T

Stvles

These are Word styles that apply formatting to your article. By using the same styles in
your Word document that you plan to use on your website, you can save time formatting
your content for the Web when you upload it.

In most blog posts, titles have a “Heading 1” style and subheads are formatted with a

“Heading 2” style.

EVALUATE THE EFFECTIVENESS OF YOUR OUTLINE.

Looking at nothing more than your headline and supporting statements:
Are you saying something unique?
Do you offer a fresh perspective on the topic?
Do all supporting statements relate to the topic?

Are you making one point only, or trying to make multiple points? N arrow the focus to

one point.)
Do you have enough supporting statements and research to prove your point?

If you answer yes to all these questions, you're ready to start writing. Move on to the
next section, “Rough Draft.” If not, keep working with your idea until your idea is more
refined.




<d WRITE YOUR ROUGH DRAFT

NN

STEP1 PICK ONE SECTION OF YOUR ARTICLE TO DEVELOP FIRST.

Esﬁ-o':gegoal is to get response, right? So provide more ways to respond. (More items are clickable, not more calls to In mOSt Cases, this Will not be the in_
P;stnﬁie ad asexample. They putlinks in; . .

-y troduction. Pick the subhead that you
- Close

Tips to Make Your Landing Pages More Clickable haVe the mOSt ideas or the beSt researCh

Get results with more links, not fewer The writer decides to start

for.

If the headline sells, make it clickable —a——— With an evaluation of the landing
page.

Provide lots of links in the body copy

Copy any notes you made in the re-

Ifit catches the eve, make it clickable

Drive sales tothe very last word search phase (at the bottom of your doc-

Keep one focus, one response

ument) and paste it into the section.

Then begin writing out your ideas.

B If you use quotes from research, put it in quotation marks or paraphrase

and link to your source.
2 Your own notes need to be fleshed out and expanded.

I Then fit it all together to create a logical flow of ideas.

Don’t worry too much about transitions between sections. You subheads

often serve as transitions, and you can smooth out the flow of your article
in the editing stage. At this point, focus primarily on getting your
ideas down.

WRITE FOR ONE PERSON:
YOUR IDEAL CLIENT

(

Remember the avatar you created in Chapter 1? Decide what you want him or her to understand

after reading that section. Then write it as if you are talking to that one person.
How do you do that?

2 Imagine the person you’re writing to is sitting across the table from you.

» Talk to them as you write.

2  Use words like you and we, not he or they.



ﬂg DO NOT EDIT YOUR WORDS OR TRY TO WRITE BEAUTIFULLY.

At this point, you are merely roughing out your ideas. It’s okay if your writing is awk-
ward or even bad.

Your goal is to get your words into the document, and it’s more about nailing down your
thoughts than expressing yourself well.

One thing that helps is to give myself permission to write
badly. | tell myself that I'm going to do my five or 10 pages

no matter what, and that | can always tear them up the fol-
lowing morning if | want.

LAWRENCE BLOCK

Having trouble getting your ideas down quickly? We’ll cover tips for non-writers and non-typ-
ists in Chapter 7, when we talk about common roadblocks to successful content marketing.

ROUGH OUT ONE SECTION AT A TIME.

Tackle just one section at a time until all subheads have a para-
graph or two written to explain and/or prove your point.

In Chapter 6, we’ll give you templates for some of the most popular
types of content, including several types of articles and blog posts.

As soon s youanive ot Redale's landing page, you have four opporturitis to dlick through to
the ooder page

At this point, you only need to worry about writing the body of your : g

+ Thabesdline
*  Thepancsks sraphic

article. It’s perfectly acceptable to move from the first section to e e g i e

i el i o i B £ il

By i
action immedizaly.

the last. But it’s also acceptable to skip around within the post until T T

Your take-away

each section is done. i T

make ita praphic =0 it dossn't Look like linked 15t.)
Considar sdding othar parsussive alements thar allow peoplato take action sight sway. Adda
teasar sbove the beadline {sometimes called an “syebrow” or “Tobnson Box™) or a subtile often
callad the “dack’) belowit.

In our example post about clickable landing pages, the writer did, R S

in fact, move from the first section to the last, but only because she
evaluated the landing page that way:

¥ Headline first (then write her ideas)

B Introduction next € hen write her ideas)

CE - The goal is to get response, right? So provide more ways to respond. (More items are clickable, not more calls to
action.)
Use Rodale ad asexample. They putlinks in;

I The sidebar € hen write her ideas) =
- aoclal proo
- Close
,Andﬁnally the ClOS€ (then write her ideaS) Tips to Make Your Landing Pages More Clickable
Get results with more links, not fewer In this article, the writer inserted

If the headline sells, make it clickable 1 a screenshot of each section of
the landing page below the

subhead, then explained why
Ifit catches the eye, make it clickable 3 it worked.

Provide lots of links in the body copy 2

Drive sales to the very last word 4

Keep one focus, one response




NOW WRITE THE INTRODUCTION.

Consider everything you just wrote in the body of the article. How could you hook people’s
interest to get them reading? A few suggestions:

W A startling statement.

D A true, but surprising, statistic.

2 A personal story.

I A reference to a current event or news story.
W A historical reference.

2 A metaphor.

IF NECESSARY, DO MORE RESEARCH ON YOUR MAIN TOPIC
(OR RELATED TOPIC) TO FIND THE HOOK.

In our example, the writer decided to research heat mapping to find a statistic that would
support her main point. She couldn’t find research on the subject, but she did find an inter-
esting idea, “Hick’s Law.”

It was unique, so she knew it could work as her hook.

[Tips to Make Your Landing Pages More Clickable

There’s a little-kmown rule of thumb that may be hurting vour online sales.

It’s called Hick’s Law, and whether you know it or not, it has probably lowered the click-through
rates on yvour landing pages.

Here's why. ..

WRITE YOUR INTRODUCTORY THOUGHT AS CONCISELY
AS POSSIBLE.

Writers have a habit of warming up to their topic rather than jumping in directly. In most
cases, great writing nixes the warm-up.

Get to the point quickly

CREATE A TRANSITION TO YOUR POINT.

The point is usually at the end of the introduction. Here, you tell your ideal reader what
your article is about and how this information will benefit him or her.

Get results with more links, not fewer

Studies have shown that people often hover their cursor over the section of a Web page they are
looking at. As a result, the elements that attract their eve are the elements they click on first.

It may be a product image, a benefits statement, or an image of a happy customer. If it captures
their interest — and 1f it makes them want to buy — that’s where they click first.

But what happens if that element isn’t hyperlinked to the order page? In many cases, people

change their minds and leave. Thev're interested enough to click once, but not enough to hunt for
a link.

Needless to say, more clickable items could easily improve sales. Provided, of course, that vou
keep Hick's Law in mind and maintain just o#e simple call to action.

Wondering how to do 1t? Let’s take a look at one of Rodale’s promotions, the Lose the Wheat!
Lose the Weight! cookbook




§_I_E_Pe. DRAFT YOUR CONCLUSION.

Summarize what you talked about in the body of the article. Then explain why this

Keep one focus, one response

Hick's is right about one thing. You can improve results by giving people one thing to think
about.

So keep it simple. One message. One call to action. With lots of opportumities. for people fo.
accept your offer.

Make it easy for people to buy. Boldly link where no one has linked before. And create the
potential for significantly more sales.

STEP1‘. FINISH WITH A CALL TO ACTION.

In content, you have a lot of options for your call to action.
B You may ask for a comment or a social share.
I You may suggest a new way of doing things or thinking about things.

B You could also ask people to click on a link or take a specific action.

Here are a few examples:

What are some of your favorite apps to be released so far this year? Post your movers
and shakers in the comments below!

By Sherice Jacob in her article, “5 Mobile Apps That Are Changing The Face Of eCom-
merce” <http://blog.crazyegg.com/2013/02/04/mobile-apps-ecommerce/>

Go ahead and ask for comments or shares. But be specific. Pose a question that gets people
thinking, then ask for a response.

By Russ Henneberry in his article, “Is Audio The Next Big Thing In Digital Marketing?”
<http://blog.crazyegg.com/2013/02/06/audio-digital-marketing/>

This is basically an invitation to share. But notice that it’s phrased as a command. That can
often get better response.

| hope these tips will give you the last inch of motivation you need to start doing amazing things with Instagram

Have you found other limitations using Instagram for business? Do you agree with the solutions suggested

above?

By Thibaut Davoult in his article, “The 5 Biggest Misconceptions About Using Instagram
for Business” <http://blog.kissmetrics.com/biggest-misconceptions-about-instagram/>

Here both techniques are used. The writer tells people to “start doing amazing things with
instagram.” Then he asks for additional ideas.



GIVE IT A REST

Congratulations! Your rough draft is finished. You
may read it over and fix glaring mistakes in your
writing. But that’s it. It’s almost impossible to edit
your work immediately after writing. So save your
document and set it aside at least until the next day.

This cooling off period will make a big difference in




@ 'EDIT

When it’s time to edit your work, try to set aside a few uninterrupted hours. You

need to be able to evaluate the flow and logic of your ideas, so you need time to
focus.

Get inside the head of your avatar, or idea reader. Then

Acrobat

I‘ead fI‘OIn StaI't tO ﬁniSh. - 4 free .. = 'E"_E] Final: Show Markup

Show Markup =

ete Previous MNex

Mark any sections that don’t make sense or are unclear, L K Besioning fane

ymments | Tracking

but don’t do any major editing yet. In this first review, you
simply want to get a feel for how good (or bad) your first
draft is.

Does it make the point you set out to make?
Does it make only that point?

Is the angle unique enough?

If necessary, rearrange sections to create a more logical flow.

Delete paragraphs and sentences that don’t support your main topic or that

interrupt the flow of your ideas.

Make the first sentence and first paragraph as intriguing as possible.
Remove any waste. Pare down your idea to its core.
Keep it interesting.

Tie it to your main point.




Make your verbs active. Rearrange your sentences, if necessary, to replace

Headline
words like is, am, and be with action words. Find the strongest, most expres- * This subhead

went from one
word to an
active sentence

Where possible, change adjectives to nouns and/or select more expressive If the headline

sells, make it
clickable

sive verbs possible.

nouns.
Remove unnecessary words and phrases.
Simplify complicated sentences. 8 hoot for an 8th grade reading level.)

Check spelling, grammar and punctuation.

The title should be descriptive, not cute or clever. It should forecast the information people will
find in your content — never mislead your readers.

In most likelihood, you will find the best wording for your title somewhere in the introduction or
conclusion.

NOTE:

Saving your content properly is as much an art as writing it.

Most content goes through several rounds of drafts and edits before it can be considered done.
Some of those rounds result in such drastic changes that it’s worth “saving as” rather than saving
over the previous version.

Of course, you don’t need to do this with every new draft. But...
If you decide to experiment with another approach to your topic
If you need to make dramatic changes
If you need to submit each version to stakeholders until the final document is complete

... Then it’s worth your while to keep track of your content’s evolution from first draft to final
deliverable.

That way, if any version doesn’t work or if someone wants to “go back to the way we had it be-
fore,” you only have to open up a previous version. Easy!




A few common ways to do this are:
A keyword or phrase from the title
Shorten the keywords, then add the project type

The initials of your full project name

ADVANCED
GUIDE TO
CONTENT
MARKETING

CM GUIDE

If you aren’t able to create a shortened name, that’s okay. It simply makes it easier to see
the entire name — project and version — at a glance.

Name it with the project name or the identifying tag you decided on in Step 1.
Save this folder in a logical location that’s easy to find.

For example, if you create content for different departments in your organization, you
might create a folder for each department, then subfolders for each project.

If you create different projects for different clients, you may have a folder called “Clients”
with subfolders for each client. Then inside each client folder is a folder for each project.

CLIENTS

CLIENT 1 CLIENT 2

e

PROJECT 1 PROJECT 2 PROJECT 3




Use your project name first, so it’s easy to keep track of the document when it’s open on
your desktop. This is important if you work on several projects at once.

If you can use the shortened project identifier, all the better. It makes it easier to see the
project and version of each document at a glance. But it isn’t always practical to use an
abbreviated name, especially when stakeholders and reviewers will see the document.
The full name may make it easier for them to recognize the document.

If you name your documents by their version — such as “draft 1” or “article 1” — then
save them in project folders to keep them separate, you could end up with several “draft
1” documents open at the same time. It’s easy to get confused.

([T, The Advanced Guid..., [T} Thesd

- . . i (T] Autobiogrphy
¥ ;
L=l =t -1 B-1-1-°

A ME s«icENr AR - NS N il |

Use the “underscore-number” format to identify the version of each document. And
start the habit of numbering even the first draft. In many cases, you will have multiple
versions.

Short articles and small project may not need a lot of ver- ulSR_7 reasons_1

SF{_? reasons_2

5R_paying toe much_1
Thoughts

Web Pages 1

to stakeholders for review, consider creating a new version @] Web Pages_1_AW comments

sions. So it’s okay to save changes in the same document.

But if you make dramatic changes, or if you send you edits

rather than saving over your first version. ) web Pages 2

Save as:

This is especially important if you submit revised versions of the document to review-
ers. By numbering your drafts, stakeholders can see at a glance which document is
most recent.

In this FINAL version, delete your research. ) The Advanced Guide to Content Marketing, 01

The last numbered draft may (or may not) @ The Advanced Guide to Content Marketing_01_FINAL
Thr—.- Advanced Guide to Content Marketing_01_v2

ThE Advanced Gu

contain the links and notes from your research.
The FINAL should not.




(The following instructions are for Word 2010.)

Information a

C:\Users\ksaragon\Documents\KathrynArag

Permissions
Anyene can open, copy

On the “File”
tab, select
“Options.”

Then place a check beside “Check grammar
with spelling” and “Show readability statistics.” e

Ignare words in UPPERCASE

Click OK in the lower right corner.

The Advanced Guide to

Home Insert Page Layout References Mailings

Under “Review,”

) select “Spelling
Spelling & Research Thesaurus Waord 2
Grammar Count | & Grammar.

Proofing age Comments

Word will start by checking your grammar and

Readability Statistics

spelling, so make corrections as necessary. Then
Counts
when you're done, a pop-up box will appear with Words
Characters
your reading level statistics. Paragraphs
Sentences

Ideally, you’ll have a low percentage of passive Averages
13 . 2 Sentences per Paragraph
sentences because you already changed “being R —
Characters per Word

verbs to “action” verbs. -
Readability

Passive Sentences

The Flesch Reading Ease score should be between Flesch Reading Ease
Flesch-+Kincaid Grade Level

60 and 70. The higher the score, the easier it is to
read your writing.




And your Flesch-Kincaid Grade Level should be between 7.0 and 8.0. (Lower is accept-
able. Consider making adjustments if it is 9.0 or above.)

Depending on your target audience, the grade level may need to be higher or lower. For
instance, if your audience is made up of professors or doctors, you may be able to get
away with a higher grade level. But remember, even this audience enjoys an easy read
when they’re consuming content.

THAT'S IT!

Every writer, no matter how experienced, goes through these same steps when creating content:

SELECTING THE TOPIC BASED ON WHAT READERS ARE LOOKING FOR.
RESEARCH AND REFINE YOUR IDEAS.

ORGANIZE YOUR IDEAS TO CREATE A BASIC OUTLINE.

DRAFT.

COOL OFF.

EDIT.

As a content marketer, you must take content production seriously, which means you need to think of yourself as
a professional writer and publisher. That includes getting comfortable with the six steps in the creative process.

Do you still use these steps if you are creating media content, such as videos or webinars? You bet.

In the same way a writer selects the topic, develops the flow of ideas and drafts the content, media producers
follow the same steps. Whereas a writer drafts the words then edits, a videographer must produce the video and
edit. And a podcaster must record the audio and then edit.

No matter what your output, the creative process remains the same. And as a content producer, you are, in es-
sence, a creative professional.

You now know more about content creation than the majority of brands publishing on the Web today. You have
a strategy. You know where to get ideas and how to plan your content. And now you know the exact steps profes-
sionals use to produce their own high-value content.

But you aren’t done yet. In Chapter 5 you’ll learn 12 content writing secrets of professional writers, and in
Chapter 6, you'll find 10 templates for creating some of the most popular types of content today.

TAKE ME TO TAKE ME TO
CHAPTER THREE LRGN Tate, CHAPTER FIVE
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content you produce, you can benefit from knowing the secrets of professional
writers.

Since most content starts with written words, it doesn’t matter what type of q

One of the biggest struggles content marketers have is producing enough content

and simultaneously keeping the quality high. That’s something professional writ-

ers must work through on a daily basis. -
So in this chapter, you’ll learn 12 secrets of professional writers: the tips and tricks
that help them consistently produce a steady stream of high-quality content. m




STEP

&' STAY IN RESEARCH MODE AT ALL TIMES.

In order to keep your queue filled with great content ideas, you need
to stay in research mode at all times.

Research shouldn’t be reserved for planning or writing sessions only.
The quality of your content will increase substantially if you do it on
an ongoing basis, as ideas pop into your head.

AS SOON AS YOU GET AN IDEA,
BEGIN JOTTING DOWN WAYS YOU COULD DEVELOP IT.

You can wait until it’s time to produce your content to think about what you want to say. But it’s
often easier to begin developing your ideas before it’s time to write. To do that, as soon as you
get the idea, begin looking for:

B Major points you'd like to make about the topic
2 URLs for sites that provide additional information

2 URLs for Web pages that illustrate your points

By stepping into research mode every time you browse the Web, you can often have your entire
outline finished before it’s time to sit down and write.

EXAMPLE #1

How to make your customer the hero in his own life story.
Copywriting tricks: "Imagine." "Not just Benefits, deep
benefits" "before and after images." "help him succeed.”

Customer showcase ffocus posts: build relationship, feature
your VIP customers/clients, provide case studies for what
you do. Look for examples.

When you get an idea, you often have a few ideas of what you’d say in those articles — an

example you could give or a point you’d like to make.

Don’t just write down your content idea. Write down every thought you have about it, no
matter how rough or undefined.




EXAMPLE #1
The idea for this post began with a simple idea, “6 types of

& types of leads:

2 b r'“iExE\:'»mv. rainpowergameplan.com,/u

1 e a dS ° :;fti:znpuw;gameplanfpmlg??keyiu

de=155181&mktOfferld=FVN42993&pro

duct_code=041891&smartcode=1286500

To create a rough outline, the writer entered the types of leads pobaon
ideri i : iryaweiad

she was considering (in red). Then as she browsed the Web, if ?‘:;}}“1“““"“?“““??;?‘2““5“?&“‘12

she found a good example of one of them, she entered the URL i r—

82700001306192892920120823

under the subhead. b i

from-

ningfr
alzheimers-
ucphp?EXITPOP=Y&SC=RIKALT121028

That way, when it was time to write the post, she could easily b eeslesremicom pcsspres

[/TV-0UT-Working-Moms-Face-Express-
® 11.21.12heml
find the Web pages again — and most of the research was al- -
http:/ fwwrwmillersmoney.com,/retireme
d d nt-reboot/money-forever
direct offer,
rea y One * http:/ fwowrwanightingale.com/offers /deep
ak-chopra-collection-
1html?promo=INFx294v10
proclamation
http:/ /mail canonburypublishingnet /g /1
2jxch0Q3r51bE fwv

AS YOU READ/BROWSE THE WEB,
GATHER RESOURCES TO USE AS REFERENCE MATERIAL.

Don’t just browse the Web. Research the Web. CE - Persuasive writing: 1o need
, . . (http:/ fwww.rebellesociety.com/2012 /08/10/11-tips-and-
Whenever you're online, be on the lookout for materi-  [Jtricks-for-troubled-writers/), sell confidence

(http:/ fwww.targetmarketingmag.com farticle /build-

al that COllld help you tell your stories. confidence/17e=ksaragon%40shcglobalnets)

If you see a social media post or article that relates to a topic, grab the URL and paste it into
the cell where you've listed your idea. Add notes so you know why you wanted to use the mate-
rial, and when you finally sit down to write, you have much of your research already done.

USE GOOGLE+ AND EVERNOTE TO FILE YOUR RESEARCH

Sometimes you don’t have an idea yet. But you see a Web page or report that has valuable infor-
mation you know you can use.

When you see posts that have great research or fresh ideas, or if you simple want to keep it as a
sample of what works, be sure to save those Web pages.

There are three ways to do that, and we’ve listed them in order, from simplest to most advanced.

1 USE GOOGLE’'S +1 FEATURE

When you +1 a Web page, Google keeps a record or it.

To see the pages you've +1'd, go to your Google+ profile, and click on the tab below your
cover banner called “+1’s.”

Posts About Photos YouTube @



You'll see a list of the Web pages you've +1’d, with the most recent ones on top.

This creates a simple log of the pages you want

Posts About Photos YouTube +1's

to be able to find again later. But it doesn’t give

Your +1's appear here. +1 the things around the web you like, agree with, or want to recommend
o athers. Learn mare

you a way to add notes or categorize your pages. R
n Easy Way to Set Up Author Ran
Thls}:adt;r;tnﬁgrlaicsnc;:\.‘a quick and easy way to set up Author Rank on your

If you’d like to Save notes With your ideaS, you,ll website. Here are the exact steps you need to take

See the Enormous Northeast Winter Storm From Space

need to use the technique we talk about next. . ———

Here's what Winter Storm Nemo looks like from space

10 Innovative Social Media Newsjacks of the Super Bowl Power
Outage

blog.hubspot.com

Check out nine clever brands that pulled off quick, spot-on newsjacks of the
2013 Super Bowl power outage

4 Ingenious Ways Celebrities Used Their Autographs

Celebrities get paid to write their names on things. because the world is
hardly fair and rarely makes sense

Barney Bush Dies at 84 (in Dog Years)
gawker.com
Barney Bush_former First Dog of the United States (FDOTUS) _has lost his

CREATE A GOOGLE+ CIRCLE WITH NO ONE IN IT.

Here’s how it works:
Create a new Google+ circle called “Ideas,” but don’t put any people in it.

Then, when you find a Web page you want to remember, you can “share” it with your
Ideas circle. Since no one is in that circle, you’ll be the only one who can see it.

It’s a simple way to keep track of Web pages you want to be able to find later. Here’s how
to set it up:

FIRST, CREATE YOUR “IDEAS” CIRCLE:

1/ Go to your Google+ profile and click on the “Find People”
link in the left sidebar.

Find people

% Across the top of the page are three tabs. Click on “Your circles.”

Find people Added you Your circles




g’ At the bottom of the screen will be a row of blue circles.

Drop here to

create a circle

Click on the first one, which says “Drop here to create a circle.”
A pop-up will appear.

q Enter the name of the circle:
“Ideas”

ﬂ Write in a description of the
circle: “Research and ideas for
content”

q Click “Create empty circle.”

NOW, WHENEVER YOU COME ACROSS A PIECE OF CONTENT
THAT YOU WANT TO SAVE FOR FUTURE REFERENCE,
HERE'S WHAT YOU DO:

:v Hit the +1 buttOl'l on that Web page .You publicly recommended this as Kathryn Aragon.
(or copy the URL and manually paste it |
into your Google+ stream) . © Crasy Fog Blog [ Behind
<] We peel back the curtain on the
\— ®,’__‘ Cra.zy.r Egg business blog by
¥ Write your ideas into the post. AQd yOUr- poteres mes s amontly

ideas here basis.

. C b more people 2
Remove the circles you have show Click ""K@ Click the x to remove

. . . arc “Public” and click in the
ing, then click in the empty space empty space to add

. . \ —your “ldeas” circle
to see a list of your circles. Scroll @
- Click “Share”

ﬁ Share

0

€

down to “Ideas” and click on it.

Pinit

q Click “Share.”

WHEN YOU NEED TO FIND A WEB PAGE THAT YOU SAVED,
SIMPLY REVIEW THE POSTS IN YOUR IDEAS CIRCLE.
HERE'S HOW:

1/ When you are on your Home page, select “More” at the top of the page.

% The circles you have created will appear in a drop-down box. Select the
“Ideas” circle to populate your stream. You will see all your Ideas in
your stream.

Goxc )8[6 o+

ﬁ\ All Friends Family Acquainta... Following More =

=  ldeas

H o
o After you create / Witers
it, here’s where

share wyol aocess the 7
Ideas circle. Marketing




%’ When you’re done reviewing them and you want to return to your nor-
mal stream, select “All” from the options at the top of your Home page.
You will see posts from the people you follow, including any recent
Ideas you have created.

One caveat: Your posts to the Ideas circle won’t populate anyone’s Google+ stream, but
they could show up in a Google search if they contain the keyword being searched for.

Here’s a post we made for the sole purpose of capturing screen shots. It ranked on page 1
of Google!

= Put your notes or thoughts here: why you want to remember this post ...
hitps://plus.google.com/.. fposts/hZ3W3YFigHC

= why you want to remember this post, the idea it sparked, or the topic it relates

J P Kathryn Aragon — Jan 30, 2013 — Limited — Put your notes or thoughts here:
W, fo 5 Essential Qualities of Irresistible Product Descriptions

USE EVERNOTE.

Evernote allows you to save Web pages to a

5 Essential Qualities
of Irresistible Product

cloud-based file system. You create the folders
and tags, and you include notes that help you find
that information when you need it later.

This is the most advanced technique for saving Web pages for future reference. And the
nice thing is, you can customize the experience to your own needs.

¥ Create a folder for each writing project.
B Create a folder for each category you create content for.

¥ Create a folder for each client or department you create content for.

ORGANIZE YOUR SAVED WEB PAGES IN WHATEVER WAY THAT
WORKS FOR YOU. HERE’'S HOW TO SET IT UP:

1/ In the upper left corner, beside “Notebooks,” click the small caret. A
link to “New Notebook” will appear. Click it.

g EVERNOTE

Notebooks

‘ MNew Motebook. ..
1B Al Notes (135)

ﬁ| ksaragon's notebook (135) |J Yesterda
for Taking

@ Trash (2) Already Po




% In the “Create a New Notebook” pop-up, write your project name or the
category of the information you want to save.

Create a New Notebook

Motebook name

Crazy Egg blog|

For instance, if you write blog posts for several categories on your website, create a
folder for each. When you find research that applies to one of those categories, save
it in the appropriate folder. (We'll talk more about that in a minute.)

Or if you create content for several departments in your organization, create a fold-
er for each. Then when you find research that applies to one of those departments,
save it in the folder labeled with that department’s name.

ﬁ’ After you’ve created folders to store your research, set up the Evernote
Web Clipper on your desktop.

From Google, search for “Evernote Web Clipper” and select the appropriate search
result depending on your Web browser.

For instance, if you have Firefox, select the first option. If you have Chrome, select
the second.

Evernote Web Clipper - Add-ons for Firefox
addons.mozilla.org » Add-ons for Firefox » Extensions
462 votes - Free
Dec 28, 2012 — Evernote Web Clipper 5.4.1. by Evernote Corp. Use this extension to
save things You se€ on the web into your Evernote account. 1t pl"OVideS = -

Chrome Web Store - Evernote Web Clipper
hitps://chrome.google.com/webstore/.. /evernote-web-clipper/. ..

3.124 votes - Free
Use the Evernote exiension to save things you see on the web info your Evernote
account. It even lets you search through your notes.

Evernote will add an icon to your search bar at the top of your browser. # & & =

NOW YOU'RE READY TO USE EVERNOTE TO FILE YOUR
RESEARCH:

1/ When you are searching the Web and find a page you want to save, click
the Clipper icon at the top of your browser.

% The Web page darkens and Evernote highlights the part of the page be-
ing saved. A pop-up also appears asking you to fill in the notebook you
want this page saved in, the tags you want to assign it, and any com-
ments you may have.



YAHOO! =
o Hootsuite | Bl @ Facchook | TgGougler | = Wiy Blogs P | 1 Aragon Kethrss | 072 ofthe Best | £} Dashbioard ko | Words from C.o | 95 EvernoteWeb. | o Evernote ... x [ |

nz.mozilla.ong/en-us/hretos/addon/ evernote-web-clipper/ @ || Ml - AVG Szeure Seorch

rted {1 {0 HP Games L] Suggested Sites 7 How to configure Aut.. ] Web Slice Gallery || Dashie
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vernate Web Clipper - Add-ons for Firefox

Clip article i

| Evernote Web Clipper 5.4.1

| . Evi Co
by Everncte Corp

Use this extension to save things you see on the web into your E
provides a toolbar button and context menu to add an article, selection, URL or an
entire page.

Clips to your nalive Evernote client by default if it is installed.

5’ Enter the appropriate information and click “Clip Article.”

That’s it. Your article is saved in Evernote in the file folder you specified.

THEN WHEN YOU'RE WRITING AND NEED TO FIND A STATISTIC,
HERE’'S HOW YOU FIND IT IN EVERNOTE:

¥

When you are writing a blog post or writing a video script and you need
a statistic or other fact, go to Evernote.com and log in to your account.

In the search bar at the top of the page, [ contnt marteting

type in your keyword and click “Search.” [J .o amess

Add Filters...

i | ] Tag: content marketing

All the Web pages that you tagged with that keyword will populate the
Notes panel below the Search bar. Each page is labeled with the page
title and the date you saved it to Evernote.

content marketing

£ All Notes

How to Write a Book and Become a Publishec
3 days ago Finally! A PROVEN Step-by-Step
System for Taking What You Already Know, Using
Skills You Already Possess, to Write a Book and Get

Content Submission for the Wealthy VWeb Wri » -
2 weeks ago Member DashboardBecome an :
AffiliateLogout Social Media: Wealthy Web Writer

The Writers Roadmap to Making Money Online Home |

The One Clause Your Contract Shouldn't Be W\
2 weeks ago Member DashboardBecome an
AffiliateLogout Social Media: Wealthy Web Writer
The Writers Roadmap to Making Meney Online Home

The KIS Smetrics Guide to Blogging

11313 In today’s post, I'm going to go over 30
blogging tips derived from more than three years of
blogging here at KISSmetrics. Some of these tips are ] :

Launching Successful Business Blog | Conter
111113 Content Marketing World 2013 Early Bird
Registration Save $400 through 12/31'Register
Now!Close Open About Us Blog Email Updates




q Click on any of the search results, and it will appear in the reading
panel on the right.

| content marketing

Pl + New Note

§ EVERNOTE

B AllNotes (137)
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Trash (2)
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The KISSmetrics Guide to Blogging

1/3/13 In today’s post, fm going to go over 30

blogging tips derived from more than three years of
blagging here at KISSmetrics. Some of these tips are g

Launching Successful Business Blog | Conter
1113 Content Marketing World 2013 Early Bird
Registration Save $400 through 12/31/Register
NowClose Open About Us Blag Email Updates.

Elevate Your Insight, Skill, And Ability
1212812 In his LOOK OVER NY SHOULDER monthly
program an copywriing: *the power of borrowed
influence *how to use analogy-anchors to gain

The KISSmetrics Guide to Blogging
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Reading Panel
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In today's post, I'm going to go over 30 blogging tips derived from more than three years of blogging here at
KIsSmetrics. Some of these tips are tribal knowledge we've chalked up in that time, whereas others are more SEQ
focused.
And just fo reiterate why blogging for your business is SO important:

® |t's a greai way to build brand awareness.

= [i's a great way to build links and improve your site’s visibility in the search engines.

* t's a great way to educate people and establish trust with them — which helps to build a customer base!

So without wasting any more time. let's get down to brass tacks!

1. Cut Down Your Page Loading Time

| don't read about 20% of the internet articles that | WANT TO READ simply because the page doesn't load in a
timely manner. But don't take my word for it — this infographic goes over the issue in detail:

Page loading problems can be atiributed fo technology issues (your web host or other junk you have installed on
your blog might be slowing things down).

Other times it is because you have too many large images or the file size required to download is substantially

Of the three options for saving your research, Evernote takes the most up-front
time. That’s because, in order to be able to find information later, you must add tags
to the pages you save.

But Evernote is your most efficient way to find your information later.



~%8 WRITE IN YOUR OWN UNIQUE VOICE.

Don’t try to copy someone else. Your content should have an individual

style that is unique to your personality or brand.
|

working on their writing skills. As a content writer, you need to continually

hone your skills too.)

Style is your most prized possession as a writer, and it should continue to

N |
Once you develop your own voice, you aren’t done. (Writers never stop u
N4

evolve over the lifetime of your career.

We are all apprentices in a craft where no one
ever becomes a master.

ERNEST HEMINGWAY

If you haven’t found your voice yet, try this exercise:

No matter what content you produce, it needs to be in your own voice, or style. It should
never seem like a copycat of someone else. That said, it’s only by copying skilled writers
that you'll find your own unique voice.

Typically, creative professionals go through three stages of development: imitation, mas-
tery and, finally, innovation.

You start out reading and studying the styles of writers you admire. Then you use what
you learn to develop your own style.

Here’s an exercise that can walk you through the process:




What the first sentence looks like.

Format of introduction.

How the article is structured.

How the topic is developed and ideas presented.
Houw the article is drawn to a close.

What the call to action was.

Write an article or blog post for your own brand that’s similar to the one you just studied.
Try to format your article the same, and imitate the style of your chosen writer.

Repeat this exercise for the remaining four articles. When you’re done, you’ll have five

articles of your own, each written in a style similar to one of your favorite writers.

Select the one that was easiest to write and sounds most “like you.” It should sound or feel
a bit like your own (or your brand’s) personality and style.

Let your personality come through, your own way of talking, your individual way of seeing
the world. You may keep the structure of your chosen writer. Or you may continue to use
some of the writer’s style. But begin to make it your own.

Your goal is for someone to say, “When I read your posts, I can hear you talking.” That’s
voice. And it should be as unique as you are.




&\\\\\\\\\ Each piece of content should have one point. Only one.

The first thing you should do when you sit down to write

is to figure out what your bottom-line point is. \ \r

After you write, the first round of edits is to make sure your writing stays
on point.

You need to be ruthless. As William Faulkner said, “kill your darlings.” Any
word, sentence or paragraph that breaks this one rule must be deleted —
no matter how much you like it.

*<4) DEPTH AND LENGTH SHOULD MATCH.

There are two things that make writing difficult to read. One is not giving enough detail and

giving only a spotty coverage of an idea. The other is to try to give too much detail for
the space allowed.

Whether you want your content to be long or short, make sure you only
go as deep as your length allows.

2 Short articles should only provide a high-level discussion of
your topic or in-depth coverage of one aspect of it.

2 Longer content has the space to provide more
details.

Any length is acceptable. Seth Godin and
ZAGG write as few as 100 words per post, while
KISSmetrics and Crazy Egg blog posts range
from 800 to 1,500+ words.

For example, this one on ZAGG is just 36 Nothing Says Happy Valentine’s Day Like Bacon

words. Roses

o e . . Dby ALISON 1. HERZOG on FEBRUARY 14, 2013 in WISHFUL THINKING W Tweet Im
Yes, this is the entire article. '

So, Happy Valentine's Day from ZAGG to you and your bacon lovin' posse.

If you want to make these for your loved one (or let's be real, for yourself), you can get
step-by-step instructions at instructables.com.

Whereas this one on the Daily Egg is 2,100 words. How To Write A Landing
It’s far too long to include here, but you can read P age For Readers
y

it at http://blog.crazyegg.com/2013/02/12/ Scanners and

how-to-write-a-landing-page/.

Bottom-Line Viewers

The idea is to know what your readers want and provide
the depth and length that gets them engaged. Gl by Kathryn Aragon ® ono w2




FIND A UNIQUE ANGLE T0O
COVER YOUR TOPIC

Every piece of content has a TOPIC, a POINT, and a SLANT.

a subject of discussion or conversation

a major idea

a specific point of view

You may cover a trending topic that other content marketers are also writing about — but only if
you add to the conversation, not repeat it. Try to make a new point or find a unique angle for talking

about the topic. Otherwise, find something else to talk about.

SPEND AS MUCH TIME ON YOUR TITLE AS YOU DO WRITING

Even the most valuable, interesting content will be ignored if the title doesn’t con-
nect with readers. Your title should create interest and forecast the information
people will find when they click through.

# of [Something Useful or Interesting]

Top # [List]

How to [Do Something Useful or Interesting]

How [Brand Name or Celebrity] [Does Something the Reader Wants to Do]
Best of [Category or Type]

Why [Something] Is [the Way It Is]

Interview with [Celebrity]: [Interesting Topic or Title]

Newsjacking

Breaking News

Secrets of [Something We’re Dying to Know]
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»e‘&’’ MAKE THE FIRST SENTENCE YOUR BEST

You have about three seconds to hook your readers and get them reading. After
your headline, it’s up to your first sentence to do the job.

Never mislead. Your headline and first sentence should take the reader smoothly
to your main point. But do say something that makes people pay attention.

In business, it's important to learn from your mistakes.

As a reader, I think, “Mistakes? What mistakes? Maybe I'm making one...”
That little bit of doubt creates curiosity.

So you noticed, eh?

The tone is casual and fun. I think, “Noticed what?” And I'm into the article.

Want better results on your landing pages?

You’'ll hear that you should never ask a yes/no question. Readers might say no

and move on. But in this case, everyone wants better sales results, so it’s a safe
question.
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The lead (or as journalists call it, the “lede”) is what writers
call the introduction to your content.

For very short articles, it could be the first paragraph or two.
For books, it could be the first chapter. But for most content,
it’s the first 100-600 words: the intro and your point.

Your lead must be compelling without being overly long. It

must be tease about what’s to come without giving away the
gold.

Types of leads that perform well in content:
Fascinating story
Little-known fact
Contrarian viewpoint
Promise of information available nowhere else

Breaking news




KILL THE HYPE. KEEP IT BELIEVABLE

Your readers don’t want to waste time on content that isn’t accurate and trust-
worthy. So the rules are: no hype and no stretching the truth.

No hype.

Hype tends to make people feel like they're being manipulated — and no one likes
that.

So tone it down. Write content to help people and add value to their lives. Use con-
tent to inform and entertain. Use sales copy to sell.

No stretching the truth.

People will only see you as a resource if they can trust you. That’s why it’s so im-
portant to research your topics.

If you present a surprising fact or figure, you need to back it up. Provide your
source. If you quote someone or reference a book or report, link to it.

Make it easy for people to believe you — or they’ll stop reading and move on.

THE CLOSE IS AS IMPORTANT AS THE LEAD

Good content tells who, what, where, when and why. Great con- A
tent also tells “so what.”

Don’t let your content lose steam just because you ran out of
ideas.

At the close of every piece of content, summarize your main point,
then tell your readers how they’ll benefit from the information
you provided. \

If at all possible, go full circle by tying it back to the main point
you made in the lead.

PLAIN WRITING IS BEST

Short paragraphs, short sentences, and easy words are the most readable. So don’t

try to win any writing awards.
Digital content is not what you learned to write in English class.
Shorter and simpler is your mantra for better readability.

PARAGRAH 6 lines max

SENTENCES 25 word max

SYLLABLES 1-2 syllable




EDIT. EDIT. EDIT.
Great writing never happens in the first draft. K

The first draft is usually a good effort at figuring out how to put your ideas into
words. As a result, they're almost always badly written. For all writers.

Great writing happens in the editing stage. So when you write:

1/ JUST GET YOUR IDEAS DOWN.
% WRITE FAST SO YOU CAN KEEP UP WITH YOUR IDEAS.
ﬁ’ THEN PUT YOUR BEST EFFORT INTO YOUR EDITING.

And don’t just settle for one round of edits. For high quality writing, you’ll need to
go through several rounds of review.

We live in an exciting age. There was once a day when nearly all content was

written: physical books, magazine articles, glossy brochures, and the like.
Some marketers included recordings or videos in their arsenal of content, but
for the most part, “content” implied “written.”

We realize the last few chapters seem to follow that same assumption. But
nothing could be further from the truth.

In reality, all media starts with an idea that is expressed in words. So even if
the narrative is delivered in a podcast or video, the material must be well or-
ganized and logical. They still must rely on the basic architectural structures
used by writers.

So how do you transform your words into new media instead of a written
piece of content? Here’s the process:




(You'll learn 12 structures in Chapter 6.)

& types of leads:

promise,

http:/ fvranar brainpovwergameplan.com,u
of /brainpowergameplan /prmsub/?keyco

de=155181&mktOfferld=FVN42993&pro

duct_code=0413918&smartcode=1286500
0o0TEZT00001471822613320121215
prob/zolution

http:/ fvrwnwawaionline.com fcopywritin
£/learn /make-=six-fisures/

prob/solution,

http:/ foranwthehungerfixprogram.com,t
hehungerfixprosram /fa/indexTkeycode=2
20384 EmbktOferld=BHS5551 T&product




See how similar it is to the Creative Process for writing?

The point is not to worry about whether you should write or make a video. The point is to start creating content
— in whatever format works for you.

So get creative. Tell your stories. Talk about your products and services. Engage your readers.
That’s ultimately what content marketing is about.

In the next chapter, you'll learn 12 templates for presenting your content. These templates are the same struc-
tures used by the finest writers for decades — updated for digital publishing. They will give you a framework for
telling your stories through content, which will save you tons of time organizing your ideas.

TAKE ME TO TAKE ME TO
CHAPTER FOUR CHAPTER SIX

DOWNLOAD
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TEMPLATES FOR QUICK & EASY

In this chapter, you’ll find 12 tried-and-true templates
that content writers have used successfully for years.
These templates are invaluable for finding the right
structure for the type of content you're creating.

Why is this important? Because when it comes to com-
municating your ideas, the way you organize and pres-
ent them is as important as your ability to put them into
words.

In most cases, one of these templates will suffice. What’s
more, these templates work for video and audio content
as well as written.

So each time you begin a project — no matter what type of content it is — after gather-
ing research and developing your ideas, review these templates to find the best struc-
ture for your particular message. Then all you have to do is plug in your ideas and
develop each section.



What are the 12 structures?

QL E=
5;53%4!

For short content, you can use one of these formats as you see them here. For longer content, you
may mix and match them. For instance, your overall project may be a thought leadership piece, but
individual chapters may use other formats, such as how-to, case study, or interview.

When it comes to content creation, variety adds to the overall impact of your content. So don’t set-
tle for just one or two. Experiment. Try different formats. And enjoy the creative process.

Let’s take a look at each of them now.

) B

Sometimes the point you want to make is simple enough to express in ‘ R ETTE

your introduction. The real value is in the examples you provide, showing
your readers how other people have applied the information you share. EXAMPLE 1
When that’s the case, try an example post.
EVALUATE
Readers love this type of article because they can see many examples in

one place, without having to do the research themselves. EXAMPLE 2

Title it right EVALUATE

The title often includes a number, such as 10 ways to show your inner
EXAMPLE 3

geek, or 5 types of tiles you’'ll love in your kitchen.

EVALUATE

EXAMPLE 4

10 Ways to Stay Depression-Free

EVALUATE

Guest Picks: Beautiful Backsplash CONCLUSION
Tiles for Every Budget

Explore 20 tiles curated by a pro interior designer, ranging from everyday affordable to art

In the article, you can number your examples or not. It’s up to you. So
how do you structure an example post?



sTer ] | INTRODUCE YOUR ToPIC

Tell people what you’re talking about and why they’ll be interested in it.

am working with a client this month who strongly dislikes subway tiles. That's a new one for
me. Subway tiles tend to be my fallback, especially on budget-conscious projeets. But this
project has pushed me to think outside the box and see what else is out there that would work.

['ve included various styles, both traditional and modern, for both high- and low-end budsgets.
ere's something for everyone. — Stephanie from SabbeSpot

STEP% GIVE AN EXAMPLE

The subhead may be the product name, as in this example from Houzz.com.

Beau Monde Glass,
Blossom,
Aquamarine »

Ann Sacks is basically the
Louis Vuitton of tile
(though some of it is
actually not that
expensive). This collection
is amazing. It would be li
a piece of art on yvour
kitchen wall. Good lighting
would be a must!

http://www.houzz.com/ideabooks/7313761/list/Guest-Picks--Beautiful-Backsplash-Tiles-
for-Every-Budget

Or it could be a method or concept. This one, from Mashable, gives a general idea, followed by
a specific resource:

Live Video Feed: NASA TV

MNASA will stream live views of the asteroid via Ustream and NASA TV. The video feed will start at
2 p.m. EST, about a half hour before the asteroid is at its closest approach. NASA will host a
30-minute webcast at noon EST to show realtime animation of the asteroid's location.

The Marshall Space Flight Center in Huntsville, Ala. will also host a separate video feed on its

Ustream account.

http://mashable.com/2013/02/15/watch-asteroid-2012-dai4-online/

Pictures aren’t necessary in the Example format, but if your example is visual, pictures can help

clarify your points.

Ivory Travertine
Tumbled

Herringbone Mosaic
2UHAXAXS Tile - $4.99 »
STEP g EVALUATE IT I like this tumbled stone

product. The stones have a

. . very traditional look, but
After you give an example, talk about it. Include a few sentences the herringbone pattern

about why you like it (or don’t like it), why it works, or how your gives it a little more design
value.

readers can get it.



REPEAT WITH REMAINING EXAMPLES

Follow the same format for all your examples. There is no right number of examples
to use. We've seen posts that focused on two examples, and we’ve seen posts that give
20 or more.

In general, in short-form content, the fewer examples you provide, the longer (or
more detailed) your evaluation. In long-form content, you have the space to provide a
lot of examples and in-depth evaluation.

CONCLUSION/CALL TO ACTION

Many example posts leave this off. But you can make How Much Do You Know About

ALSO SEE
Depressu)n? Owvercome Depression: How to
Depression is an extremely disabling Avoid Hitting Bottom
disorder. Despite all the progress in An Expert’s Aternatives to
Treat Depression

your content stand out if you’ll wrap it up for your
readers. End your article with:

diagnosing and treating this disease, many

Depression Treatments: What

people still are in the dark when it comes to Women Heed to Know

, A summary Ofthe examples you’ve Shown. understanding depression. How much do

vou really kmow? Take this depression quiz,
Overthinking? It Could Be

which includes information from Dr. Depressing You

, Your OplnlOTl. Lawson Wulsin's book, Treating The
Aching Heart, and see how well you know fact from fiction.

B Advice to your readers.
3 A question.

Then include your call to action. Ask for comments or
social shares. Or tell people to visit another page on
your website.



«&8 POINT-ILLUSTRATION-EXPLANATION [PIE]

This type of content is very similar to the Example post above.
But in this type of content, you aren’t simply sharing examples
of your point. You're making statements about your topic.

Each section provides another point, which is then illustrated
and discussed.

A good example of this type of post is 5 Essential Qualities
of Irresistible Product Descriptions, which you can find
at http://blog.crazyegg.com/2013/01/26/5-essential-quali-

ties-of-irresistible-descriptions.

Tell people what your topic is and why it matters.

1) Spark imagination with vivid language: Teavana

Try to find a quick and easy way to summarize your point. This summary state-

ment will be your subhead. If you like, number your points.

This particular post draws examples from different brands advertising online. So it
includes the source at the end of the point.

1) Spark imagination with vivid language: Teavana

Description

Enticing, tantalizing and truly energizing this rosy blush blend of pu-erh black
and green colong teas merge to create an intoxicating mix of sweet fruit with
bright mint. Sweet strawberries and golden delicious apples swirl into
peppermint and spearmint and create guilt-free, slimful beauty inside and out.

Complex flavors of strawberry, apple and hibiscus are followed by refreshingmint




If you have an image, include it under your subhead.

This example makes a point about product descriptions, so the illustration is
words, not a graphic. That’s okay. Simply take a screen shot of your example and
post it as your illustration.

If you use a screenshot of words, check readability before you publish. If the words
in your illustration aren’t readable, forget the screen shot. Quote your source
instead.

For screen shots, you can use Microsoft’s Accessory, “Snipping Tool.”
Snipping Tool

Or use Snaglt, by TechSmith, which is available for PCs and Macs. You can find it
at_http://www.techsmith.com/download/snagit/default.asp

Include a paragraph or two that expand on your point. Give an explanation. Then
give a practical tip on how your readers can implement it.

Tea, in and of itself, is nothing exciting. At least, not until Teavana talks about
it.

The key is to nix all neutral words that don't inspire or persuade. Replace
them with words that create mental images or an emotional response.

Descriptions like rosy blush blend, enticing, tantalizing and intoxicating make
this tea seem more than just another cup of caffeine. It's an experience.

Then instead of listing ingredients, Teavana takes it to the next level by telling
us how we'll feel when we drink it. Guilt-free, slimful beauty? Who doesn't
want that?

Follow this same format for all your points.

This type of article needs a strong close. So make sure you tell your readers why

your topic is important and what it means in their own lives.
Promise more information.
Make a forecast.
If at all possible, take your point one step further.

Then, as always, give a call to action.
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If you want to share a new idea, one of the best ways to get people on board is to

create a logical argument that leads people to arrive at the same conclusion you
have.

With this type of post, you don’t start with your main point. You start with some-
thing your readers already know and accept.

Then you build on that idea using the logical framework of a syllogism.

If your first point (A) means this (B). And if this (B) means that (C), then you must
consider that as a real possibility.

The example below is by from the article, Marketing Has Changed. Are
You Keeping Up and is available at

INTRODUCTION

final points

conclusion
call to action

With this type of content, you want to start with something engaging. Perhaps a
story, an interesting thought, or a startling statement.

Marketing used to be interruption-style
communications: people velling on the street
corner, print ads, radio and TV spots, direct mail,
Vou name it.

Its goal was to scream, “Look at me!” so the
consumer would pay attention.

But there was madness in this method.




Begin your first section with a topic or idea that your readers already accept. Then
tie it to your second idea. Use research, stories, or logic to make a strong connec-
tion and back up your ideas.

The balance of power has shifted

The internet, mobile devices and social media let people connect on a different level.

Consumers now have a voice, and they know it.

It isn’t marketers who control what’s being said any more. People direct the
conversation, and if they don’t like something you've said or done, it can go viralin a

matter of hours.

In the next section, take your idea one step further. Tie it to your main point. Make
it a natural progression of your opening idea.

Social media can fransform you into a friend

The most amarzing thing about the changes that are taking place is that a business can

now be one of the Trusted Ones.

Content marketing and social media have changed things. Google’s algorithm changes

are also helping. It all drives more honest, transparent marketing.

Now make your final point. Make it clear that this is a logical extension of the
known fact (A) that you started with. If possible, use research or a story to support
your statements.

0ld-style business worried that if vou didn’t charge for everything, you were leaving

money on the table. But things are different now.

In most cases, sharing your expertise and knowledge leads to more business, not less.
Valuable content proves you know what you’re talking about. Social media interactions

demonstrate that you’re accessible.

You may need some additional discussion to bring home your final point. Now
that you’re on topic, you can add those thoughts here.

Give a strong conclusion. You now have your readers thinking. Give them some-
thing to chew on.

Then give your call to action. It’s a good idea to ask for comments after this type of
post. Then take the time to respond. People are more likely to engage with you if
they know you’ll answer their comments.




The inverted pyramid is aptly named. Each successive paragraph gives information that’s
less relevant to the overall point.

So tell your story from most important facts to least important.

You can keep the middle of the article interesting by introducing a bit of story, a specific
example, or interesting news relevant to the story.

Include quotes from your key sources.

“The SAE’s latest evaluation, combined with years of other extensive testing, leaves no doubt that
HFO-1234yf iz safe for automotive applications,” said Terrence Hahn, vice president and general

manager for Honeywell Fluorine Products. “Automakers globalty continue to adopt this new,
effective solution to comphy with new environmental regulation, including the European Union’s
Mobile Air Conditioning (MAC) Directive.”

As you near the end of the article, your story will dwindle. That’s because most of
the important information was told in the beginning.

HFO-1234yf was the subject of comprehensive testing conducted by an SAE CRP from 2007 to
2009. That CRP, which was sponsored by 15 global automakers, including all leading German
autemakers, major =uppliers and 13 international, independent research institutes, concluded that
HFO-1234yf iz safe for use in automobile applications.

SAE initiated the latest CRP after Daimler raized guestions about the refrigerant’s flammakility. SAE
zaid the CRP's latest evaluation was expanded based on Daimlers concerns, but that “the CRP
has found that the refrigerant is highlty unlikehy to ignite and that ignition reguires extremehy
idealized conditions.”

You will feel like your article closes with minor facts and story bits. Keep the in-
terest level high by sharing an interesting quote or a concluding thought that is
inspired by your news.

Most press releases end with a “boilerplate,” or short paragraph about the compa-
ny or brand being written about.

leader, =zerving customers worldwide with aerospace products and services, control technologies
for buildings, homes and industry; turbochargers, and performance materialz. Based in Morris

Township, M.J., Honeywell's shares are traded on the Mew York, London, and Chicago Stock

Traditionally, the call to action is a link to your website or landing page.



INTRODUCTION

THE INTERVIEW

An interview is viewed as a high-value piece of content. That’s because

QUESTION

it shares inside information that most people don’t have access to.
ANSWER

Most interviews these days include audio or video as well as the written

transcript. But you can still publish a written interview without media. QUESTION

Format it in whatever way suits you and your readers. Do be aware, ANSWER

though, that just posting a video or audio file doesn’t optimize your

content page. So even if you opt for a video or podcast, add written con- QUESTION

tent to go with your media.
ANSWER

L AL

CONCLUSION

A FEW EXAMPLES OF HOW CONTENT MARKETERS
ARE PUBLISHING INTERVIEWS

1 A S A I Vv I E D I A I , O S I It’s not every day that you get to interview one of your heroes. In this conversation

with the inimitable Seth Godin, I got to do just that. For 34 minutes, we talked about

Is Might T :
Seth Godin About Art

art, fear, and making a ruckus. It was a lot of fun.

This interview, available on Jeff Goins’s website, is format-
ted as a media post. (That structure is outlined below.)

You can find it here: http://goinswriter.com/

seth-godin-interview/

The one and only Seth Godin

Listen to the interview
Goins gives a short intro with a picture of the interviewee, «
then gives the link to an MP3 file. Below that are highlights
from the interview and memorable quotes.

Click here download the MP3.




2 IN WRITTEN FORMAT.

When “writing” an interview, You can approach it different ways.

Highlight the name of the interviewer and the interviewee, with their comments
following.

Interviewer: Tell me how you got into home decorating.

Helen: It was an accident really...

Or, as in this example, from Digital Book World, bold the question and write out
the answer below it.

Rivera: You recently closed The Domino Project. If you could do it all over again, what would
vou have done differently?

You never close a book project, in that the books remain on sale, hopefully forever. We did 12 books, had 12

bestsellers, brought a dozen big ideas to more than a million people—I'm not sure I'd change any of that.

The book industry is going through a massive change, and the reason I called it a project, not ‘the answer’, is
because this is a step along the way in a pretty long journey.

http://www.digitalbookworld.com/2012/interview-seth-godin-on-libraries-lit-

erary-agents-and-the-future-of-book-publishing-as-we-know-it/

5 COMBINATION APPROACH.

Provide a choice of digital downloads listen
for the live interview. Then present a e it
transcript of the interview for readers. NG &l

(mp3, 1:26:50)
This example is from On Being does at E— THE ART
http://www.onbeing.org/program/ o of
seth-godin-on-the-art-of-noticing- i, NOTICING,

Links + Resources

and-then-creating/5000 and then

CREATING

Notice that readers can listen to the final edited interview, the unedited interview,
or read the transcript. Their choice.

NOTE:

Even if you give a digital download of the interview, you need to pro-
vide written content for SEO purposes. So the template we provide
below assumes you’ll present the interview in written format.

Don’t be afraid to mix it up. Add media and images to add interest to your page.



STEP 1 INTRODUCE YOUR INTERVIEWEE.

Open the article by introducing your interviewee. Give background information about him or
her. Then introduce the general topic of your interview.

e 15 arguably one of the most successtul bloggers and thought-leaders
of our time. When Seth Godin speaks, people sit up and listen, even if
they’re the CED of one of the Big 6 publishers. He raised evebrows with
his decision to leave the traditional book publishing industry in order
to form his own entity called The Domino Project. But when he made
the decision to move on after 12 bestsellers, tongues wagged. Had his

precious experiment failed or knowing Godin, was something greater
in store? To find out, I asked Godin about this as well as his thoughts
on not only the future of the book publishing industry as we know it
but also why he calls some book publishers’ decision to pull the plug on
libraries’ aceess to eBooks “silly”.

STEP 5% | Ask QUESTION.

Rivera: You recently closed The Domino Project. If you could do it all over again, what would

you have done differently?

If you're going for a written format, pose your question.
B You can put each speaker’s name in bold, followed by their questions or comments.
B You can put a big Q, followed by the questions, and a big A, followed by the answer.

2 You can highlight the questions and print the answers in normal text.

STEP F | RECORD THE ANSWER.

Transcribe your interviewee’s comments in full.

You never elose a book project, in that the books remain on sale, hopefully forever. We did 12 books, had 12
bestsellers, brought a dozen big ideas to more than a million people-I'm not sure I'd change any of that.

The book industry is going through a massive change, and the reason I called it a projeet, not ‘the answer’, is
because this is a step along the way in a pretty long journey.

sTEP A% | REPEAT TILL DONE.

Keep listing questions and answers until the interview is done.

STEP 5 CONCLUSION/CALL TO ACTION

Wrap up your interview with some kind words about your interviewee, or consider
highlighting one of the comments in the interview.

If the interviewee has written a book or created a product, highlight it at the end of
your interview and link to it.

End with a call to action.



THE LIST

Some lists are short and some are long — we’re talking 30, 50 or 100 long ‘
— but it doesn’t really matter. People love lists. The longer, the better.

One of the secrets to making lists work is to include the
number in your title.

While it’s impressive to end with multiples of 5 or 10, don’t be afraid of
odd numbers. You can get more attention with 7, not 10, or 21, rather

than 20 items in your list.

For a bit of fun, put your list in reverse order. Begin with the last ‘

item and work your way down to your number-one item.

This article by Cracked.com, is a great example. You can find it at http://
www.cracked.com/article 18410 the-12-most-insane-things-you-can-
buy-internet.html

A short introduction is fine. Simply tell The 12 Most Insane Things You Can Buy on
people what the list is about and why the Internet

By: Andre Infante February o1, 2010 3,036,337 views

the information is useful. It’s okay to be

©* Add to Favorites Send

a little tongue in cheek — but only if it’s
already part of your branded voice.

Many people feel compelled to waste their money on lame things like clothing, food and baby formula.
Fortunately, besides allowing us to download porn at the speed of masturbation, the Internet has made it
possible for us to buy virtually anything we can imagine, regardless of how ludicrous it may be.




List all the items in your list. Be creative. Make your list fun to read.

List all the items in your list. Be creative. Make your list fun to read.

#11. A Celebrity

#10. The Man-Lifting War Kite

#9. The Mercenary Autonomous Paintball Turret

Add an interesting thought, opinion or e, AiGelebiite
explanation.

Consider including pictures. While you don’t
have to include them, they definitely add
interest.

If you have obscene amounts of disposable income, and a propensity for mistaking your peers' disdain for
admiration, the Millionare's Concierge will rent vou celebrities like Pamela Anderson and Leonardo DiCaprio
for your private events. The website is the online face of the "private party circuit,” a shadow industry that
celebrities use to pad their pockets after particularly damaging coke benders.

After spending time compiling your list, it’s easy to stop cold when you’re done.

Don’t do that. Take a few extra minutes to tell your readers why the list matters.
How does it help them? What new thought should they take away from it?

Give them a strong close. And don’t forget your call to action.
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Web pages that link to other pages — whether on your own website or
others — you can improve your site’s rank.

Here’s why...

When you create Web pages that link to other high-value websites,
Google may begin to see you as an authoritative site.

And when you link to your own Web pages, you can keep people on your
site longer, reducing your bounce rate and increasing your page views

per visit.

Do that consistently, and Google may assign you points for Trust and

Authority.

This one by Copyblogger, at_http://www.copy-

blogger.com/landing-pages/, starts with a

lengthy introduction:

Then it gives the links:

Landing Pages Turn Traffic Into Money
What is a Landing Page?

Alanding page is any page on a website where traffic is sent |
specifically to prompt a certain action or result. Think of a golf |
course... a landing page is the putting green that you drive the |
ball (prospect) to.

| Landing Page 5

Once on the green, the goal is to get the ball into the hole. | .
Likewise, the goal of the copy and design of a landing page is o : lps
get the prospect to take your desired action. b B

Here are a few examples of ways that landing pages are used with various traffic sources:

= Traffic is sent from a pay per click (PPC) search marketing campaign (such as Google Adwords) to
multiple landing pages optimized to correspond with the keywords the searcher used.

= Traffic is sent from a banner ad or sponsorship graphic to a landing page specifically designed to
address that target audience.

= Traffic is sent from a link in an email to a landing page designed to prompt a purchase.

= Traffic is sent from a blog post or sidebar link to a landing page that pre-sells affiliate products or
encourages an opt-in to a sub-list.

= The page you're currently reading is a content landing page designed to organize many related
pages around an overall theme.

Nine Landing Page Tutorials That Will Make You Smarter:

Here are nine articles that will help you start creating killer landing pages right away”

_ 5 Landing Page Mistakes that Crush Conversion Rates
10 Tips for Writing the Ultimate | anding Page

. 5 Tips for Designing the Ultimate Landing Page

. Keep it Simple. Stupid” Applies to Your Landing Pages. Too!

. How is an Effective Landing Page Like a Direct Mail Lefter?

7 Steps to an Email Opt-in Page That Works

. How Crappy Landing Pages Kill Email Campaigns
. How Successiul is Your Landing Page? The 3 Key Metrics You Need fo Know

. The 10 Commandments of Landing Pages That Work

THE LINK POST [ROUND-UP]

Link posts are a great way to add SEO value to your website. By creating

INTRODUCTION

Ny
SECTION 1
‘ SHORT BLURB
SECTION 2
‘ SHORT BLURB
FINAL POINTS

CONCLUSION

S0 WHAT DOES A LINK PAGE LOOK LIKE?
HERE ARE A FEW EXAMPLES:

Here’s a shorter version of the same thing. It’s by

Chris Brogan, http://wwuw.chrisbrogan.com/
my-best-advice-about-blogging/

My Best Advice About Blogging

| want to
share

Looking to take your blogging } d my best ideas
to the next level? I've got some p with you.
advice and thoughts that might g ok 50 q
help. Over the last little while, VAL S
I've written about blogging from lots of different Sunday about growing
perspectives. Right now, | think of blogging as one of pE e

your best possible tools for lead generation, for

developing relationships, and for improving your

organic search results. Without delay. here is My Best

Advice About Blogging

Bue {=] (wwetl(sz] [Joun| = ga =

1. How to Create Business From a Blog

2. If You Intend to Blog Seriously

3. Ten Secrets to Better Blogging

4. Asample Blogging Workflow

5. Blog Topics for Business-to-Business Customers
6. Basic Business Blogging Suggestions

7. Make Your Blog Design Work for You
8. 10 Blogging Tips {very brief)
9. Conguering Fear of Blogging

10. Keeping the Blogeing Fires Burnin;

11. 40 Ways to Deliver Killer Blog Content
12. 27 Blogzing Secrets to Power Your Community Maost Recent Blog Posts:

Here there’s less intro and more links.




With link posts, length doesn’t matter. It’s the basic structure that does the job. And
here’s how you can do it.

ster |

Tell your readers what information you’re sharing and why it’s valuable.

Looking to take your blogging |
to the next level? I've got some g

advice and thoughts that might
help. Over the last little while,

If you want to include different categories of information on the same topic, this is

a great way to do it.

If all your links relate to one main topic, you don’t need subheads. Skip this step.

Most link pages just give a list of page titles, linking them
to their source.

If you are using sub-categories, include a short blurb under
each subhead and then paste your links under each.

1
2
3
4
5
&
7
a

. How to Create Business From a Blog
. If¥ou Intend to Bloz Seriously

. Ten Secrets to Better Blogzing
. A Sample Blogging Workflow
. Blog Topics for Business-to-Business Customers

. Basic Business Blogzing Suggestions
. Make Your Blog Design Work for “ou
. 10 Blogging Tips (very brief)

. Conguering Fear of Blogging

. Keeping the Blogzing Fires Burning
. 40Ways to Deliver Killer Blog Content
. 27 Blogging Secrets to Power Your Community

This type of post doesn’t always have a conclusion. But it’s always a good idea to

tell your readers what to do next.

B Your conclusion may be a normal invitation to comment or share.

B You can provide a link to a landing page or contact form.

B You can tell them how to learn more about the topic.
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&\\\\\\\\\\% INTRODUCE BOOK

Book reviews are a great way to provide thought leadership. INTRODUCE AUTHOR

You can essentially be the Oprah of your community, recom- SUMMARY OF

mending books, curating ideas, and helping people find the MAJOR POINTS

information they need to succeed. ‘ AT G LT
As a perk, these activities also give you Trust and Authority WHAT You

status with search engines. DON'T LIKE

YOUR RECOMMENDATION

CONCLUSION

It’s easy.

Here’s one by Brand Driven Digital, at

S |

You can introduce the topic of the book or the book Do You Need The Impact Equation?

itself. Simply come up with an interesting introduction (Book Review)

that gets people curious about the book.

CHRIS BROGAN
JULIEN SMITH

When outlining how brands are built online, we often say that's it's through
three things — conversations, content, and community. However, one
underlying principle unites all three — platform. Whether a personal or
professional brand, those making an impact online have mastered the act of
building a channel. A new book from two of the social web's more successful
platform architects aims to break this down for the rest of us.




In a book review, who writes the book is as
important as what the book says. So do your
research. Visit the author’s website. Check out
his or her social media. Look for an engaging
story that elevates the author to celebrity sta-
tus (or at least gives your something interesting
to say).

The Elevator Pitch

The Impact Equation by New York Times best-selling authors Chris Brogan and Julien Sm
defies categorization in a lot of ways. In the most simple sense it could be called a sequel to
their first outing Trust Agents, but that short-sheets it in a lot of ways. Through all of their
pursuits — businesses, blogging, speaking, podcasting — Brogan and Smith have set out to
explain the human side of doing business in the digital channel. This is no easy task. We give a
lot of lip service to terms like trust, reach, and community but what do they really mean?

If you can, combine the book review with an interview.

Get some original quotes from the author to add tons of value to your book review.

Provide an overview of the ideas in the book. For example, if the book is divided

into three sections, you could create a subhead for each section and share the ma-

jor point the author makes in each.

Understanding Platform — Perhaps the biggest take-away in The Impact Equation is the book’s

end result. In the communications business — whether on behalf of a celebrity, non-profit, or

publicly traded corporation — channel matters. In the early days of the social web we used to say

“everyone’s a publisher.” The more advanced definition offered here by Brogan and Smith posits

that the brands that will endure are ones who are able to translate their ideas into a solid online

platform.

The biggest draw to book reviews is your opinion as reviewer. So be honest. If the

book over-delivers in a particular way, tell your readers.

As in Step 4, give an honest review. Where does the book fall short? What would

make it better?

Tell your readers whether they should buy the book or not. Be sure to include a

link to Amazon or other site where they can get the book.

Again, this is not a paint-by-number social media 101 handbook. Rather, The Impact Equation is

an advanced recipe book for building a trustworthy, human brand on a channel that by definition
reduces our physical closeness to others. In short, if you are ready to get past the headlines and

hype and create a more human brand, check out The Impact Equation.

Your recommendation can serve as your conclusion in this type of article. But you
still need to give a call to action. As in our example, give people a link to the book
and tell them to check it out.




PRODUCT REVIEW

Product reviews are similar to book reviews and are an easy
way for you to build authority as a solutions provider for your
followers.

For instance, if a new tactic is gaining momentum in your space,
and if you find a product that makes it easier to implement, you
owe it to your followers to tell them about it.

You can treat product reviews like the book review above. To
do that you simply introduce the product and talk about what it
does and whether it’s worth the purchase.

Or you can combine the product review with a how-to article
and add significant value.

Like this article, available at http://www.kathrynaragon.com/

author-rank-plugin/

INTRODUCE PRODUCT

INTRODUCE PRODUCER

DESCRIPTION

WHAT YOU LIKE

WHAT YOU DON'T LIKE

YOUR RECOMMENDATION

CONCLUSION

AL (¢

INTRODUCE THE PRODUCT

Provide an introduction to your topic. You can

Author Rank: A Low-Tech Plugin for a

.. High-Tech Solution
do this in two ways: S

1/ Introduce the problem the product solves. Last week  told you about 2 quick
and easy way to set up authorship
on your website. I also told you why

this is a necessary step for youasa

% Introduce the product and move straight to e ke

a review of how it works. R

more techy solution that still

doesn't require you to get your
hands dirty with PHP or other
code.

If you have a WordPress website, hands down, this is your best solution for setting up
Author Rank. So set aside an hour or two to optimize your site by setting up this stylish
Author Rank solution.




INTRODUCE THE PRODUCER/MAKER.

Infroducing the AuthorSure Plugin

AunthorSure was written specifically for WordPress sites by Russell and Elizabeth
Jamieson of DIVWebmastery. It’s relatively easy. There’s tons of instructional materials
on a free membership site. And while there’s no support, vou probably won’t need it.

As with the book review, people appreciate a product more if they know the story
behind its production. So introduce the maker and a link to their website.

DESCRIBE THE PRODUCT.

Why was it created? What problem does it solve? How does it do it? Here’s where
you give all the details about the product.

IDEA: You can turn your content into a hybrid product review/how-to by includ-
ing your how-to information here. Make each step of your solution a subhead, with
images and copy to provide in-depth instruction. (We'll give you a template for the

how-to article in a moment.)

First, set up your “author indicator.”

This tells WordPress where to put the link to vour author page on vour blog posts.

Author Indicator:
Byfing - choose this opbon if you hawve 3 heme which indicales the author in the byling with rel="author
@ Foolhole - choose this opbion il you want bo creale a rich snippet althe foot of the poslipage thal indicate s when i was last updaled
Author Box - choose this option if you wanl to show the author photo and bio after each post
Menu - choose this option if you have a single author on the site and you are using WordPress menus which allow you to spedfy
rel="aukhor™ on the "Aboul” page menu Bnk

You have four options for sefting up AuthorSure

TELL WHAT YOU LIKE AND DON'T LIKE ABOUT IT.

As in the book review, you need to give your thoughts about the product. Tell your
followers what works, what doesn’t work, and why.

GIVE YOUR RECOMMENDATION.

Share your opinion. Tell your readers whether you think the product is worth the
investment. If you have any tips, share them as well.



STEP 6 CONCLUSION/CALL TO ACTION.

If you opened your product review with a How to make Author Rank work for you

prOblem, you can 01056 Wlth the 50111t10n- The above steps will get you set up. But it’s important to remember that configuring a
plugin won’t improve yvour Author Rank any more than buying Windex makes your

That’s an easy way to take your content

windows clean.

full-circle, making your readers feel as if
they got the whole story.

Accept the fact that the digital marketplace is designed for interaction.

Plan on getting involved. Be present. Engage with your circles in Google+.

As always, include a call to action.
It’s through your social interactions that you gain Authority and Trust points from

Google. And ultimately, that’s your best strategy for optimizing your site.

What are your feelings about Author Rank? Share your thoughts in the comments
below.

NOTE:

Product reviews become high-value content when you compare differ-
ent products in the same space. For an example of this type of post,
take a look at this post by The Sales Lion:

Infusionsoft vs. HubSpot: Which is the

Best Marketing Automation Software?

by Rich McElaney
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How-to articles are some of the most-searched-for and most-
read information on the Internet.

If you have a solution to a common problem, by all means, turn
it into content.

Simple solutions make great blog posts or videos. But if your

solution is more complicated, consider creating longer content.
You can create special reports, ebooks and even multi-media
programs to share your solutions.

No matter how long or short, though, you should follow the
same basic structure.

This post from Crazy Egg is a good example:_http://blog.cra-
zyegg.com/2013/02/18/awesome-blog-posts/

Some blog posts are better than others.

Tell people about the problem. Then let them

They sound better, rank higher, and convert more visitors than the other
posts. They jump out in your Analytics. You know which ones they are.

know you have a solution. Don’t forget to tell
them how the solution can benefit them. (It may
But what about the posts that are on the edge of greatness? They could do

seem obvious, but people need you to connect the more, but something is holding them back.

dOts.) Theyre aimost awesome. They just need a little help.

It's easier and faster than writing and promoting a new post. It's also a more
certain way of getting results, since your next post might stink.

Two kinds of posts have the highest potential:

* Almost awesome at getting traffic

¢ Almost awesome at getting conversions




If your solution is complex, you may not be able to cover the topic in an article.
Consider creating a long-form piece of content, such as a special report or ebook.
Or make a video to show and tell.

In this case, it isn’t too complicated, but it is a two-step problem, so the problem
and solution to each side of the issue are given in separate sections.

Here is the first section.

It’s almost a traffic magnet

You likely have blog posts (and web pages) that are ranking in the first or
second position ...on page two.

That's not all bad. The top of page two is almost the bottom of page one. A
few simple changes might improve your rank a bit and improve your traffic a
lot.

Here is the second problem, listed under a separate subhead. Notice the paral-
lel structure. That makes it easy for readers to see how you've organized your
information.

It’s almost a conversion machine

The other kind of near-awesome posts are those that turn visitors into leads
and subscribers, but they don't get many visitors. Here's how to find those
hidden gems and put them on display.

If your how-to involves actionable steps, consider numbering them. Like this:

. Go to Analytics and give yourself at least a year of data.
. Go to Conversions > Goals > Reverse Funnel Path.

3. Filter this report so only blog posts appear.
. Sort by Goal Completions.

But you don’t have to number steps. You can easily just list the action, provide a
screen shot or image, and then provide an explanation.

By providing the steps in order, you easily guide your reader through the process.




You can organize your information as a list,
numbering the steps of your solution. Or you
can organize it by topic, providing a complete
discussion of each problem as you introduce it.

But no matter how you organize your informa-
tion, provide lots of details. The best how-to
content gives step-by-step processes, graphics,
and clear instructions.

One of the best ways to close a how-to article is
to create a final subhead with the bottom-line
benefit of your solution. Then tell your readers
what they’ll gain by taking the actions you've

just outlined for them.

Focus on the benefits, and don’t forget to in-
clude your call to action. In this case, it’s a re-
minder to do it again in six month.

Enter this data into another column in the spreadsheet. Divide the total
conversions column by the pageviews column and you've got your conversion
rate for each post. Anything above 1% is considered awesome.

B TR
Iblog/how-to-research-keywords-tips
/blog/4-step-guide-to-creating-superfans
Iblog/content-marketing-tools
Iblog/google-authorship-author-stats
Iblog/website-navigation
Iblog/content-promotion-strategy
Iblog/blog-criteria
Iblog/how-to-promote-your-website-drive-traffic
/blog/seo-best-practices

. Iblogfwebsite-competitive-analysis-tools

Surprised? Did you find a few older, almost-awesome posts that visitors love?
Already thinking about ways to drive more traffic to these? Good.

If you're not sure how, try these ideas:

More Traffic + More Conversions = Awesome

This process takes time — it's worth it. Once you're done, set an annotation
for today in Google Analytics: "Awesome Day.”

Last step: add a reminder on your calendar to do this again in six months:
"Increase Awesomeness.”
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Nl CSE STUDY

Case studies are a great form of mid- to deep-funnel content. They

//

SUMMARY

can help people understand the value of your product or service.
. . CHALLENGE FACED
They can also provide value for customers, helping them get the

most from your products.

SOLUTION
Few organizations do them as well as MarketingSherpa. So for
this example, we’ll use one of theirs, which you can find at: RESULTS
http://www.marketingsherpa.com/article/case-study/ SAMPLES/RESOURCES
personalized-newsletter-increase-open-rate#

CONCLUSION

ster

ThlS 1s an executive LA 0Ny Of the StU’dy' SUMMARY: Newsletters are an often neglected strategy with 46%

Provide a quick overview and What you of marketers reporting their email newsletter as staying the course
and 11% having a floundering program, according to the

discovered. MarketingSherpa 2012 Email Marketing Benchmark Report.

In this case study, read how C Spire Wireless drastically increased
engagement by integrating personalization into its daily newsletter
program, NEWSLIME.

STEP f

Explain what the challenges were and what you were trying to accomplish.

CHALLENGE

C Spire Wireless launched an email service to deliver the best of the day's news to its subscribers.
The marketing team wanted to supply its customers with a reason to interact with, and see, C
Spire’s name on a daily basis.

Although the team received positive feedback with the selected vaned news stories, they decided,
"We wanted to enhance it in some way to draw people to engage with it more to add more value to
it,” said Justin Croft, Manager of Campaigns and Promotions, C Spire Wireless.

Open rates were around 8%, and although the team was happy with clickthrough rates, Croft said C
Spire wanted to "drive overall engagement ... and we want to do that through personalizing the
content.”

At this point, you want to share the steps you used to solve the problem. Provide as much
detail as possible. It may help to think of this section as a modified how-to article, provid-
ing summaries of each step implemented.

In our example, the full solution is summarized under a heading, “Campaign.”

Then each step is listed as a subhead:



Step #1. Launch non-personalized version

Step #2. Build a component of the website to support email

Step #3. Build personalization

Each of these sections contains a description of the exact steps implemented.

STEP g

Next, itemize the results that were achieved. Be as specific as possi- Non-personalized email
ble. You may include a few paragraphs of text. But be sure to include * Clickthrough rate: 25%

= Openrate; 8%

percentages of improvement. Like this:

Personalized email
e Clickthrough rate: 48%

s Openrate: 51%

With case studies, in lieu of a standard con- Sources
C Spire

clusion, you can offer more information. For

Neolane — C Spire’s vendor

example, MarketingSherpa provides links to

Related Resources

SOUI'CG material from their Case Stlldy. E-commerce Email Relevance: 10% more revenue from 3 personalization tactics

Email Marketing: Helzberg Diamonds garners 288% sales lift with animated. personalized promo

Email Marketing: Groupon's segmentation strategies across 115 million subscribers

PURL Jam: & ways personalized URLS can help increase the virality of vour campaians

As always, try to incorporate a call to action. A few ideas:
B Invite readers to share similar problems or success stories.
B Link to a landing page that sells this same solution.

B If your case study is published as a special report or ebook, offer a discount on first-
time purchase of your product or service.



MEDIA POST

Media is a great way to add variety to your content and

engage followers in whatever way they prefer.

People are so busy, they don’t always have time to read INTRODUCTION

your content. But if you provide the same information
in a podcast, they can listen to it during their daily

commute or exercise session. SUMMARY/TRANSCRIPT

~
N

The type of media you produce is limited only by your
imagination. Popular formats include slide shows, in- CONCLUSION

fographics, video and audio.

NOTE:

The biggest challenge in publishing media is SEO — because search
engines can’t crawl media. So be sure to optimize your content by pro-
viding written content along with your media.

INTRODUCE YOUR MEDIA.

Introduce your topic as you would with a

These masters of persuasion perfected the art of the sales letter starting in

blog post. Tell people What information the 19th century with copywriters like Robert Collier and Leo Burnett.

yOll Offer and hOW lt Wﬂl beneﬁt them Along came such greats as Claude Hopkins, David Ogilvy and Joe Sugarman
to perfect the art of the sales letter.

Hear what the masters of persuasion had to say about crafting a winning
sales letter — apply this wisdom to your landing pages and other offers.

EMBED YOUR MEDIA.

Put the media file in your blog post or digital page. This is an infographic available
at_http://blog.crazyegg.com/2013/02/13/art-of-the-sales-letter/

Click the image to view the full sized version




STEP WRITE A SUMMARY OR A TRANSCRIPTION OF THE MEDIA
— (FOR SEO AND SCANNERS).

You need approximately 400 words of content around your media. So you have a
few options here:

1/ Provide a written transcript of the media file.

% List highlights and other important points from your media file.

g’ Draw excerpts from the media file, and provide them in written format.
Here are some particularly tweetable quotes from these copywriting

masters:

“The consumer isn't a moron; she is your wife.” ~ David Ogilvy
Tweet this quote

"It is not uncommon for a change in headlines to multiply returns from 5 to
10 times over.” ~ Claude Hopkins
Tweet this quote

sTEP M | CONCLUSION/CALL TO ACTION.

As with all other content, make a strong final point and give a call to action.

NOTE:

For a great example of a post that uses media as illustrations,
check out this one on Mashable: http://mashable.com/2013/02/18/
best-original-song-oscars/




As we’ve already mentioned, the 12 formats provided in this chapter are

useful for print content and media. They work equally well in blog posts,
special reports, ebooks, and even full-length books.

Regardless of the length or format, you can use these same templates to

structure your information — allowing you to speed up content creation

and increase engagement levels.

So how do you use these formats in longer content?

Instead of a short paragraph for your introduction, go deep. Introduce all the ideas
you’ll discuss in your content, then summarize your big idea or major point. It can
be one page (for a short ebook) or chapter length (for a print book).

Always remember, when you work with longer copy, break up your copy into sec-

tions, each introduced by a subhead. This makes it more readable.

Your process for writing chapters is similar to the creative process we reviewed in
Chapter 4.




You have more space to get detailed in long copy. So you can introduce a topic,
break it into sections and subsections, then provide in-depth research for each
subsection.

In short copy, to provide the same depth, you must narrow your topic. Or if you
want to talk about a broad topic, you must talk about high-level concepts, not
details.

The exciting thing about content marketing is that you aren’t limited to written
content. You are limited only by your imagination.
For example:

Give followers a choice about how to digest your content. Offer an audio version of
your written blog posts. Or create an audio book in addition to your print or digital
book.
If your how-to information is too complicated to put into words, create a video that
shows and tells. Then write out your steps as a quick reference below the video.
Combine images, screen shots and videos to illustrate your points.
Create your ebook, not just as a PDF, but as an HTML file. Then embed videos, au-
dio files and images to enhance its ability to communicate your points.
Don’t think of content only as written words. Think of it as ideas. Then share your
ideas in the way that communicates best.

The 12 templates provided in this chapter give you a basic framework for every type of content you are likely to
produce.

Each time you start a content project, review the templates and find the best structure. Or mix and match them
to create a unique format that’s customized to your idea. Then get creative. Don’t just say something new.
Present your information in a unique way too.

This chapter wraps up our advanced tactics for planning and producing content. Click through to Chapter 7,
where you’ll find advanced tips for overcoming the most common content marketing roadblocks. You'll learn

what to do when writer’s block hits, and where to find good content writers if you can’t (or don’t have time) to

write it yourself. In all, you’ll learn 10 solutions to major content marketing challenges.

DOWNLOAD
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OVERCOMING COMMON

Because content marketing involves more than publishing a few
blog posts, and because content creation demands a huge com-
mitment of time and resources, there are a lot of roadblocks that
can slow your progress.

Some of them are obvious: dealing with writer’s block, for in-
stance. Others stem from wrong thinking about what content
marketing is and how to manage it.

So in this chapter, we’ll talk about ways you can overcome ten
common obstacles:
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As you implement the strategies in the rest of this guide, it’s likely you’ll get blogged down at some
point. That’s normal. But rather than getting frustrated, check here to see if it’s one of these ten.
Then try out the tactics we share.

Of course, you can be proactive and put them to work before you get stuck, and you’ll reach your
goals in record time.

Ready? Here we go...

2=l OVERCOMING WRITER'S BLOCK

Whether you believe in writer’s block or not, you've likely experi-

enced something similar at least once.

When ideas don’t pop and words don’t flow, it’s usually because
you haven’t done enough planning or research, you don’t know
your main point, or you haven’t organized your thoughts.

Here’s what to do when that happens.

ﬂl BACK UP A LITTLE AND RETHINK YOUR TOPIC.

If you have writer’s block, it’s usually because

you didn’t complete one step before moving to
the next.

So wherever you are in the creative process, back

up one step and put more work into that stage of

the process. That will usually help you get mov-

ing again.

STEP 2 DEAL WITH PROCRASTINATION

Sometimes it isn’t writer’s block, but procrastination that stops us from being able
to write.

In many cases, this stems from doubt in our ability to create the project we en-
vision. Other times, we dread starting because the project seems too big or over-
whelming. Sometimes, it’s both.



A good way to overcome this form of procrastination is this three-step process:
1/ Break down the project into individual tasks.

% Give yourself a hard deadline for completing each one.

5’ Make yourself accountable to someone.

STEP GIVE YOURSELF REGULAR INTERVALS OF WORK & REST.

The creative process can be more exhausting than you realize. By scheduling work
sessions and short rest sessions, you can often keep your creative juices flowing.

Here’s how to do that:

GO LOW-TECH WITH AN EGG TIMER.

Set your timer for 30 minutes
(or whatever chunk of time is appropriate for the task at hand).

Close your email and social media, then sit down and work. Do not get
up until the timer goes off. In many cases, even if you're blocked, sheer
boredom will force you to start working, and once work starts, you gain
momentum.

When the timer rings, take a 10-minute break. This is your chance to stand
up and stretch, check your email, or get a snack.

Set your timer and begin again.

OR USE THE ONLINE RESOURCE: POMODORDO.

You can find this program at http://www.pomodorotechnique.com/

Here’s how it works:

Choose a task to complete now.

Set the pomodoro timer to 25 minutes.

Work on the task until the timer rings.

Check off the task as complete.

Take a 5-minutes break.

Repeat this three more times, then take a longer break.



STEP GIVE YOURSELF PERMISSION TO WRITE BADLY

In most cases, writer’s block results from severe resistance to a project because
you don’t think you can reach the level of perfection you imagine.

The only way to overcome this type of resistance is to allow yourself to write badly.

When you give yourself permission to write badly, you remove the blocks related
to perfectionism. So you’re more likely to stick with a project — even if you don’t
like your first draft.

Here’s why it works: Once you have a draft (even a bad one), you can revise and
tweak until it’s good. (Revising is usually easier than writing.)

TIPS THAT CAN HELP YOU GET STARTED WRITING

IF YOU HAVE TROUBLE FINDING THE RIGHT WORDS,
HERE ARE SOME TOOLS:

Onelook.com is an online reverse dictionary. It’s great for finding the exact word
when the right word won’t come to mind. Simply type an asterisk and colon in the

search bar, then the word you want a synonym for.

Onel.ook.

Dictionary Search

Word or phrase: “succeed

Click “Search,” and OneLook generates a list of words that have your search term
in its definition. If the word you want isn’t in the list, repeat your search with one
of the words in this list. Keep going until you find the word you’re looking for

26. heir

. 27. hit

. obtain 28. pan out

_ follow 29 reach

_nail 30. run

. come through 31. work out
7. make it 32. click
8. succeeded 33. escape
9. succeedin 34. luck out
10. after 35. nail down

Here are some print resources that can also help:

The Analogy Book of Related Words
by Selma Glasser.

This book offers lists of words that relate to different categories, or
topics, such as acting, basketball, or space. Each category provides a

glossary of words related to the topic, as well as common phrases and
examples.
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This book offers lists of words that relate to different categories, or
topics, such as acting, basketball, or space. Each category provides a
p— glossary of words related to the topic, as well as common phrases and

examples.

2 IF YOU'RE STUCK FOR HOW TO ORGANIZE OR WHAT TO WRITE

If you're stuck in the organizing stage or the writing stage, the prescription is the
same: more research.

If you’re having trouble organizing your ideas, research will give you more materi-
al to work with.

If you're having trouble writing a particular section, research can help you figure
out what’s missing.

It’'s common for content writers to flip back and forth between planning and re-
search, or research and writing.

g IF YOU CAN'T FIGURE OUT WHAT YOUR POINT IT...

Generally, if you haven’t figured out the main point you want people to walk away
with, you’ll stay blocked until you figure it out.

One of the best ways to find your point is to write the conclusion first. The conclu-
sion generally gives the bottom line point of your entire piece. So write it first, and
you’ll be forced to summarize what your project is all about.

g IF YOU DON'T KNOW WHERE TO START...

Few writers start at the beginning and write through to the end. So don’t worry if
you aren’t able to.

Write the body of your content, one section at a time. Start with the section you're
most comfortable writing. Then jump from one section to another until you're
done.

5 IF THE BLANK PAGE IS INTIMIDATING...

The secret to getting over this block is to put something — anything — on the page.

That’s one of the reasons we suggest copying your notes from the editorial planner
into your document before you start writing. And it’s why we teach content writers
to create the subheads before starting to write each section.

Not only does this give you a rough outline to keep you on track, it also puts words
on the page, so it’s easier to get started.



NOT A WRITER?
HERE'S WHERE TO FIND ONE

If you aren’t a writer, you can still step into content marketing.
You simply need to find good writers who know how to create
engaging content in your brand’s voice and style.

AMERICAN WRITERS AND ARTISTS INC. (AWALI).
SAMPLE AD FOR AWAI JOB LISTING.

HTTP:/WWW.AWAIONLINE.COM/FREELANCER-DIRECTORY/.

If you see a Circle of Success seal on the writer’s image, it means he or she has

undergone advanced copywriter training.

Click on the writer’s picture, and a pop-up appears with their credentials.

“Communicate. Connect Convert”

Kathryn Aragon

hitp:fiwww.KathrynAragon.com
469-831-8230

Services:
Content Marketing, Web Copywriting, SEO, Landing Pages, Direct Mail, Email Marketing, Sales Collateral

N,

Kathryn Arag
Dallas, TX

Recommendation:

Look for an experienced writer with portfolio pieces &
testimonials.

Visit their website and evaluate their own content or marketing.
This will give you a good idea of what you can expect when they




HERE'S A TEMPLATE FOR YOUR
EMAIL:A

Subject: I'd like to discuss a project
OR: Are you interested?

I am looking for a content writer to write
h ame the type of content you need here/

II' ell something about your company or organi-
zation—who you are and what you do.]

[Tell what your challenge is and list the specific
tasks you need done.]

I f appropriate, give your timeframe_for com-
pleting the project.]

If this project sounds interesting to you, I'd like

to talk. Please email with your phone number
and times that are convenient for us to talk.

Thanks for your time.
You can reach me at: ' ourContactInformation]

Best regards,
¥ ourName]




PLACE AN AD IN AWAI'S COPYWRITER JOB BOARD.

Direct Response Jobs.com

Where Copywriters, Designers and Marketers Come Together

Marketers Writers & Artists About Us Programs Testimonials Contact Us

Create a Marketer Account

required field#*

Welcome Marketers

4 AddaJob

Q, search for Writers & Artists

From here, you can create an ad for your project (Add a Job) or see list-
ings for writers seeking work (Search for Writers & Artists).

You'll be taken to a form for Job Title*: | | (this cannot be changed later)
Tob Category

Work Type*:
proj ect. Job Summary*:

providing details of your

Location:
Pay:

Qualifications:

Application Deadline: |:| (mm/dd/yyyy)

Other Comments:




To find a content writer, select

Copywriting

Graphic Design

Travel Writing

B2B Copywriting
Catalog Copywriting
Christian Copywriting
Financial Copywriting
Fundraising Copywriting
Health Copywriting

Internet copywritin
Self-help Copywriting
Internet R ch

Blogging
SEO
Social Media

“Blogging” or “Copywriting.”

and mean they work at a desk in your office
space.

means you contract them to write one piece of content or
to regularly write for you. (They’ll likely draw up a contract that sets

terms.)
means they write for you, but only get paid if you like the work.

For contract work, is your best bet. If you are unsure
about a writer, spec may work on your first project, but many of the
best writers don’t do spec projects. So if you want an experienced
writer, expect to pay the writer’s full rates.

For instance, for a freelance writer to write two blog posts a month,
you might write:

We’re looking for a content writer to create two articles per
month, 600-900 words each, on these topics: [list the topics you
need covered]. But honestly, anything goes, as long as it relates
to topics of interest to [describe your target audience].

You’'ll need to be able to work with our managing editor to de-
cide on topics for your articles, then work independently to com-

plete them. After review, you’ll be required to perform edits to

the editor’s specifications.




Qualifications:
Excellent spelling, grammar and proofreading skills

Ability to deliver content on-schedule

Knowledge about [your core topic]

Citation/links to sources

(We'll tell you how to negotiate with a writer in a minute.)

An easy way to find content writers is to browse industry blogs to identify writers who
specialize in your core topic.

Visit your Feedly stream and check out the articles being published by

brands similar to yours. If a website posts articles by different people, it

may use guest bloggers (as opposed to staff writers, who may not have free-
dom to write for other brands).

THE DAILY EGG 22 unread articles o

12 Must Read Analytics Blogs

Are you looking for the best analytics blogs on the Internet? Here (in no
particular order) is a list of blogs and sites can help you wrestle analytics into
Talk J Cutroni Analytics Talk is the personal blog of
f i go

Which Email Marketing Service Is Right For You?

In the first article of my 8-part email marketing series, | showed you why email is
not only alive and thriving, but essential to the success of your business. This
d : various email marketing services that are out there and

Is Hick's Law Damaging Your Landing Page Results?

There's a rule of thumb marketers have been using for years. It's called Hick's
Law, and whether you know it or not, it has probably lowered the click-through
rates gn




If a website uses guest posts, you can usually
find the link in the sidebar, footer, or on the PAGES

“Contact Us” page. ¢ Contact Us
* Guest Post

If you see this link, you know that some of the
writers are guest bloggers and may be avail-
able to write content for you.

Pick an article you like, then check out the author’s bio. In many cases,
it will be at the bottom of the article.

About the Author: Jeremy Reeves is a direct response sales copywriter who
creates sales copy and advanced marketing funnels, adding over over $10
million in revenue to his clients bottom lines in the past few years alone.

To check out his fantastic, profit-boosting products and services, visit
Jeremy’s website or grab this free resource: 7 Crucial Mistakes To Avoid
When Hiring a Copywriter.

But you may be able to find a author page by clicking on the author’s name.

Once there, read the writer’s “About” page and

review several posts from the writer’s blog. L
Then contact the writer to ask if s/he is inter- e e I———
ested in writing for your website.

Use the email template we gave you above.

Related searches for blogger

blogging community manager ELCRG content writer Q

writer public relations
journalist blog
social media proofreader




Click on the profile picture or name to review a writer’s qualifications.

Click the “Message” button to contact him or her.

275,106 results Sort by: Relevance =\

Stephen Siew (150

W SEO « PPC / Adwords «+ Mobile App Developer « Website m =
Designer + Website Developer + Graphics Designer +
Content Writer

Singapore - Marketing and Advertising

» 62 shared connections - Similar - & 500+

Freelance B2B Content Writer | B2B Marketing | B2B
Copywriter for Software & Technology Companies
Israel - Marketing and Advertising

» 5 shared connections - Similar - /& 325

ﬂ Elisa Silverman (1)

Boise, Idaho Area - Marketing and Advertising
» 57 shared connections - Similar - & 249

Heather (Wells) Robson (7=t)
B2B Copywriter and Web Writer

Content Marketing Group

CMA’s Content Marketing group represents some of the most creative and talented
agencies and individuals globally. They produce cross media...

Very Active: 179 discussions this month - 3,244 members

= Eric Gruber and 88 in your network

Content Marketing Institute

i@ Content Marketing Institute Group is the place to share and discuss all things Content
Marketing. Includes B2B, B2C and everything in between...

Very Active: 162 dist ns this maonth - 1,398 members

» Pamela Terhune and 134 in your network

The Content Wrangler Community

B For those who value content as a business asset worthy of being effectively managed.
Topics include: content management, content quality, content. ..

Very Active: 185 dis ns this month - 9,884 members

¢ Lee Schwarz and in your network

Content Writers At Work

If you are connected with any kind of writing then please be a member of this group.
Very Active: 60 discussions this month - 2,528 members
p 111 in your network

Define the project and your budget before contacting writer.
Also, make time to evaluate the writer up-front, before your talk.
Visit their website.

Read some of the Web pages and blog posts to review their skill as a con-

tent writer.

Review the “About Me” page, testimonials and samples.




CHECKLIST

BEFORE TALKING TO A WRITER

’ REVIEW THEIR WEBSITE
’ FIGURE OUT WHAT YOU WANT THEM TO DO

’ DECIDE ON YOUR DESIRED OUTCOMES

’ CHOOSE A TIMEFRAME

’ FIGURE OUT YOUR OPTIMAL BUDGET

Be as specific as possible, so the writer understands the scope of your
project. If possible, nail down what you want to achieve by having this
project done. This will help the writer understand the project better.

This is especially important if you have a rush job or hard deadline.

Most writers are willing to negotiate a fee that will work for both of you.
But it helps, when negotiating, to understand how writers arrive at their
fees.

Here’s the process a writer goes through as s/he discusses your project:
Tries to understand the scope of a job: how many delivera-
bles, how complicated it will be, etc.

Tries to decide if the project can be realistically done as re-
quested (scope of the project vs. available time).

Estimates the number of hours it will take to complete.

Multiplies the estimated number of hours by his or her de-
sired hourly rate for the final fee.




Good writers charge $50 to $150 per hour. Less experienced writers
charge less, and in-demand writers may charge more. (Freelancers’ rates
are higher than on-staff writers because they have to afford their own insur-
ance, businesses expenses, taxes and other overhead. In-house copywriters
and content writers earn $15 to $30 per hour, but benefits packages typically
cost employers 2.7 times the base salary. So in many cases, the rates are about

equivalent.)

NOTE:

If you have a budget for the project you have in mind, it can
help to let the writer know what that is.

A good way to do this is to give a range rather than a hard figure. For
example:

I’'ve budgeted $200 to $500 for this this project.
Would your fee fit within that range?

The WRITER may make a counter-offer:

| usually charge a little more than that, but | could
probably accept $500 if you are willing to accept
shorter articles.

WRITER

Or the WRITER may accept with no dickering.

Make sure you both are clear about what services will be delivered for
the fee that you agree on. A Letter of Agreement can help. More on that
in a minute.




If the writer suggests a fee that is higher than you had ex-
pected, make a counter offer.

Or if the writer is firm and you can’t afford the proposed fee, ask for
more services at that fee.

| can do that for $250 per article.

WRITER

Hmmm. | don’t usually pay that much.
Would you be willing to accept $125?

| wish | could, but I've already discounted my fees
since you want two articles a month.

WRITER

Well, how about this: | can afford to pay $200 per
article if you optimize them for search engines and
provide the meta-data in addition to the article.

Services that justify a higher fee:
SEO.
Longer content.
Well-researched content.
High-quality writing.
Consistently high response rates to the writer’s content.

The writer uploads the content in your blog.

¥ ou will have to provide log-in access.)

Letter of Agreement

Thank vou for the opportunity to work with vou on this project. I've enjoved talking with vou
and reviewing vour project requirements.

This Letter of Agreement confirms the copywriting project I am completing for vou. Please
take a moment to review it, then sign, scan to a PDF, and email it to me for mv records.




Most freelancers have a standard contract or Letter of Agreement that they
use for each project. If the writer doesn’t offer one, ask for it.

A contract protects you and the writer. And it doesn’t need to be complicated.

At the very least, your contract should spell out:
The exact deliverables the writer agreed to
The proposed deadline

Payment terms.

Servio

ODeslk e conactors

Servio handcrafts web Love the way you work.

http://www.serv.io/ https://www.odesk.com/
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Having trouble getting your ideas down quickly? Try these ideas.

1/ Make a digital recording.

Hire a transcriptionist to type out your words for you.
(Find one on Odesk.)

Edit.

1/ Get a speech-recognition software, such as DragonSpeak, available at
http://www.shop.nuance.com.

% Dictate your content through the software.

& Edit.

A% BUILDING ENGAGEMENT B@@l
WITH YOUR CONTENT

No strategy is guaranteed to work straight out of the box. It takes time to / | \

develop a strategic plan that works.

Here are six strategies that can help:

1 CREATE A VARIETY OF CONTENT TYPES.
B Social media.
® Blog posts.
® Ebooks.
» Video.
» Audio.



2 CREATE UNIQUE, HIGH-QUALITY CONTENT.

Make this your standard:

B Unique ideas.

B Specific, detailed content (no fluff).
¥ Be original @ o duplicate content)
I No topic that’s been overdone.

Length isn’t a big issue; however, you want to thoroughly cover of your idea. Whether
you do that with 400 words or 1000 plus, make sure you produce content that your
readers want to consume.

2 [.ong enough to cover your topic, and no longer-.
B No grammatical or spelling errors.

2 One main point per article.

While it’s acceptable to repurpose and recycle your ideas, you don’t want to pro-
TIP ¥ duce duplicate content. Copyscape (http://www.copyscape.com) is a free resource
for checking whether your content is duplicate.

5 ENCOURAGE COMMENTS AND SOCIAL SHARES.

Sharing 15 carivg:
(o

At the end of your content, no matter what format you publish in, ask for
comments, likes or shares.

Have you implemented responsive email designs in your marketing? If not, what's

holding vou back? Share your thoughts in the comments below.

People like to be noticed. If their

comments aren’t answered, they Pardon me for saying so, but I find this a very intelligent, very practical

Francis Fox

ma nOt comment a ain and deftly handled compilation of some great strategies. I will certainly
y g ° be applying some of the tips I've gained here. Two guestions: what is
the name of the book alluded to? And do you know a program one can

On the other hand, if you always

download to edit PDFs and drw arrows and things on them such as you
respond to their Comments, they’ll have done with the Brainpower example?

March 1, 2013 Reply

enjoy the interaction and will be

0 . Edit
more likely to comment again on |

other posts.

Russ Henneberry
e
' Hi Francis — the program that was used to create those arrows,

etc 15 called Snaglt.




5 YOU START. ENGAGE WITH YOUR READERS FIRST.

Don’t wait for people to decide to comment. Be engaging in your content. Here are a few
ways to do that:

INCORPORATE SOCIAL MEDIA INTO CONTENT CREATION.

If you know you want to cover a topic, but aren’t sure of what to say or how to develop
your ideas, use social media to share what other people think.

There are two ways to do this:
1/ Pose a question in social media, then review your responses. Pull the best answers

into a post. Your followers will see that others are engaging with you and will be
encouraged to do so themselves.

Facebook marketers, how do you feel about low deliverability of
your posts? Is it worth spending much energy on your Facebook
page? Thoughts?

Like - Comment - Share iz s

72 people saw this post Promote =

% Follow particular topics in Twitter or Facebook, and gather responses into your
content.

B Organize the ideas presented in the posts.
¥ Introduce your topic.

¥ Upload social media posts to illustrate your point.

Twitter users were apparently expecdting something like "Do you like green eggs and
ham? Here's Obama with 8 yam.” While Blance has won accolades and awards for his
poems in the past, he failed to win over the 140-character oriticism ocrafters.

1.

Your dumb poem doesn

our dumb poe t rhyme, mr blanco. I'm tu
taco. #inaug12

— Jeffrey Brian (@sweet_toof) Janusry 21, 2013

ﬁ Sean Curran

This dumb poem is dumb. It doesn't even rhyme.
#inaugzo13

ARETWEETS 2 FAVORITES

‘ James Bond o Follow

How tf is this a poem. IT DOESN'T EVEN FHYME &3

+ 13 %

This example is from_http://mashable.com/2013/01/21/inauguration-poem/

Another comes from Content Marketing Institute.
http://contentmarketinginstitute.com/2013/03/

tweets-content-marketing-world-sydney-2013/




CREATE “TWEET BAIT” CONTENT

Don’t just write about an idea. Find someone in your social circles who does what you're
talking about. Then show them off. When you, be sure to link to their website or social
media profiles so people will check them out.

Don’t forget to share your content with them so they can link to it if they want.
A great example of this post comes from Crazy Egg.

http://blog.crazyegg.com/2013/03/06/content-writers-block/

The Secret to Avoiding
Content Writer’s Block

by Kathryn Aragon (© 03/06/2013 W 11

Let me guess...
You need content. Lots of it.

But the mere fact that you need it — in high volume and high gquality — is
enough to create a block.

You've heard of writer's block, I'm sure.

After going live, we posted about it in social media,
making sure to tag the people we featured:

Today's post on Crazy Egg talks about how you can avoid the dread Content
Writer's Block. It features +Demian Farmworth +Ann Handley +Oli Gardner and
+Johnny B. Truant to offer useful tips for all content marketers.

() The Secret to Avoiding Content Writer's
Block »

The need for a steady stream of high-quality
content can create content writer's block. Here's
how to overcome it.

Check out a few of the tweets we got in response:

ﬂ et @ BobBurg

Learn to write content like @MichaelHyatt @;Kathrﬁ.ﬁ.ﬁ,;éggn.Hnnnret;I!.! Thank you!!
@JohnnyBTruant @BobBurg (cc: @MichaelHyatt @JohnnyBTruant
@annhandley & @oligardner | @CrazyEqgg @annhandley @oligardner) via

- oW lyfvwiy @CrazyEaq - owIyfivwiy

13 2 retweets

‘f™| MichaelHyatt
B ar 07, 9:43am via HootS

RT @#kathrynAragon: Learn to write content
: ; ! like @MichaelHyatt @JohnnyBTruant
including me in such a great post! @BobBurg | @CrazyEqg - owlyfivwxy i
Show Conversation Loved this!

Notice that some people don’t just respond. They retweet so their followers can see
the post as well. That’s what twitter bait is all about.



5 ASK QUESTIONS AND ENCOURAGE ANSWERS.

Engaging writing refers to “you” and “we.” It sounds as if you're talking one-on-one
with the reader. And just like a real conversation, it poses questions and expects an
answer.

Make sure you respond to your followers when they answer your questions, and
over time, they’ll feel like every post is an invitation to talk.

In this post, for example, people who respond to a Facebook post get featured in a
blog post.

So, | asked friends on my Facebook page. "does that add to
it? Subtract from it? Make no difference? I'm stuck on what she
means by ‘achieving {a} value ' It seems to me that we achieve
goals; we live according to {or, in accordance with) our values.
Cn the other hand, she was so brilliant, | have no doubt there
is something I'm missing.”

Wl AS usual, | received tons of excellent, wisdom-filled responses.

I wish there were space enough here to include all of them, but
these were a few of the many exceptional ones:

Robert Brandt suggested that "achievement, in this context, was meant for {the important
things in your life} that you congquer and makes you happy no matter how minute.”

Rory Sturm said, "each day we wake up we work towards the values we have set for
ourselves...When we go to bed that evening knowing that we have achieved those values,
we are at peace with ourselves and happy.”

6 DON'T JUST PUBLISH ON YOUR WEBSITE.

Get your conversation off your website and join the greater Find more about Kathrym on:

conversation taking place on the Web. Guest blogging and

L. [ Facebook
ebook publishing can create more doorways for people to find B Google Plus
you. And they help people get to know you better. [f] LinkedIn
You guessed it. When people feel like they know you, they're B Skype

L&) Twitter

more likely to engage with you.

RUNNING OUT OF CONTENT IDEAS?
REPURPOSE! @

One of the secrets to creating a steady stream of content is to repurpose
and recycle your ideas.

This does not mean you should re-arrange your points and republish. NEW IDEA
Google reads this as duplicate content.

But you can re-use ideas and refashion them into something original. Like

this:

¥ Take an interesting sentence or paragraph from one post and flesh it out for
another.

B Take a chapter from your ebook and turn it into a blog post.

B When you get a question from a customer, after answering that question in RESEARCH
an email, flesh it out to make a blog post, webinar, or ebook.
2 After an interesting conversation over the water cooler or meeting, turn
each person’s perspective on the topic and present them as an FAQ, video,
p persp P P Q BLOG POST

sll.deshow, or blog post. . . SPECIAL REPORT
2 Did you read a book that seemed to connect to topics you write about? EBOOK

Write a book review or blog post. Or use it as research for a special report. PODCAST



~@$ ' HAVING TROUBLE CONNECTING
CONTENT TO MARKETING?

The key is to think like a publisher. Publishing companies have

a production system that helps them produce content as cost-ef-
fectively as possible. And they strive to develop loyal readers who
enjoy consuming their content.

Like a publisher, you need to be clear about what you're trying to
achieve, and then track results to make sure the work you do is
helping you reach your objectives.

Here’s how to do that:

While it’s important to track your engagement levels, some

DON'T MEASURE

start-up expert Eric Ries, you don’t need to track “vanity K # OF VISITS

metrics are more valuable than others. According to lean

metrics.”
o # OF TWEETS

What you do want to measure are Key Performance

Indicators (KPI's) for your own type of business. ¥ RANKINGS IN GOOGLE

KPIs may be different for different types of businesses. For DO MEASURE
example, a business blog uses different metrics than a re-

o : : ST o KEY PERFORMANCE
tail site. Essentially, you decide what metrics indicate suc- METRICS (KPI)

cess for your business, and then you track them to measure
growth over the long term.

Russ Henneberry, Managing Editor of the Crazy Egg blog, identifies these KPI for a busi-
ness blog:

Goals for most business blogs:
Increase brand awareness
Generate leads for the sales team
Increase eCommerce sales
Increase advertising income

As a content marketer, you may have similar goals, and would therefore measure similar
metrics.




For a business blog with the four objectives listed above, these are appropriate KPI.

# of subscribers important for virtually

subscriber rate . -
or unique visits every blog

# of leads/sales directly important if lead/sales

leads/sales generated attributed to blog referral driven model

avg. ad income per page total ad income/#0of pages |important if ad driven model

avg. ad income per visitor | total ad income/unique visits | important if ad driven model

Even if you’ve been doing content marketing for a while, if you haven’t been tracking
your results, you need to create a baseline from which you can measure future success.

Here’s how to do that for the subscriber rate:

Measure your number of subscribers.

You can get this number from your email pro-
vider (MailChimp or AWeber).

Jul 2012

Visit adwords.google.com/analytics for the number of “unique visits.”

Unigue Visitors

wnde N 520

Divide the number of subscribers by the number of unique visitors

For the example above, that would be 90 / 520 = .17

That means that nearly 20% of visitors convert to a subscriber.

Follow this same procedure for all four KPI in the cart above.

Then record these metrics as your baseline.
Set a goal for improvement.

Then decide on web design and content marketing strategies that
will help you reach your goals.




Implement your strategy for improving your metrics.

Measure your progress monthly.

Record your results.

If your strategy is working, keep it up. But continue to try new techniques to see if

you can get even better results.

If your strategy doesn’t make a different, re-evaluate your strategy and decide on a
new approach for improving results.

WHEN A PROJECT DOESN'T WORK

Sometimes you are part-way through a content project — or

may even have gone live with it — only to find that it doesn’t
work. Maybe it doesn’t meet your quality standards. Maybe

_

Whatever the reason, you feel that you've wasted the time and cost of producing a piece

your needs have changed. Or maybe it doesn’t help you
achieve your business or marketing goals.

of content that isn’t usable.

Do you throw it away? No. You can always reuse parts, if not all, of a project that didn’t
work. Here are a few suggestions:

USE IT AS A VALUE-ADD.
Perhaps the project isn’t strong enough to use as a stand-alone piece of content. But it
could work as a value-add or premium to another product or offer.

1/ Decide whether the project can stand alone or needs additional work.
% Decide whether the format is good or needs changing.

g’ Do whatever edits are necessary to repurpose it as a premium offer, not an end
product.



USE GOOD PARAGRAPHS AND SECTIONS THAT DIDN'T MAKE IT
INTO THE FINAL DRAFT.

Sometimes you need to remove whole sections from a project because they are off-topic
or you need to reduce the word count. However, there’s nothing wrong with the copy.

In that case:
1/ Cut the copy and paste into a new Word document.

% Decide whether this content could be crafted into an article, presentation, video or
other format.

%’ Decide whether it can stand alone or needs additional work.

4/ Repurpose the content to fulfill your objectives.

CHANGE THE FORMAT.
If a piece of content doesn’t work, take time to evaluate why. It may not be a lost cause.
It may simply need to be formatted for a different channel.

1/ Review your content to decide whether it’s more suited for written formats, audio,
or visual.

Decide whether the addition of images or a change of format could help.

Set new goals for the content.

a8 &

Repurpose it to fulfill your objectives.

Remember, content is not the same as sales copy.

Some elements of direct response copywriting are able to
cross genres to strengthen your content.

For instance, both sales copy and content need a big idea,
or theme, that supports the message.

They also need a call to action.

But content isn’t the same as a landing page. To work, it

needs to be lower key than your sales copy.

So tone it down.
Kill the hype.
Use content to build relationship and your brand.

No hard selling allowed.




MANAGING CONTENT CREATION

If you head a content marketing team, you want to create syner-
gy among your team and have a strong sense of purpose, so you
come up with the best content possible. Here are a few pointers:

RULE #1: LET YOUR WRITERS WRITE.

If you place too many restrictions on them, you'll stifle creativity — and you won'’t like
the content that results.

Writers work differently than data entry clerks. You can’t tell them to sit down and write
and expect award-winning prose. Give them time to think about the topic, research it,
and discuss it with co-workers. Don’t be surprised if their best writing occurs at lunch
time, on break, or after hours.

Here’s the best way to work with writers:

1/ Give the assignment. For example, the assignment might be two articles on a par-
ticular topic per month, with the writer coming up with the topics.

% Give a deadline. Be clear about when you need the articles to be turned in.

6’ Let the writer know what you want. You need to give an approximate word count.
And if you want a particular structure or style, let the writer know in advance. If
possible, show the writer samples of what you're looking for.

4/ Let the writer have his head. Every writer works differently, but they all need time
to explore the topic, research, and try out different approaches. Writers can’t sim-
ply sit down and craft beautiful words. Writing is a process (often a time-consum-
ing one), and you need to give them room to work.

g’ When you review the writer’s work, give specific comments. Don’t tell him he
missed the mark. Point out sentences that are wrong, and why. Tell him where it
loses focus, and share ideas for fixing it.

NOTE:

Keep in mind that no writer can write what you imagine in your
head — unless you take the time to share your ideas, then let
him or her organize and write your words for you.



RULE #2: LET OTHER EMPLOYEES CREATE CONTENT TOO.

Some of your best content is inspired by interaction with customers, which means your
best ideas may come from the sales team or customer services representatives.

While you can certainly have a team of writers, you might consider allowing other em-
ployees create content as well.

After answering a question for clients, for example, a customer service representative
can draft his answer as a blog post as well.

If you choose to use this approach, you can maintain quality control by having your con-
tent team edit the content and provide stylistic oversight.

RULE #3: DON'T WORRY IF PEOPLE REACT TO YOUR CONTENT IDEAS.
(THAT'S A GOOD THING.)

Content marketing forces you to take a stand on issues. Some people will agree and oth-
ers will disagree. Get comfortable with it: It means people are engaging with your con-
tent. So in the long run, those negative comments are a good thing.

RULE #4: DARE TO LET YOUR BRAND BE AN EXPERT IN YOUR TOPIC.

The point of content marketing is to establish yourself as an expert in your area of exper-
tise. So be the expert. Have an opinion. Even if it differs from the rest of the world.

RULE #5: ALWAYS CHECK YOUR FACTS.

Your readers need to be able to trust that what you say is accurate and trustworthy.

Consider appointing someone on your team to serve as proofreader and fact checker.

RULE #6: IF YOU QUOTE SOMEONE OR BORROW AN IDEA, GIVE
CREDIT AND LINK TO YOUR SOURCE.

You don’t need to give a source for industry terms, common knowledge, or your brand’s
systems and terms. But any idea or phrase that you borrow from someone else needs to
be credited to them.

INTEGRATING YOUR CONTENT
WITH THE REST OF MARKETING

In marketing, you have two overriding strategies: push and pull. Push marketing is your
direct response, sales pages, ads, and promotions. Pull marketing is content, webinars
and events.

Both should work together to attract prospects, build relationship, and ultimately,
makes sales.

Content marketing is an integral part of this process because it offers value at no cost to

your visitors. As a result, it is extremely useful at generating leads, attracting potential

customers, and moving them through the sales funnel.

The secret to making this work is to use content to build a list of people interested in
your content — which allows you to deliver content, but also allows you to make promo-
tional offers.




On Kissmetrics, we've found that courses work better than ebooks. Free Course: "Double Your Traffic

So consider developing a course that delivers a short, actionable tip In30 Days +Secret Bonus
(Valued at $300)
each day for seven, 15 or 30 days.

Here’s ours on Quicksprout.com.  This amazing courss
g will teach you, step by
step, how to double if
not triple your traffic
over the next 30 days.

Fill out the form below to
start your FREE Course

First name

Email

The form needs to tell people what they're getting when they give you their email
address.

Give your call to action in red, green, orange or yellow. Some marketers have re-
ported higher response rates putting blue text on a yellow button.

Ask for as little information as possible: name and email are all you really need.

Even if you resist pop-ups, do test them. They tend to
drive three times more opt-ins than a sidebar opt-in

form. ¥ ===  Subscribe
toInc.

Pop-ups can be small and non-intrusive, like this one

Print and digital

from Inc. ;
access included!

Or they can be big, fading out the entire Web page, like this one from iMedia Connection

P . Sign in to People Connection
‘ mprove }:gur i Sign up for free

experie /
e Your Email Address

iMedia Connection wants to make your

experience on the site a better one, and we Password

need your help! By logging into your People

Connection account (or becoming a

member - for free - today), you will assist us

in identifying areas for improvement. Forgot password?
Thanks!




Two plugins for placing pop-ups on WordPress websites are:
Popup Domination

Modal Dialog

The process is simple:

It’s a good idea to have your pop-up to appear to all first-time visitors within the first five
seconds after arriving on your site. We’ve found that we get 23.5% more opt-ins when the
pop-up is shown immediately, as opposed to delaying it by 10 seconds.

If you can control the design options on your pop-up (with Popup Domination, you can), set
the pop-up to place your offer above the opt-in form. We’ve experienced an 11% increase
in conversion simply by positioning the offer first.

Creating and maintaining a newsletter may seem like a lot of work. But once you’ve com-
mitted to content marketing, sending out a newsletter is a no-brainer.

Why? Because your newsletter will build relationship, loyalty and engagement with your

followers.
Here are a few tips:

Create a newsletter that goes out regularly to your list. Once or twice a week is a
good frequency. It keeps you connected to your readers and leaves days open for
promotional emails.

Keep your newsletter primarily content based. You may include ads and promotion-
al offers, but keep the focus on providing value with no obligation.

Treat your list like a VIP group. Offer perks and discounts only available to newslet-
ter subscribers. Use this as an incentive to stay subscribed.

Between newsletter issues, you may send out promotional emails. Be careful to keep
the ratio of content and promotions at a level that keeps readers engaged. Too many
promotions will result in unsubscribes.

Invite responses to your email. Then answer people when they respond.




You now know the most common challenges to successful content marketing and some smart strategies for over-

coming all of them. Put them to work, and you should have a major head start achieving your goals for content
marketing.

Next, we talk about how to optimize your content so it can help you rank better in search engines. SEO has
changed a lot over the last few years, but it’s still a critical part of your content marketing strategy. So you'll defi-
nitely want to check out Chapter 8, “The Other Side of Content Creation: Optimize for Search.”

TAKE ME TO TAKE ME TO
CHAPTER SIX CHAPTER EIGHT

DOWNLOAD
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THE OTHER SIDE OF CONTENT CREATION:
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Planning and writing your content is only part of the process. You also need
to optimize it so people can find it in search engines.

There are rumors that SEO is dead, especially since Google’s Panda and
Penguin updates. But nothing could be further from the truth. In reality,
well-written, well-optimized content is the best SEO possible.

So in this chapter, we run through the basic tactics you need to use to make
sure your content is well received by search engines and readers.

Shall we start?



’ ON-PAGE OPTIMIZATION

content creation:
1/ The planning stages.
% When we select keywords.

5’ After writing.

Too much focus on SEO during writing can tempt you to write for search engines rather
than people. And Google has made it clear that they reward useful information (content
that helps people), not SEO-bait (content that aims at Google) when it comes to ranking in
the SERPs.

As a result, we assume you’ll spend the majority of your SEO efforts after writing. Here’s
how to do it.

STEP 1 DECIDE ON THE KEYWORDS YOU WANT THIS PIECE TO RANK FOR.

In Chapter 1, you selected keywords that you want your Search Query 1 Month Increase
website to rank for. You content should use these same ! Quicksprout

busineszs guotes

how to block feedreader from copying my
contents

keywords (and similar ones) that will drive traffic to your

website.

massive traffic to fan page

5 how to write a wonderful blog post

G time spent on facebook vs twitter

7 maostinspiration business quotes

inspiring business guotes

startup promotion ideas

quick sprout

NOTE:

If you want to see what people are searching for when they
find your website, check out Alexa.com or Google analytics.

SELECT ONE PRIMARY KEYWORD (OR PHRASE)
FOR YOUR CURRENT PIECE OF CONTENT

Based on your final draft for this piece of B{Leads| it Consstentsy Sell More
‘Want better results on Dl]- i
content, select a keyword or phrase that oc- e e soedfio)

copvwriters Michael Masterson and John Forde began studving control-

CurS naturally throughout the content. If it reaking(s S:SD: sko see if there was a hidden formula among them.

What they discovered is that it all comes down to the first 100 to 600 words after the headline,

appear in your title, even better. betterkmown s theffead)

In faet, six tvpes of leads consistently pull better and sell more.

‘What are these leads? Let’s take a look.




EVALUATE THAT KEYWORD
FROM YOUR READER’S PERSPECTIVE.

Will they search for that term? Or are they likely to use another word or phrase?
Select two or three possible keywords.

For instance, will people search for “lead,” which is a technical term. Or will they
search for “opening”?

And is “landing page” or “sales page” searched for more often?

B VISIT GOOGLE.COM/TRENDS.

The Trends tool can help you determine which keyword is best for your target au-
dience. Enter the words or phrases you are considering for your content. Click
“Explore.”

Google

Trends

landing page, sales page|

Examples: Madonna Adele GMC. BMW Honda Swine Flu

In this example, the writer is trying to determine whether more people are searching
for “landing page” or “sales page.”

5 REVIEW THE REPORT THAT GOOGLE GENERATES.

Interest over time

The number 100 represents the peak search valume

Search terms

X I sales page

+ Add term
s
» Other comparisons

SELECT THE KEYWORD OR PHRASE THAT
YOU WILL ASSIGN TO THIS PIECE OF CONTENT.

Notice that “landing page” appears in searches far more
than “sales page.” Of these two choices, it makes the better Search terms

keyword.
landing page

Of course, sometimes it isn’t this obvious a choice. You may

x I sales page

choose one keyword because it aligns better with your brand

. + Add term
promise.

» Other comparisons
Or you could decide to test different keywords, choosing one

now and changing it later if it doesn’t perform well.



RECORD YOUR CHOICE IT IN COLUMN F,
“KEYWORDS,” OF YOUR EDITORIAL PLANNER.

Type of CONTENT TOPIC

DATE Content OR IDEA OBIECTIVE KEYWORDS

TITLE
CE blog [cE - The goal is to get response, right? ' thought leadership, Iar'|dir'|§,r page,
So provide more ways to respond. (More how-to clickable landing
items are clickable, not more calls to pages
action.)

You may select your keywords before you start writing, or you may wait until your

content is written, as we did here. Either way, make sure you include keyword re-
search in your process.

The Keyword tool may help you find longtail phrases that people commonly search
for. Keep in mind that longtail phrases may increase your chances of ranking well for
the phrase, but fewer people will search for it — and they may not search for the exact
phrasing you choose.

Select a phrase that has the syntax and wording people are likely to use in a search.

OPTIMIZE YOUR TITLE

Include your primary keyword once in the title.

More than that may be perceived as “keyword

stuffing.”

USE YOUR KEYWORDS NATURALLY IN THE CONTENT,
BUT DON'T OVERDO IT

Your keywords should appear naturally in the con-
- op Y . by Kathryn Aragon ® 02/05/2013 W 2

text of your content.

Want better results on you Synonym
Use the exact keyword and synonyms without iy be 2 el s seocting therapeofre
Stufﬁng your content With them. Google penalizeS A few years ago, cop’ s Michael Masterson and John Forde began studying record-

breaidno see if there was a hidden formula among them.

What they discovered is that it all comes down to the first 100 to 600 words after the
headine, better known as the fead.

over-optimization, so don’t overdo it.

LINK TO OTHER RELATED PAGES IN YOUR WEBSITE

By llnklng to Other pages on your Slte that pro_ Think of it as your promotion’s pick-up line: a good one could be the start of
. PR . . . . ingful relati hip. A bad Id dera awav for anod
vide additional information, you avoid “duplicate 7 mesnngTE rERrensp, £ bad one o K Link to another

The six openings Masterson and Forde discovered ar Crazy Egg article
consistently convert better and sell more. Which is w.
considered basic training in one of the top copyriting programs on the

link juice to the pages you,re linking to' market: AWAI's Accelerated Program for Six-Figure Copywriting.

content,” which Google penalizes. You also add

Internal llnklng lowers the number Of people Who These leads can be used as landing page openings, video sales letter

openings or any number of other channels where you are making an offer.

visit one page and clicking away from your web-

Let's take a look...

site. This improves your bounce rate, which helps
you rank better with Google.

So make the effort to find other pages you can link to.

On-page optimization has little to do with keywords. But if you select a keyword for each page,
it can help you stay focused. The key to on-page optimization is to make each page about one
topic and to provide as much useful, unique content about that topic as you can. Avoid dupli-
cate content, linking to other pages rather than repeating the information provided.

To truly optimize your content, though, you need to think bigger than the individual Web page.
Optimize your entire domain for best results...



&8 BEYOND THE PAGE: S
MAKE YOUR WEBSITE A HUB  F-Y-1-1-%

This concept of being a “hub” or “authority” is the reason we asked you to create a core message
in Chapter 1.

Google gives rank to Authority sites and Hubs. But in order for them to identify you as one, you
must produce a lot of useful content about your core topic. Everything you produce needs be
relevant to that topic so Google can easily identify the topic that you have authority in.

This aspect of optimization relates to your domain authority rather than page authority.
However, it needs to be part of your overall strategy because your pages will rank better as your
website’s authority increases.

Let’s start by defining terms:

« Ve

An Authority is a website that other high-value sites link to. It is seen as
a leader in its space.

Authority sites have a lot of relevant pages on their core topic(s) and are
trusted by their followers.

They generate a lot of inbound links without asking for them.

L I S g

A Hub is a site that connects people to useful resources in their space,
particularly Authority sites.

Hubs produce a lot of content, and people see them as a resource, but
they may or may not be recognized as an Authority.

Hub sites have a lot of outbound links to other respected sites in their
space.

So how do you develop status as a Hub and/or Authority?




When you develop content, link it to other pages that deal with the same topic. Then add a link
to your existing pages, linking them to your new content.

By linking related content, you help Google see that you are an authority in a particular topic.
Without these links, search engines see only individual Web pages, not a cluster of related con-
tent that could signal Authority in that topic.

Try to make your own site relevant to leading websites in your space.
If another brand publishes a study, report on it to your readers.
When you produce content that references other sites, link to it.

Link to high-value sites whenever possible, and only from high-value pages on your own
website.

This helps you position yourself as a thought leader in the same space. Your followers will trust

the information you share, which will build your Trust rank with Google. It also helps Google

see you as similar to the Authority sites you link to.

As your own authority develops, other sites will (hopefully) find your site and link to you. Your
goal is to have high-value sites (Hubs) linking to your pages.

Furthermore, this goal should guide your content strategy:
Always develop the highest quality content possible.
Create content that invites links: book reviews, product reviews, interviews,
and evaluations of what the leaders in your space are doing.

After your content goes live, if you mention an Authority or Hub, send them
the link to let them know about your content. They may choose to link to it.
(We’ll talk more about this in Chapter 9.)

This gives you an inbound link from a high-quality site.
It creates a digital connection between your site and a trusted site.

It builds your rank with Google. Alexa Traffic Rank

o8 B 5

Global Rank @ Rank in Us @
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When Google implemented “Search Plus Your World,” it
expanded the concept of search. The idea is that search re-
sults should be relevant to you, the individual searcher, not
the general public.

But to generate more relevant results, Google needed to get
to know you better. And how better than to include your

That may be one of the reasons Google launched Google+. Through its own social media
site, Google can track your social activities to know what content is most relevant to you.

As a result, another important way to optimize your content is to set up authorship with
Google. This allows you to connect your website and Google+ to deliver strong relevance
signals to the search engine.

Here’s how it works:

When you do a Google search, Google doesn’t
just look for content that contains your search

- Cnntent marketlng When in doubt, focus on

terms. It also searches your social connections. ar NERENED R DS SR~ T I HES RO - chRiicler
Thls icon means this person is in
one of my Google+ circles

Anyone you’re connected to in G00g1€+ can =~ Content Marketiig. How to Build an Audience ihai bunus YoUr ...

www copyblogger com/content-marketing/
ShOW up on Page 1 Of your search results = by Brian Clark - in 42,393 Google+ circles - More by Brian Clark
5 5 ) O DO smarter content marketmg with our free ebook series, hE‘||JfLJ| tutorials,
even if they aren’t a thought leader in their MR and ongoing content marketing articles.

space. Because they’re connected to you in
Google+, Google assumes they are relevant to
you.

It works both ways.
You will show up higher in searches performed by your Google+ connections.

So how do you leverage Search Plus Your World to optimize your content?

Start engaging with your Google+ connections if you have.

Visit and create your profile



Your is your elevator speech: a short, to- Story

the-point description of yourself and/or what you ©®eee 606
do.

Tagline Public

Award-winning Copywriter, Blogger. Content Creator. Marketing Consultant. Coach. Editor of the

The is where you get to wax poetic.
Think of it as a bio. Give relevant details to help introduction

B 7 U Lk =i T

people get to know you.

| write sales and marketing copy that helps you connect with your customers and get better
results. | do that by combining strategic direct response technigues, the psychology of
pers! and good, clear writing.

are the things you,re proud Of, Visit http-/www kathrynaragon com to leamn more. Be sure to subscribe to The C4 Report
while you're there.

both professionally and personally. A short list is
fine.

Bragging rights Public %

| do what | love every day, mother of the two best kids in the world, happily married for 27 years,

Cancel “

Click on the icons across the top of the banner, and you can also enter information for:

“Links” is where you enter information that helps Google
identify your Author Rank:

lists your other social media profiles. Adding

Links

Other profiles

them here makes it easy for your followers to connect with
you.

Contributor to

provides Google with a list of sites where KathrynAragon com
your content may be found. (This is the key to Google
authorShip') ] ;‘:I‘J;IJI'E! Expats JFan:lru:m

Google will add your website for you when you use the Google Links

authorship tool. More about that in a second.

And lists other sites you're interested in.

nt you publish on a specific domain (such as
yourGoogle+ profile.

Once your profile is complete, follow the four steps in

. Make sure you have a profile photo with a recognizable headshot.
’ . .
Google S authorShlp tOOI tO add your WebSIte tO your . Make sure a byline containing your name appears on each page of your
content (for example, "By Steven Levy").

Google+ profile.

3. Make sure your byline name matches the name on your Google+ profile.

Visit and fOllOW . Verify you have an email address (such as stevenlevy@wired.com) on

the same domain as your content. (Dont have an email address on the
same domain? Use this method to link your content to your Google+

the four simple steps. orofls)

This will connect Google+ to your website. But you

also need to connect your website to Google+.




OPTION 1 (THE TECHNICAL OPTION) - ENTER THE CODE ON YOUR WEBSITE.

If you're good with code, you can do this yourself. Here are Google’s instructions, available in
Webmaster Tools under the Link your content to a Google+ profile using rel="author" tab:

Create a link to your Google profile from your webpage, like this:
<a href="[profile url]?rel=asuthor"*Goocgle</a>
Replace [profile_url] with the your Google Profile URL, like this:

<a href="httpsa:// 3 _google _ com/10541225723787486812027

rel=author">Eoogle</a>

Your link must contain the ?rel=author parameter. If it's missing, Google won't be able to associate

your content with your Google profile.

OPTIONS 2 (THE EASY SOLUTION) - USE THE AUTHORSURE PLUGIN

If you don’t know code and you have a WordPress website,
there is a plugin that will make it easy to set up authorship.
It’s called AuthorSure.

ol Appearance

£% Plugins \

&, Users

Learn more about this plugin at

T} Tools

To download, go to the Plugins page of your admin panel. Install Plugins

Search | Upload | Featured | Popular | Mewest | Favorites

Search for AuthorSure. Then download and activate the

Plugins extend and expand the functionality of WordPress. You r

plugin.

Search

authorsure| Search Plugins

Look under Settings in your admin panel to find

AuthorSure’s Options page.

Once there, take a minute to sign up for their free video

tutorials and setup instructions offered in the right sidebar. -

The information provided in these tutorials is really helpful *xr‘idféﬁgc:»a %-E{Sﬁms

and can save you lots of time. edAuthor
Y “ISURE

SIGNUP BELOW! />

First Name

Email




Now select your options for authorship on your website.

First, decide where on each post you want to link to
AnthorSure Post Settings (rel="author")
your author page.

Y¥ou can leave the default settings here if your WordPr

You can select:
Author Indicator:

5 5 . () Byline - choose this option if you have a theme whi

Your byllne, under the title ofeach article you ootMote - choose this option if you want to create

wuthor Box - choose this option if you want to show

i Menu - choose this option if you have a single auth
rel="author® on the “About™ page menu link.

writer.

A footnote saying, “Last updated by i uthor] on
fl ate] Author Prefix: Last updated by

An author box with a picture and bio.

Your website’s menu, which links to your “About”

page as your bio.

If you have a Google business page, you can AnthorSure Home Page Settings (rel="publisher")

set that up next. It’s as easy as entering your
Google Page: https:/iplus.google.com!

Google page ID.

Then you’ll make some decisions about your e e e
Author page. Feel free to test different options These settings control how your author pages link back to
WordPress theme displays author pages.

until you find the one you like the best.

Show Title?:

Check the box above if you want the plugin to show the aut

For the rest of the options, you may simply aireal hen clear the checkbox
accept the defaults. Scroll to the bottom of the Title Text: About
page and click “Save Changes.” The word or words that precede the author name in the it

Author Bio: ummary - choose this oj

1ded - choose this o
one - choose this option

Now it’s time to create your author page. (You must complete this step!)
Navigate to Users > Your Profile in the admin panel.

Review and update your profile information.

Your Profile
Then look at the contact information. our Frofile

Fill in your website, Facebook and other social URLs. The ones
that you complete will show up on your author’s page.

Contact Info
E-mail (e

Website
AuthorSure provides data fields for entering your Google+ pro-
Al

file URL, which is how it connects your website to your Google+ This is the
important one

profile. So make sure to complete this step. Yahoo IM
Jabber/ Google Tyk
ﬁ Facebook U
=%/ Flickr ProfyURL

E Google Plus Profile URL




To find your Google+ profile Google+ o | o]

URL, go to your Google+ page.

Click on the Profile icon in the

left sidebar. You should land on

your profile, with your banner ;

and profile picture at the top. S | - Sl

Change cover
orks at Kat on

About Posts Photos YouTube 's eas: Yourself ~ | -

262 IN YOUR CIRCLES

ting it right.

Now look at the URL. You should see something like this:

Copy the long string of numbers and paste it into the blank beside “Google
Plus Profile URL.”

When finished, click the “Update Profile” button.

You'll find it at: Kathryn Aragon

About Kathryn Aragon
an award-winning copywriter, blogger, marketing consultant and preduect creator
al content and digital marketing. When she's not writing, she's usually... well,
y to write something else.

Connect with Kathryn in the social media sites below. Then take a moment to browse this website —
and while you're at it, claim your free subseription to the C4 Report.

Depending on the selections you made, it should look |[ReEktet ety

[E3 Facebook

something like this. {5 Google Pl
[f LinkedIn
|| Skype

If you want to make any changes, simple return to e Twiter
your WordPress User Profile page to change your Here are her mostrecen posts
setting.

Google+ pays attention to your interactions. So get involved. Here are three simple
ways to do that:

CONNECT WITH OTHER PEOPLE, POST COMMENTS,
AND RESPOND TO OTHER PEOPLE’S POSTS.

NOTE: +1 is the equivalent of a 'S .
FaCGbOOk “like.” Google Pz a Twe . -ater: The Real Impact Beyond Rankings & SEO

Visibility http://s ugliP

«# Google Panda Two Years Later: The Real

+] posts you like and
leave a comment




POST COMMENTS THAT RELATE TO YOUR BRAND’S CORE TOPIC

As a bonus, because your post will likely contain one of your target key-
words, it could show up in the SERPs for that search term.

Ch l.l
?ai Neil Patel ars 2012 - Public
| have no patience for waiting, that is why | hustle. What about you?

This post
showed up in
this SERP

but only things left by those who hustle.

= | have no patience for waiting, that i | hustle. What about you?
""FllLlEi a Cr_l;llE.‘ comy...f gRVuzRew

, 1 Neil Patel — Ma — | have no patience for waiting, that is why | hustle.
What about you?
X

PROMOTE YOUR CONTENT ON GOOGLE+ AFTER IT GOES LIVE.

By posting it in Google+, you can help it rank better in the SERPs for your followers.

C) I A
?a‘ Neil Patel re Public
b Important SEO Habits to Adopt for Post Panda-Penguin Era Survival http-//bit Iy
MNkBjgh

&= Important SEQ Habits to Adopt for Post This post showed up
Panda-Penguin Era Survival - Search in this SERP
Engine Journal »

In a constantly changing SEO landscape, it is

important to remain up-to-date with the changing

s and strategies of optimization. Every

] Il Patel — Feb 16, 2013 — Important SEQ Habits to Adopt for Post Panda-
i Penguin Era Survival hitp://bit ly/VkBjgh Important SEQ Habits to Adopt for

Post Panda-Penguin Era Survival ...




OPTIMIZE YOUR COMMENTS

Most people recognize that leaving comments on =]

posts by other brands is a way to build engagement =1
with that brand.

What they may not realize is how beneficial it can be

to optimize comments on your own blog. NJ

Here’s how it works: When visitors leave a comment

on your website, don’t just give a quick response. SN i TR o WIS
Instead, include keywords in your comments so o

N ver to you ...
you can optimize the page without being accused of T T

on a blog post

over-optimization.

Here’s how to do it:

ﬂ:‘_ ALWAYS ENCOURAGE COMMENTS.

No matter what type of content you produce, encourage readers to respond. Ask a
question or invite additional ideas.

If possible, write posts to encourage comments. For example:

2 Don't try to provide all the answers in your post. Introduce an idea and let your
readers contribute their own ideas.

B Include comments from your Facebook page or Twitter feed, so your followers have
additional ways to engage with you.

B Include thoughts from other authorities in your space, and link to them. One of
them might post a comment.

Johnny B. Truant

Cool writeups, and thanks for featuring me! I find it strange that one of
my biggest reactions here is indignation that that thing scored me at a
4th grade reading level. I mean, I use words like “indignation.” So I'm

thinking that arrogance about one's complexity must play into this too,

because I apparently have that.

RESPOND TO COMME\ 15 \wiTH COMPLETE SENTENCES.

STEP

When people do comment, post an answer. But don’t simply thank commenters for
engaging. Respond to their comment.



INCORPORATE KEYWORDS IN YOUR COMMENTS.

Here’s where you can use comments to optimize your

Last Dec, goDaddy cancelled Site Analytics, a web server stat tool.

Web page. Answer in full sentences, with complete site Analytics reportad 800-1,000 page views per day. After

switching to Google Analytics my page views have dropped to

thOllghtS. And in your Comments, include keywords that 80-100. Could 20% of my traffic really be from spiders?
March 5, 2013 Reply

can help optimize your page.

Don’t overdo it, though. You want this to be a subtle 3] Russ Hemneberry

If I'm correct the Site Analytics program was reporting
activity from your server logs is that correct? If so, don't
forget that Google Analytics is a tag based solution that can

tactic, nothing obvious.

only register data for visitors that can execute JavaScript and
accept a cookie. S0, your server log solution was actually
more accurate in this way.

March 5, 2013 Reply

donOld

Thanks Russ. That's right, Site Analytics was a
sever-side app that processed my log files. I am now
using GoDaddy's free analytics program Analog 5.1
(also a server-side log app). In the last 7 days it
reports page views to be 6,552. Google Analytics
says I have had under 100 hits. All of my main pages

sTEP #% | ENcOURAGE DIALOG.

i . . Web Images Maps Shopping More - Search tools
As in your posts, post comments that invite

dialog. Ask questions in your comments, for . _ |
= Why Is Google Analytics Inaccurate? | The Daily Eqg

example tO StaI't a discussion blog crazyegg com/2013/.__/why-is-google-analytics-inaccurat
, o

Jan 31, 2013 — Find out why Google Analytics is inaccurate. We outline the problems

you can and cannot fix in this article on the accuracy of your Google ...
Russ Henneberry +1'd this

Notice here that Russ answered donOld’s

question Wlth another question... and The disturbing inaccuracy behind Google Analytics - iMedia ...

www.imediaconnection.com/content/21144 . asp

Nov 18, 2008 — However, Google Analytics is different from other products in that it has
dOHOld answered baCk- been intentionally designed by Google to be inaccurate over and above ...

That helps put more keyword-specific content on your page, which helps it rank
better in the SERPs.

It works, too. At the time of this writing, this post ranks number one in Google for
the topic.

Because search now focuses on relevance rather than keywords, you can bene-
fit from optimizing all online interactions, in particular, your comments on web
posts.

Strategic commenting on your own website can also help optimize your web page
by adding more keywords to that page without looking spammy to search engines.



GUEST BLOGGING FOR
EXTERNAL LINKS

Guest posting on other sites may not seem like an SEO strategy.

But with the changes Google has made to search, your authority as
an author is critical to your ability to show up in search engines.

Publishing on authoritative sites a great way to optimize your own
website because it builds your reputation as an author and creates
an identifiable connection between you and the websites you guest
post on.

That being said, you need to be careful about which sites you write for:

ONLY GUEST POST FOR WEBSITES THAT COVER TOPICS RELEVANT TO
YOUR CORE TOPIC.

% ONLY GUEST POST ON HIGH-QUALITY SITES.

In addition, be careful about your approach. Google has indicated they don’t want un-
natural, or manipulated, results and may soon penalize guest posting as a form of “pay-
ment” for backlinks.

ﬂ1 BUILD A LIST OF POSSIBLE GUEST BLOGGING SITES.

You can do this in a couple of ways.

CHECK OUT YOUR FEEDLY STREAM FOR
SITES IN YOUR SPACE THAT USE DIFFERENT WRITERS.

e et tene ot e e
use guest writers. You'll have to visit their

site to determine which.

So visit the site and look for a link to guest posting guidelines. It might be labeled:

¥ Want to write for this site?

3 Write for us.

3 Guest posting

B Writer’s guidelines

Click through to the page and check out the requirements.



2 VISIT TOPSY.COM

Topsy is a social media search engine and JTOPSY  suest pose- coproriens
can help you quickly identify sites that

rch results 1-10 out of 12 about "guest post™ copywriting [ Create email Alert

bl' h t t () Latest Results Guest Post on Automotive Blog Sites | Articles | Blog | Copywriting | Ghostwriting
publish guest posts. s Post o Ao g S Lt L oo L Compurting G
= onlinejobs86 Online Jobs

ast 1 Hour

ast 1 Day

- a very Northern affair - The Write Sprite

In the search bar, type: “guest post” _. ompuriting o v ot
t Opic] - u:; ' pos a;\:u " :EE#LL‘A?E.ﬁSb{sEi:i:LEV - please have a read - http://t.co/W9KcKiYV

5 questions to ask before accepting a guest post
seocopywriting.com/in-house-s opywriting/5-questions sk-gi bloggers/
heatherlloyd Heather Lioyd-Martin
Should you accept that guest post for your #blog? Answer these 5 questions before deciding: http://t.co/knSqCyXN
#webwriting
19days ago +Reply t3Retweet YyFavorite 030 more

The results tell you which sites use guest posts on the topic you want to write about.

5 REPEAT THAT SEARCH IN GOOGLE+.

The G00g16+ SeaI'Ch haS all the pOWE!I’ Of GOL)g c+ "guest post" copywriting
Google itself. So type into the search bar:
“guest post” f opic]

"guest post" copywriting  Everthing -

Best of Most recent 1l Pause
@'j Deone Higgs Feb21,2013 - =1'don v jehnpaulaguiar.com - Public
o Thanks for the sharpening, +John Paul Aguiarl Great tips!

Web Copywriting Tips for Busy Bloggers »
This is a guest post by Yuwanda Black, operations
manager for InkwellEditorial.com. Yuwanda is a

|| freelance writer and self publisher. Find her on
Twitter

5 MAKE A LIST OF POTENTIAL GUEST BLOGGING OPPORTUNITIES

Check out each site to see if they have guest blogging guidelines.

If they do, copy and paste the site URL into an Excel file. (We recommend

adding a tab to your Content Plan document and pasting the information there.)

How long should your list be? Make it as long as you can, with as many sites
as you can find. (One hundred wouldn’t be too many.)

STEP PERFORM SOME QUALITATIVE
TR ANALYSIS OF THE SITES YOU'VE LISTED

You need to determine the quality of each site. Free PAGE RANK Checker for your Web site!

By adding our page rank checker tool (page rank icon) to your site you can instantly and easily
check web ranks (i.e. check PR) of all your web site pages right on your web site.

= Please note: Google™ search engine and PageRank™ algorithm are trademarks of Google Inc
Learn more about Google PageRank™ algorithm on Google.com web site.
We recommend to check Ranking information and PageRank™ technology pages.

» dlso see our Easy, Online & Instant PR check tool

that lets you instantly check pagerank value of your web pages on-line!

http://




1 LOOK FOR THEIR GOOGLE PAGE RANK FOR YOUR CORE TOPIC.

Use the free tool at http://www.prchecker.info/.

This tool ranks a website from 1 to 10, with 10 being the highest quality.
Select sites with a rank of 4 or higher.

2 HOW MUCH TRAFFIC DO THEY GENERATE?

ViSit http - / / www-alexa-com/ S iteir’:,f O Iraffic Rank| Reach % Pageviews % Pageviews/User Bounce % Time on Site Search %

to evaluate as many as five sites at once. o e ek Tren [ e~

Look for sites with a high Alexa rating or : Yestorday 4439 +1100%
T day 3766  -2444

that have a significant number of visitors.

1 month 3.899 6314

1 3 month 4209 +250%

L 1l P
3 Feb

lan
Trailing 2 months [=]

Compare kissmetrics.com to:

Learn mare about Alexa Traffic Stats Share this: facebook I]L\kE 0| o Tweet E LZ “

5 EVALUATE ENGAGEMENT LEVELS.

Look at the number of social shares and comments they get.
775 | b1z 87 141

wiweet| Eike § 1 | |2Buffer|

You don’t need to avoid sites with lower engagement, but do be aware that
your own posts will get less engagement on those sites.

ﬂg SELECT 2 OR 3 SITES TO FOCUS ON AT A TIME.

1/ Join their mailing list.

=¥ Begin commenting on those websites

ﬁ’ Share content from those sites in social media

§IE_E5 DEVELOP A LIST OF ARTICLE IDEAS FOR THESE SITES

1/ Look for ideas that will appeal to the readers E'Dc'jéast AuthorSure plugin
of your targeted blogs and still relate to your
. Video Core message = brand
core topic.
blog CE - make people salivate over your
product descriptions. Use examples
=¥ Refine those ideas. Don’t just develop a top- from tea and food sales. Nabisco foreo
and fig neutons), Teavana, senory
ic. Decide on your angle and list the major (aroma, colors, sound, feel] Key: they
make you imagine.
points you plan to make. CE - The goal is to get response, right?

So provide more ways to respond. (More
items are clickable, not more calls to
action.)




NOTE:

Use the same techniques you use to plan content ideas for

your own website.

STEP 5 PROPOSE YOUR ARTICLE

Pitch your article in the way specified in the

guest blogger guidelines for each website.

If they want you to submit a complete arti-
cle, skip to set 6 below.

If they don’t have any specific require-
ments, try an email like this one:

SUBJECT: HAVE YOU CONSIDERED
POSTING ABOUT [INSERT YOUR

GUEST BLOG POST TOPIC]?
Hi [Insert their first name],

As an avid reader of [ nsert their site name] I
would love to read about [ nsert guest blog post
topic/.. and I think your other readers would as

well.

Your content on [ nsert existing post #1 from
their website, existing post #2 from their web-
site, and existing post #3 from their website]
are great, but I think you can tie it all togeth-
er by blogging on [ nsert your guest blog post

topic]

I know you are probably busy and won’t blog
on it so I'm going to make you an offer you can’t
refuse. How about I write it for you? Don’t wor-
ry, I'm a great blogger and have written posts
such as [insert blog post URL #1] and [ nsert
blog post URL #2]

Let me know if you are interested. I already
know your blogging style, plus I understand
what your readers love...as I am one.

Look forward to hearing from you,

[ nsert your name]




STEP

WRITE CONTENT USING ALL THE STEPS YOU USE IN
YOUR OWN CONTENT

Refer back to Chapter 4 if you need help remembering the creative process.

In most cases, guest posts aren’t for pay. But that doesn’t mean you should write
lower-quality articles. Your name is on the post, so make it the best you can.

TIP: Keep it informative. A guest post should not be a market-
ing piece designed to drive traffic back to your site. Focus on
adding value to your host website.

INCLUDE A BLURB THAT LINKS BACK TO YOUR WEBSITE.

At the bottom of your article, include an “About the author” blurb.

Generally, you're allowed two or three links.

TIP: Don’t always link back to your home page. Be strategic. If
you have a page or article on your website that relates to the
guest blog post topic, use that URL instead.

Here are a few examples:

About the Author: Rae Hoffman (AKA "Sugarrae”) is a veteran in the affiliate marketing
space and the CEQ of PushFire, a digital marketing agency that provides SEQ and FPC
management services.

About the Author: Andy Crestodina is the Strategic Director of Orbit
Media, a web design company in Chicago. He wrote an (you guessed it)

awesome book called Content Chemnistry, An Illustrated Guide to Content
Marketing You can find Andy on Google+ and Twitter.

About the Author: Adam Kreitman is an anline marketing consultant who
owns Words That Click, a firm focusing on SEM for small businesses. Follow
him on Google+

ADD THIS SITE TO YOUR GOOGLE+ PROFILE

b o . .
Once you’ve published on a website, add it to your Contributor to | The Daily Eqg

G00g16+ proﬁle: Copyblogger
ProBlogger
This builds your authority as an author on reputable @ Social Media Examiner
. Convince and Convert
sites. And now that Google measures Author Rank, % Content Marketing Institute
that’s an important way to add relevance to your own Tiny & Mighty

domain.



~@8 'REQUESTING EXTERNAL LINKS

Since Authority sites have lots of external links, if you can secure
links to your website from Hub sites in your niche, you can gain
Trust points from Google.

Of course, Google frowns on any attempt to “buy” links. So avoid
offering a value exchange to secure links.

Instead, request them. If you create a Web page that offers value to another site’s vis-
itors, or if you do a product review of one of their products, the site may be willing to

link to your page.

Here’s how to go about it:

Focus on a particular person, company, or product. Then come up with content for
your own website that also provides value to that site.

NOTE:

Write and publish a high-quality piece of content. Make sure it mentions your tar-
get favorably and that you include a link to that person or organization.




A Lesson in Lisfenomics This post uses a snafu with HootSuite as a

case study for listening to your customers.

Your customers are talking. Are you

The post gives an honest account of the

- = ]
listening?

F R T BT S event and then applauds the company for
respond to their needs, you can win their : i = . . .
hearts. But the opposite is also true. TRy A hStenlng and reSpOHdlng .
Remember the “Dell sucks” and the “Comeast : | |
Must Die” campaigns several years ago? .
You can read the entire post at:
Listenomics is based on an old idea that the
customer pays the bills. So we need to stop
talking long enough to let him tell us what he
wants and needs. By listening and responding, we can improve our product, create

positive word-of-mouth and strengthen our brand.

After it was published, HootSuite left two comments on the post, both complimentary.
Here’s one of them:

Daniel R. (from HootSuite) Junezs o0i1at oo pm  [edif] @

Kathryn, thanks again for vour feedback about our recent Publisher release.
We continue listening our users and have just announced an update to the dashboard
including the return of the Pending Updates stream.

The Publisher and Pending stream are now interchangeable allowing vou to schedule
and manage with your preferred tool. In most cases, your previous Pending Update
streams will also re-appear.

While we were at it, we increased the limit on Batch Scheduling to 200 per social

network (in batches of 50) and improved support for international character sets.

DaveQ from HootSuite @ davechoots ;
athrynAragon Hurrah posted! awaiting moderation ... | hope |
; the audition -) Also did | say thanks? #thanks

Dave(O from HootSuite &

Hello @KathrynAragon - thanks for your post about the HootSuite
publisher toal and listenomics - alas, my comment didn't post {

Expand

The post was then linked to from a roundup article on HootSuite’s website, available
here:

Opinions about #HootSuite’s Publisher & Pending Kathryn Aragon — A Lesson in Listenomics

Tools News ROUﬂdUp Businesses that don't listen can’t respond. Our world has become so sodial that you
June 24, 2011 by Ashley Jane Brookes n o] flin] can't ignore your customer’s voice. No response is considered a negative response.

At HootSuite HQ / ceep the da 0 But that’s not all. Because of social media no longer control your story. You, along
leading edge 0 edia to deed, anti tion and with your customers, create your story
refinement keeps the 1.85+ milion fans of the dash happity Hooting to
their friends and fans via all the sodal networks supported in the tool. What story are you creating? Do you listen for your name and respond to questions
and comments up-front? Do you engage your customers — or just hope theyl go
Last week's Publisher release is the latest evolution of the dash with new away.
scheduling and permissions features designed to aid the workflow for '
campaigns. r, that's the message consumers are getting from many companies. And they're
happy to oblge. Don't shut down your customers. Listen to them, and engage.
Today's News Roundup is dedicated to the user feedback on this
important development... including the return of the improved Pending Updates stream. Kudos to Hootsuite for a job wel-done.”

This one post got engagement and a backlink — simply by giving a favorable review to a
new update by HootSuite. Not bad.




In the case study above, HootSuite found
the article on its own. But if the person you
feature in your article doesn’t find your
content, it’s acceptable to let them know
about it.

Your best bet is simply to mention that you
published something that their readers

could find valuable. Then ask if they’d be
interested in linking to it.

Your email (or direct message) might look

something like this:

SUBJECT: YOU WERE FEATURED IN A
BLOG POST TODAY

Hi [ nsert name here]

I just wanted to let you know that you were
featured today in my article, [ nsert name of
article]

I'd be honored if you'd take a minute to visit.
[ nsert link here]

And if you like it, I'd be doubly honored if you'd
mention it on your own website or promote it to
your followers.

Thanks for all your effort making [ nsert their
website here] such a fantastic resource. I con-
tinue to be one of your biggest fans.

Cheers!

I our name]




One other option: Just ask

, SUBJECT: [INSERT FIRST NAME OF
Here’s our template: WEBSITE OWNER], | THINK I'M IN
LOVE WITH YOU

Hopefully I didn’t freak you out by my subject
line, but I'm really in love with you. Don’t wor-
ry. It’s not in a creepy way. Mostly I'm in love
with your website, [insert their website name].

You probably get tons of people every day

who are in love with [insert website name], so

I won’t bore you with my reasons. Instead I
thought I could show some appreciation by giv-
ing you some feedback on how you can improve

your website.
- [Insert suggestion #1]
- [Insert suggestion #2]

And if you are wondering how you can repay
your biggest fan, feel free to link to my website
[insert URL)].

Ah.. just kidding, youve already done enough
for me by making [insert their website name] so

awesome!
Cheers,

[Insert your name]

Three rules for asking for external links:

Be very, very respectful.

Make it favorable to them, not yourself.

Be careful not to upset the Google balance.
(Don’t trade value for the link.)




Notice we don’t put a lot of emphasis on keywords. The strategies that get the most bang for your buck focus on
building authority and social connections.

Certainly, perform some on-page optimization. But don’t overdo it.

Then use these new strategies for building your online reputation:

As you can see, SEO has changed. Google rewards high-quality, useful, relevant content. So the best optimization
is to get really good at creating and promoting content.

You already know how to create high-value content. So now it’s time to cover promotion. Chapter 9, “Promoting
Your Content to Increase Traffic, Engagement, and Sales,” will tell you everything you need to know.

TAKE ME TO TAKE ME TO
CHAPTER SEVEN CHAPTER NINE

DOWNLOAD
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CONTENT MARKETING

TO INCREASE TRAFFIC, ENGAGEMENT, AND SALES

The secret to content marketing boils down to three things: creating great
content, making sure it gets found in search engines, and promoting it to
your followers.

You've learned the secrets of creating great content and making sure it

ranks well in search engines. Now let’s talk about ways to promote your
content.




& THE DAY CONTENT GOES LIVE

On the day your content goes live, you want to
announce it to your list so it can generate traffic to
your site.

Here’s a basic plan for getting the word out:

EMAIL IT TO YOUR LIST.

OPTION 1 - NEWSLETTER

As a content marketer, you need an email list. Each time you
publish, notify your list that the content is available.

A few ways to handle this:

¥ Newsletter with full article and, perhaps some ads. Readers may = i

. wC4 Report i

read the content without clicking through to your website. _— =

How to Write { wny
You Hate Writ|

3 Newsletter with blurbs to several articles and “read more” links. It

may or may not have ads since readers must go to your website to

see the articles.

B Email from you, introducing the article and linking to it.

P Automatic email with title and link. aT

6 ent from your email service whenever you publish to your blog.)

NOTE:

Automated emails tend to get lower engagement. If you can,
write a personal email to announce your content. It takes more
time, but the results are worth it.

OPTION 2 - PROMOTIONAL EMAIL WITH LANDING PAGE ol
Definitive Guide to

If your content is a special report or other long-form content, consider Makesing Altomation

creating an HTML email to promote it to your list.

In this example from Marketto, the subject line is:
New Content | The Definitive Guide to Marketing Automation

The email includes a picture of the report, a short description and bul-
lets highlighting the information it provides.

ard with the future

= future of markst
uide to Marketing Automation now.

Click through, and you arrive at a landing page with an opt-in form.

This type of promotion leverages your existing list to gain even more
followers.



100-Page Guide to Everything You Ever Wanted DOWNLOAD TODAY!

to Know About Marketing Automation!

Fili aut the form to receive the newest Definitive Guide
You've heard that marketing automation can change the way your business e Mariely,
operates - now get all the facts, including:

S 2 First Name: i
« Why marketing automation is so hot right now fret e =

s How marketing automation differs from other technologies like CRM
» The common features and advanced functions of marketing automation Work Email: %

Last Name: *

» How to build a business case and convince internal stakeholders to act Job Function: #* Choose One
o And much, much morel CRM System: * Choose One
Company: *

* Required. Your privacy is important to us.

NOTE:

Be sure to include share buttons in your email (and on your
landing page too) so your followers can share your content
with their connections.

TWEET ABOUT IT THREE TO FOUR TIMES

If you are active on Twitter, plan to tweet about your post in the Y SuzanneEvans °
x 10:18am via Google

/HB8EbF

also post a fourth time, late at night.

Experiment with the times that work best for your audience. The
hours that get the best responses will be different, depending on
your audience.

NOTE:

Only 20% of your posts should be about your own content. So if you
tweet once or twice a day, you should only promote your content once
on the day it goes live.

Make sure that 80% or more of your tweets are non-promotional.

POST ONCE IN GOOGLE+

It’s a good idea to include a comment introducing
. . & Kathryn Aragon Feb 20, 2012 - Public
y0111' pOSt. If y011 dO, you can Optlmlze the pOSt to b S To get better results on your landing pages, you need one call to action, but

many ways to respond. Learn how to make your sales pages more clickable.

show up in SERPs.

(D) Hick's Law In Marketing | Is It Damaging
Your Landing Page Results? »

Encourage people to say Yes! and satisfy Hick's

Include hash tags (as in Twitter) with keywords. And
if you mention an influencer in your post, tag them in N

your comment.



To tag someone you mention in your comments, type a plus (+)

+M|

and their name. e e
As soon as you start typing after the plus sign, a drop down will » Sl
appear with people in your circles whose names begin with that B Nmte vitetobos
letter. E GngC:;;:yan

-¢ HNicholas Sparks
Following

Select the one you want, and s/he appears in a light blue s borord o o ot A |
was honored to ial o + alynn Amadio

box. His or her name also appears in the “Share with” box,
and s/he will be notified when you click “Share.”

(AT WEINN VT + Add more people

Of course, you don’t have to leave a comment with your

I.
?@& Neil Patel 1012 A1/ - Fusic

E The Neil Patel's Guide to Blegging: How to

Google+ posts. If you are in a hurry or if the title of your

post says it all, you may simply post the article with no 5B oo Seepn
; When | first started to blog, | used to write 300 to
comment. & 400 word blog posts and | was ecstatic when the

post received a hundred plus visitors. Little did |
kno

Generally, one post in Google+ is plenty. Any more than
that could be perceived as spam.

NOTE:

When you post content, be sure to set your privacy setting to
“Public.” This will help you rank better in Google.

POST ONCE IN FACEBOOK

As on Google+, just one post per piece of content is usually hg Neil Patel shared a Ink.

11 hours ago @

sufficient.

The Neil Patel’s Guide to Blogging: How to
Create a Content Marketing Strategy That

You may include an introductory comment — or not. i o

www.quicksprout.com

When I first started to blog, I used to write
300 to 400 word blog posts and 1 was ecstatic

Cornment - Share &z




~%8 THE WEEK CONTENT GOES LIVE

You may continue to post about your content throughout the week. But

=
[

don’t overdo it. Your followers want to see more in your social streams

A

L IX]

A

] IXT

than posts about your own content.

Here are some tips for promoting your content on the days following

BB
BN’
HE«B
BN’

publication.

5. 06am via SocialFlow

Don’t retweet the same post all week long. On Day 1, you probably 774 lifehacker
posted the title of your content. Here are a few ideas for tweeting “Ii i

without mentioning the title: il
171 2 retweets
Tweet a quote from your content. [ 2 TheBoldLife
] §:06am via Tweet Bution
Life Goals — 4 key ingredients for
Tweet your thoughts about the post. achievement __. the nuts & bolts
davidstevenslifecoach.com.au/goals-
directio... via @CavidLifeCoach
lilachbullock
. 0:06am via SharedBy
ong g . B
Tweet a comment about how well it’s being received. Want to make your audience go wow! Read
my post here goo.gllJaGjy
#rustomersenice #community

+3 1 retweets

Tweet the big benefit of reading your content.

Here’s a sample schedule for tweeting during the week: ed) TheBoldLife

5:06am via Tweel Button

Cherish This Ordinary Day... jmp/YGEMr1
Twice on Day 2 morning and afternoon at your peak response

times.
Once on Day 3: at your morning peak response time.
Once on Day 4: at your evening peak response time.

Once on Day 5: at your afternoon peak response time.

Kathryn Aragon

Love content marketing but hat writing? This post tells you how you can create content
when you aren't a writer hitp:/inkd in/Mjad23

How to Write Content When You Hate Writing

kathrynaragon.com -+ How do you write content
when you hate writing? It's as simple as writing like
you talk. Here's how.

Ever plagued with self doubt about your writing skills? Here's how to turn it
around!

It's all too easy (and common) to get down on yourself and second guess your career choice as
a writer. If you're in a writing funk, ...

Heather Sl You are a writer seocopywriting.com

Unfollow Are you struggling in your freelance copywriting career? Maybe all you need is an
attitude ge! Learn how to own your writing brilliance!
posted ago




If you're active in a social channel, share your content
with your followers.

Just be careful to follow the accepted rules for sharing in
that channel.

Like or +1 shares in Facebook and Google+. Respond to mentions
and retweets in Twitter with a friendly thank you.

Always reward social interaction with more interaction. It is social
media, after all.

:';] JonasVerhaegh: Communication is
=g a science, so iz marketing - ldeal
#KWarketing Campaign? #foodforthought
htpait. coduygpGodwOj via
i@kathrynAragon
2:10am, Feb 21 from Buffer

i KathrynAragon: @lonas\erhaegh

gl | thanks for the mention, Jonas!

&:44am, Feb 21 from Twitter for iPhone
:;! JonasVerhaegh: @kathrynaragon
«=ug Thank you for gharing - enjoyed it

9:50am, Feb 21 from HootSuite

Promotion isn’t all about increasing your numbers.
It’s about finding and connecting with a community.

And true promotion is reciprocal. So if you mention

others, they may start mentioning you too.

But if you don’t create a strategy for building a community, your
efforts may be haphazard at best. So it can help to create a list of

people you would like to develop relationship with.

Here’s how to do that:

CREATE A LIST OF INFLUENTIAL

BLOGGERS AND TWEETERS IN YOUR INDUSTRY.

Add a tab to your Content Planner and call it: Bloggers

Create tabs across the top:

Blogger | Brand | Website | Expertise | Twitter | Google+

. B c D E

1




Your goal is to generate anywhere from 50 to 500 people who blog or talk about your

core topics. You want to find people with influence in your space.
Include people who:

Are already engaging with and commenting on your content.

CRITERIA

: ACTIVE IN SOCIAL MEDIA
en’tdlscoveredyouyet. LOTS OF FOLLOWERS
HIGH ENGAGEMENT LEVEL
GOOD CONTENT
MARKETERS

Well-known bloggers and reporters in your space who hav-

Are already members of the community you're trying to join.

Are on the fringes of the community you want to join.

Once you'’ve created your list (we’ll cover how you do
that in a moment), select 10 to 20 people on that list to OBJECTIVES

be your targeted high-value influencers. Place these NAME RECOGNITION

people at the top of your list. INTERACTION
INCLUSION IN THEIR COMMUNITY

RELATIONSHIP

Technorati.com is a great resource for finding blogs in your space.

Click “blog” at the front of the search bar, then enter your search term in the search
bar. Click the magnifying glass icon to begin your search.

Review your search results.

marketingprofs daily
o B http:/ivewew. marketingprofs.com

Rrieae.
BT
== .

[ — | convince and convert blog: where ...
S e vinceandconvert.co

&1 hitp:ihwww. convin zonvert.com

¥ Auth: 564
ves for Enlightening Your

rs to converse with you, and
about you, youd better enlighten them first an...

= prafton
& hitpfiwww.brafton.com




Click on the name of a blog to review its stats.

Convince and Convert Blog: Where Social Media and Email Collidéte details

Top 100
SHALL EUSINESS

B e D1 e BT T B0 T
Fan Ene

This site's authorities across Technorati: ~ §® Technorati Authority: 568

2= Entertainment Authority: 63 Rank: 15181 2= Business Authority: 613
E=:= small Business Authority: 656 Rank: 43 k== Technology Authority: 1
Tags: igital marketin il, email marketing, internet

ing, online marketing, publi ocia a marketing,
networking

Writers: E jaybaer Report this blog as spam |

Look for blogs that are related to your own core topic and that list writers
you can connect with.

Copy and paste your favorites into your Blogger List.

Y S—
1 Blogger Brand Website
Ann Handley marketingprofs daily http: / fwww.marketingprofs.com
Jay Baer Convince and Convert http: / fwww. convinceandconvert.com/

Spin Sucks http://spinsucks.com/f
Marcus Sheridan The Sales Lion http:/ fvanw thesaleslion. com
Erian Clark Copyblogger http: / fvwnw. copyblogger. com
Sonia Simone Copyblogger http: / fvrwnw. copyblogger.com
Russ Henneberry Crazy Egg
Jon Morrow

3
4
5
6
7
g

=
=]

Chris Brogan BusinessWorks
Damien Farnworth Copyblogger http: / fwwrw.copyblogger.com
Copybot

=
=

Enter the name of the blogger in the first column, the blog or brand in the
second. Copy and paste the link to their website/blog in the third column.

If there are multiple writers at a blog, create separate entries for each
blogger you want to connect with.

Remember, you can’t connect with a brand. Only with people. So empha-
size “bloggers” rather than “brands.”

Take a look at the blurb under the blog’s URL.

This is the brand’s description of what they do. In other words, it’s their
expertise.

MarketingProfs Daily

B http:/fwawe. marketingprofs com
MarketingProfs provides marketing
kn 1ow to over 190,000 marketing

W et =
- professionals
Become a smarter

markatar.




Take a look at the blurb under the blog’s URL. Copy and paste some or all of this
description it into your blogger list under Column D, “Expertise.”

D
Expertise
marketing know-how:
content marketing, S5M
Hype-free social media strategy, case
studies, and advice.
FR
content marketing

The easiest way to do this is with a Google+ search.

Enter the blogger’s name in the search bar.

GO-:._.:-g|€+ | brian clark]

At the blogger’s profile, click the “About” tab.

Posts About Videos

Scroll down until you see their social media profiles.

Other profiles ¥ @copyblogger
B . ybloggermedia
¥ @entreproducer

If the blogger is on Twitter, his or her Twitter handle will be here.

Copy and paste it into your blogger list. (Excel doesn’t like the @ symbol, so
leave it off.)

Then copy and paste the blogger’s Google+ URL into your list.

| E F

Twitter Google+

marketingprofs https://plus.google.com/115918125306643310533 /posts
jaybaer https:/ /plus.google.com/110720576611232766643 /posts

[thesaleslion https:/ /plus.google.com /106381440083074158940 /posts

If you have an email for the people in your list, it will be easier to communicate with
them. Unfortunately, it isn’t always available. Well-known people don’t always make
their email address public.

It’s not the end of the world if you can’t find an email for the people on your list. If
you have their twitter handle or Google+ profile, you can still communicate with them
through direct messages.




Followerwonk.com is a useful resource for finding Tweeters in your space.

In addition to collecting bloggers’ names, you can find tweeters who are influential in
your core topic.

Twitter Analytics:
Find, Analyze, and Optimize for Social Growth

Click on the “Search Twitter bios” tab at the top of Followerwonk.

1INl VW WrE

Search Twitter bios

Enter your keyword in the search bar. This indicates the expertise of people you
want to connect with.

O, content marketing

maore ophons

Review your results.

A Brian Clark @copyblogge Boulder, GC 99 130,085
3

;% Content marketing, online publishing, and copywriting advice
from the editorial team at Copyblogger

Marketing, SEO, Cont
ment, PPC and Much

Jetf Herring ©JefiH antz
Article Marketing - i e kingdom for content
creation, on . fra generation, list building, &
product cre

Notice in the left hand column:
. A blue arrow indicates you already follow this person.
A green arrow indicates that they follow you back.

E A red circle with a line through it indicates that you don'’t follow them or
they don’t follow you.

m When you don't follow them, you’ll find a follow button.

Add the people you already follow to your list of bloggers. Put their name in
Column A and their Twitter handle in Column E.




Click on people’s name in Followerwonk, and you’ll be taken to their Twitter pro-

file. There you find their website.

= - : . . g .',.f."’

-5 1 B |

% ‘Brian Clark
{@copyblogger

Content marketing, online publishing, and' copywriting advice from
the editorial team at Copyblogger Media.

Boulder, CO - http:/f'www.copyblogger.com

As you did above, search Google+ for additional contact information.

CATEGORIZE YOUR LIST

Rank bloggers into an A, B, or C category.

These people have a high level of influence and are accessible. They often share

links to good content, and if you tweet or mention them in a Google+ post, they
respond.

There should be 10-20 people in this list. No more.

These people may have a high level of influence but are not prone to interact.
They could have a medium-level of influence or be up-and-comers.

This list may be 200-300 long.

These people are likely less influential than the people in you're A and B catego-
ries. They may be people who cover your topic, but not as their core topic. They
may have little influence but actively share your content. They could also be
people who aren’t well-known but are fun to interact with.

This list may be any length.

A = High-Value
namme
name
name
name

B = Medium Priority
name
name
name
name

C = Low Priority
narme
name
name
name




In order to build connections with the people on your list, you need to get
to know them. And to do that, you need to keep track of who you reach
out to, who responds, and what the results are.

When you reach out to someone, either by email or through social media,
put the date and the connection made.

If they respond, put the date and whether they liked your idea, wheth-
er they responded favorably, and other details that could help future
interactions.

LINK TO THE BLOGGERS IN YOUR LIST.

Now it’s time to start leveraging your list to promote your content. The
name of the game is:

Name recognition
Credibility

Connect with the bloggers on your list and begin following their work.

12/13 - Pitched article about TOPIC
1/5 - They liked the idea, Sent the
article,

3/20 - Heard back. They lost my email
and only just found it. Like the article
and will use it.

3/25 - Post goes live tomorrow.

3/26 - Tweeted the post 3 times: FB, T,
G+. They posted 3 times too. Good
response. 5o far, 3 comments and 64
tweets.

FOLLOW

connect & subscribe

SHARE

their content

COMMENT

on their posts

SEND A PERSONAL EMAIL TO HIGH-VALUE CONTACT.

When you create content that could be of interest to one of the bloggers on your list,

send them an email to tell them about it.

Use the “Expertise” column of your blogger list to decide whether the article is relevant

to them.

Only send them information you feel will be particularly interesting to them, and only

about subjects that are relevant to them.

This email is similar to the “Link Bait” email we told you about in

Chapter 8. But when dealing with your high-value bloggers,

This is very important. Your objective here is relationship. So don’t ask for anything.

Treat this email as a courtesy, not a request, and you’ll get it right.




If the topic is relevant to the blogger:

SUBJECT: WANTED TO SHARE...

Hi [insert name here],

I've been following your work for a while now.
And I have to say, I'm a big fan!

Actually, that’s why I'm emailing. I just pub-
lished a [type of content] about [topic], titled,
[insert name of article]. Because you talk

about the same topic, I thought you might be

interested.
If you'd like to see it, you can find it at this link:
[insert link here]

Just wanted to let you know... and to thank you
for all your effort making [insert their website

here] such a fantastic resource.
Cheers!

[your name]

If you featured the blogger:

SUBJECT: YOU WERE FEATURED IN A
BLOG POST TODAY

Hi [insert name here],

I just wanted to let you know that you were
featured today in my article, [insert name of

article].
If you'd like to see it, you can find it at this link:
[insert link here]

Just wanted to let you know... and to thank you
for all your effort making [insert their website
here] such a fantastic resource. I continue to be

one of your biggest fans.
Cheers!

[your name]




Yes, if the content is valuable. Take a look at this post:

Ann Handley =12 240 - Public
Very cool to be included in this new eBook on social media along with friends
and colleagues | admire!

Lee Odden onig

media from Dell along with Ann Handley, +Anita Campbell, +Michae
Brito, +shel israel, +Paul Gillin, +Ti +Rohit Bhargava,
+Geoff Livingston and more. http:/f

v Social Media Predictions for 2013 »

Companies of all sizes are in search of answers
towards better social media strategy and at
TopRank we're helping to make that happen. This
week Jolina Pettice and | completed giving a 2 day
socia...

Don’t email too frequently. (That’s one of the reasons to keep a record of your interactions.)
If you do this too much, you’ll come off as a stalker (at best) or a spammer (at worst).
Neither will help you reach your goals.

Only alert your A-list to well-written, high-quality content. If you don’t think it’s the best
content you've ever created, hold off.

ASK FOR TWEETS

If you create some content that is relevant to people in your blogger list, notify some of
them and ask them to tweet it to their list.

Here’s a sample tweet you could use:

Be aware, most people will not do this. When we’ve done it, we've seen 3-8 tweets for

every 100 requests.

As an alternative, you can promote them in a tweet to your own followers:

This may generate a retweet by the people you promote.




EMAIL WEBSITE OWNERS TO ASK FOR A LINK.

First, write a blog post that could be of value to
the blogger or brand.

Second, send them an email alerting them to it.

Third, let them know you’re a fan and would

appreciate a link to your post.

The email could look like this:

SUBJECT: THOUGHT YOU MIGHT LIKE THIS...

Hi [ nsert name here]

I've been following you for a while now, and I
notice that your followers really engage when you

publish [ opic or type of content]

I thought you might be interested in a f ype of con-
tent] about f opic] called f itle]

You can find it here: [insert link here]

So far it’s gotten a lot of response from my

followers.

Number of shares

Number of tweets

Number of comments

And I wondered if your followers would like it too.

If you think so, feel free to share it with them...

either in social media or a link on your website.

No pressure, of course. I just thought it might be of
use to you.

Thanks, and have a great day!

I) our name]




LEAVE COMMENTS ON OTHER PEOPLE’S BLOGS.

In Chapter 8, we talked about using optimized comments to help your blog posts rank

better. Here we're talking about comments you leave on other websites — in particular,

you're A-list bloggers.

Your objective in commenting in other people’s blogs is not to gain back-links or to

generate traffic. Your objective is to add value to the post you're commenting on.

When you do this, you will get noticed by the blogger whose posts you're responding

to. You’ll also get noticed by others who read the comments. And because you have no

ulterior motive (other than adding value to your target blogger), you'll leave a positive

impression that could cause people to look for your website to learn more about you.

Read the article carefully so you fully grasp
what it’s about.

Select one point in particular you like, or
one question you’d like answered.

Write a thoughtful, interesting comment
that responds to that one point or asks your
question.

You may add ideas or dispute points, but be
very respectful of the writer.

Again, your goal is to add value to the content.

Charles Davis
job introducing the Attribution Modeling tool. Everyone has
w to use the

at-is-google-

not a rumaor.
nmit 1ast

; so much for dropping by and giving us your
t artic tely o ing
ration for this article.

February 11, 2013 Reply

Here’s an example of a comment that does just that. It responds to the article, then

adds a link to one of his own posts on the same subject. Ordinarily, if your objective is

to add value, you don’t leave a link. However, in this case, the additional information is

received as a value-add because the commenter responds to specific points made in the

post.




STEP1 CREATE AN ANNUAL “TOP 1007 LIST.

You already have a list of bloggers and content creators in
your space. Put it to use by creating a “top 100” list and
publishing it on your website annually.

1 CREATE A BADGE.

2 PUT THE 100 PEOPLE ON YOUR LIST.

5 CONTACT THEM AND LET THEM KNOW.

IN YOUR EMAIL,
GIVE THEM THE CODE FOR THE BADGE TO PUT ON THEIR WEBSITE.
In that code, include an “href” back to the “Top 100” post on your website.

<a href="http://yourdomain.com/your-top-100-post/" target="_blank"><img
src="http://www.yourdomain.com/wp-content/uploads/title-of.png" title="Named in
the your-brand Top 100 topic list for year" alt="Top 100 topic badge">

Want to see how other Top 100 lists are done? Check out these sites:

http://adage.com/datacenter/marketertrees2012/

http://topsitesblog.com/top-100-websites/

STEP 2 CREATE AN ANNUAL BENCHMARK REPORT OR SURVEY

A survey or annual report on a particular aspect of your
industry can give you instant status as a thought leader in ‘

your space. CONTE ' T

It needs to be data that is helpful to people and that they ] -
often ask themselves.  Content ceting

It needs to be thoroughly compiled, with graphics and re- —

sults clearly discussed. T e e
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Here’s how you can do it.

1 COMPILE A LIST OF DATA OR INFORMATION THAT WOULD BE
USEFUL TO MEMBERS OF YOUR COMMUNITY.

2 CREATE A SURVEY AND SEND IT TO EVERYONE IN YOUR LIST.

5 COMPILE THE INFORMATION.

5 PRESENT YOUR FINDINGS IN A SPECIAL REPORT.

5 PUBLISH AND PROMOTE THE SPECIAL REPORT.

Repeat annually.

STEP 5 CREATE A CERTIFICATION PROGRAM IN YOUR INDUSTRY

If you're the brand that trains people to do what you do, you have

Free Course: "Double Your Traffic

built-in authority and trust. As a result, all your content will be _ -
in 30 Days + Secret Bonus

perceived as higher value — which will cause people to seek out (Valued at $300)
your content and engage better.

This amazing course

NOTE: We aren’t talking about a free course for sign- foma o Villteachyou, stepby

\  step, how to double if
=4 not triple your traffic

up, such as this one, which we use to build our list. i e

_ R

. .. . Fill out the form below to
We’re talking about a training program that requires payment for start your FREE Course

enrollment and a test to complete.

First name

Email

An example of this type of program is Success Works’ SEO Copywriting Certification training.

Certification is achieved by completion of the training modules
and passing the test.

SEOQ Copywriting
Certification Training

After completion, the participants get a badge to put on their
website.

While it takes a lot of work to prepare this type of program, if
you already create content, you have the skills to do it. We'll

cover this more in-depth in Chapter 10, but here’s the short
version:



1 CHOOSE A TOPIC.

2 DESIGN YOUR PROGRAM, INCLUDING DELIVERY AND FORMAT.
g PREPARE YOUR SALES MATERIALS.

5 CREATE YOUR MATERIALS.

5 UPLOAD YOUR MATERIALS.

G TEST THE PROGRAM.

% EDIT YOUR PROGRAM AND SALES MATERIALS.

3 PROMOTE YOUR PROGRAM.

When it’s all done, you can add to your bio that you're the creator of the industry certifi-
cation program. This type of authorship is an incredible clout booster. If the program is
well-received, it gives you instant credibility as an authority in your field.

sTeP 2% | WRITE A BOOK

Another way to build authority in your space is to write a book. It

could be an ebook like this one... or it could be a print book or a digital TIMELINE
book sold on Amazon or your website. T

The
Barefoot Writer

The creative process for writing a book is the same as for shorter con-
tent. But it does take more time to complete. If you don’t have time
yourself, consider hiring a freelance writer to co-author it or ghost-
write it for you.

See Chapter 7 for tips on finding writers.

As with a certification program, the content in your book needs to be
of the highest quality.

Follow the same steps for creating a certification program:



START WITH YOUR BACK-PAGE COPY.

DO MORE THAN YOUR AVERAGE AMOUNT OF RESEARCH.

WRITE YOUR CONTENT ONE CHAPTER AT A TIME.

PREPARE AN INTRODUCTION AND A CONCLUSION,
AND ANY APPENDICES YOU WANT TO INCLUDE.

EDIT, EDIT, EDIT. IT ISN'T UNUSUAL FOR
A BOOK TO REQUIRE TEN OR MORE ROUNDS OF EDITS.

HIRE AN EDITOR FOR THE FINAL EDIT.

S v N W =

Some good resources for writing and publishing your book are:

Publishize: How to Quickly and Affordably Self-
Publish a Book That Promotes Your Expertise

by Susan C. Daffron (Nov 12, 2008)

The Well-Fed Self-Publisher: How to Turn One
Book into a Full-Time Living

by Peter Bowerman (Aug 1, 2006)

We realize that developing industry-recognized programs and writing books don’t seem like
promotional activities for your content. And it’s true. They don’t drive traffic to a particular
blog post or Web page.

However, after reading a well-written books, people often search for the writer’s website,
subscribe, and follow him or her in social media.

As an author, you are considered an expert in your topic, and you gain Authority with
Google, your peers, and followers. So indirect or not, it’s one of the most powerful forms of
promotion available.

If you have an idea and the time to write a book, it’s definitely worth the effort.



In this chapter you learned direct and indirect ways to promote your content.
Direct promotion involves sharing the content with your followers through email and social media.

Indirect promotion depends on your ability to build relationships with influencers in your space and your ability
to develop name recognition and credibility.

Both work. But they work best if you implement both strategies. And you need to do it on a daily basis.

Make it a habit to perform all these promotional tasks — promoting your individual pieces of content and build-
ing your authority as a thought leader — and your content will get noticed, engaged with, and ultimately, help
you grow your business.

Growing your business is the bottom line objective with content marketing. And promotion is a great way to
ensure your content leads to growth. But there’s one more thing you need to do to gain all the benefits of content
marketing, and that’s monetizing your content.

Learn all about it in Chapter 10, “Driving Business Objectives with Content: 5 Simple Strategies for Monetizing
Your Content.”

Sound good?

TAKE ME TO TAKE ME TO
CHAPTER EIGHT CHAPTER TEN

DOWNLOAD
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5 SIMPLE STRATEGIES FOR MONETIZING YOUR CONTENT

It’s easy to get sidetracked by all the tasks of content marketing — planning, writing,
publishing and engaging — and forget the bottom-line purpose of doing it. The ul-
timate purpose of content marketing is to market your business, resulting in higher
website traffic and sales.

The optimization and promotion tips we’ve shared in the last two chapters can make
a big difference in your traffic levels. But once people are on your site, you need to
convert that traffic into sales.

In this chapter, you learn five methods for monetizing your content without ad-
vertising. Not all of them will work for every business. But all of them are valuable
strategies that are being used successfully by other content marketers.

Read through them all, then pick the methods that could work for your business.
Test them out, and then create the unique mix that’s right for you.

BEFORE YOU START

While monetizing your website is a great idea, there’s a reason we saved this chapter
for last. Your first priority is to create high-quality content that people love to read.
If your content isn’t good enough, you’ll struggle to monetize it.



That said, you don’t need to wait until your traffic and engagement levels are at
some magical level before you start monetizing your site.

If you provide good content but people don’t know you exist, you can still pursue the
strategies we talk about in this chapter. You likely won'’t sell a lot — simply because
you don’t have a lot of visitors. But you can experiment with different strategies as
you grow, and by the time your website gets lots of visitors, you’ll know what works
and what doesn’t.

Remember, work on the quality of your content first. Then try out these strategies to
see what works for you.

Ready to start monetizing your content? Let’s go...

S8 MEMBERSHP SITE

The key to creating a great membership site isn’t finding the

right paywall, but getting the concept of membership right.

Before people are willing to pay for content, they need to see
the value of paying for it. In other words, the focus needs to be
on value received rather than cost of membership.

If a membership site sounds right for you, start thinking about

the benefits you can offer members behind the paywall.

Members need to feel like they are gaining:

B Elite status

B High-value information

B VIP treatment

B Network opportunities with other members

2 Insider access to the owner/director of the site
B Members-only forum or private Google+ group

Develop a content strategy that offers as many of these benefits as possible.

3 MODELS FOR PAID CONTENT

Before asking people to pay for your content, you need to find the right model for
your business. There are three ways to handle paid content:

SUBSCRIPTION OR PAYWALL

Users subscribe to your membership site for a monthly or annual fee. For that fee,
they have access to all content (and benefits) until their subscription runs out.

When you use this model, you don’t generally use advertising. Once members have
paid their fee, they have free access to all content in their membership level.



TIVMAVd

USER HIGH VALUE
CONTENT

TRANSACTION

Individual pieces of content, such as training programs, audio or video downloads,
or special reports, are sold separately. People may purchase as much or little infor-
mation as they need, when they need it.

With this model, you can upsell repeat customers by offering a VIP membership
level. Payment of a large, one-time fee provides lifetime access to all products, past
and future.

METERED

Content is free until a user reaches a certain threshold, such as number of articles or

videos viewed, or based on the amount of time spent on your site. Newspapers have
been experimenting with this model and are finding that it works well.

This model allows free access to low-volume users, which can actually be a good
strategy. It allows them time to read some of your content before deciding to pay for
full access.

TITVMAVd




MIX AND MATCH TO FIND THE RIGHT MODEL FOR YOUR BUSINESS

Membership sites ask users to create an account and pay a membership fee before they can ac-
cess certain pages of the website. You can set it up in one of three ways:

B All or most of your content is behind a paywall.

B A certain number of pages or paragraphs are free, but full access to the content requires

membership.

2 A combination of free and paid content.

HERE ARE SOME WAYS TO SET IT UP:

AUTORESPONDER CONTENT, DRIPPED OVER A PERIOD OF TIME.

This method of delivery is common for free and paid training courses and gives you a way to con-
trol the frequency of content delivery.

For a free course designed to build engagement, it might be delivered daily. That way, you can get
people used to hearing from you, building name recognition and relationship at the same time.

For a paid course (like the certification program we talked about in Chapter 9), each module may be
delivered weekly or monthly.

This allows you to keep an entire class moving through the course at the same speed so you can
provide additional value, such as weekly or monthly calls to review that module’s material.

A training series may also be tied to a renewable membership site. For example, during the
course, a membership forum is free. Afterwards, there’s a monthly fee to continue having access.

RENEWABLE SUBSCRIPTION, EITHER MONTHLY OR ANNUALLY.

Most membership sites have three or more levels of access. So silver members may have access
to articles and special reports. Gold members may also get free webinars and training calls. And
platinum members may get coaching time as well.

Decide in advance how many membership levels you’ll offer and how much value you’ll give each
level.

Prices for entry-level membership typically range from $27 to $99 per month, and we’ve seen an-
nual memberships begin at $98/year.

Your price should be based on the value you provide and your members’ ability to pay. (For exam-

ple, stay-at-home moms may require a lower membership fee than stock brokers.)

PAY-PER-POST

This option is great for people who want to purchase access to one piece of content at a time. In
essence, you treat each piece of content as a single product.

Usually this is done with longer content, such as reports, ebooks, and surveys. But it could be
used for individual articles too, if your content is perceived as high-value and if you set the price
right.

After payment, access to the content may be permanent or expire after a period of time.
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LIFETIME MEMBERSHIP

If your site starts out with free content and you suddenly change to a paid model, you could lose

as much as 50% of your following. People rarely like to pay for something they’ve never paid for

before. So how can you make the switch? Here are five ideas.

¥

o /

Create your paid model separate from your free.
Domain.com may have your blog and free content. Set up Domain.net to be your member-
ship site.

Continue to provide free content on your blog, but make it shorter and less specific.
Save the highest-value, in-depth information for members. In this case, the free content is
designed to create a taste for your paid content. It must still be high-quality material, but for
in-depth content, you must pay.

Grant access to an article’s introduction for free.
To continue reading, ask for membership sign-in.

Continue to offer free content on your blog.
But open a members-only forum with access to you (and other perks).

Continue to offer a free blog.
But also create information products, books, and courses for a fee.

(We cover this strategy next.)

PAYMENT PROCESSORS

If you have a paywall, you also need a payment processor. Here are a few options:

SOCIAL-INK.NET STRIPED MEMBERS Striped Members
WORDPRESS PLUGIN. MEMBERSHIP & SUBSCRIPTIONS

social-ink.net

WITH THE STRIPE PAYMENT GATEWAY

Easy payments using the web's best payment
processing system. Stripe

$80 for single license (individual) §i  Native integration with WordPress systems

$110 for single license (corporate) D) | Frotect your most valusble content

A tumkey system for payments and
subscribers

Another WordPress plugin from Soclal Ink




POWERPAY WITH AUTHORIZE.NET.

ipowerpay.com PowerPay
With this option, you use two services: PowerPay as the merchant

account, with Authorize.net as the payment gateway. This solu-
tion gives you credit card processing of all major credit cards and
the Authorize.Net seal for your website.

PAYPAL. .
PayPal
paypal.com

Inexpensive and simple to use.

HOW TO SET UP YOUR PAYWALL

There are lots of options for setting up your paywall. Here are a few that we like:

PREMISE

(available at GetPremise.com)

mise

Premise is a combination landing-page platform/membership gateway that you build
yourself, thanks to smart integration with the authentication and user access manage-
ment protocols, plus easy digital product listings and check-out pages.

B Build different levels of membership within WordPress

B Take recurring payments with automated access management ¥ ou’ll need an SSL
certificate)

2 Automatically drip content out over time

B Securely sell ebooks, apps, and other digital downloads
2 Confidently create private forum areas with vBulletin*
2 Quickly set up password-protected content libraries

B Easily build check-out pages for PayPal and Authorize.net

CLEENG.COM

1. Protect your content
Part of any page or post, or any media

2. Define your offer 4. Collect 85

Pay-per-view, Daily passes, Subscriptions
Mo explanation necessary!|

3. Sell

In-page saoles. Safe & Secure.

N —

Cleeng Content Monetization




This is a free plugin for Wordpress websites that hides portions of your content behind a
paywall.

With Cleeng you can sell any individual piece of content directly from your own website.
It allows you to sell content or digital products in 3 different ways:

1/ Sell single items

% Provide a 24-hour daily pass

ﬁ’ Give access to all your content via membership subscriptions
(weekly, monthly, annually)

PIVOTSHARE.COM

oW
Glorta Gifford ome | Aunor  Catesoy Popuir

Latest Media Who has studied with Gloria §iff01’d’?

il Max Greenfield  Jenna Elfman
“ATL", “Hip Hop Superstar" SNV ‘Dharma & Greg’

2 watch the
Click Here to See Past Students! \,‘;eo

hest Rated Most Viewed

Pivotshare is a video platform designed specifically to monetize your videos.

It provides a fully branded, high-quality media channel with no up-front cost to you.
Revenue is based on how much your community interacts with your content, and
Pivotshare takes a small percentage if that income.




~%8 SELLING CONTENT

If you aren’t ready to set up a paywall yet, you can still create a stream
of income from your content by creating content for sale.

The key is to provide high-value content that people want.

If you already know the topics your followers are interested in, you have a head start.
Just create your content and run with it.

But if you aren’t sure whether people will respond to your product idea, don’t invest too
much time or money until you get a feel for people’s interest level.

You can do this in two ways: test your idea before producing them, or produce short ver-
sions of your final product to test responses.

Test your idea first

This is like dipping your toes in the water before jumping in. To do it, you have to pres-

ent your ideas and see if anyone responds, or point-blank ask people what they want to
learn.

Post titles as status updates and see how many likes or retweets you get. Or post a com-
ment and see how many people respond.

Sandi Krakowski
] & hours ago @

When learning a new skill always remember 3 things so you can
grow quickly: give yourself grace, keep going & be consistent!
#arealchange

Like - Comment - Share ~ G00d response indicates @
a good topic for a product.

Write a blog post that talks about the topic you’d like to cover in your product. If the
blog post gets good responses, you can assume your product will do well too.

The Secret to Avoiding
Content Writer’s Block

Let me guess... You need content. Lots of it.
But the mere fact that you need it — in high
volume...

Continue reading...




Alternatively, write a blog post that point asks people to comment with their greatest
need about a certain topic. This works well if you have a high-traffic site. The comments
can be used as a source of ideas for all types of content, but especially for paid products.

You can also send an email to your list, asking them to fill out a survey. The survey
should have as few questions as possible and still give you the information you need. The
key is to ask this question:

If I could solve one problem for you and make your life 100% better,
what would that problem be?

If you still aren’t sure about the viability of your idea, consider creating a small version
to see how people respond to it.

For example, rather than creating a full-blown training course, produce a webinar on
the topic. If your attendance is high and people engage well, you know you have a good
idea for a product. In addition, you can use the questions asked in the webinar as a guide
for the information you need to include in the course. And you can include the webinar
recording in your course, which makes it a higher-value product.

Generally, information marketers have one entry-level product that provides basic in-
struction or information about their core topic. Because it doesn’t provide high-level
solutions, it can be priced to sell.

Then they create back-end products that provide higher-level information or solve other
problems their customers are likely to run into.

It doesn’t matter what type of business you run, you can add an information marketing
element that generates another stream of income.

Think about the questions your customers always ask. Then consider how you could

produce a piece of content that answers one of those questions and provides useful solu-

tions and information.

Your goal is to create such a good experience with your flagship product that customers
want your other products and services as well. Simply by creating one product at a time,
you can develop a library of products that keep customers coming back for more.

Here are the types of products you can produce:

These products are inexpensive and easy to digest, such as short ebooks that provide
simple solutions to everyday problems or high-level discussions of challenging topics.

These might sell for $19 to $99. They usually consist of one or two of the following:

Ebooks

Special reports

Entry level training
Audio or video download




Mid-level products provide more in-depth information, such as training programs or
longer ebooks.

These might be prices at $200 to $500 and include several if not all of the following:
Instructional material in ebook format
Audio or video recordings
Worksheets

Access to membership forum

These are more comprehensive programs that offer a lot of value.
Cost may range from $600 to $1,200 and include:

Instructional materials

Audio, video, or seminar component

Monthly group coaching

Some personal coaching component

These products promise the highest level of value. They provide in-depth, often person-
alized, solutions and can sell for $1,500 and up. They include:

Instructional materials

Audio and video materials

Worksheets and resources to facilitate learning
Personal coaching

Seminar or retreat component

If the information is good enough, it can sell at this level even without the personalized
components that usually add value. Take this ebook, for example:

- LANDOLT- Selected Nuclear Materials and Engineering Systems [Kindle Edition]
B(}RNSTEIN Materia Interna m MSIT (Author)

i Temnary Alloy Print List Price: $8.039.00

Systems _. : :
e Kindle Price: $6,431.20 includes free wireless delivery via Amazon Whispernet

® Text-to-Speech: Er ]
® Don't have a Kindle? Get vours here.

Formats Amazon Price HNew from Used from
Kindle Edition 56,431.20 - -
Hardcover 8768126 Prime 5768125 $7681.25

See larger image

Share yvour own customer images




If you create content, you already have many of the skills you need to create products.

In fact, it’s an easy thing to repurpose much of your content into high-value programs,
ebooks, and more.

The secret to creating high-value content is @ Graphics
1. Toolkit
17 A Simple Article Marketing Strateqy For Your Business

first. Then create a product that lives up to it. ) Back cover copy
Business Development_4 Engines that Drive Success

Samplefor editor

to work backwards. Write your sales copy

To create a landing page and ads, you’ll need to focus on the program’s unique
selling point (USP) and your offer. You'll also need to create bullets points
itemizing the benefits of the program and what students will learn.

Start with your order page and a landing page for each product. Then use the
selling points you promise to create an outline and decide what types of con-
tent to include in your product.

Create your modules and training materials using
the same techniques you learned in Chapter 4.

Use your landing page Copy as a guide. 1. List the ideas you want to present

2. Turn each idea into a subhead

Make sure you spend lots of time researching the
3. Flesh out each section

topic so your information is accurate and timely. 4. Write an introduction

Hold nothing back. Make this the highest-quality [ 3- Write a conclusion
content in your repertoire.

After your content is complete, go back to the sales copy you wrote in Step 1. Edit the
benefits, descriptions, and your offer to match your final product.




Will you launch the product with a webinar or videos? Will you create a free autore-
sponder series about the topic, then pitch the product in the last email?

How will you follow-up the sale to add value and develop relationship with your
customers?

Start these projects now.

Create your ads with the colors and style used

in your product and sales page. Design textual Cam palgn MHStE‘f
ads, banners, and space ads for your website and The Markefer's Complete ||’
newsletter. If you plan to advertise in Facebook - el

or through AdSense, create those ads too.

Get the tools you need
to succeed at
content marketing

Learn More

Beiforethe sale; you can offer afree promotional | =~ e

“course” that teaches high-level concepts related

. . . S?:‘: INTERNET MARKETING for SMART PEOPLE ;-
to the topics you cover in your product. Offer it -

e vessn | |
free for sign-up, then deliver one email per day, | oo

each touching on a different “lesson.” Any length [ e

o forward, i

from five to 30 days is acceptable. Your final Lete oo g forhe Copvloaae newsater came from a urch o

headlines, 1 tions Brian and 1 had, as we were trying to teach our readers

Hey, really good to see you herel Thanks for joming us,

Bl [.n( we ger sta Eke to talk a little about what this
ar s )

enjoyable, profitable businesses

email should promote your product. ~] =

http:s v

ut they didn't ha\. the

Most of ut

It’s a good idea to develop an autoresponder se- Radeild

But the tn
masters o

ries for after the sale as well. Your emails should e 2:‘:5ii,z'i:iﬂ';;:;é’f::;n'““m"f’i?,;::‘:: S
answer questions that people may have, offer
additional training, and promote other back-end

products.
To create your autoresponder series, brainstorm the topics you’d like to cover in
your emails. Each email should talk about one topic or answer one question.

While you can make them any length, in many cases, these emails offer “quick tips”
that can be read and digested in just a few minutes.




Design an email campaign to sell your product to your subscribers. Create a series
of emails that introduces the product, gives features and benefits, and addresses any
objections that may arise.

Consider giving a discount to people on your list if they respond by a certain day.

Your email can be simple, like this one:

Imagine doing $462.000 in sales in just 1.5 months on
Amazon. Matt Clark & Jason Katzenback did it, and
are making over $100,000 PROFIT *per month® by
selling real products on Amazon.

See behind the scenes here

They've just released a fantastic 3rd video that breaks down
the business model and how they run the day-to-day
operations of their booming business.

It's amazing how Amazon handles everything for them.
They even explain how they don't have to see the actual

products they are selling by the 1,000s_..

Watch this today, yvou'll be

f

=" Bgoslin?
* + Direct Mail Response
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As part of your campaign, create social media posts
for Facebook, Twitter and Google+. Then set a
schedule for posting them so they coordinate with
your emails.

Once you have your sales pitch and

ads created, all you need to do is adapt
: The
that artwork for your opt-in form. This C4 Rep ort

wWhat do many of the largest marketers in the world have in common?

iPowerPay: hitpfwwwipowerpay com/?902347

Exclusive access to VIP payment processing only at

iPowerPay: hitpfwwwipowerpay.com/?902347

The most POWERFUL merchant account in the industry ...

IPowerPay: hitp/lwwwipowerpay.comi?902347

THE payment processor who understands small business and
entrepreneurs like nobody else:

hitp:fwww.ipowerpay.com/?302347

can be as fancy or simple as you like. FREEWCENY rewslatior: ofiering

insights and strategies
for digital marketers.

Get the ebook, Email-ology: How to Leverage Emails to Turn
People inte Customers and Customers into Loyal Fans,
when you subscribe

Plan a series of blog posts, videos and podcasts
that generate interest in your product. At the
bottom of each, place an ad that take people to
your sales page.

http://drivingtraffic.com/
dont-waste-traffic-free-landing-pages/

Instead of having one crack at marketing a product to this person, you now have them on a list
and will be able to offer them a number of products, solutions, and content for as long as they
continue to open your emails. You often hear marketers say that “the money is in the list”.
Depending on the niche you choose, these subscribers can be worth anywhere from 25 cents per
person, per month, to 4 dollars (provided you do the work, and provide them with value).

We have started using lead pages here in our office. After connecting with them and expressing
our excitement, they offered to give our subscribers a few of their best templates. So do them a
favor and go check them out, it is a solid service we love and will continue to use for a long time.

Lead Pages: Template 1 -Mulfi Purpose

-
v Lead PageS Lead Pages: Template 2 — Free Report

“Click Here To See Why
LeadPages™ Is The Easiest
Way To Create Landing
Pages For Your Business”

If you are active in Pinterest, create original graphics for your content

that can be pinned in Pinterest. These pictures will link to your content,

which will bring more traffic into your sales funnel.




Create a zipped file for customers to download your product or create a
microsite for your training program. Then start promoting your product.

Before people will buy your information products, they need to know, like and trust you.
So much of your content marketing and social media efforts have one major objective:
build trust.

Once you've secured people’s trust, it’s not hard to sell high-value information products
to them. Here are a few tips:

GET TESTIMONIALS TO USE IN YOUR SALES COPY.

What I'd like is for you to read it over and mark

Send samples of your near-finished product to peers |l iLraLETER e RN TS R EEVRRTI
and friends for review while you're finalizing your getthe point. Ifyou want more information about
anything, let me know. Feel free to mark it up as
prOduCt' much as you like. | promise won't get my feelings
hurt. | genuinely want your edits, opinions about
what works and what doesn't, and thought about
how wvaluable this program is. ANY comments

about ANYTHING are appreciated.

Thanks!

If you're writing a book, email thought leaders to ask if they’d be willing to
review a chapter of your new book. Don’t ask for a review of the entire book
(few people have time to read and respond quickly). Just ask for a review of one
chapter in their area of expertise.




Consider a request like this:

Hi h ame]

Do you have time to give a quick review of my
new book?

TI've written a book about f opic] titled f§j ive the
title of your book] Since that’s your area of ex-
pertise, a statement from you would be invalu-
able for helping it sell.

I know you’re busy, though, so if you like, I
can send just one chapter for your review.
You might be interested in one of these three
chapters:

Give one chapter name.

Give a second chapter name.
Give a third chapter name.
Would you be willing to do that?

If so, please let me know which one you prefer,
and I'll send it over.

Thanks!

Run a beta teSt Of yOU.I' program- Send inVita- The conference calls will be held on Thursday (still working out the exact time.)
tions tO your liSt (this iS one Of the I)erksfbrI SUb‘ :::\:M\;:”r:ls:v:z::::s?n a day. It could be in the form of something to read. Or
scribing). Offer a 50% discount for testing out  [ii s

your new program o With the requirement And here's what | ask if you're part of the beta group:

You provide feedback - what you love, what you'd like to see

that they also give you a testimonial When it,s You provide a testimonial at the end of the training (video or written.)

You're able to ride with whatever glitches happen. 'cause there will be glitches. -}
done.

Once thisis up and running, the program cost will be around $1,500. Beta folks
will receive the training for $550 - so it's about 1/3 off! Remember, there are only

10 slots available.

Want to sign up? Just send an email with the subject line, "l want to sign up” to
heather@seocopywriting.com, and please cc carla@seocopywriting.com. While
I'm on vacation, Carla will send out a PayPal invoice. Once you've paid, you're in -

and I'll be sending additional details when I'm back.




Tap into your social media connections. .
! sydesjokes Sydeslokes
Offer your product for free in return for = Does anyone want FREE access to my Joke eBooks and in
return write 3 one short paragraph endorsement I can use

an endorsement or testimonial. on a sales page?
'11/24/2012 % Reply tlRetweet Y7Favorite

PROVIDE LOTS OF FREEBIES OR PREMIUMS WITH PURCHASE.

Premiums can add a lot of value to your product.

In fact, sometimes people place such a high value on
the premiums, they pay your purchase price just to
get the freebies.

FAST TRACK WHEAT-FRE WHEAT-FREE
FLATTES WEEKNIGHT My DINING ouT
ATTER ABS I 20 MiNUTES GLIDE

OFFER ACCESS TO YOU AS ONE OF THE PREMIUMS.

This can work well if you have a large community of loyal fans. You can structure
it any way you like. For example:

Email or call with any questions free for one month after purchase.

Included in your downloads is a private email address that’s only for customers of

this program. Use it to get priority answers to your questions.

P.S. CampaignMaster is the only program of its kind. You won’t find anything similar online or in book stores. And I
hold nothing back. You'll get every tool I use to manage my own marketing — so you can feel confident that you're getting

everything you need to succeed.

Not only that, I give you a full month to ask whatever questions vou may have as you begin using this powerful program.

If you haven’t had the time or resources to develop your own products
yet, you can still sell products on your website.

By becoming an affiliate (or sale rep) for another brand’s products,

you earn a commission for each sale made. If you're just starting out

monetizing your website, this option may be right for you. But it’s not
only for beginners. Some businesses focus primarily on selling affili-
ate products — with great success.




The products you sell must be related to your core topic or product.

The fact that you sell them is an endorsement. Make sure they’re high-quality
products.

Finding affiliate products.

To find affiliate products that fit your brand and marketing plan, use one or more of
these five techniques.

GOOGLE “[YOUR CORE TOPIC] PRODUCTS AFFILIATE PROGRAM.”

writing products affiliate programs

Visit the links and check out their programs. Each affiliate
program is set up differently, so you’ll need to make sure
it will work for you. For instance, the brand may require a ng products attlate programs

Search tools

Cre:s > Writing School 1 (888) 756 7857

minimum number of sales before you get paid. e Creatve Wrting sera

Online Creative Writing school for your Undergrad or Grad degree!

Product Affiliate Programs - zazzle.ca
www.zazzle calsell/affiliates

Link To Billions Of Preducts. 15% Referral Rate On Every Sale!

Affiliate Tracking System - DirectTrack.com
www.directtrack.com/

The world's leading affiliate marketing and tracking platform.
About Us - Overview - Client Spotlight & Testimonials - Contact Us

Writer's Digest

v writersdigests| s

Writer's Digest Sh e Program. Are you looking for a way fo monetize the
loyalty and readership of the writers who visit your website or blog day in and ...

BECOME AN AFFILIATE OF
PRODUCTS YOU'VE PURCHASED IN THE PAST.

When you buy a product that you like, check the vendor roducie About e
to see if they have an affiliate program. Since you’ve tried Product Catalog About A
the product, it’s a no-brainer to sell it as well.

If there is an affiliate program, you’ll find a link like one of
these:

CHECK OUT AFFILIATE NETWORKS.

An affiliate network is a middleman that helps connect o . .
publishers like you to merchants that offer an affiliate commission junction

program.

PEPPERJAM
Some of the most common are: M @ EXCHANGE
MARKET @Y CLICKBANK"®
LEVERAGE .,




SET UP LINK SKIMMING ON YOUR WEBSITE.

converts links and product referenc- Effortless affiliate linking
es in your blog posts into affiliate links. So it’s affil- '
iate marketing, but automated so you don’t have to

m affiliated link

think about it ordinary link

In their words: “Unlock the cash in your content.”

SET UP INFOLINKS ON YOUR WEBSITE.

provides in-text advertising that isn’t subtle and verges on annoy-
ing. But, it has a proven track record of generating revenue. So you might want to

check it out.

Selling other people’s products is no different than selling your own.

CREATE CONTENT

Write blog posts and create other content to talk about the issues or topics sur-
rounding your affiliate products. Then, as with your own content, place an ad with
the content and encourage click-through.

PROMOTE THE PRODUCT TO YOUR LIST

Draft promotional emaﬂs to Send to your This is one sale you don't wantto miss. ProBlogger's 10th-anniversary sale ends Friday.
list. Consider creating a special offer in
Wthh you Offer a premium from your own Save anywhere from 50-90% on:

. * 31 Days to a Better Blog
Content tO anyone WhO buys before a partIC‘ + Problogger's Guide to Your First Week of Blogging
« Problogger's Guide to Blogging for Your Business
« BlogWise: How to Do More with Less
« Copywriting Scorecard for Bloggers
* The Bloggers Guide to Online Marketing

ular date.

hittp: i bit. WQIKIC.

I'm loving the ones | purchased! | bet you will too.




CREATE ADS.

Sometimes, the affiliate or joint venture partner provides ready-made sales
materials. All you have to do is place ads on your website, send emails to your
list, and post occasional social media recommendations.

Other times, you have to create your own artwork and sales copy. If you know

Get hooked up with
how to use Photoshop, create ads just as you would for your own products. miisheis foed ooy
hitp://bit vAWObDDE

If not, use text ads, in which you hyperlink the words when you mention the
product.

The idea is to incorporate these ads into your normal marketing. For instance, TN LN
the marketer who sent out this newsletter creates her own products and sells '
affiliate products. This issue of her newsletter has an ad for both types of

products . Plan your content (and the

rest of your marketing)
with the 3-in-1 Editorial
Calendar and Planner
and the Content Creation
Timeline. Available in
instant download.
hitp://bit Iv/Ri67v3

~@8 ' MONETIZE THE COMMUNITY THAT
BUILDS UP AROUND YOUR CONTENT

One final way to monetize your content is to create community around
it. People develop strong loyalty to the people who invest in their
success.

If you can identify a problem that your customers tend to struggle with, and if you can create
a forum or event that helps them network and develop relationship with people who have
similar goals and struggles, you can often generate a strong sense of community.

This, then, allows you to sell training programs and personal coaching, as well as live and
digital events.

Create a facebook group, Google+ community, or
':- Google Authorship & Author ..

place a forum on your website.

{ ;s c i
= Digital Publishin

Find peo :ran%W Blogging
m Podcasters

GROUPS

L__;I Copywriter Café
Eﬁ' The Secret Team




Send invitations to people on your list.
Notify your social media followers.
Include a mention in your newsletter.

Create a landing page on your website.

fe Steve Roller
Thanks for the great response so far. I took the lberty to add people, and

wil be adding more, but feel free to invite people who you think might
benefit.

On The Menu

The Copywriter Café offers four levels of membership, with a fifth to be announced in 2014. Ala
carte menu also available. Choose the level that fits your needs now - you can change at any
time with a simple email message.

Be the guru, but let others get involved pe———

as Well Thanks, Tanya MarCia, for adding members and taking care of things while I
y : was in isolation for a few days knocking out a 20-page promotion. If I ever
i ing to make a very prolific writer.

Think of yourself as the host at a big

Steve Roller

T'll be acknowledging a number of new members here in the Café soon, but
wanted to welcome my good friend, Lori Leibold VanNatta and a fellow
Madisonian, Beth Turner.

party. Help people get involved and
have a good time.

Recognize people’s successes. Mention

Megan Jenifer-Harris says:

people on their birthdays and Other M:assive Steve! Thank you so much for being in all of our lives!

special days. Reply
Steve Roller says:

You're welcome, Megan. Glad to be here!

Reply




Then create events and products around Steve Roller

; Coming soon to the Copywriter Café ... a detailed description of services

those needs . offered. It wil indude ongoing teaching, training, and accountabiity in a
group setting, professional copy critiques, one-on-one personal training for
aspiring copywriting rock stars, and access to clients (small business
owners) from the Big Ideas Café who need a copywriter.

Plus ... the Ultimate Writing Retreat, a transformative, three-day gathering
of high-achieving, lke-minded writers in an beautiful, inspired setting (five
locations to be announced early 2013), sure to take your writing business
(and your lfe) to new heights.

T've been working with some of you already, and look forward to
connecting with more of you once everything is established. I'm in the
process of wrapping up some client projects so I can put my focus on the
Café for the rest of the year.

Thanks for hanging out in our version of the 1920s Shakespeare and
Company bookstore. Big things will be happening scon, just like they did on
the Left Bank then.

The Self-Publishers Online Conference is

a brain child of authors and business owners, & Self-Publishers
Susan Daffron and James Byrd. S —

Online Conference

The annual conference is sponsored by their three core businesses: Logical Expressions,
Self-Pub U, and SPAWN. It generates an additional stream of income and directs busi-
ness back to these businesses.

A conference is a great way to use live delivery of content to grow your business. It does
take a lot of work to put on a conference — whether digital or live — but it can build
credibility better than any other format for delivering content.

Steve Roller created Copywriter Café to serve as a gather- Steve Roller » Copywriter Café

. . . . . Finalizing details on the Santa Fe Ultimate Writing Retreat™!
ing place for new and developing copywriters. His goal is to
I'l have the landing page up with all the information on March 6,

offer training and coaching services, but rather than starting but you can get a preview and register now to secure your spot:
with a business launch, he created a membership site that it CopyTercate. comuriing retreats/

The Santa Fe Ultimate Writing Retreat™ wil be limited to 15 writers

putS people ﬁI‘St. (based partly on the location I've selected.)

Ultimate Writing Retreat is a 3-day life-changing writing

One of his training events is the Ultimate Writing Retreat™.

ywritercafe.com
ing Retreat is an intimate 3-day lfe-changing,

He travels to different locations around the US to meet with busiess-buiding, income-producing event in an inspired setting
members of his community and hosts a 3-day writing retreat
in their location.

The event is popular because it allows people who have been interacting online to meet
face-to-face.

As a content marketer, your primary focus is on building relationship first, then leverag-
ing that trust to sell your products and services.

A unique type of training event that does this well is a retreat. It allows you to offer
training in a variety of ways.

Programs Hangouts Inner circles with private forums.

Webinars Meet-ups

But if, like Steve Roller, you focus on helping your customers, it doesn’t matter. People
attend simply to connect.




There may be no better example of coaching than the Glazer-Kennedy Insider Circle

Compare GKIC Membership Levels

Gold Diamond Luxury

Most coaching programs provide three basic tiers: in this case, gold, diamond and luxury.
But coaching programs can easily add other levels by removing or adding features, mak-
ing it accessible to everyone’s needs.

Coaching can be delivered one-on-one or in a group setting. It’s a great way to add anoth-
er stream of revenue. Because it is personalized, it is perceived as a high value product.

Best of all, members develop a sense of community that makes it easy to promote prod-
ucts to them.

It doesn’t matter which option you choose. In fact, you can mix and match them to create
a unique business model that reflects your own personal style.

The key is to focus on solving your customers’ problems, not selling to them. Your under-
lying motivation comes through loud and clear. So be genuine about your desire to help
your community. Then try out the different models we’ve covered here:

As you incorporate monetization strategies into your content marketing strategy, you’ll
find that it gives focus to your content production and helps you reach your overall busi-
ness objectives.

That being the case, as soon as you feel confident in your content marketing skills, it’s

time to start monetizing.




Our goal is writing this Advanced Guide To Content Marketing is to help you become insanely successful and
prosperous on the Web. That’s why we filled it to the brim with tactical, immediately actionable ideas that you
can implement in your own business.

Put these steps to work, and you’ll be amazed at how easy it is to build a community of fans and followers, in-
crease engagement and traffic to your website, and drive sales.

When learning a new sKkill, it’s easy to get so caught up in learning that you forget to put your knowledge to work.
We hope that’s not you!

Believe us when we say you know more about content marketing than many of the marketers on the Web. You
definitely have enough knowledge to start implementing changes in your current strategy.

So get to work.

Take one step at a time, and before you know it, you’ll have a content marketing strategy in place that rivals any-
thing the Fortune 500 companies are doing.

Be sure to keep this ebook handy and refer to it often. When you hit a snag or need some guidance, dig back in.
The simple process of doing it is education in itself.

If you’re new to content marketing, don’t worry about building your strategy in a day. Start with one action item
and grow from there.

TAKE ME TO GO BACK TO
CHAPTER NINE THE START!

DOWNLOAD




