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Summary of the Book

- Chapter 1: How We Got Here. Advertising and the Web.
Traditional advertising was based on traditional media’s mode of
production and distribution. Web 1.0’s near-zero costs for
reproduction and delivery destroyed traditional media. Web 2.0
enabled the audience to research on its own and talk among
themselves. Content marketing is built on these changes.

- Chapter 2: The Basics of Marketing. How content marketing
fits into the larger framework of marketing. To create good
content, you first prepare the groundwork with business goals,
branding, messaging, audience and the sales funnel.

- Chapter 3: Creating Your Content. Content marketing is a
collection of people, strategies, and tactics. We’ll go through
these to see how they are assembled together so you can choose
the ones that work for you.

- Chapter 4: The Hub-and-Spoke Model of Content. Let’s step
back and look at the Big Picture. What is the relation between
your website, the content, the distribution sites, and your
audience? Let’s look at hub-and-spoke and the content engine.
Where is your audience?

- Chapter 5: Your Active Audience 90/9/1. 1% of any audience
creates new ideas, 9% talk about the ideas, and the remaining
90% follows the conversation. By reaching the 1%, you can reach
the 99%. This chapter outlines the use of content marketing for
influencer marketing.

- Chapter 6: SEO and Content Marketing. This chapter looks
at how search engines work. The rise of Web 2.0 and social media
however gave people the ability to find and share information
with their friends. This means if you create very good content,
it’ll be distributed on its own.

- Chapter 7: Advertising’s Role in Content Marketing.
Advertising has its place as a tactic in a content marketing
strategy. You can use advertising to rapidly create awareness and
drive traffic to a new product or service.



- Chapter 8: Tracking, Metrics, and Business Goals. The deep
goal of content marketing is to support the company’s business

goals. That means top-line and bottom-line metrics. You can turn
marketing into a measurable activity that supports business goals.
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Printed Book, Digital Book, or eBook?

All of my previous books have been released first as printed books by
publishers. However, in the last few years, book publishing changed
fundamentally. Tablets outsell laptop computers and the number of
tablets doubles every year. More than a third of American households
now have a tablet. New tools allow digital publishing and
distribution.This book will be released primarily for digital distribution.
A few hundred copies will be printed. See my blog for more about digital
publishing.

Why Do I Use Numbered Sections?

This book will be read on laptops, tablets, and smart phones. It’1l also be
read on paper as a printed book and as printouts. People can adjust the
font and line spacing on their mobile devices. If you’re reading this as a
paperback book and your friend is using a Nook, you can’t use page
numbers to tell him where to find something in this book. That’s why I
numbered the sections. No matter how you’re seeing this book, you cite
and find any section by number.

Dollars: Australian, US, Hong Kong, or Canadian?

When I write $100, which is an actual market price (that’s what they
charge), then I write US$100 to show that it’s US dollars. But if I write
$100 without a country label, then it’s just an example number. You can
think of it as 100 Euros, 100 RMB, or whatever you like. I didn’t do this
in tables because it looks cluttered.

The Audience for this Book

This book is anyone who uses digital marketing.

Companies, Universities, and Organizations

This book can be used by individuals, companies, government offices,
universities, churches, and many kinds of groups, so I use the collective
concept of organizations. So when you see “organization,” this can be
your company, your school, and so on.



Ask Questions. Say Something
Do you have a question? Do you want to say something?

Add your comments at the book’s Resources page.

This Book’s Resources Page: Updates and Downloads

For updates and free material, go to the book’s Resources page at:

andreas.com/c_m/
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Foreword for the US

I received a call in February of 2010 from the director of my media team
in our California office. Search marketing services fell under the media
umbrella at the digital agency services that I ran at Acxiom Corporation,
and we’d been searching (no pun intended) for months for a heavyweight
to head up the search team. “I found the guy”, he said to me as I picked
up the phone. At that point I was just happy that it looked like we had
finally filled the position. He told me the guy he’d found was Andreas
Ramos. I did what any good future boss would do and did a search on his
name before even hanging up the phone.

I was thunderstruck.

I don’t know what amazed me more; that my media director had
convinced Andreas to join Acxiom or that Andreas himself wanted to
come work for us. Because the search results indicated that Andreas
Ramos was not merely some guy who had done a little search marketing
here and there. No, this guy actually wrote the book on search marketing.
(Actually, several books! You should read them.)

Anyway, I had the pleasure of working with Andreas for the next several
years. I got him in front of as many clients as possible and used his
thought leadership to improve perceptions of the entire digital agency.
He’s a whipsmart guy who can make complex subjects easily
understandable to folks like you and me.

But back to this new book by Andreas. I’ve written and spoken
extensively on a phenomenon I call the new marketing democracy. The
pervasive nature of digital channels and devices has given birth to a new
world where consumers trust each other more than they trust marketers,
they seek to avoid commercial messages until they are in the market for
something, and they make their voices heard when a company makes a
misstep in the marketplace. For marketers at companies looking to “win
elections” in the new marketing democracy, this book is a must read. The
label of “content marketing” is thrown around carelessly by many in the
marketing profession, without a clear understanding of what exactly it



represents. But as Andreas writes in this book, “The proper name for this
should be customer-centric marketing, which means for the customers’
sake.”

In the pages to follow, Andreas takes lessons from all the digital channels
and tactics and shows how they can be leveraged to get your customers
and prospects the information they need right now in any number of
places, engaging them through websites, email, social networks, mobile,
blogs — you name it. You’ll see again and again how it isn’t content that
you want to provide, but rather content your customers and prospects
want that drive conversions and loyalty.

But you’d be mistaken if you think this book is only about what types of
content you can create and where you can place that content. Because
Andreas covers a broad range of topics that are essential learnings for
those whose job is to generate customer engagement and revenue —
topics like remarketing, search marketing, and the metrics that matter
when proving to your boss that you are getting the job done.

So get ready. You’re about to learn a lot of valuable things. Best of all,
you’re really going to enjoy reading this book. If you don’t agree, I'm
sure you’ll let me know. Because that’s how the marketing democracy
works!

-- Chris Marriott

Vice President of Services & Principal Consultant at The Relevancy
Group

Chicago



Foreword for Europe

Why should marketers market content? They are paid to market products
and/or services!

This is the first question I asked Andreas Ramos when he offered Betwin
the chance to sponsor and distribute the « Big Book of Content
Marketing » in Europe.

The multiplication of digital channels gives marketers the extraordinary
opportunity to measure and predict the behavior of their audience: what
kind of information generates engagement, sharing, conversations, etc.
for what kind of audience in terms of location, demographics,
sociographics and psychographics, for what kind of product and service
categories, on what kind of channels.

Andreas Ramos teaches here, in a clear, straightforward way, the
techniques, rules and pitfalls to avoid for marketers who discover what
content marketing really is about.

Reading Andreas’ book helps clarify what makes a successful content
strategy.

1. A content marketing strategy is aligned with business
objectives as well as branding challenges.

2. A content marketing strategy is measurable i.e. uses metrics
(audience, traffic, engagement, content consumption, product
consumption) and analytics for a finer customer knowledge.

3. Content marketing 1s a performance-oriented marketing
technique that needs appropriate data expertise, tools and
solutions to ultimately drive content propagation to generate
audience, boost business and optimize budget allocations.

As we are managing the launch of the book in Europe where we are
pretty much focusing on Brand Content, [ want to emphasize that despite
the difference in naming, Content Marketing is just the best way to put
analytical thinking (performance, KPIs, data, business generation,



channels planning versus audience, etc.) in the more emotional aspects of
Brand Content strategies.

Thank you Andreas for helping us find the optimal compromise between
rational and emotional for content strategies!

-- Ariel Ohayon
Founder and Manager, Betwin
Paris, France



Preface

Content marketing is a natural outgrowth of the web’s maturity. After an
early infatuation with self-indulgent gimmicks, most marketers realized
online success depended on giving visitors the information they sought,
not pushing a sales message. Soon, the idea “content is king” took root.
Content marketing was the inevitable result.

Long before the Internet, savvy marketers produced special interest
maga-zines, recipe books, how-to manuals, and other indirect sales
publications to create new uses for their products, stimulate sales of
existing lines, and burnish the image of their brands. From this
foundation, the Internet has opened a vast new potential for this
approach. Moving beyond the printed page, today’s content marketing
has exploded into a new universe of media and online venues. The
opportunities are unprecedented.

In this book, Andreas Ramos delivers fresh insights into the strategy and
execution of content marketing based on decades of experience with
some of the world’s best-known brands. After reading the galleys of the
book, I predict it’ll become an indispensable resource for marketers
across the globe.

-- Ronda Broughton
Principal at AgencyAxis
Silicon Valley



Why Did I Write this Book?

There’s a reason I wrote this book. I’ve been working in marketing for
the last ten years. Clients included Fortune 500 companies, Silicon
Valley startups, and many small businesses. I saw over and over that as
much as 80% of online marketing budgets were wasted (Tim Suther,
CMO, Acxiom, 2012) due to poor targeting, wrong messaging, blocking
by the audience, and so on.

We often talked about how to improve marketing. That led me to
influencer marketing. If we could reach the influencers, who are 1% of
the audience, the remaining 99% would see our message. Of course, the
best way to reach influencers is through content, which led me further to
content marketing.

I bought the leading books on content marketing at Amazon and began to
read. I noticed some of the books didn’t go into details about web
technology. I got into marketing from an engineering point of view. I
wrote one of the top books on HTML during the dotcom boom. I wrote
the code for dozens of websites by hand. I have a great deal of hands-on
experience with SEO, PPC, and web analytics. A book on content
marketing has to be based on how the underlying technology works and
its implications for the business model and the strategy.

I also noticed some of the books don’t discuss business or metrics. It’s
easy to say that you should create lots of content. But how would you
know if that works? Without metrics, traditional marketing couldn’t
prove whether it had any effect on revenues. It’s not just metrics: it’s
how metrics are used. The metrics of traditional marketers weren’t
aligned with the organization’s business goals. I’'m on the advisory board
for a handful of Silicon Valley startups and I’'m often in investor
meetings. If a startup doesn’t present business oriented metrics, it is
ignored by investors. C-level executives and the board underinvest or cut
funding for marketers who don’t understand business. That’s why
marketing is often ignored by C-level executives, the board, and
investors who underinvest or cut funding.



When you realize digital content can be combined with automation and
tracking, websites can be built that use tailored content to attract the right
persons and move them along the sales funnel to a purchase. Add email
automation, marketing automation, and CRM (customer relation
management) and the website turns into software. Add tracking, metrics,
and business KPIs. You get a marketing platform that produces
measurable results and creates profits and revenues.

A marketing process, based on business goals and objective metrics, can
show its contribution to top-line and bottom-line goals. Marketing
becomes a manageable investment: Put $100,000 into marketing and get
$500,000 in revenue.

Let’s make this personal: As a metrics driven marketer, you can compete
with sales for bonus and compensation because you can prove that you
produced leads and sales. Coffee’s for marketers.

Marketing, which has been around for over 100 years, has been
energized with many new digital tools. Web 1.0’s digitization of text
allowed people to distribute content, which undermined traditional
content distribution. It also allowed marketers to track activity and
results. Web 2.0 added tools to uncover the audience’s interests and
allow interaction between you and your audience. By adding business
processes, marketing automation, and CRM, we can build marketing that
works.



1. How We Got Here: Advertising
and the Web

1.1. What’s in this Chapter

To understand how content marketing came about and why it’s important
now, let’s take a quick look at the history of media and advertising. It’s
clear that media is undergoing change. What is driving that change? A
collection of new tools are changing production and distribution of
content. More tools give the audience new power. Content marketing is
built on these changes.



1.2. The Way It Used to Be: Print, Radio, TV
To understand where we are today, let’s see where we came from.

From the earliest civilizations to the beginning of the 1800s, craftsmen
and farmers could easily sell whatever they produced. They worked at
their own pace, only a few hours a day, and sold mostly to customers
whom they knew. Some used small ads, but these were like the flyers
that people still put up today in café pin boards.

The Industrial Revolution introduced steam-powered tools and conveyor-
belt factories, which allowed companies to produce in vast quantities. A
new problem arose: a company had to convince buyers to buy its
products (and not the competitors’ products). Consumerism, marketing,
and advertising are a secondary result of industrialization.

Large-scale distribution of information was created with the Gutenberg
press in the 1400s and lasted to recently with little change. For more than
500 years, books and magazines were printed on paper by machines and
distributed to book stores and newsstands.

The Industrial Revolution had an impact on the business model of
information. As companies needed to promote their products, they
looked for ways to reach customers. Companies began to place notices in
newspapers. In response, newspapers realized they could charge for this.
Nearly all major media today is based on advertising. This started with
La Presse, a newspaper in Paris, which was the first to base its business
model on advertising. Other newspapers had been showing ads since the
early 1700s, but advertising wasn’t the basis of their business. La
Presse ‘s sales price was half of other newspapers, so to make up the
deficit, they sold advertising. Other newspapers quickly followed. Radio
borrowed this idea in the 1920s. Commercial television followed in the
United States in the 1940s. In the mid-90s, Yahoo! hired media
executives from New York and Los Angeles, who introduced the
methods of mass media advertising to the web. The other major dotcoms
quickly followed and they became media companies.

I looked in the national archives in France and found the Sept. 15th,
1836 edition of La Presse, which I reproduce in Figure 1.

The combination of industrialized production and placement of
advertising in media created a major industry. US$497 billion dollars



was spent worldwide on advertising in 2012 (4Ad Age, Dec. 2012).
US$159 billion was spent in the United States. Advertising is growing at
several billion per year, so for 2013 it’ll be over US$500 billion.
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Figurel: The first ads appeared in La Presse in Paris, September 15,
1836. As you can see, these ads included insurance, pharmaceuticals,
and job placement. Weve had more than 176 years of advertising.



1.3. The Evolution of Content

Let’s look at the impact of the digitization of information and how this
created the Internet, Web 1.0, and Web 2.0. Finally, I’ll show how that
led to content marketing.

First, let’s start with what we had before digitization. Up to the mid-90s,
information was reproduced mechanically. Books and newspapers were
produced with printing presses the size of a locomotive that required
skills to operate and maintain. For large-scale reproduction, the process
was industrialized, which meant machines, power, and large teams of
managers and workers, all of which required large amounts of financial
capital.

Distribution was also a physical process. After books were printed, they
were shipped on 1,500-pound pallets to bookstores. Books had to be
stored in climate-controlled warehouses to prevent humidity damage.
This added yet another cost.

Due to historical reasons, publishers could publish only within a country.
Kings, religions, and nations kept a strict censorship of books and
newspapers to control information. There was no such thing as
worldwide book publishing or distribution.

At every step of the way, costs were added to cover salaries and profits.



1.4. Web 1.0: Digitization of Content, Distribution, and Search

Digitization changed every aspect of the production and distribution of
information. In the mid-80s, people began to share digital files and
documents by disk or local networks. Soon they were using the Internet
to distribute digital files. Digital distribution dropped the price of
duplication, storage, and distribution to zero. Today, a book or video is
available worldwide instantly. No government or religion can prevent the
flow of information.

Starting in the mid-90s and onwards, traditional industries in the
production and distribution of books, magazines, newspapers, music, and
video have been under relentless assault. They can’t compete against
digital distribution because they have high production expenses and their
distribution systems are slow and difficult. Since they can’t enforce their
control over production or distribution, publishers switched to enforce
legal control over information. The music recording industry hired
lawyers and lobbyists to change copyright laws, even to the point of
suing people for hundreds of thousands of dollars to scare others from
copying music. Book and newspaper publishers have been trying to
enforce all rights contracts to get all rights to content, including music,
movie, musical, theater, video, and game rights in all countries and
technologies, including technologies not yet invented and universes not
yet discovered. These legal maneuvers are efforts for survival among
traditional publishers. However, they can’t compete against free.
Newspapers, radio stations, and book publishers will disappear as major
industries. A few will survive on a small scale, much in the same way
you can still buy horse saddles.

The web itself has undergone rapid evolution. In the 1980s, the Internet
was plain text. By the mid-90s, images were added to create web pages.
Web 1.0 was mostly brochureware, which meant the sites were a
duplicate of the company’s paper brochure. Soon, developers began to
add database capability, which created websites with catalogs of
products, order forms, and online payment. Web 1.0 exploded into
millions of sites, which required a way to look for something. At first,
there was Yahoo!, a simple index of the web. But the web continued to
grow, so by the late 90s, better search engines were developed that could
quickly index hundreds of millions of pages. Search engines exist
because there are lots of pages.



The dotcom boom (which lasted precisely from August 1995 to April
2000) was driven to a large degree by speculation in the stock of
websites that had large amounts of traffic. Whether that traffic had any
revenue value (or even actually existed) is another discussion. In any
case, after the dotcom crash, the focus shifted from traffic to revenues.
Investors looked for websites that actually made money, such as Amazon
and others which had focused on growing sustainable businesses.
Investors suddenly discovered the value of revenue and tracking. There
was a demand for revenues-based metrics, so web analytics was
developed to track visitors, clicks, cost-per-click, conversions, and cost-
per-conversion. That led to Clicktracks, an early web analytics company,
and later to Coremetrics, Omniture, and Google Analytics. Google
AdWords also became popular because it could track advertising
expenditures and sales.



1.5. Web 2.0: AJAX and the Social Web

HTML was originally developed by physicists in the early 90s so they
could publish and distribute their research papers in physics. That’s why
HTML is so good for building web pages. But the scientists never
intended it to be used for shopping and interaction, so it lacked those
capabilities.

In the early 2000s, developers began to move beyond HTML. A set of
tools, called AJAX , made it possible to build interactive websites that
visitors could use. For example, in an old website, a map was just an
image and you couldn’t do anything to the map. AJAX made the map
interactive so you could zoom in or out, add terrain or weather, or grab
the map and slide it to see more. AJAX was renamed Web 2.0, which is
what we now know as the social web or social media. People could add
comments, vote, make changes, and so on. Web 2.0 sites include Google
Maps, Facebook, YouTube, and WordPress.

Web 1.0 was the distribution of information. Web 2.0 (the social web) is
people talking with their circle of friends. You don’t really need search
engines for that. In fact, search engines get in the way. If I’'m in Paris and
want to find a tea house, I’d like one that’s the kind that my friends go to.
So instead of searching for a tea house, my phone should know that ’'m
in Paris and suggest to me that my friends like a tea house that’s only
two blocks away. Google had 7,500 engineers working on their search
engine while Facebook had only a dozen engineers for that. Search isn’t
important to Facebook. People still use search engines when they use
their desktop computers to search for information, but for everything
else, such as keeping up with friends or looking for tea houses, they use
their cell phones and social sites.



1.6. Web 2.0 Destroys Traditional Media

You’ll often hear at conferences that new forms of media don’t destroy
old forms. The speakers say the new forms take their place alongside the
old forms.

That’s simply not true. These new forms of media will undermine
traditional media because they collapse the production and distribution
costs to nearly zero. One person can communicate to a billion people at
nearly zero cost. Traditional media can’t survive on zero.

‘Print is being destroyed because the web allows free distribution
of text. Newspaper and magazine revenues are in steep decline.
Book publishing and bookstores are in a downward spiral.

‘The collapse of the music industry has an odd history. Up to the
80s, you listened to music on the radio or records. In 1981, music
changed from an audio-only format into what we now call videos,
where music became a soundtrack to the video image. It was easy
to move music videos to the web, so YouTube, Vimeo, Vivo, and
others became a better way to watch music videos because you
can pick what you want to see. MTV, which created the music
video in 1981, finally abandoned it in 2008 and has become just
another TV channel. Radio music is disappearing because online
music sites let you select what you want to hear or you use iPods
or cell phones to listen to your music collection. Kids also swap
massive amounts of digital music among themselves.

‘Broadcast TV will end because video production and distribution
is now basically free. A video can be made by a child with her
phone and a kitten. The advertising revenue for web-based video
is a fraction of broadcast TV revenue. The average CPM for TV
advertising in the United States is US$24.68. For web banner ads,
CPMs are US$2.66 (that’s 11% of TV’s CPMs. Forrester
Research, 2012). This will be catastrophic because TV is
expensive to produce and distribute. It can’t survive a 90% cut in
revenue.

The traditional distribution of information worked because there was
tight control over distribution. Most countries had only two or three TV
networks and these stayed within the countries’ borders. The only choice
for TV viewers was to watch those few channels or turn it off. TV



viewers couldn’t talk back to the TV. It was top-down one-way
broadcast.

Newspapers, radio, and TV didn’t realize that the loss of control over
distribution would lead to their end. Newspapers earned 30% of their
revenues from the local classified ads in the back of the papers. In 1996,
I shared a cubicle in Silicon Valley with a guy who was building a
website so his high school friends could buy and sell stuff. Late at night,
we would talk about his side project, but it never occurred to Craig and
me that it would kill the newspaper industry.

Here’s where it gets really interesting. When people began to use the
web, they slowly began to realize they had freedom to do whatever they
wanted. You could read anything you wanted. You could see anything
you wanted. You could talk with anyone anywhere. You could copy
music, books, video, or photos onto your computer and share with your
friends. Whatever your interests, you could quickly find new friends and
like-minded communities.

‘People began to look for information on their own. Instead of
relying on salespeople or marketing, they looked on search
engines, asked in forums, read articles by experts, and discussed
with friends and family. Suspicious of advertising’s one-sided
self-interested claims, people researched on their own. People
now have completed most of their research and made their
decision before they even contact a salesperson. Sales no longer
sells; they only take the order. When Stephanie wanted a new car,
she collected articles, looked at reviews, and compared
information. She compared prices at all dealerships within a 90-
mile radius and forced the closest dealer to match the lowest
price.

‘People began to create. People write blog postings and digital
books. People use digital tools to create their books, music, video,
and photos and then other tools to distribute those via the web to
friends. They do this without talking to traditional services for
production or distribution. Justin Bieber was just another kid who
was posting his video clips to YouTube. My last eight books were
printed and distributed by publishers. With digital publishing, I
can do this myself on a scale they can’t match.

‘People began to share. They wrote reviews, voted up or down, or
forwarded information to each other. When I was looking for a



new refrigerator, I asked on a social site and a friend told me
about Sears Outlet, where I could get a new refrigerator at a 70%
discount. Naturally, Sears doesn’t advertise this.

The Internet and Web 1.0 created a system for digital distribution. Web
2.0 enabled social communication. The audience can talk with each
other. The audience can talk back at the organization. The organization
can’t control the conversation. Marketing can no longer push a message
at the audience. The audience just walks away. Or just clicks away to
another site. In a way, the new Chief Marketing Officer of your company
is your audience. They decide what they want to hear.



1.7. This Leads to Business-Centric Content Marketing

The combination of digitized information, the Internet, Web 1.0, and
Web 2.0 create a new way to distribute information

You use Web 2.0 tools to listen to your audience to understand their
concerns. You solve those issues by creating customer-centric content.
Web 1.0 lets you reproduce and distribute your content. Use the methods
of SEO to make sure people can find your content. Use highly-targeted
digital advertising, including banner ads, to let your audience know
about your content. All of this can be tracked, which allows testing so
you can optimize your content for best results. The key issue is to align
your marketing with your organization’s business goals. This turns
marketing into an investment.

This also means organizations can use the tools of content marketing to
bypass traditional content distribution. In the past, organizations had to
ask or pay newspapers, magazines, and TV to write about them.
Sometimes, the media did this, but usually from their point of view. By
using content marketing, organizations are able to manage their own
message to their audience.



1.8. Introducing Content Marketing
What am [ talking about when I talk about content marketing?

Content marketing is the use of content (text, images, audio, and video)
within a larger marketing platform that includes basic marketing
concepts, the distribution and search tools of Web 1.0, the social tools of
Web 2.0, digital advertising, automation tools, tracking, and business
metrics.

Let’s unpack that sentence. What does this really mean? How do you use
it?

‘You listen to your audience to understand their concerns, issues,
and problems. You use Web 2.0 tools, including sentiment
monitoring, forums, engagement metrics, and so on. You then
provide content to solve those issues. This becomes customer-
centric content.

‘You use the basics of marketing (including branding, a brand
style guide, unique value proposition, and an audience) to design
the look of the content. Any good book on marketing covers these
for you.

‘Content has several basic categories: text, images, audio, and
video. Each of these categories has formats. For example, text can
be FAQs, technical publications, white papers, and so on. Images
can be illustrations, photographs, or infographics.

‘Web 1.0 collapsed production and distribution costs to nearly
zero. You can produce and distribute a book or video for
practically nothing. The explosion of websites also created a need
for search engines. Content marketing uses the web for
distribution, which allows free distribution to reach as many as
possible within your audience. Content marketing is based on the
public’s desire to research on the web and talk with each other
before they talk with sales.

‘Web 2.0 added AJAX, social media, and social tools. This allows
organizations to discover what their audience is talking about.
This allows organizations to produce content that is truly
appropriate to the audience’s needs. You can add Web 2.0 tools to
your site to encourage audience interaction and understand what
they want.



‘Use SEO to make sure your organization’s content can be found
wherever your audience looks for information.

‘Digital advertising allows you to advertise your content to your
audience. This can be highly-targeted so you reach only those
who are interested in your message. This includes text ads in
search engines, banner ads, remarketing, and so on.

‘Automation tools, such as email automation, marketing
automation (MA) and customer relationship management (CRM),
allow you to manage the visitor traffic.

‘Tracking tools such as web analytics, funnel analysis, and
conversion tracking let you monitor and adjust your campaigns.
You use A/B split testing and multivariate testing to find what
works. This also allows you to track KPIs.

‘Finally, you use business metrics to make sure your marketing is
aligned with the organization’s business goals, which are
measured with top-line and bottom-line metrics. This turns
marketing into a measurable investment that can be managed. The
data is also objective so anyone can see that it works.

Isn’t that easy? You have an overview of everything.

Content marketing isn’t just creating lots of content. Content is nice.
However, knowing what your audience really wants, and delivering it, is
better. And even better is when your content helps your organization to
achieve its business goals.



1.9. Is Content Marketing New?

There was little interest in content marketing before 2011. Then, in early
2011, searches for the term began to grow (See Figure 2). In 2012, 91%
of CMOs were using content marketing and allocating 34% of their
budgets to it (Content Marketing Institute, B2B Content Marketing,
2013). Budgets for the creation of content reached US$43.9 billion in
2012 (Content Marketing in America for 2013 by the Custom Content
Council).



Google

Trends

Figure 2: Interest in content marketing began to grow in early 2011. The
graph was created with Google Trends (April 2013).



1.10. What 1s “Content”?

A common question at events is “what is content?” In general, content is
information that people read, view, or hear. But ’'m using the word
“information” loosely: it can range from technical documentation to sales
material to a video, podcast, or a comic book.

There are four major categories for content. Each has various formats.

- Text: Annual reports, technical documentation, research, reports,
FAQs, white papers, blog postings, enewsletters, books (both
digital and printed), ebooks, magazines (both digital and printed),
press releases, case studies, social media postings (Facebook,
LinkedIn, Twitter, and so on).

Images: Infographics, photographs, PowerPoint slides,
drawings, illustrations
- Video: Interviews, how-to videos, TV shows, entertainment
videos, skits.
- Audio: Podcasts, music, sound samples.



1.11. Content Marketing In Contrast to Other Forms of Marketing

Marketing can be divided into two broad categories:

- Push marketing: As the name says, you push advertising at
your audience. No, this doesn’t mean you push your audience
away, but that’s often what happens. Push marketing is also
broadcast marketing, which means you broadcast your message at
the audience. There is also interruption marketing, which means
you interrupt what the audience is doing. A TV ad interrupts the
audience while they’re watching a TV show.

- Pull marketing: This is marketing that pulls (attracts) the
audience. You offer information or hold an event that attracts the
audience. Another name is inbound marketing (which means the
audience is inbound). Content marketing is a form of pull
marketing.

You’ve probably realized that “content marketing” isn’t really the right
name for this. It includes the word “marketing,” and that implies pushing
content at the audience in some way. The best forms of content aren’t
sales material. People want FAQs, help pages, product specifications,
technical documentation, white papers, and comparisons. That’s what
they seek. The proper name for this should be customer-centric content,
which means it is for the customers’ sake. But we’re stuck with the label
“content marketing”. In this book, content marketing combines ideas
from Web 1.0, Web 2.0, tracking, and metrics.



1.12. Problems with Current Content Strategies

Many of the current content marketing strategies use only parts of this
model.

-Short-term purpose. Organizations create content around an event
or product, launch the content, and a few months later, abandon
everything, and move to the next campaign.

‘Lack of editorial direction. The different teams or divisions
produce content on their own. There is no overall editorial
direction for the organization’s content. That also means lack of
consistent branding. This is a common problem at large
companies that have bought smaller companies.

‘No listening to the audience. The content is presented from the
organization’s point of view. The organization publishes what it
thinks 1s important. It doesn’t use Web 2.0 tools to discover the
audience’s concerns. It doesn’t’ look at forums, discussions,
votes, sentiment, and so on.

‘Lack of metrics. Generally, content doesn’t have tracking built
into it. For metrics to be useful, the team’s overall purpose has to
be aligned with the organization’s business goals.

‘No business goal. Instead, there is a vague hope it’ll improve
branding or increase awareness.

Some of you are thinking that I'm talking about your company. This is
the situation at many organizations. Most organizations continue to use a
broadcast model to present content at their audience.



1.13. The Argument against Content Marketing

I’ve heard a number of reasons against content marketing. The two most
common arguments are spam and competitive secrets.

- Spam: A lot of content is spam. The authors want to produce as
much as possible to overwhelm the search engines and the market
space. These articles are created by software (so-called article
spinners) or low-skill low-paid workers. Don’t worry about this.
You should produce high-quality content. Your audience can tell
the difference and will choose you.

- Competitive secrets: Why should you tell your competitors
what you’re doing? Won’t it just help them? Oddly enough, most
competitors don’t really compete. For example, there are very
good books on how to build a brand, yet most companies don’t
develop their brand. So most of your competitors won’t use your
secrets. You’re trying to reach your customers, and they can tell
the difference between leaders and followers. By standing out,
you attract customers.

Think of the top three or four people in your field. They constantly talk
about what they’re doing by writing articles, books, and blogs. That’s
what makes them the leaders of your field. They set the agenda and the
direction of your field. Because they say what they’re doing, others can
discuss it. If you want to rise to the top of your field, be open about what
you’re doing.



1.14. The Arguments for Content Marketing

The strongest argument for content marketing is the fact that traditional
marketing doesn’t work very well anymore.

‘People see as many as 5,000 ads per day. They’ve learned to
ignore advertising. The Financial Times reported (Aug. 2012) that
Unilever spent US$6.3m on TV ads for Axe body spray. The
audience was 18-to-24-year-olds, but as many as 60% never saw
the ads: they were on the phone, fast-forwarding through the ads,
or ignoring the TV altogether. Simulmedia used Nielsen data to
show that only around 20% of a TV ad’s audience actually sees
the TV ad.

‘People use online music services such as Pandora and Spotify to
get music without advertising.

63% of the web users use software to block ads. They also delete
cookies (Sequenti.al “Cookies Are Out,” Sept. 2012).



HOME PAGE | TODAY'S PAPER | VIDEQ | MOST POPULAR | Global Edition v Log In | Register Now

- International Herald Tribune
THE GLOBAL EDITION oF Ehe New HJorkTimes

548 AMET

GLOBAL SPOTLIGHT .

OPINION »
-Ed: China’s Brutal
Policy

Debate Aside,

Number of

A Drone Strikes

us o Drops Sharply

g -
LRI common. teamed up to ™~ |
SPORTS buy the club. e
FASHION &

STYLE

ARTS

OPINION MARKETS

EDUCATION and what they have achieved. US. AMERICAS EUROPE ASIA CURRENCIES COMMODITIES
GREAT HOMES

TRAVEL Immigration Bill FTSE 100 6,791.11 —12.76 - UROFIRST 300
RENDEzvoUs ~ Wins Backing of U.S. DAX 8.450.41 -21.79

Senate Panel

1.5, POLITICS CAC 40 4,016.22 ~10.96 o
TECHNOLOGY FTSEltalia 1846479 —7.14 -0.04% \‘\.
SCIENCE Eurofirst 300  1,246.31 691 -055%
HEALTH

N.Y./REGION GET QUOTES My Portfolios »

DINING & Stock, ETFs, F

WINE

HOME & hina CURRENCES More Rates »

GARDEN 1USD ~ =077  EUR ~

BOOKS

e | RECENTBLOG POSTS

MUSIC

TELEVISION NEWS OPINION

THEATER - —

SUNDAY * @ Post a Comment | Read (13) | & Video: A LATITUDE: The Skeptic's Curse

MAGAZINE Controversial Cure

TMAGAZINE

OPINIONATOR: Why I'm Not a Vegan
North Korean Leader Sends Envoy to China =

Figure 3: If you Light out the advertising on the International Herald
Tribune web page, you end up with very little text.

Figure 3 gives an example of the International Herald Tribune where I
blacked out the ads. More than half of the web page is advertising.

Web 1.0 and 2.0 has taught your audience to use the web to learn about
products on their own.

‘More than 60% of customers decide what they will buy without
talking with the sales team (MarketingSherpa, 2012).

-57% of the purchase decision is completed before the buyer talks
with sales. (Jill Rowley, Eloqua)

Your customers contact your sales people only when they’re ready to
purchase. Marketing is responsible for the sale, not the sales team. The
only job left for the sales team is to take the order.

This means you have to meet your audience on their terms. They’re
looking for information about products and services. Most organizations



do a poor job of providing that information. Your organization can give
your audience what it wants and you’ll get the business.

Content marketing also gives you another advantage by making you an
influencer. By producing high-quality content, you become one of the
influencers of your market. Instead of being just another competitor, you
can be at the top. This means you get a larger share of the market
revenues.

Generally, only 1% of the participants in any market are the influencers
of that market. This means only a few hundred people are the leaders of
their industry. Thought leaders create the direction of their industry.
Products rise or disappear when thought leaders point the way. Steve
Jobs convinced everyone that the iPod was the next step in portable
music, which ended Sony’s three decades of domination in that market.

You can also use content marketing as an aggressive competitive strategy
in your market space. By producing the leading content in your category,
you gain a visibility in the market place. Your audience will notice your
organization, wherever they look. With a clear branding strategy, your
organization will build recognition among your audience.

The search engines give preference to quality content. Content sites,
blogs, tweets, and others will also include your content. This means your
organization builds a visible presence in the search engines and the web,
which means higher ranking and more visibility. This also becomes a
strong barrier to entry and a significant competitive advantage.

This certainly doesn’t mean you should create lots of filler content. Try
to produce the best-in-class content.

Leroy Merlin

Leroy Merlin is a French brand that provides home improvement
solutions tailored to each customer’s specific need. Leroy Merlin created
the first sponsored TV program in France 25 years ago. Called Du coté
de chez vous (“around your home”), it shows how ordinary people carry
out home improvement. Leroy Merlin launched a print magazine that is
sold in bookstores and newsstands. The clever idea was to create a
magazine as a distribution channel which is now marketed as an
independent product.
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1.15. Summary of this Chapter

There are two key factors in this chapter. Traditional advertising was
based on traditional media’s mode of production and distribution. Web
1.0’s near-zero costs for reproduction and delivery destroyed traditional
media. Web 2.0 enabled the audience to research on its own and talk
among themselves. With the end of traditional media, broadcast
advertising as we have known it will end.



2. The Basics of Marketing

2.1. What’s in this Chapter

The point of this quick chapter is to show how content marketing fits
into the larger framework of marketing. To create good content, you first
prepare the groundwork. Good content uses the business goals, branding,
and messaging. It’s created with the avvvudience and sales funnel in
mind.



2.2. What’s Your Business Goal?

A business goal tells you what you want to achieve. You develop
strategies and tactics to reach that goal. It also lets you know which
strategies and tactics can be ignored because they won’t help you with
that goal.

The goal should be aligned with your company’s overall business goal.
The CEO, the CFO, and the board are generally clear about the goal.
Find out what the company’s goal is and then develop your goal to work
within that goal. This means you start at the end.

State your goal as a number and a date. This lets you measure progress
towards that goal. For example, your goal is to increase revenue by 15%

by December 315t. You will increase market share by 10% by the end of

the second quarter. You will increase leads to 500 per month. You will
lower cost-per-lead to $50 CPL in four weeks. You will shorten the sales
cycle by 20% in six months. You will cut costs by 10% within a year.

A business goal isn’t a mission statement (“To do the best for our
shareholders™) or a code of ethics (“Be honest.”). Those statements don’t
support the business goals, give you targets, or set deadlines.

It sounds obvious you should know where you’re going. But I’ve joined
many projects where this wasn’t clear. The project had been set up years
ago and the original team had left. By then, the project had gone though
several generations of teams. Nobody really knew anymore why things
were being done the way they were. This is a widespread problem at
large Silicon Valley companies, where workers tend to move every two
years.

Another problem is the fog of internal politics. If upper management is
wrapped up in bureaucratic wars, they forget to manage the divisions so
there are no goals or metrics. Teams are left on their own. Without
guidance, there are no goals.

I was working with a VP of a small company several years ago. I asked
her for a copy of their branding guideline. “We haven’t gotten around to
writing that.” Who are your target customers? “Whoever buys our stuff.”
So what is your cost-per-lead? “We don’t really know how to calculate
that.” I got a bit frustrated and asked so what’s the marketing plan? She



said “We just sell as much as we can.” Hey, that works. A few years
later, they sold the company for US$50 million.



2.3. Develop Your Brand

A key concept in branding is salience , which means something stands
out from the others in its category. An organization can make its brand
stand out from competitors by developing a distinctive and memorable
logo, colors, fonts, packaging, and messaging. Make it easy for your
audience to notice, recognize, and recall your organization, your
products, and your ads.

Salience can be passive or active. Passive salience is when people
recognize your brand when they see it among other brands. If I go to the
store and see Colgate on the toothpaste shelf, I recognize the brand.
However, if my shopping list reminds me to buy toothpaste and I think of
Colgate before I’ve even entered the store, that’s active salience. I’ve
already selected the brand and I won’t consider competitors.

You increase your brand’s salience by using a consistent look for all of
your content. You always use the same colors, fonts, and layout in your
documents and videos.

You also increase salience by being ubiquitous in all channels. Your
audience will see your brand and content, wherever they look. This
means a strong advertising strategy to appear in search engines, social
media sites, and online magazines for both desktop and mobile devices.
Use SEO, text ads, banner ads, and so on. This also includes offline
channels, such as TV, magazines, and so on. The more people see your
brand, the more familiar it becomes, which also increases their favorable
attitude towards your brand. Repetition makes your brand appear safer
and accepted.

This brings us to the brand guideline . This is a short document that tells
your team how to use your brand elements. You create a brand guideline
document and distribute it to anyone who creates content for you. It
allows anyone to create additional documents that match your
organization’s content.

The brand guideline includes:

‘Where to find the current version of the brand guideline

‘Who is in charge of the brand guideline

‘Creation date (when the current document was created)
‘Expiration date (when the document expires, which prompts the
reader to look for the current version)



‘The purpose of the organization

-‘The audience

‘Where to download the logo in various sizes (a small logo for
email signatures, a medium logo for websites, a large logo for
posters, and a very large logo for cloth banners)

-Specifications for the colors (e.g., HTML #CA0000)

‘The fonts, style, and size (e.g., body text in Palatino 10 points)
‘How to write the URL, such as ClassJunky.com

‘Location of the image library

‘Location of the Model Release Form (for photography and video)
‘Guidelines for voice, tone, and images to use (and avoid),
including punctuation

‘Sample documents in Word, PowerPoint, spreadsheets,
letterhead, and so on

The brand guideline should be a practical document that any of your
creators (writers, photographers, videographers, and so on) can use when
creating content.

A brand design has to work in various displays, including cell phone
screens, desktop monitors, letterheads and business cards, cloth banners
at events, and more. If you’re delivering products in boxes, the branding
has to work with the box, the product, and even how the product comes
out of the box. Carefully open a new box from Apple and notice how
they manage the presentation. The different kinds of paper stock also
affect how people perceive your brand. A brand guideline should be
designed by someone who has training and experience in this.

Most companies don’t understand the importance of branding. Go to
your supermarket and look at the tea section. Some of the packages stand
out because they have distinctive logos, colors, and fonts. The packaging
also matches the product. It tells you what the company thinks of its tea.
For example, some companies now offer tea in metal containers with air-
tight caps. You can tell this will seal the tea’s freshness and aroma. Other
tea packaging is just a plain box where the logo is often hard to see.
Those companies don’t put effort into branding, so they don’t stand out.
Look at the different supermarket aisles and you’ll see that most products
have poor branding. The ones with good branding generally are the
leaders in their markets.

Develop a branding guideline and get everyone to use it to create
content. This improves the salience of your brand, organization,



products, and services.

My book is an example of brand design. The overall appearance of the
book was developed by a graphics person. The illustrations match the
cover’s style. The colors also match, both inside and outside the book.
The layout is also consistent with the book’s graphics. In contrast,
illustrations in most books are random. There is no attention to style or
branding.

I placed an example of a branding guideline at the Resources page, along
with a collection of corporate brand guidelines.



2.4. Your Brand Statement

The brand statement is what an organization wants to say to its audience.
That sounds easy enough, but the brand statement is often a challenge for
organizations. Whether they’re new or established, it’s very hard for
them to state their message.

‘Organizations are self-centered. They see the world (both
customers and competitors) from their point of view. It’s very
hard to step outside and see your own organization from the
customer’s point of view.

‘The more loyal and enthusiastic you are about your organization,
the harder it becomes to see it from other points of view.

‘The more you know about your organization, the more unique it
seems to you. You know the purpose and details of your products
and your competitors and the differences are clear. But outsiders
generally don’t see that.

These factors make it difficult to write the company’s brand messaging.
The result is usually complex and overloaded with political and
bureaucratic baggage.

‘Brand statements are also called unique value proposition (UVP),
unique value statement (UVS), brand value statement, or similar.
‘There are a few rough rules for writing your brand message:

-Say it in three words. Can you reduce your organization’s history,
thousands of employees, and hundreds of products to just three
words?

‘Spoken, not written. It should sound natural when you say it.

Your Chinese grandmother. Yes, your Chinese grandmother should
understand what your organization does. Back in the 90s, we called this
the Mom Test. Software should be so simple that even a mom could
install it. But now, most Palo Alto moms have a Ph.D. in engineering. So
we can use Chinese grandmothers until they start to get Ph.D.s.

These three rules are a good start to writing your brand message. Think
of the global brands: Just do it. Thank heaven for 7-11. You’re in good
hands. World’s biggest bookstore.



2.5. Your Audience

One of the key steps in a marketing strategy is to define your audience.
People often assume they should advertise to as many as possible, but
that’s not feasible. There are 502 million people in the European Union.
Obviously, it would be expensive to advertise to all of them when only a
few will buy your products or services. So you look for the people who
will are most likely to buy.

A simple way to target is by geographic distance. If you have a store,
look at your customer records and if you find your furthest customer
lives 44 kilometers away, then you only need to advertise within that
radius. Many stores use this method to determine where they will show
their newspaper ads and flyers.

If you’re reaching a nationwide audience, you can target by
demographics. Data marketing companies such as Acxiom use
demographic data such as income, age, sex, location, and education to
sort the population into groups. For example, Acxiom sorted the US
population into 71 socioeconomic clusters. Each cluster has between two
to five million people. People within those clusters have similar
backgrounds and behaviors. These clusters have numbers and names,
such as “#62, Kids & Rent,” which is made up of parents in their 30s and
40s with children of all ages. Primarily high school educated, they’re
employed in technical, clerical, and craftsman jobs. They’re a mix of
Caucasian, African-American and Hispanic families. They’re almost all
renters. They invest in their children. Their pastimes include movies,
video games and sports. The cluster report includes detailed data on the
types of financial services they use, where they shop, what they watch on
TV, the magazines they read, what they do for fun, and the sites they visit
on the web.

Acxiom has 1,500 types of data for everyone in North America, Europe,
the Arab world, and Asia. For example, they know the kind of car that
you drive, when you bought it, how you paid for it, and the color. By
knowing the behavior of the other five million people in your cluster,
they can predict when you’ll buy your next car, what kind of car you will
buy, and even your color preference. Since they also know which
magazines you read, what TV shows you watch, and the websites that
you visit, they can place advertising to reach you at the right time.



These companies also know your street address, your phone number, and
the six different IDs that you use at various social media sites. This lets
them reach you with digital ads wherever you look. Since they know
your street address, they can also target by zip code. A fascinating field
is geodemographics, which means people in the same cluster also tend to
live in the same area. Researchers have identified the clusters for each of
the 45,000 zip codes in the US. This means if Honda knows the clusters
for its audience, then it can advertise precisely in the 652 zip codes
where cluster #62 lives and not waste money by advertising in zip codes
with clusters who won’t buy that particular car.

By knowing the audience and cluster, you can write a media plan. This
lets you know where to place content and advertising so it’ll be seen by
your audience (and where to not place advertising which won’t been
seen). A media plan includes magazines, TV shows, and websites. If you
know they read American Baby, then you can place articles in the
magazine, along with advertising. A cluster analysis also lets you know
what interests your audience. This lets you create content that helps them
to make decisions for their lives and families.

Your audience is more than a simple buyer profile. You find not only that
they read American Baby, you also find out their financial capability
(whether they can buy your products), their media consumption habits,
and their address for targeted mailing, both postal and digital.

If your organization is small, you can create a profile of your audience
by other means. One way is to carry out a poll of your subscriber list.
You don’t need to ask all 20,000 people or whatever you have in your
list. It’s enough to ask only 2,400 people in order to get responses with a
+ 2% margin of confidence. Use PollCode.com or similar to create a free
poll. Ask the questions that you’d like to know and send it to a random
selection of 2,400 customers. You can ask for their job titles. See if you
can understand their motivation to purchase. Ask them why they buy
from you. You can also ask why they don’t buy from you. Is it price?
Service? Ask what they want to get them to buy from you.

Another way to create an audience is to look at the business roles of
people that are likely to be your customers. I worked on a project last
year where the audience was companies between US$50 million to
US$250 million in annual revenues and in three certain markets. I then
looked at who was the decision-maker in those companies to determine
their job titles. I used business directories and LinkedIn to come up with



a list of 600 people by job title, name of company, and contact
information.

Case Study: Maggi

Maggi is a Swiss company that makes bouillons, soups, seasonings,
noodles and sauces. The company was started in 1884 to provide low-
cost food. Most of their products are condiments to be added to other
foods, so their UVP is “bring out the best in every meal.” They build a
content marketing strategy by publishing recipes that Maggi products
can enhance. They also encourage creativity and ask bloggers to create
recipes that use their products. They also sponsored chefs who went to
homes and helped families to prepare meals with Maggi products.
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2.6. The Buying Funnel

Let’s look closer at your audience. It’s obvious your audience can be
divided into two parts: the ones who haven’t yet bought and the ones
who have bought. That’s useful because we can focus our marketing at
the ones who haven’t yet bought.

We can separate them into further groups.

‘People who need your solutions, but don’t yet know about you.
‘People who are comparing solutions and suppliers

‘People who decided to buy from you and are looking for the best
price and delivery

Your customers go through several phases in the process to becoming
your customer. Some researchers have identified three phases; others
have added more phases, such as awareness, interest, desire, action, and
loyalty (post-purchase behavior). In this book, I’ll use the basic model of
three phases (awareness, consideration, purchase). You can adapt what I
say to your preferred model.Because the number of people in the
audience becomes smaller and smaller as they move through the phases,
a funnel metaphor is often used.

This matters in content marketing because you create different kinds of
content, based on the phase of the buyer:

- Awareness: Your buyer is vaguely aware of a problem, but don’t
yet know what to do. “Does this matter?” “What’s going to
happen?” “What will it cost if I don’t fix this?” You can offer
information about the consequences of the problem.

- Consideration: When the buyer realizes he has to fix it, he
begins to consider solutions. “What can I do about this?” “What
are my options?” You can offer information to explain options
and possibilities.

- Purchase: The buyer decides what he has to buy. New kinds of
information can explain the cost-of-ownership, price and feature
comparison with competitors, payment options, and additional
issues.

The content at the different phases shouldn’t be mixed up. Someone who
is only just becoming aware of a problem isn’t ready to look at pricing
and purchase options. He first needs to learn about the problem.



Some writers argue that the buying funnel isn’t relevant anymore with
the Internet. It’s certainly true that for many products, there isn’t a
buying funnel. The web makes it easy to make an instant purchase of a
song or download an app. American consumers switch from instant
purchase to evaluation at somewhere around US$300. They began to
compare features and prices. The purchase of home products for long-
term use, such as refrigerators, can take months. In nearly all B2B
purchase decisions, the buying funnel can take up to six months or
longer and involve different teams at each phase. You will have to create
content to support decision-making at each phase and to move the
customer forward to the next phase. This means the buying funnel, in
whatever form you use it, will be a fundamental part of your content
strategy.
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Figure 4: The buying funnel (also known as the purchase funnel, buying
cycle, purchase cycle, and so on) was first described by Elias St. Elmo
Lewis in 1898. Philip Kotler’s Marketing Management made it a
standard concept in marketing.



2.7. Understand Your Competitors’ Content Strategy

Make a list of your top three-to-five competitors. For each of these,
answer the following questions:

‘What are their business goals?
‘What is their content strategy?
‘What is their brand strategy?
‘Who is their audience?

‘What is their advertising strategy?
‘What are their problems?

Are there opportunities for you? For example, if they’re weak in a key
audience, can you go after that group?

Every six months, do a quick review of your top competitors to see if
they have made any changes in their strategy.



2.8. Use Content Marketing as a Barrier-to-Entry

You create a barrier-to-entry to make it difficult for your competitors to
participate in your market. By placing real or perceived difficulties in
their path, your competitors fall behind. Content marketing can play a
role in keeping your competitors out of the market. Here are several
things that you can do:

- Technology: Digital publishing isn’t easy. There are many kinds
of tools, formats, and distribution channels. The more tools you
use, the greater the challenge for your competitors to keep up.
Don’t rest by using only a few tools. Use as many as you can.

- Presence: By creating a body of valuable content, your audience
sees your organization wherever they look. This puts your
competition in your shadow.

- Continual innovation: Digital publishing is also evolving
rapidly. New tools and platforms appear every few months. We’re
doing things today that didn’t even exist two years ago, and you
can be sure there will be new possibilities in two years. By
constantly innovating, you stay ahead of competitors. Most of
them take the easy way and relax. Every six months, make a
review of the field and add new technologies.

- Hire your competitors’ key people: Find out who they are and
bring them over to your team.



2.9. The Creative Brief

Similar to the brand guideline, the creative brief is a document that
ensures consistency in the production of content.

The creative brief is a short one-page document that states the terms and
conditions for production and delivery of work. Sometimes, the agency
sends a questionnaire to the client and other times, the client sends a
statement to the agency. Either side can deliver this. It states:

‘Where to find the branding guideline

‘Name and contact information for the project manager
‘Project ID

‘Delivery deadlines

‘Description of the project

‘File formats

‘How to deliver the work

The point of the creative brief is to set expectations so the team can
easily create and deliver work with a consistent quality and format.

There is also a sample creative brief at the Resources page.



2.10. Recommended Reading

Marketing is fascinating because it is at the intersection of human
behavior, business, technology, and finance. Here are several books for
further reading:

Marketing Management, by Philip Kotler (14th ed., 2011,
Prentice Hall). This is the world’s most widely-used graduate
textbook in marketing. To understand marketing as professionals
see it, read this. Philip Kotler teaches at Kellogg at Northwestern.

Brand Relevance, by David Aaker (Jossey-Bass, 2011).
Considered the foremost expert on branding, this book shows you
how to become the leading brand in your market. It includes
dozens of case studies on how to use branding to create
opportunities for you and threats for your competitors. Professor
Aaker teaches at UC Berkeley Haas School of Business.

Designing Brand Identity, by Alina Wheeler (4th edition, 2012,
Wiley). She lays out a five-phase process for creating an effective
brand identity. Includes 30 case studies.

How Brands Grow, by Byron Sharp (Oxford University Press,
USA 2010). Fascinating metrics-based analysis of thousands of
companies and markets to explore how brands grow and die. He’s
a professor of marketing science at the University of South
Australia and the director of the Ehrenberg-Bass Institute for
Marketing Science.

The New Strategic Brand Management: Advanced Insights and
Strategic Thinking, by Jean-Noél Kapferer (Kogan Page, 5th ed.,
2012). He’s Europe’s leading authority on brands, and
internationally acknowledged as one of the most influential
experts on brand management. A Professor of Marketing Strategy
at HEC Graduate School of Management in France, he holds a
PhD from Northwestern University.

Who Cares Wins (Why Good Business Is Better Business), by
David Jones (FT Press, 2011). This is a brilliant book from the
CEO of Havas which demonstrates the importance of the
coherence of a company’s message and its real practices.



Brand Content, by Daniel B6 (Dunod, 2009, in French). This is
the reference book in France on the concept of content marketing.
This book was awarded the 2009 Grand Prix des Etudes Silver
Award. Daniel Bo holds a degree from HEC Graduate School of
Management in France.



2.11. Summary of this Chapter

For content marketing to be done well, it has to be in the context of the
elements of marketing. You have to do the groundwork of setting
business goals, branding, messaging, audience, and the buying funnel.
With a solid foundation in place, you can build a content marketing
strategy.



3. Creating Your Content

3.1. What’s in this Chapter

Content marketing is a collection of ideas, strategies, and tactics. It
includes the team, a set of business ideas, and various tactics. In this
chapter, we’ll go through these to see how they’re assembled together.



3.2. The Elements of Content Marketing

Let’s dive in. There are a number of elements to content marketing. Let’s
first list these and then go through each one.

Managing Editor: The managing editor guides overall
operations, maintains the voice, sets the level of quality, and gets
the content out on time.

- Content Team: The team includes writers, illustrators, and
videographers. It also includes people to manage the development
of content, such as developmental editors, copyeditors, and
quality control. There are also community managers and support
staff.

- Alignment with Business Goals: The marketing strategy is
aligned with the organization’s business goals. This is measured
with top-line and bottom-line metrics.

- Buying Funnel: The content move the visitor from one phase to
the next of the buying funnel: awareness, consideration, and
purchase.

- Branding: All content fits within a unified branding strategy for
consistent look-and-feel. This includes a standard logo, colors,
fonts, layout, and voice. The audience can recognize the
organization.

- The Audience’s Concerns: Use Web 2.0 tools to understand
your audience’s concerns and issues. The content should address
those concerns.

- Metrics: Every item has tracking to show the number of views,
leads, conversions, and similar.

- Testing: Use A/B split testing and multivariate testing tools to
evaluate and improve performance. Weak items can be removed.

- Editorial Calendar: list of all content items, the purpose and
roles for the content, who does the work, edit/release dates, art
work, tags, tracking codes, and more. A complete editorial
calendar can have 60 or more columns and list tens of thousands
of content items.

- Serial Publication: Content isn’t produced as a one-time event
(for example, monographs). The content is produced as part of a
series on a schedule. This motivates the audience to return
repeatedly.



- Purpose of Item: Every content item has a call-to-action (CTA).
This moves the visitor to the next phase of the buying funnel.
Every item contributes towards achieving the business goals.



3.3. The Managing Editor

A number of people use the idea of a small town newspaper as a model
for an organization’s content marketing strategy. For decades, the small-
town newspaper was the center of its community. It acted as a common
space where people shared news, and talked about issues.
Announcements were made of births, weddings, and funerals. These
newspapers learned to listen closely and write about the issues that
mattered to the community.

Newspapers have a publisher, who oversees both content and business;
the editor-in-chief, who oversees the operation, including hiring,
budgets, and so on; and the managing editor, who oversees the content
itself, including delivery, voice, and quality.

Your organization’s content strategy must have a managing editor. This
person leads the strategy and ties everything together.

The managing editor:

‘Has a sense of what the audience wants
-Writes for the audience

‘Sets the voice and style

‘Maintains the quality level

-Act as a referee to the community discussion
‘Manages the team and process

‘Supervises everything

The managing editor is a public role. The audience should know who the
managing editor is and how to reach him.

Depending on the size of your company, you may have several people in
different roles, or a few people with multiple roles.



3.4. The Content Team

The managing editor builds and manages a content marketing team. This
may include the following roles:

- Managing Editor: The managing editor sets the voice and style,
maintains the level of quality, manages the team and process,
supervises everything, and makes final decisions.

- Your Audience: The audience has to be considered as part of
the team. You’re writing for the audience. You have to be aware
of what the audience wants. Use an array of Web 2.0 tool to do
this. You also use tracking tools to gauge their response.

- Developmental Editor: The developmental editor plans the
organization of the content, selects categories and formats, edits
headings and outlines, rewrites, restructures content, deletes con-
tent to improve flow, and identifies gaps in content.

- Copyeditor: The copyeditor checks voice, clarity, spelling,
grammar, punctuation, capitalization, list numbering, illustration
labeling, subject-verb agreement, and consistency. She also
removes wordiness, triteness, convoluted text, and inappropriate
jargon. She checks the content against the style manual.
Copyeditors are critical for producing quality.

- Quality Editors: The quality editors ensure the content lives up
to brand guideline. They review final content and either approve it
or send it back for further development or editing.

- Writers: The writers produce articles, FAQs, white papers,
ebooks, and more. They interview SMEs (subject matter experts),
senior staff, key people in the industry, and customers. If you hire
outside bloggers, look for people with followers. You should be
posting twice a day or more.

- Graphics Team: Trained graphics people produce illustrations,
in-fographics, layout for text and web pages, and so on.

- Video Team: The videographers create video. This includes
inter-views, product demonstrations, weekly shows, and
webcasts.

- Community Managers: The community manager monitors the
social media accounts, such as LinkedIn, Twitter, Facebook, and
so on, plus the comment boxes at your website. Community
manager tools include Tweetdeck, HootSuite, Sees-mic,
SproutSocial, and Sprinklr. She also watches the web for



mentions of your organization. She responds to comments. If it’s
useful, she thanks the contributor. If someone has a wvalid
complaint (something doesn’t work), she acknowledges the
problem and forwards it to the right person. Some people make
negative comments. Cite the terms of use and block their
comment.

- Support Staff: Carry out distribution of the content by placing
items on various sites, including Facebook, Twitter, YouTube, and
SO on.



3.5. Web 2.0 and Your Audience

One of the differences between content marketing and other forms of
marketing is the use of Web 2.0. In other forms of media distribution,
especially traditional media, the content was distributed as a broadcast at
a passive audience, which was one-to-many and top-down messaging.
TV news, for example, was broadcast at the audience.

Web 2.0 bypasses this model of distribution. The members of the
audience use the web and social tools to talk, discuss, and organize
among themselves. Organizations have learned the hard way that they
can’t censor or delete these discussions; the audience simply moves out
of reach to a site where the organization has no control. Heavy-handed
attempts to control a conversation can also provoke a backlash.

Your organization’s best approach is to join the game. This means your
organization becomes a participant in the conversation. Your
organization may play a larger role than the audience in that your team is
creating the bulk of content, but you’re still a participant in the
conversation. People will comment, discuss, share, edit, and distribute
your content.

Oddly enough, after nearly ten years of Web 2.0 and social media, the
social tools still aren’t very good. An ideal Web 2.0 platform would
allow people to place content in a secure repository for sharing, allow
collaborative editing, and distribute the edited content. Currently, Wendy
can upload her images, but I can’t edit them in her account and add my
new version to her account. I can’t upload my photos into her account.
Privacy and security almost don’t exist. We don’t yet have tools that
deliver the promise of Web 2.0.

Use Web 2.0 tools to learn the audience’s concerns in order to produce
content that appeals to them:

- Sentiment: Use sentiment monitors to evaluate the general
sentiment (positive, neutral, negative).

- Feedback: Encourage the audience to give feedback. Collect
and review all feedback. Hold a weekly staff review meeting,
where comments, feedback, and so on are reviewed and
discussed. Use their issues to create content items.

- Ratings: Encourage the audience to rate some items. Use this to
see what is popular or not.



- Likes and follows: The number of likes and follows also
indicates interest.

- Comments: Encourage the audience to add comments. The
audience engages in conversation among themselves. Collect and
review the comments to find issues where you can create content
items.

- Mentions of your brand and products on other sites: Use
monitor tools to see if your organization, products, or services are
mentioned in other sites. Monitor the sentiment and trend of those
mentions. Your community manager should interact with those
comments.

- Modify your content: Allow your audience to modify and share
your content.

- Create content: Create a space at your website where you
release content for others to edit. This can include FAQs, videos,
music, and so on.

There are several ways to find topics:

‘Look at the social question-and-answer sites where people ask
questions and others answer. Questions are sorted by categories,
so you can find a large pool of questions to see what people are
thinking about. Yahoo! Answers (answers.yahoo.com) is visited
by over 100 million people every month. Additional question sites
include Answers.com (38 million), Answerbag,
askville.amazon.com, AllExperts, JustAnswer (7.5 million),
theanswerbank.co.uk, and Quora.

‘Search for topics in Twitter. Scroll back six months, copy all of
the postings, and review those.

-Collect questions from your sales and support team. They know
the “top ten” questions that customers ask.

‘Put a prominent “Ask us a question” box at your website and
collect the questions.

-‘Look at the blogs and Twitter feeds of experts and influencers.
‘Look at your website’s search box. If configured correctly, your
web analytics makes a list of all queries.

Go through all of these questions. Assign the questions to writers. Post
the question to your blog or web page as the title and write a reply.
Answer these in FAQs, web pages, and so on.



For example, at Quora, | searched for “content marketing” and found 384
questions. I printed these out and found 41 useful questions for this book,
my blog, and Twitter.



3.6. The Goal for Each Item of Content

Traditional marketing was generally a series of short-term campaigns.
Sometimes, the content had call-to-actions which told readers where to
go for more information, but often it didn’t. When the campaign ended,
the content was generally abandoned.

Content marketing is a long-term project. Ideally, the items are never
abandoned.

- Branding: The content item uses clear branding to build
awareness and salience.

- Answer the visitor’s concerns: The content item answers the
person’s question at that step of the buying funnel.

- Motivate to the next phase (Call-to-Action): The question is
answered and the next question is raised. This moves the reader to
the next step of the buying funnel. Every content item should end
with a strong call-to-action which can be a button or link that
prompts the viewer to the next step. Instead of a general “Read
More” button, try buttons or links with clear information.
“Compare our tea filters with competitors.” “What is the cost of
ownership?” “What other options do I have?” “Order today and
get free shipping.” Try different texts and see what works best. If
you use buttons, try different colors and compare the results.

- Tracking: Tracking lets you know how many people viewed the
item in that phase of the buying funnel and how many went
forward to the next step in the buying funnel. The tracking also
lets you see the item’s contribution to business metrics: did it
contribute to a lead or sale? How much revenue was produced?

- Serial publication: The content item is part of a serial
publication.



3.7. The Content Formats

As I wrote above, there are four general categories for content. Each
category has formats:

- Text: Annual reports, technical documentation, research, reports,
FAQs, white papers, blog postings, enewsletters, books (both
digital and printed), ebooks, magazines (both digital and printed),
press releases, case studies, social media postings (Facebook,
LinkedIn, Twitter, and so on).

Images: Infographics, photographs, PowerPoint slides,
drawings, illustrations
- Video: Interviews, how-to videos, TV shows, entertainment
videos, skits.
- Audio: Podcasts, music, sound samples.

I include everything so you have a restaurant menu where you can see
what‘s available and you can pick what is appropriate to your project.

Use your data to see which categories and formats are relevant to your
audience. Don’t rule out a format because you’re not familiar with it.
Use data to justify your decision.

Be careful with polls that show what other marketers are using. I have
several of those polls, but I won’t put them in this book. As you already
know, 80% of marketers don’t use data. A recent poll stated 38% of
marketers believe infographics are effective. If they don’t use data, how
would they know if it’s effective? Without data, there is no objective
basis for those polls.

It’s not feasible to include a list of distribution sites for each item. For
example, there are over 250 video distribution sites similar to YouTube.
These change constantly. Use as many distribution sites as you can.



3.8. The Editorial Calendar for Content Marketing

Use an editorial calendar to manage the production of content. The
editorial calendar can cover:

- Project calendar: An ID for each item, along with start dates,
delivery dates, and other deadlines
- Content inventory: The types of content, the audience, the title,
goals for each item, and other details

Technical details: Keywords, URLs, tags, and tracking
information
- Team assignment: The managing editor, writer, videographer,
copyeditor, quality editor, and so on
- Metrics: Clicks, leads, sales, cost-per-lead, cost-per-action, and
more
- Recurring events: Weekly, monthly, quarterly, and annual
events, holidays, product release dates, conferences, organization
events

Your editorial calendar can be simple or complex. It should fit your
organization and projects at your level. This can start as a simple
spreadsheet and evolve from there.

Your editorial calendar should be available to people on your team so
they can check their assignments and update the calendar. This could be
set up in a collaboration tool that allows sharing and group editing, such
as Microsoft Office 365 or a Google Docs spreadsheet.

In general, the editorial calendar supports the three phases of the buying
funnel (if you use a different model for the buying funnel, adjust it to
that). This means the first section covers the awareness phase; the second
and third sections cover the consideration and purchase phases.

Break down every part of the awareness phase into columns. Start with
the basics and add columns as you grow. The basic columns include the
audience’s concerns, the topic, who will do the work, delivery dates, and
basic metrics.

You can download an editorial calendar at the book’s Resources page.

Adience’s|| Format Mgr |([Author|| Art |[Budget||Due||Post|| SEO Goal Metrics

Concern

What will FAQ Helen ||Haiyan||Megan|| $200 |[June||Blog|[Metatags|| Goto |[Number

happen if 12 sideration of
page views




I don’t fix
this?
What are |[Comparison||Zhihong|| Naxi |[Megan|| $250 |[June||Blog||Metatags|| Go to Views,
my 18 product || Leads
options? features
page
What’s || Customer || Helen || Emily [Magan|| $175 ||[June||Blog|[Metatags|| Go to Views,
the 26 customer || Leads
benefit? testimonials
page

Table 1: Editorial calendar example.



3.9. Formats for Each Phase of the Buying Funnel

Your audience has different intentions at each phase of the buying
funnel. They’re looking for different types of information. Here are
suggestions for types of information for each phase of the buying funnel:

Awareness:

‘The Audience’s Intention: In the awareness phase, they’re
learning about the problem.

‘Type of Information (Formats): Show the problem. Explain why
it’s a problem. Show what could happen if it isn’t solved. Items
include FAQs, white papers, customer stories, videos. You can
also include material that shows your thought leadership in your
industry.

Consideration:

‘The Audience’s Intention: In the consideration phase, they’re
learning about the solutions. They’re evaluating their options, so
they look for comparative information that compares the vendors,
solutions and products.

‘Type of Information (Formats): Describe solution options.
Compare your solution against your competitors. Items include
FAQ, industry analyst reports, white papers, competitive
comparisons, cost comparisons, cost-of-ownership information,
installation videos, benefits, and opportunity for training,
technical specifications, technical documentation, awards and
industry recognition, collection of press articles about your
product or service, and access to your community.

Purchase:

‘The Audience’s Intention: In the purchase phase, they’ve decided
to buy your product. They’re learning about their options for
purchase, so they’re looking for pricing, payment, delivery,
service, and so on.

‘Type of Information (Formats): Show how to buy and install.
This includes pricing, payment plans, delivery, installation,
service and support options, training, technical documentation,
updates, and support information.



Create pages for the phases of the buying funnel and place relevant
information on those pages. Use advertising to bring a broad audience to
your initial pages. From those opening pages, you add subsequent pages
which move the visitor to the next phase. By answering the initial
question, you bring up additional issues. You tell your visitor that she can
get the answer to those new questions by clicking the link to move to the
next page. These call-to-action (CTA) links also let you track the traffic.

You shouldn’t mix these up. Someone who is just becoming aware of a
problem isn’t interested in options for payments over 24 months. At best,
he’ll ignore that. At worse, he’ll look for another website with the
information that he wants and never return.

By creating decision trees, you can separate and segment your audience
into different categories. For example, to separate customers into large or
small companies, offer two documents, one for companies with several
offices and another for companies with a single office. Get a clear
understanding of the categories of your customers, and create content
items that help you to segment your audience by letting them move to
the type of information that they want.



3.10. Email Automation and Email Newsletters

One of the most effective forms of reaching your audience is through an
email newsletter. Although email is often seen as old-fashioned, it has
the highest click-rate and has the lowest cost-per-lead of any form of
digital marketing because your readers chose to subscribe to it. They can
also easily unsubscribe, so if someone’s on your email newsletter list,
she wants to hear from you.

Use email automation to build your email list. These tools let you put a
subscribe form or link on your website. Your subscriber list is maintained
as a spreadsheet. When you create an email newsletter, it can
automatically insert first name, last name, and city (for example, “Dear
[Laura] in [San Francisco].”) You can also separate your list in segments
based on interests, so an investor firm can send emails where there 1s a
paragraph for investors who are interested in petrochemicals and a
different paragraph for investors who are interested in biotechnology.

The email automation tool will report the results. It can show that you
sent out 10,000 emails; 2,000 were bad addresses (the email is no longer
active); 8,000 were delivered; 6,000 opened; and 4,000 clicked.

There are a number of email automation services and tools. At the
enterprise level, there is Acxiom, Experian, Responsys, and others. For
small operations, MailChimp starts with a free service that lets you send
up to 20,000 emails per month. These tools let you create emails with
your branding and logo.

After you send out an email, you can reuse the content by posting it to
your blog, Twitter, and other social sites. Put a copy in your newsletter
archives at your website so search engines can index it.



3.11. Technical Documentation

You may notice technical documentation in the list of formats. Technical
documentation (also called tech docs, technical publications, or tech
pubs) is rarely mentioned in content marketing. I think it’s ignored
because many people in content marketing come from sales and
marketing, not the tech pubs team. However, one of the best forms of
content is documentation because its intention is to inform the reader.

If your organization has a technical publications team, you should
include them in your content marketing strategy. Look at what they’re
producing and see how you can increase its visibility. You’ll find
customers prefer to look at technical documentation, not marketing
material.

Technical manuals play a key role in sales and marketing. When I was
the director of tech pubs at Brio (a database company later bought by
Oracle), I went on sales calls as a technical sales support and saw that
prospects wanted to understand the product before they bought it (it was
fairly complex software) so I gave them the manuals. I did print runs of
25,000 manuals, so there were plenty of manuals. The sales team began
to hand out manuals, both print and PDF, to prospects and leads. One
day, a sales guy called me from the back of an airplane. He was on a
flight from NYC to Los Angeles and was sitting next to the VP of
company who became interested in Brio. The VP wanted a manual. I
called the Kinko’s near the airport and sent them a PDF of the manual
which they printed and delivered to the airport.



3.12. Books: Printed or Digital?

Although digital books get lots of attention at the moment, you get much
more credibility when you hand someone a printed book.

You can use print-on-demand (POD) to produce printed books. This can
be as low as US$2.93 per book. You can use POD to print both hardback
and paperback books. I have hardback and paperback POD books and
the production quality is equal to books from large publishers. Amazon
Create Space is a widely-used POD service.

However, in general, the layout of POD books is generally done by non-
professionals, which explains the poor appearance of the text. That is
why it is important to work with professionals for copyediting and layout
of your material. You don’t want your company to be perceived as cheap
or worst, nonprofessional, do you?

What does this mean to have book publisher? My last two books were
published by McGraw-Hill. At the time (2009), the large bookstores
(Borders, Barnes & Noble, and so on) only carried books by large
publishers, so I sent a book proposal to ten large publishers who didn’t
have books on the subject. Three accepted. McGraw-Hill made the best
offer, plus their office for technical books is in San Francisco (about 45
minutes from Palo Alto), so I chose them. McGraw-Hill as the publisher
gave the book strong credibility, which led Tsinghua University (the MIT
of China) to publish the Chinese edition.

As the author, I can buy books at bulk price, so I bought cases of books
to give to prospects and clients. The book was basically a “one-pound
business card.” People also saw the book in the large bookstores and
contacted me for services. The 10% royalties were insignificant. The
secondary income, such as speaker fees and clients, were greater.

I distinguish between ebooks and digital books:

- Ebooks are generally short (perhaps 50-75 pages), have lots of
colorful graphics, and are meant as sales material. The
copyediting, index, or graphics was generally not done by
professionals. It’s unlikely that a large publisher would accept or
publish an ebook. The content and structure of ebooks generally
don’t have the same quality as a textbook by Wiley or McGraw-
Hill.



- Digital books have the same quality as a professional book, but
they’re distributed digitally. They have the same attention to
layout, copyediting, illustrations, front material, indexing, and so
on as books by the major publishers.

I realize these differences may matter only to professionals in the book
industry. I describe them anyway so you’ll know.

I chose digital distribution for this book. Few people buy business or
technical books in bookstores anymore. Borders, which once had nearly
20,000 employees and 700 bookstores, no longer exists. Independent
books are rapidly disappearing. The best way to reach my audience is
with a digital book. I can give away digital copies of the book because
production and shipping costs are zero. I can also distribute a digital
book worldwide, which is difficult with a printed book.

There are a number of books on digital publishing. Guy Kawasaki’s
APE: How to Publish a Book (Nononia Press, 2012) is a quick overview.
A better resource is Carla King’s Self-Publishing Boot Camp Guide for

Authors (SelfPubBootCamp.com, ond ed., 2012). Carla has written seven
books and teaches courses on self-publishing. Her book explains the
options for producing and distributing your book. Her book was my
roadmap for the distribution strategy for this book. I will also release an
ebook (yes, a short book) on how I wrote this book (sign up for my
newsletter to be notified).



3.13. Monographs versus Serialization

If you ask a professor what she’s working on, she may reply she’s
writing a monograph. That’s an academic way of saying that she’s
writing a book.

To professors and most literary writers, books are written as stand-alone
items. The book isn’t part of a series. My previous eight books were
monographs. Some had URLs and websites, but there wasn’t a
connection between the books.

In contrast, many publications are produced in serial format. This means
they’re part of an on-going series. Magazines, comic books, and so on
are serials.

Serial publication has a long history. Charles Dickens published 7he
Pickwick Papers as the first serial novel in 1836. He wrote a new chapter
every two weeks. Readers paid by the chapter. Within a few years, most
leading writers were publishing their novels in serial format in
magazines and newspapers.

Serialization has several advantages. Once the readers begin to follow
the story, they return for the next installment. This creates an audience
that returns again and again. It also locks in the audience; if they’re
following a series, they won’t follow others. The newspaper and
magazine is able to create a stable recurring audience, which they can
offer to advertisers.

Here are several examples of serials in various formats. Some of these
serials have lasted for decades:

- Newspapers: Many newspaper features have appeared daily for
decades: Peanuts (50 years), Family Circus (53 years), Dear Abby
(57 years)

- Magazines: Magazines appear weekly, bi-weekly, or monthly
for decades. Harpers (1850), TIME (1923), New Yorker (1925)

- TV: Meet the Press has been on the air for 65 years. Soap operas
have existed for nearly 60 years.

- Radio: The Shadow, a detective show, lasted 24 years as a
weekly series.

- Movies: James Bond has appeared in twelve novels and 23
movies over 50 years.



- Events: The Super Bowl is held yearly and the Olympics and
World Cup are every four years

- Products: Every Christmas, Hallmark releases a new Star Wars
spacecraft as a tree ornament for collectors. Car makers regularly
update their cars. Apple has iPhone 1, 2, 3,4, 5...

- Software: It’s also possible to serialize software. Windows has
appeared as version 1.0, 2.0, 3.0, 98, and XP.

How can you use serialization?

- Text: Books, research, reports, white papers, annual reports,
slideware, and case studies: State that the item is part of an
ongoing series and add a list of other titles. Let your readers know
where they can find more documents. Add numbers so people can
collect and organize these. For example, IBM 2014, 2015, and so
on.

- Events (both in-person and webinars): Present these as a
series. The same host presents each event.

- Videos and audio: they should have a continuity of characters
and themes. For example, the same people should host the videos.
Open and close the video with your organization’s logo and
branding. Release these on a regular schedule.

‘Infographics and illustrations: Add a text box to say that the
infographic is part of an ongoing series and tell people where to
go for more infographics.

- Tweets: they can appear at 9am every day for the start of the day
with a heading, such as “Breakfast Tweet.”

- Blogs are a good example of serial publication. Add blog
postings every few days and your readers will follow you. For
example, Signe blogs about journalism every Monday. This gives
her a writing deadline. Her readers come to expect her postings.



3.14. Where to Find Writers
There are lots of places to find good writers:

‘Magazines and newspapers are shutting down, which means an
opportunity to hire experienced editors, copyeditors, journalists,
and production staff. Look at the leading trade journals for your
industry. You can contact the editors and journalists and hire them
as staff or contract. Very often, they’ll ghost write for you.

‘Look at the authors of books in your field. The authors nearly
always have a website. Go to Amazon, search for your top
keyword, buy four or five books, see which ones you like, and
contact the authors.

‘Additional  resources  include  BlogDash,  Blogmutt,
Business2Blogger.com, Contently, eCopyWriters, Docstoc.com,
MediaPiston, MyBlogGuest, Zerys

Writers  generally  specialize by industry, such as legal,
telecommunications, biotech, and so on.



3.15. Ghost Writers

If your CEO wants a blog, but she doesn’t have time to write, you can
hire ghost writers. He writes articles which are published under the
CEQO’s name. Ghost writers don’t mind because they’re paid for that.
Many of the articles that you see in business magazines or the
presentations at conferences were written by ghost writers.

Be careful with ghost writers. It’s like those movies where the parents are
bugging the poor guy to get married and he comes home with a fake
girlfriend. What happens when the VP gives a talk at a conference that
was written by a writer and someone asks a complex question? Or the
ghost gets a better offer from your competitor? Or he decides to go
trekking in Bhutan (no email) for six months? (Note to self: Write a
movie script with Will Ferrell as the CEO and Kelly Kapoor as his ghost
writer. Send to Roger at Warner).



3.16. Quality or Quantity?

For any topic, there are hundreds of articles. Only a few are excellent.
You must produce excellent material or nobody will read it.

It is better to produce a few items that are the best in your field, instead
of hundreds of average items. People will share the best items among
their friends. Nobody shares average stuff.

A good source of content is your own organization’s experts. They know
their profession, the skills, and the products. They talk to other
professionals. Hire a few writers or journalists, either as staff or
contractors, and have them interview your experts on a regular schedule.



3.17. Use PR to Place Content

Public relations agencies, in contrast to advertising agencies, promote
organizations or individuals by placing stories in newspapers, magazines
TV programs, and websites. These are articles, not advertisement.

PR agents and advertising agencies share the same goals: promoting
clients and making them seem as successful, honest, important, exciting,
or relevant as possible. But the paths to creating awareness are different.
Most people understand advertising is paid by the organization and is
generally viewed with skepticism. However, when PR agents are able to
place articles in respected publications or get TV appearances for their
clients, it is generally viewed more favorably because of the perception
of third-party validation.

The Public Relations Society of America defines public relations as:

-Anticipating, analyzing and interpreting public opinion, attitudes
and issues that might impact, for good or ill, the operations and
plans of the organization.

‘Counseling management at all levels in the organization with
regard to policy decisions, courses of action and communication,
taking into account their public ramifications and the
organization’s social or citizenship responsibilities.

‘Researching, conducting and evaluating, on a continuing basis,
programs of action and communication to achieve the informed
public understanding necessary to the success of an organization’s
aims. These may include marketing; financial; fund raising;
employee, community or government relations; and other
programs.

‘Planning and implementing the organization’s efforts to influence
or change public policy. Setting objectives, planning, budgeting,
recruiting and training staff, developing facilities — in short,
managing the resources needed to perform all of the above.

That’s a good overview of the general functions of a public relations
agency. The tactics include some or all of the following:

‘Write and distribute press releases locally, nationally and
internationally
-‘Speech writing



Write pitches (which are less formal than press releases) about an
organization and send them directly to journalists

‘Create and execute special events designed for public outreach
and media relations

-Conduct market research on the organization’s messaging
‘Develop business contacts via personal networking or attendance
and sponsoring at events

-Copy writing and blogging for the web (internal or external sites)
-Crisis public relations strategies

‘Social media promotions and responses to negative opinions
online

Organizations and individuals should hire a public relations agency when
they want to protect, enhance, or build their reputations through the
media. A good agency or PR practitioner can analyze the organization,
find the positive messages and translate those messages into positive
media stories. When the news is bad, an agency can formulate the best
response and mitigate the damage.

Effective publicists have great relationships with journalists in many
different industries. Many PR pros are former journalists, so they know
the best ways to pitch a story and reach editors and reporters. Since they
aren’t employees of the firm that hires them, they can give an outsider
view and potential story ideas.

The relationship between organizations and the PR agency shouldn’t be
passive. Organizations should inform the agency what messages they
would like to promote and make suggestions on where they would like to
appear. Very few stories make the front page of the New York Times, but
with a media atmosphere that includes blogs, websites, TV shows,
magazines, and other media that evolves every day, a good PR agency
will help organizations increase their visibility via increased recognition
on as many respected editorial platforms as possible. Long term, public
relations can be an investment in the brand and the visibility of an
organization or individual that results in increased recognition and
reputation.

You can use automated web services to broadcast your press release. But
that won’t have much effect, if any. You can see that you need the
personal connections of PR agencies to place your content in reputable
newspapers, magazines, TV, and their websites.



3.18. A Content Audit of Your Current Material

One of the first things in setting up a content marketing process is to
decide if you will carry out a content audit. A content audit is a review of
your existing content.

There are two possibilities:

‘You make a list of the various content items in your organization.
You review your current content, find out what you have, what’s
working, and what’s not working. You also make a list of the
various tracking tools, tags, and cookies. Of course, you also
sketch out the buying funnel and how the audience should be
moving through it. You can also identify if something is missing
SO you can create content for it.

‘You realize the size of the mess and quietly move forward.
What’s the point of cataloging hundreds obsolete and abandoned
campaigns and their bygone content items? There can be tens of
thousands of pages, articles, documents, videos, and images. At
any moderately-sized organization, this can run into the millions
of items, especially if there are items or campaigns that are more
than ten years old. It can take months to do this. When you finish,
you’ll then have to go back to rewrite that content and fix all of
those tags. The authors of that material are likely gone. It’ll
probably be more cost-effective to start with a clean field.

Look at your web analytics and see if there are items that still bring
significant traffic that converts into leads. Cisco’s bunny video might still
bring lots of traffic, but if the server is obsolete, you can drop it.

When there was lots of attention to web analytics and we switched
platforms every few years, there was often a concern to be able to move
data from the old platform to the new one. But after a while, everyone
realized old data wasn’t useful. Everything changed so much that you
couldn’t compare today’s data with data from even a several years ago.



3.19. How Many Content Items? Think Big. How Big? Real Big.

You’re starting to think, wait, this could get big. Tens of thousands of
articles?

As I said, many sites think they have a large site if they have 100 articles.
But that’s because they’re still thinking of their website as the center of
their distribution model.

My personal site andreas.com has some 350 public pages, along with
more than 1,800 photos. There are also hidden folders for friends and
family. There are fourteen years of blog postings. All in all, there are
over 5,000 files at andreas.com. This is just my personal site. Your
organization has a budget and staff, so you should easily have 10-20,000
items.

Zappos has 40 people on the video team, who produce 30-50,000 videos
per year. Lynda.com, which offers 1,500 online courses, has 83,000
videos. Udemy has 80,000 videos.

IBM may have the most advanced social media strategy of any large
company. Every one of their 433,000 employees has a personal page,
which includes space for a blog. 26,000 employees are blogging.
They’ve also arranged themselves in 91,000 communities and posted
623,000 files, which have 9.5 million downloads. IBM employees also
share information on 62,000 wikis. They send around 50 million instant
messages daily (slightly more than your average teenage daughter). IBM
encourages their staff to be on social media sites where they share
information, so there are 200,000 IBM employees on Facebook, 295,000
on LinkedIn, and 35,000 on Twitter. IBM encourages their staff to
actively distribute and participate, which creates an overwhelming digital
presence (See The Social Employee, by Mark Burgess and Cheryl
Burgess, McGraw-Hill 2013).

Start thinking on how you will produce a body of content with a plan for
the next three years. By building a marketing system where you can
show success in business goals, you’ll get the budget for that. Look at
hiring dozens of writers, video, photographers, artists, and voice talents
as staff or contractors. Hire people around the planet: there are excellent
writers in India, video editors in the Ukraine, artists in China, and voice
talents in South America.



This also means you should blog two or three times a day. Hubspot
wondered about how often they should blog, so they began to post more
frequently. They found the more they posted, the more audience they got.
They now post up to five times a day.

This definitely doesn’t mean you should spew out content. Some content
marketers are using low-paid people or software to create thousands of
articles. After they’ve released thousands of mediocre articles, they can’t
delete those. Poor content hurts their brand and credibility.

You can maintain a high quality of content. Look at material from IBM,
Hitachi, Samsung, and other global corporations. Their content is
excellent. Give copies of your branding guideline, creative brief, and
sample documents to your team of content creators. All content should
be reviewed by copyeditors and quality-control editors. Include tracking
on all content. Monitor content by results; if someone is producing
content that doesn’t reach the average traffic or results, let the person
know so they can improve. You can find an example of a branding
guideline, creative brief, and more at the book’s Resources page.



3.20. Low Traffic Builds Up

What about low-traffic pages? Should you keep those? Let’s assume you
have a page with only 10 visits per month. That’s 120 per year. In three
years, that’s 360 visits. How much would it cost to get 360 visits by
advertising in Google AdWords? If you’re paying (let’s say) $2 cost-per-
click, you’d have to pay $720 to get that traffic. Or you can just leave
that page on your site and get the same amount of traffic for free.

But don‘t just create lots of pages. Make sure those low-traffic pages are
useful. They should be a step in the buying funnel and include a call-to-
action to motivate the reader to go to the next step.

A few dozen high-quality pages are better than thousands of blah-blah
pages. Junk pages will damage your organization’s reputation.

Low traffic adds up. I looked at a company that has 66 videos at
YouTube. Here are the number of views for each video: 1,023, 1,184,
1,284, 1,410, 108, 115, 130, 131, 132, 139, 146, 146, 170, 176, 2,370,
2,391, 2,451, 2,749, 210, 216, 223, 235, 249, 269, 272, 289, 293, 3,279,
311, 318, 351, 359, 368, 4,336, 40, 408, 433, 436, 445, 483, 488, 521,
536, 549, 567, 572, 575, 579, 595, 597, 605, 641, 645, 680, 695, 713,
715,742, 758, 788, 810, 824, 826, 839, 857, 98.

None of these videos had large numbers of viewer. However, if we add
them together, the company has 46,893 views. If the cost-per-click is $2,
it’ll cost $94,000 to get that traffic. Those videos will continue to attract
visitors without any further investment.



3.21. The Use of Marketing Automation in Content Marketing

A basic tool in content marketing is marketing automation. Marketing
automation tools turn the buying funnel from a chart into a tool.

‘Use messages to identify the visitor’s phase in the buying funnel
‘Send the visitor to the appropriate page that has content for that
phase of the buying funnel

‘Use an offer of further information to motivate the visitor to
move to the next phase

‘By looking at the visitor’s behavior (the pages he visited, the
content he viewed, the path, the length of time), you can score the
quality of the leads

‘You can see which content items worked or didn’t work

One of the major problems in lead generation is the lack of follow-up on
leads. For all sorts of reasons, as much as 80% of leads are ignored
(Forrester, 2012). By using automation, every lead gets attention. Eloqua
writes that the use of marketing automation can produce seven times as
many leads with twice as many conversions. Hubspot, Forrester, and
others report similar results.

If you’re competent with HTML, web-based forms, and email
automation, you can build your own marketing automation. Define the
buying funnel, identify your audience’s needs, and create content for
each phase. Design a series of pages with decision points to move the
visitors into different paths, such as large companies or small companies,
personal use or corporate purchase, and so on. Offer content for
download which also requires signing up for an email newsletter. You
can use VerticalResponse or MailChimp to set up auto-reply email such
as “Dear Helen, I wanted to let you know we just published a new white
paper “Metrics for Content Marketing.” It’s not publicly available on our
website, but here is a link to it: example.com/downloads/metrics.html,
Sincerely, Emily.”

The other solution is to have consultants design and install a marketing
automation solution. Many small consulting teams offer this. For large
companies, solutions include Eloqua, Marketo, or Act-On. For SMB
(small and medium business), a well-known solution is Hubspot. SOHO
and small organizations can try LoopFuse, which has a free version and
can be quickly installed.



Marketing automation is a solution in a self-service website, where the
visitor makes his choices and moves through the decision tree on his
own. The process is handled entirely by software. Marketing automation
is well-suited for a business that has no sales people.

If your sales process ends with turning the customer over to a sales team,
then an additional solution is Customer Relationship Management
(CRM). CRM tools manage and supervise the sales team by allocating
leads to salespeople (based on territory, size of client, etc.), tracking the
sales person’s response (initial call within 24 hours, follow-up calls, and
notes at each step), and results (number of leads, number of sales, quotas,
monthly amounts, forecasts, and so on).

The best-known CRM 1s Salesforce.com. Other CRM tools include Act!,
Amdocs, Highrise, InfusionSoft, Microsoft, NetSuite, Oracle, SFDC,
SAP, Siebel (now Oracle), SugarCRM, and ZoHo. There is also Pivot-
It.com, which offers a free version.



3.22. Which Should I Use? Blogs, Facebook, Twitter, or LinkedIn?

Blogs, Facebook, LinkedIn, or Twitter: which should you use? The real
question 1s whether your audience will be able to find your postings.

Anyone can see any posting that you made today in your blog or Twitter.
There are no privacy settings in those.

People can also use any search engine to find whatever you posted to
your blog or Twitter a year ago. The search engines index those postings
and show them. I searched for blog postings that I made fourteen years
ago and tweets from four years ago. They showed up in the search
engines.

However, people can see your postings in Facebook or LinkedIn only if
you choose to give them access. If you posted to LinkedIn or Facebook
groups and the group is available only to members, others can’t find your
postings.

So if you want your postings to be available to your audience, use blogs
and Twitter as your first line of distribution. If you want, you can post to
Facebook and LinkedIn as well.

I’ll admit it: for several years, Facebook was my primary social site. [’ve
now switched to my blog and Twitter.



3.23. Creating Content for Global Distribution

If your organization has an international presence, several more issues
come up.

- Write in international English: This is English with standard
grammar. People should be able to understand your text if English
is their second (or third) language. Don’t use examples or
metaphors from sports, politics, or religion.

- Translation into other languages: Generally, you can use
English as the global language. Most multinational corporations
conduct their business and internal communication in English. If
you’re selling to consumers and the market is significant for you,
consider translation into that language.



3.24. Examples of Content Marketing

Here are a few examples of content marketing at various companies.
There isn’t yet a standard approach to this (there isn’t even a name for
this), so companies have unique solutions. If your organization is
offering information to its audience, post your URL at the book’s
Resources site.



3.25. Intel.com’s Focus on Content

Intel’s website is a library of information. You should go to the site and
see how they make it easy to find documentation. There are categories
for products, audiences, and types of content. The Intel website is built
around the 1idea of content marketing as the distribution of
documentation.
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Documents

Embedded
Library

Welcome to the Intel Content Library

This library is a tool that can help you find more informatien on Intel preducts and topics. Select at least one of

the filter options below and click Get Results to find the content you're looking for.

Intel® Products

Cable Modems (6) >
CoFiuent (37) >

Digital Radio Products (1) >
InfiniBand (34) »

Intel* Chipsets (408)>

Intel* Ethernet Network Connactions
@21)>

Intel* | © Controller Hubs (ICH) (2) »

Intel* Mobile Communications
Products (35) >

Intel* Motherboards (355) >
Intel® Processors (S00+) >

Products with Intel Inside®
Embedded Devices (224) >
Allin Ones (16) »

Desk1ops (335) »

Digital Signage (32) »
In-Veicie Infotainment (17) >
Intelligent Systems (500+) >
Laptops(187) >

Netbooks (125) >
Networking Devices (97) >

Servers (S00+) >

Audience
Home Users (198) »
IT Managers (500+) »

Embedded Developers & Engineers
(500+) >

Educators (482) >
Gamers (65) >

Hardware Developers (38) >
Resellers (126) >

Small Business (95) >
Software Developers (205) >
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B agkit(9)

[E Application Note (50)
[ Backgrounder (4)

[ Banner (1)
EBiog(11)
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[ community Content (1)
[ patasheet (166)

[ pesign Guide (99)

[ Flowenart (2)

Figure 5: Go to Intel.com and you’ll see

marketing.

their focus on

content



3.26. Eloqua’s Website for Topliners

Eloqua has a community hub for the people who use their software.
Topliners is supervised by Heather Foeh as the Editorial Director. She
supervises the conversation, adds content, and keeps the site informative.
In contrast to the Intel and Citrix sites, the site features a person as the
managing editor.
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Figure 6: Toplzners.Eloqua. com, is a content site for Eloqua’s community
of users.




3.27. SDNCentral.com

Matt Palmer and Roy Chua noticed it was hard to find information about
software-defined networks (SDN). They used a Twitter feed to develop a
following among professionals, executives, and developers. They
launched SDNCentral.com as a network hub for the SDN industry. It has
lists of organizations, projects, technologies, use cases, events, jobs,
blogs, and newsletters. Within a year, they had a LinkedIn group with
1,000 members, 30,000 Twitter followers, and a website with 50,000
monthly visitors. This is another example of an information portal that
has people at the center.
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Figure 7: SDNCentral is the hub for the software-defined
industry.

network



3.28. More Examples of Content Portals

As you can see, these sites differ from each other. Each was built as a
solution to the company’s situation. It‘s hard to find these because there
isn’t a name for this yet. Harley-Davidson has HDTalking.com for
motorcycle owners. Proctor & Gamble sponsors BeingGirl.com, a site
for teenage girls. American Express has OpenForum.com, which offers
resources for business owners, such as videos, articles, blogs, podcasts,
and expert advice.

If you find interesting examples of content marketing, or you’re building
this at your company, post to my book’s Resources page so others can
see what you’re doing.



3.29. Summary of this Chapter

This chapter covered many of the elements of content marketing: teams,
Web 2.0, goals, formats, editorial calendar, and enewsletters. From all of
this, pick what you can feasibly implement in your organization.



4. The Hub-and-Spoke Model of
Content

4.1. What’s in this Chapter

Now that you saw the elements of content marketing in the last chapter,
let’s step back and look at the Big Picture. How do these pieces fit
together? What is the relation between your website, the content, the
distribution sites, and your audience?



4.2. Hub-and-Spoke as a Model for Your Website and Content

A widely-used idea in content marketing is the hub-and-spoke concept.
Like a bicycle wheel with a hub in the center and spokes which radiate
outwards, the website is the hub in the center, where the content
originates. The content is then pushed out to the spokes, which are the
distribution sites (such as YouTube, Facebook, LinkedIn, and so on).
People discover the content at those sites which leads them back to the
website at the hub. The company’s website is the center of their strategy.
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Figure 8: In the hub-and-spoke model for content marketing, the website
is at the center. The spokes point out to the distribution sites where the
content is placed.

The hub-and-spoke model comes from the transportation and distribution
industry. Delta Airlines started using a hub-and-spoke model in 1955.
They chose Atlanta as the center (the hub) and all flights radiated as
spokes to and from the hub. It’s also used by Wal-Mart, which has a hub
in Arkansas. The FedEx hub is in Memphis, Tennessee and UPS has a
hub in Louisville, Kentucky. (Why these cities? They’re in the center of
the population of North America.)

The idea of a website or blog as the hub and distribution of content to the
spokes 1s a key concept in books such as Content Rules, by Ann Handley
and C.C. Chapman (p. 143), Inbound Marketing, by Brian Halligan and
Dharmesh Shah (p. 12-13), Valuable Content Marketing, by Sonja
Jefferson and Sharon Tanton (p. 52-53), Content Strategy, by Kristina
Halvorson and Melissa Rach (p. 77), and Optimize, by Lee Odden (p.
109-112). Many more blogs and articles use the hub-and-spoke model
for content marketing.



This idea has been widely adopted by websites. I’ve built hundreds of
websites since 1995 and I also used this idea. After much discussion with
the book’s advisory team and delivering many presentations on content
marketing, [ began to realize something was wrong.

Twenty years ago, websites started as brochureware, which means they
presented the organization from the organization’s point of view. “We
have a big office building; we have a CEO; we have a dog.” Remember
those?

The problem with those sites was that visitors didn’t really care about the
building, the CEO, or the dog. Visitors wanted to solve their problems. If
the website didn’t offer the solution, visitors just pressed backspace,
returned to the search engine, and looked for another site.

Not much has changed. Today, most websites are basically interactive
brochureware, which means they added features such as comments,
downloads, registration forms, shopping carts, and so on, but the
organization is still at the center. Marketers, web designers, and SEO
focus on the organization’s website as if the rest of the web doesn’t exist.
Amazon, for example, is all about Amazon. Facebook would be happy if
the rest of the web got deleted.

Now, why is that wrong?
The model is wrong because it doesn’t match what’s really going on.

You’ve heard the story of the hardware store and the hammer, right?
Nobody goes to a hardware store just to walk around in a hardware store.
Nobody really wants a hammer either. Michelle buys a hammer because
she wants to put in a nail to hang up a photo of her family. Her desire is
to see the photo on the wall; the hammer i1s just part of the solution. She
doesn’t care about the hardware store, its CEO, or the dog.

Some of you may wonder what this has to do with a website. Ronda has
a website, so she puts her content on her website. So isn’t her website at
the center? That’s where Ronda is making a mistake. If she thinks of her
website as the central point of her marketing, then she’ll pay attention to
her site and she won’t think much about other sites. She may add some
content to YouTube, Facebook, and a few more, but not much more.

And that’s what’s going on at nearly every website. Ask Ronda how
many items of content she created. Many sites consider themselves to be
big if they have 100-200 items on their site.



Next, ask her how many sites she uses for distribution. Probably not
more than six.

How should this be different? Ronghua, who has a tea export company in
Sichuan, wants to reach as many customers as possible, so she sees her
website as just another distribution site. Ronghua will also create as
much content as possible. Her 500 articles and videos may end up on
2,000 web pages at other sites, because she wants to get the maximum
distribution for her content. That gives her more exposure to her
audience.

See? You need to think of distributing your content, not controlling it.
So what should be at the center of your strategy?

Your customers should be in the center. The content should be written for
them.

‘The central issue 1is your customers’ concerns and their
problems, not your organization.

‘Content is information that you create for your audience and
customers.

‘Distribution is how you distribute that content to your audience.
You place your customer-centric content on many websites,
including YouTube, Facebook, LinkedIn, and, along with all of
these websites, your content is also on your website. Your website
or blog is just another distribution point. When you’re successful
at content distribution, your 5,000 items may appear on 50,000
pages, and most of those sites aren’t yours.



YOUR
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Figure 9: An improved hub-and-spoke model for content marketing. The
audience is in the center. The spokes point to distribution sites where
content is placed. Your website is just another distribution site for your
content.

It’s actually against your interests to keep your content only on your site.
It reduces your exposure to your audience. You want your content to be
distributed as widely as possible. You want your ebook not just on your
one web page. You want your ebook on 20,000 web pages. Are people
copying it and making it available on their websites? Great! The more
they share, the greater your presence, which also means greater share of
presence over your competitors.

I’m not being flippant. A number of people downloaded my KPI ebook
and hand it out to their visitors. Some people uploaded it to various
ebook distribution sites. People had uploaded it to six different accounts
at one book distribution site. Over 25,000 people had read it. I didn’t get
a penny in royalties. Was it piracy? Yes. Did I mind? Yes, of course. But
the point of my ebook was to show people how to calculate KPIs, so that
worked. I wrote the ebook several years ago, when I didn’t know about



content marketing, so the ebook wasn’t trackable. I’ve fixed that now. If
people want to distribute it, that’s good.

Widespread distribution isn’t just an idea for websites. In Silicon Valley,
there’s the Red Rock Cafeé. It’s a great local coffee house where
musicians play music, they show movies, groups meet there, and artists
display their work on the walls. But Red Rock is just one café. And then
there’s Starbucks. Their coffee is available in tens of thousands of
supermarkets, millions of hotel rooms, on thousands of passenger
airplanes, and many more locations. What’s the difference between Red
Rock Café and Starbucks? Most websites are like the Red Rock Café:
they offer lots of things and interaction... at their website. They haven’t
moved to the Starbucks model where the customer’s desire is the center.
Starbucks solves this by ubiquitous distribution. Starbucks’ goal is to be
wherever people want to drink coffee.

This isn’t a new idea. Companies have known for decades that a key
factor of success in sales is a large number of distribution points. The
more distribution, the greater the sales. Build as much distribution as
possible so your content shows up wherever people have the needs that
your products and services can solve.



4.3. Put the Audience at the Center of the Hub and Spoke

The audience at the center is a major shift in how to understand web
distribution. Just as Copernicus changed the world from a geocentric to a
heliocentric model of the universe, we move from a focus on the website
as the center to a view where the customer is the center and our website
is just another page.

This breaks the search engine model of the web. When Megan uses a
search engine, she gets a search results page. The search engine shows
only ten websites. She won’t see all of the other websites for that search.

If your organization has several pages with the same content, the search
engine won’t show those pages. Megan won’t be able to see your
additional pages.

This is good for people who are searching in a search engine.

But this hurts your content distribution. Search engines aren’t good for
your organization’s outreach. The search engines have become, for better
or worse, the gate to the web. As we all know, the lucky two or three at
the top of page one in a search engine get 90% of all the traffic to that
topic. Everyone else gets nothing.

You want your content to be available on as many sites and pages as
possible. People will discover you on those sites; they will pass your
links and content to each other; they will talk about your content among
themselves. Search engines don’t matter to any of this.

As you’ll see in the chapter on SEO, Google isn’t the main resource for
people to research your topics. You need an SEO strategy that gets
around search engines, which we’ll cover in that chapter.
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Figure 10: With the audience is at the center, content is pushed out to the
distribution sites. Those content items can be in four different categories:
text, images, video, and audio.

For example, you find that your audience wants to know how tea should
be brewed (it’s not as easy as you think). You reply by writing an article
about brewing tea; you make a video; you take a series of photos and so
on.

Next, you push the content items to the various distribution sites. For
example, the photo essays are placed on Flickr, Picasa, and Pinterest.
The videos go to YouTube, Vimeo, and so on. And yes, the articles,
videos, and photos also go on your website. Your website is just another
distribution point (okay, okay, you can call it your favorite distribution
point).
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Figure 11: Each of the four categories (text, images, video, and audio)
has formats. Images for example can be infographics, photographs,
drawings, and cartoons. Each of these is placed on their appropriate
distribution platform.

This doesn’t mean you must use every format and distribution point.
Some formats may not be relevant to you, so you can ignore those. Many
distribution sites won’t be relevant either, so don’t bother with those.

Some of the spokes are sub-spokes. For example, text is the category
which leads to the formats of social posting, such as tweets, Facebook,
and so on.

Some spokes are longer than others. The ones that are important to you
should be closer to your hub. Blogs and Twitter should be close to the
center. If you’re not doing much video, put it further away.

There are also new formats. QR codes (those funny little dotted squares)
and NFC tags may become big. Or not. For some of you, these could be
very useful.



For others, not at all. (See this book’s Resources page to learn more
about NFC).

As I’ve said before, don’t ignore a format or distribution site just because
you don’t like it. Test it and use data to make a decision. If the data
shows it doesn’t work, you’ll be happy because you were right. If it
works, you’ll be happy too, because you’re getting good results.



4.4. The Content Engine as a Flow Diagram

While making more than three dozen presentations on content marketing,
I realized the hub-and-spoke metaphor wasn’t the best way to explain
content marketing. In fact, it just raised questions and created more
confusion.

It made more sense to explain content production as a linear process that
develops ideas into content. The process moves from left to right. The
starting point is your audience. The end point is also your audience.

This is really important, so I’ll repeat it: you start with your audience and
you end with your audience. Figure 12 gives an graphic example of the
editorial agenda.
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Figure 12: An overview of the content production process as an engine.

Table 2 here after also gives an overview of the process.

Step Issue

Step Identify Your

1 Audience

Step  Audience’s

2 Concerns

Step  Review of

3 Topics

Step  Select Topics

4

Step  Select the

5 Categories and
Formats

Step  Assign to

6 Creative Staff

Step  Quality

7 Control

Step  Distribution

8

Step Reach the

9 Audience

Description

Know who is in your audience, such as age, sex,
income, education, location, what websites they visit,
and so on.

The audience discusses many questions in social sites,
feedback forms, and forums.

The editorial team collects and
reviews those discussions, conversations, and questions
to see what the audience is discussing.

The editorial team notices recurring topics and write
these as questions.

The editorial team sees if the question can be answered
in

various categories (text, video, images, or audio) and
formats (for example, FAQs and podcasts).

The editorial team assigns the questions to the creative
team.

As each item is turned in, the
quality control editors reviews and approves or rejects
it.

A staffer uploads the finished items to distribution
sites.

Your audience sees your content.

An Example

Our audience are people who drink imported
green tea

What’s better? Keep tea in the freezer? Boil
water for tea? Ceramic pots?

The water temperature
issue comes up frequently. We sell tea
thermometers. Let’s answer that one.

What’s the ideal temperature for hot water for
green tea?

Let’s write an FAQ and produce a podcast on
how to measure the temperature for green
tea.

Roslyn will write the FAQ and Anastasia
turns it into a voice recording for a podcast.

The quality editor either approves each item
or
rejects it with requests for changes.

Ahsan uploads the content items to the
accounts at various distribution sites.

Use analytics to see traffic, leads, and sales
from the content.



Table 2: Overview of the content production as a table

Do you see? The audience is the focus. We start with the audience. In the end, we’re back
to the audience. The content is built for the audience. It’s customer-centric content.



4.5. Summary of this Chapter

Quite a chapter, no? We start out with an idea that everyone knows to be
true, but it turns out that doesn’t really work. We flip it around and put
the customer at the center. Remember your customers? The reason your
organization exists?

When you put your customers at the center, the search engine game is
changed. Instead of doing whatever possible just to be one link at the top
of a search engine, you switch to a world where you put your content
wherever your customers are looking. That changes your distribution
strategy.



5. Your Active Audience: 90/9/1

“Are they saying anything or are they just talking?” — Haiyan



5.1. What’s in this Chapter

Let’s now look at the audience. There are different types of people in the
audience who play several roles. Some of them create new ideas. Others
talk about the new ideas. And the rest of the audience follows along.
How does that fit into content marketing?



5.2. The 90/9/1 Rule: Creators, Commenters, and Audience
In any social community, there are three kinds of participants:

‘About 90% of the people in that community are passive
participants. They read, they buy, they use.

‘Some 9% of the community is commenters on that topic. They
talk and write about the issues, they discuss it in public. They’re
also curators of content.

1% of the community is creators. They create the new ideas; they
lead and influence the topic sufficiently to change it.

The creators set the agenda for the topic. They’re the influencers. The
commenters discuss whatever the creators do: they’re critics, reviewers,
editorialists, pundits, and so on--either as staff of a publication or self-
appointed with a blog or in an online forum. The passive audience
follows both the creators and the commenters.

If you can reach the 1% and get them to talk about your organization,
product, or service, the commenters will pick that up and begin to
discuss it. The remaining 90% will read about it. This means you can
reach your audience by talking with only 1%. When influencers mention
your brand, website traffic can incr