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Abstract

This book will provide a practical overview of how digital content, social
media and search engine optimization work together in driving website
traffic and sales leads. The goal of the book is to educate readers on the
new mindset and social technologies required to drive this traffic in a
timely and non-intrusive way. Readers will benefit from a comprehensive
but succinct overview of how social networking, search friendly blogging,
trustworthy content, contextually-targeted online campaigns and mobile
marketing techniques are transforming companies that embrace inbound
marketing.

Targeted for business professionals and students that are saturated
with social technology updates, the book offers a more strategic ori-
entation to these subjects as they relate to sales nurturing and thought
leadership. And unlike books that cover social media one platform or
technology at a time, this book is organized for readers to master elements
of strategy in the order of their implementation. In so doing, it will help
order the steps of professionals in the midst of launching new digital mar-
keting initiatives as well as students tasked with completing social media

marketing plans.

Keywords

Inbound marketing, content marketing, social media marketing,
blogging, online marketing, social networking, thought leadership, search

engine marketing.






Praise for Social Content
Marketing for Entrepreneurs

“James Barry nails the details on how to build trust-based relationships

through social content marketing, including how to stand out from

the noise in the marketplace. Keep this book close to your side—and
give it 1o everyone on your marketing team!

—Charlene Li,

founder and CEO of Altimeter Group,

coauthor of Groundswell and author of Open Leadership

“Moving beyond mechanical marketing tactics into creating more
meaningful content and social experiences differentiates success
Sfrom failure in todays digital world. Social Content Marketing for
Entrepreneurs by Dr. Jim Barry is a comprehensive, can’t miss guide
Jor developing credible, authoritative marketing that connects with
buyers intellectually and emotionally.”
—Lee Odden, CEO,
TopRank Online Marketing and author of Optimize

“Social content marketing takes more than posting to online channels.
Getting your audiences to know, like, and trust you requires new
skills, strategies and tactics. Dr. Jim Barry makes all of them accessible
and actionable in Social Content Marketing for Entrepreneurs.
Do yourself a favor and make this book your guide for building
business relationships.”
—Ardath Albee,
B2B Marketing Strategist and author of Digital Relevance:
Marketing Content and Strategies that Drive Results
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PRAISE FOR SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

“Tve been asked to preview a lot of books, but Social Content

Marketing for Entrepreneurs is one of the few to hook me and keep me

interested all the way through. Jim has successfully and comprehensively

organized a large, diverse, and heavily discussed field. The charts and

diagrams are fascinating and useful. As a comedian who’s read much

of the research and books about why comedy works, I think bis section
on humor is an exceptional summary.”

—DBrian Carter,

comedian and international bestselling author of

The Like Economy: How Businesses Make

Money with Facebook Marketing

“I've had the opportunity to review James Barrys book ‘Social Content
Marketing for Entrepreneurs’ and I have to say, I'm so impressed with
the design and content. This book was constructed in a very unique
way. Each chapter is organized for deep learning. I have written
books that were used in college classrooms, but this is the one I would
recommend. to any teacher if they want information that is evergreen
and not tied to User Interface changes on each social site. In other
words, this book can be used for years in the classroom. Entrepreneurs
need to know that this book will give them that 30,000 foot view
of online marketing and why they need to deeply understand and
participate in the structure. Mr. Barry deeply understands the social
environment and he shares his wisdom freely in this book. I highly
recommend it to my students and to all social media managers,
consultants and business owners looking to understand social media
marketing.”
—Phyllis Khare,
cofounder of Social Media Manager School,
founder of TimeBliss.ME, and author of Social Media
eLearning Kit for Dummies and co-author of
Facebook Marketing All-in-One for Dummies.



PRAISE FOR SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

“The number 13 has long been held to be one of the most powerful
and mystical numbers. Dr. Barry has added to that lineage in this
book; a simply extraordinary guided path for entrepreneurs to evolve
their marketing. Each of the 13 incredible chapters are powerful, yet
pragmatic, lessons. Taken as a whole, they will focus the entrepreneur
to build trust, appeal emotionally and align with the customers
values—all in the name of moving business forward in today’s world.
Kudos to Dr. Barry for making the way forward so clear.”
—Robert Rose,
chief strategy officer of Content Marketing Institute,

author of Managing Content Marketing

“Its been said that teaching social media is not unlike running on
a sidewalk while youre paving it. But somehow James Barry has
managed to wrap his arms around the rapidly changing landscape,
providing readers with intuitive and useful frameworks to think about
the value and application of all things social to their business. What [
perhaps like most, however, is how Barry keeps the customer squarely
in the center of it all, marrying old school trusted marketing principles
with new school social tools. Sure the most popular platforms will no
doubt change as will the top-performing tactics, but the fundamental
need for entrepreneurs to break through the noise and reach their
customers in a meaningful way will remain. Barrys book will help
point you in the right direction.”
—Sima Dahl,
America’s personal branding champion,

Sway Factory, Inc.

ix
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PRAISE FOR SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

“In this book, James covers 13 tenants crucial to successful inbound
marketing. This is not a glossy overview of inbound marketing, bur
instead a detailed look at every step and every issue you will face as
you develop your inbound strategy. Gamification? Covered. Social
Media? Covered. Promotion and amplification? Covered. Email?
Covered. And on and on. Whether a student or an entrepreneur this
book belongs in your arsenal. And not just on your bookshelf, but right
on your desk within arm’s reach.”
—Arnie Kuenn,
CEO of Vertical Measures and
author of Content Marketing Works

“I have been in sales and marketing for over 20 years, and have owned
a digital marketing firm for almost 8 of those years. I am looking for
great resources to help small business owners and those new to digital
marketing. There are very few that are as thorough and relevant ro
today’s marketer as Dr. Jim Barrys, Social Content Marketing for
Entrepreneurs. This is a wonderful resource for anyone wanting to
understand not only todays changing marketing environment, but
more importantly, todays tech-savvy consumer. This should be a
guidebook on every entrepreneur’s bookshelf.”
—Gina Schreck, president,
CEQ, Social KNX

“Jim Barry has made the subject of Relationship Marketing through
Social Content easily understandable for entrepreneurs who don’t
have backgrounds in marketing or advertising. Devoid of jargon
and hyperbole, Barrys book lays our a simple, step by step, road map
which business owners can immediately implement and execute in
their businesses. This practical read will replace dozens of other Social
Media books full of hype but little meat. Thanks for writing this gem,
Dr. Jim!”
—Kevin Knebl,
coauthor of Social Media Sales Revolution and
Learn Marketing with Social Media in 7 Days



PRAISE FOR SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

“James Barry guides current and aspiring business owners through

the myriad maze of social media and content marketing using easy-

to-recall terms and visuals. From lead nurturing to personas to in-

depth analysis of content channels like podcasts, you'll find content

ideas springing up and you'll know where to promote them—and

ultimately solve prospects’ problems by earning their trust and respect,
driving sales and brand loyalty.”

—Suzanne McDonald,

new media strategist and education expert, professor,

2014 “Internet-New Media Company of the Year”

International Business Award winner
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Forward by Rich Simmonds

This book will be amongst my most read . . . It has become my textbook!”
—Rich Simmonds,

voted by Forbes as a leading social influencer

The digital age has brought many challenges to the way we think. In fact,
it asks more questions of us than we have ever imagined and constantly
disrupts our thinking. Social media has become an integral part of our
lives and there are people who still think of it is a virtual world, when in
fact it is real life playing out in front of us. Our effectiveness in this game
of life is paramount to our success. The challenge of understanding what
we should be communicating and how we should be communicating re-
mains our biggest hurdle to success.

Fortunately, we have visionaries like Jim Barry who, through his new
book Social Content Marketing for Entrepreneurs, has had the foresight to
anticipate our needs. This book has everything you need to know about
social media in it.

Jim simplifies the concept of social content marketing by using ac-
ronyms like my personal favorite R-E-I-M-A-G-I-N-E-D (Repurposed
to macrocontent, Expertise driven, Integrated into content platforms,
Miniaturized for microcontent, Adapted to media formats, Google search
friendly, Integrated in mobile platforms, News feed friendly, Engaged
with others’ content, Discussion framed). In my opinion, this book can
be viewed as an academic masterpiece, and I am sure it will be.

This book is more than academic, however, as Jim has managed to
capture the real-life aspect I referred to earlier. Chapter 3 deals with emo-
tional communication, a factor often overlooked in the corporate world
today. If you are an entrepreneur or in the corporate world, take my ad-
vice and read this book with the greatest sense of urgency you have ever
had. Social media has made it possible for the David’s to take on the
Goliath’s. Jim has provided you with every stone you need to be the most

effective entrepreneur you can be.
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Introduction

People dont believe what you tell them. They rarely believe what
you show them. They often believe what their friends tell them. They
always believe what they tell themselves.

—Seth Godin

Relationship Marketing through Social Content

It has been over three decades since relationship marketing has been revi-
talized. And now with content marketing in full swing, we see it revealed
in social-media channels where consumers restrict their attention to those
they know, like, and trust. To relationship marketers, this was no surprise.
The move from best bargain offers to a marriage metaphor was merely wait-
ing for a consumer who had the power to tune out marketing messages and
engage with those that provide useful, timely, and relevant problem solving.
And kudos to those who inspire, humor, or surprise them in the process.
What really changed was a vehicle allowing us to walk the talk of
relationship marketing. For years, sales and marketers were coached on
building trust through what amounts to speed dating. Those well versed
in the 10-second elevator speech and pumped up with sel/ yourself con-
fidence had a shot at stealing attention from someone’s planned agenda.
Conferences and trade shows designed around stalking prospects were a
primary venue for building fast relationships. And cold calls were seen as
a way to advance your prospect through a sales funnel before they had
time to reflect. For many, relationship marketing was essentially a milieu
of rapport building behaviors that would set the stage for future business.
Meanwhile, trust building was being examined by academia and prac-
titioners as a smarter way to build retention. Marketers were encouraged
to show evidence of their capabilities and competence in addressing their
target audience’s needs. Eastern and Latin America cultures then taught
us to appreciate the role of benevolence, open communications, and

socialization in the process.
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However, many of us remember pitching these lofty aspirations to
our boss as an explanation for why deals did not close. CEOs are not too
receptive to “. . . If only we had a bit more time to show evidence of our
candor and willingness to sacrifice our interests for theirs . . .” And since
these relational attributes are not tangible, measurable, or redeemable in
the short term, executives are often reluctant to wait out the benefits of
long-term relationship building.

Another obstacle to the adoption of relationship marketing relates to
the time and effort required to win over target audiences. When working
in international business development, sales personnel used to describe
our American base as “hit and run.” We like to pitch our solutions and
move on to the next deal. To some, it may not be in their DNA to seek out
opportunities that demonstrate their helpful natures. This not only takes
time, but the path to closure is also far more indirect. And to what degree
will the target audience even credit them with relationship building?

This is why social content marketing rules the day. Conference
schmoozing, cold calls, and sales visits can’t force fit trust especially at an
age when prospects conduct between two-thirds to 90 percent of their
decision-making research before contacting a supplier. But a timely and
relevant blog can start a trustworthy trail of problem solving. And when
provided at no cost to the audience, it could signal intentions that the
marketer genuinely cares about their targeted audience. What's more,
when provided often enough, the blog shows evidence of subject-matter
authority while conveying a knowledge of the audiences’ pain points.

A challenge arises at this point, however, when brands become content
publishers and add to the nearly half a billion registered blogs bombarding
us with helpful advice. Add to this the amount of information shared in the
past 48 hours exceeding that collected from the history of time until 2003.

How can brands stand out in this noise? It starts with connecting emo-
tionally to our audiences through storytelling, humor, inspirational advice,
acts of generosity, and visual content. And if the story sheds light on your val-
ues more than your information, audiences will not only identify with what
you represent, but they may also even seek you out and spread your message.

At this point, the audience begins to know and zrust you especially when
social-media channels expose your intentions to the public. Brands and small

businesses that grasp this advantage over a more transactional marketing
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approach also present themselves as a real voice backed by a real story and
culture that exudes its vision and ideals. As a result, they become lkable as
well. Without content and social-media channels, there are few avenues in
which to gauge a marketer’s trustworthiness. In a B2B world, buyers have to
resort to years of face-to-face dealings that permit enough scrutiny of a mar-
keter’s opportunistic behaviors and expertise. In a B2C world, this examina-
tion of trust often excludes any contact with a marketer or engagement with
their messages unless their social followers and connections endorse them.
But when permitted by a target audience to share your expertise online,
the rules of competition open new doors for entrepreneurs. Disappearing
are the days where deep pockets monopolized us with “. . . buy right now
and we will double the offer . . .” Instead, small businesses are discovering
ways to compete with better content that is mobilized on more devices and
across more relevant social channels. Often described as inbound market-
ing, this more permissive form of marketing lends itself to more lasting
relationships. But more importantly, it opens the door for firms of limited

resources to unseat the reigning incumbents of their industry.

Back to Ethos, Pathos, and Logos

Marketers are quickly recognizing that persuading audiences takes more
than cleverly timed deals and broadcasted claims of distinction. It takes
what Aristotle Rhetoric called ethos (credibility), pathos (appeal to emo-
tions), and logos (authority). And there is no better way to persuade
people to release their wallets on your behalf than through a genuine
contribution of your social content.

So let’s fast forward 2064 years from this ancient Greek treatise.
Copyblogger’s Brian Clarke and Amy Harrison' demonstrate the many
parallels with what qualifies today for persuasive content. We first estab-
lish our credibility (ethos) or trustworthiness as a thought leader worthy
of respect from those that share the same values.

With the character approved for worthy attention, thought leaders are
in a ripe position to lay out their logical (logos) approach to problem solv-
ing. This is why “how to” content pieces, product evaluations, or useful
apps have to resonate with what audience’s deem as relevant to their pain

points. This takes more than supporting evidence; it requires a consistent
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message. But where the most strides have been made in recent years by
brands and small businesses is in the use of stories that help audiences vi-
sualize their pain points and promising future. This appeal to an audience’s
heartfelc emotions (pathos) or imagination creates a more lasting bond
than can be made under the best of logical arguments. Moreover, it sets
the stage for audiences to identify with the content provider. This is why
fan engagement, entertaining content, and brand personality have been

the most discussed subjects among advocates of social content marketing.

The 13 E’s of Inbound Marketing

Using relationship marketing and Aristotle’s Rberoric as an academic
foundation for justifying why we are witnessing this current state of in-
bound marketing, the remainder of this book lays out the strategic guide-
lines for entrepreneurs to follow in their social content-marketing efforts.
One way to manage the progression of social content planning steps is to
follow the 13 E’s of inbound marketing laid out in this book across three

parts described as follows:

* getting audiences to talk;
* getting audiences to raise your content; and

* getting audiences to react.

/ Part Partll Part Il \
Getting Audiences to T-A-LK Getting Audiences to R-A-FS-E your Brand Getting Audiences to R-EA-CT
« Trust You - Recognize - Resonate
+ Alignwith You + Advocate « Engage
« Like You « Influence « Advance
+ Know You « Stamp « Contextually Relate
« Expose - Test Trial
=N Chapter 8 = Chapter 13
t Wy, that will RUNLAP-S (OOl with Freemiums
3 Chapter 7 - ,\ Chapter 12
4 ENLISTING Followers 49\ ENABLING Mobile
Chapter 3 withaSTAMP v Customer Experiences
EMOTIONALIZING Content Chapter 6 — . Chapter 11
I ST
Q=) @
mnmg":ﬁ:m AN Chapter 5 - Chapter 10
i ”Y EVANGELIZING with 1142\ ENGAGING Fan Communiti
¢ i LD ( u;’ j[mployeeAD-VQCwJIU-[S (Nlﬂ» !Ebthmumcuﬂl.gmﬂﬁ
Ch i Chapter 9

apter 1 Chapter 4
bl \EDUCATING Targets with S\ EARNING Readership EMPOWERING Brand
TRUSTED Content with Blog Mastery Ambassadors to RES.ON-ATE /
== &
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Educating Targets with
T-R-U-S-T-E-D Content

Covered in Chapter 1, the
start of any social-media mar-
keting planning has to include

a roadmap to educating tar-

get audiences. As any poten-
tial consumer or buyer will gladly let us know, no one wants to be
sold. If prospects are conducting their own research online rather than
contacting sales personnel, the job of marketers is to educate them in
the hopes of moving them further down the sales funnel and getting
credit for problem solving in the process. The better the education,
the greater the opportunities to showcase expertise. The goal here is to
gain credibility as a subject-matter expert by offering T-R-U-S-T-E-D
(timely, relevant, useful, situational, transparent, engaging, and deliv-

erable) content.

Escorting Prospects through

Frame-of-Mind Connections

Once the content is jump-
started in part through search
engines and social networks,

Chapter 2 demonstrates how

to escort your prospects as they
advance through their buyer journey. Known in some circles as lead nur-
turing, this process requires the repurposing and sequencing of content
to where it fits the audience’s frame of mind. And by creating the right
e-Books, webinars, podcasts, videos, or case studies, we can begin to con-
nect with our prospects. The goal here is to leverage social CRM, e-mail,
and effective lead nurturing strategies to ensure that our prospects are
greeted with the right content at the right time. But paramount to suc-
cess are permission-based marketing practices backed by a provider that

audiences know, like, and trust.
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Emotionalizing Content with
Entertainment, Inspiration,
and Visuals

As discussed in Chapter 3, once
the content is crafted along the
pain points felt by targeted per-

sonas, its mark of distinction

and usefulness has to be ampli-
fied over the ever-growing noise from content infobesity. This means
S-H-I-P-P-I-N-G (through surprise, humanizing, inspiration, playful-
ness, passion, imagery, narratives, and generosity) your content with an
emotional twist. This chapter highlights the growing demand for content
that is highly entertaining, inspirational, and visual. It deals with those

aspects of your content strategy that get audiences to /ike you.

Earning Readership with
Content Mastery

As hundreds of millions register
their blogs to begin the courtship
with their prospects, we are now
witnessing a new generation of
spam. Only the spam in this case
is the content itself. Bloggers are

promoting their posts much like

the way ads pummel us with their
one-way messaging. Besides incorporating emotion, Chapter 3 discusses

ways to captivate your readers through content that is

e T-U-N-E-D (trended, user generated, niched, evergreen,
digestible) for audience connection;

* F-O-C-U-S-E-D (frequent, optimized, cross-platform,
unique, shareable, eye-catching, documented for SEO) on
audience attraction; and

* consistently created with high Q-U-A-L-I-T-Y (quick, unbiased,

advisory, lead generating, image intensive, talk-worthy, your voice).
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Evangelizing with Employee
A-D-V-O-C-A-T-E-S

Successful social-media marketers
understand the power of employee
advocates. And by adopting a
passionate culture within a well-

coordinated social business, em-

ployees can become your greatest
advocates. They are the most
trusted and connected source to target audiences at a time when the
growing demand for social media is stretching internal resources to their
limits. Chapter 5 discusses how companies are evangelizing through em-
ployee A-D-V-O-C-A-T-E-S (amplification on personal accounts, deliv-
ery of brand experiences, voices, oversight of brand ambassadors, content
creation, activism, trusted communications, engagement, and scaling of

brand relationships).

Enchanting Influencers

through O-U-T-R-E-A-C-H

Much like the role played by these
advocates, influencers are key
to spreading brand stories that
would otherwise stall out. Audi-

ence growth at any stage of social-

media development inevitably
requires the help of key influenc-
ers who benefit from big audiences and a lot of clout. But not unlike fans,
influencers only stick around for as long as you provide value to them.
A key influencer strategy is to cocreate and promote content that helps
them with their audiences.

With their reach, relevance, and resonance, Chapter 6 describes how
influencers have social capital that lend extensive O-U-T-R-E-A-C-H
(organic reach, user relationships, topical relevance, endorsement cred-
ibility, authority within a concentrated community, compelling content,

and hubs of important conversation) to those that effectively court them.
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The chapter also discusses what it takes to discovery and romance influ-
encers through O-U-T-R-E-A-C-H (opportunities for influencer blog-
ging, unique or unannounced content, thought leadership platforms,
recognition, easy engagement, authentication through research, common

interest pursuits, and helping their causes).

Enlisting Followers

with a S-T-A-M-P

Each fan, follower, and connec-
tion that touches your content
has audiences in the hundreds
on average. So when they pro-

vide an e-mail address—perhaps

through some fan-welcoming in-
centive—ryour rolodex can explode. Ideally, we want to exploit social-
networking channels for their reach and subscription incentives for
proprietary audience development. In Chapter 7, we explain how to
enlist followers with a S-T-A-M-P (social networking strategy, thought
leadership strategy, advertising strategy, media relations strategy, and

profile strategy).

Exposing Content that Will
R-U-N-L-A-P-S

One aspect for amplifying your
content requires it to be pinned,

posted, or updated on channels

where fans and followers hangout.
And for the content to gain mo-
mentum, Chapter 8 shows how it has to be talk-, share-, and link-worthy.
Native advertising in particular has shown great promise in promoting
content. Especially when hypertargeted or formatted as native advertis-
ing, today’s audiences often appreciate its contextual relevance. The goal
here is to blaze a trail of trustworthy content at the top of the funnel while

earning new followers in the process.
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Empowering Brand Ambassadors
to R-E-S-O-N-A-T-E

Chapter 9 explains how empowering
your biggest fans can trigger engage-
ment with your audiences while help-
ing spread a consistent story. Now
with the addition of easily shared so-
cial content, brands are seeing how
this untapped resource is ideal for
sharing product information, resolv-

ing customer issues, and sharing great

customer experiences. Knowing this
power that brand ambassadors have, many are empowering ambassadors to
R-E-S-O-N-A-T-E (rally around their mission, embrace their story, share
content, offer insights, neutralize negative sentiments, act on their behalf,

tap into their own communities, and enlist others).

Engaging Fan
Communities through

C-O-N-V-E-R-§-A-T-I-O-N

An experienced social-media mar-
keter knows that fans and fol-

lowers disappear without your

relentless engagement. That is why

many of them sponsor contest, events, and games to keep their crowds
involved. And this goes beyond customer acquisition. Customers need
to be turned to fans who in turn drive even more customers. The key to
developing the right venue and behavior to engage communities is to
understand where they hang out and what they expect on their platform
of choice. To be effective, Chapter 10 discusses how engagement has to
involve a C-O-N-V-E-R-S§-A-T-I-O-N (contests, open dialogs, negative
complaint handling, exclusivity, responsiveness, sharing customer stories,
ask and answer dialogs, twitter chats, interactive infographics, opinion

polls, and networking groups).
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E-mail Engaging and
@ Perpetuating Proprietary

‘ Audiences

A looming concern of brands and

\ other firms is their vulnerability to
\ social-media platforms that con-
tinually change their rules. No

longer can firms count on organically reaching their audience news feeds.
Platforms like Facebook have forced a “pay-to-play” avenue for fan ex-
posure. As explained in Chapter 11, this is pressuring firms to develop
proprietary audiences that wean them off social networks. Using com-
binations of e-mail addresses and mobile IDs, brands are exploiting the
subscription channels to gain control over their audience conversations.
In the process, they are exploiting look-alike and other custom audience
features from the social networks to continually expand their audience
of followers-turned subscribers. Chapter 11 further discusses the types
of strategies to adopt—once e-mails are captured—so as to escort these

proprietary audiences through a sales funnel.

Enabling Mobile
C-U-S-T-O-M-E-R Experiences

No doubt the ponential shift from
desktop to mobile devices has em-
powered all of us to demand in-
formation on our smartphones,

tablets, and even wearable tech-

nology. And as big data predictive
analytics and geo-located technologies continue to mature, audiences are
expecting content to arrive in real time and in the right SoLoMo (social,
local, mobile) context. Chapter 12 demonstrates how you can capitalize
on the mobile customer experience gap using real-time marketing apps

and behavioral data for mobile shopping and context marketing.
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Enrolling Trial Users with

Freemiums

As consumers get accustomed to
their real-time mobile content re-
sponses, a question arises as to if
and when charges should be ap-
plied by marketers for use of the
app. Especially when the app pro-

vides utility in the form of real-

time problem solving, marketers

are faced with a tough dilemma. Given that 90-99 percent of the over 1
million apps are now downloadable free of charge, most brands see the
role of freemiums as a wiser choice than charger for apps. Chapter 13
discusses how freemiums can be exploited to showcase brand competence

while getting sales-ready prospects to test trial an offer.

Notes

1. “Aristotle’s Ancient Guide to Compelling Copy” by Copyblogger’s
Amy Harrison (bitly/1lyqnwWU) and “The Force that Powers
Persuasive Content (And 3 Ways to Intensify It)” by Copyblogger’s
Brian Clark (bit.ly/1sdAku0






PART 1

Getting Audiences
to T-A-L-K

A good first step in any social content-marketing plan is to lay out the
elements required to get your target audiences to T-A-L-K. In the next three

chapters, we will find out how social media gets your potential prospects to

1. Trust you (Chapter 1)

2. Align with you (Chapter 2)
3. Like you (Chapter 3)

4. Know you (Chapter 1).
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CHAPTER 1

Educating Targets with
T-R-U-S-T-E-D Content

Traditional marketing talks at people. Content marketing rtalks
with them.
—Doug Kessler, Cofounder of Velocity

Did you ever imagine a world without cold calling or interrupting ads?
How about one where marketers share their secrets for free? There go all
of our textbooks on baiting audience attention and holding them hostage
to switching costs and the remorse of lost opportunities.

But in the immortal words of Charles Dickens, these are “the best of
times and the worst of times.” As quickly as sales personnel and market-
ing communications departments are departing their professions, brand
publishers and entrepreneurs are relishing the opportunity to unseat the
big dogs in their industries with content-marketing strategies. Instead of
watching deep pocket competitors monopolize billboards, commercials,
and print ads, smaller businesses can outflank them in audience exposure
and engagement with carefully crafted blogs, webinars, and e-Books that
help rather than se/l. In essence, they let their content do the talking and
only when asked.

The first stage of any social content plan should begin with discov-
ering and qualifying conversational topics that could stir up the pas-
sions of your intended audience while inviting you to demonstrate your
trust. This trust with a targeted audience is created to a large degree by
the content itself. One way to look at this is to consider the evidence
backing a society’s migration away from transactional marketing to rela-

tionship marketing. The latter is driven primarily by communications,
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trustworthy actions, expertise, and social bonding. Contrast this with
sales offers and promises of great deals often associated with transactional
marketing.

Relationship marketing theories posit that trust is the result of be-
nevolent activities—like donating advice without expecting something
in return. This implies that new comers to a community must show their
willingness to help before promoting any offers. These offers not only
suggest opportunism, but they also preempt your opportunities to get
invited to communities thriving as much on research advice as on whar
10 buy.

But how can this be done online? Why not start with content that
benefits your targeted community through education or by feeding a
passion? For example, American Express hosts an advice sharing plat-
form, known as the Open Forum, which provides valuable information
to entrepreneurs on running their businesses. Consequently, they have
rejuvenated their credit card image as one that helps start-ups and early
business growth. In the process, they entered their audience’s sphere of
influence.

Once invited to an audience’s sphere of influence, relationship market-
ing theories suggest that these prospects will subsequently subject you to a
series of trustworthiness exercises through ongoing communications and
information disclosure. This may include a request for more content or
an examination of your willingness to participate in a nonopportunistic
manner.

In theory, we could build trails of trustworthy blogs at the top of
the sales funnel to encourage deeper engagement with audiences as they
advance through their buying journey. These blog posts and other forms
of light content at the top of the sales funnel allow audiences to test our
expertise and helpfulness before diving into more in-depth webinars and
e-Books. In the process, we share valuable advice in order to build trust
that is worthy of an invite.

At this point, this may sound more like marriage counseling than
marketing. Exactly! Imagine your targeted persona starting with: “. . .\We
don’t want to hear from you; furthermore, we don’t trust you. Our atten-
tion is determined by our peer recommendations and what we read on

our own. ..
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Now envision what happens when you continually provide your pros-
pect with information that addresses their job security or ignites their
passions. Could they become dependent on that information? Moreover,
would they mentally position your brand in a better light? Suppose they
see you as a corporate citizen, or a socially responsible, goodwill ambas-
sador, or a charitable community giver? Okay, that might be a stretch, but
you get the picture.

Yes, we are asked to share competitive secrets and provide free content
while waiting for an invite from our target audience. This would make
sense given nearly everyone’s aversion to unpermitted marketing mes-
sages. However, it obviously raises concerns among marketing tradition-
alists taught to guard their secrets while holding on to their trump cards.
In their mind, overpublicizing their problem solving not only helps the
competition, but it also makes the marketer more vulnerable to audiences
exploiting their free contributions. Add to this the growing demand to
discuss thorny issues like pricing, installation challenges, and competitive
comparisons, and you can see why traditional marketers are hesitant to

embrace inbound marketing.

Letting Trusted Content Do Your Talking

A question often arises why would marketers spend time and money for
target audiences to download the marketer’s free content only to wait for
an invite? When marketed correctly, useful content during the awareness
stage of the buying cycle can leave a trail of expertise backed by a likable
persona. And if delivered free and without wanting something in return,
marketers can be credited with thoughtful contributions and emparhy.

Overtime, the audience may seek out the content provider as a trustwor-

thy source of timely, relevant, and useful information.
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Now imagine doing this with ads and cold calls or what is normally
referred to as outbound marketing. Where is the trail of expertise and
trustworthiness when the media of communications and delivery chan-
nels are inherently one way and rolled out as repeat doses of “call now”?
Let’s face it. Today’s consumers hold little trust in our promises and will
demand a trail of trustworthy advice before inviting use to help. What's
more, they have the power to ignore our unwanted e-mails and unidenti-
fied calls while fast forwarding through our commercials. Instead, they
conduct their own online evaluations and consult with social-networking
friends as their trusted advisors.

To fit this new mindset, we have to embrace a more inbound mar-
keting approach that ultimately creates a higher level of trust between
you and your target audiences. And to do this effectively, it’s the content
itself—not your preemptive call—that has to show evidence of exper-
tise, customer understanding, and impartiality. Otherwise, the audience
senses opportunism and a potential supplier incapable of addressing their
pain points. To be credited as the favored solution provider, the content
not only has to be seen as useful and relevant, but it also has to be seen
as trustworthy. Finally, marketers are quickly discovering the merits of
adopting content formats that suit their audiences’ channel preferences

for reading, viewing, or listening to your advice.

Timely Content around Urgencies
and Consumption Routines

One way to get your target audience to appreciate your timely content
is to address urgent situations early in their buying stage. The example
shown in Figure 1.1 illustrates how a real-estate accountant educated his
property management and Home Owner Association (HOA) audiences
on what to do with a recent county regulation. At the time when con-
dos and housing associations were faced with serious economic issues,
HOA boards were looking for sources of cash to offset foreclosures. One
method to solve this problem was to liquidate reserves applied against
potential property damage. But when a county ruling restricted the use

of reserves as a cash source, HOAs faced tough choices on how to fund

budget shortfalls.
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‘Urgent Problem: County ruling restricts HOA reserves when budgets are tight

Problem Solution

Solution: Accountant offers real estate property managers content that addresses
cash flow issues and county restriction workarounds.

Figure 1.1 Accounting Example of Exploiting an Urgent Situation

A savvy real-estate accountant used this opportunity to connect with
an urgent pain point. Starting with what the ruling implied, and con-
tinuing through the decision cycle with alternative workarounds, timely
content was aligned with the HOA’s frame of mind from awareness to
decision. The accountant, in this case, was credited with providing an
objective response to an urgent issue.

Another way to ensure a timely consumption of your content is to
understand the routine your audiences follow in checking their e-mail,
tweets, or posts. Knowing their consumption patterns can make a differ-
ence in whether your content gets on their radar at the right time. Many

tools like Klout’s scheduler shown in Figure 1.2 will let you know when
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your audience is most active across each day of the week. Their scheduler,
along with that of Hootsuite, TweetDeck, and others, allow you to tweet

your content to meet these peak periods.

Relevant Content for Target Personas
and Their Buying Stage

If your content marketing is for everybody, it’s for nobody
—TJoe Pulizzi, author of Epic Content

One of the most common complaints expressed by brands and entrepre-
neurs is the inability of their e-mail marketing to yield high open and
click through rates. Invariably, the low rates are blamed on e-mail content
or messaging that failed to connect with the target audience. The same
holds true for content postings on blogs or social media. In a growing
climate of infobesity, relevance is arguably the most critical attribute of
any content intended to educate its target audiences.

For content to be truly relevant, it has to resonate with a persona’s
pain points or passions. A test of relevance could start with the following

questions proposed by content-marketing strategist, Joe Pulizzi:'

1. Who is the audience and specific buyer persona you are targeting for
each piece of content?

2. What's the pain point you are solving for them?

3. Is what you are saying really that important?

4. Could they find the information elsewhere?

But the process of first discovering the relevant personas is not as
simple as framing clients with monikers like “Debbie Downer” and “Soc-
cer Moms.” Unless the persona evaluation leads to distinctions on what
topics intrigue each persona or where they hang out, the evaluation serves
litcle purpose.

If, on the other hand, an examination is made of the audience subtle-
ties that reveal distinct pain points or passionate interests, any blog post,
webinar, or mobile app aimed at these persona nuances has a chance of at

least being viewed by a target audience. Where the rubber meets the road
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on delivering relevant content is when it reveals a rich enough insight into
cach personas interest that the marketer is credited with intimately know-
ing the targeted persona as well as speaking their language.

To do this effectively, the following audits and analyses should be con-

ducted as a prelude to discovery relevant topics:

1. An audit of the spending motivations behind current target audi-
ences (i.e., why was your offering selected?).

2. An examination of distinct psychographic personas most associated
with each spending motivation.

3. An analysis of the traits, wants, and passions associated with each
persona.

4. A translation of these personas attributes need-oriented topics of

interest.

Notice how this was down for the case of a custom tailor shown in
Figure 1.3. Starting with why target audiences pulled out their wallet,
four spending motivations were discovered. Customers of the tailored
suits were either seeking (1) perfection, (2) pleasing others, (3) promi-
nence, or (4) posturing. But when further examining the psychographic
attributes of personas, 12 distinct personas were discovered, each with
distinct traits, wants, and passions.

Although this seems like an overkill, a scan of the 12 personas should
convince you that these folks don’t hang out in the same circles; nor do
they expect the same lifestyle image from their tailored suits. Each one
showed distinct enough persona traits and passions to warrant dedicated
content topics especially at the top of the funnel (ToFu).

Continuing with the analysis, each persona attribute now allows a
consolidation of needs traced back to the spending motivations. This be-
gins the process of defining relevant content without having to build 12
different segment strategies. In this case, 11 topics were compiled for po-

tential blog content that addressed the following pain points:

1. not fitting in desired social circles;
2. inability to exude charisma; and

3. fear of embarrassment from inappropriate etiquette or attire.
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Figure 1.3 Persona Evaluation for Custom Tailors

Topics were developed as a way to brainstorm helpful tips that address
these pain points. But without knowing the personalities associated with
cach spending motivation, pain points are difficult to derive. Consider
the case of an organic food supplier whose target audiences include chefs
seeking worry-free appetizers; mothers looking for nutrition for baby de-

velopment; adults seeking hair and skin development; and those suffering
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from inflammatory diseases. The latter, in turn, consists of three personas:
a Deprived Athlete, the Closer Bound, and the Les Miserable.

Each of the personas has highly distinct pain points. For example,
the Deprived Athlete is mainly concerned with high burst performance
in high pollen conditions. The Closer Bound is concerned with disguis-
ing ailments. And the Les Miserable needs energy and lifted spirits to get
through the day. Collectively, the target audience (inflammatory diseases)
needs relief and could perhaps benefit from natural remedies; however,
their specific pains points require very different content. For a more com-
plete evaluation of more small business personas and the process used to
derive relevant content, you can download the e-Book found at htep://

slidesha.re/ImMgqovu.

Useful Content for Research, Self-Help,

and Decision Tools

Instead of one-way interruption, Web marketing is about delivering
useful content at just the precise moment thar a buyer needs ir.

— David Meerman Scott, author of 7he New Rules

of Marketing and PR

Equally as important as content being timely and relevant is the need for
it to be useful. For content to be usefiel, you have to be helpful. If it doesn’t
help your audience in their research, decision making, or fixing some-
thing on the spot, it gets archived at best and trashed at worst.

At the top of the sales funnel, when audiences are researching so-
lutions to their primary needs (e.g., image, career transitioning, health,
etc.), helpfulness can be enlightenment. Content that sheds light on their
possibilities for changing their image, improving their health, or transi-
tioning to a new career, for example, could help them in their research.
Any assistance you provide in laying out a criterion for solving their prob-
lems could be just as helpful as making them decide on a course of action.
This is where blogging becomes especially important as an opportunity
for you to help them narrow their choices.

In the middle-of-the-funnel (MoFu) consideration and evaluation

stages, audiences then begin to seek out product reviews, spec sheets,
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“how to” demos, webinars, and case studies. The more your content helps
complete their compliance check lists, the more useful it becomes when
conducting their evaluations. In fact, with audiences now spending up-
ward of 90 percent of their decision-making research before contacting
a supplier, it’s apparent that MoFu content is considered by many to be
useful enough to thwart off sales calls.

But where the usefulness of content becomes especially critical is at
the bottom of the funnel (BoFu). Banks, tax accountants, and realtors
often provide apps for mortgage calculations in the later stages of buying.
Similarly, product suppliers can easily provide usage demos, installation
instructions, or nutritional content in digital formats that warns pros-
pects in advance of potential complications. In so doing, the prospect has
one more piece to complete their evaluation.

Indium Corporation, a maker of specialty alloys and solder paste,
hosts a highly popular blog for engineers talking to other engineers.
Rather than pitching the benefits of their solder paste, the firm hyper-
targets engineers who have questions about industrial soldering equip-
ment. The 10 blogs and 15 writers always talk about matters relevant to
Indium’s target audience. As a result, the potential prospects benefit from
content useful to their routine practice. And by encouraging comments
and dialog exchange, the company has drastically cut their technical sup-
port costs in the process.

Add to these decision-making tools the growing reliance on location-
based tools, and the growing demand for useful content becomes more
evident. Especially in this day of appification, target audiences are accus-
tomed to having apps handle their emergencies and real-time inquires.

As explained well in Jay Baer’s book Youtility, and in Chapter 9, con-
tent marketers are finding clever ways to provide real-time solutions to
customers facing urgent pain points. A widely downloaded app for stain
removals is sponsored by Clorox. Although much of their researched ad-
vice goes well beyond the scope of their offerings, the app addresses some
immediate ways to address recently spilled substances like wine before it
is too late. Similarly, Ortho has an app that will help you identify and
treat harmful weeds before it is too late. In both cases, these brands are
counted on target audiences crediting them with real-time responses to

urgent problems.
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Finding the Useful Content that Strikes a Chord
with Targeted Audiences

Knowing what content can be most useful to your audience may seem
like an overwhelming task because of the myriad of options to consider
in content formats and media tactics. Your content strategy should not
only address what content to include, but it should also center on how
audiences prefer to access this content. But if you start by answering
the what, why, and how content is delivered in your industry, you may
discovery a structured approach to managing your content develop-
ment efforts.

Target audiences in the social-media ecosystem are comfortable with
media familiarity; so if these audiences regular tune in podcasts, this would
be a good place to start. Similarly, if the communication format is highly
imagery based, there is no sense in shifting their attention to fact sheets.

Where many struggle in this area of content defining is in getting the
process started. Consider the following three-tiered approach to mapping
our content elements. And exclude entertaining content for the moment.

This will be covered in Chapter 3.

1. Defining the purpose: Is the content meant to instruct, inform, or
evaluate?

2. Selecting a preferred communication mode: Will the mode of commu-
nication be text, audio, image, or video based?

3. Identifying the right media ractics: Will the audience expect blogs,
newsletters, e-Books, white papers, videos, reports, articles, webi-

nars, case studies, or apps?

Selecting Content Tactics that Balance Expertise,
Objectives, and Usability

The process starts with an understanding of content purpose. How does
your audience want to be taught? And will they benefit more from learn-
ing how to do something; gaining insights on their business practice; or
making quick and accurate choices on solving their problems?

In general, educational content used successfully in B2B and B2C

arenas tends to be either instructional, informative, or decision helpful.
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The informative side can be further divided into insights and intelligence
gathering. Collectively, they provide the core of what audiences will find

useful throughout their buying stages.

Instructional Aids

One effective way to meet this goal is to use product demonstrations or
instructional videos that explain “how to” do something related to some
benefics offered by your firm’s offerings. Consider how often we use the
Internet to accomplish something like training a dog or cooking a meal.
In fact, if you search for “how to te a tie,” you'll find videos garnering

over 20 million views.

INSTRUCTIONAL INDUSTRY
INSIGHTS

seful and Educational Conten
I ok

Our target audiences have the same challenges and could benefit from
your stepping them through a solution. As a result, tutorials become espe-
cially useful in the awareness and consideration stage of the buying cycle.
They also allow you to demonstrate your expertise and credibility before
committing to the more research-intensive content required in the evalu-
ations and decision-making stages.

A related instructional technique involves the use of checklists, to-do
lists, and budget planners. In this case, audiences may appreciate the ad-
vice you provide in managing their tasks more eficiently. That is why
realtors compile moving and inspection lists or why outdoor recreation

suppliers offer lists of items to pack.
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Business Insights

To keep up with the latest trends in their field of interests, target audi-
ences often benefit from the latest news or business trends. As a content
marketer, you can create or curate content that keeps the audiences well
informed. Like instructional aids, these topics provide an opportunity to
build subject matter authority.

Most often, these insights are gathered from expert interviews, re-
search, and industry forums. Interviews, in particular, are a great way to
provide business insights. By interviewing experts who have professional
knowledge in the topics of interest to your audience, you not only provide
a fresh perspective but also can take a break from your own content cre-
ation efforts. Moreover, the two-party interaction provides a more stimu-
lating listening and viewing environment than even the best of talking
head formats.

Other ways to provide expert commentary include the use of dis-
cussion forums where threaded conversations help answer your audi-
ence’s business challenges or personal passions. LinkedIn, in particular,
provides a great way for you to build thought leadership by respond-
ing to questions posed by members fitting the profile of your targeted
audiences.

Oftentimes, these insightful commentaries can be gathered by high-
lighting main attractions at an event. For example, content marketers
often curate news clips of important announcements and expert opinions
collected from industry conferences, conventions, and shows. Audiences
not only benefit from missed sessions, but they also save time in reading
a more condensed synopsis of key takeaways.

Research can also provide opportunities to help audiences seeking
insightful business intelligence. Hungry for industry statistics and tech-
nology solutions, B2B buyers appreciate the empirical data derived from
survey results as well as digital conference papers or technical briefs ad-
dressing their operational pain points.

For a less-demanding form of insightful content, content market-
ers often resort to news reporting. Whether it’s an editorial on industry
trends, coverage of an event or a breaking announcement about a firm of

interest, audiences benefit from time saved in keeping up to date. And
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by repeatedly releasing insightful news, your audiences eventually look

forward to seeing your updates.

Decision Aids

A third way to provide useful content is to help your target audiences with
decision making. Starting from the consideration phase of the buying
cycle, audiences benefit from your helping them make up their minds.
Any content that addresses the evaluation of suitable offerings or permits
a test trial saves your audience’s time while boosting their confidence in
making the right choice.

This is where reviews, ratings, rankings, and buyer’s guides become
invaluable resources to your target audiences. Assuming that the reviews
of solutions relevant to your audience’s pain points are not biased toward
your own offerings, the recommendations further add to your credibility
as a subject-matter expert. The same applies to fact sheets and blogs that
address frequently asked questions (FAQs).

Another way to help an audience in their decision making is to provide
convincing examples of how an offering like yours can help them. Virtual
tours and customer success stories are among the content forms that can pro-
vide this evidence provided they are not self-serving. Credible testimonies,
especially from notable thought leaders, can also help in this evaluation stage.

But the decision often requires a physical touch and feel before a tar-
get audience reaches for their wallet. In these days of freemiums, audiences
expect branded content tools ranging from product previews to free test
trial apps. This is why brands have stepped up to return on investment
(ROI) calculators, configurators, trackers, and other interactive content.
These mobile apps and widgets provide a real-time examination of what
the audience intends to buy. Consequently, it represents one of the most

critical components of a content-marketing strategy.

Selecting Content Delivery Formats that Balance

Consistency and Audience Familiarity

For content to truly resonate with an audience, its format has to suit their

channel preferences and the time they allocate to reading, listening, or
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viewing it. When used for educational purposes, the following content

has a proven track record of success:

podcasts

explainer videos

virtual seminars
customer success stories
blogs

infographics

e-Books

e-newsletters
authoritative articles

slideware

AN T T ol
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branded content tools and apps.

Podcasts

Without a doubt, the most popular form of audio used in content mar-
keting today is a radio stationlike podcast, or simply downloadable audio
programs that play on a computer, iPod, or smartphones. The digitally
compressed files are delivered over the Internet to a subscriber, who can

then download the content at a time of their choosing.
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The content is often distributed via a really simple syndication (RSS)
feed that alerts audiences of updates soon after the release of an episode.
This allows audiences to subscribe to and get alerts of new content much
like they experience with a new blog post. Podcast episodes can be down-
loaded to subscribers from syndicated directories like iTunes, Sound
Cloud, or Stitcher. Because the downloaded audio clips are released as
continuous clips or episodes, marketers have jumped on this opportunity
to emulate radio talk shows.

What has created excitement over recent years for marketers is the
growing number of audiences who are now aware of podcasting. This year
approximately 39 million Americans will listen to podcasts each month,
with 1 in 5 weekly podcast users consuming 6 or more podcasts per week.
Helping to fuel this growth is a growing number of audiences more in-
clined to deal with its technical requirements. For example, you can now
get your podcast episode delivered direct to a smartphone without having
to hook up an iPod to the computer. This comfort with the technol-
ogy has led to Apple announcing their one billionth podcast subscription
logged on the iTunes store. And Pew Research confirms that over one
quarter of Internet users listen to podcasts.

This ability to target anyone

Percentage of Internet Users through subscription makes  this
Who Listen to Podeasts

audio content especially suitable to
30%

building thought leadership. Suc-
cessful podcasters will argue that

narrowcasting—or  targeted  your

niche to specific personas—is what

allows podcasting to overtake radio

0
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2006 2006 2008 200 28 shows. Compare, for example, the
's)?;g;:tl:g:;kli(:gszmtﬁentersInternet&Amencan Life impact a radio broadcast has on its

audience. Being limited geographi-

cally, they have to appeal to a wide spectrum of interests. Podcasting, on the

other hand, can address a worldwide audience that has specific interests. Over-

time, the podcast host has an opportunity to build authority and credibility
by addressing specific pain points or passions felt by the targeted audience.

For a podcast to be effective, it helps to limit its time to that of an aver-

age commute. Venture capitalist, Mary Meeker, says there are 52 minutes
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of unclaimed time in the car every day, and people are secking things like
podcasts to fill it. As a venue for narrowcasting, it is especially crucial to
narrow your audience theme to something very specific. And then stick
to the same theme throughout episodes as audiences will know what to
expect.

Among the most popular applications for podcasting is the inter-
viewing of experts and other guests. Often through a simple Skype
or phone connection, these audiences are sometimes encouraged to
share their industry perspectives. Other techniques include a cohosted
talk show that regularly updates their audience with trended news
and tricks of the trade. Finally, a growing number of podcasters are
using their episodes to highlight major industry show activities and
events. The audio and video podcast formats, in this case, work
well in capturing roundtable discussions, debates, and conference
presentations.

As perhaps the one type of content that absolutely needs a scheduled
release, podcasting should only be attempted by those who can be pas-
sionate enough to host every week. Finally, for a podcast to gain listener
insight, it's imperative to link the audio content to a blog that accom-

modates user feedback.

v
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When produced and distributed effectively, expert podcasters nor-
mally cite the following as among the key benefits derived from the use

of podcasting:

1. Super fans: Podcasting offers far more of a personal connection than
what you can get from a blog post. It allows for the show host to
convey passions, emotions, and feelings. And especially when mixed
with fun facts and motivational speakers, the show can create a sense
of loyalty among avid followers. Overtime, audiences begin to share
their own stories, thereby creating a sense of intimacy with a tight
community. Some podcast experts believe this is the perfect formula
for creating brand evangelists.

2. Audience accessibility: Audiences unable to attend seminars during
their busy work schedules are using commute and exercise time to
listen to audio tutorials and business news. Driving a car is prime
podcast-listening time where an estimated 15 billion hours of time
is spent per year by Americans who drive alone in their cars.” And
according to Edison Research and Arbitron, 23 percent of existing
podcast listeners play digital audio in their car almost every day.’

3. Worldwide narrowcasting: There is power when your show has a
niche focus. You can not only pinpoint your message to qualified
listeners, but you can also expand your reach to anyone possessing a
smartphone, iPod, or computer. This essentially makes the content
marketer a program manager for their own global radio station.

4. Top to BoFu Relevance: Dan Miller, an expert podcaster, points out
that no other form of content invites people into the sales process
like podcasting. Podcasting uniquely fits the early stage of trust and
rapport building where the host can walk their audience through
common business challenges. Later, the broadcasting of events and
highlighting of news can acquaint listeners with your expertise. And
as audiences reach the consideration and evaluation stage, podcasters
can field FAQs as well as invite audiences to share their successes.

5. Affordability: You likely already have the equipment you need to
podcast. All that is required is a microphone (including a built-in
mike in your laptop) and software or sound-mixing apps for record-

ing and editing audio. Many of the popular programs like Audacity
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and GarageBand offer free downloads. Podcast costs normally start
at $100 per show. But if you're looking for radio-quality results, ex-
pect to pay around $350 per episode.*

Competitive head start: Despite the rising number of podcast listen-
ers, few marketers have taken this route. A study by Social Media
Examiner found that only 6 percent of marketers offer a podcast, but
28 percent want to improve their knowledge of podcasting. Moreover,
33 percent marketers want to start podcasting this year.” This provides
a great opportunity for marketers to gain a competitive advantage.
Mobile: The number of listeners who access podcasts by mobile device
is now higher than the number who downloads a podcast from their
desktop computer (Next/Market). And with over 7 billion mobile
devices in use around the world (Cisco), it is only a matter of time
before the greater population realizes the advantages of narrowcasting
for a growing “on the go” society. Add to that the accelerating growth
of smartphones, car-connecting devices, and iTunes adoption, and it

is not surprise that podcasters are so bullish in their forecasts.

. Evergreen content. The format of a podcasts lends itself well to ev-

ergreen content or the type of content that stands the test of time.
Shows featuring how-to tips or personal stories, in particular, can
maintain their relevancy over several years.

Time-lapsed recordings: Podcasts are an excellent way to capture lec-
tures, presentations, and even virtual conferences for playback to
people who missed the live setting.

Influence marketing: Including guest speakers with relevant audience
expertise is a great way to extend your community influence.
Multimode: Besides audio podcasts, video podcasts have emerged
from MP4 technology. But perhaps more promising for business
professionals are “slidecasts” that merge audio files and PowerPoints
to form self-contained presentations like webinars.

Repurposed content: Audio content from a show’s episode can easily
be repurposed for infographics, e-mail marketing, articles, blogs, and
e-Books.

Qualified Listeners: Unlike traditional radio, podcasting allows you
to narrowcast a specific audience so as to address more qualified

listeners.
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14. Easy distribution: Audio content can be readily distributed across dif-
ferent networks. Most podcasts are uploaded through iTunes simply
through the “submit a podcast” from the iTunes storefront. Once
recorded, podcasters can easily park the episode alongside a related
blog post since most blog content management systems accommo-
date audio files.

15. Search results: iTunes is a massive search engine for content that
serves 575 million subscribers. Although not as fine tuned as Google
search, there are many ways you can maximize your exposure in the

iTunes search listings.

Video podcasts, in particular, have shown exceptional performance in
search results. These podcasts essentially combine the audio component
of podcasting with visual media. You see this quite often on sites that
provide quick demos. A dentist in Fort Lauderdale, for example, raised
his site traffic dramatically by featuring video podcasts on subjects like
“removing a gummy smile.” Others use it to demonstrate cooking tips.

The advantage of these video podcasts over YouTube-shared videos is
the impact each video episode has on search and website traffic. Although
YouTube gains favor with Google search algorithms, podcasting capital-
izes on RSS feeds that permit a great deal of exposure on syndicated sites.
These sites often link back to your own podcast hosted website—as op-
posed to delivering traffic to YouTube. Search engines not only award
these links with high PageRanks, but credit is given also to the video for-
mat. Moreover, there are ample opportunities to feature the video podcast
in multiple podcast directories (e.g., iTunes, Stitcher, and Sound Cloud).

Podcasts are not only growing in popularity, but podcast subscribers
are now also seen as among the most desirable audiences for podcast hosts
to target. Their tuning into a niche-oriented program qualifies them as a
potential business prospect. And the personal forum creates an atmosphere
conducive to story sharing and ultimately brand evangelism. But besides
the growing audience popularity, those entering the podcast arena have
a huge opportunity to gain an early competitive advantage. According to
Chris Brogan, a world-renowned social-media expert, “. . .It’s a pretty open

space right now because companies aren't rushing in and figuring it out. . .”
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Explainer Videos

A common application of videos for education includes explainer videos.
This particular content provides an excellent way to introduce your firm
and explain what it can do for your viewers. Consisting of “how-to-use”
tutorials, demos, trailers, and virtual tours, the format addresses the lim-
ited attention span of today’s audience demanding a “show me” over “tell
me” style of content delivery.

There are a vast number of ways to use explainer videos, but the most

common cited include the following:

1. Demos, tutorials, and how-tos:
Since it is far more effective to
show than to tell, video demos
can be highly effective in ex-
plaining how a product works
or what it does.

2. Trailers: According to Moz,
you have about 8 seconds to

sell yourself and your business

to potential customers. With
trailers, you can grab the at-
tention of your visitors to introduce yourself or your company in just
a few seconds.

3. Live-event coverage: From features of fashion shows and conventions
to facility tours and expert interviews, these videos take advantage of
a captured audience in an energized atmosphere.

4. Behind the scenes showings: This technique allows audiences to gain
an insider perspective that adds to their feeling included in exclusive
communities. Consisting of facility tours, interviews with the core
team, and “how it is made” demonstrations, this technique is one of
the best for creating intimate connections to your company.

5. New stories and intelligence: Video reports on industry news can
make content seem more relevant. And by adding statistical infor-
mation and other marketing intelligence, you can position yourself

as a reliable source of information.
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6. Customer testimonials: Customer reviews of your service as well as
their success stories can be highly effective especially when it involves
user-generated content.

7. FAQs: A common use of videos is for Q&A’s where the host reads
and answers questions from the membered audience. In so doing,
you establish yourself as a thought leader with more recall due to the

visual nature of the forum.

Much like the case of podcasts, the key to developing effective ex-
plainer videos is to narrowcast in order for attention-deprived audiences
to see a clear connection to their specific pain points. Furthermore, many
experts suggest that their attention has to be caught within the first 10
seconds. Think “elevator speech time.” And to maintain attention, it is
recommended that you limit the total length of an explainer video to
around 4 minutes.

Another key requirement is to ensure that the video is distributed
across a broad range of demographic channel preferences. This includes,
at minimum, Vine, Facebook, Instagram, and YouTube. However, baby
boomers will prefer YouTube, and millennials will prefer 6 second loops
on Vine. More is described on this subject in Chapter 5.

If constructed effectively, explainer videos have some distinct advan-
tages over plain text, audio, and still imagery in terms of engagement,
trust building, and overall ROI performance. Some well-proven benefits

include the following:

1. Search engine results (SEO) results: The chances of getting listed on
page one of Google’s search engine results increase 53 times with
video (source: Forrester Research). Supporting this finding, Market-
ingWeek found that video results have appeared in about 70 percent
of the top 100 search listings on Google. This is not just for enter-
taining videos. According to Google, there are three times as many
searches for the term “how to” than there are for “music video” on
YouTube.”

2. Click-through rates and links: Not only do videos have click
through rates over 40 percent higher than plain text, SEOMOZ

concludes that video-based posts will attract three times more
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in-linking domains than a plain text post.® What's more, consumers
are 27 times more likely to click through online video ads than stan-
dard banners. E-mail, in particular, benefits from having video links.
A survey by the Web Video Marketing Council and Flimp Media,
for example, found 88 percent of their respondents to agree that
campaign performance improved when e-mails included integrated
video.

. Conversion and purchase: The same study found that 72 percent of
respondents believed their prospective clients are more likely to buy
after viewing video content sent via an e-mail. Another recent study
by Invodo found that half of consumers claimed YouTube videos
influenced their purchase decisions. And some 57 percent of online
shoppers said they are less likely to return a product bought after
watching it explained via video.

. Easy to create and share: Who could imagine this claim only a few
years ago? With the availability of high-quality video production
hardware and software, over 100 hours of video are uploaded to You-
Tube every minute. Using the current generation of smartphones
and older, video recording and editing has reached unprecedented
levels of simplicity. Sharing videos has become the preferred method
of sharing as well. Consider the number of mobile users—who now
represent 40 percent of YouTube viewing time—and how easier it is
for them to share videos compared to text-based posts.

. Purchase impact: The fact that explainer videos tend to address
many of the concerns target audiences have in the consideration
an evaluation stages of their buying cycle makes them critical to
purchase influence. Many of the applications, for example, in-
clude demonstrations of use, client testimonies, and FAQs ques-
tions. All of them tend to impact the middle to bottom of the
sales funnel.

. Engagement: More than e-Books and white papers, videos make peo-
ple feel something. And when they feel connected to you, they are
more likely to engage with you and share your content. A study by
ROI research, in fact, demonstrated that users interact with video
at twice the rate of other forms of content.” Another showed that

65 percent of online shoppers spend 2 minutes longer on a site after
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watching an online video. And when used with rich metadata (e.g.,
transcripts and tagging), video can drive engagement rates by any-
where from 40 to 300 percent."

Trust: Video provides the greatest opportunity to showcase who you
are in a persona setting. Audiences can connect with you on a far
deeper level than can ever be accomplished through words. And
given that most of our impressions are derived from body language,

videos are uniquely suited to trust building.

. ROI: About 52 percent of marketing professionals worldwide men-

tion video as the online content with the best ROI (CopyPress).
Visual learning: With a vast majority of the world population being
visual learners, video is the best mode of communications especially

when used for instruction and decision making,.

Virtual Seminars

From a marketing and sales per-
spective, virtual seminars have

been quite popular in providing

MoFu content to target audiences.
Ranging from simple telephone

hook-ups to highly interactive web

conferencing, virtual seminars score high on content usefulness as an on-

demand alternative to attending costly trade shows, workshops, or con-

ferences. And by offering audio and sometimes video, they allow your

audiences to connect with you more intimately.

Some of the more popular ways to conduct virtual seminars are the

following:

1. Webinars: These collaborative and in-depth presentations permit

live interaction with your audience by combining audio and slides
through an Internet connection. But they must be recorded to be
viewed on demand.

Webcasts: This streaming media technology adds video as well. They
can be viewed on demand, but the transmission of information is

one-way from presenter to listener.
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3. Teleseminars: As an audio only venue, these interactive telephone
seminars are accessed through a phone or Skype connection. If re-
corded, the teleseminar can essentially function as a podcast.

4. Hangouts on-air (HOA): Hangouts give users the ability to create
instant webcasts over Google+ through a live streaming platform and
automatic HD video capture. There is also a screen-sharing option,
so you can also present slides or share anything from a Google doc

or spreadsheet.

Webinars combine audio and slides where listeners can ask questions
and get immediate answers. They are also capable of conducting online
polls, chats, and information transfers throughout the live session. This
interactive focus makes them especially useful as a tool for collaboration
and learning.

A typical webinar session normally lasts between 45 minutes and an
hour including a 15-minute live Q&A at the end. Although the webinars
must be watched at a scheduled time, they can easily be recorded for
those unable to attend. If recorded, however, webinars can be hosted on a
website augmented with downloadable slide decks, MP3 audio files, and
transcribed narration. As the technology matures for webinar setup, com-
panies like Webex, GoTo Webinar, and Adobe Connect Pro have made
the service very affordable.

Webcasts add a video component to a webinar; however, audiences
cannot verbally ask questions. These have to be e-mailed in advance to the
presenter. But since the platform is not overburdened with data sharing
and two-way interactivity, webcasts are more suitable to serving large au-
diences. Webinar audiences, on the other hand, typically max out around
500 viewers.

Teleseminars resemble webcasts but without the video or screen shar-
ing. In this case, participants are given an option to receive slide decks and
other information in advance. Its then up to the audience to synchronize
these elements to the presenter’s narrative. An advantage of teleseminars
over webcasts is the interaction permitted with audiences. For example,
listeners can call in with questions during a live session. And like web-
casts, teleseminars provide an opportunity for a host to provide informa-

tion to a large number of people simultaneously.
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Google+’s HOA have become one of the most popular ways to engage
conversations with real people for virtual seminars and chats. Some of the
popular applications surfacing across politics and business include its use

in the following:

1. Company news or product announcements: Hangouts could include
company executives hosting a news release. The audience could in-
clude members of the press and other stakeholders.

2. Educational seminars: Because of their setup flexibility, collaborating
options, and an ability to fine tuning the end production, Hangouts
have emerged as a primary hosting platform for webinars as well as
one of the best mid-funnel content vehicles for building thought
leadership.

3. Peer-to-peer panel discussions: Industry thought leaders can be as-
sembled into an online roundtable for current event discussions,
survey data analysis, and trended news. Similarly, Hangouts can fea-
ture users groups for showcasing customer success stories or Q&A
sessions.

4. Video blog or video podcast episode: Interviews can be conducted with
leading experts as an opinion or advisory piece to host in lieu of a
video blog or video podcast episode. This could provide a refreshing
changeup if the episode featured new guests and thought-provoking
interaction with the right audience.

5. Virtual summits: In this case, you could livestream conference events

including the presentations of featured speakers.

Depending on the number of participants, hangouts should last be-
tween 15 and 45 minutes in a fast-paced setting facilitated by a modera-
tor. Up to 10 participants can collaborate throughout the dialog as it is
presented to members of Google+. During the live hangout, text ques-
tions can be taken from the audience.

Hangout experts find that a mix of attention getting pattern inter-
rupts and conversation spontaneity work best for HOAs. Although slides
provide an opportunity for pattern interrupt, care must be taken to al-
ways emphasize conversation over slides. And like all video media solu-

tions, lighting and sound quality are key. So it’s advised to use headsets to
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avoid feedback. For an excellent resource on setting up HOAs, check out
Social Media Week’s “Google+ Hangouts on Air” at heep://bitly/11JvZ3C.

To prepare and promote an HOA, hosts often use a special guest to
promote a teaser video. In the trailer, YouTube viewers are told of Hangout
time and invited to post a question using a hashtag. Viewers can then be se-
lected to join the hangout based on the thought-provoking nature of their
question. Consider how this was down by Facebook expert, Mari Smith at
heep://bit.ly/1pDIvIB or soccer superstar, David Beckham, at htep://bit
ly/1iKd60O]. Similar 1-2 minute teasers could be offered after post-
ing the broadcast on YouTube with highlight clips to encourage future
attendance.

When live, up to 10 members from a Google+ circle can collaborate
as an expert panel. But questions can be fielded live from up to a million
concurrent viewers. The entire episode can then be recorded, edited, and
uploaded on YouTube. And once uploaded to YouTube, you can then
host the edited Hangout on blogs, websites, and social platforms. In ef-

fect, you have your own TV station.

Hangouts
Webinars Webcasts Teleseminars on Air
Format
Audio v v = 7
Video v v
Slides v v v
Interaction
One to Many v v v v
Live Audience Calls v v v
Interactive Chats v v
ﬂf’ane[ Collaboration v v
Audience Access
Live View v v v v
Subscribed Recording v v v v
| |PublicRecording
Editing
Highlighting & Muting Speakers v
Editing Out Slow Moments/Distractions v
| [Public Recording v

Customer Success Stories

Customer success stories, also known as case studies, are arguably the

most credible sales content that you have under your control. According
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to a recent B2B Content—Marketing Trends Report, customer testimoni-
als and case studies are the most effective content-marketing tactics.! The
study showed that 89 percent of respondents found testimonials to be
effective, while 88 percent found case studies to be effective.

By letting your customers tell their stories in their own words, you are
adding a human element to your brand. Like any good story, the narra-
tive behind a case study can create empathy with the case study subject.
Especially if audiences appreciate the challenges faced by the subject, a
personal connection can be made.

Customer success studies be-
g come especially useful in marketing
Llient _
Testimonials ) W " when the content does not directly
, involve your product or service.
Instead, it involves a solution to a
problem your firm can potentially

address. For example, an account-

CASE
HISTORIES | - "’",,,u,_m;,',m;,,s‘o“m';:.mu"w.,,suy ing firm soliciting case studies on

how the firm’s exemplary tax ad-
vice bailed them out would not be as effective as a case demonstrating
how a particular asset management remedy or other accounting proce-
dure improved the case subject’s net profits. The accounting firm could
then feature themselves as an experienced advisor in this field.

But to be truly effective, the case study should follow a familiar story
arc with a journalistic tone. This includes you, the hero; a series of ob-
stacles standing in the way of success; and a turnaround in results follow-
ing the resolution of a problem leading to proven results. And by using
video, the case can more dramatically play out the suspense surrounding
challenges as well as the excitement of reaching a happy ending.

Opverall, some of the key advantages of using customer success stories

over alternative forms of content include the following:

1. Emotional connections: As discussed more in Chapter 3, storytelling
is the key to building an emotional connection with your audience.
When a case study is actually told as a story, audiences are more
likely to be interested in and engage with the content especially if

they can recognize some benefit relevant to their own challenges.
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2. Nonbiased endorsements: A great advantage of case studies is their
peer-to-peer influence and “show me” versus “tell me.” By having
an outside party endorse your offering, you can avoid coming off as
self-serving. Moreover, target audiences are more likely to empathize
with someone in their own shoes.

3. Word-of-mouth sharing: Many would argue that the greatest way to
improve word-of-mouth marketing is to amplify the voices of your
customers. And case studies appeal to a basic human instinct to tell a
story and give advice. So by sharing their success stories, you are es-
sentially empowering your case study subjects to sway the decisions
of your target audience.

4. Mid-funnel response: Case studies supply insight into how a problem
was solved, thereby making it useful for the consideration stage of
the buying decision cycle. But more importantly, case studies can be
crucial at the zero moment of truth (ZMOT). This is time when the
prospect is about to purchase and merely wants final reinforcement
through peer reviews, buyer’s guides, and customer success stories.
According to Weber Shandwick, the average buyer consults 11 con-
sumer reviews on the path to purchase."

5. Fine-tuned collateral: Rather than packing repurposed articles, bro-
chures, and data sheets into a customer application folder, sales per-
sonnel can handpick success stories from a library of cases that most
resemble the prospect’s pain points and interests. This further adds
an element of variety and personalization to the sales collateral.

6. Expertise: As the archive of case studies grows, you have more oppor-
tunity to showcase your expertise and where you excel. Only now,
you have the backing of outside endorsements.

7. Easily repurposed- A typical case study runs around 1,500-2,000
words, making it easily repurposed for e-Books, podcasts, best prac-
tice guide, and blogs.

8. Build partnerships with evangelists: Several case study writers high-
light the success they have had forging better relationships with
those willing to produce a case study. To begin, the discovery of will-
ing subjects often reveals your true evangelists. If conducted more as
a journalistic piece than an endorsement, the case subject themselves

could gain from the publicity.
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Blogs

Blogs are essentially websites that are regularly updated and displayed in
reverse-chronological order (e.g., most recent updates are displayed first).
The content is broken down into posts and published simultaneously to
many sites (syndicated) using an RSS feed that alerts subscribers when
new content is posted. Each post hosts a comment section where readers
are encouraged to provide feedback or engage in a discussion.

As a predominantly top-funnel asset, they provide marketers with
great opportunities to showcase their expertise and build trust one small
chunk at a time. And as blogging expert, Jeff Bullas, states “blogging gives
the introvert a voice.” Limited effort and personality strain is required to
get on this stage. Any reader advice or helpful tips can be offered in the
language of your own voice but in an unintimidating format resembling
that of a Word document.

For many firms, a corporate blog is the centerpiece of their content-
marketing strategy. Blogs can be readily shared on almost any social plat-
form. And they often serve as an aggregator of all other content in the
form of downloads, links, embeds, and recordings. This not only provides
a central repository for all of your media elements but also contributes to
search results. But more than an aggregator of searchable content, blogs

also function as the center of conversation as well. Because of the audience
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feedback and ability to host new topics, blogs provide an excellent oppor-
tunity to trigger discussion while gauging audience sentiment.

An examination of the most popular types of blogs will reveal the
following 12 archetypes. Since its early beginnings, the how-to5 continue
to dominate the archetypes especially if they offer detailed information
not easy to find elsewhere. These blogs normally average around 1,500
words and incorporate short video clips to reinforce visual learning. These
how-to blogs could be more readily scheduled than other blog types as its
tips are not tied to external events. Others like industry news, ratings, and
reports often require a significant time lapse between releases.

Among the key benefits of blogs over alternative communications

methods are the following:

1. Ease of publishing and updating: Blogs are hosted on very user-friendly
platforms, like WordPress, Blogger, and many other free sites, so that
almost anyone can set up and maintain their posts. Even the process
for embedding, linking, and moderating comments has reached the
point where little, if any, web master support is required. And in
contrast to that required for editing video content, updating blog
posts is not more difficult than crafting an e-mail.

2. Easily scannable: Unlike podcasts, webinars, and videos, a quick scan
of a blog post can let a viewer know if the content is relevant. And
by skimming text, parts of the blog could be skipped. This is more
challenging in audio and video where rewinds and bouncing across
content leads to more time consumed in reaching relevant points.

3. Easily found: Blogs can be syndicated through blog directory services
and subscribed through RSS. This makes blog content more readily
discovered while saving viewers time in search since they are alerted
of any updates. The ability to optimize blog text around key phrases
makes it highly discoverable by search engines as well. Google’s
Panda, Penguin, and Hummingbird algorithms place a premium on
continually refreshed content.

4. Easily linked: Blogs are more oriented to the topics of interest to
your audience, thereby attracting far more inbound links to its post-
ings than can be expected for a more self-serving website landing

page. And with the ability to easily cross-link postings, bloggers can
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interconnect a series of related posts. This further boosts the search
engine performance.

Top of the funnel (ToFu): Blogs are a great way to establish connec-
tion with target audiences early in their buying stage. Because they
are less resource intensive than mid-funnel content, they can be
more regularly published.

Ouwned content. With the exception of blogs hosted on LinkedIn,
Tumblr, and other social-networking platforms, most are hosted on
domains owned by the blogger. This limits the risk of unexpected
and undesired changes made by platform suppliers. A good prac-
tice when establishing your blog domain is to ensure you have your
name in the URL and not that of the software platform supplier
(e.g., blog.yourcompany.com vs blog.wordpress.com). Otherwise
you are merely building traffic for the platform provider.
Conversation with targets: Unlike a web landing page that hosts
comments, blogs are designed to facilitate conversations with its
audiences. In the process, this often helps build communities as re-
sponders feel connected to each other. It also provides greater oppor-
tunities for the blogger to identify, monitor, and connect with target
audiences.

Word-of-mouth spread: More than news articles and subscribed con-
tent, blogs can have the most vira/ impact on a content-marketing
strategy. Messages are highly portable, making them ideal for sharing
across any device and across any platform. And with word of mouth
being twice as effective as traditional marketing in terms of more
lasting results and new customer acquisitions, blogs offer a great op-
portunity to improve the bottom line."

Trail of trustworthiness: In his book, Yourility, Jay Baer discusses the
use of bricks and feathers in content planning.'* Blogs serve as feath-
ers, or a lighter content that allows readers to check you out before

digesting a 45-sminute webinar.

Small businesses, in particular, benefit from blogging as the cost and

time consumed to host a blog is far less than most content-marketing

alternatives. And since each post serves as a continually refreshed website

page, websites with blogs have 434 percent more indexed pages in which
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to attract the attention of search engines. Other notable statistics espe-

cially encouraging to small businesses are the following:"

* Small businesses with blogs generate 126 percent more leads.
* About 81 percent of U.S. consumers trust advice from blogs.
* About 37 percent of marketers believe blogs are the most

important type of content marketing.

However, with an estimated 400 million blogs registered globally, the
challenge to small businesses in particular is syndicating, socially sharing,
and advertising their blog posts in an ever-growing noisy blogosphere.
Chapter 3 discusses in more detail how to amplify your blog exposure.
This section describes what it takes to ensure that your blogs are tuned to

target audiences, focused on attraction, and backed by consistent qualizy.

e-Books

“The eBook has become the current standard for the long-form content
package. A lot of companies are moving away from the verbose white
paper to the sleeker, more appealing eBook.

— Joe Pulizzi, author of Epic Content Marketing

Marketing at the top and MoFu often involves the use of e-Books. And
unlike their more technical cousin, white papers, these 6-50 page PDF
documents are well suited for infotainment. Because they are usually
graphics heavy, e-Books provide a great avenue for businesses to commu-
nicate complex information in a fun and interesting way. This is especially
important at a time when audiences are secking ways to be entertained or
inspired when they consume content.

In the process of infotaining, you have an even greater way to show
your expertise than what can be done in a short blog post. For those new
to content, e-Books offer an easy way to launch in-depth content. Free
downloaded graphics and page assembly templates, for example, are of-
fered by companies like Hubspot. Once developed, the document can
then be easily saved as a PDF file where it can be stored on your own

computer site or via a hosting service like Google Drive or SlideShare. As
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Figure 1.4 Downloading Process for an eBook from Blog to SlideShare

demonstrated in Figure 1.4, an e-Book can garner SlideShare traffic while
being hosted as a blog download.
Among the key benefits of e-Books over alternative communications

methods are the following:

1. More in-depth content: e-Books offer more in-depth perspectives than
what can be offered in a blog post. Blogs are normally consumed
for more immediate needs. Consequently, you run the risk of losing
your audience with a very in-depth post that is too long to digest at
the time. e-Books, on the other hand, normally follow a blog or an
e-mail introduction to the content. These intros allow a preview of
its usefulness while permitting an easy way to download and archive
the e-Book until it could be read at a more convenient time.

2. Searchability: Search engines love longer content. In fact, according
to Jeff Bullas, a world-renowned content-marketing strategist, the
average content length for a web page in the top 10 results for most
searched keywords is 2,000 words or more.'® Although not one of
the best for SEO optimization, PDFs are nevertheless well scanned
by search engines.

3. Thought leadership: e-Books provide ample opportunity for you to
demonstrate your expertise by solving complex problems more com-
pletely than you can expect from blog posts. Over time, a series of
e-Books can become an excellent training resource that adds to your

thought leadership.
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4. Test trialing content. Unlike a printed book, e-Books can be dissected
and released as your individual topics are completed. This further al-
lows for an exploration of what really fascinates your audience before
devoting too many resources.

5. Opt-in for growing e-mail lists: By providing far more value than a
brief blog post, e-Books have a greater opportunity to enlist opt-ins
for e-mail. With a registration form, some information can be col-
lected about the subscriber. In addition, the downloads are casily
tracked thereby making them ideal for lead qualification.

6. Broad EPUB audience: Converting your e-Book to an EPUB-style
format can make it available on a Kindle, Nook, or iPad. The fact
that e-Book sales grew from $68 million in 2008 to over $3 billion
today attests to the popularity of readers enjoying this format.

7. Portability: Available on any smart device, e-Books are always within
reach.

8. Interactivity: e-Books are able to accommodate tweetable quotes,
graphics, and links for a rich content experience.

9. Speed of release: As an alternative to traditional publishing, e-Books
offer a much quicker route to production while providing instant

attachment through e-mail.

Some of the more popular applications of e-Books include its use in
playbooks or guidelines for mastering a task. Others applications include
the compilation of procedures, expert insights, or case studies that collec-
tively provide a comprehensive insight into solving problems.

For e-Books to be effective, they need to follow the same rules applied
to blogging including the use of imagery, small blocks of text, and short
titles that will pique your audiences’ curiosity. In addition, e-Books that
reference key influencers in the content have been shown to greatly boost
their circulation while adding credibility.

Opverall, e-Books offer a great way to advance your engagement with
target audiences. And when matched with a preceding trail of blog posts,
it not only remains one of the better methods for validating your exper-
tise, it offer sufficient enough value for your readers to download a regis-
tration form. From there, Chapters 4 and 5 will explain how the captured

e-mail can jump-start the process of converting leads to customers.
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e-Newsletters

e-Newsletters remain the third highest content-marketing tactic used by
B2B and B2C marketers. Despite its once tarnished image in the early
days of e-mail blasting, this content remains useful to audience secking

the following:

* updated trend information and other relevant business news;
* helpful tips on trade-related or other reader challenges;

* educational digests on new concepts or helpful how-to’s;

e curated clips of periodic newsworthy topics;

* links for related resources; and

* ratings and reviews.

Its real value over blogs and e-Books is the timeliness of topics where
updates are regularly expected. So when deciding whether you should use
e-mail newsletters in your content strategy, you should first consider the
nature of topics that lend themselves to habitual communication with
your target audience.

Managed properly, e-Newsletters offer a valid means of regularly in-
teracting with your target on a variety of updatable newsworthy items.
Some candidate topics include updates on industry trade shows, periodic
forecasts, industry news, expert tips, and product or service reviews. And
by targeting the information based on a subscribed audience of readers,
information could be tailored to the local and other specialized interests
of your readers. This is more of a challenge for e-Books and blogs that lack

a subscription mechanism.
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e-Newsletters also have an advantage of providing a content change-
up while still staying focused on a targeted audience. Notice how this was
done for a real-estate accounting firm in a quarterly newsletter aimed at
property managers in South Florida. Among the topics covered in the

issue were the following:

* New tri-county property management positions posted on
LinkedIn

* An interview with the continental group on COA and HOA
collection challenges

* New property developments in Palm Beach County

* Review of the top rated residential property management
software

* Preview of this year’s South Florida PM-EXPO

Much of this information was repurposed from blogs and a review al-
ready in progress but with a more humanized approach. This human side
was accomplished by using a recognized community expert and by post-
ing local community photos. This coincides with the results of a study
by the Nielsen Norman Group whose findings suggest that “readers be-
come emotionally attached to e-Newsletters and look forward to receiv-
ing them, provided they are timely and informative.”"”

e-Newsletters that share behind-the-scenes insights and community
goodwill activities can also strike an emotional chord with audiences be-
yond what can be expected from e-Books, webinars, or podcasts. And by
making these insights local and exclusive to subscribed members, audi-
ences feel more intimately engaged with your firm while associating your

brand with corporate citizenry.

Authoritative Reports

Another form of content that could greatly benefit your target audience is
white papers and market reporss. Unlike the more entertaining style of an
e-Book, however, this content has a more technical tone. Their purpose is
to convey survey or study results from research.

The benefit to readers, especially in B2B settings, is having docu-
mented evidence to back the study claims. This adds credibility to your
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thought leadership while allowing your readers to leverage your findings
as support for their own positions. Buyers, in particular, use white papers
and market reports to justify their choices. e-Books and infographics in

this case may not be taken seriously enough.

Slideware

Almost every successful content marketing has found a way to leverage
their blogs and e-Books into slide decks that allow them to host webinars
or live presentations. What many may not realize, however, is the tremen-
dous social power behind slide sharing. Readers enjoy the page-by-page
flips of predominantly visual content that have always been the prefer-
ence among business professionals too busy to read a lot of words. Be
even more importantly, the booming success of SlideShare has convinced
many firms to publicly host their content.

Referred to by Forbes as the quite giant of content marketing, Slide-
Share remains the world’s largest content sharing platform. Slideshare’s
special ties to LinkedIn allow you to seamlessly expose your slide decks
or e-Books in your LinkedIn profile (Figure 1.5) as a way to boost your
thought leadership. Because it provides social proof by way of views, com-
ments, and downloads, those viewing your LinkedIn profile can ascertain

your popularity as well.

Founder & CEO
Social Content Marketing
January 2011 - Present (3 years 7 months) | Fort Lauderdale, FL

Social media
solutions. wed . 3nd

sh"hﬁ’fﬁ.i@'

Figure 1.5 Embedding Slideware on Your LinkedIn Profile
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To create an effective presentation useful to your audience, the slides
should be highly graphic. The fewer the words, the better. Once devel-
oped, the slides get uploaded from a PDF format into your SlideShare
account channel where over 60 million visitors per month can like, com-

ment, download, and easily share your content.

Branded Content Tools and Apps

Perhaps the most promising form of educational content that audi-
ences find useful is when content solves problems in real time. Known
as branded content tools, these apps offer self-help assistance or gather
information from prospects for use in customized assessments. Discussed
widely in Chapter 12, brands and small businesses are discovering how
these apps can help solve immediate problems like removing stains or
fixing a drain.

On the less urgent end of the spectrum, many branded content tools
are used in analysis support where user data can feed an ROI calcu-
lator or product configurator on their smart phones as your audience
gets close to making a decision. This offers great potential to marketers
when addressing mid-funnel and bottom-funnel opportunities for sales

conversion.

Creating a Content-Marketing Landscape to Map

Your Format Requirements

Now comes the grueling research part of understanding what content best
resonates with your audience. By knowing content objective (instruction,
insights, or decision making) and the format preferences (webinars, pod-
casts, blogs, e-Books, etc.), you are well on your way to discovering how
your content will be useful.

What remains is an examination or content popularity in your in-
dustry as well as the resource demands to produce each type of content.
Shown in Figure 1.6 is an example of a content landscape to consider
when examining your most feasible media tactics. To help tailor what
content is applicable to your industry, the table also shows the popularity

of each type across resources to publish regularly updated content.
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Figure 1.6 Content Landscape for Preparing Media Tactics

Situational Triggers for Timely Placements

High on the list of many content-marketing plans is the timely sequenc-
ing of content across a target audience’s buying cycle. At the ToFu, con-
tent marketers have an opportunity to encounter audiences right at the
time they recognize a pain point. Known as situational triggers, these mo-

ments provide timely opportunities to post blogs and other ToFu content.



EDUCATING TARGETS WITH T-R-U-S-T-E-D CONTENT 43

Performance - Topic: Camera Ready Looks r%
+Trigger: Bride & Graduate Walk Down the Aisle !
+Trigger: TV & Stage Performance

+Trigger: Online Dating

Close-up Performance - Topic: Image
) » Trigger: Job Interviewing

+ Trigger: Hospitality

+ Trigger: Customer Relationships

Society Pressures - Topic: Peer Vanity
+ Trigger: High Society & Sorority Life Styles
f]+ Trigger: Class Reunions

« Trigger: Metro Male Events

Anti-Aging - Topic: Youthful Looks
+ Trigger: Lost or Gray Hair

')+ Trigger: Wrinkle Detection

« Trigger: Body Ailments

Figure 1.7 Situational Triggers for Cosmetic Dentistry

Consider the case of a cosmetic dentist shown in Figure 1.7. Many
dentists wait for signs of aging teeth as the moment to present their
message. Others see the value of encountering prospects the mo-
ment they detect hair loss, discover new wrinkles, or experience aging
ailments.

Using this moment as a situational trigger, their content could
be developed on the subject of antiaging, which features smile make-
overs as one of the antiaging remedies. This assumes that the content
is not perceived as self-serving (about teeth) or biased (about the
dentist).

Continuing the analysis across other targeted personas, moments
of encounter could then be identified for audiences planning to walk
down the aisle, perform on stage, or mingle in high-society circles.
When timed to reach the audience as they experience these early aware-
ness pressures, the content can then create an opportunity to influence
the consideration and evaluation phases of the audience’s decision mak-

ing as well.
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Transparent Content to Create Early Trust

Talk about things no one wants to discuss.
— Marcus Sheridan, founder, The Sales Lion

Now that your content is seen as timely, relevant, useful, and synchro-
nized, the next objective is to demonstrate your transparency. This means
revealing your insights on sensitive business issues like your price, your
problems, and who does the best job—all the issues marketers dread dis-
cussing. Why would we reveal what we were taught should always be held
close to the vest? Because it addresses your target audience’s biggest ques-
tions. Your contributions not only save them time, but you also relieve
them of the most aggravating part of their search process.

No one understands this more than swimming pool installer River
Pools and Spas that went from near bankruptcy to one of the largest in-
ground pool construction companies in the country. Their turnaround
came by educating their target audiences on what matters most to them.
The owner, Marcus Sheridan, blogged his way to success. And he blogged
about issues few companies want to discuss.

River Pools and Spas understood the power of solving lingering prob-
lems. Marcus Sheridan essentially took information from his website
FAQs and translated them into useful content. But rather than having
prospects dig out the data from reviews and competitive sites, they proac-
tively met their audiences in the early research phases with donated con-
tent. Today, some prospects download nearly 100 pages of this content
before committing to a contract. And they did this by being zransparent.
The company blogs on subjects we were told to put off until later in the
buying stage. For Marcus Sheridan, this meant preempting his target au-

dience’s biggest pain points with answers to the following:

e What does a fiber glass pool cost?
* Who are the best suppliers?
e What are some of the shortcomings in pool life and

installation?

To his pleasure, no one else seemed willing to address these issues for
fear of competitive exploitation or the risk of creating a premature expec-

tation with the prospect.
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Like Marcus, a common practice followed by leading bloggers is to
actually survey their customers on what they are most anxious about
when considering a solution the blogger can address. Others examine the
FAQs logged over time from their field sales force or customer support
teams. Regardless of the mechanism, the closer the question relates to
sensitive pricing and problems, the greater the opportunity you have to
demonstrate transparency.

Knowing that sales and profits will come later, River Pools and Spas
first proved themselves as a worthy member of their prospects’ attention.
And by risking exploitation from divulging free and competitively sensi-
tive information, the firm started a trail of trustworthiness. The gesture of
helpfulness, in essence, opened the doors for prospects to determine if the
firm’s contributions are useful and relevant to their passions or business

challenges.

Engaging Content for Attentive Learning

As this chapter deals with educating our audiences, we only need to con-
sider the level of attention deficit pervading our society. To keep students

engaged, we have to:

1. adapt to their learning and communication styles;
2. keep them involved; and

3. entertain them as much as possible.

The same applies to readers, listeners, and viewers of our content. If
we expect to stand out from the growing noise of content marketing, we

need to engage them.

Selecting Content Communication Modes that Resonate
with Target Audience

The first stage of the defining engaging content involves the selection of a
communication mode most suitable to a target audience’s learning style.
Does the audience prefer to listen, read, or view? And if a visual context
rules the day, are they better served with graphics, photos, animations,

slides, or videos?
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Viewing Content

It goes without saying that a picture is worth a thousand words. In fact, we
process visuals 60,000 times faster than text. Perhaps the most widely dis-
cussed topic in social content circles over the past year has been visual sto-
rytelling, a subject covered in Chapter 3. But visuals also play a key role in
instruction and information. The rapid rise of slide decks, infographics, and
photo galleries is testimony to how brands and small businesses are embrac-
ing this short-form imagery format by audiences overwhelmed with text.

But if a picture is worth a thousand words, then a video is worth a
million. In fact, according to Dr. James McQuivey of Forrester Research,
one minute of video is worth 1.8 million words. As the top format for
content marketing, videos especially pique the interest of your target au-
dience while establishing an emotional connection. And with 78 percent
of the world adult population watching at least one video a week, it is
not surprising that videos have moved front and center in most content-
marketing strategies.'®

What has fueled the growth of video is a combination of its grow-
ing popularity and effectiveness in driving internet traffic. According to
The Hazlett Group, Cisco, and Imedia Connection, consumer video traf-
fic will reach 55, 69, and 90 percent, respectively, of all global Internet
traffic in the very near term." To fully grasp the enormity of this popu-
larity, consider that over 6 billion hours of video are now watched on
YouTube every month by an estimated 1.15 billion people. Without a
doubt, video content has become the most crucial component for most
content-marketing strategies.

Like most content distributed through social media, videos are useful

in storytelling and education. The former, a subject covered in Chapter 3,
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represents a new generation of connection based on entertaining and in-
spiring audiences. And according to experts, this application clearly has
more potential in terms of engagement and emotional connection. How-
ever, the use of video for instruction and information has arguably more

impact on helping target audiences make an informed buying decision.

Listening to Content

Next to video, audio has the next highest impact on humanizing content.
Its preference over video has much to do with its “on the go” accessibility
and suitability for multitaskers. And whether it’s used for audio books,
podcasting, slidecasting, streaming radio talk shows, or online conference
recordings, audio represents the only practical way for “mobile-equipped”
audiences to consume content while exercising, commuting, waiting in
line, or working at their desk.

As almost all new-generation cars equip passengers with plug-in
smartphone podcasting (e.g., Apple CarPlay, Stitcher, and Tuneln), audi-
ences will become more accustomed to selecting their own audio content
on demand. The advantage to content marketers is that audio provides
one of the best ways to build credibility and authority.

When released consistently, audio content builds a high level of ind-
macy with subscribed audiences without having to incur the higher costs
of radio broadcasting and most online video productions. Quality sound
can now be produced for less than $200 for a microphone and software.
And the ease of social sharing on MP3s and audio platforms rivals that of
YouTube videos.

Of course, a downside to audio is the fact that they are linear, mean-
ing that you cannot skim them. And if the audio quality or conversational
style of the host is not that of a radio broadcaster, audiences could quickly

get turned off.

Reading Content

With the continual rise of microblogs, textual content will remain a pre-
ferred choice among those accustomed to short-form tweets, posts, and

text messaging. Add to this the accelerating growth in native advertisin
ging, g8 g



48 SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

content, and a strong case can be developed for textual content surviving
the onslaught of social video, visual storytelling, and infographics.
Textual formats still have the advantage of quick release times, quick
loading times, and low-budget development. Despite the hype surround-
ing video search results, more opportunities are given to textual blogs
and articles to score precisely on targeted key words. Finally, text has the

advantage of self-paced scrutiny, skimming, and repurposing.

Getting Audience Involvement

One way to keep our audiences engaged in our content is to get them
involved. Consider content that asks us how to resolve a debate, solve a
riddle, or offer an opinion. Aren’t you at least curious to know whether
you have the correct answer?

Research demonstrates that audiences are often entertained by a cog-
nitive challenge or through conclusion curiosity. Although not as power-
ful as humor or performance entertainment, this technique is often the
preferred choice of content marketers seeking to engage their audiences
under a reasonable budget.

Among the most popular types of participation that perform the best

on engagement are the following:

* completing the message;
¢ resolving the problem; and

¢ following a script.

Common to each method is a way to attract us with a mental moti-
vation to finish the exercise. If successful, we can applaud our wits and
talents at mastering the task. In the process, content marketers get us to
ponder over the concept or follow the steps of mastery.

In so doing, they lay the trail that pulls us through their entire mes-
sage. That is why this technique scores high on engagement. But content
marketers face a tough challenge in their attempts to direct our cognitive
efforts on a meaningful and well-understood brand message.

Consider the wave of eye tests and other mind games flooding our

LinkedIn updates. Our attention to these games is evidenced by the
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inordinately high amount of comments as readers attempt the math or to
solve the puzzle. But unless the game leads to a brand story or educational
content, the game merely serves as a marketing gimmick.

One way to keep your audiences involved in your content is to fuel
a debate. By leaving your blogs open ended (i.e., letting you audience
decide for themselves vs you providing an answer), you can encourage
readers to engage deeper into the content. This can often be accomplished
with polls embedded in the blog that ask readers to cast a vote. In the
process of stimulating a debate, the content marketer has an opportunity

to keep the audience engaged in the content.

Making Content Entertaining

Without a doubt, the move toward entertaining content in B2B as well as
B2C environments represents the most dramatic shift to how we market
in a growing sea of content. Chapter 3 covers in more detail how the
use of humor, astonishment, concept imagery, heartfelt moments, perfor-
mances, and storytelling is critical to build an emotional connection that

supersedes any content engagement at the cognitive level.

Deliverable Content for Audience Convenience

Much like the pressure felt by universities customizing their courseware
for classroom, online and hybrid formats, content marketers are chal-
lenged with adapting all of their content to fit the social platform and

device preferences of their targeted audiences.
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Black = Major
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Facebook | 94%
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image | Video|Link
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Pinterest | 47%

Instagram | 28%)

* Percent of marketers using the social media platform (Social Media Examiner, 2014)

Figure 1.8 Compatibility of Content with Most Popular Platforms

Chapter 9 discusses the need to embrace omni-channels especially
in a growing population of mobile platforms that cannot accommodate
many of the content formats used for desktop display. Chapter 8 also
discusses the strong drive toward native advertising where content resem-
bles surrounding advertising. Whether it’s a sponsored post or short-form
advertorial, this requires content to be repurposed as microcontent that
seamlessly blends into someone else’s news feed or feature article.

Perhaps the biggest challenge to content marketers is adapting the con-
tent to the tone, style, and audience expectations of all of the major social-
media platforms. Each platform has a unique way to accept posts or links
to your content. Moreover, some are more infotainment oriented, while
others are more serious or instructional in nature. Shown in Figure 1.8 is an
example of how the top platforms vary in their content expectations. This is

a typical representation that does not apply to all industries.

Summary Model of Trusted Content for Education

In summary, for content to educate our target audiences, it has to be
useful, trusted, and engaging. Shown in Figure 1.9 is a model of the rela-
tionships between each trust determinant to each other and the outcome
variable education. Also shown are the content requirements to consider

when developing your content-marketing strategy.
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CHAPTER 2

Escorting Prospects with
Frame-of-Mind Connections

We see our customers as invited guests to a party, and we are the hosts.
Its our job to make every important aspect of the customer experience
a little bit better.

—Jeff Bezos, founder and CEO of Amazon.com

Now that our content has been planned to meet the format objectives and
pain points of our targeted personas, it has to fit your prospect’s frame of
mind. If done correctly, we could let our content do our talking in a less
intrusive way than how it has been done traditionally. This more permis-
sive way of marketing especially suits today’s B2B buyer who is estimated
to be two-thirds to 80 percent of the way to a buying decision before they
reach out to a sales person.

Historically, lead generation and nurturing was a process controlled
by sales people that advanced prospects from leads to customers through
business card sharing, ad follow-ups, trade show courting, and cold call
interrupts. Each of these elements would steadily advance a customer
from overall awareness to information gathering (criteria development),
competitor evaluations, and ultimately to a purchase.

From today’s fast-growing adoption of inbound sales, however, we can
conclude that relationship building through highly useful content sharing
offers a more promising customer connection than what can be expected
from traditional cold call techniques. Sales and marketing personnel are
now collectively leveraging their content, social networks, and social cus-
tomer relationship marketing CRM systems to nurture sales leads.

This process begins with the content landscape guidelines laid out in

Chapter 1. The next logical step, therefore, is to align the content to your
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target audience’s buying stage as though you are escorting, not pulling,
your prospects through the funnel. Using marketing automation systems,
the right content can be served to your prospect based on your prospects

downloading behaviors. More on this will be discussed in Chapter 11.

ESTABLISH SEGMENT & COLLECT b RESPOND TRACK &
TRUST SORT INFORMATION Y PERSONALLY |l TWEAK

Al
/ -5-C-O-R-T Prospects with Trust & Fr

Y

Shown on the right of Figure 2.1 is an example of how carefully
crafted content shared across social-media channels can progress a target
audience from a potential sales lead to a customer. In this case, the se-
quenced release of blogs, e-newsletters, webinars, case studies, and prod-
uct reviews can be leveraged as a means of progressing leads and prospects
to customers. The keys to advancing customers through these stages is to
continually create trust with seller familiarity, sincere problem solving,
and incentives for prospects to test drive your offerings.

Early in the process of engagement, for example, target audiences are
best met with content that allows them instant education on something
you can potentially fix or further edify. This top-of-the-funnel (ToFu)
content should then educate or help the visitor to better understand
what they came looking for when they searched for content like yours.

Most often, ToFu content includes content that educate audiences
about your area of expertise (but without suggesting your offerings at
this stage). These techniques set the stage for you to demonstrate your
knowledge while creating an atmosphere of trust. At the same time, your
prospect is provided a solution free of charge. Consequently, they may
share your advice to others.

Should you elect to go this route, you are now on the hook to con-
tinue feeding your audience with relevant content. When successful, your
prospect gets a complete view of how you regularly solve their problems.
You not only gain trust, the prospect begins to rely on you as a source

of expertise. For example, consider how a video blog dealing with your
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Cold Calls, Tradeshows, Direct
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Information from Salesperson,

Information Search Industry Analysis
Middle
Proposal & Demos by Sales,
s References by Sales
ales
Bottom Upfront Contract/Payment

Content Marketing Funnel

(Informative & Instructional)

Articles & Blogs (e.g.,
Comprehensive “How to,”
Breaking News), Video Blogs, Tip
Sheets, eBooks, White Papers

..Now

Awareness of Need

Marketing

Information Search Industry Reports, Demos/Tutorials on
Product Use, Podcasts (Audio &
Video), Webinars, e-Newsletters,
Product Reviews, Top 10 Awards, Case
Studies, eBooks, White Papers

Sales
FREEmiums (e.g., Test Trials, Consultation, Apps, etc.)

Figure 2.1 Comparison of Outbound and Inbound Marketing

industry segments business challenges can create overall awareness of
your industry contributions.

A series of “how-to” videos, articles, and blog posts can then enlighten
your prospect on TALK-worthy topics. Hopefully, at this stage, your
prospects are delighted with free content that solves problems close to
home. A challenge at this point, however, is to keep the prospect engaged
while advancing their motivation from early interest to desire to outright
action (e.g., pulling out their wallet).

Now imagine this progression taking place without your coming
across as pushing your agenda. At the same time, you want your prospect
to advance from a “general awareness of a problem you can solve” to
“what should they consider” to “why you are distinctly favorable.”

In subsequent middle-of-the-funnel (MoFu) phases (information
search and evaluation of alternatives), you can begin discussing your

brand as some trust has been earned. Consider using techniques like
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reviews, case studies, and webinars where prospects can gather informa-
tion that allows them a thorough and objective vendor evaluation. What
you gain at this stage with helpful content is a customer that has devel-
oped a sentiment of allegiance toward your contributions. A challenge at
this point, however, is to develop more content that invites the customer
to test drive your offerings perhaps through an online (YouTube) demo,
a webinar, or a free trial. More on this will be discussed in Chapter 13.
Shown in Figure 2.2 is an example of a quarterly content plan devel-
oped for the real-estate accounting firm discussed earlier. The content se-
quence addresses its property management audience using the landscape
table shown in Figure 1.6 as a foundation for selecting its overall content
selections. Keep in mind, however, that a company’s content progression
through its respective buyer journey differs widely across industries. This

particular example is representative of professional services.

\/ *Top 10 considerationsfor considering and calculating special assessments 7\
*8tips forgenerating residential property revenue beyond rents and dues
Weekly || *5waysto minimize community property security expenditures

300 Word || «How to accountfor and adjust HOA reserves in economic downturns
Blogs *7 property manager steps for running profitable community socials J

Awareness
Of Need

Information
Search

Evaluation of
Alternatives

o, d

*Top 10 reasons why property managersfail to balance annual budgets
*6 reasons why HOAs lose their grip on delinquentcollections
Podcasted *Usingspecialassessmentsinlieu of annual dues increases

Video Blog *12 ways to boost referralsand renewals

*How to adequately account for hurricane preparation expenditures ),

*Property management positions posted on LinkedIn 7\
*Interview with the Continental Group on COA and HOA collections challenges
*New property managementsoftware arrivals

*New property developments

*Preview of Oct. 2014 South Florida PM-EXPO J

K<

*Review of top rated resi ial property
software

e

%\Mﬂd

Whitepaper

4
Product
Review
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overruns
*Howto manage bank foreclosures asrentals

#Securing lines of credit for property management }

*How one company renovated properties in a tough
economy

Webinar cash flow

or eBook

*Unlockthe secrets to maximizing community prope rty]

managementaccountingissues

FREE

*30 min. phone consultation on property
Consultation

Figure 2.2 Example of Quarterly Content Progression Through
Buyer Stage for Accountant Selling to Property Managers



CHAPTER 3

S-H-1-P-P-I-N-G Content

with an Emotional Twist

Anyone who tries to make a distinction between education and
entertainment doesn’t know the first thing about either.
—Herbert Marshall McLuhan, philosopher

of communication theory

Now that content trails have been developed and sequenced in line with
your audience’s frame of mind, we need to dress it up for an emotional
connection primarily through the use of storytelling, humor, and inspira-
tion. With content that is timely, useful, and relevant, audiences begin
to know us. And as we show evidence of transparency and empathy, we
begin to earn their trust as well. But to really engage our audiences, we

need to get them to Jike us.

i-P-L-E-A-S-E with Likeable Content

In his popular book, Likeable Social Media, Dave Kerpen describes how
you can delight your customers with likeable content and social engage-
ment. Consider his concepts as having to i-P-L-E-A-S-E with likeable
content. If your blog, for example, can inspire others to share their own
stories, audiences will undoubtedly grow to like you. The same holds for
content that exudes your passion. But even the most enthusiastic piece
will fall flat if your audience senses you are not interested in them. It is
important that your content invites input. Drafting content that shows

ou listen and empathize with your audience will drive “likes” and “shares.”
y Y
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EMPATHETIC

A great way to set the stage for likeable content is to get personal
with your audience. Use language and share stories that reflect your own
values. And do it in an authentic manner. Successful bloggers know that
the days of PR-vetted speech have been long replaced with a voice that

reflects a real person.

Wheel of Emotional Content Attributes

At the heart of any likeable social marketer is their heavy use of content
that strikes an emotional chord. Content that evokes “high-arousal emo-
tions” is more likely to go viral than is educational content. Consequently,
marketers are capitalizing on emotional techniques to boost visibility and
engagement even if the path of connection involves education.

Authors in the field of content marketing refer to this stage of strategy
development either as amplifying, electrifying, or igniting content. Lets
first start by calling it what it is: we are shipping our content through
online channels. The reason for emotionalizing this content on its way
for delivery is to get it ready for a surprise discovery or something that
moves our audiences. Once opened, it needs to get your audience excited
enough to digest it, share it, remember it, and, most of all, create one
more sentimental attachment to you or your brand.

Scores of blogs and articles have covered the subject of emotional
content. While some have justified a set of emotional stimuli from psy-
chological studies, we seem to be left with a mixed bag of psychologi-
cal stimuli, voice characteristics, and media formats as a framework for
studying viral content. Add to that the myriad of expedited practitioner
pieces on “6 ways to. . ., 7 emotions for. . ., etc.,” and you can see why

content marketers lack a cohesive set of meaningful emotional drivers.
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Figure 3.1 S-H-I-P-P-I-N-G Content with an Emotional Twist

There is, however, a convergence developing between theories of emo-
tional drivers and what is implied from viral video statistics. For example,
content marketers and researchers seem to agree that emotions associated

with viral content have the following attributes:

1. They are either personal, visual, or inspiring in nature.
2. 'They get our audiences to know, like, and trust us.
3. They often entertain our audiences with humor, games, or stories.

4. 'They can reflect positive or negative conditions (e.g., joy vs fear).

Sorting out these characteristics for completeness and category dis-
tinction, an evaluation of viral content leads us to eight primary attributes

of emotional content as displayed in Figure 3.1.

Surprising Audiences with Spontaneity,

Pranks, and Bold Change

In almost all cases, content that goes viral has an element of surprise to
trigger attention. By itself, however, surprise does not qualify as an emo-
tion stimulus, but when combined with fear, sadness, anger, disgust, or

joy, it accounts for nearly every case of emotional content.
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This “element of surprise” often happens as an unexpected twist re-
vealed toward the end of a content piece. In perhaps its most effective
setting, the element of surprise is cast in a monotonous public setting that
challenges crowd routines with a “let loose” spontaneity.

Dozens of flash mob videos garnered millions of views when cast in
unsuspected public settings including malls, train stations, airports, pub-
lic squares, and universities. Consider how effective T-Mobile’s was in
stirring hundreds of folks at London’s Liverpool Street Station (htep://bit
Jy/1uB3NWT). The unsuspected breakout of dancers presents a strong
case for public spontaneity as an audience engager. By adding this element
of surprise to the dancing euphoria, the video garnered over 4 million
views.

In similar manner, Banco Sabadell (http://bit.ly/10CPP1H) surprised
a huge outdoor audience with well-orchestrated music. Beginning with a
small number of professional musicians, the audience was overwhelmed
by an eventual full orchestra accompanied by a music choir. In less than
two years following its release on YouTube, the video surpassed 50 mil-
lion views.

Besides flash mobs, firms have capitalized on surprising crowds with
augmented reality. British digital agency Appshaker stirred up a crowd at
a UK mall for National Geographic Channel. The passerby’s were invited
to interact with wild animals and other fictional characters on a big screen
(heep://bitly/1y8aXm1).

Pepsi Max took this one step further in a public prank also created
by augmented reality (http://bit.ly/1ryubdX). Crowds, in this case, were
shown aliens and heart-stopping scenes through cameras disguised in bus
shelters. And much like other crowd-disturbing entertainment, the video
went viral. In a similar vein, a coffee shop in New York startled the wits
out of unsuspecting customers witnessing a telekinetic tantrum (htep://
bit.ly/WKPwrc). The video amassed over 55 million views in less than
6 months. This combination of surprise and fear attests to the impact that
negative emotions can also have on viral content.

Besides spontaneous public disruptions, another element of surprise
involves an unexpected change of routine. In a daring move to chal-
lenge the mundane airline-safety instructions we all dread, Virgin Atlan-

tic surprised their patrons with an entertaining approach to the subject.
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Passengers were likely startled to see such an unorthodox approach to
conveying serious safety issues. But the performance of the same video on
YouTube demonstrates its high favorability. Since its release, Delta (http://
bit.ly/1nPkrhl), Philippine Airlines (htep://bit.ly/1tkJECa), Southwest
(htep://bitly/1rLZ3uN), and others have followed suit.

But not all of these unexpected routines require exorbitant budgets.
Melbourne Railways took a chance with their light-hearted approach to
safety. Their “Dumb Ways to Die” video (htep://bit.ly/1tUVBvT) not
only reached 100M views and 100K thousand likes, the public service
announcement was produced using low-budget animation and amateur
tunes. Like Virgin Atlantic and other airlines, Metro clearly demonstrates
that audiences need stimulation. And one way to accomplish this is

through the element of surprise.

Humanizing Brands with Personality, Empathy,
and Behind the Scenes

Humanizing brands is nothing new, but it wasn’t as important back when
brands controlled their own perceptions. With social media transfer-
ring control to consumers, however, open and honest conversations have
taken over vetted speeches. And content marketers are quickly grasping
that, without personality, brands will die on the vine. But brand personal-
ity requires more than a distinctive, humanized voice.

First, the values represented by the brand have to resonate with the
target audience across every piece of content. If done effectively, a brand’s

personality often reaches a sweet spot usually in one of five dimensions:

excitement (Disney’s its a small world)
sincerity (Dove’s real beauty sketches)
ruggedness (Red Bull’s give you wings)
competence (Chipotle’s food with integrity)

RN S

sophistication (Grey Goose’s fly beyond).

GE shows its personality through its technology. They consistently
show how their technology changes the lives of those that depend on

it. From stories of a Japanese doctor jet skiing across islands with GE’s
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medical equipment to Scottish islanders that harness the power of their
tide-driven undersea turbines, GE’s personality is cast as a caring and in-
novative provider of life-altering technologies.

Secondly, the voice has to be consistent across the enterprise. Here is
where the rubber meets the road. A firm’s personality has to be as con-
sistently described and enforced enterprisewide as Apple’s making people’s
lives easier or Virgin Atlantic’s vibrant, loose and fun image. Undoubtedly,
it helps if the voice is a reflection of the founder’s personality and vision as
in the case of Apple’s Steve Jobs and Virgin’s Richard Branson.

In addition to sporting a personality, brand humanizing requires us
to drop the corporate speak. In his book, There Is No B2B Or B2C: Its
Human to Human #H2H, Bryan Kramer builds a compelling case that
much of what we read is riddled with messaging that is too complicated
and overly thought out. Instead, he argues in his 5 Basic Rules for Speaking
Human that content should “market to the heart, and sell to the head.”
This means getting to the point in as few words as possible. It also means
putting yourself in your customer’s shoes when crafting communications.

A great example of this emparhy toward customers can be seen in TSB
Bank’s Story of the Reverend Henry Duncan (http://bit.ly/1pz18V1), a
man whose radical creation of a trustee savings bank resonated with ordi-
nary hardworking folks. The stark contrast of Duncan and today’s global
investment firm resembles that of George Bailey and Henry Potter in “It’s
a Wonderful Life.” In so doing TSB humanizes their brand. Another ex-
ample of empathy is displayed by Ram Trucks (htep://bit.ly/1qdPdANW).
Their story of how God made a farmer on the eighth day is done as a trib-
ute to the hard work ethic and unique attributes of a farmer. The video
generated over 17M views and 55K likes.

Finally, emotional connections can be made through content when
the audience is invited to play a role or belong to a community. Access to
behind-the-scenes content, in particular, is a great way to build a sense of
togetherness. J. Crew’s “Color Crazy” video reached over a million views
after introducing audiences to their down-to-earth and even quirky team.

By allowing users to help shape a brand through their crowd-sourced
inputs or their own content, firms enable audiences to earn bragging
rights. Microsoft can attest to this audience role back when Windows 7

was introduced. Their infamous “I'm a PC and Windows 7 was my idea”
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campaign created an emotional attachment to a brand not well known

for humanizing.

Inspiring Audiences to Overcome, Shoot

High, or Make a Difference

Much like entertaining content, inspirational messaging transcends the
best of informative and instructional content. Did you ever notice how
many tweets, posts, pins, videos, or other news feed updates are intended
to lift our spirits or encourage us to pursue a better self? In general, most

content of this type relates to

overcoming obstacles,

feeling spiritually lifted and grateful,
aspiring for better self endeavors,
pursuing dreams,

discovering talents and gifts, and

AN ol

Eureka moments.

Among the ways that inspiring themes lead to viral content is through
messages of hope and encouragement. This is often done by allowing
us to live vicariously through the lives of those experiencing far greater
misfortune.

In “My Last Days, Meet Zach Sobiech,” I asked my students why
they felt inspired from a video leading to Zach’s final hours. Most claimed
it gave them a sense of closure with their own issues. Others implied it
made them feel grateful and more willing to take chances in life. This
may explain why Phizer’s “More than Medication” (htep://bit.ly/118Pxe2)
performed so well. A boy deals with his emotions of a dying child by re-
vealing his building graffiti that encourages her to be brave.

Other forms of inspiration include the many no pain, no gain mo-
ments of truth used primarily in sports content. Brands often capital-
ize on this technique to tap into our resilience and resolve. Perhaps no
one does this better than Richard Simmons, whose promotion of weight
loss programs over the past 35 years claims to have helped humanity

lose over 12 million pounds. In Nike’s “Find Your Greatness” campaign
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(htep://bit.ly/UyMmFp), the centerpiece of content features an over-
weight 12 year old, Nathan, toughing out a grueling and lonely jog. The
campaign is not only meant to inspire everyday athletes, but it also sup-
ports their motivational hub for athletes looking to “share their progress
and success through social channels.”

Another way that inspiring content taps into our deepest emotions is
through reassurance. Dove does this very effectively in their “Real Beauty
Sketches (htep://bit.ly/1qdUNzZ).” The tear-jerking video reached over
60M views in less than a year as women realized they are their worst
beauty critics. Backed by a statistic that only 4 percent of women world-
wide consider themselves beautiful, Dove creates an especially strong
emotional bond in their commitment to “create a world where beauty is
a source of confidence, not anxiety.”

Finally, inspiration aimed at pushing our aspirations can work well
in audience reach and engagement when backed by personalities we ad-
mire. From Eureka moments of newly recognized talents to first attempts
at fighting depression, inspirational content can create perhaps the most

lasting emotional connection with your audiences.

Entertaining Audiences with Humor, Games,
and Animated Stories

Another way to spark emotional connections from content is through
playfulness. Audiences are stimulated by games, animations, and humor.
Humorous videos, in particular, offer perhaps the greatest opportunity to
create an emotional connection with audiences. We only need to look at
the vast knowledge gained from thousands of commercials recast on You-
Tube. My own study of over 3,000 commercials recast on YouTube found
that over 95 percent of those social videos reaching over 50,000 views were
playful in some way. And two-thirds of these involved some sort of humor. '

A challenge to brands and small businesses, however, is breaking the
mold of the traditionally serious content used in their industries. But con-
sider how serious businesses like insurance are now convinced that humor
trumps almost every type of video content. Geico, AFLAC, Allstate, Pro-
gressive, and State Farm have all taken this route after years of reluc-

tance to poke fun of serious subjects. Add to this entertainment form the
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growing popularity of videos, and you can understand why recast com-
mercials have become highly strategic elements in many content-market-
ing strategies. To understand humor and how it’s applied, the scholarly
literature points to three theories, whose various combinations lead to 10

types of humor listed later. In general, we tend to laugh when we

1. see something out of sorts (incongruity theory),
2. enjoy others’ misfortunes (superiority theory), and

3. release ourselves from inhibitions (relief theory).

Humor Using Comic Wit

Stemming from the incongruity theory, comic wit remains the most pop-
ular humor technique used to attract and engage audiences. Consisting
of exaggeration, irony, surprise twists, and perceptual discords, this cogni-

tive form of humor makes us laugh at the unexpected.
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Exaggeration

As shown in Figure 3.2, exaggeration, in particular, is the number one
attention getter among all humor techniques used in viral YouTube vid-
eos. The use of exaggeration dates back centuries as a comic device and
popular figure of speech known as hyperbole. Consistent with the theory
of incongruity, it suggests laughter results from seeing things out of sorts.

Most of us laugh when we witness over-the-top demos or exagger-
ated stories. Perhaps the most famous of viral videos in this area is the
case of Blendtec. The founder, Tom Dickson, produced a series of vid-
eos that grossly exaggerating how iPads, golf balls, and even a garden
rake could blend in his blenders (htep://bit.ly/1k62WbE). After 186 vid-

eos, Blendtec’s retail sales increased 700 percent, while its YouTube site
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Figure 3.2 Performance Results of Social Videos Using Humor

enlisted 200,000+ subscribers and surpassed 200 million views. There
over the top demos were featured on the he Today Show, The History
Channel, The Tonight Show, and The Wall Street Journal.

An effective technique used in exaggeration taps into our emotional
response to overreactive behaviors. In this case, we laugh at how oth-
ers take such extremes to make their point. Forceful demonstrations, for
example, are often loaded with intensity so that we can appreciate the
peculiar nature of others. In a similar vein, some of the top viral videos
show scenes of extreme naiveté or protectionism where we shamefully
find ourselves or close ones exhibiting these same fanatic behaviors. The
laughter in this case has much to do with pointing out our own quirks as
overprotective Dads, star-struck admirers, or wired up Type A's.

Finally, many brands and small companies have capitalized on the vi-
sual side of exaggeration. Seeing the visual anomaly, our brains often ask:

“can that really be true?” Some of the most popular comic devices used in
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this form of wit include the display
of supernatural performances, mo-
tion distortion, exaggerated body
reactions, and incredible allure.
The key to using this humor
technique, however, is making it

evident that the object of exaggera-

|
L . (.
tion is beyond the realms of possi- T

bility. For example, Aaron Rodgers
throwing an 80 yard pass would amaze us, but LeBron James making a
full court buzzer beater from the top of the stands would make us laugh.

The popularity of exaggeration as an entertainment device can be at-

tributed to the following:

1. It rarely offends any particular audience.

2. It can be easily grasped visually, emotionally, or cognitively.

3. It can be easily produced in low-budget settings (e.g., BlendTec’s
200M+ view channel success was achieved with a purported

budget <$10K).

Perceptual Discord

Like exaggeration, perceptual discords represent a form of comic wit.
But instead of showing extremes, they show us something out of touch.
Stemming from the theory of incongruity, this concept entertains us by
contrasting what we see with what is routinely expected. Mentally, we are
asking ourselves: “Did I see that correctly?”

This perceptual discord can be realized in the form of visual anomalies
like impersonations, eccentric behaviors, or bizarre substitutions. In each
case, we detect a mismatch with common perceptions. In the case of odd
behaviors, we often laugh at the innocence of children or animals acting
as adult humans. Witnessing the character contrast, our laughter is cre-
ated by a harmless cognitive shift where we often imagine an underdog
putting others in their place.

Throughout the last decade, this concept has been played out with

overperformances. Consider the babies in E-Trade and Evian that pose
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as adults. Several viral videos also feature animals going the extra mile
to motivate themselves or their masters. A great example is the highly
popular Nolan Cheddar video where a mouse driven by “Eye of the Tiger”
musters up the energy to escape its trap (heep://bit.ly/1s2NsFl).

Another technique used in perceptual discords relates to our visual-
izing objects or scenes taken out of context. Some of the top viral vid-
eos show unconventional routines or unusual settings surrounding the
highlighted activity. In other cases, the viral videos make us laugh when
we imagine a human depiction of abstract concepts or literal interpreta-
tion of idioms. EDS did this well in their portrayal of cowboys literally
herding cats (http://bit.ly/Im2HWO0y). Geico uses this technique regu-
larly. One skit, in particular, exemplifies how “words really can hurt you”
(htep://bit.ly/10y09YL) by showing a cowboy running into a large sign of
letters spelling “The End.” In each of these cases, the attempt at humor is

based on audience detection of a mismatch with what their minds see as

a common practice.

A concept similar to misrep-
resentation involves the substitu-
tion of animals or objects with a
bizarre alternative. One popular
technique includes anthropomor-

phism, where human attributes are

ascribed to abstractions. Allstate
used this form of humor to depict the concept of “mayhem” through the
careless habits of an unruly actor who exemplified the dire consequences
of poor insurance coverage.

Some viral YouTube videos portray scenes of animal substitutes such as
that found in squirrels substituted for running bulls. Like sound imitations,
these bizarre substitutes allow our imaginations to vicariously live through the
substitute actor.

Finally, one comic device used in perceptual discord relates to non-
sense. As a cognitive exercise, this form of humor makes us logically see
something off kilter. Humor in this case arises out of our confusion with
the relevance or choices made by the actor. Upon witnessing their naiveté
or imbecile nature, we then laugh at blaming the confusion on the actor’s

ineptness or empty dialogues.
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Surprise Twist

Surprise twists cause us to laugh as we witness or experience a change in
course. Stemming from the theory of incongruity, this concept entertains
us through a distracting segue. Mentally, we are asking ourselves: “Where
did this come from?”

This surprise twist can be real-
ized in the form of visual anoma-
lies (e.g., sudden appearances,
changes, or revelations) or concep-
tual incongruities (e.g., storyline

twists or unexpected responses).

In each case, we detect a mismatch

with what we expect to occur next.
Think of this as stopping in our tracks when a scene or statement suggests
that something is off track. Research suggests that we laugh when our
minds anticipate a certain outcome, only to be tricked at the end with a
wrong or an uneventful answer.

This concept is not new. Years ago, Wendy’s conducted a comical test
taste of their hamburgers. In their famous 1989 commercial featuring
a trucker, the participant was asked to choose from a delicious-looking
hamburger A or a nasty-looking hamburger B. The trucker unexpectedly
picked hamburger B. This unexpected twist would be followed with com-
ments like: .. .I'm a trucker, I could be eating this baby in Shaky Town
and still tasting it in Salt Lake. . .7

Plot trickery works well here. A very successful method of stealing
your attention is for the producer to take you down a subliminal storyline
that ends in an unexpected twist. That is, just when you are drifting off
to a predictable plot, the story takes an interesting turn. Geico did this
well for years. By showing realistic scenes of a judicial court sentence,
for example, the audience waiting for a verdict was surprised to hear the
judge announcing his saving money on car insurance. This unanticipated
change in events also works well in stories of twisted fate as well as in
fantasies where the dreamer wakes up to a lackluster reality.

Snickers capitalized on these techniques in their transforming of

cranky actors (e.g., Betty White, Roseanne Barr, Aretha Franklyn, Don
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Rickles, and Joe Pesci) into younger folks ready to return to action after
cating a Snickers bar. In these cases, the transformation itself serves as an
unexpected twist that suggests we have been duped.

A related concept to this transformational surprise is visual surprise.
In this case, we are introduced to the sudden arrival of a new character
(e.g., alien creature) or an unexpected object. Advertisers like Dodge and
Volvic use these techniques in their displays of wishful thinking. Finally,
brands like Nationwide shock their audiences with a surprise ugly substi-
tute as when the fantasized Fabio turns into a wrinkled old man (http://

bit.ly/1s7agDY).

[rony

Irony, much like that of any perceptual discord, is characterized by a
contrast, between expectations and reality. It makes us laugh by show-
ing the opposite or undesired intentions of someone’s actions. Mentally,
we are saying to ourselves: “. . .I did not see that coming. . .” Irony can
be realized in the form of visual anomalies (e.g., unusual pairing, wrong
personas and temperaments, and hypocritical behaviors) or conceptual
incongruities (e.g., wild coincidences, misunderstandings, or something
scripted out of place). In each case, we detect a mismatch with what we
expect to see.

- Visual irony, or the use of two

or more images that dont belong
together, especially works well in
content marketing. An unusual
pairing of well-known characters
or scenes, for example, makes
us laugh at the imagined con-
flict. These inevitable battles were
played out well in the 1970s show
“The Odd Couple.” The series fea-
tured a neurotic neat freak picted
against an untidy, cigar chomp-
ing gambler. Audiences, in this

case, laughed at the how the two
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mismatched friends could possibly share an apartment following their
divorces.

Other examples of visual irony include the casting of humans as ani-
mals or cyborgs as humans. In both cases, the irony is enjoyed as we wit-
ness the acting out of a creation mismatch. Similarly, an oxymoron like
the living dead, friendly adversaries, or a screaming mime creates laughter
as we envision the inherent conflict.

Another successful way to get laughter from irony is through the dis-
play of temperament anomalies. A common way to display this anomaly
is with the mellowing of cantankerous personalities like the volatile John
McEnroe or Bobby Knight. This can also be accomplished through the
juxtaposing of characters in contradicting or aberrant ways. This has been
done with examples of a mother and daughter fiercely arguing over each
other’s kind attributes as well as a beautiful woman admiring a man’s
unattractive habits.

A third technique used in irony involves the miscasting of charac-
ter roles or intentions. This is often accomplished through the display of
mistaken identities, adult acting children, or childish acting adults. This
mismatch of personas can also create laughter when we see the least likely
character to play a certain role. We often see this enacted in the form of
unlikely hero figures.

Finally, we often laugh over situational irony in which actions have
an effect that is contrary to what was expected. This often happens in the
case of a coincidental backlash, where the odds of such an unexpected
scene spoiler are infinitely low. Other cases of situational irony include
the undesired outcomes resulting from misunderstandings or the script-
ing of behaviors in a misplaced or rhetorical setting. We sometimes see
this displayed in videos through unorthodox routines, such as when em-

ployees let loose in an office setting.

Humor Using Putdowns, Malicious Joy, and Awkwardness

Yes, America still appreciates a good blonde or bubba joke. According
to the theory of superiority, we often experience sudden glory when de-
throning others for their bungled behaviors, stupidity, macho moments

gone bad, or society satires. T-Mobile capitalized on this form of humor
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in their royal wedding spoof that surpassed 30M views. Using a host of
royal look-alikes, they parted a shot at haughty royal etiquette with play-
ful irreverence (http://bit.ly/1koY950).

Putdowns

The use of mockery capitalizes on
our emotional reaction to watching
others experience a well-deserved
putdown. Stemming from the the-
ory of superiority, we often experi-
ence sudden glory when dethroning
others or clevating ourselves at the
expense of others’ peculiarities. Of
the viral videos featuring putdowns,

most include mocked peculiarities,

lofty conquests, society satires, or
stereotyping.

The use of mockery dates back centuries as audiences watched imbe-
ciles and maladroits parade on stage. Baby boomers likely recall the inept
Deputy Barney Fife of Mayberry, who was oblivious to his idiosyncrasies
and quirky nature. Seeing himself as a high-standing citizen, we often
laughed hysterically at his gullibility and delusions of grandeur. This put-
down is often felt through background mockery as well. Geico capitalized
on this with their mockery of a poor farmer who spelled misspelled cow
as c-o-w-e-i-e-i-o (htep://bit.ly/1tzCLgy).

A second technique used in putdowns taps into our desire to dethrone
the self-righteous, the popular, the pretentious, and the hypermasculine.
Some of the top viral videos show scenes of humbled haughtiness featur-
ing those we despise or compete against. A common technique is to use
some form of outwitting that literally shames the victim or proves our
superiority over them. Miller Lite is notorious for their macho moments
gone bad (hetp://bitly/1rtMDBmS8). We can’t help but laugh at the pre-
tentious Joe Cool revealed for his inner femininity.

A number of top viral videos feature the sudden glory we feel when
our society is mocked. Known as satire, we often relish the opportunity

to poke fun of other cultures seen as pretentious or smug. This is often
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played out by exaggerating the cultural nuances or language peculiarities
of audiences targeted by our sarcasm. Similarly, we poke fun of celebrated
life styles with parodies of popular shows, sports events, or military op-
erations. This is often done through witty dialogues (e.g., cheeky barbs)
where the intent of the sarcasm is to mock a targeted society.

Like satires, the use of mimicry and impersonations work well as put-
downs. One of the most popular ways of doing this is through the stereo-
typing of blondes or provincial men. The latter is often portrayed as an
idiot or someone hypnotized under the spell of seduction.

Care has to be taken in the use of putdowns as an attempt to enter-
tain audiences. Although they resonate well in Western cultures like the
United States, it has limited appeal in Asia, Latin America, the Middle
East, and Southern Europe. Putdowns can run counter to their relational

and group-oriented values.

Malicious Joy

Malicious joy, or schadenfreude, refers to the pleasure we derive from see-
ing others fail or suffer misfortune. Also rooted in the theory of superi-
ority, this feeling of sudden glory can occur when we witness bungled
behaviors, unanticipated spoilers, unfortunate happenstances, deserved
repercussions, or the acts of cretins.

A common approach for entertaining audiences with malicious
joy is to poke fun of someone notorious for their clumsy or incompe-
tent behaviors. The 1950’ sitcom, “I Love Lucy,” reached the highest
popularity of any show at its time based on the bungling behaviors of
Lucy. The naive and accident-prone housewife had a knack for getting
herself and her husband into trouble whenever she tried to make a
name for herself.

Several viral YouTube videos are based on characters that are prone
to accidents or saying the wrong thing. This is often displayed through
the eyes of someone drunk or oblivious to their surroundings. Men, in
particular, are often portrayed for their bungled behaviors resulting from
their one-track minds. Consider how we laugh when women make futile
attempts to seduce their husbands when engrossed in their games or jobs.
We are likely laughing at the husband’s obsessions and oblivion as well as

the wife’s futile attempts to get their attention.
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Another successful way to get laughter from malicious joy is through
the portrayal of spoilers. For example, many of us laugh when witnessing
the spoiling of romance. Just when the mood is set, attempts at seduc-
tion are foiled by some unexpected event. A number of viral videos show
similar results in views and engagement when a storyline ends with unex-
pected damage, injuries, or danger. This cause of laughter taps more into
our emotional senses where a feeling of superiority is felt over those whose
peace or excitement is snatched away.

A third technique used in malicious joy relates to bad luck. Shame-
fully, many of us laugh when others get dealt a bad hand. Who doesn’t
enjoy watching someone knocked down a notch when an unwise choice is
based on attempts at heroism or chivalry. The same type of thrill emerges
from bad timing such as when someone interrupts our concentration at
the worst time or when the next person in line wins the grand prize.

Viral video results also attest
to our delight in the misfortune of
those exhibiting naiveté or simply
keeping their eye off the ball. Espe-
cially when foolish mistakes result
in catastrophic consequences, we

often laugh hysterically at choices

we know we are capable of com-
mitting ourselves.

But perhaps even more than bad luck or unexpected spoiler is the
laughter resulting from well-deserved retaliation. This often happens
when the actions of a featured villain backfire. In a similar vein, we laugh
at paybacks against someone we despise or who is unveiled of their devi-
ous intentions. Doritos did this very well in their commercial of a baby
snatching the bag of chips from an annoying older sibling who incessantly
teased the toddler (heep://bit.ly/ WPHG610). The payback results in our
own feeling of sudden glory that we experience when living vicariously
through the underdog,.

On the lighter side, some sponsors use innocent repercussions to
highlight the misfortunes of someone overzealous or careless. Lending
Tree took this route in their depiction of Stanley Johnson, who shame-

fully reveals that his lavish lifestyle has put him in debt to his eyeballs
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(htep://bit.ly/1n7zg\Ww). Although not as deserving as the villainous vic-
tim of a backfire, we still relish the thought of witnessing the aftermach of
someone short cutting their path to success.

Finally, an effective use of malicious joy relates to the casting of cretins
whose low-class demeanor elevates our own status. For centuries, com-
edies of derelicts, the grotesque, and the deformed have aroused fits of
laughter from audiences. A number of sponsors have obtained high scores
in views and engagement from the portrayal of people seen as physically
deformed (e.g., 700 Ib. sumo wrestler).

Similar results, however, can be achieved when portraying folks as
mentally subnormal. Both Geico (http://bitly/1u49isx) and FedEx
(heep://bitly/1oRuth3) capitalized on cretin sneering with their casting
of Neanderthals in modern settings. Vonage chose a similar tactic by cast-
ing airheads and derelicts in both their “People do Stupid Things” and
“Chief Generosity Officer” campaigns.

Awkwardness

Why we laugh at awkward moments has much to do with the pleasure
derived from seeing others fail or suffer misfortune. Also rooted in the
theory of superiority, this disparaging form of humor leads to a feel-
ing of sudden glory when we displace our own histories of embarrass-
ing moments onto others. Among the types of humor that capitalize on
awkwardness are remorseful regrets, uncomfortable settings, exercising
humility, and revealed secrets.

One way to enjoy others’ misfortunes is through the depiction
of embarrassing situations where victims are left speechless. Consider
how we laugh at those experiencing fear and remorse after they realize
they are in a “no win” situation. Geico did this by showing Abe Lincoln
faced with a tough predicament of being honest or offending his wife
(htep://bit.ly/1xG20L)).

In the siccom, Everybody Loves Raymond, Robert and Ray Barone
often found themselves in a sticky situation. Both were prone to engaging
their mouths before their brains as regretful statements and actions put
them in the dog house. We laughed, for example, when Ray was forced to

choose between ingratiating his wife or his dominating mother.
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The laughter in these cases typically results from the remorse felt by
the victim from their regretful actions or statements. By displacing our
own recollection of these embarrassments onto others, we are in effect
saying: “I am glad this did not happen to me.” Arguably, this laughter
increases the more a victim is caught off guard or left with an unsolvable
quandary.

Another successful way to get laughter from awkwardness is through
scenes of discomfort that arise when someone gets too intimate or re-
veals too much information. A number of commercials feature the dis-
comfort that men in particular feel when other guys get too close or
expose their creepy behaviors. Doritos capitalized on this with their ad
featuring a man licking another man’s fingers. A similar sense of misfor-
tune is realized when a young boy faces the dreaded kiss of an assertive
girl or when a father is pressed to answer “where do babies come from?”

We are likely reliving our own experiences of the fear that results from

being put on a spot.

This same displaced embar-
rassment can also arise when we
witness others having to explain
themselves after exposing their
vulnerabilities. In this case, we
are laughing at the relief from not
being the one who has to exercise
humility. Southwest uses this tech-
nique in their “Wanna Get Away”
campaigns. The story-line features
characters often put on the spot
publicly to explain their mistakes.

This technique especially works

well when featuring men inadver-

tently exposing their feminine or child sides. The feeling of shame can
also result when quiet words are broadcast publicly or when surrounding
audiences get the wrong impression from seemingly perverted behaviors.
Another method used to create awkward moments involves the ex-
posure of someone’s embarrassing intentions. This often includes the un-

raveling of a character’s foiled deceptions when caught red handed. This
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exposure may reveal a man’s true colors or his inappropriate glances at
another woman. In this case, we are likely laughing at their behavioral

hypocrisy as well as their misfortune of having a poor disguise.

Humor Using Unruliness and Social-Order Deviancy

The relief theory of humor explains why we laugh when letting loose
of our inhibitions. Several videos exceeded 10 million views when ac-
companied by unruly behaviors or the violation of sacred taboos. IKEA,
in particular, is known for their edgy content that makes us laugh when

parents act out (http://bit.ly/UDOgqvG).

Unruliness

Some have taken the route of depicting explosive behavior from in-
timidating icons in their approach to this style of humor. Consider how
Snicker’s Mr. T, Nike’s Clay Matthews, and Reebock’s “Terry Tate Office
Linebacker” videos reached millions of views as these icons disrupt peace-
ful settings.

The relief theory contends that
laughter is created when we release
tension or nervous energy such as
when we unleash our suppressed
desires. Consequently, we love
watching others act out uncontrol-
lably or violate some social order.
In effect, we are likely enjoying
the observation of others acting
out our own inhibitions through
hysteria, impulsive outbursts, dis-

placed irritation, or exercising

improprieties.

A popular technique for entertaining audiences with humor is to
show people unleashing their anxiety through uncontrollable screaming
and yelling. In the 1950s, the popular sitcom, 7he Honeymooners, featured
a bellowing, short-tempered Ralph Kramden who would easily spin out
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of control. Audiences laughed at his infamous “BANG, ZOOM! Straight
to the Moon!” The relief theory would attribute these fits of laughter
to our own desires to let out steam. Other examples of hysteria in viral
YouTube videos include scenes of angry bosses losing their control or
folks experiencing nervous breakdowns. Similarly, many of the popular
sports-related commercials show scenes of fanatics going over the edge to
support their teams.

Another successful way to get laughter from unruliness is through
scenes of impulsive outbursts. Some viral YouTube videos reached views
in the millions as audiences witnessed forceful demonstrations, body ex-
plosions, or outright belligerence. The tension relief can be explained as
an innate desire we may all have to act out our aggression.

A third technique used in un-
ruliness involves our desire to ex-
press deep irritation. This is often
accomplished by having us share
the irritation and the subsequent
desire to fiercely lash out at others’
facing annoying habits. Consider
the Geico’s viral video where an
annoying pig continually utters
“Wee! Wee! Wee!” or the vexatious

camel in their hump day video

who repeatedly asks “Guess What
Day It Is?” Our own laughter comes from the expression of irritation
shown on the faces of those annoyed. This can also be accomplished by
showing scenes of those irritated by incessant talkers. In effect, we are
sharing the desires of the irritated actors to berate or strike the annoy-
ing subjects.

Finally, another common way to release suppressed desires is to dis-
play scenes of wishful naughtiness. Who doesn’t want to disobey society
rules on stature, proper behavior, or appropriate demeanor? Consider
how audiences laugh when Mr. T acts out on our behalf or when Harley
Davidson attracts the recalcitrant with their acts of rebellion. Besides ag-
gression and disobedience, these improprieties often include such forbid-

den behaviors as invasive peeking.
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Social-Order Deviancy

The most engaging form of humor in viral videos involves social-order
deviancy or those behaviors that challenge society rules and expectations.
Many of us love watching others unleash their innate desire to break the
law, enter forbidden territory, or simply act out our inhibitions. Most of
the viral videos featuring this form of humor involve society irreverence,
taboos, offensive behaviors, or unleashed mania.

A popular technique for enter-
taining audiences with social-order
deviancy is to poke fun of pomp-
ous society folks. In the 1960’ sit-
com, “The Beverly Hillbillies,” Jed
Clampett and his poor backwoods
family transplanted to Beverly Hills,
California, after striking oil on their

land. In the series, audiences laugh

hysterically as the rags to riches fam-

A

turing of high society by retaining their hillbilly lifestyle in a luxurious

ily unknowingly mocks the pos-

Hollywood house. Being exploited by rich bankers, the Clampetts often
come out ahead with their provincial wisdom. In effect, they put high
society in their place.

Several viral YouTube videos are based on high-society satires, rule
breaking, and undermining authority. Common to all is the release of
tension we experience by unloading on someone’s statutes. Witness how
this works when we outwit the censorship imposed by honorable judges,
pious clergymen, or smug professors.

Another successful way to get laughter from social-order deviancy is
through the depiction of forbidden society behaviors. Many of us laugh
when witnessing the spoiling of sacred rituals. Who doesn’t love watch-
ing others break taboos? This likely results from sharing their pressures
in having to sustain a devout life. A similar thrill arises when we strip
off clothing, break office rules, or slap a smug antagonist. Whether it’s
vicariously acting out naughty behaviors or simply fighting back, we feel

liberated from society rules.
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A third technique used in social-order deviancy involves offensive
behaviors. Here again, we enjoy watching others mock society. In this
case, the mockery is through tactless behaviors. This could include bad
manners or disgusting personal habits. A common technique used in this
humor is to highlight reactions to poor hygiene such as from foot odor,
perspiration, or flatulence. As the perfect target of our tactless behavior,
this especially works well when exposing the offense to those sensitive to
protocol or classy surroundings.

Other categories of social-order deviancy involve letting loose with
craziness. One of the oldest forms of humor involve the depiction of mad
scientists. In effect, we are laughing at the disorder associated with an
esteemed profession much like we laugh at disruptive behavior in public
places. In many viral videos, for example, you can attribute the humor
to disruptions created from screaming and destroying property in serene
surroundings.

Finally, the witnessing of women swooning over men in insane fren-
zies has been a highly successful humor technique over the years. In
1995, Diet Coke featured an office of ladies running to windows to get a
glimpse of a sexy construction worker (http://bit.ly/1rNpyN4). Axe took
this concept a step further in a video that garnered over 50M views by
featuring hoards of bikini-clad jungle women closing in on their prey. In
this case, the hunted was a man freshly deodorized with Axe (htep://bit
ly/1pu7]5SM).

Sentimental Humor Based on Innocence,
Anxiety Relief, and Melodrama

Sentimental humor taps into our emotions through an arousal-safety
mechanism. For example, in the first stage or arousal safety, emotions are
aroused with sentimentality, empathy, or some form of negative anxiety.
As the story-line develops, we then see this heightened arousal state as
safe, cute, or inconsequential. This shift from high arousal to relief is what
creates laughter.

A way to imagine this type of humor is to consider how we laugh.
Comic wit, for example, is normally expressed as “Ah Hah.” Laughter from

disparaging humor (e.g., putdowns) is normally expressed as “Ha, Ha.”
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Sentimental humor would be
expressed as “Ahhh.” This could
happen when we witness some-
one escaping danger as well as
when we experience a child
doing something cute.

Among the types of humor

that capitalize on this arousal-
safety mechanism are those
involving false alarms, melodrama, or child innocence. Children, for ex-
ample, can easily arouse our emotions with their youthful discoveries and
mimicry of adulthood. The laughter tends to result when we see them
successfully overcome their struggles to get through complicated situa-
tions. These story-lines usually start with a sentimental attachment or
an empathetic feeling toward the child. We then laugh when we see how
their first battles with courage, romance, or independence conclude with
a happy ending.

In some situations, we may be laughing at how their trials prove more
fruitful than our own. This may be the reason why we love scenes of chil-
dren reflecting our own inner self. No character perhaps aroused us more
with child innocence than Shirley Temple. The child prodigy started her
film career at the age of 3. With her innocent coquetry, she was known
for her advice to clergymen and other adults that often had profound
implications.

Several viral YouTube videos are based on child innocence where the
laughter results from children topping their adult counterparts as well as
from our vicariously living through their incorruptibility. Doritos no doubt
enjoyed great success with their commercial featuring a feisty 5 year old
warning his mother’s suitor to mind his manners (http://bit.ly/1s8p0mX).

AT&T’s campaign (hetp://bit.ly/1nYls6x) reached millions of viewers
across its episodes of “It's Not Complicated.” Taking a lesson from Shirley
Temple, they capitalized on kids answering oddly, sweetly, and hilariously
to questions like “What's better: Bigger or smaller? Faster or slower? More
or less?”

Another successful way to get laughter from sentimental humor

is through the relief of fear and anxiety. For example, just when we
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expect some disturbing outcome, a story-line then shows the fears to
be baseless. The arousal-safety mechanism in this case starts with a
buildup of suspense. As the fearful sensation rouses within us, we then
experience a physiological shift as the anxiety fizzles into something
inconsequential.

This swing in emotional response is what produces laughter. Dirt
Devil did this with a viral video featuring what appears to be an exorcism
(heep://bitly/1IkORATYV). The hair-raising drama leads us to a convulsing,
demon-possessed woman plastered to the ceiling. But just when our fears
our aroused, we are relieved to find a neighbor upstairs creating the grav-
ity pull with her vacuum cleaner.

Sentimental humor can also be created through melodrama. Consider
how we laugh when we experience someone’s over theatrical behaviors.
For example, a story-line may start with someone’s passionate reaction to
a mundane situation. But as we begin to process their intensity with our
own empathetic reflections, we then find the cause of their melodrama to
be unfounded.

In effect, this arousal-safety mechanism takes us from our own pas-
sionate empathy to a feeling of relief from a false alarm. Laughter then
results from the arousal-safety shift. Similarly, we might laugh as we con-
clude the melodramatic actor is rather pathetic.

Another method used in sentimental humor derives from the expo-
sure of inner secrets such as when we witness someone passing in and out
of dreams. A fantasy, for example, could arouse our emotions. We then
laugh from a shift in these emotions as we are made aware of the false
state. This arousal-safety mechanism could also work when an innocent
scene turns out to have sexual overtones. In essence, we are likely laughing
at the tension relief we experience from keeping our inner desires secret.

Finally, inner secrets can produce laughter when we observe and hear
a contradicting inner voice. In this case, we are likely experiencing an
emotional shift when the imagined inner voice allows us to safely escape
from a hostile or an awkward situation.

Shown in Figure 3.3 is a summary of the comic devices used in hu-
morous content supported by the incongruity theory, superiority theory,

and relief theory.
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Figure 3.3 Comic Devices Used in Viral Video Content

Playful Content through Gamification

Playful content can also be created through gamification, or the use of

game thinking in nongame contexts to solve problems and engage audi-

ences. According to Gartner, more than 70 percent of the world’s top

2,000 companies are expected to deploy at least one gamified application

by the end of this year. Foursquare, in particular, brought attention to this
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concept with their rewarded badges. Since then, rewards have extended to
everyday activities like ordering food or watching movies.
Much of the gamification is being used for motivation. In a recent

blog post, Lee Odden points out that

.. .People are relying on this technology for feedback and motivation.
Examples: Alarm clock app thar donates money to charity every time you
hit the snooze button. Nike Plus app notifies your social networks that
you're going for a run; and when anyone likes your update, the app plays
applause. Or Gym Shamer, which posts when you don't go to the gym. . .”

—Lee Odden, TopRank

So far, the concept shows promise in stimulating audience engage-
ment especially when So So far, the concept shows promise in stimulating
audience engagement especially when applied to tasks we normally dread
(e.g., managing e-mail overload, fitness, diet, and medical checking). A
growing trend is to create fun out of safety issues. Besides the Virgin
Atlantic and Metro Trains examples cited earlier, Volkswagon created a

fun initiative that encourages folks not to speed (htep://bit.ly/11h13nB).

Playful Content through 3D Animation

and Immersive Experiences

Another growing trend in playfulness is the use of 3D animated sto-
ries. Especially when applied to holiday fun, this use of mini-movies has
worked well for LEGO® and Coca Cola. But John Lewis took it to a new
level in their viral Christmas advert “The Bear & The Hare (http://bit
ly/1m2QFAG6).” Reaching nearly 13 million views, the storied content
extends to their website with behind the scenes content and other enter-
taining features.

Caterpillar entered the foray of fun with their “Build for It” (http://
bit.ly/WQgHkG) branding campaign. The viral video shows the lighter
side of the heavy machinery company by using their equipment to play a
game of Jenga with 600 Ib. blocks.

Finally, brands are now sponsoring content that allows a more immer-

sive experience. In Pepsi’s “Now Is What You Make It” interactive video
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(htep://bit.ly/UEkCPy), they allow fans to create their own experience by
selecting additional interactive content as the video progresses.
Facebook’s $2B acquisition of Oculus Rift suggests that an even more
immersive experience for content consumers may be in the making. The
3D head-mounted display could potentially take virtual reality gaming

experiences to a new level of content interaction.

Stirring Passions with Solidarity and Performances

In 1975, an unknown actor and film producer shocked the world with a
$225 million film that later produced five more successful sequels. In the
film, a kind-hearted debt collector named Rocky Balboa overcomes all
odds as a prize fighter. To this date, the infamous “Gonna Fly Now” song
is used by many to fuel their passions.

Emotions are often aroused
when our favorite teams are compet-
ing or when we show allegiance to
our country. This sense of pride and
solidarity transcends beyond almost

every other form of emotional con-

nection when it is felt personally.
With 12 million views, Coca Cola’s
“America Is Beautiful” video (htep://bit.ly/1qOhOLS) along with Bud-
weisers 911 tribute (htep://bit.ly/1oaxbNW) are great examples of how
content can go viral when it taps into sentiments of allegiance. These trib-
utes to our heritage can foster a community bond that runs deep and lasts
long. Consider how New Zealand mustered up team spirit while reaching
millions with their “Haka War Dance” (http://bit.ly/UGdM]r) and “This
Is Not a Jersey.”

But passionate feelings are not
restricted to heartfelt moments.
Content is often staged in per-
formances that feature musicals,
performing arts, drama, or mo-

ments of awe. My own study of

viral videos showed how theater,
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choreographic beats, mini-drama, and musical interludes impact audi-

ence engagement through emotional connections.

Heightened Emotions with Imagery

Few would debate that smart businesses are incorporating more visuals
into their content plans. The rapid rise of visual social media through
Pinterest, Facebook/Instagram, Tumblr, Vine, Snapchat, and Vine are tes-
timony to the appeal that imagery has over textual content. An estimated
90 percent of information transmitted in the brain is visual. This gives our
content far greater opportunities to stand out from content noise.
Imagery, in particular, is unique in its evoking feelings of serenity,
provocation, or deep sentiments. And when extended to videos, they take
on multisensory aspects that often have a compounding effect on emo-

tional arousal.

Sentimental Provocative Serene

Using Narratives to Shape Stories of Quest and Rebirth

... When you tell a great story, people connect with you emotionally
and want to get to know you. You become likeable. . .

—Dave Kerpan

Perhaps the greatest attention given to emotionalizing content by brands
has been in the crafting of compelling brand stories. Storytelling is un-
doubtedly living up to its hype as a competitive advantage in the grow-
ing clutter of content overload. It creates a lasting emotional bond with
fans by permitting a brand’s personality to shine through the eyes of the
audience. And by connecting emotionally, stories are more easily remem-

bered and shared than value propositions. When a narrative reflects both
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the values of the brand and the targeted audience, storytelling can help

brands distinguish themselves in an overwhelming sea of content.
Although seven types of plots are mentioned among storytelling re-

searchers and practitioners, most viral videos featured over the past year

include stories on the following:

¢ changing the world (e.g., Upside: Anything Is Possible),
* enterprising quests (e.g., Johnnie Walker—The Man Who
Walked Around the World), and

* heartbreak to triumph endeavors (e.g., Duracell: Trust Your Power).

In their heartfelt series of raising Olympians, P&G’s “Thank You
Mom—Pick Them Back Up” (http://bitly/1kb2d94) reached over
20 million views as it captured the gut-wrenching trials of young athletes

determined to succeed.

Creating Narratives with H-E-A-R-T-F-E-L-T Impacts

... For years, she fashioned herself as a fast tracking, glamorous
woman from Los Angeles. After 25 years of city life, the stage was
set for a cosmopolitan lawyer to hob-knob in the country club
settings of corporate America. One day when paying a visit to her
childhood hometown in the American Midwest, Marlboro Man
captured her glance. Soon after, she found herself in the arms of a
cowboy who would be the father of her four children. Her black
heels turned to tractor wheels as she rode into the sunset with a

slow-talking, easy-going cattle rancher. . .

This prairie-tale romance led to Ree Drummond’s story as “The Pioneer
Woman,” an award-winning American blogger and a No. 1 New York best-
selling author. Now the wife of cowboy, Ladd Drummond, her story attracted
1.4 million Facebook Likes and a blog reaching over 30 million page views
a month while earning millions of dollars annually from display advertising.

What fascinate Ree’s readers are her stories of ranch life and home
schooling that feature real country-life characters. Her persona epito-

mizes the sensibilities of country living and essentially implies that those
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dreaming of being lassoed by a cowboy should
follow her story of city girl turned country gal.

Ree represents a style of storytelling where
alter egos long for the freedom to escape their
hectic lifestyle roots into a more sensible and
care free world. Much like the “la dolce vita”
persona of Vespa owners or the rebellious de-
meanor of Harley Hogs, “The Pioneer Woman”
appeals to an audience longing to let loose of
their complex and regimental lifestyles.

But what about B2B content? Is there really
any place for storytelling? Consider the way
hundreds of business schools and thousands of
operations managers learned about the theory
of constraints. This popular management phi-
losophy was introduced by storyteller, Eliyahu
Goldratt in his 1984 book titled “The Goal.”

Can you ever imagine a college textbook that you could not put down?

Eli’s sale of over 3 million copies and a movie is testimony to the power of
story when solving production problems. Written as a suspenseful piece
of fiction, Eli hooks his reader into an episodic work of adventure juxta-
posed with his marital life. The main character, Alex, has a mentor, Jonah,
who helps him solve the company problems and his marital challenges.
Hardly a social-media prediction went by this past year that did not
mention brand storytelling as among the top trends to watch in 2014.
This followed a year of 30—-60 second slice-of-life narratives as well as
plotted story-lines. But more importantly, we are witnesses to the rou-
tine adoption of 2-5 minute brand stories captured in animated story-
lines and mini-films, many of which are garnering millions of views. This
longer-form release captures the true essence of storytelling. Some great

examples include the following:

* TSB: The Story (http://bit.ly/1pz18V1)

* Glenlivet’s Brand Story (http://bit.ly/11k89Yt)

* Chipotle’s Back to the Start (http://bit.ly/1pw5Agk)
* Chipote’s The Scarecrow (htep://bit.ly/UG0OUGe)
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* Nikon Brand Story “The Day” (http://bit.ly/1kqFOF?)

* Jose Cuervo Tradicional—History in a Bottle (http://bit
ly/1jITKru)

* Dove Real Beauty Sketches (heep://bit.ly/1qdUNzZ)

* Google Chrome: Dear Sophie (http://bit.ly/1m6q1pT).

Brands are jumping on this bandwagon as a way to connect with their
audiences on an emotional level—and for good reason. We are being
bombarded with so much content that many brands see the emotional
route as perhaps the only way to standout.

Storytelling provides an opportunity for brands to inspire audiences.
By offering a persuasive narrative, equipped with a hero, a conflict, and
eventual resolution of the conflict, audiences can become part of the sto-
ryline. If done right, stories hook audiences into an anticipation for up-
coming episodes while creating a growing connection with the stories
protagonist. Over time, the brand is seen as providing something mean-
ingful to the audiences’ own challenges.

This can be done without pitching
product features or directing your au-
dience on what to do. It’s done by al-
lowing the audience to live vicariously
through your own story, which, ac-
cording to Dave Kerpan, is the secret
to making a brand likeable.

Without a compelling narrative to
capture your brand’s vision and per-

sonality, personalized messaging and

entertainment merely offer moments
of attention and engagement. To be
remembered, however, audiences need repeated doses of emotional lift
often brought about from ongoing episodes and a story-line that reso-
nates with their own life challenges.

In the past few years, we have even seen the adoption of brand stories
in multiepisode web productions like Chipotle’s “Farmed and Danger-
ous,” Sony Cracker’s “Comedians in Cars Getting Coffee” shown during

the Super Bowl, and the “Brotherhood Pilot” presented by Esquire TV
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and Chivas. The high performance success of these native advertisements
shows early signs that branded entertainment may be a powerful vehicle
to create brand stories.

Common to this long-form narrative is a musical journey into the
brand’s roots often leading to obstacles, a perseverance to overcome and a
moral to the story (e.g., Chipotle’s call to cultivate a better world).

But the growing trend toward brand stories is not just limited to mini-
series productions and slice-of-life narratives recast on YouTube. The con-
cept of using storytelling is now being applied to web design, podcasts,
imagery, and even data. What's fueling its rapid adoption is the incredible
content overload hitting social channels. We are now producing enough
content to explain why 90 percent of the world’s data ever produced were
created in just the last two years.

Stories offer an option to distinguish brands and small businesses from
the noise. By provoking feelings and emotions, stories stand a greater
chance of reaching prospects at the awareness stage of their buying cycle.
And by allowing audience’s to easily visualize a brand’s vision, stories have
a better shot at conveying meaning to an audience’s own pain points. Add
to that the more lasting impact that visual storytelling has than factual-
based messages, and you can see why stories resonate more in an age of
information overload.

Brands are also recognizing in a bigger way how their unique person-
ality can distinguish their content from that of their competition. Ample
evidence shows that audiences seek connection with an authentic brand
voice whose values resonate with their own. This emotional connection
overrides even the most powerful of value propositions especially at a time
where trust in messages is at an all-time low.

Finally, brands are secing how
they can strike an emotional chord
with their target personas from
the vast amount of big data char-
acterizing their audiences. Today’s
marketer has sufficient profile and
behavioral data to craft a brand

story that truly resonates with their

followers. Therefore, be prepared
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for the incessant “Once Upon a Time” approaches to content strategies
as brands seek to distinguish themselves with a lasting emotional connec-
tion. Boardroom meetings may even occur around a campfire previewing

their latest “Tale of Two Budgets.”

Discovering H-E-A-R-T-F-E-L-T Emotions
that Trigger Content Sharing

An examination of audience reach and engagement leads us to nine story
techniques (spelling H-E-A-R-T-F-E-L-T) that show the most promise
for connecting emotionally. And by connecting through emotions, re-

search suggests that the brand benefits from the following:

* greater awareness;

* quicker grasp of the brand message;

* more lasting recall;

* more powerful brand association; and

e greater opportunity for sharing content.

Humanitarian Acts Tug at the Heart

of All Souls HEARTEELT

When acts are performed by a person to protect Emotions
life or human dignity, it rarely goes unnoticed.
Like the Parable of the Good Samaritan, sto- S umanicarian Aces
ries of personal sacrifice touch us all in a deep Exhilavation
way. And when they are based on random acts ;4‘ Conihmicnt
of kindness or involve personal risk, it summons
the compassion in many that long to see fresh 76 e
glimpses of a benevolent world. [ endesheareedness
Arguably, it’s among the few story themes ?“u"g Savry

whose moral fits almost every culture. And be-

é ncoumgement

cause it follows a familiar story arc involving a
hero, obstacles to overcome, and a favorable 4254"3“*"154”“’”‘“"“

transformation, stories of humanity seem to have % riumphant

universal appeal.
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Some great stories of humanity involve brands that stepped up to re-
solve a food or water shortage. DuPont stirred the hearts of many in their
film showing how their hybrid rice approach helped sustain rice produc-
tion in Vietnam (htep://bit.ly/1xMg8TN).

Similarly, Charity: Water’s role in solving a water crisis gained noto-
riety through the world. The founder, Scott Harrison’s “Water Changes
Everything” story is featured in conferences around the world. The popu-
larity of their videos is testimony to the strong emotions roused when we

witness people surviving hardships (htep://bit.ly/1xMgoCk).

Exhilaration Tops the List of Positive Emotions

A study of the emotions most likely to generate social video success rated
“exhilaration” number one. From scenes of jubilation or ecstasy, this
form of emotional connection typically lasts longer and gets shared fur-
ther than any other form of entertainment. WestJet'’s Christmas Miracle
(htep://bit.ly/1AIfydZ) garnered over 200,000 “likes” that brought tears
of jubilation to the 40M+ watching unsuspected passengers getting their
Christmas wish. The real-time giving turned a fairly unknown airline into
a fun and caring brand.

Others like Red Bull and GoPro went the euphoria route achiev-
ing similar engagement results with jumps from the sky that pounded
the hearts of audiences sharing the exhilaration. On one notable jump,
Felix Baumgartner (heep://bit.ly/1AIxGEy) broke the speed of sound in a
24 mile jump out of a stratospheric balloon that stunned millions. Stories

like this inspire us to reach beyond our limits.

Astonishment Dazzles Us with the Spectacular

Passions could be stirred as we marvel over the spectacular. Exceptional

reach and engagement has been noted when audiences are spellbound.

Extraordinary Beauty Masterful Craftsmanship Human Potential
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Like Apple’s “Think Different,” the marvel is often centered on those we
admire (htep://bit.ly/1nQBZIL).

The fact that we are entertained with a “wow” factor should not be
surprising. Magicians, athletes, and beautiful models have always fas-
cinated us as we ponder the limits of beauty, imagination, and human
potential. We delight in the spectacular as well as the painstaking skills
required to dazzle us. Among the types of astonishment that are used
in high-performing videos are extraordinary beauty, masterful craftsman-

ship, and the stretch of human potential.

Rebelliousness Let’s Us Escape from Our Roots

A common story form used by brands today taps into our rebelliousness
natures. Consider how this was done by “The Pioneer Woman” as a way
to encourage other women to escape from their uneventful life styles.
Others like the Mini Cooper appeal to those trying to standout as they
make the case that “normal is not amazing.”

In her book, 7he Fortune Cookie Principle, Bernadette Jiwa discusses
the mystique of the Vespa and the joy of riding uninhibited with the
wind in your hair. “To these people, the Vespa was a style statement that
helped them to feel like they could escape their own working-class roots.
(p- 105).” A similar technique involves an appeal to independent think-
ers. This is done well by Virgin Atlantic as well as Nike in their Nike Girl
Effect videos (http://bit.ly/1rXhsVA).

Tenderhearted Moments Bring Tears to the Eyes

One way to connect your audience
through emotions is through tear-
jerking stories. Google and BER-
NAS use these story techniques in
very dramatic ways.

Some have taken the route of
stirring emotions through compas-
sionate pleas. Christina Aguilera

made a plea for the hungry and

homeless during her mission trip
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to Rwanda with the World Food Program. In a similar vein, Hope for
Paws (htep://bit.ly/UEOEmv) used their footage of a homeless dog liv-
ing in the streets as a plea for animal rescue. Both went viral as dramatic
displays touched the hearts of thousands.

On a softer side, hearts are often moved from the display of puppy
love or family connections. Hallmark has done this for years in their
sentimental displays of family affection. Especially when reflect-
ing on nostalgic moments or the impact made by those that passed,

these emotional connections can significantly stir emotions (http://bit
ly/1TuNpD98).

Feeling Savvy Fuels a Sudden Glory

Another way to provoke emotions with our brand stories is to poke fun
of bureaucratic institutions. This often leads us to a feeling of “sudden
glory” as we bask in the sunlight of our superior choices. Oftentimes, we
revel in our removal of unnecessary middle men. Consider, for example,
how Amazon makes an emotional connection with us by removing re-
tailers who stand in the way of efficiency. Similarly, Nespresso, Warby
Parker, Zappos, and Spanx all represent cases where audiences celebrate
their “feeling savvy” from saving money.

One of the most viral of videos in this domain is the razor blade put-
downs sponsored by Dollar Shave Club (heep://bit.ly/1rTpr2G). One of
their videos is approaching 20M views as an amateur acting host describes

how their more sensible approach to purchasing razors avoids unneces-

sary overhead costs.

This “fecling savvy” story-line
technique especially works well when
aimed at the socially irresponsible or
artificial foods. Brands like Bahen &
Co. and Chobani tap into our desire
for real natural ingredients. By reach-

ing 3 million views on YouTube,

Chobani’s Bear Game Day video
(heep://bit.ly/Tu7Ttke) is a testimony to this storytelling effect on our

emotions.
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Encouragement Comes from Witnessing Turnarounds

Audiences love to witness a remarkable turnaround. Consider how popu-
lar Marcus Sheridan became after turning around a near bankrupt swim-
ming pool company to a world-leading installer of fiber glass pools. His
story resembles that of David and Clare Hieatt, who resurrected legend-
ary jeans brand, Hiut Denim.

Other stories that stir emotions through encouragement are those
involving life-altering choices. Weight Watchers and Splenda do this in

their stories of living healthy or losing weight.

Legendary Sentiments Tap into Better Times

Other stories, like Volkswagen, tap into tenderhearted moments with
their farewells to the good old days. These nostalgic connections often
conjure up memories of our favorite moments while providing a fresh
perspective on our values.

Following the saddened demise of Detroit’s car business, Chrysler’s You-
Tube video tribute to the Motorcity reached millions. Like other legendary
stories, tributes like this arouse our emotions from a sense of pride and long-
ing to revisit the past. The NFL and Budweiser often use these story tech-
niques as a way to rekindle our ties with the past. Similarly, Microsoft’s “Child
of the 90s” Internet Explorer ad is a sentimental trip back to when Gen Y’s
appreciated a simpler, slower, and more affordable life. The fact that it reached

over 50 million views attests to the power of stories reminiscent of better days.

Triumphant against All Odds Makes Us Thankful

Everyone loves the success story of an overachiever. And like any story of
triumph, we pull for an underdog or a handicapped individual to over-
come their obstacles. But we also experience a moment of truth when
realizing our lives have been spared against all odds.

Chevy and the American Cancer Society celebrated survivors of can-
cer as well as those who support them on the road to recover. Their 2014
Super Bowl commercial reached 1.7 million views in just three weeks.
Knowing this could happen to all of us, it is easy to live vicariously

through the grateful hearts of the triumphant.
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Using H-E-A-R-T-F-E-L-T Elements to Design Stories
for Entrepreneurs

Few would debate the success that stories have on legendary brands. From
Disney to Apple, Coca Cola, and Chipotle, we have seen the power of
storytelling in providing emotional connections that supersede the best of
any product facts and figures. But for entrepreneurs with limited budgets,
the adoption of stories may seem foreign to their understanding of mar-
keting campaigns and promoting value propositions. In this next section,
we explore the elements of storytelling that entrepreneurs should consider
in designing their own content strategies.
Common to stories cited in the brand and
HEARTFELT content-marketing field is a narrative that inspires
Elements audiences to consider a change in their behaviors.
Sl eroes Although the emotions elicited by the best of
brand stories vary widely, the elements of heartfelt

S yi:obes

storytelling are fairly consistent.
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DR SN  tive. One way to make it relatable is to feature your

Heroes, Villains, Mentors, and Moral

Story characters have to permit a dramatic narra-

ey audience as heroes cast against villains standing in

their way of living a better life.
ﬁ,anguage of Audience ) , )
Chipotle’s campaigns cast a scarecrow as a su-
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perhero that represents socially responsible and
healthy eaters. The hero is up against greedy farm-
ers seeking to exploit hormone-injected cows. In their fight against these
villains, Buck Marshall of the Industrial Food Image Bureau invites us on
his crusade against harmful farming practices.

As the protagonist in “Farmed and Dangerous,” Buck exposes the
criminality of farming with scenes of exploding cows. But like most great
stories, he serves as a mentor guiding us through a “hero journey” toward
“cultivating a better world.” Without these roles, the story follower has
litcle involvement in a promising outcome. This is why brand stories are
better left with audiences driving their own conclusions than brands “tell-

ing” them what to do.
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Episodes for Story Buildup

Weaving stories into content is much like casting a TV series over a season
of episodes. Most TV narratives have an overarching theme played out in
part by each episode. But much like each series episode, you can’t convey
an entire story in each piece of content you post.

Great stories adopt themes
that are consistently applied to
cach episode. In Geico’s caveman

. « . »
series, a theme of “easiness” was
played out in the form of “disre-

spected cretins.” Each episode fea-

tured one more bout of disrespect.
The same episodic style should
apply to any microcontent (e.g., blogs, e-Books, etc.) covered under the
banner of a brand story. An episode should stand on its own merits while
supporting an overarching moral to or changed life experience from the

entire story.

Affirmative Value for an Audience’s Life Choices

Filmmaker Andrew Stanton attributes our love for stories to their affirma-
tive value. He claims that an effective story is one where the audience sees
the storylines and characters as similar to their own. This connection not
only creates a bond of shared values, but it also validates the reader’s own
life choices.

More than just a checklist of buying criteria, stories we like should
have real meaning to the point that it actually shapes an audience’s per-
ception of value. In effect, the story connects to an audience’s own narra-
tive. It is at this point that the storyteller has an opportunity to persuade

the audience with its brand ideas.

Relevance to Audience Needs

But to truly understand an audience’s own narrative, the story itself has
to be relevant to something the audience needs. Without this, the story

merely becomes an episode of entertainment. It's when a story makes
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sense to other people’s lives that it pings their radar. This can often be
done by relating with your audience how your company overcame a simi-
lar challenge facing the audience.

Consider how Apple’s and Virgin’s story of reaching beyond the norm
resonates with independent thinkers who thrive on raising the bar. Much
of the success in attracting their followers has to do with the founders’
penchants for overcoming odds. Similarly, Ree Drummond likely at-
tracted millions of women to her Pioneer Women blog that shared her

desire to escape a hectic and complex urban life.

Trusted Source

A fundamental tenet of any great brand story relates to its influence on
audiences to trust the storyteller. Creative brand strategist, Mark Di

Somma, perhaps said it best:

... The story has to come from a credible source — buyers need to
know the storyteller can be trusted. Your story needs to be consistent
with the receiver’s understanding of you because the person telling the
story is in a position of trust. They have control of the narrative. To
me, this is the make or break of storytelling. If we don’t believe the
storyteller, we'll never believe the story. Southwest Airlines have been
telling a wacky story about loving to fly for decades. They absolutely
walk the talk. . .

—Mark Di Somma

Familiar Story Arc and Brand Connection

At the heart of every great story is a narrative arc that includes a beginning,
amiddle, and an end. Normally obstacles are placed in the path of the hero
so as to advance the story across episodes of adversity. Where entrepreneurs
can especially capitalize on this story arc format is in their origin story. A
number of high-performing videos included entrepreneurs who overcome
adversity in their early stages of growth or during a turnaround.

The same portrayal of struggles can be harvested in customer stories

that highlight the worries facing customers. In the case of product stories,
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this adversity presents an oppor-
tunity for the brand storyteller to
bleed the pain of their audience.
Key to any effective brand
story is its tie to the brand mes-
sage. Duracell’s highly successful
video of NFL player Derrick Cole-

man’s struggle with hearing tied

very well to the battery company’s
“Trust Your Power” theme (heep://bit.ly/UGxxR9). Views of the video are
approaching 25 million.

Finally, great stories require a meaningful purpose often translated
into a “moral of the story.” Chipotle unfolded a story of greed and ani-
mal abuse in the context of farming for cheaper food. But in the end,
audiences are easily convinced that organic farming and sustainability

pays off.

Emotional Content to Inspire Action

What separates a business story from the facts and figures associated with
brand’s product promises is its ability to tap into an audience’s beliefs,
passions, sympathies, or sentiments. And evidence shows that this type of
connection has greater impact on both brand awareness and loyalty. But
the key to making this emotional connection is first recognizing that audi-
ences want to connect with something important or of a higher purpose.
If a brand’s story can accomplish this, audiences can be “inspired to act”

as opposed to “convincing them to act” from product or service claims.

Language of the Audience’s Story

The right story has to be the audience’s story. Common to the narratives
highlighted earlier is a storyline that speaks the language of the audience.
In effect, the story empathizes with the audience’s situation to a point
where audiences see themselves in the story. A great example of this is
the “Story of Kate” offered by Sprint Small Business Solutions (htep://bit
y/1eESpXT).
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Transform Audiences into

Wiser People

Like any story, an objective of a
brand story is to shape audience
decisions and change their behav-
iors through a series of episodes.

An effective story arc essentially

sets the stage for meeting an unmet

desire of the audience with a product that transforms their lives.
To do this effectively, the hero must face numerous setbacks as their
journey plays out. Story arcs typically advance the hero from a low point
to the removal of obstacles in their path. If handled effectively, the hero

gets transformed into a wiser creature as they triumphantly face adversity.

... The end of a narrative arc is the denouement. It shows what
happens as a result of all the conflict that the characters have gone
through. . .

—Author Jenna Blum, 7he Author at Work

Displaying Generosity in Contributions,
Kindness, and Causes

One of the greatest methods agreed by most content marketers to stir
emotions is through generosity. And this starts with generous contribu-
tion of content. Let’s face it. Audiences love to be rewarded. It’s a sign of
our attention to them as well as their reward for spending time with our
brands.

Consumers are quite accustomed to receiving free content. But more
importantly, audiences delight in knowing they received a gift. The same
applies to thoughtful gestures as when WestJet surprised their arriving
passengers with Christmas presents (htep://bitly/1AIfydZ). The video
reached over 35 million views in less than 3 months as the previous un-
known aitline expressed an extreme act of goodwill.

Most recently, TrueMove H Thailand released this amazing com-

mercial centered on their theme “Giving Is the Best Communication”
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(htep://bit.ly/1ogtYfZ). The video brings many tears to eyes as a benevo-
lent citizen is paid back in his time of need.

Finally, Duracell demonstrated their generosity through community
kindness. In their “Moments of Warmth Powered by You” (htep://bit
ly/1pwxq5E), they surprised patrons of a bus shelter with hand-powered
heating. The gesture not only resulted in Duracell’s video reaching 1 mil-
lion views in only 2 weeks, their benevolence was especially appreciated
by winter-worn Canada residents. And it resonates well with the Duracell

brand message of being powered by a human connection: “. . .In Canada,

we have cold winters, but we also have each other. . .”

Eight Ways to Create Emotional Content

With the alarming levels of content hitting the Internet, it is clear that
content marketers must find a way to distinguish themselves by emotion-
ally amplifying their content. This will likely shift the bulk of content
formats from one of instruction and information to one of entertainment

and inspiration as shown in Figure 3.4.
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PART 2

Getting Audiences
to R-A-I-S-E Your Brand

Now that your audiences have expressed interest in trusting, aligning
with, liking, and knowing you, it’s time to invoke their support in boost-
ing your visibility. These next five chapters will describe how your target

audiences could R-A-I-S-E your brand in the following way:

. Recognize you from quality content (Chapter 4)
. Advocate your brand through passionate employees (Chapter 5)
. Influence your brand through industry thought leaders (Chapter 6)

B N =

. Stamp your brand with reputable followers on social networks
(Chapter 7)
5. Expose your brand through syndication, search, and native advertis-

ing (Chapter 8).
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CHAPTER 4

Earning Readership with
Content Mastery

Don't focus on having great content. Focus on producing content thars
great for your readers.

—Brian Clark, author at Copyblogger

In this era of infobesity, even the best of content goes unnoticed. Emo-
tional content sparked by visual storytelling, entertainment, and inspi-
rational messaging shows great promise in captivating audiences. But
there are some basics to content mastery that have distinguished social-
media pros that don’t always elect to entertain and inspire. Many stay
with an educational or informational objective. But common to most
is a penchant for consistent quality, a focus on pain points, and great
writing mechanics. In effect, they earn their readers through content
that is:

e T-U-N-E-D (trended, user generated, niched, evergreen,
digestible) for audience connection;

* F-O-C-U-S-E-D (frequent, optimized, cross-platform,
unique, shareable, eye-catching, documented for SEO) on
audience attraction; and

* Consistently created with high Q-U-A-L-I-T-Y (quick,
unbiased, advisory, lead generating, image intensive, talk-

worthy, your voice).
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Making Your Content T-U-N-E-D

for Audience Connection

Getting your content T-U-N-E-D for audience connection implies that
you are writing on burning issues relevant to your hypertargeted audi-
ence. It also means that the content is new and easy to digest since the

average time to decide on content reading is under 10 seconds.

IMAGE TALK-
INTENSIVEfi| WORTHY

'
Consistent Q-U-A-L-I-T-Y Content is the Key to Successful Blogging /
J|

Trended Topics

So one of the first questions to ask when researching topics for your con-
tent is whether the topic is new and trending upward. To help in this
effort, there are many tools you can use to gain insight about the latest
Google and Twitter search queries. For example, I selected the domain
name “blog.socialcontenmarketing.com” to host my blog based on what
I found on Google Trends for search popularity as well as what Topsy
revealed on the level of Twitter engagement for this term. Based on the
results, it made sense to use the long-tailed term as a common thread
throughout all of my posts.

But tuning your content to trends goes beyond a mere search for

SEO queries. Another way to ensure high trending is to tie their posts
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to current events. Just witness the many ways bloggers attempt to tie in

Mother’s Day or the Super Bowl into their blog post storylines.

User-Generated Questions

The second question to ask in tuning your content is whether the post is
too focused on your own offerings instead of answering a user-generated
question. One of the best ways to have your content resonate with an
audience is to address an issue that keeps them up at night.

Another approach is to observe the questions that come up in discus-
sion forums like those found in LinkedIn Groups. Ideally, you want to
answer aggravating questions that cost your readers” time and money. This
will further help in search results since questions on cost and aggravating

pain points get searched very day.

Niched Audiences

Based on the exploding number of registered blogs, the route often taken
by successful bloggers is to hypertarget their content with long-tailed
topics. For example, to connect in today’s overcrowded blogosphere, you
have to offer more than advice on ladies footwear. You have to offer tips
specific to elderly athletic women’s footwear.

Ideally, every content post should be mapped to one of your target au-
dience personas along the lines of the residential realtor example as shown
in Figure 4.1. Starting with four targeted audiences identified by their
spending motivations (sunbelt retreats, wealth management, life transi-
tion, and temporary accommodations), 16 personas were identified based
on their unique habits and aspirations. This led to a clearer understanding
of pain points that would not be recognized without dissecting the audi-
ence into distinct personas.

The mistake made by many is to assume you can write for every-
one. But imagine the interest an ROI Maximizer persona would have in
first purchase handholding or the interest a Mobile Crew persona would
have in high-society acceptance. Targeting as niche an audience as pos-
sible allows realtors an opportunity to address a target audience’s biggest

pain point by tailoring everything to help only them. And by writing the
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RESIDENTIAL REALTY [

TARGET AUDIENCE

PAIN POINTS

Management

Upscalers

ROI Maximizers

Foreign Opportunists
Golf Enthusiasts
Equestrians

Sunbelt
Retreats

Swiss Family Robinsons

Snowbirds

Life
Transitions

Twilight Downscalers

Job Transients

Mobile Crews

Temporary
Accommodations

Weekend Warriors

Samaritans & Soldiers

Budget limited payments

< |Career Starters

<.|Post-Distress Downscalers

<.|New Beginnings

<|Off Campus Greeks

High society acceptance

<

Proximity to golf courses

Access to outdoor nature experience

< | <

<

Acceptance into equestrian society lifestyle

Horse stabling and ranch accommodations

Family oriented residence

First purchase handholding

Future adaptable living conditions

Future profit potential

Minimal emotional loss

Minimal maintenance living

Off season snowhird rental property

Prior home burden relief

Quick move

Retirement & family accommodations

Season renting in tough economies

Semi-permanent residence

Reestablish themselves within their means

Twilight year comforts

Limited restrictions on lease obligations

Year round temperate weather

Active youth surroundings

Favorable tax, currency & banking

Overtime camaraderie

Work readiness in familiar surroundings

Undervalued homes

‘/

Affordable vacation home

Wealth management

N

N

Figure 4.1 Persona Pain Points Identified for Residential Realtor

Bloggers

post as though it was solving a specific problem for a single person (i.c.,

single casting), readers will likely credit you with empathy, helpfulness,

and expertise.

Evergreen

Once a content topic candidate is considered, it is important to ensure

it doesn’t date quickly. Known as evergreen content, some content posts
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can be written once and rerun in the future without it being rendered
obsolete. This is why content on how-to’s or foundational topics are more
effective than news stories. Writing a piece on conservative politics, for
example, could remain perpetually relevant. Buta story on “Top Tea Party
Members Likely to Shake Up the Republican Party” would not likely have
any value two years from the post.

The timelessness of this content gives it a high search ranking and
great potential for accumulating links over time. As a result, traffic to the
site hosting your content will improve over time as the evergreen content

continues to gain popularity with its target audiences.

Digestible

A final question to ask when tuning your content for audience connec-
tion relates to how easy it is to digest. Audiences like posts that are concise
and to the point. This starts with putting aside your writing formalities
and using a conversational tone. If you write like you speak, your content
more often stays on topic.

Consider the use of visual components as much as possible provided
that they are self-explanatory. As discussed earlier, visual components like
infographics are mentally processed much quicker than text.

All this assumes that the reader caught the gist of your topic from a
well-crafted title and an opening sentence question that sets the stage for
what is to come. The headline itself has to let the reader know how the
post will benefit them. Blogging pros will argue that the ideal headline is
six words long, the ideal paragraph falls between 40 and 55 characters,
and the ideal blog post takes about seven minutes to read, roughly equat-

ing to 1,600 words.'

Getting Content F-O-C-U-S-E-D

on Audience Attraction

Now that the content strategy and selected topics are tuned for the right
audience connection, another critical exercise is to ensure that your
content-writing efforts are focused on capturing the attention of your

audience.
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Frequent Postings

Content consistency is paramount. That is why it is important to blog
at least twice a week especially when starting out. If there is nothing
new for readers to see, they will quickly lose interest and see you as
disengaged. But beyond the retention of repeat visitors, the frequency
of posts impacts the number of new visitors to your site as well. Each
new post, for example, adds to the number of indexed pages recognized
by the search engines. Fresh content also signals to the search engines
that your authority on the subject is backed by frequently updated
information.

This not only improves the chances of target audiences simply finding
the content, a study conducted by Hubspot revealed the following impacts

on lead generation:*

* An average company will see a 45 percent growth in traffic when
increasing total blog articles from 11-20 to 21-50 articles.
* Companies that increase blogging from 3—5 x/month to

6—8 x/month almost double their leads.

Optimized

According to Lee Odden, author of Optimize, “Blogs are one of the most
powerful publishing platforms that integrates the best of SEO, content
marketing and social media optimization” (p. 147).? As the centerpiece of
content marketing, they serve as an aggregator of all your content while

exploiting the power of its search potential and social outreach.
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Search is greatly enhanced by its text-rich content and ability to at-
tract links. But this requires attention to the following opportunities you

have to boost search results.

1. Optimizing your blog domain URL, titles, and page construction
descriptions around key phrases relevant to your target population
and the benefits you provide.

2. Optimizing each blog post around keyword phrases you are targeting

for persona pain points.

This last point refers to visible text opportunities as well as the hidden
HTML text used in tagging and page construction. Each post provides an
opportunity to exploit key phrases in the visible body of text where special
attention should be given to the titles, headers, and the first paragraph
of the post. In addition, bloggers have ample real estate in their HTML
meta tags for describing their content through title descriptions, tags,
anchor text, and image alt text.

The key is to tag and categorize everything but without overdoing the
process. If the algorithms sense that you are engaged in keyword stuffing,
you can get heavily penalized in search results. Instead, focus on simply
being the best answer to what your target audience repeatedly asks. The
latest of search algorithms (e.g., Hummingbird) will likely credit your
content to a popular search query and reward you with high search results.

This also implies, however, that your content cannot be too short as
it provides few opportunities to demonstrate your authority on the sub-
ject. So despite the pressure to keep blog posts short due to overcrowded
content, blogging experts suggest that posts exceed 500 words for search-

ability as well as building thought leadership.

Cross-Platform

Blogs lend themselves well to hosting mid-of-funnel content often
through registration pages, download links, and embedded presentations.
For example, you can make an audio version of your blog post for an
upcoming podcast show. This cross-promotion not only boosts the ex-

posure of your other content (e.g., podcasts, webinars, videos, and apps),
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but it also allows a top-funnel to mid-funnel connection with your target
audience.

The same applies in the outbound direction. You can make you posts
social by abbreviated them for microblogs, newsletter digests, weekly
roundups, social-media posts, or social-networking group discussions. A
link to the more comprehensive blog post could then provide detailed
information if needed.

In addition to cross-promoting, blog posts should be crafted with an
intent to create multiple pieces of content often in the form of a blog
series. Turning blogs posts into podcasts, slide decks, e-Books, or white
papers are just a few of the many ways to repurpose your posts. This saves
on resources while providing an avenue to mid-funnel content in the pro-
cess. An additional blog post—remember this for search potential—can
then be used as an introduction to the deeper content. As an example,
see how this is done on my own blog for showcasing e-Books (http://bit
1y/1rz26dCu) and by the Content Marketing Institute for their podcast
introductions (http://bit.ly/1m3x1Ye).

- Photos & Pins Unique
. i - Whitepapers
Infographics B ace Sindies
« Reports . .
- Eplainer Videos - EBooks In order to deliver something of

« Hangouts on Air

; e ' value to your target audience in
your post, you need to offer some-
thing unique. If not, your audience
will merely see you as a curator of

others ideas. A great way to start is

) )
J * Newsletters
<+ Webinars - Articles

N 0 look for original content. This

« Related Posts
- Tempiates could include recently surveyed in-

formation or breaking news.

But as content-marketing experts will point out, unique content
does not always have to be original. You can write about your unique
strategies or experiences as well. Many bloggers, for example, merely
provide a unique angle to widely discussed topics. If not their own,
they invite experts to share their thoughts. Either way, by providing
a unique perspective, you help your audience with interpretation and

judgment.
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I applied this to my own field
PP Y EDUTAINMENT 2=

GETTING PROSPECTS TO KNOW.

LIKE AND TRUSTYOU

when evaluating social-media books

to read (htp://bitly/1hrzk1G). =255

. Countdown of Top 25
There are plenty of practitioners — social Marketing Books

from an Academic

who rate their top 10s; so I re-

viewed, rated, and ranked the top

25 social-media books from an aca-

demic perspective. As acknowledged
by bestselling author, Jay Baer, the
countdown offered something new
to the social-media community.
Another approach to making

your content unique is to play the

role of the contrarian or devil’s ad-

vocate. Readers then benefit from {

\
This s such  greatidea for a blog series. Congratulations on putting §
this together. Its a ton of work! 74

the counterpoints often giving you ™
the credit for having a fresh per-

spective. And by building controversy into your argument, readers will
often become more engaged as they feel compelled to share their own
perspective.

Ironically, a fourth way to make your content unique is to back off
on overaddressing audience needs and focus more on injecting your own
passions as was described in the previous chapter. After all, it’s how oth-
ers respond to your ideas that count the most. Social-media author, Jay
Acunzo, puts it this way: “If you only think about your audience, you'll
likely start to sound exactly like all your competitors.” Ideally you want
to blend you audience’s interests with your own. This can best be accom-

plished with a personal story relevant to your audience.

Shareable

The key to making your con-
tent shareable is to first make
your posts easy to share. Most

content platforms allow you

to accomplish this very easily
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through plug-ins that include sharing across dozens of platforms. At mini-
mum, your posts must reach where your target audiences hang out. This
could include relevant LinkedIn groups, Google+ communities, and Twit-
ter chats.

As described in Chapter 3, the more emotion felt from your post,
the greater the opportunity to be shared. This could include the use
of humor, heartfelt moments, feelings of astonishment, or inspira-
tional stories. Another inducement to share is based on the passing of
bragging rights. This is why articles on breaking news are key. Readers
are often anxious to share what they believe to be an exclusive discovery.

To ensure your content is shareable with a relevant audience, it’s im-
portant to syndicate it through an RSS feed or through the many blog-
ging listing directories, social bookmarking sites, and news aggregators
discussed more in Chapter 8. Finally, you can post the content outside
your domain with the intent of creating a new audience. This can be done
by featuring your posts as a guest blog on a high traffic site as well as post-

ing on social networks like LinkedIn.

Eye-Catching Title

Without a doubt, headlines are the most important part of your post.
And to craft one effectively, you have to pique your audience’s curiosity.
One way to do this is to distract them with a message that seems out of
sorts. When asking my students what advertisement they remember on
a highway sponsoring over 50 signs, they invariably recall two of them.
One says “Your Wife Is Hot.” Reading further, the sign says “You Better
Fix Her Air Conditioning.” The other says “We Buy Ugly.” Both represent
anomalies that capture our attention.

Asking a question—especially if it’s provocative—can also pique your
audience’s attention. At minimum, curious readers may enjoy the insights
from a contrary position like “Will Instagram Disappear”? Leading blog-
ger, Jeff Bullas, often uses negative terms in his titles. His post on “The
Top 15 Social Media Marketing Strategy Mistakes to Avoid” has amassed
nearly 3K tweets.
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Documented

As discussed earlier, the fast growth of video for content marketing has
undoubtedly created the most powerful means of attracting and engaging
target audiences. A challenge at this point, however, is to make the video
searchable. One way to accomplish this is by transcribing the audio and
posting the script along with the video. This will help the content get
found by search engines. Once transcribed, the scripted version could be
embellished with slides, diagrams, infographics, and photos to make it
more appealing as a blog post.

The same could be accomplished for audio podcasts and confer-
ence presentations. Recordings can be spelled out into scripted ver-
sions with embedded slides and audio takes. This not only provides an
additional opportunity to release another blog post, but it also captures
the attention of search engines recognizing the embedded links po-
tentially from high page-ranking sources as well as the keyword-rich
text in the script. If permitted by the podcaster or presenter, the script
could be optimized around additional search terms that further boost

the page rank.

Creating Content with Consistent Q-U-A-L-I-T-Y

With your content now tuned to target audiences and focused on captur-
ing their attention, a remaining step is to ensure your content is backed

by consistent quality.




118  SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

Quick and to the Point

As described earlier, the use of a conversational style and visuals makes
a blog more scannable. But much can be done with writing structure to
make it even quicker to digest. That is why expert bloggers spend consid-
erable time on the first few sentences. This opening must spell out why
the topic benefits your audience and what you plan to say.

The first point implies that the fewer points made the better. The
concept works much like an ad. You have a limited number of seconds to
convince your readers that the one pain point or passion they have will be
well covered in your post. And there will be nothing else to distract them.

The second point means you have to “tell them what you are going
to tell them”. Then “tell them” in the body of your post. And then “tell
them what you told them at the end of your post.” Progression of the
post should be quick and to the point if you want today’s reader to stick
around.

To accomplish this, leading bloggers like Ann Handley and C.C.

Chapman offer the following advice:’

* Use bullets and lists to edit out unnecessary words.

* Make sentences and paragraphs short (<6 lines paragraph).
* Break up text with headings and subheadings.

* Highlight key points in quotes or bolded phrases.

* Use easy to read fonts.

Unbiased Content

What distinguishes true journalism from the average content post is the
information-vetting process used to validate findings. Few would argue
that traditional journalism is based on far more rigorous standards for
source accuracy than what is found in the blogosphere. This does not
imply you shouldnt express an opinion. But it does suggest that readers
appreciate content that is #nbiased and backed by either well-documented
evidence or well-respected insights.

So for content to be considered high quality, the information of-

fered in your post has to be accurate and reliable. Among the best ways
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to accomplish this is through empirically tested results or the insights
offered by recognized experts in the field. This is why leading bloggers
regularly post interviews with leading authorities often in the form of a
playbook of insights from many experts.

Survey results from your own client sampling can also remove this
biased perception especially if the sample is large, representative, and em-
pirically tested with at least a reasonable methodology. This can be done
without laying out the entire testing procedure in the base of the post. It
merely requires a brief explanation or reference to the study background.

As an example, I released 15 blog posts on ways to create entertaining
content from a study conducted on viral videos. Each post made refer-
ence to the study posted on SlideShare and included the following closing

paragraph on the study background.

Atotal of 3351 high performing videos (> 50K views) were examined
in this ranking of top YouTube videos. These viral videos included
re-casted television commercials that were posted on YouTube as a
social media video back channel. Statistics were then recorded on
the number of likes, dislikes, comments and views, where an ex-
ploratory study was subsequently published with the Academy of
Marketing Science and 2013 Cross-Cultural Research Conference.

Advisory

What often separates blogs from articles is the advisory nature of the lat-
ter. Blogs have to be either instructional, insightful, or helpful to decision
making. Without advice from a credible source, we are merely adding to
the information pile. If you are not convinced, just check out the popu-
larity of blogs that begin with “5 Ways to . . .” or “7 Steps to . . .” Readers
obviously have an expectation for following advice.

In addition to laying out an advisory trail, it helps to single out spe-
cific audience questions to answer. This is where comment trails on blogs
and discussion forums serve as an excellent source of topics to consider
in a blog post. Blogging pros will often pose questions to their audiences
on Twitter, Facebook, or a LinkedIn Group like “What is you greatest

»

challenge . . . 2”7 or “What question do you have regarding . .. ?” With
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large enough audience, the responses then serve as questions to answer in
a blog post or newsletter.

By having a question-driven and advisory-driven style, your post may
further benefit from readability. If the first sentence of the post starts with
a question for your audience, a clear expectation of the post is made up
front. Furthermore, should the post merely address answers to the ques-

tion, readers will likely find the content more digestible and to the point.

Lead Generating

Blogs are used primarily as top-of-funnel content. This makes them
ideal for capturing audience information at an early awareness stage.
But much of that blog traffic may be wasted unless readers are encour-
aged to take immediate action after reading the content. This requires
that your blog content host lead generating calls to action (CTA) such

as the following:

. registering for free webinars;

. downloading white papers, case studies, reports, or e-Books;
. joining live events;

. following on Facebook, Twitter, or Pinterest;

. sharing with friends;

. subscribing to newsletters and blogs;

. offéering comments;

. posing questions;

. requesting demos or more information; and
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. buying through shopping carts.

These CTAs not only provide an avenue to maintain engagement, but
they also help escort your prospects through the sales funnel (more on
this in Chapter 4). A compelling CTA, for example, represents an oppor-
tunity for you to analyze data from the downloaded content or subscrip-
tions and measure which topics had the greatest impact on conversion.
And by encouraging your prospect to take the next step, you stay in the
loop. This allows another opportunity to demonstrate your trustworthi-

ness while keeping the prospect from researching elsewhere.
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Image-Intensive Content

A clear drawback of predominantly textual content in a content post is its
often overwhelming and impersonal appearance. Graphical and photo-
based imagery not only require less mental processing; but, as described
earlier, they also strike an emotional chord that even the best of written
poetry cannot accomplish. Moreover, imagery allows you to mix up your
content as a diversity tactic. Audiences often appreciate the change up.

It is no secret that images are

the most shared media on the likes

of Facebook. That in itself is tes- SlideShare

timony to its appeal as a content Decks
) Embedded

element. But the rise of photo- in Blog

Posts

messaging apps (e.g., Snapchat),

mobile photo-sharing  services

(e.g., Instagram), and visual dis-

. JET
covery tools (e.g., Pinterest) actests T

to how dependent social-media

users are on viewing something

== @0~ o -

over reading something. Pinter-

est, in particular, has become one

of the leading drivers of traffic to websites. Your benefitting from this
traffic, however, assumes that your blog post accommodates photos
to be pinned. Besides photos, SlideShare decks can be embedded into
your blog both as a site traffic builder and a preview of deeper content.
Notice from this example on my own blog where an embedded slide
gives you a preview of the content from SlideShare right on the blog. A
downloaded e-Book, on the other hand, would not give you this built-

in preview.

Talk-Worthy Content

For content to engage with your
audience, they have to invite a dia-
logue. Some refer to this tactic as

making your content REMARKable
(by inviting remarks) or talk-worthy.
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This may not be the same incentive they have to share or link to your
content. Share-worthiness and link-worthiness have more to do with le-
veraging your bragging rights or backing your story. The intent of making
your content talk-worthy, on the other hand, is to stimulate a conversa-
tion or invite feedback as a method to keep your readers involved.

Some of the most popular techniques for accomplishing this are to in-
clude open-ended posts that fuel a debate. Rather than solving the problem,
you could engage in a series of points and counterpoints enlisting your re-
viewers to share their own thoughts. More reputable bloggers often engage
their viewers for crowdsourcing (i.c., the process of gathering content by
soliciting contributions from a large sample of followers). But even a simple

request for feedback or response to a poll can often spur a dialogue.

Your Voice

One of the most common responses offered by content-marketing experts
on tips for drawing in an audience is to be authentic and enthusiastic.
This starts with writing about something you are passionate about and
in a voice that best reflects your personality. As leading blogger, Michael
Hyatt, points out, many bloggers attempt to be someone that they are not
when building a blogging platform.® Instead, he prescribes one of three
possibilities (authority, empathy, or transparency) to examine in defining

your own authentic voice:

1. The Sage: This is a recognized expert in the field who can speak with
authority.

2. The Sherpa: This is the trusted guide who has learned from their
mistakes and who speaks with the voice of confidence and empathy.

3. The Struggler: This is a fellow traveler who merely shares their own
successes and mistakes as they embark on their journey. They have

the voice of transparency as they tell it like it is.

Once you determine your role as Sage, Sherpa, or Struggler, you have
a clearer path as to how you want to solve your target audience’s prob-
lems. The Sage may entertain an interview or FAQ format, while the

Sherpa chooses a more talk-worthy approach where the two-way dialogue
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permits more shared experiences. The Struggler, on the other hand, may
elect to be more visual in their approach so the reader gets a more inti-
mate look at what works and what doesn’t.

Regardless of the chosen role, upholding this authenticity requires
that you stay consistent with the voice. Too often we read blogs written
by someone with a low-key blogging tone only to hear a motivational
speaker when they are interviewed in a podcast. By resorting to these
pumped-up impersonations, you run the risk of tarnishing the connec-
tion your readers, listeners, or viewers may have had with your candor

and personality.

Notes

1. “5 Steps to Get Followers to Amplify Your Best Content Market-
ing” by Content Marketing Institute’s Dave Landry (htep://bit
ly/1AUBQXa).

2. “12 Revealing Charts to Help You Benchmark Your Business Blog-
ging Performance” by Hubspot’s Pamela Vaughan.

3. Lee Odden. Optimize. New Jersey: Wiley. 2012. p. 147.

4. “Why “Write for Your Audience’ Has Become Dangerous Advice” by
Jay Acunzo (bit.ly/1muU67j).

5. Ann Handley, and C.C. Chapman. Content Rules. New Jersey:
Wiley. 2011. p. 148.

6. “5 Reasons Youre Not Getting Traction with Your Platform” by
Michael Hyatt, (bit.ly/1nAUNAY).






CHAPTER 5

Evangelizing with Employee
A-D-V-O-C-A-T-E-S

By turning employees into trusted brand ambassadors, companies
bring their strongest asset and their most vocal internal advocates in
direct contact with their customer base.

—Ekaterina Walter, best-selling author

Much like the support given to ambassadors, brands are actively empow-
ering employees to support their goals through social media. They are the
most trusted and connected source to target audiences at a time when the
growing demand for social media is stretching internal resources to their
limits. And by tapping into the personal accounts of these employees, the
reach of messaging can be greatly amplified.

In using these employees to scale their social-media efforts, companies
are formalizing programs built around a social-media culture and tools
for content sharing. They range from new hire onboarding exercises to
comprehensive certificated programs. The rapid adoption of these pro-
grams is in part due to the growing popularity of software platforms that

help identify, monitor, and mobilize these advocates.

Why Employee Advocacy Is So Critical

Companies are now seeing plenty of evidence on bottom line results from
having employees champion their brands. A study by Northwestern Uni-
versity, for example, found a direct correlation between sales and the total
number of people identified as brand advocates.! Supporting this find-
ing, an IBM study demonstrated that traffic generated by their employee
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advocates converted seven times more frequently than that generated by
other IBM sources.”

In effect, social media has created an expectation for trustworthy
communications. Customers not only expect authentic and transparent
communications, but they also know they can get this attention directly
from front-line employees that they often see as peers. After all, most of us
will trust experiences shared by family, friends, and colleagues over claims
from a brand’s logo or statements made by the CEO. And with employees
knowing the most about a company, what better way to bridge brands
with their customers than through employees. Consider the following

nine reasons why employees serve as A-D-V-O-C-A-T-E-S.

AMPLIFICATION

on Persanal OVERSIGHT of SCALING of

Brand
Relationships

Accounts Ambassadors

Amplification of Personal Accounts

Brands and small businesses recognize how their companies can reap the
benefits of each employee’s sphere of social influence. By tapping into an
employee’s personal Twitter and Facebook accounts, for example, brands
can often amplify their message an order of magnitude beyond what
the brand can muster on its own. Consider the following typical case.
A brand supported by 100 employees may be able to attract and sustain a
fan community of 2,500 followers. But the 100 employees can potentially
reach 25,000 followers if you consider the following:

e An estimated 70 percent of online American adults are on
Facebook.

* An estimated 20 percent are on Twitter.

* The average Facebook user has over 300 friends.

¢ The average Twitter user has over 200 followers.
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Delivery of Relevant Brand Experiences

Once acclimated to their role as advocate, employees are in a unique posi-
tion to deliver relevant brand experiences. Starting with content, some
programs supply employees with templates, photos, and graphics for
brand correspondence. By mixing and matching the content elements
for the employee’s personal channels, the customer or prospect now sees
something as more intimate and relevant to their channel experience.
An Instagram shot of a brand experience from an employee’s own account
cannot only be amended with personal commentary, ; audiences will see
the content as vetted by one of their own.

While helping NSU launch its social-media strategy for recruiting
college-bound juniors and seniors in high school, I watched a clever dia-
logue take place between another university’s employee and a prospect
expressing her dismay over a bad experience. The employee elected to
take a humorous route in a personal conversation that poked fun of their
pending breakup. Not only did the series of tweets satisfy the prospect,
but it also showed the university’s light-hearted side. Consequently, the
follow-up tweets suggested the prospect was back on board.

Oftentimes, this brand experience better fits the customer’s frame of
mind when it comes from an employee whose department is better suited
to addressing customer issues. Imagine a legal representative whose profile
on LinkedIn gave the customer a direct line connect—even off hours—in
a conversation between two mothers. The legal representative would not
have to pitch the brand experience. Their actions and demeanor would
undoubtedly have a greater impact on lifetime customer value than the

best of posted FAQ responses.

Voices for Real-Time Problem Solving

By launching an employee advocacy program, brands can engage their
most vocal assets into direct contact with their customers at a time when
target audiences are expecting near real-time responses. Responding
to tweets in an hour has now become the norm. And just as front-line
employees have become a brand’s voice in the store, online employees
have also become the expected point guards when customers reach out to

them through their social-media channels.
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While directing a team of customer service and sales professionals at
BFGoodrich Aerospace, I found our customers to prefer proposals com-
ing from customer service personnel troubleshooting their problems day
after day. To them, these folks were the ones bailing them out of airplanes
on the ground. The sales personnel, on the other hand, were seen by some
as glad handers with little incentive to work through routine issues since
most of them covered multiple accounts and rarely had an opportunity to

engage outside of selling services.

Owersight of Ambassadors

A number of brands operate their brand ambassador programs described
in Chapter 4 9 separate from employee advocacy programs. Mack Collier,
however, offers a convincing argument for employees to spearhead brand
advisory panels that work closely with customer advisory panels. An em-
ployee advocate, or brand liaison in this case, would ensure that feedback
on brand performance and other insights are brought to the attention of
brand managers.

By using employee advocates to oversee these roles, a brand is capitaliz-
ing on the perceived responsiveness of the advocate as well as their deeper
insights into relevant issues. Furthermore, the presence of employees on
panels ensures that the voice of the brand is heard and understood by

brand management.

Content Creation

Depending on the conditions laid out in a company’s social-media guide-
lines, many brands are permitting employee advocates to create their own
content. Not only does this provide content closer to home for the cus-
tomer, but it also permits a voice from someone they trust. Universities
have stepped up to this with blogs hosted by faculty members in effect
serving as advocates. Students, in this case, get a look at the real professor
rather than hearing from the voice of admissions or enrollment who are
further removed from the real classroom experience.

Employee created content is likely to be perceived as more relevant es-
pecially when crafted after FAQs addressed to their department. And by
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knowing that the company permitted content released by employees, the

customer is likely to credit the piece as being more authentic and transparent.

Activism

Many employee advocates go out of their way to make their engagement
visible and defend their brand when criticized. Known in some circles as
proactivists, this special class of advocates enthusiastically let others know
they stand behind their employer. A study by Weber Shandwick, in part-
nership with KRC Research, showed that activists typically represent over
20 percent of a workforce and are gaining in numbers and strength. One
key to fueling their passion is to make brand storytelling easy to grasp.
This will ensure that “employees are well informed and have something

meaningful to say about their employers.”

Trusted Communication

Where a brand’s vocal assets become especially powerful is when employ-
ees evangelize in their own natural habitat. As social-media dependency
pressures us all to sound like real people, an expectation has developed not
only in conversation tone but in content as well. Consumers now expect
brands to be authentic and transparent in all of their communications.
This means that their primary line of contact cannot be impersonated by
legal vetted correspondence, CEOs with one-way messages, or those paid
to pitch. The 2014 Edelman Trust Barometer, in fact, discovered that
people are far more likely to trust a company’s employees than its CEO

especially on matters of engagement and integrity.*

Engagement

Once employee advocacy programs gain momentum among enthusiastic
employees, a key challenge is to sustain their engagement. Successful brands
often stimulate engagement by getting their employees involved in small
campaigns. Employees, for example, could be rewarded for their involve-
ment in hashtag-oriented campaigns where they share content on some-

thing theme specific.
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As a smaller outreach, these opportunities allow for early customer
feedback from advocates on how well the content is received. The ex-
change of general program thoughts and campaign questions can then
build early confidence before expanding into broader initiatives like con-
tests. In effect, each outreach opportunity provides a reason for leadership
and advocates to stay engaged.

Research shows that advocates, like most employees, progress in their
emotional journey from a fear of saying the wrong thing to feeling like
they make a difference. Once this attitude is reached, solid leadership,
content strategies, and governance can help build an outright desire in the

employee to contribute to the brand’s success.’

Scaling of Brand Relationships

By having employees act on a brand’s behalf, companies can better scale
their social-media marketing efforts. The sheer volume of customer cor-
respondence on social media, coupled with the speed with which custom-
ers expect responses, makes the job of social-media marketing a daunting
task. But by piloting employee advocacy programs, brands can judge
what aspects of the program really payoff.

As content amplified through employee personal accounts starts to
reveal tangible results, more advocates could be recruited from the ex-
isting stafl of employees. This takes the burden off HR to hire social-
media specialists while allowing valuable skill building for those seeking

advanced career opportunities.

How to Lead an Employee Advocacy Program

Although employee advocacy programs vary in size and complexity, suc-
cessful programs are normally characterized as activated from top leader-
ship, driven by a social-media culture, and guided by well-documented
objectives, policies, and performance metrics. And like most enterprise-
wide team initiatives, success requires champions and a pilot program
aimed at early adopters.

Training and governance has to extend beyond the mechanics of

simply using advocacy platforms for content distribution to ways for
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employees to extend the brand relationship and its overall story. And by
measuring which people are the most active and successful sharers of con-
tent, brands can reward employee engagement while stimulating internal

competition. In general, brands need to create a program conducive to
A-D-V-O-C-A-T-E-S as shown.

Audits of Advocate Potential

Companies that adopt formal advocacy programs invariably get HR in
the loop. Especially when equipped with Net Promoter Scores (NPS) and
GlassDoor ratings, a brand can gauge the likelihood of a successful advocacy
program by first taking the pulse of its employee satisfaction and loyalty.
Human resources can assist by identifying the traits and availability of those
predisposed to advocacy programs. Starting with the hiring of individuals,
candidates are now being screened for their Klout scores and social-media
acumen as an indication of their fit in advocacy programs.

Employee advocate programs like VoiceStorm and Zuberance can also
help brands identify employees who are its best advocates. This identifica-
tion is often based on social chatter that places employees in groups like
detractors, advocates, and passives.

Susan Emerick, an employee advocacy expert, identified the following
common characteristics to audit when seeking the best suited candidates

as early adopters of a pilot advocacy programs.

e Those whose technical or business topic expertise is strongly
reflected by the brand’s business priorities.
¢ Those comfortable with publishing, commenting, and

collaborating in social-media environments.
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* Those finding enjoyment in creating online relationships and
enhancing their online professional networks.

¢ Those experienced in leveraging internal listening capabilities
to build social graphs.

* Those with a track record of commitment to and evolving

participation in achieving business objectives.

Documented Social-Media Policy

For employees to gain the confidence of a sustaining advocacy programs,
brands must champion employee-friendly social-media policies so that
employees know what they can and cannot do. These guidelines serve to
inform employees about the full extent of their social-media outreach.
In cases where employees are permitted to create content for the brand,
the guidelines should ensure that any content adequately reflects the
brand without unnecessarily restricting the author’s voice or discouraging
their participation.

A great example to consider is the guidelines used by a major brand.

These guidelines were crowdsourced by their own employees7:

* know the business conduct guidelines;

* you are personally responsible for what you publish;
* identify yourself by name and role;

¢ disclaim if it’s your personal opinion;

* respect copyrights;

* don’t misuse the logo;

* don’t disclose proprietary information;

* don't cite clients and partners without permission;
* respect your audience;

* be aware of your association with the company;

e respect others’ opinions; and

e add value.

Value Understanding

A key challenge of many employee advocacy programs is letting partici-
pating employees understand the program benefits. Best practice compa-

nies like Dell, Zappos, and IBM know that this goes beyond their role
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in story dissemination. Employees need to know how programs benefit
them personally.

Advocacy programs boost the marketability of employees by adding
to their personal branding and thought leadership. Those companies that
have social-media certificate programs or actively encourage participa-
tion through their corporate networking accounts validate the skills of
those with aspiring career plans. And since numerous empirical studies
show a strong positive relationship between employee satisfaction and
customer satisfaction,® those appreciative of the benefits will likely project

this attitude in their care of the customer.

Onboarding

Onboarding, or organizational socialization, plays a key role in preparing
employees for advocacy programs. Among the key objectives established
by many brands in the training of new hires and those new to advocacy
is an in-depth orientation to the core values it espouses and the culture
they want to nurture.

Zappos does this very well. They not only cultivate these values in
their employee advocates, but they also surround them in an atmosphere
where employees enjoy the work while feeling recognized and rewarded
for their direct engagement with customers. Employees are given full au-
tonomy to converse and exchange content freely on behalf of the brand
to all of their prospects and customers. By screening hiring candidates
based on perceived shared values, Zappos believes the employees will act

responsibly in their use of social media.

Coaches

Especially in the early stages of advocate maturation, employees must
know their backs are covered. This starts with having coaches nearby who
guide them through thorny issues and baby steps. This not only helps the
advocate overcome initial fear, the paired relationship provides helpful
feedback to the coaching staff on recurring issues. A study by IBM, for
example, found that success when going it alone was a paltry 9 percent.
This compares to a 75 percent success rate when the employee advocate

is paired with a coach.’
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Activity Metrics

Like any successful initiative, employee advocacy programs need metrics
defined upfront to gauge performance over time. This include amplifi-
cation metrics like impressions, traffic, or followers; conversion metrics
like leads generated, registration completions, and sign-ups; or marketing
metrics like share of voice or sales. Important to employees is to know

they are on track. And brands need to know what to tweak.

Tools and Platforms

Interviews with employees on what is critical to an advocacy program
often points to the following success factors: content is located in one
place where sharing can be done across multiple channels. This requires
a platform that administers content for them while permitting bidirec-
tional content sharing.

To facilitate the ongoing mobilization of employee advocate pro-
grams, software platforms are arriving in droves. Most like GaggleAMD,
Triberr, and EveryoneSocial, Addvocate, DynamicSignal, SocialChorus,
Expion, and PeopleLinx are designing their platforms to automate and
simplify the process of content duration. In some cases, SEO value is
often improved as employees contribute their own links through plat-
form-advised anchor texting.

These platforms have dashboards for content research, progress re-
ports, and report cards. For example, brands now have visibility into what
content is shared, and by whom, as well as the clicks, engagement, and
conversion information associated with each member of the advocacy
program. And by sharing their leader boards, advocates are given an op-

portunity to compete and earn rewards.

Exciting and Encouraging Atmosphere

Early momentum in advocacy pilot projects can inject excitement in the
atmosphere that is crucial to triggering the engagement process. As advo-
cates read and share more content over time, for example, they become
more engaged with the brand. In turn, this often increases the overall social
activity of employees. The more social the employee, the higher the com-

pany ranks as a great place to work. Gallup, for example, demonstrated
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that companies with high employee engagement levels have nearly four
times the earnings per share of their industry peers.10 Similarly, a study
by Fortune, the Dachis Group, and Convince & Convert found, that 40
of the top companies to work for were also among the top companies
ranked by a social-media business index.11

Much of this could be attributed to an atmosphere of excitement
where employees feel rewarded for their engagement. In the case of Zap-
pos, they are banking on employees discussing online how much they
enjoy their work.12 In turn, they believe this will foster a tighter bond

with their prospects and customers.

Social-Media Culture

As best stated by social-media expert Jay Baer, advocacy is born from
culture and not from technology or marketing. Brands that create a cul-
ture encouraging social-media usage often find themselves in the enviable
position of breeding true advocates. Add to this mindset the success of
some more than others to jump-start high-performance teams, and you
have an excellent remedy for success.

Some ways to reinforce this culture is through the reward systems
and tools used to collaborate. Platforms that bring the internal com-
munities together in their content delivery and conversation exchange
represent an endorsement by senior leadership for employees to actively

engage in social media (Figure 5.1). And when rewards are given in line
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Figure 5.1 Summary Model of Evangelizing Employee Advocates
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with their engagement, employees will feel even more encouraged to

embrace the culture.
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CHAPTER 6

Enchant Influencers through

O-U-T-R-E-A-C-H

If you can engage the influencer’s passions, and work with them to
craft a compelling logical appeal, then you can leverage the credibility
of the influencer to actually sway hearts and minds.

—Tom Webster, Edison Research

Well-established brands and startups obviously face major challenges
today in attempting to expose their content and engage their social com-
munities. As the channels of content delivery get increasingly congested,
few can break from the pack without the help of partners that can sway
the sentiments of relevant audiences. This is where influencers come in.
Finding, romancing, and collaborating with influencers are especially es-
sential for entrepreneurs to jump-start their visibility.

Prior to the arrival of social media, influence marketing was done by
courting a select few pundits or journalists that were rewarded for spon-
soring a brand’s message. But when the incentives disappeared, so did
the loud speaker and the favorable brand attention. These folks are not
the same as brand ambassadors or employee advocates. Influencers are
motivated by their own objectives and not necessarily by a passion for our
stories or a penchant for loyalty.

Where influencers go beyond advocates, however, is in their reach
across a relevant audience. They have huge audiences that trust their opin-
ions and let them shape conversations. And now with social media, com-
panies need not focus on just a few influencers who may grow weary of a
brand’s messaging. Hundreds of them can be engaged online. Moreover,

brands can now scale their outreach efforts to include influencers that focus
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on specific targeted audiences. With influence identifying tools described
further, we can easily discover niche-oriented bloggers and podcasters that
have an established relationship with a multitude of targeted personas.

To capitalize on the role that social-media channels have in permitting
collaborations with influencers, an entire body of research and practitio-
ner advice has been devoted to “influencing the influencer.” Assumed in
this courtship, however, is an entrepreneur with a reasonable amount of
thought leadership themselves to qualify for the influencer’s attention.
Chapter 7 discusses this in more detail. But for now, let’s focus on this
booming field of influence marketing defined by Jay Baer as “engaging
the people who have an audience, shape conversations, set trends, and
impact how your brand is perceived.”’ For the sake of this discussion,
influencers include bloggers, podcasters, industry analysts, business lead-
ers, and other known authorities who command a large audience that is
especially beneficial to entrepreneurs secking to borrow their social capi-
tal. Not included are the influencers among consumers themselves that

well-established brands often court in their promotion of new offerings.

Why Influencers Are So Critical

Shy of reaching influencers, entrepreneurs will likely find their content pro-
motion efforts stall out. Even the best of compelling stories, hashtags, syn-
dications, and search engine optimization described earlier will only go so
far in organically growing audiences. With the help of influencers, however,
firms can benefit from a quantum leap in both brand awareness and cred-
ibility. To demonstrate this, I conducted my own controlled experiment as
a class exercise to show how a massive jump in my own thought leadership
and followers required an influence outreach campaign. As described fur-
ther, this campaign was necessary to inject new energy into my community
that was not well motivated to share content and enlist new followers.
What makes influence marketing a hot topic in social-media circles is
the combined effect of snowballing reach and trust. Often referred to as hav-
ing significant reach, relevance, and resonance, influencers have social capital
that lend extensive O-U-T-R-E-A-C-H to those that effectively court them.
Consider the following eight ways they extend credibility to your brand

while jump-starting your brand awareness among the consumers that count.
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Influencers enjoy the unique position of having clout. This shows up in
their ability to gain high search results as well as getting others to recog-
nize their authority in certain circles. As described further, scoring from
Klout, PeerIndex, and Kred earns them attention like the four stars of a
general. Having Klout scores over 80 displayed on Twitter, for example,
tells audiences that these folks command the attention of huge audiences
that value their opinions.

If the content earns their attention to the point of their inviting you
to guest blog, the blog post will likely have a far greater impact on your
search engine results page (SERPs) than you can expect on your own. In
some cases, it may even lead to a first-page entry. If not directly, exposure
to your content could register high in SERPs from the Google+ posts of
high influencers. Consider how this was done in Figure 6.1 following a
piece I posted that caught the attention of some social-media influencers.

The post boosted the stature of these influencers to the point of their
posting on Google+. Because of the many thousand members in their

circles, their post earned top placement in SERDPs for, at minimum, the
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tens of thousands in their Google+ circles. The reference to my blog post
on a rising keyword phrase “social media influencers” contributed greatly

to the over 5,000 page impressions from new visitors in just two weeks.

User—Community Relationships Enjoyed by Influencers

Besides their ability to extend your organic reach, influencers have rela-
tionships with their followers where trust has been earned over years of
engagement. This typically follows their history of interacting on vid-
eos, podcasts, and blogs where opinions and stories carry a lot of weight.
Moreover, they lead conversations that are approved and encouraged by
their audiences. This is where going it alone can be very frustrating. The
gestation period required by audiences to vet your content can take years.
And if you expect to register a story message through multiple iterations
of content pieces, piggybacking off the social capital of influencers be-
comes imperative.

Influencers in your industry can share stories of your brand to those
who may never otherwise see your content. By collaborating with them,
you can accelerate the delivery and sanctioning of your content with
someone who is qualified to explain your story. And in the process, you

have an opportunity to build your own thought leadership.

Topical Relevance of Influencer to a Focused Community

Many of the routes to grow your audience and expose your content or-
ganically further suffer from exposure to wasted eyeballs that could dis-
tract your lead generation efforts. Too often, entrepreneurs stake their
efforts on SEO. As a result, marketing and sales can get flooded with
unqualified leads. Search campaigns around keyword strategies could in-
vite many readers whose background profiles are unknown or irrelevant
to your targeted interests.

Influencers, on the other hand, can get your message across to people
in their network that should have interest in your benefits given the in-
fluencer already addresses your niche. Just like moms like to talk to other

moms and marathon runners like to talk to other runners, influencer
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audiences have already identified themselves as someone fascinated with
specific topics of interest. The key to identifying the right influences is
knowing what topics resonate the most with their niche audience. At
minimum, traffic earned from the influencers podcast episodes or blog
posts that are extendable to your brand should at least be more qualified
as a potential lead. At best, the traffic includes those whose recommenda-
tions came from an influencer capable of swaying brand sentiment. In

this case, the lead can be registered as a potential prospect.

Resonance

Perhaps even more important than reach and relevance is resonance. Brain
Solis, a well-known authority on the subject, describes the three as the pil-
lars of influence.” Reach is more a function of popularity and the goodwill
carned across audiences. Relevance in this context implies the authority in-
fluencers have on a subject that is acknowledged by audiences who trust
their expertise and have an affinity toward them on this subject matter.
Resonance, on the other hand, relates to the ability influencers have on fur-
thering discussions and sustaining engagement with these audiences. In ef-
fect, influencers with high resonance are able to echo your brand story to a
relevant marketplace where the word of mouth can lead to audience actions.

Imagine, for example, that your content is compelling enough to gain
the attention of targeted audiences. This may lead to their following you
on Twitter or in Google+ circles. By itself, their following you only means
you are potentially visible on their radar. But if your content registers well
with the interests of your influencer’s audiences, they may post or retweet
your content. Now you have reached their audience feeds with a stamp of

approval from someone they know, like, and trust.

Endorsement Credibility

Another important factor that contributes to the large following of influ-
encers is their credibility in recommending brands to follow. An extensive
survey conducted by Brian Solis and Vocus found that 51 percent of the

respondents claimed they follow an influencer because of their opinion
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leadership. The same survey found that 40 percent follow the influencer
because of their relationship with them.?

In many cases, the opinion expressed by these influencers can make or
break your brand. Their expertise, coupled with the strong relationships
they maintain with their audiences, makes them an especially reliable
source for endorsements. Just like the impact NASCAR has on getting
their audiences to buy their sponsored brands, the opinion of leading in-
fluences on social media can well become the consensus opinion of their

audiences that ultimately sway sentiment toward a brand.

Influence Authority within a Concentrated Community

Besides their ability to provide visibility while shaping the perceptions
audiences have of your brand, influencers can offer you insights into the
way an industry can benefit from your brand. Given their regular interac-
tion with widespread audiences, they are likely to be more aware of and
capable of setting trends. Those that regularly host podcasts and collect
numerous comments from their fans can especially provide insights into
what your audience expects from your brand.

Since most successful influencers tend to hypertarget their audiences,
they tend to have deep insights down to a psychographic niche. Over-
time, they become authorities on what makes certain persona’s tick. And
when backed by trails of commentaries on their content, these influencers
can crowdsource audience opinions that are very candid and insightful.
This free research bodes well for brands otherwise faced with costly focus

group research or constrained to profile data.

Quality Content with an Emotional Twist

The same survey conducted by Vocus and Brian Solis also found that
62 percent of the respondents follow an influencer because of the content
they create. Because of their experience in crafting content useful and
relevant to their audience, the writing skills of influencers are usually ex-
ceptional. Add to this the relational bond they have garnered from their
unique perspective or likeable personality, and you can see why their con-

tent can be more compelling than what is published by brands.
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Hub of Important Conversations

Finally, influencers have a better grasp of curating content around en-
gaging conversations. What brands may attempt as a singular piece of
content can often blend better in a topic hosted by an influencer that
is framed better for discussion. Consider the many webinars hosted by
brands that try to justify the worthiness of their topics. Influencers, on the
other hand, start with trended topics that fascinate their audiences. They
then use these conversations as a potential opportunity to sway sentiment
toward your brand only if it lends credibility to the discussion. And be-
cause they have such a vested interest in audience engagement, they have

earned a reputation for driving meaningful conversations.

How to Discover, Engage, and Romance Influencers

Courting the well-known authorities in your field requires a strategy be-
yond just brand exposure. Since the goal of influence marketing is to have
others help you in sustainable engagement, as well as audience growth,
entrepreneurs have to incentivize influencers to sway the brand senti-
ments of their audiences. These incentives could include exclusive infor-
mation, new visibility, or compensation.

Key to a successful outreach campaign is the identification of the right
influencers based on reach, resonance, and relevance. Once discovered,
strategies are required to engage with the selected influencers to the point
that they become advocates. This, in turn, requires a deep understanding of
their own agendas so as to earn their accolades and harness their audiences.

Lets first start by dissecting what the pros do in finding, engaging,
and collaborating with the right influencers. We will then continue with
establishing goals and metrics required to measure and tweak outreach
campaigns. Finally, steps will be examined for sustaining engagement

with these influencers.

Identifying the Right Influencers

Influencers can be easily identified with the help of free tools like
BuzzSumo, Traackr, Keyhole, and Little Bird. These tools provide a start-

ing list of those who can exert influence on your topic through their wide
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and loyal audience. More importantly, they provide insights into the con-
tent that registers well with their audiences. From there, an evaluation of
their popularity and a willingness to engage on your behalf can be made
with free tools like Klout, PeerIndex, and Kred.

Notice how this was done in Table 6.1 for the case of social-media
influencers. This list ranks the social capital of key individuals as in-
dicative of their capacity to influence. The number of followers and
fans can be used to determine their reach. Their relevance in the field
of marketing is determined by their Kred scores for both influence and
outreach. The latter has a maximum scale of 12 that measures the degree
to which an influencer is generous in their engagements on a particular
topic. Finally, resonance, an outcome of both relevance and reach, is
measured by their Klout and PeerIndex scores. Collectively, these mea-
sures account for the social capital of certain individuals defined by
the Word of Mouth Marketing Association (WOMMA) as having a
“greater than average reach or impact through word of mouth in a rel-

evant marketplace.”

Table 6.1 Rating of Top Influencers in Social-Media Arenas
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These complex algorithms for measuring various aspects of influence
tap into an influencer’s engagement on Twitter, LinkedIn, Google+, Face-
book, YouTube, and even their blogging platforms. Although faulted for
their machine-oriented approach to evaluating the many intangible ef-
fects an influencer has on its communities, these scoring tools have be-

come the bastion of influence standards.

Developing Influence O-U-T-R-E-A-C-H

Enchanting influencers works much like the courtship process traditional
marketers have with the media. Getting on their radar requires an un-
derstanding of their own agendas. And given their own risk in exposing
someone unknown to their community, it helps to start with a reasonable
amount of your own influence. This is where Klout scores surface again.
Yes, we are being defined by a number. Just like explaining to a bank that
a low credit score doesn't reflect your community giving and high grades
as a parent, you have a lot more proving to do with a low Klout score.
Once you are on the radar of an influencer, it helps to let them know
immediately how you can further their goodwill, grow their visibility, or

boost their credentials. In effect, you want to enlist their efforts through
O-U-T-R-E-A-C-H as demonstrated later.

Opportunities for Influencer Bonding

In conducting research on this subject, I am intrigued with the degree to
which leaders in this field often publish posts to draw out other influencers.
Knowing you belong to a club of elite members appeals to our innate desires

to belong. Considering that a goal of many influencers is to book tours, get
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meaningful book endorsements, or share panels with prestigious club mem-
bers, one way to get their attention is to host events featuring their peers.
Finding these venues could be as simple as hosting Google+ Hangouts on
Air or podcasts. In these cases, it may not be as important to field a large

audience as it is to allow influencers an opportunity to mingle.

Unique or Unannounced Content

Especially important to influencers is contributions of breaking or oth-
erwise unannounced news. Giving influencers an exclusive look into re-
cently discovered trends or hot topics gives them a venue for shaping
conversations. The mere fact that many influencers are on the hook for
regularly publishing blogs posts or podcast episodes makes your timely

contributions all the more important.

Thought Leadership Platforms

Despite their already large followings, influencers are always seeking more
visibility. As they develop new perspectives to lay the groundwork for
book releases or a lecture circuit, they need platforms for boosting their
thought leadership. By inviting their participation on panels or as expert
commentary in playbooks, these influencers are given an opportunity to
distinguish themselves.

Oftentimes, this visibility may be for test trialing new material. For
example, some of the leaders I Skype into my classes will ask me to host
new topics they are interested in spearheading. Before going live with
large audiences, these smaller venues provide them an opportunity to

practice their material while also gaining early audience reactions.

Recognition for Distinction

Every year, NSU hosts its Hall of Fame for Entreprencurship. One year,
a nominee publicly admitted that what he originally thought not to be
a big deal was in fact a big deal. Influencers are influencers because they
feed off crowd reaction. Even the most humble philanthropist treasures
the opportunity to be recognized. But the recognition has to be genuine

and from a source with high credibility in judging worthy candidates.
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This is where entrepreneurs may feel challenged. Getting influencers
to accept awards to the point of spending time on your brand may not
be feasible. And simply handpicking awarded influencers from a good old
boy network may not seem genuine. Lee Odden, an influencer expert,
suggests that companies focus on new and upcoming influencers. They
are not likely to be as sensitive to the prestige of award selection commit-

tees and will certainly appreciate the new limelight.

Easy Engagement to Start the Process

Oftentimes, the best way to earn influencer attention is through engage-
ment on their turf. Influencers benefit from your commenting on their
blogs or sharing their updates. And if you can interview them or capture
the highlights of their presentations at events, they will likely notice your
thoughtful contributions that go beyond pure fandom.

If asking them to cocreate content, it helps if you take the lead or
make the process as painless as possible. For example, have them con-
tribute microcontent that you later aggregate into a broader story or an
opinion piece. In the other direction, by abstracting key points from their
podcasts, blogs, or even books, you save them time creating shorter snip-

pets to be later hosted in social-media posts or newsletters.

Authentication through Research

With so much competition among influencers to affirm their relative stat-
ure, you have an opportunity to potentially boost the perceived rankings of
influencers with evidence supporting their unique claims. In particular, in-
fluencers often starve for empirical research of which they have little time or
skill to conduct themselves. Especially if the study comes from a respected
and objective source, research can often validate a position they take with
their audiences. In addition, the study itself often provides a welcoming

change of pace from the more editorial style of influencer conversations.

Common Interest Pursuits

As brand storytelling and social-media education went mainstream, I

found many podcasters looking for fresh perspectives on the topic. This
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became a great opportunity for me to reach out to some influencers where
we shared the same interests. Knowing they could share the podium with
someone passionate about the subject, it made for an excellent tag team.
By secking those with common interests, the influencer is also relieved of
having to find too many guests. Especially at times where a gap in sched-
uled content could lead to a bailed segment, a partner with common

interests could be called upon on a regular basis.

Helping Influencer Causes

Ideally, your courtship process with an influencer should consider con-
tributions to their causes. Giving them avenues to express their goodwill
contributions could go a long way in posturing them as good corporate
citizens. It could also complement their audience conversations or event
promotions surrounding the cause. If connections could be made be-
tween your brand and a cause that resonates with the influencer’s audi-
ence, you could help the influencer build off a recurring theme of social

responsibility or community generosity.

Influencer Outreach Example for Entrepreneurs

As a class exercise in influencer outreach, I conducted my own campaign
to boost visibility and credibility with the top social-media influencers.

The intent of the outreach campaign was to

1. provide influencer value in the form of recognition and useful con-
tent for influencer followers;
2. get influencers to collaborate around a talk-worthy study; and

3. raise exposure to a future blog series.

Outreach Strategy

The strategy included the publishing of research related to the top influ-
encers. Specifically, a study of social-media behaviors observed for the top
social-media influencers concluded that these leaders are represented by

four archetypes: educators, entertainers, charismatics, and coaches. The
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conclusions were posted on my blog (http://bit.ly/1q9B72F) and pro-
moted on Twitter and LinkedIn.

The intent of the piece was to capture the attention of influencers as a
way to reinvigorate my series on the top 25 social-media books. The series
had stalled out as readers were either unaware of or disinterested in the
choices from No. 20 to No. 25. As the book reviews approached the top
10, I wanted it to be noticed by all social-media influencers so as to raise
my visibility and credibility as an academic influence. The blog featuring
social-media archetypes was intended to raise these eyebrows through the

chart shown in Figure 6.2.

SWOT Analysis
The following Strength, Weakness, Opportunity and Threat (SWOT)

analysis was first conducted to see where I could best engage with

influencers:

o Strengths: Academic credibility as a full-time professor

teaching MBA courses in social-media marketing.
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*  Weaknesses: Fairly recent start on social channels like Twitter

and Google+ giving me limited reach, relevance, and
resonance.

Opportunities: Research backed by a solid methodology not
likely to be conducted by leading practitioners in this field.
Threats: Backlash from excluded influencers in the study

as was the case after Forbes released their top 50 list of
influencers (htep://bit.ly/ TuEfSHD).

Campaign Goals

Keeping all other blog activities constant, the traffic, shares, and engage-

ment with the research were examined over the ensuing two weeks. Goals

were established to ensure the campaign produced the following:

influencer boost in my social capital as measured by reach, relevance,
and resonance;

positive brand sentiment expressed by these influencers;

. engagement with these influencers on new content

boost of personal Klout score to entice future followers; and

. blog traffic growth to spur interest and further sharing.

Items 4 and 5 were included to ensure that opportunities for future

influencer discussions were not thwarted by paltry traffic statistics and

influence.

Boosting Social Capital

In order to measure the effectiveness of the first campaign goals, the

following metrics were used to benchmark performance.

Reach: Measured by the number of new influencer followers
on Twitter, Google+, and LinkedIn.

Relevance: Content relevant posts on Twitter, Google+,
Facebook, LinkedIn updates, and blog comments.
Resonance: The number of tweets, retweets, multitweet

conversations, and twitter list placements by influencers.
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Listed in Table 6.2 is a summary of results. From the response, it is

clear that the content was compelling enough to attract many new influ-

encers as well as share a favorable sentiment with their followers. What

was not clear was their incentive to do both. For example, many followed

but did not tweet or post the content to their followers. Others shared the

content but did not follow. And of those that followed, only one placed

Table 6.2 Results of Influencer Outreach Campaign
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Influencer Twitter Mentions Influencer Facebook/Offline Mentions Influencer Comment on New Content

p 25 Social Media Books for
18 Think Like a Rock Star”

Figure 6.3 Eample of Positive Brand Sentiment on Social Channels

me in a list of social-media experts. Without a placement in a Twitter
list, any new tweets potentially get lost in the clutter of the influencer’s
feeds as many influencers follow thousands of others. Earning a listing or
repeat connection with these folks would obviously require more quality
content and meaningful engagement.

Where the outreach piece scored well was in response to the goal to
boost engagement on new content as well as brand sentiment expressed
by these influencers. Some examples of commentary that bodes well for

my personal brand are shown in Figure 6.3.

Site Traffic, Personal Influence, and Social Proof

To measure the impact the outreach had on site traffic, social proof, and
influence, all blogging and social engagement was held constant during
the week following the influencer research posting. As seen in the results
shown in Figure 6.4, the influence outreach clearly had an impact on ac-
celerating visibility and attracting new followers. Klout scores improved
20 percent while the number of total shares reached over 2,500. Finally
blog traffic boosted the overall Alexa traffic ranking from 2.1M to 635K

from over 5,000 new visitor impressions (Figure 6.4).

Outreach Tactics

What made this outreach strategy work was relevant content that provided
value to these influencers. Using the O-U-T-R-E-A-C-H tactics described
earlier, consider how the campaign was able to borrow from the social capi-
tal possessed by these influencers to the point where seven influencers could
be courted for future engagement (see far right column of Table 6.2).

The attraction of the blog post by several influencers was seeing their
name validated in the context of an academic study on archetypes. But

rather than overtly touting their initiation into an elite club, the study
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Figure 6.6 Summary Model of Influence Impact on Outcomes

provided a legitimate way for them to engage their audiences while boost-
ing their credentials in the process.

Consider how this was done by Lee Odden who asked his audience
what quadrant they fit in Figure 6.5. In the process of engaging them on
a new topic, Lee validated his placement among the top thought leaders
without drawing attention to himself ().

In summary, influence contributes to brand lift, reach and ultimately
improved search engine results. Key to its success is your ability to ro-
mance the influencer as well as the influencer’s social capital measured in
reach, relevance and resonance. Shown in Figure 6.6 is a model of influ-

ence determinants and outcomes.

Notes

1. “Influencer Marketing, Rick Springfield, and a Bottle Opener that
Opened Doors” by Convince& Convert’s contribution from Barry
Feldman (heep://bic.ly/ 1BByACu).

2. “The Rise of Digital Influence and How to Measure It” by Brian
Solis (heep://bit.ly/1uyS7kE).

3. “What Makes an Influencer: a A Survey by Vocus and Brian Solis”
Vocus White Paper (heep://bit.ly/IAOUSt1).



CHAPTER 7

Enlist Followers with a

S-T-A-M-P

Without an audience, all of our marketing—nor just content
marketing—is a tree falling in the forest that no one hears.
—Jeffrey Rohrs

There is perhaps no better example of “What comes first—the chicken or

the egg?” than new users of social media building their proprietary audi-
ences. What comes first—content or followers? Just like hosting a party
of your friends can easily go sour if there is no conversation or activities,
having a lot of social-media followers serves no purpose without content
or engagement. At the other extreme, even the best of open houses hosted
with great food, tours, and fun activities serves no purpose if you have no
friends. The same applies to great content simply waiting to be exposed.
Without a social-media audience, great content ends up in a library.

To recap, let’s consider the resources at our disposal for spreading
our stories. We have employees as a word-of-mouth advocates that could
build our audience. And we have influencers that could lend us their
huge audiences. We also have syndications and search engines described

in Chapter 8 that will do their job exposing us to audiences interested in
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our topics. But how do we enlist new followers through our social-media
channels that ultimately become a proprietary audience?

At a time when social networks are surprising us with poor organic
feed results, brands are quickly discovering why they need their own audi-
ences. Unless these audiences literally subscribe to our content, we have
litcle control of messaging, targeting, and tracking the behaviors of our
desired audiences. Content may go viral, but the ability to build relation-
ships from it can only materialize if we capture their contact information
for later conversations.

But in fairness to the social networks, these contact lists for e-mailing and
texting messaging would remain small. After all, each fan, follower, and con-
nection that touches your content has audiences in the hundreds on average.
Consequently, when they provide an e-mail address—perhaps through some
fan-welcoming incentive—your rolodex can fill up quickly. Ideally, we want to
exploit social-networking channels for their reach and subscription incentives
for proprietary audience development described further in Chapter 11.

Consider this as having to enlist followers with a S-T-A-M-P like the
one shown later. Once we gain these followers, Chapter 10 will discuss
how we keep them engaged. Chapter 11 will then explain how we escort

them through the sales funnel.

Developing Strategies for Gaining New Followers

Enlisting followers on social media is no different than the steps we
take to start and grow a club. We begin by tapping into our networks of

hobbyists, faith followers, or school friends. We then let them know we

QO utogen 1
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Netwm king |ll Leadership
Strategy

ADVERTISING DIA PROFILE
Strategy N Strategy
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are worthy of leading the group based on our expertise. But to expand
our pitch, we may have to advertise our club and count on local media
to highlight its goodwill contributions and impact on the community.
Finally, we get our club enthusiasts to sign-up.

Similarly, in social media, we start with our social networks and build
a case for our running the community based on our thought leadership
and profile strength. We then bank on Facebook, LinkedIn, and Twitter
advertising to expand our reach while journalists, analysts, and others
promote our press worthiness. Finally, we leverage this club membership

stamp to start a dialogue with interested followers.

Building Social-Networking Strategies

A common perception of many brands and small businesses is to make
their presence felt on every network. After all, customers now expect us
to be where they are hanging out or have a customer service issue. But the
level of attention need not be the same; for those with limited resources,
being active on many social networks is like participating in all of your
favorite community, hobby, and political clubs. You won't be effective.
Before diving into strategies to get more followers and fans, therefore,
it behooves us to know if we are actively involved in the right networks.
Experts in the field consistently suggest that you base your choice of pri-

mary network participation on the following:

1. the degree of importance placed on SEO, brand awareness, customer
communication, or traffic referrals;

2. what your website traffic and other analytics suggest is your current
source of traffic;

3. what fits the style and tone of content and engagement preferred by
your audiences;

4. where your competition, influencers, and industry have a dominant
presence; and

5. the overall reach, relevance, and resonance of the channel.

As discussed in the next chapter, marketers tend to use social media

for one of three purposes: marketing their offerings, serving as a resource,
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or providing customer service. To that end, the choice of social network
should be based on the degree to which the network suits these objectives.
For example, some networks are well suited for one-on-one customer
communications but do not provide the brand exposure or web traffic
results for brands to effectively market their offerings.

The choice of network emphasis should at minimum consider the
importance of the network in making content searchable, boosting brand
awareness, creating an atmosphere for responsive customer service, and
referring traffic to a website. CMO by Adobe provides an annual evalu-
ation of eight networks based on their ability to address these marketing
objectives. Shown in Figure 7.1 is their 2014 Social Landscape download-
able at heep://cmo.cm/1yheN4M.!

Once deciding on your network of emphasis, getting the right followers
and fans requires insights into the peculiarities of the networks if you want
to court a target audience qualifying as a sales prospect. The unique aspects
of each network, as well as the approached taken to gain followers, is cov-
ered next. This is followed in ensuing sections on ways to make connections
through thought leadership and enlist subscribers through proprietary audi-
ence strategy. Common to attracting all of these joiners are strategies that
tailor incentives to attract their membership. The differences lie in the expec-

tations of each joiner. Audience expert, Jeff Rohrs, for example, suggests that®

¢ followers (including connections) seek information;
* fans seek passion; and

e subscribers seek convenience.

Understanding and Attracting
Followers on Twitter

Twitter provides instant, world-
wide distribution of content.
Covering everyone from televi-
sion personalities to industry ex-
perts, it is heavily used for brand

awareness, customer service, and

driving web traffic. As of this
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writing, over 500 million tweets are sent per day by nearly 300 million

monthly active users; the bulk (78 percent as of 4Q14) of which are

on mobile.

Although Twitter is limited to only 140-character tweets, rich media

can be accommodated through Vine and Twitter Cards. Besides adding

photos and videos, the latter allows you t

o embed lead generation forms
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and capture e-mails for a more straightforward sales conversion process
than can be expected when directing traffic to a landing page.
Collectively, these platform assets make Twitter ideal for reaching out
and directly engaging with others. Because of its frequent and succinct way
of providing useful information, the platform is conducive to building trails
of trustworthy content mentioned earlier. The platform, along with Linke-
dIn, is arguably the best source for identifying yourself as an industry expert.
Klout scores, for example, can be shown alongside each member’s profile.
Twitter is also a great way to show the responsiveness and personality of
your brand. As many companies elect to have their advocates represent their
voice, brands become more likeable and human. This especially bodes well for
those using Twitter as a customer service channel. Not only does the platform
lends itself well to listening for brand sentiment, but it also provides a real-
time channel for dealing with live customer issues. Other Others can then
follow the brand’s reaction to service as an indication of its responsiveness.
Finally, Twitter offers one of the easiest and fastest methods to build
followers. Retweets of compelling content have an immediate impact on
reaching new potential audiences. And when your tweets of new content
include well-researched hashtags, your visibility can reach a new and rele-
vant audience that regularly research content parked under these hashtags.
Tools like HootSuite and TweetCaster alert readers in a custom feed when
new content is published for a given hashtag. And tools like hashtags.org
and hashtagify.me can help you research the right hashtags. Finally, the
brevity of your social nametag, or Twitter handle (@JimBarry]r), makes
the advertising of your brand more memorable. This greatly simplifies the

ability of this platform to attract followers outside of its network.

Understanding and Attracting Fans on Facebook

Despite Millennials and Gen Z jumping ship from Facebook to Tumblr,
Snapchat, Whisper, and other social platforms, the platform Facebook
remains the ultimate in community sharing and engagement. With an
estimated 1.3 billion monthly active users, of which 1 billion include
mobile users, it is still the largest of social networks. What's more, nearly
800 million log in daily, making it the largest available audience served by

any media in the world.
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Where Facebook truly makes it mark is with a fan base secking en-
tertainment and highly personal engagement. It remains a platform of
choice for discussing fun and trendy topics. And with its mobile photo-
intensive style of engagement, fans can interact all day with just a few
clicks on their smart devices. This entertaining and often inspirational
style of engagement gives brands plenty of opportunity to share their sto-
ries and give their brand a personality.

Despite the constant surprises from Facebook on drastically changed
feature and marketing models, Facebook offers some design advantages
especially useful to B2C brands. Its custom interfacing allows a great
deal of Facebook page versatility and consistency with brand messaging.
Moreover, the overall effort required to build and maintain these pages
can be scaled to the volume of content and fan engagement desired.

Known for its fan activation through “likes,” brands recognize the
growing visibility each fan represents as the average number of friends per
fan continues to rise. According to Pew Research conducted in 2014, the
average number of friends among adult users is 338 with a median of
around 200 friends. As described in Figure 7.1, however, this rise in friends
is offset by a rapid decline in organically reaching them in their news feeds.

Herein lies the problem with brands marketing on Facebook. Most
marketers know the real battleground on Facebook is in the news feed;
its not on Facebook pages. Recent research shows that most Facebook
users interact with page updates in their news feed rather than visiting
Facebook pages. But now that the organic reach of pages is approaching

less than 2 percent of their fans on average, brands have little choice but
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to “pay-to-play” for audience exposure. Why do this? There are 1.3 billion
reasons why. Coupled with Facebook’s superior ad network and strong
mobile presence, it’s a great way to scale your marketing efforts and glob-
ally reach a hypertargeted audience.

Gaining followers normally requires compelling content or an exciting
brand story. Among the most popular ways to attract new fans is through
contests or events hosted on Facebook. Described further in Chapter 10,
the invite and event participation process is ideal for capturing new audi-
ences. A photo contest, for instance, requires users to visit a custom tab on
the brand’s Facebook page in order to upload the photo and submit a con-
test entry. A registration opt-in then turns these audiences into subscribers.
This is where a fan becomes far more valuable than just a follower.

But to entice them, fans need bigger incentives. Knowing they risk
your invading their news feeds and misrepresenting your brand endorse-
ments to their friends, they expect exclusive content, valuable coupons,
or inside privileges with their membership. A common approach taken
by many brands is to allow access to a series of video tutorials on their
welcome page in exchange for their fan acceptance and contact informa-
tion. A challenge with keeping fans on Facebook, however, is keeping
them stimulated. Unless, fans are continually provided with sensational-
ized content, it’s tough to keep their attention.

Once invited, fans on Facebook have perhaps the most comprehen-
sive platform to have conversations with other fans while sharing picture,
videos, and other content related to the brand. And with its acquisition of
messaging WhatsApp, Facebook shows great promise in extending direct
communications between fans and brands. Finally, FacebooK’s foray into
virtual reality through Oculus Rift will help this platform address the

growing demand for richer brand experiences on wearable devices.

Understanding and Attracting Connections on LinkedIn

With over 300 million members worldwide and 187 million monthly
unique visitors, LinkedIn remains the world’s largest professional network.
In fact, an estimated one-third of world professionals are on LinkedIn. And
their reliance on the network for B2B and overall professional correspon-
dence continues to grow. Today, the average user spends 17 minutes monthly

on this platform, and nearly 40 percent of its users check in daily.
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What started out as a resume
and Rolodex-oriented platform
now rivals the best in community
engagement. Like Facebook, it al-
lows like-minded individuals to

discuss topics of interest. Only

LinkedIn relies on its 2.1 million
groups to do this. These groups are becoming increasingly targeted, mak-
ing them useful in building thought leadership with a relevant audience.

The endorsement features provide a way to validate your expertise and
credibility and examine the credentials of the endorser. As a result, it rivals
Klout scores as a measure of influence. And now with its publishing fea-
tures opened to almost all members, LinkedIn is providing its users with
an opportunity to create and share content while adding it to their profes-
sional profile. Companies now have a venue for owned media residing right
on the platform. This avoids the updating of abbreviated and networked
restricted references to content while boosting the visibility of quality con-
tent across the entire network.

Unlike the reach of Twitter that restricts the visibility of your post to fol-
lowers only (until retweeted), updates on LinkedIn could potentially reach
those beyond your first degree of connections. And for some, LinkedIn now
allows you to build an audience of followers beyond your network of con-
nections. Although you cannot message directly with these followers at the
present time, you can share photos, images, videos, and presentations across
the community. Now members have the ability to follow other members
that are not in their network while building their own group of followers.

What makes LinkedIn stand out is its low signal-to-noise ratio and
ability to let others find you. Updates of your content have a far greater
chance of being exposed to your target audiences than what you can ex-
pect on Twitter or Facebook. And with the groups moderating meaning-
ful conversations around specific industry topics, B2B audiences have a
venue for discussing key business challenges without the distraction of
leisure oriented conversations.

The key to getting connections is the quality of your invite and profile.
Having a great deal of common connections, endorsements from well-
respected individuals and a powerful resume is a great start. But the invite

itself could make the difference. By explaining how you can enhance their
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own network or referencing some meaningful Linked In dialogues you
shared, the request will likely be taken more seriously.

To attract others to extend an invite to you, having a well-optimized
profile is key. LinkedIn’s own search engine provides professionals and
brands an opportunity to showcase their expertise in the search bar. List-
ings under groups, companies, or individuals are ranked ordered much
like that of other search engines. Key to achieving a high ranking is a
profile well optimized around targeted terms as well as a large number of

credible endorsements on skills associated with the term.

Understanding YouTube and Adding to Your Subscribers

With over 1 billion unique users per month, YouTube remains by far
the most popular viewing site. And like Facebook and LinkedIn, content
hosted on YouTube allows for community engagement in the form of
likes, shares, and comments. But besides its popularity as a social net-
work, it is also the second most popular search engine.

What was once a site reserved for video production experts is now
used for content creation by almost every major brand. Today, more than
100 hours of video are uploaded to YouTube every minute as a result of
the 6 billion hours of video watched every month and the ease with which
even amateurs can host quality content.

The embedding of YouTube videos on other platforms including web-
sites makes it especially valuable for video blogging, social-media posts,
and LinkedIn profiles. And just like the tools permitted to edit or enhance
videos, the process of embedding videos takes little effort and expertise.

But what makes this platform especially popular is its seamless support

across every mobile platform.

Where YouTube falls short as
a social network is in its approach
to carning subscriptions. Channels
unite people around targeted con-
tent and not around the engagement
of channels like Facebook. Brand
stories, dialogues, and community

events have to rely instead on other

channels to coordinate conversations
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across the brand. Moreover, subscriptions take time as viewers normally need
to see several iterations of content releases before electing to subscribe.

The key to earning subscriptions is to demonstrate value in future epi-
sodes or in customer service. The latter in particular has been embraced
by brands that see “how-to” videos coupled with comments from viewers

as a helpful way of demonstrating solutions to recurring issues.

Understanding Google+ and Adding to Your Circles

After Facebook, Google+ is the second most active social-networking site
in the world. As of this writing, it has 359 million monthly users active
in the stream where users see updates from those in their circles. As of this
writing, Google+ remains a male-dominated network, with an estimated
70 percent of users being men. But most importantly, it's where social and
search truly come together.

Given its similarity to Facebook in updates, engagement, and visual
richness, a question often arises as to why someone wants to engage in
one more network. A simple answer is “because it’s Google.” Google+ is
not just a social network. Its a social layer on top of all Google proper-
ties. You are essentially seeing all of your peers in each experience on the
Google platform that includes Gmail, YouTube, Android, Google Glass,
Google Maps, and most importantly its search engine. In fact, the reason
why social is now the new SEO has a lot to do with Google+. Your search
results have much to do with social shares especially from those having a
high page rank measured by their own sphere of Google+ influence.

But there are some significant differences between Facebook and Google+.
Facebook is built more around communities where folks connect with others
they already know. It’s more about friends and family. Google+, on the other
hand, is based more around activity- or interest-based networking. In this
sense, Google+ is more like Twit-
ter in that communities segregate
and then group together under
common interests. This provides
a real benefit to brands that can
now target their messages and

market their offerings to those

meeting a certain criteria.



166 SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

What makes When used propetly, Google+ has an unmatched advan-
tage in search especially unique is its impact on search. But this takes more
than a well-optimized profile; it takes an engaging platform, quality con-
tent, a +1 button on your web page, and a circle of influential followers.
For example, research shows that receiving Google+1’s is more important
from an SEO perspective than the number of backlinks.? When someone
of influence in your Circles hits the +1 button, for example, this authority
can be transferred to your blog post in the form of a backlink. This is one
reason having a few power influencers in your Circles is more valuable than
having a lot of followers.

Besides its impact on search, a distinctive networking capability of
Google+ includes its ability to host Hangouts, a capability especially
appealing to the tech professions. You can connect up to 10 people in
a Skype like video conference. These free video conferencing calls add
a business-oriented dimension that keep professionals engaged in work-
related matters. But as explained in Figure 7.1, Google+ has yet to capital-
ize on its YouTube assets or targeted messaging to interest groups (through
circles) that make it a worthwhile platform for customer service.

Where this capability shows real promise is in its Hangouts on air
(HOA) described in Chapter 1. HOA provides a unique medium for
webcasting that can be recording for later retrieval. Moreover, by capi-
talizing on the video-editing features and public exposure of YouTube,
Google allows these panel-oriented broadcasts to reach primetime levels
of quality often rivaling that of talk shows.

Community building on Google+ amounts to adding folks to your
circles where you can organize them into groups or lists for sharing.
Like most other platforms, your followers see the content of your stream
thereby making the choice to join you a matter of quality vs conges-
tion. But since the overall signal-to-noise ratio remains relatively high on
Google+, brands find the efforts to build circles worthwhile. Once the
circle is created, specific private content can be displayed in the stream of
that circle under a category designated by the user.

One way to gain new members in your circles is getting them to find
your content by using the right hashtags or through search. For example,
the longer a post exists, the longer it stays in the Google index. Conse-

quently, the more folks search for and interact with the content over time,



ENLIST FOLLOWERS WITH A S-T-A-M-P 167

the higher it potentially places at the top of conversations and searches.
More importantly, this content gestation allows brands to expose their
entire storyline since the content lasts forever. Contrast this with Face-
book fans whose interest often wanes over time; consequently, they have
less opportunity to put the story pieces together. And brands have fewer
opportunities to escort them through the sales funnel.

Joining the right Google+ Communities can also invite new members
to your circles. Although you can join a broader audience and capitalize
on more widespread dialogue through Google Communities, only those
in your circles fall in the category of subscribers. You cannot e-mail those
in your communities unless there are in your circles as well. Nevertheless,
the more those in your communities see you as an influential leader of
conversations of interest, the more likely they will follow and encour-
age others to follow you. Tools like CircleCount.com can help you iden-
tify the right communities. The key to getting these members to then
join your circle is to first follow those that regularly engage and respond
themselves. Then continually participate in their conversation as well as
amplify their content. Like most networks, the more visual your content,

and the more it is about your viewers, the more likely they are to follow.

Understanding and Attracting Followers on Pinterest

Pinterest is an aspirational social-media platform in that people use it to
find things that they want. It now reaches over 70 million users, 40 mil-
lion of which are monthly active, while accumulating 25 billion pins in
just its first three years of existence. But despite its small size relative to
the aforementioned networks, Pinterest drives more referral traffic than
LinkedIn, YouTube, and Google+ combined. And according to Social-
Media Examiner’s Industry Report, 50 percent of marketers plan on in-
creasing their Pinterest marketing.* Among the reasons for this growing

demand is that Pinterest

caters to a visual audience;
isa female-dominated network more prone to spontaneous shopping;

lends itself to e-commerce; and

B =

performs well in search.
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As discussed in Chapters 1 and
3, the rapid migration toward vi-
sual content serves the higher pop-
ulation of visually oriented learners
as well as the rapid adoption by
brands of visual storytelling. And

since visuals are at center stage, the
average Pinterest user spends an
average of 1 hour and 17 minutes per month on the site compared to 36
minutes on Twitter and 12 minutes on Facebook.

And with an estimated 80-83 percent of the network users being fe-
male, it’s no surprise that Pinterest now accounts for about 41 percent
of e-commerce traffic.’ Women make or influence 85 percent of all pur-
chasing decisions. They also account for 58 percent of all total online
spending.®

But perhaps the most important reason why Pinterest has attracted the
attention of most brands is its ability to drive sales. Despite its far smaller
audience than Facebook and Google+, Pinterest accounts for more than
23 percent of all social-media-driven sales. Research also shows that an
estimated 47 percent of online consumers in the United States have made
a purchase based on Pinterest reccommendations. Moreover, the average
order placed by users of the platform is $179—compare that to $80 for
Facebook and $69 for Twitter.”

Like many of the other networks, the key to growing and keeping
audiences on Pinterest is to offer content that is useful, inspirational, in-
sightful, or engaging. This obviously works better for brands that lend
themselves to fun and aspirational themes. In fact, over 40 percent of
pins are in the fashion, food, and home décor categories. But a surprising
trend is the growing activity of brand categories outside of retail that have
made headway with less than inspiring products.

These brands understand that success on Pinterest requires you to put
your products in context. In essence, it has more to do with inspiring oth-
ers with the lifestyles represented by their brand—not selling products. GE
does this very well with their innovative design concepts or stories reflective
of their culture. And like other successful brands on Pinterest, the company

pins photos that inspire others to share their own experiences. Leading
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Pinterest expert, Cynthia Sanchez, suggests that brands imagine audiences
saying “how can I ... someday I want to . .. my favorite . . . that’s cool.”
If they can envision their boards responding in this way, Pinterest can then
serve more as an aspirational platform than a digital catalog.

Creating an engaging audience on Pinterest can take many avenues
but a typical strategy involves attracting followers, earning re-pins, and
driving traffic to your website. Gaining followers is a bit more straightfor-
ward than the complex search-and-amplify strategies described earlier for
Google+. Among the most popular ways to attract followers on Pinterest

are the following:

1. Partner with influential guest pinners: By collaborating on group
boards, you can invite other users to contribute pins to a cocurating
board; their activity on your board shows up in both your followers’
and the guest pinner’s followers’ feeds. If some of the contributors
are super pinners, this could expose your pins to potentially huge au-
diences. Free services like PinGroupie can help you find these group
boards that potentially actract influential pinners.

2. User-relevant hashtags: Using hashtags on pin descriptions that are
trending will ensure that audiences find you and see the relevance of
your pins to their interests.

3. Contribute to others boards. Commenting thoughtfully, and without
spamming, on other’s pins will often result in a follow especially
when the comments include names of others positively referenced
or thanked in the comment. The same applies to tagging and liking.
Together these contributions add to a spirit of relationship building.

4. Use rich pins: Rich pins allow you to add price and availability infor-
mation. Pins with prices are known to get a third more likes. This
further helps with subscription building as users will often gratefully
accept e-mail notices of a product on sale.

5. Pin and share a lot of images: The more you share, the more other
users will see your pins and its details, thereby encouraging them to
view your page. Integrate your own content with the best of other
people’s content. This helps build your reputation as a thought leader
and a tastemaker. Remember social media is a multidirectional con-

versation. This ultimately attracts more followers as Pinterest will
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recommend your boards to those pinning the same image especially

when you regularly pin images others enjoy.
6. Add buttons and widgets: Make sure your website is optimized for

Pinterest sharing by including its buttons alongside your other social-
sharing options. In addition, you can boost
your sharing pinning activity by adding a “pin
this” button to your visuals. But most impor-
tantly, make sure your site includes high-qual-
ity pinnable visuals that could really dress up
someone’s boards. This way, Pinterest users can
feel confident that your content complements
their brand story. This should attract their fol-
lowers’ interest in the pin leading to your site.

This same audience could then be encouraged

to follow you on Pinterest as well.
7. Host contest: As described in the Chapter 8, Pinterest is well suited to

hosting contests that could attract new followers.

Understanding and Attracting Followers on Instagram

Instagram is a mobile app for sharing photos and videos. As the
Facebook-owned photo- and video-sharing service, it is the fastest grow-
ing and arguably the most consumed social-media platform. The average
Instagram user spends over 4 hours a month taking, filtering, editing, and
sharing photos. As of this writing, it has over 200 million monthly active
users that have accounted for more than 20 billion photos uploaded to
the service since its inception. More importantly, almost 60 percent of
these users rely on the social network on a daily basis. This has led to
nearly half of the top 100 brands on Instagram posting daily.

What makes Instagram stand out is its direct messaging and ex-
traordinary engagement with users. According to Adweek, Instagram is
achieving three times the engagement per post when compared to Face-
book. Research by Forrester shows it gets 15 times more engagement than
Twitter or Google+. Much of this is attributed to its visual-centric orien-
tation where inspirational images and 15-second videos create a strong

bond across a community of like-minded followers.
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But keeping these followers takes more than simply uploading pho-
tos. Like most of the aforementioned networks, success on Instagram re-
quires you to be highly conversational often by answering questions or
participating in discussions. Some great ways to keep this engagement on

Instagram is to

1. invite engagement through behind the scenes content or getting fol-
lowers to guess something about your brand;

2. invite user-generated videos or images that show the goofy or cre-
ative sides of followers often in exchange for contest prizes;

3. dress up your photos using filters and text-based imagery. Apps like
Wordswag are a great tool for adding text to your imagery;

4. maintain brand authenticity and trust by consistency portraying the
same brand theme or tone; and

5. stay on top of your comments, tagging, geo-tagging, and sharing of

other people’s visuals and images.

Like Pinterest, the attraction of audiences on Instagram requires en-
gaging with other’s content. Although Pinterest is used more as an aspira-
tional media that attracts shoppers in need of something, Instagram caters
to a younger generation who likes to feature themselves and engage daily
for fear of missing out. In fac, its notoriety includes the birth of the selfie.

As a mobile app, Instagram enjoys higher viewership than Pinterest.
And because of Instagram Direct and Facebook’s acquisition of What-
sApp, expect Facebook to exploit its direct messaging capability to allow
for even more engaging interactions as well as one-to-one contacting for
customer service. Pinterest, on the other hand, has no way to handle per-
sonal interaction like private messaging.

On the other hand, Pinterest Instagram lacks the sales conversion
aspects of Pinterest. Direct links to a website are not possible at the
moment, thereby making it problematic for e-commerce transactions.
Consequently, Instagram serves more as a top-of-funnel brand builder
or middle-of-funnel content source. The latter is made possible by the
consumer endorsements represented when user’s share or comment on
photos. Sales conversion, however, requires continuous cross-promotion

of Instagram with other channels like Twitter, Facebook, and e-mail.
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Among the most popular approaches used by successful brands on

Instagram to grow their followers are the following:

1. Use hashtags: Using hashtag tracking tools like Tagboard or Key-
hole, your content can be better grouped along conversations and
ideas, thereby making it easier for others to discover you. A study
conducted by social-media scientist, Dan Zarrella, concluded that
hashtags on Instagram can also create a sense of community and
build brand loyalty.®

2. Use analytics: Instagram is supported by great analytics tools like
Iconosquare or Websta that allow you to monitor who is engaging
and what they like. But it also allows you to examine your competi-
tion for what their followers like or dislike. This becomes an excel-
lent source for reaching out to potential followers of your own.

3. Put the spotlight on your followers: The more you use real content cre-
ated by your current followers, the more they are motivated to draw
out more followers for you.

4. Create Instagram badges: The top social-media influencer, Kim Garst,
points out that “adding a badge to your Facebook, website, or blog
that links to your Instagram will be sure to gain you more followers.”

5. Regularly post and interact. Like the other networks, Instagram audi-
ences are built from liking and commenting on other’s content on a
regular basis. The same applies to sharing. The more you share com-
pelling content from your followers, the more likely they will share
your content in return. To ensure you are posting at the right times,
tools like Schedugram will help you schedule updates during those
peak periods when your potential followers are likely to engagement.

6. Cross-promote: Given its isolation away from your website, it’s im-
portant to post your imagery and videos on other social channels as
well. This raises your overall visibility while helping you gain new

followers.

Understanding and Attracting Followers on SlideShare

SlideShare is the world’s largest content-marketing platform owned by

LinkedIn since 2012. What started out as a repository of presentation
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slide decks has grown into a so-
cial-networking platform for seri-
ous professionals. Now enjoying
over 60 million unique visitors a
month, SlideShare is used to host

presentations, infographics, videos,

e-Books, white papers, and a vari-
ety of other PDF-formatted docu-
ments. And like the other mentioned networks, its suitability to image- and
video-based content in mobile-friendly formats addresses the growing de-
mand for visual content on the go.

Where SlideShare stands out from other networks is in its ability to

—_

. climb high in SERPs;

seamlessly accommodate almost any type of content in a slide-to-

N

slide format;

address the entire sales funnel;
facilitate lead generation;
serve as a content hub;

contribute to LinkedIn profiles and updates; and

N W kW

develop relationships with audiences seeking research and education

on a neutral platform.

Because of the large audience of users, search engine results from Slide-
Share presentations typically outweigh what can be accomplished from a
company’s own website. And because it can accommodate so many other
platforms, it contributes greatly to building followers and boosting search
results. For example, SlideShare presentations can be embedded in blogs
and LinkedIn profiles that drive those followers to your SlideShare site
where they can often follow you there as well. In the reverse, YouTube
videos, webinar recordings, and e-Books can be hosted on SlideShare,
thereby encouraging your SlideShare followers to subscribe to your blog
or video channels.

However, where SlideShare has really made its mark is in lead genera-
tion. Major brands are now finding this platform to be the number 1 or

2 source of all their new leads. One reason for this is its broad applicability



174 SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

across the sales funnel. Slides addressing “how-to’s” and industry insights
serve the top of the funnel. Embedded calls to action can then be used
to earn subscribers as the platform introduces your e-Books, webinar re-
cordings, and product reviews. Finally, price comparison sheets and other
bottom-of-funnel content can lead to a qualified prospect or sale. And
since SlideShare offers easy to fill lead generation forms, this whole pro-
cess of lead nurturing can be well integrated into your CRM or marketing
automation tools without having the user leave the platform.

Finally, much like the other platforms, gaining followers on SlideShare has
much to do with your engagement with others’ content through comments and
likes. And to capture their attention, you need high-quality visuals preferably
aimed at education or insightful research. Fortunately, there are many tools like
Canva, slideidea, and Haiku Deck that can help dress up your content. And
with a premium account, you have ample analytics to gauge your progress in

producing quality content as well as in attracting the right influencers.

Developing Thought Leadership Strategies
for Audience Development

So far, we have discussed how social networks, advocacy, and content can
set the stage for you to discover and engage with prospective customers.
But a fundamental premise here is that these viewers are fascinated with
what you have to say. In effect, they see you as a thought leader or someone
they #rust as an authority on relevant topics early in their buying journey.
Gaining this trust means less talking about what you do and more discus-
sion around why you do it. Consider the thought leadership Dove developed
in their Real Beauty series. Rather than touting their expertise in soap, their
stories of women’s self-esteem made them more of an authority on intrinsic
beauty. Results of their campaigns clearly show a lift in brand affinity and
most likely led to stronger engage-
ment and trust among a niche of
women too hard on themselves.
Once you can identify the
personas whose challenges reso-
nate with your authority, social
networking allows you to connect

and communicate with them while
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shoring up your thought leadership stature in the process. But this takes
more than a solid content strategy; it takes an understanding of your au-
dience’s key questions as well as your assertion of leadership in the right

venues.

Understanding the Right Content Essentials

Becoming a thought leader is a long-term, layered process that begins
with a trail of trustworthy content a reader is willing to try out. Over
time, you may become recognized as an authority on relevant topics if
you resonate with what's most important to your audiences. Depend-
ing on where your audience is in their buying journey, this authority
is normally derived from audiences recognizing your visionary insights,
new business models, or innovative solutions to business problems. These
insights can come from benchmarking surveys, data analysis, or simply
collections of perspectives from influencers.

What is important is for audiences to see you as consistently provide
interesting, accurate, and helpful ideas. Here is where visuals like info-
graphics play a key role. And the key to gaining a reputation for help-
fulness is to make sure your content does not just reflect your unique
perspective on a hot topic. It has to reflect your audience’s agenda since
your level of authority is greatly determined by how well you answer their
most important questions. This can come from blog comments as well as
social-media group discussions discussed further in Chapter 8.

But content itself is rarely sufficient enough for anyone to earn the
respect and reputation for being a trusted subject matter expert. Thought
leaders are known to engage regularly with their audiences to the point
where their followers become advocates. They also have a sizeable capacity
for conducting in-depth research as well as hosting venues that showcase
your business expertise. Simply curating the best of influencer content may
posture you as a respected editorialist, but it’s not likely to posture you as

an authority capable of shaping opinions or shifting industry paradigms.

Hosting Venues to Showcase Expertise

One way to assert your thought leadership is to host your own content or

shows on topics relevant to your targeted audiences. And given that the
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primary purpose for developing thought leadership is to court prospects
carly in their buying stage, these venues should start small. Most of us
have limited patience to digest middle-of-funnel content until a trail of
bite-sized blogs or SlideShare presentations, for example, validates a per-
ception of authority. From there, the following forums can be tapped as

venues for building thought leadership:

1. hosting weekly podcasts, Google+ hangouts, webinars, or chats;

2. monitoring groups/communities on LinkedIn, Facebook, Google+,
or industry forums;

3. organizing virtual speaking events; and

4. guest blogging for leading influencers.

By taking charge of these events and forums, your brand has a sustain-
ing platform in which to regularly engage your audience. And by taking
the initiative to lead, you will likely elevate your brand’s perceived author-
ity in the process. Moreover, you have far more opportunities to convey

your brand story.

Developing Social Advertising Strategies
for Audience Development

What may seem to run counter to the principle behind inbound mar-
keting is the role of social advertising in boosting audience reach and
engagement. Advertising in the social environment has been far better
received by digital audiences than traditional display ads whose reputa-
tion for being intrusive has led to exceptionally low response rates. What
makes social advertising unique is its highly targeted messaging to an
audience that has already qualified themselves with their profile and en-
gagement data.

With active monthly users of social networking now over 1 billion,
it makes sense to attract their attention while on these channels. And now
with Facebook, Twitter, and others forced to monetize their platforms, ex-
pect “pay-to-play” to be the only answer for capturing your audiences’ at-
tention in their news feeds. This may bode well for small businesses whose

time table to reach organic results is far too short. In the past, Facebook
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required an extensive presence and engagement on their platform to
qualify for top spots in a fan’s news feeds. Over time, this exposure was
dominated by big brands that had the staying power and resources to
organically rise to the top. But with the cost of social ads often down to
cents per click, small businesses can now afford to place a well-targeted ad
that boosts their exposure among existing followers as well as reaches new
followers of similar interests.

The popularity of these ads has reached the point to where it is domi-
nating the media landscape. Shown in Figure 7.2 is a forecast of global ad
revenues across social networks. The projected 28 percent compounded
annual growth rate reflects the early success made by self-serve ad plat-
forms offered by Facebook, Twitter, LinkedIn, Google+, Pinterest, Insta-
gram, and others.

As demonstrated in Table 7.1, Facebook clearly has the lead on ver-
satility, analytics, audience development, and opportunities for boosted
engagement. Twitter’s Promoted Accounts, Tweet, and Trends offer ad-
vantages in attracting new followers. And LinkedIn offers the best in
hypertargeting. Newcomers Pinterest, Google+, and Instagram are still
testing the viability of their platforms to the general public. Google+ has
the distinct advantage of having the +Posts displayed across the entire
Google Display Network. Instagram shows promise in providing a solid
platform for both mobile and video ads. And Pinterest, like YouTube, has

a bottom-of-funnel advantage with their Promoted Pins.

$300 (Global Revenues, $ Billions)
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Figure 7.2 Social-Network Advertising (total revenues, $billions)
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Table 7.1 Evaluation of Social-Network Self-Service Ad Platforms
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Why Social Advertising is on the Rise

Social ads provide a unique way of conversing with ad viewers. Across
all of the social-networking platforms offering ads is an engagement op-
portunity much like that offered by any post intended to reach audiences
organically. Viewers can like, comment on, or share an ad. Without this
boost in engagement, brands are at the mercy of news feed algorithms

that are making it increasingly difficult to expose your content. As of this
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writing, for example, the opportunity for your content to reach the feed
of your Facebook fans has dropped to under 3 percent. So even the best
of engaging posts have practically no chance of reaching your audiences
without a paid advertising boost.

What may have surprised many is the overall receptivity of audiences to so-
cial ads as they have become contextually relevant. The rich databases that sup-
port social-network targeting platforms can tailor an ad based on where you
are; what interests you express in your profiles; where you have browsed; and
what patterns of engagement you showed on a network. Although creepy to
some, this big data insight can ensure that all of us see only relevant messaging.

Another key advantage of advertising in social networks is the many paths
available to drive traffic to or promote something on your website. Ads are
constructed to allow direct ordering right from the platform. In other cases,
events and product launches are promoted through social ads so as to exploit
the conversations surrounding the promotion. Similarly, social ads allow social
networks to capitalize from web traffic. Facebook’s web custom audiences, for
example, will identify and match visitors of your website to a Facebook ID

where that same visitor can be subsequently retargeted with an ad on Facebook.

Trends in Social Advertising

Because of the huge insights social networks have on what people are
doing, their databases far surpass the intelligence gathered on most other
media platforms. As a result, ad network exchanges now center on Face-
book and Twitter data. Moreover, mobile has essentially become social.
Both Facebook and Twitter now dominate the mobile landscape of ads as
their user’s access these networks more on mobile than on their desktop.
And with these networks representing the bulk of their time spent when
on mobile devices, it makes sense for mobile ads to be social in nature.
In recent years, these networks have tested out video, audience net-
works, and buying options similar to that offered by Google and other
digital ad platforms. And as they compete with the larger digital ad plat-
forms, their analytics offerings have extended to conversion tracking.
Most are now embracing bid pricing and programmatic buys as well.
Finally, Twitter’s use of Vine and Facebook’s use of Instagram videos have
made the ad experience far more engaging than the traditional text, link,

and photo options of the past.
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Developing Media Coverage Strategies
for Audience Development

In addition to the owned media
and paid media strategies discussed
so far, marketers have a number
of earned media opportunities to
grow their followers. One involves

media relations, a field that has

dramatically changed as a result of
social media. Disappearing, for example, is the press release pitches to
select reporters that PR folks employed as a tactic to get their product
stories scooped up by the press. Instead, companies are communicating
and collaborating with the media through social channels on subjects that

are vetted for relevance.

Social-Media Changes to Media Relations Landscape

Among the major changes to this media relations landscape that impacts

our content-marketing strategies are the following:

1. PR-to-media communications through social channels. Journalists,
bloggers, and analysts often prefer communicating to PR representa-
tives through Twitter and other social channels. A study by Cision,
in fact, found that 25 percent of them now prefer this route over
phone calls and e-mail."

2. Urgent demand for quality content. The decline in traditional publi-
cations, shortened news cycles, instant broadcasting through social
mobile technologies, and news migration to brand publishing puts
all the more pressure on journalists to expand their horizons and
broaden their networks for researching stories.

3. Searchable content. Newsworthy content can be readily discovered
through search engines and social graphs, making it less required to
pitch your content.

4. Searchable journalism: Numerous directories and story topic solici-
tors are available to help marketers find the right opportunities for

parking their content.
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5. Scalable content to assemble news: The transition from costly online news-
room repositories to scalable content across video, photo, and text librar-

ies simplifies the job of journalists having to decipher what is newsworthy.

With the changing landscape calling for more relevant and expedient
content delivery, as well as relationship building through social media,
marketers have an opportunity to exploit what was traditionally the do-
main of legacy PR firms. These large agencies would regularly court select
journalists and analysts often in preparation for press releases or damage
control. Today, this news would be pre-empted by social channels way too
fast for traditional media to respond. Instead, media has moved online
while masses of brand publishers, bloggers, and small business marketers
smother the social channels with real-time news. Attention, therefore,
goes to the first to disclose credible and relevant insights. This means that
your name recognition on social-networking channels and content recog-

nition in search trumps the best of PR agency pitches.

Building Media Relationship Strategies

Despite the change in landscape, many aspects of engagement between PR
representatives and their media counterparts remain the same. Journalists
still have to be courted, pitched, and helped. Social media has merely ex-
pedited the process and broadened the horizons for media relations. Find-
ing the right match between a journalist seeking stories on newsworthy
topics and a marketer whose content resonates with that topic becomes
more natural in today’s social settings. Prior to social media, PR agencies
often exploited their personal relationships to force this connection.
Today, a number of directories and social networks have simplified this
match-making discovery. Services like Muck Rack can help discover jour-
nalists by publication source and topic. Others like JournalistTweets curates
tweets from journalists often as a way to sort them by industry topics. Linke-
dIn groups have been formed that huddle agencies, marketers, and media
folks around common industry topics. Finally, services like Help a Reporter
Out (HARO) will regularly solicit content on topics sought by journalists.
Once you discover the right journalist interested in your topics, you

need to have the journalists discover you. The good news is that journalists
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and industry analysts are able to find you more than ever before as they
comb through your photo galleries, executive bios, online press releases,
webinars, case studies, and other content relevant to their story interests.
This is where your company and personal profiles help. Make sure your
Twitter profile, for example, reflects the topics for which you want jour-
nalists to recognize your areas of expertise.

Courting these journalists who now have you on their radar is much
like that suggested earlier when courting influencers. Like influencers,
journalists appreciate when you take the time to research their interests
and respond to their own content. Simple responses to tweets and posts
with thoughtful commentary could replace what the martini lunches ac-
complished on Mad Men. This further alleviates the need to pitch as the
journalists will begin to follow you and potentially subscribe to your con-
tent. And unlike the “one-time” press release, your tweets could be posted
more regularly and on a broader range of potentially relevant topics.

The key to staying on the radar of these journalists with your content is to
make it easy to deal with you and your content. This is where social-sharing
buttons, RSS feeds, and subscriptions help. Butit is equally important to ensure
your SEO strategy reflects the terms these journalists are likely to use in their
own coverage of a breaking news item or themes they cover on a regular basis.
In effect, your SEO efforts should extend to your entire online newsroom.

Once the connection is made and content is proposed, marketers have
a great opportunity for publication if they see its value from the eyes of
the journalist. With so many new faces arriving out of the social-media
channels, journalists get inundated with irrelevant and overpromoted
content often from unknown sources. Some steps taken by marketing

pros to get their content at the top of the stack include the following:

1. Understand their agenda: Taking the time to understand a journalist’s per-
spective and story angles can go a long way in capturing interest. This
means making your content more about the bigger story surrounding
your offerings or company announcement than the announcement itself.

2. Simplify the delivery process: Since content can be atomized across
video, imagery, and text, organizing your newsroom into manage-
able assets can simplify the job of story assembly. Many journalists

are turned off to the e-mail attachments that atccempt to cover all
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bases. A better approach is to abbreviate the story and show paths to
embellishment on your social-media galleries or website newsrooms.

3. Use executive bylines: Allowing journalists access to your executives
can go a long way especially when their quotes or commentary pro-
vide fresh insights.

4. Make it understood-: Telling your story in rich media format like video
invariably works better than the best of any textual content. Moreover,
if the story is told in the form of a customer testimony, it will likely

register more with a reporter seeking an intimate audience connection.

Developing Profile Strategies

One of the most effective ways to attract new followers is through your
own social-media profiles. Cross-promoting your social-media presence
across all of your assets increases the chances that new visitors will join
you elsewhere. And much of this is dependent upon the quality, consis-
tency, and personality of the brand displayed in each of your profiles.
Although social-networking platforms may differ widely in their au-
dience appeal, the profiles of high-performing brands typically have the

following characteristics in common:

1. profiles are highly visual;

2. follow buttons and links are prominently displayed on each profile
for all other channels where the brand is a participang;

3. profiles are consistently optimized around key word phrases assigned
by the brand for high search results;

4. personal profiles are used to augment the reach of company pages;

5. social handles and links are included in e-mail signatures, website
pages, and offline collateral;

6. accolades, endorsements, and recommendations are captured in the
professional networks;

7. profiles are written around benefits gained from the company’s offer-
ings; and

8. the design appearance of the profile theme is consistent across plat-
forms while maintaining a form, fit, and function intended by each

platform (Figure 7.3).
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CHAPTER 8

Expose Content that Will
R-U-N-L-A-P-S

Create content that reaches your audiences audience.

—Ann Handley, MarketingProfs

Now that our content is aimed at educating audiences around their pain
points while making an emotional connection for a more trustworthy
relationship, we are ready to expose it. Think of this next stage as running
laps with your inflamed content in hand. A powerful storyline, comic
surprise, or passionate plea may make the content standout. But unless it’s
widely circulated, any intended emotional connection will be lost.

Key to this exposure is the suitability of the content for SEO, syndicat-
ing, social sharing, posting, social-media promotion, and link building. To
be searchable, the content has to incorporate a unified keyword strategy
that merits exposure on the search engine results page (SERP). But for max-
imum gains, the content should ex-
ploit every avenue for syndication
much like that employed in news
casting. This means that the con-
tent often has to be rescaled and re-
purposed to suit the requirements
of its destination platforms.

And if necessary to promote
the content for exposure, market-
ers have many avenues for sponsor-
ing content that mimic the posts

of news feeds in which they ap-

pear. Otherwise known as native
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advertising, this branded content allows for promotional messaging to
seamlessly blend into a social or news platform but without annoying audi-
ences with the interrupting nature of traditional advertising.

Finally, the content itself has to resonate with viewers to the point where
audiences become advocates willing to share and link to the content. This
not only extends the reach of your published content, but it boosts its SERDs
as well. Together the organic, syndicated, and social reach of your content
work hand in hand, distributing your content while landing new subscrib-

ers. In essence, you want to R-U-N-L-A-P-§ to expose your content.

RSS & Other [l ZNFIED NATIVE ! AomiziNG e || PINNING & ([ JESCTTTS
SULFNION | WA ADVERTISING Sl[{RepuRPOSING | POSTING (| MY

Expose Content that will R-U-N-L-A-P-S

RSS and Other Syndication for Publishing

Platform Exposure

Syndication, or the publishing of content on another’s website, is a great
way to earn visibility for your content while boosting your credibility in
the process. Provided that you are given credit for your author contri-
butions, small businesses in particular can gain considerable visibility in
having their content hosted on popular news sites often while earning
backlinks in the process.

Of the many ways to syndicate your content, the most popular forms
used by entrepreneurs are described and evaluated in Figure 8.1. In general,

these content discovery and syndication sites include platforms for hosting:

really simple syndication (RSS) feeds;
community-voted social news;
social bookmarking;

social journalism;

M NS

blog and link directories;
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Figure 8.1 Content Discovery and Syndication Alternatives

reputable content aggregators;
PR distribution services;

news aggregator apps;

article directories;

paid content syndication networks; and

e S

—_

self-publishing.

Really Simple Syndication

With RSS, you can publish frequently updated information from your

blogs, podcasts, or video channels. These feed readers enable audience
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subscription to your content as it is released. In essence, subscribers take
content directly from a feed you provide them. They can then share this
with their audiences.

The process for syndicating via RSS is very straightforward. Having
readers subscribe to the RSS feed merely involves the installation of a
chicklet that noticeably places the RSS feed icon alongside a blog post or
podcast episode. Figure 8.2 demonstrates how readers of your post merely
click on the RSS feed icon (step one) to have it added to their aggregation
of abbreviated posts or drop-down menu of bookmarked sites (step two).
Your syndicated content then gets displayed as read or unread links for any-
one subscribing to your feed. Clicking on a blog post or podcast episode
link (step three) then takes your RSS subscriber directly to the content.

Content readers in essence benefit from timely updates without hav-
ing to manually check your site for new content. Moreover, they can ag-
gregate data from many sites in one convenient location. In turn, content
providers benefit from displaying content to anyone willing to subscribe.
This bypasses the contributor-vetting process or active community en-
gagement required of many social bookmarking and social news sites,

respectively, as a condition for prominently displaying your content.
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What Content Discovery and Syndication Platforms
Do to Boost Your Exposure

As described in Figure 8.1, content discovery and syndication platforms
aggregate news mainly for avid readers of business topics and entertain-
ment. In the case of social news and social-bookmarking sites, exposure
of your content is based on its popularity within the social community
housing or sharing your content.

Some social news websites like Buzzfeed, Upworthy, and the Huff-
ington Post are dominating the online news aggregation landscape. These
sites lend themselves well to viral content reach through social sharing.
Recent surveys, in fact, show that they rank among the highest in Face-
book likes and Twitter shares per article posted. In deciding what, when,
and where content gets published, these outlets typically use an editorial
staff to vet article acceptance as well as their placement prominence.

Other social news syndicators include community-voting sites like
Digg, Reddit, StumbleUpon, and Newsvine. These aggregators encourage
content providers to share their blog posts, videos, and other media with
a community of subscribers. But unlike the case of major online news
aggregators (e.g., Huffington Post), community subscribers themselves
determine which content gets more prominently displayed. This is often
determined by the number of up and down votes it receives.

In some cases, content providers benefit from the added authority per-
ception of the syndicated site especially when the topic area is the one where
the provider has limited credibility. Overall visibility is then based on direct
readership, views from socially shared actions, and downstream boosts in
SERPs due to higher overall readership. This assumes, however, that proce-
dures are in place (e.g., canonical tags) to ensure that the same amount of
SEO link juice is passed on to your original content. Without these steps,
your content runs the risk of being seen as duplicate content where the

SEO credit is at least partially passed on to the syndicated source.

How Content Discovery and Syndication Platforms Work

As described earlier in Figure 8.1, content discovery and syndication plat-
forms vary based on their requirements for sourcing, accepting, and dis-

playing content. Depending on the platform, some syndicated sites include
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community-authored articles and blog posts as well as community-selected
content from other members. More reputable aggregators, however, use
contributors vetted from a pool of high-quality journalists.

Acceptance of your content is handled in a number of ways. Some
platforms conduct a onetime vetting of viable contributors, where ac-
ceptance allows future articles to be streamlined through an RSS feed and
with minimal oversight. In other cases, every contributed post must be
vetted by an editorial team much like the acceptance of journal publica-
tions. Still others vet the article based on its trending in social networks.
Once accepted, the criterion for display dominance ranges from commu-
nity member votes and reader preferences to smart algorithms that learn
individual reader’s interests much like that of Netflix.

When received, the content may be displayed as an excerpt, a thumb-
nail and link, or as the full article. And like self-publishing (e.g., LinkedIn,
Medium, and Examiner) or newswire services, the content may be a re-

take on a previously published post.

Why Content Syndication Outweighs Your Own Posting

Unless your blog site is amassing traffic that qualifies it for an Alexa rank
under 100K, it may be worthwhile to capitalize on the far higher exposure
given to social news sites. Many are becoming widely popular apps for
news aggregation, suggesting that the rapid migration to mobile news will
continue to favor syndication over blog sites not optimized for mobile.
Many of the larger news aggregators listed in Figure 8.1 have loyal
readers accustomed to sharing content on a regular basis. And as the
Google algorithms are expected to consider social signaling, this bodes
well for your rankings as well. At minimum, these more established
social-bookmarking and social news sites are known to be more quickly

indexed since they are crawled by search engines on a more regular basis.

When and Where Content Syndication Should Be Considered

The choice to use syndication is often based on a trade-off between dis-

tribution and search engine ranking. Where search could be particularly
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jeopardized is when automated and large syndications are used without
oversight. Experienced bloggers often recommend using only a few repu-
table players when syndicating content. And they typically advise against
a reliance on automated syndications that seem to raise the most issues
over SEO rankings.

But even reputable syndications could easily siphon off the search en-
gine credit due your original content to the point where the syndication
scores higher on SERDPs. For many, this trade-off is reasonable if the main
goal is to extend the distribution of particular content pieces as far as pos-
sible. Where the choice becomes questionable is when syndication is used
primarily to build author credibility for new audience capture. In this
case, it is advised to eventually withdraw the supporting RSS feed after
the content has received sufficient exposure through the syndicated site.

In general, the choice of when and where to consider syndication

should be based on the following:

1. Industry fir. The authority of the syndicator in an area of interest to
your readers should weigh heavily on your decision to syndicate as
well as who to consider.

2. SEO impact. Although the main purpose for syndicating should
not be to bump up search rankings, the choice of syndicator should
consider the procedures in place to avoid their ranking higher than
you in SERPs. This will have much to do with their willingness to
support backlinks, your prescribed anchor texting, and permission
for you to withdraw your content after a certain period of time. The
latter is often done to recapture excess SERP losses to the syndicator.

3. Credibility: Some sites like Business 2 Community and Social Media
Today have reputations for stringent vetting and high-quality con-
tributors. Coupled with higher social proof from their widespread
audiences, readers may credit your content as being more newswor-
thy and credible.

4. Attracting unique and more qualified visitors: To reach a new audi-
ence, the syndicator should be scrutinized for its readership po-
tential. Much like reviewing media kits, insights could be gained

from readership that helps position the content along new audience
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interests. Some of the niched directories and bookmarking sites may
be closer to what you need as a qualified prospect. Especially in the
beginning stages of growth, your ability to target specific audiences
may be limited to how well you capitalize on keywords. Syndicators,
on the other hand, may have well-defined topic indices or tag cat-
egories that better hypertarget your audience of interest. Moreover,
sites like StumbleUpon offer paid advertising options that could
jumpstart your content reach to well-target audiences.

5. Owerall exposure: Weight should also be given to the amount of over-
all traffic (i.e., check Alexa rank) and social-media viewership gar-

nered by the syndicated site.

In addition, the choice should consider the stage of content matu-
rity. Note in Figure 8.1, for example, that some platforms are more suit-
able to first-stage content growth. The syndicated blog, in this case, will
offset the slow SEO gestation period with a broad audience reach. As
readers become aware of your site mainly through author profiles, they
may subscribe to your own RSS feed. Later in your blogging maturity,
you may find the more reputable syndication networks as an excellent
resource to boost your influence as well as to kick start a new readership

following.

Unified Keyword Strategies

From Chapter 1, we have focused on content that addresses our target
audience’s pain points. In effect, we have outlined topics that could help
our audiences solve problems in a manner that is relevant and timely to
their situation. But having topics that are essentially user friendly does not
mean they are search friendly. Consequently, content marketers often miss
the mark on content terms that are not synchronized with the keywords
used by our target audiences. Moreover, the selection of keyword phrases

may not be unified across your

1. domain name;
2. authority signaled across other indexed pages; and

3. linking strategies.
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Selecting Content Topics that Match Search Behaviors

To synchronize pain points and keyword phrases, your content has to ad-
dress a narrow enough audience to appreciate the pain point subtleties of
individual personas. An effective mapping of pain points and search terms

should include the following:

1. along-tailed niche approach to persona identification, i.e., get specific;

2. an examination of persona passions or pain points from business
challenges; and

3. a candidate word search that matches pain points (e.g., using nega-

tive terms like broken teeth vs cosmetic dentistry).

Consider the three case examples shown in Figure 8.3: a residential
realtor, a wholesaler of quail eggs, and an accounting firm. From specific
personas, pain points and passions were identified and used as a baseline
for discovering tips and solutions. This leads to a list of keyword phrases
as candidates for search engine optimization (SEO).

From this list of candidate subjects, blogging expert, Stan Smith,

suggests you brainstorm nine search phrases depending on where your
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Figure 8.3 Identifying Keyword Candidates from Persona Pain Points
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Figure 8.4 Examples of Search Phrases Across Buying Cycle

audience is in their buying cycle. Using Figure 8.4 as an example, con-

sider three phrases your readers use to

1. find information about your subject (3 terms);
2. research key topics in your area (3 terms); and

3. decide if they should do business with you (3 terms).

Selecting Topic Titles for Blogging

Continuing with the accounting firm example, shown in Figure 8.3, we
could begin structuring newsworthy blog topics from these candidate
terms. Each topic should be trending upward if it is to attract the at-
tention of audiences and the search engines. To discover what topics are

current, checkout what is trending on:

1. Twitter (e.g., viewing tweet popularity on Topsy or viewing hashtag
trails on HootSuite or TweetDeck);

2. syndicated blog directories and news aggregators listed in Figure 8.1;

3. personalized content discovery platforms and social analytics tool
like Swayy, BuzzSumo, and Klout; and

4. Google (e.g., Google Trends or Google’s auto-keyword suggestion
tool when typing in the search box).

In addition, key audience topics can be discovered from a review of
your blog comment trails or discussion boards in LinkedIn Groups. The
latter, in particular, raises a lot of questions from members seeking serious
professional solutions to their business challenges.

Once a trended topic has been discovered, keyword phrases should be
filtered based on their
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degree of competition for the term;
reach in monthly inquiries (using Google’s AdWords Keyword Planner);
3. relevance to your business expertise, URL domain name, and per-
sona pain points; and
4. specificity and context precision (e.g., a cosmetic dentist counting
on “dental” for search may find the term too broad as it includes

dental schools, dental plans, and dental research audiences as well).

Note from Figure 8.5 how this process for screening keywords from
candidate topics led to nine blog titles. A good starting point in crafting
titles from these screened terms is to use one of the free blog topic genera-
tors. Hubspot, for example, generates some effective titles after you insert
three keywords as nouns (http://bit.ly/1A4KeVN). From the initial draft
of titles, terms could then be added or modified to better reflect the ex-

pertise, keywords, and context.

Optimizing Blog Posts around Keyword Strategy

Once an examination of candidate topics and content titles is complete,
your blog content is ready to be optimized. On the basis of Google’s
Panda, Penguin, and Hummingbird algorithms, care should be taken to
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Figure 8.5 Real-Estate Accountant Example Process for Rationalizing
Content Title Search Terms
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avoid blatant keyword stuffing. Your goal is to apply the targeted key-
words and phrases in a natural way so as not to signal the algorithms that
you are gaming the system. This starts with creating quality content that
is measured by its reading popularity. The more your content resonates
with popular conversations and invites legitimate links to your post, the
more the search engines will credit you as an authority on the subject.
Consider the case shown in Figure 8.6 of a blog post written to attract
social-media marketing educators. Starting with a pain point analysis like
the one displayed in Figure 8.5, the analysis discovered a number of key-
word phrases that scored high on search-ability. Included in the screening
of suitable terms was the volume, trend, competitiveness, and relevance

of each term.

Popularity and Competitiveness of Terms

Although the search volume is fairly low, these long-tailed terms ensure
a more precise fit with a target audience of social-media educators. The
fact that many of the keyword phrase inquiries are either rapidly rising or
tapering in growth (e.g., abrupt rise in 2010 and steady through 2014)
suggests that a number of keyword candidates qualify for popularity. A
concession made at this point, however, is the choice of candidate terms
having a history of high competition in paid search. This would imply

stiff competition at the organic SEO level as well.

Relevance of Terms

Relevance starts with the targeted audience. A question asked at this point
is whether the intended keyword phrase truly reflects a pain point relevant
to your target audience. Note from Figure 8.6 that those phrases marked
moderate have too broad a context. Searches for the phrase “Social Media
Marketing Class,” for example, may include inquires for the local availabil-
ity of course offerings or seminar approaches to training. Neither would
benefit from a blog post on how social media is taught at the MBA level.
Two other aspects of relevance relate to the content provider. One deals
with domain names and the other with authority claimed on other in-
dexed pages. Notice from the domain name “blog.socialcontentmarketing

.com” that more weight is given to phrases including the terms socia/ and
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Figure 8.6 Selecting Keywords for Blog Post on Teaching Social
Media to MBAs

marketing. The same applies to the authority signaled on other indexed
pages. Terms such as social media, for example, include the technology as-

pects of the field that extend beyond the content providers area of expertise.

Selecting Primary and Latent Semantic Content

A common mistake made by many bloggers is to optimize their page
around too many terms. As a rule of thumb, no more than two primary
terms should be selected. Too many terms tends to confuse the algo-
rithms. Once decided, however, a number of root derivatives should be
selected in line with what the search engines expect to see when claiming
authority for a phrase.

This latent semantic content can boost rankings if the terms consistently
show up in Google Adword analyses when sorted by relevance. For example,
Figure 3.6 suggests that the term “teaching social media” is related enough
to “social media education” to be credited as a root derivative of the latter.
Much like the outline of a good paper, the use of semantic latent content
could signal to the search engines that your authority is backed by a compre-

hensive list of terms often used by others claiming authority on these terms.

Optimizing the Page

Once the terms are established, a goal of around 2—4 percent keyword den-
sity should be established for the primary and latent semantic terms. A lower
density may not justify authority, but a higher density could trigger black

hat tactics that ultimately jeopardize your standing with the search engines



198 SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

(e.g., penalize your search results). When applying these terms, emphasis

should be placed on the following to ensure a unified keyword strategy:

domain URL
titles

headers

tags

top paragraphs of visible text

AN ol

anchor text.

Shown in Figure 8.7 is a display of how this was done for my blog post

on teaching MBA social-media marketing courses. Notice the emphasis
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on primary terms in the domain URL, page title, and post title. The do-
main URL is believed by most SEO experts to far outweigh any other
tactic. Next in line for SEO priority are the titles for the page and post.
The former merely requires an edit of the gobbledygook default names
otherwise assumed in your hosting software.

Like titles, headers and tags are also given weight to the authority
claimed for SERPs. Tags include labeling for any embedded graphics or
photos. As shown in the far left of Figure 8.7, image tagging allows a sig-
nificant amount of search-rich descriptions to cover photo titles, alterna-
tive text, captions, and detailed descriptions. Similarly, popular blogging
software programs like WordPress permit page tagging and a complete
SEO package to streamline the entire SEO process across all posts.

Finally, terms should be applied throughout the body of the text but
without butchering the conversational tone and readership of the post.
Although Google in particular keeps their ever-evolving algorithms a se-
cret, SEO experts seem to agree that far more weight is given to headers

and the first paragraphs than the remaining body of text.

Native Advertising to Seamlessly Promote Content

A common prediction for 2015 was the mainstream arrival of native ad-
vertising or the purchasing of sponsored content on social networks and
online news sites. Pushing this trend is banner ad blindness; the viral brand
lift gained from native ads; and a user migration to mobile platforms that
do not accommodate traditional display ads. Add to that the pressure
publishers are feeling to fill the gap of declining display ad revenue, and
it is no wonder that native advertising continues to grow in popularity.
A clear grasp of native ad trending first requires an adequate defini-
tion of what constitutes native advertising especially since a universally
accepted definition is still in the making. But for now, let’s define it as
“the use of content-based ads that match and live within the stream of
editorial-type content, while contextually following the experience of the
publisher’s platform.” Common to most definitions is the dual objective
of native ads to (1) “stand out” for reader awareness and (2) “fit in” with
nondisruptive, opt-in content, i.e., finding the sweet spot between adver-

tising and publishing content.
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But finding a sweet spot in this convergent media (placement paid,
content owned, and sharing earned) has been quite a challenge for brands
and publishers confronted with issues like transparency and disclosure
described further. The mere fact that the ads are created to blend in with
content often confuses the reader with what is being promoted and what
is editorial.

Where this becomes especially problematic is when the native ad is
featured in mainstream news sites (e.g., Forbes.com, BuzzFeed, Mash-
able, and The Atlantic), advertorials, promoted social-media content
(e.g., sponsored stories), and content recommendations.

Another issue to resolve before fully embracing native advertising
is the uniform standards to adopt for the various media formats they
represent. In their Native Advertising Playbook, the IAB identifies and

provides examples of six types of ad units most often described as native:

¢ in-feed units;

* paid search units;

* recommendation widgets (e.g., “From Around the Web”);

* promoted listings;

* in-ad with native element units (e.g., banner with text or
preceding a post); and

* custom campaigns.

The wide variance in formats has much to do with the ad’s fit to
form (e.g., in-stream vs out of stream); its match to function (e.g., video
on a video or story among stories); its match to surrounding content
(e.g., mirrors page content be-
havior); its target specificity and
guarantee of location placement
(e.g., narrowly vs broadly rtar-
geted placement); and its metric
objectives (e.g., views, likes, and

el i share for top-of-funnel brand en-

Reader
Contextual

Experience ister for bottom-of-funnel direct

gagement vs sale, download, reg-

response).
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What Constitutes Native Advertising?

In its most limited form, these ads could include social-sponsored posts
much like those shown in Figure 8.8. At the other extreme are long-form
narratives (Figure 8.9) including featured news article or videos hosted in
major publications. Although the publications were once the domain of
social news aggregators such as Buzzfeed, Gawker, Mashable, Forbes, The
Wall Street Journal, The Atlantic, Business Insider, and The Huffington Post,

an estimated 90 percent of publishers are now offering native ad offerings.

Why All the Hype Behind Native Advertising

No doubt the content-marketing craze has reshaped a marketing land-
scape once riddled with digital display ads. According to Patrick Albano,
cochair of IAB Native Advertising Task Force, “this renaissance in digital
advertising is driving brands, publishers and consumers to communicate
with each other in more personal and natural ways.”

What has likely delayed a more widespread adoption of native ads
are the mechanisms to scale and integrate them into editorial content
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acceptable to publishers. The pace of adoption is likely to increase, how-
ever, due to revenue pressures. Many publishers are feeling the pinch of
ever shrinking display ad margins as a greater number of blogging sites,
social news sites, and social platforms are staking claim to available ad
space. This oversupply of inventory, coupled with consumers being clob-
bered with overwhelming ad noise, is forcing publishers to adopt some
form of native advertising.

Brands see these content-based ads as a far superior approach to brand
affinity lift and consumer engagement than can ever be realized under tra-
ditional display advertising. Banner ads, in particular, are not conducive
to social sharing or to mobile usage. And it is this lack of mobile adapta-
tion that is most concerning to traditional display advertisers since mobile
is expected to overtake desktop web viewing in the not too distant future.

In a detailed evaluation of the native ad landscape, Altimeter Group’s
Rebecca Lieb highlights the many reasons why brands, publishers, social
networks, and advertising agencies stand to gain from a widespread adop-

tion native ad formats. Common to all parties is a drive for

1. new revenue streams;
2. a potential for deeper behavioral/contextual data; and

3. target audience opt-in to content.

How Far Native Advertising Will Advance

Among the holdups barring parties from embracing native ads more
extensively is the potential of native ads to deceive its readers. In par-
ticular, the Altimeter Group study cites transparency and disclosure as
major concerns especially in light of the ethical sensitivity toward ad con-
tent that is mistaken as editorial content (i.e., separation of Church and
State analogy). This issue came to a head in the infamous publication
by 7he Atlantic of David Miscavige’s salute to Scientology. The Atlan-
tic posted an advertorial package for the Church of Scientology, which
was subsequently inferred by many as an editorial piece endorsed by the
publication. Perhaps no one sheds light on this concern better than the
hilarious John Oliver in his HBO Native Advertising feature that went
viral (htep://bit.ly/1owOWTw).



EXPOSE CONTENT THAT WILL R-U-N-L-A-P-S 203

Another issue suggesting a more limited rollout of native ads is its
scalability to so many diverse publication standards. Compared to ban-
ner and other display ads, native ads are not portable across platform
formats. To scale them optimally across publications, a great deal more
is required to make them contextual relevant while also having them fit
seamlessly into a publication’s form, fit, and function. Banners, on the
other hand, merely require compliance with universally accepted place-
ment standards, something yet to evolve for native ads.

Much progress has been made in this area, however, as technology
companies jump into the fray. Sharethrough, Outbrain, Taboola, and
Disqus are among the 40 technology firms listed in the Altimeter Group’s
review. To date, these predominately software companies have been able
to sort and configure the many content, creative, and social metric ele-
ments associated with native ads to where they are becoming increasingly

programmatic across multiple publishing platforms.

How the Landscape Will Ultimately Shift toward Native Ads

According to Figure 8.10 forecasts from BIA/Kelsey and eMarketer, U.S.
native social advertising revenues are forecast to grow from $1.6 billion
in 2012 to $4.6 billion in 2017. The near 23 percent/year compounded
growth reflects the higher engagement results seen from native ads. It also
attests to the rapid adoption of native ads by publishers, many of which are
finding engagement rates of native ads to approach those of their editorials.

Even the more minimal in-feed native ad placements and promoted

listings we see on social networks are demonstrating the efficacy of native

U.S. Social Display vs. Native Ad Spend:
2012-2017 Forecast (BIA/Kelsey)
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ads. According to a study by Interpublic Group’s IPG Media Lab and
Sharethrough, consumers looked at sponsored content 52 percent more
often than banner ads. The same study showed native ads generated 9
percent higher brand affinity lift and 18 percent higher purchase intent
response than banners. Finally, the study found that 32 percent of respon-
dents said the native ad “is an ad I would share with a friend or family
member” versus just 19 percent for display ads.

This bodes well for what seems to be a welcomed attraction to the
marketing landscape. Consumers can now view marketing messages as
part of an overall brand story told in the context of something relevant
to what they are reading. Brands benefit when the consumer shares the
content-ad. The more the engagement, the greater the brand aflinity lift
especially when the ad is seen as relevant and useful. Finally, publishers
benefit from a new source of revenue to offset a dismal decline in display

advertisements.

When Small Businesses Will Embrace Native Advertising

So far the momentum behind native advertising has mainly benefited
large brands that have the resources and relationship with news publish-
ers. The scalability issues have been reasonably addressed to date with
tighter brand/publisher collaboration. Publishers, in some cases, have
even hired dedicated staffs to manage native ad content.

Minimums to play in this arena, however, are quite high given the
growing demand for premium placement of native ads. Add to that the
time-consuming collaboration required of this convergent media to rep-
resent both brand and publisher interests, and you can see why smaller
businesses may not be so quick in their adoption of native ads.

But with the growing adoption of big data into contextually relevant
platforms, expect to see a rollout of limited in-feed native ads for small
businesses. Although not as customized as the multiplatform narratives
used by big brands, these more affordable alternatives are being aggres-
sively promoted by native ad integrators (e.g., ShareThrough.com) and
news sites. BuzzFeed, in particular, has had recent success in building
a native advertising ad network on other publisher homepages. Should

they and others elect to broker their native ad placement capacity, small
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businesses may have an answer. This assumes, however, that these na-
tive ad integrators or publishers can autoconfigure content-ads to suit the
standards of multiple platforms.

But the adoption by small businesses of native ads may be hindered
more by a mindset than technical solutions to scalability. Small businesses
may be slow to embrace the true essence of native advertising. For exam-
ple, it’s one thing for Coca Cola, Chipotle, and Dell to piecemeal power-
ful brand stories over numerous branded content placements. They have
the vision and appreciation for content strategies that justifies a long-term
investment. But it’s another thing for small businesses to embrace this
type of narrative especially where results in brand buzz and brand affinity
lift may not be so readily measurable.

Small businesses will have to be courted, in part, by publishers and
agencies willing to train them on native ad scaling as well as in making
content contextually relevant. In essence, these small businesses will have
to understand that native advertising has as much to do with comple-
menting editorial content as it does with catching the eye of a waiting
prospect. This perceptual shift from ficting in over standing out will un-
doubtedly require a new leap of faith. As best said by Patrick Albano of
Yahoo!, “The challenge with native is finding that sweet spot between

fitting in and standing out.”

Developing Link Building Strategies
for Traffic and SEO

Besides syndicating, optimizing, and seamlessly promoting content,
marketers can spread their reach by distributing their content through
link building strategies that invite new traffic sources while bumping up
SERPs. In fact, one of the most critical components to any unified key-
word strategy involve the tactics used to essentially garner votes via links
on your keyword authority.

One way to validate this vote is through links to your content where
the linking source (e.g., a syndicated site or guest blog host), your landing
page (e.g., blog post), and the anchor text describing this link uniformly
support your claimed authority around certain keywords. Add to that a
high page rank from the linking site and you stand a good chance that the
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search engines will boost your SERPS. But here again, gaming the system
with black hat techniques (e.g., link baiting) will only lead to penalties
and potentially site banning.

To legitimately garner links that earn SEO credit, content marketers

often focus on the following:

1. earning links from reputable sources backed by high page ranks and
site content related to the landing page content;

2. applying anchor text terms consistent with page source and landing
page content; and

3. rewarding back-linkers.

Care should especially be given to the consistency or terms used
throughout. For example, search engine algorithms will consider the con-
sistency of terms applied from the source page, the link defining anchor
text, and the content destination. Key to achieving this objective is to
have content worthy of a link. This invariably favors blog content over
static website landing pages as the former is typically more relevant to
your audience’s pain points.

And more than just incentivizing your readers to share your content,
attracting links requires you to provide something of value to the one
linking to your site.

This value could include a
source of validation for some of
their expert claims or positions

taken on a subject. This is why

Original
Data

Guests Reviews

INKworthiness

the display of study results in your

blog post from new empirical re-
search can attract links. The same
applies to product/service ratings, awards, top rankings, and reviews that
validate someone’s credentials.

Guest blogging also offer an opportunity to attract links to your con-
tent. Guest authors posting on your site often link to these posts as a way
to validate their own expertise or popularity. The same could apply in
reverse. Much like that discussed in syndication, your original content

posted on someone else’s site could invite backlinks. Burt different from
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syndicating your content, however, you are giving away your content to
another site when you guest blog. Unless you retain rights to repost the
content on your site at a later date, you are essentially donating your
SEO value to the site hosting your content. This is why it is imperative
to at least get permission to embed links in the body of the guest post or

through author profiles.

Atomizing for R-E-I-M-A-G-I-N-E-D Content

The mass audience has atomized; that means you have to atomize
your content—customize it to different media, in different places,
at different times to make it meaningful to the greatest number of
individuals.

—-Andrew Susman, CEO, Studio One Networks

Up to this point, an assumption made for exposing content is that it is
adequately atomized to handle different media types. In their Content
Rules, leading content strategists Ann Handley and C.C. Chapman refer
to this as having to reimagine your content for various platforms and
formats.! To be effective, a content strategy should be developed that
anticipates where and how the content collectively addresses your target
audience’s pain points. Without this perspective, your content is merely
addressing the challenge of platform compatibility. Ideally, the reimag-
ined content will build a trail of expertise and customer orientation in
the process.

A great place to start the process of crafting content is to ask why
folks buy your product or service in the first place. From these spend-
ing motivations, a further examination of the subtleties in personas
should reveal new insights into their pain points as well as the ques-
tions raised in response to these problems. It is at this point that con-
tent marketers should consider how the question could be diced into
individual blog posts that are subsequently consolidated into deeper
content that addresses the problem more completely. This allows you
to build a trail of trustworthiness posts for your audience to exam-
ine before digesting a more complete and time-consuming solution to

their problems.
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But more than just recycling your content, R-E-I-M-A-G-I-N-E-D

implies content that is:

1. Repurposed to Macrocontent: The reuse of blog posts and other top-
of-funnel content recast for downstream webinars, e-Books, and
other mid-of-funnel content allows readers to examine a trail of
trustworthiness. As an example, Figure 3.11 shows how a nine-blog
series of tutorials was subsequently recast into an e-Book addressing
property cash flow issues. By maintaining a consistent focus on their
condo and HOA cash flow issues throughout the blog series, the
accounting firm demonstrates an appreciation of the property man-
ager’s pain points. This allows a reader to judge the firm’s customer
orientation before digesting the more time consuming e-Book.

2. Expertise driven: Repurposing content from blogs to more in-depth
elements like webinars and e-Books also permits target audiences
to examine your subject matter expertise as a qualifier for deserving

30 minutes to an hour or more of their attention. Note in Figure 8.11

Real Estate Accountant | Targeted Personas Influencers Passions Challenges Tips & Solutions
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Management Managers Community Associations A Efficiencies Solutions
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1 3 Highlncome | Medical Professions, | Asset/Wealth Mgmt Advisors, | Golf,Fitness, Cars & Club
“ LY Wealth Mgmt | Executives, Celebrities Investment Bankers Lifestyles st R Tt A Ivestment Loy
3 Small Business CFOs, Lawyers, Executive Clubs, .
\
\ Audience #4 - Entrepreneurs Thabérs of Caniterc Business Ideas Operational Funding Cash Flow & Tax Planning
. . . .o . Repurposable Content
Potential Blog Topics for Audience 1 PainPoint  Expertise )
(e.g., potential eBook)
Top HOA Special Assessments favor HOA Due Increases Property Cash Flow i Maximize Property Cash Flow
\n Tips for i identi Beyond Rents & Dues Property Cash Flow i Maximize Property Cash Flow
5 Ways to Minimi ity Property Security i Property Cash Flow i Maximize Property Cash Flow
\Ilvwmmnlm for HOA Property Cash Flow i Maximize Property Cash Flow
TResidential Property Steps for Rus ity Soci: Property Cash Flow i Maximize Property Cash Flow
\Tnn 10 Reasons Why Property Property Cash Flow i Maximize Property Cash Flow
6 Reasons Why HOAs Lose Their Grip on Delinguent Collections Property Cash Flow i Maximize Property Cash Flow
{nun to Boost Property Cash Flow i Maximize Property Cash Flow
perty Manager : Accounting for Hurricane Preparation Property Cash Flow i Maximize Property Cash Flow

Figure 8.11 Relevant Content Evaluation for a Real-Estate Accountant
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how the sequencing of light blog posts allowed the accounting firm
to demonstrate their financial expertise before releasing a more com-
prehensive e-Book on maximizing property cash flow. This middle-
of-the-funnel content further opened an opportunity for the firm to
request an e-mail opt-in, an option not available for the less valuable
blog posts.

. Integrated into content platforms: As discussed in Chapter 1 under ezm-
bracing omni-channels, considerable traction can be given to content
that readily blends into the form, fit, and function of fast-growing
social content networks like SlideShare and LinkedIn’s own publish-
ing platform.

. Miniaturized for microcontent: A similar opportunity applies in the
other direction. Recasting long-form posts into shorter-form micro-
blogging platforms like Twitter and Tumblr, as well as native ad-
vertising space, can significantly expand your target audience reach
from an already crafted blog post.

. Adapted to media formars: In light of the growing trend toward audio
and visual formats, experience content marketers take every oppor-
tunity to convert text-based content into scripting for podcast epi-
sodes and storylines for videos.

. Google search friendly: A common practice to follow in any content
strategy is to map out the use of keyword phrases across all chan-
neled content outlets. Whether it’s for video metatags, photo gallery
descriptions, or microcontent, the repurposing of content around
these phrases will substantiate your keyword authority in a consis-
tent manner.

. Integrated in mobile platforms: As discussed further in Chapter 12,
a challenge faced by content marketers is repurposing content for
smart device viewing. But this takes more than abbreviated content.
It requires a format that allows the content to be more responsive to
a mobile customer experience. For example, mobile users often favor
photo-based and app-oriented content aimed at bottom-of-funnel
decision making.

. News feed friendly: A similar challenge is faced when blending con-
tent into the news feeds of Facebook, LinkedIn, and Google+ as
well as that of major news aggregators like Forbes, Buzzfeed, and

the Gawker. Oftentimes, an existing piece of content can be readily
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adapted as native advertising that blends in well with the news feed
objectives of these online publications.

9. Engaged with others’ content. Another practice followed by experi-
enced content marketers when finishing a blog post or more in-
depth content piece is to relate the information as comments on the
blogs of influencers.

10. Discussion framed: Similarly, comments could be posted as answers
to questions posted on popular question-and-answer websites or a
social-network group. Rather than reinventing content, existing blog
posts can be adapted to craft an answer to a popular question on
Quora or a LinkedIn Group. Regularly applying this practice as-
sures the right choice of group or discussion forum in which to be

engaged.

Pinning and Posting

Next to SEO, the role of pinning and posting content on social networks
often represents the greatest opportunity to expose content. In its most
basic form, the posting of abbreviated links via URL shorteners (e.g., bit.
ly) offers a straightforward method for broadcasting your latest content
releases.

Posting links through Twitter still remains among the most common
practices followed by marketers in promoting new content. The key to
tweeting links for your new content releases is the assignment of hashtags
that build new followers in the process. Especially for those Twitter fol-
lowers that filter their content interests through hashrags (e.g., via Tweet-
Deck or Hootsuite), finding the right hashtag category to park your
content becomes critical to attracting new followers. Tools like hashtag.
org can help identify which hashtag terms resonate the most with your
target audience as well as your area of expertise.

But developing a visually intensive post can also lend itself to pinning
your content on platforms like Pinterest. Note in Figure 8.12 how a link
to a blog post on social-media marketing courses was tweeted, updated
in a LinkedIn feed, and pinned for Pinterest viewers. The latter often

leads to the highest amount of referred traffic to a site, making it essential
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Figure 8.12 Pinning and Posting Links

for blog posts to accommodate pinnable images. Moreover, extensive de-
scriptions supporting the pin contribute to its discovery and potential

engagement with Pinterest followers.

Social Sharing

Besides pinning and posting content to your existing followers, all content
should incorporate sharing buttons that allow readers to share it with their
own friends, fans, connections, and followers as well. Although the prac-
tice has been widely adopted for blog posting, many content marketers ne-
glect to incorporate these widgets into e-mails and mid-of-funnel content.

For example, once e-Books are created and hosted, they can be easily

shared across your audience’s social-media channels. Shown in Figure 8.13

TABLE OF CONTENTS.

Figure 8.13 Sharing Downloaded e-Books
and Other PDFs
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Figure 8.14 Summary of Methods Used to Boost Content Visibility

is an example of how an embedded Twitter widget allows a PDF-based
e-Book to be shared once it’s let loose as a downloaded document. For
instructions on how to incorporate retweet buttons into PDFs, checkout

Social Media Examiner’s blog post at heep://bit.ly/1nMye2k.

R-U-N-L-A-P-S to Expose Content

Shown in Figure 8.14 is a model of the ways your content can be made
visible when you R-U-N-L-A-P-S through RSS and other syndication,
Unified keyword strategies, Native advertising, Link building strategies,

Atomizing your content, Pinning and posting, and Social sharing.

Note

1. Ann Handley, Ann, and C.C Chapman. Content Rules. New Jersey:
Wiley. 2011. p. 15.



PART 3

Getting Audiences to
R-E-A-C-T

With our content developed and reaching audiences through search,
syndication, social networks, and influence, we need to get them to
R-E-A-C-T. The next five chapters will discuss ways to engage our fans,
turn them into proprietary audiences, and meet them on the device of
their choice. Once engaged and subscribed, we could begin the process of

courting them through the sales funnel in the following way:

1. R-E-S-O-N-A-T-E your brand as ambassadors (Chapter 9)

2. Engage them through C-O-N-V-E-R-S-A-T-I-O-N (Chapter 10)

3. Advance them through the sales funnel with email marketing
(Chapter 11)

4. Contextually relate to their mobile C-U-S-T-O-M-E-R experiences
(Chapter 12)

5. Test trial your Freemiums (Chapter 13).

ADVANCE || Famaon o | YRS
Through the [/ = ; Trial
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CHAPTER 9

Empowering Brand
Ambassadors to

R-E-S-O-N-A-T-E

Advocacy happens when customers talk favorably abour a brand or
defend it without being asked to do so. They just love the brand, what
it stands for and how it makes them feel.

—Ann Tran, Forbes top social media influencer

The acceleration of social media and content marketing has done more than
usher in an era of inbound marketing. In fact, many predict that advocate
marketing will be as mainstream in a few years as e-mail marketing is today.'
Brands and small businesses are recognizing its power in cultivating fans that
can serve as brand ambassadors. But more than just brand advocates, these
ambassadors are formally assigned to a brand’s marketing efforts typically in
return for some compensation. And unlike brand influencers, these ambas-
sadors need not be incentivized for every action. Instead, this special class of
fans includes existing customers and other loyalists who are happy with a
brand and willing to evangelize on its behalf.

By using existing customers on social media as ambassadors, brands
are well positioned to expand their reach and boost loyalty while facilitat-
ing valuable customer insights in real time. And because of social media,

brands can now exploit the following:

1. a media in which to collaborate with communities of similar interests;
2. avehicle in which to easily share brand content and sentiments; and
3. atool for brands to acknowledge those spreading the word and con-

tributing to causes.
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What Ambassadors Do for a Brand

Advocates on social media serve as a catalyst for the profit growth brands
have always recognized from word of mouth referrals. Much like what
May Kay, Tupperware party plans, The Pampered Chef, and muldilevel
marketing companies have done for years, these fans provide a cost-
effective way to lead discussions while influencing the brand opinions
and even purchase intentions of brand followers. And by capitalizing on
the testimony of real users of the product or service, targeted audiences
now hear from people they trust.

Lacking in these pre-Internet models, however, was a practical way
to spread the word beyond parties or brand-sponsored content riddled
with their own propaganda. Now with the addition of easily shared social
content, any company today can enable its fans to share their own stories
of brand experiences. In fact, research done from over 1 billion mentions
on the web found that word-of-mouth marketing has grown exponen-
tially on social media.> Moreover, the extensive reach of social media now
lets these fans feel like they are part of something big especially when the
brand mission is tied to a worthy global cause.

When you add the emotional impact of shared imagery, as well as
the growing demand for video content, firms can now take advocacy
to a new level. Organizations are now recognizing the power of video
testimonies and other content that allows their mission to be conveyed
as a story. Instead of managing campaigns that connect the dots of pro-
motion tactics across social-media channels, campaign elements and
content can be assembled into a narrative around noble themes sur-
rounding a brand’s values. In so doing, fans can visibly benefit from acts
of generosity or contributions to a better world. Without this piece,
companies can only bank on fans to endorse their features or service
experiences. Not only is this word-of-mouth short lived, but it is also
likely to diminish over time as merchants flood the social channels with
their content and voices.

When managed effectively, brand ambassadors can have significant
impact on a brand’s bottom line. Some notable statistics captured by Joe

Chernov, VP of content for Hubspot, are the following®:
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* “Customers referred by other customers have a 37% higher
retention rate.” (Deloitte)

* “Offers shared by trusted advocates convert at a 3x-10x higher
rate than offers sent by brands.” (Zuberance)

* “Brand advocates are 70% more likely to be seen as a
good source of information by people around them.”

(Marketingcharts)

Why Brand Ambassadors Tell Your Story

Research shows that there are certain conditions that make a brand more
appealing to their potential ambassadors. In his book, 7hink Like a Rock
Star, Mack Collier equates the attitudes of these folks to that of fans fol-
lowing rock stars.* The author builds a solid case that brand advocates
don’t become fans because of the brand but because of how they see them-
selves. This means that the brand has to inspire and enable something in
themselves. Consequently, the sentiment expressed by them on social-
media channels has more to do with their involvement in the mission
espoused by the brand.

Besides having certain emotional attachments to a brand mission,
however, research demonstrates that, under the right conditions, these
ambassadors exhibit some attributes that make them more predisposed
to sharing your story.’ Advocates are far more willing than typical web

users to:

1. share information about a product;
2. solve problems that help others make better purchase decisions; and
3. share great product experiences and opinions with someone they

don’t know.

More than just brand loyalists who incessantly hit the “like” button,
chatter from advocates shows an inordinate number of comments that
endorse products or reference promotions across a variety of channels.
The great news for brands is that chatter indicative of these predisposed

sentiments can be picked up by social-media monitoring software.
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How to Empower Brand Ambassadors

Once discovered, it behooves brands to empower these ambassadors and
get out of the way. After all, we have more than enough evidence to sug-
gest that social-media audiences listen more to their peers than to brands.
In academia, we see this in high-school recruiting efforts. College-bound
candidates are far more interested in hearing from existing student am-
bassadors than members of administration. Student ambassadors are seen
as more candid and credible. Consequently, they are better positioned to
sway opinion as candidates finalize their enrollment decision.

Knowing this power that brand ambassadors have, brands are accel-
erating their efforts to empower ambassadors that resonate their voice.
But as captured in the acronym R-E-S-O-N-A-T-E, a certain environ-
ment is needed to cultivate the influence these fans have on recruiting,
swaying opinions, and facilitating feedback loops. According to leader
social-media expert, Michael Brito, brand ambassador programs have to
“mobilize and empower people who already love your brand, and then
amplify their voices continuously over time.” In essence, “the goal is to

empower them to tell your brand story.”

Rally
Around
Mission

Neutralize
Negative
Sentiment

Embrace
the Story

\ [ —(
Empowering Ambassadors to R-E-S-O-N-A-T-E
o SN 4

Getting Ambassadors to Rally Around Your Mission

In his lectures, leading branding consultant, Simon Mainwaring, builds
a compelling case for conveying a story that is exciting and clear enough
for ambassadors to tell others.” By witnessing the contributions of their
voiced support, brand ambassadors can now rally around your mission.
This rally point starts with owning a property like Coca Cola’s “Open
Happiness,” P&G’s “Change that Matters,” Starbuck’s “Shared Planet,”
Nike’s “Better World,” IBM’s “Smarter Planet,” or Unilever’s “Sustainable
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Living.” Common to all of these properties are the underpinnings of a
story representing the companies’ purpose, values, and mission.
Simon points out that what really gets fans to rally around this mis-

sion is a brand that:

1. is the celebrant, not the celebrity, of their customer community;
2. makes the customer the hero of the brand story; and

3. assumes what you want to prove (explained further) and dramatize

the benefits.

Recall from Chapter 3 the example of Nike celebrating the achieve-
ment of an overweight jogger as part of their “Find Your Greatness”
campaign. Like Subway’s story of Jared Fogle, who lost 245 pounds that
he kept off for 15 years, stories like these get fans to rally around the
customer—not the brand—as hero. Common across most of these stories
are regular people portrayed as heroes instead of elite athletes or glamor-
ous models whose performance or looks are beyond our reach.

Consider the case of Black Milk, an Australian fashion brand known
for their form-fitting tights, that never advertises. Instead, their fans,
called Sharkies, support more than 60 private Facebook communities.
The firm found a way to mobilize these Sharkies by creating hashtags for
them to park photos showing off how they wear the tights. This user-
generated content inspired other women concerned about fit to join the
community. Black Milk then gives the Sharkies a chance to be part of the
bigger story with a storytelling sales receipt and gift voucher that starts

with “Once Upon a Time.”

Getting Ambassadors to Embrace the Story

The aforementioned third point (assume what you want to prove) means
that connectedness through values cannot be preached. Instead Coca
Cola’s Open Happiness assumes the benefit, thereby allowing fans to em-
brace the theme on their own. Coca Cola reinforces this theme by having
fans select three individuals who ultimately travel the world inquiring
about how happiness is perceived by others. This is an example of how the

customer can then become the hero while the brand serves as celebrant.
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Successful brands usually lead with a social purpose by expressing a dis-
tinct point of view on matters that people care about. For example, stories
surrounding a sector philosophy, cultural movement, a sustainability vi-
sion, or some form of eco-consciousness seem to get the most visibility as
fans of the theme, according to Simon Mainwaring “will rise to the conver-
sation you create around them.” Each engagement with this super fan then
boosts the story impact with an audience motivated to spread the word. But

to sustain this motivation, the story has to be consistent and worth telling.

Getting Ambassadors to Share Content

For content to be worth sharing, it has to transcend technology and in-
clude compelling experiences. Stories like that of Nike and Subway gain
momentum not because of Instagram or YouTube, but as fans live vi-
cariously through their hero’s struggles. To make it worthy of sharing,
however, fans have to be enthusiastic enough to create their own sto-
ries through photos, videos, and blog posts. This implies that your brand
should first resonate with your community based on a common purpose
and a singular message. It is at this point that ambassadors will be willing
to work with you to promote the brand.

When the shared content involves community giving, employee vol-
unteering, cause-based marketing, or a foundation, every piece of con-
tent can be treated like another chapter in the story. The Coca Cola and
Subway examples show the journey of their heroes where each point of
progression (e.g., weight point or new visiting part of the world) offers an
opportunity to contribute to the mission. And by taking away the focus
from their product to their fans, brands are better positioned to build
trust and inspire others to share their content.

For companies like H&R Block, which operates a network of indepen-
dent tax consultants, content sharing is a way to keep these ambassadors in the
loop after tax season. The company now allows corporate-approved tax advice
to be shared across the ambassador network, thereby capitalizing on the closer
relationship developed between consultants and clients than what clients have
with the corporation. On the other hand, the easy of sharing helpful tax tips
from content sanctioned by the corporation allows the consultant to mobilize

their community while building social currency in the process.
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Independent of a successful story to motivate content sharing, any
content should first focus on why people use the product or service in-
stead of the offering itself. A manufacturer of flour, for example, would
gain far more traction with food recipes than dialogues about flour. Fis-
kars, a scissors manufacturer, found this when they stopped talking about
their product and instead had their community talk about scrapbooking.

Others like P&G and Walmart connect with their fans through dia-
logues involving community personalities resembling that of a typical
customer. For example, both host videos or blogs that express opinions
on a variety of matters from a mother’s perspective. Sharing content from
these trusted individuals or product applications becomes more a matter
of adding to the collection of story elements. And when the content is
entertaining and gives reasons for people to laugh, ambassadors have all

the more reason to talk about the brand.

Getting Ambassadors to Offer Insights

For technology companies like Dell and Microsoft, running ambassador
programs are essential to their gaining insights from users far more versed in
the brands’ product potential than perhaps the best of engineers employed
at these firms. These are the folks who struggle with and stretch the poten-
tial of the brands” offerings. Some are even involved in resolving problems
through their own forums, thereby giving them a closer ear to the ground.

Smartphone accessory company, OtterBox, regularly taps into their
ambassadors for design opinions as well as for insights on pop culture.
In turn, they sponsor contests and provide sneak previews of new offer-
ings. The key to these companies capturing insights often to the point of
crowdsourcing new features is to let these ambassadors know you are lis-
tening and applying their insights. This requires an atmosphere of candor

and open lines of communication with the brand’s development teams.

Getting Ambassadors to Neutralize Negative Sentiment

Even the best of brands know that brand sentiment will not always be posi-
tive. And most of them have experienced a negative news storm that re-

quired either a crisis response or a team of advocates to defend their honor.
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While working at Trimble Navigation as a marketing director in the
mid-1990s, I faced this situation as missed deadlines kept us from rolling
out our next-generation GPS navigator on time for a major trade show.
But I marveled over the influence pilots had on the sale of our aging tech-
nology. At the time, Garmin was cleaning our clock with their color mov-
ing map displays that dazzled a lot of sports aircraft enthusiasts. But to
the serious pilot, this negative criticism was taken personally. Avid fans of
our brand took pride in the founder, Charley Trimble’s, pioneering spirit
to the point of pitching our more outdated product throughout the trade
show event. They literally took over our booth and animatedly demoed
the less exciting, but more accurate and reliable, features of the Trimble
offering as the rest of us took notes.

Consider how United Airlines could have been spared from their hu-
miliation when a video amassing over 15 million views disclosed their care-
lessness and uncaring service over a broken guitar (http://bit.ly/10bSDPx).
Unfortunately, the folks at United Airlines reacted too late and too insin-
cerely in their response to the complaint. Rather than immediately ad-
dressing the complaint, the airline was counting on the issue to disappear.
Instead, social-media channels went wild with advocates of the complainer
rallying around his complaint. Just a few key advocates could have come to
their defense had they been passionate enough to rally around their mission.

Instead, United was seen as a thoughtless bureaucracy that had few friends.

Getting Ambassadors to Act on Your Behalf

But this case representation goes beyond the handling of negative criti-
cism. Whether it’s answering questions or using content to promote the
brand, successful brand ambassador programs let their brand ambassa-
dors operate autonomously. Fiskars doesn’t run their blog, for example;
they turn it over to their scrapbookers. Moreover, these Fiskateers regular
visit shops and sponsor scrapbook workshops.

Others like Stonyfield operate a team of over 60 Yo-Getter ambas-
sadors and 30 Clean Plate Club ambassadors who collectively blog on a
number of organic lifestyle topics. These parent bloggers share their tips
and recipes all in one place on the website. In exchange, the brand enlists

their help to educate people on improving their eating habits. And since
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the brand does not pay these groups, they make sure to highlight and
promote their ambassadors’ posts so as to help boost their readership.
This requires brands to transfer ownership of the brand to their am-
bassadors. In essence, you are letting fans define the brand. By providing
the content-sharing tools, networks to connect with each other, and free
access to senior management, they will recognize your sincerity in letting
them run the show. In return, brands often gain the participation of these

fans in guest blog posts, case studies, and testimonials.

Getting Ambassadors to Tap into Their Communities

As brands struggle to reach their audiences on all relevant platforms, their
ambassadors offer opportunities for you to tap into their communities.
This could help turn a monologue into a conversation. And by leveraging
the personal connections of ambassadors, brands can extend their story to
new audiences as well as new platforms for communicating their theme.
But unless the content is scaled to suit the ambassador’s channel prefer-
ences, these ambassadors have little to support their claims or back their
opinions. To accomplish this, brands often have to extend their media
offerings and content formats to fit new channels.

Back in 2000, Maker’s Mark launched a brand ambassador program
as it was losing its ability to talk directly to its customers. The program

now allows its most passionate fans across the country to run the show.

Getting Ambassadors to Enlist Others

This transfer of ownership could payoff in recruiting as well. Companies
like Fiskars and Maker’s Mark recognize that empowerment leads to am-
bassadors attracting new members. As the network of advocates grows,
ambassadors are often in a better position to scout others willing to tell
their story. Their ownership of this recruiting process further validates the
brand’s willingness to relinquish brand control.

WhattoExpect.com does this well with their mothers-to-be baby reg-
istry. Future mothers gain advice from a community of moms that have
been through the trenches.” In turn, these expectant moms are inclined to

pay it forward, thereby enlisting others to join the community.
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How to Motivate Brand Ambassadors

For brands to capitalize on the passion and benefits from ambassador
programs, they must R-E-S-O-N-A-T-E as well. Key to any successful

ambassador program is the tools, support, and behaviors that will

1. Reward ambassadors: Not all ambassadors are paid monetarily. Some
benefit from the brand promoting their blog posts, thereby improv-
ing the readership of the ambassadors. Others accept rewards like
advanced viewings of new products. This can also build a brand buzz

around a product launch.

T-E in Return
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2. Entitle them: Ambassadors must feel like they are part of an exclusive
club. By giving backstage passes like access to senior leadership or
authority to communicate advanced knowledge, these programs can
create an atmosphere of privilege.

3. Simplify their job: The task of sharing content and facilitating a feed-
back loop has to be painless and seamless for ambassadors to stay
motivated. The same applies to storytelling. Stories have to be eas-
ily grasped by your ambassador for them to convey it to their own
followers.

4. Operationalize the program: Many brands collaborate around brand
advisory and customer advisory councils chartered with organiza-
tion tasks that fit within the infrastructure of the brand’s operations.
This ensures that voices are not only heard but also adopted into the
brand’s planning process.

5. Network them: In order to networking ambassadors to collaborate on
ideation and community outreach, they need platforms like Facebook

that are conducive to engagement. But for more established brands,
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it often takes more than a Facebook Group. Many are adopting plat-
forms like Social Chorus, Expion, Lithium, Influitive, and Branderati
to facilitate brand advocate networking and content sharing.
6. Acknowledge them: Just like bragging rights, advocates need to be
celebrated. Instead of celebrating their best jeans, Levy celebrates
their fans by crowd sourcing the best-fit jeans on their fans. Knowing
they have a global voice in which to share their interests and product
ideas, this could be a big deal. Other brands provide official recogni-
tion of their ambassadors as in the case of Maker’s Mark where they
have their names branded on a six-year-aged barrel of whiskey.
Train them: To be an effective ambassador, brands like Fiskars train
them to keep up with advances in their trade as well as ways to ar-
ticulate their story. According to Michael Brito, the key to telling
your story correctly is “a solid editorial framework that determines
the content narrative, tone of voice, content and platform priorities
and the content supply chain (workflows that facilitate content ide-
ation, creation, submission, approval and distribution).”
. Engage them: Much like the success of rock stars who passionately en-
gage with their fans, brands need to engage regularly with their ambas-
sadors or risk having fans feel exploited or ignored. This means regularly

providing interesting and relevant content for ambassadors to share.

Shown in Figure 9.1 is a summary model of factors driving effective

brand ambassadorship programs.
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Figure 9.1 Summary Model of Empowering Brand Ambassadors
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CHAPTER 10

Engage Communities
through
C-O-N-V-E-R-S-A-T-1-O-N

Social media sparks a revelation that we, the people, have a voice, and
through the democratization of content and ideas we can once again
unite around common passions, inspire movements, and ignite change

—Brian Solis, author of Engage

As great attention has been placed on getting followers, brands are
finding that it is not about reach and impressions anymore. It’s about
engagement, which can boost your brand lift by over 300 percent." For
followers to stay followers, they need to play a role. And if our content-
marketing approach is to buy their attention and slam them with con-
tent, we have merely participated in a new generation of spam. Only
instead of interruptions with our product ads, we are now interrupting
them with our content.

Social-network engagement is about getting followers to act on your
content and share your stories to those who could benefit from your brand.
Research shows that when a consumer acts upon information shown
about a brand, conversions improve by 70 percent.” But this number in-
creases even more when they engage in a conversation about the brand
or are asked to contribute their own content. This is why engagement
has to go beyond clever gimmicks for inviting curious clicks and shares
for rewards. Engagement has to involve a C-O-N-V-E-R-S-A-T-I-O-N,

as shown below, that gives your fans a say in what your brand does.
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In many cases, this engagement will lead fans to share their experi-
ences with others, thereby leading to even more followers. And since these
new followers have been invited by those they trust, your opportunity to
win them over as potential prospects is far greater than can be expected
from traditional marketing approaches. But to effectively engage them
over a sustained period of time, successful brands are investing heavily in

contests, engaging dialogues, and interactive activities.

Developing Contests for Followers and Engagement

One of the best ways to engage fans, while gaining new followers in the
process, is to host a contest on social networks. They are effective in hav-
ing your fans continually return to your page even after the promotion is
over. The growing popularity of contests across social networks has much

to do with their suitability to photo-based

|~
platforms like Facebook, Twitter, Instagram, "
and Pinterest. When implemented effec-

tively, they provide opportunities to:

1. attract new followers as contest entrants;
2. expose content across a community of

fan’s friends;
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3. build likability from prizes and fan-generated content;

4. sustain engagement as voters and participants are drawn in multiple
times for entry contributions and status checks;

5. grow page likes and e-mail subscriptions; and

6. promote products.

More than just sweepstakes, contests normally require some fan input
like submitting a photo, essay, photo caption, or video. With sweepstakes,
entrants merely enter their name and e-mail where a winner is drawn
at random. Contests, on the other hand, involve some form of voting
so as to engage your community while letting them know they have a
legitimate chance of winning. Ideally, contests should combine voting by
the public with judging from a select group of experts so as to reward a
relevant audience or ensure valid answers. This is especially important for
quiz-based contests that may require expert review.

Facebook remains the largest host of contest activities in part due to
their versatility and third-party support. They offer both a timeline con-
test and Facebook app contests. The former is free and easy to host but
lacks convenient ways to capture e-mails, pick random winners, and co-
ordinate the overall campaign. Apps aren’t required for timeline contests;
you only need to solicit a photo or comment and select a winner from
best overall response. But timeline contest apps from AgoraPulse, TabSite,
Hevo, and Woobox greatly simplify the contest process.

A Facebook App Contest help facilitates the e-mail entry, voting, and
winner-selection process often through self-service, drag-and-drop tem-
plates. In addition to those mentioned eatlier, some popular contest apps
suggested by Facebook expert, Andrea Vahl, include Offerpop, Votigo,
Antavo, Strutta, and ShortStack.

Running effective contests requires special attention to platform rules,
prizes, and voting procedures. Most platforms, like Facebook, are sensi-
tive to pressures placed on entrants to endorse your content. For example,
contestants can no longer be compelled to like a page as a condition for
contest entry. They can, however, complete an action like an e-mail sub-
mission or comment to qualify as an entrant.

To avoid the attraction of contest scammers and other parties not

of interest to your brand, steps can be taken to enforce ID validations
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and select prizes relevant to your business and a specific audience. For
example, rather than rewarding contestants with an iPad, a travel busi-
ness may reward winners with hotel-stay discounts or free airline tickets
dependent on the level of contest effort required of the contestant. This
may discourage participation from contest scavengers.

As an example of a highly successful contest driven primarily by user-
generated video, American Express OPEN hosted their Big Break for
small-business owners. To enter the contest, these entrepreneurs had to
visit and submit answers to a short questionnaire describing how they
would utilize the competition’s winnings to better their business.

During the first round of judging, 10 small-business finalists were
selected by a panel of prestigious judges. Each submission was judged

based on the following criteria:

¢ commitment to their business and growth;
¢ overall social-media need where Facebook could improve their
business; and

* energy and enthusiasm for small business.

Finalists then competed in a final round of judging where American
Express OPEN Facebook fans were then asked to vote for their five favor-
ite small businesses to win a trip and a $20,000 prize.

This contest, like many others, works well in extending reach, expo-
sure, and interaction to your Facebook page. For example, the contestants
want votes, so they appeal to their network of friends thereby extending
the reach. The fact that you are restricting entrants to those meeting a cer-
tain criteria also ensures a more legitimate contest relevant to your target
audience. Finally, this type of promotion allows for the collection of user-
generated content that, in the case of AMEX’s Big Break, started a trend
of active fan engagement as well as content later used by the company as
testimonies to back their brand acceptance.

Key to any successful contest is its adequate promotion and sustain-
ment. Promotion across all of your social-networking sites with contest
hashtags, trailers, and entry highlights can also boost your content expo-
sure with new followers. Although contests are recommended to last no
longer than a few weeks for the sake of momentum, postcontest activities

will often make or break the contest’s success in boosting engagement.
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Some ways to keep the momentum going is to allow content additions
to a storyline collection. Besides Although the contest may involve in-
volving user-generated video productions, the collection could include
less resource-intensive additions to a graphic montage, photo gallery, fan

story album, or inspirational commentary.

Creating Engaging Discussions

Social media has to be inherently a social activity if you want fans to stick
around. This means more than setting up a Facebook page that allows
fans to browse around. It means letting them know you are willing to
have a dialogue. And for the dialogue to have real impact, it has to be two

way and authentic while having a conversational tone.

Sparking Open and Authentic Dialogues

By now, brands realize that social media remains highly personal for con-
sumers who prefer interacting with other people, not with brands. One
way to accomplish this is by having candid discussions with your fans
or followers in an open forum. The more your fans see your personal
side, the greater trust they have for your shared responses. McDonalds
went out on a limb with their “Our Food, Your Questions.” They track
down reputable sources within and outside their company to answering
consumer questions about their food quality. By having the right people
answer with very candid answers, the brand has likely boosted its reputa-

tion for authenticity.
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By itself, however, these question and answer forums are not likely
to involve high levels of engagement. The most effective open dialogues
often incite a controversial debate or insightful argument. But they do it
carefully. For example, if taking a position on an unpopular side of a con-
troversial topic, make sure the argument is backed by fact. Oftentimes,
by clarifying your role as Devil’s Advocate, your fans will see that you are
merely asking them to join in the debate and not necessarily agree with
your position. The key is to act more like your fans rather than preach
down to them. The more you act like a real person that shares the same
values as your fans, the more you can expect them to engage with mean-

ingful commentary of their own.
g y

Dealing with Negative Commentary

Much like we witnessed prior to social media, the satisfactory handling
of complaints can often boost brand sentiment. Brands recovering from a
service issue will often receive positive sentiment based on their empathy
and efforts devoted toward solving a problem. In fact, research demon-
strates how satisfaction in a brand could improve to levels above the senti-
ment felt before a complaint was registered.

In social-media channels, brands are coached not to be defensive in
dealing with complaints, ranting, or harsh disparagement of the brand.
Instead, negative comments should be treated as an opportunity to boost
goodwill and engagement. Depending on the seriousness of the post and
the unfairness of the response, most criticism of a brand could be dealt

with in the following manner:

1. acknowledge the problem and empathize with the complainer’s
viewpoint;

2. ask to deal with the issue off-line; and

3. offer to remedy the issue with a reward commensurate with the

inconvenience.

Where lifts in positive engagement can happen is when humor or
humility is applied. Most of us like seeing the real vulnerabilities of a

brand. And some appreciate the light-hearted side as well as when brands
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poke fun of themselves. Consider how a disparaging comment about Smart
Car in Figure 10.1 was dealt with by the folks at Smart Car. When the
tweeter claimed the droppings of one bird totaled the car, Smart Car scien-
tifically corrected him on how many birds it would actually take to do that
much damage. The post itself was retweeted 581 times. In effect, the hum-

bled and humorous response to a sarcastic comment boosted engagement.

Capitalizing on Visual Storytelling

Asdiscussed in Chapter 3, visuals are key to creating an emotional connec-
tion with our audiences. Readers are drawn in by visuals and often decide
from the visual whether to engage further on a post. In fact, 87 percent
of engagement on Facebook brand posts occurs when a post includes a
photo.* According to visual storytelling expert, Ekaterina Walters, viewers
spend 100 percent more time on web pages with videos. Moreover, there
are 94 percent more total views attracted by content containing compel-

ling images than without. Finally, she points out that every minute

1. 208,300 photos are posted to Facebook;
2. 27,800 photos are share on Instagram; and
3. 100 hours of video are uploaded to YouTube.

Much of this she attributes to the creativity brands have applied in using
visuals to tell their stories as well as the technologies available for almost any-

one to create compelling imagery. Fans with limited graphic and technical
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Figure 10.1 Dealing with Negative Commentary
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skills, for example, can easily compose GIFs, Memes, Vines, filtered photos,
and infographics on photo- and video-intensive platforms like Facebook,
YouTube, Instagram, Snapchat, Tumblr, and Pinterest. Once created, tools
like Storify can then help you curate the imagery and build social stories
into a coherent narrative. When compiled, this richer media will help ad-
dress the decline in average modern adult attention span now slipping to
2.8 to 8 seconds. But it will also raise the bar in creating the emotional con-
nection that statistics show is key to getting your fans to engage.

Telling a story with visuals need not involve a sitcom style of video episodes.
A video or photo gallery could spark an emotion that conjures up a deeply
rooted sentiment or life story. Back in 1971, a Public Service Announcement
from the Ad Council on “Keeping America Beautiful” featured a crying Na-
tive American Indian who stumbled across a polluted creek. One captivating
photo in this case told the whole story. What is key to a successful visual story
is to make it interesting and engaging. This can often be done in a single post
by overlaying photos with an inspiring quote or alarming statistic.

Especially as consumers migrate toward mobile usage, visuals may
ultimately become the only way fans will engage with your posts. Their
real-time demands and information overloads will make them tap into
the greater context permitted by visuals as well as the fact that 90 percent

of information transmitted to the brain is visual.

Creating an Atmosphere of Belongingness and Exclusivity

After examining the feeds of several social-media influencers I later
labeled as charismatics, I noticed a distinct behavior. They nurtured their

followers in the following ways:

1. they regularly congratulate and share the accomplishments of their
fans;

2. they provide meaningful responses to fan posts often explaining why
they found the post interesting;

3. they respond to their fans tweets and posts often outside the
dialogue of their own platform of exposure; and

4. they provide inspirational messaging that seems to resonate with a

great number of followers.
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The last point, in particular, shows they listen intently to what their
audiences seek and feel. This makes the kudos seem less pretentious while
sparking some motivation into those struggling with their routines. It also
lets the fans know that their voice counts.

In some cases, I noticed the influencer revealing personal insights and
values much like that espoused by fraternities or sororities. This likely
leaves the followers with a sense of belonging to a club managed by a
leader they admire. The same affinity could develop when a brand reveals
behind-the-scene insights. Fans, in this case, will sense their acceptance
into an exclusive club that could nurture their passions or inspire them

to reach higher.

Maintaining Relationships with Responsiveness

In this world of 24/7, consumers expect instant replies to their comments
on social media especially if it involves a complaint. Social media has
become the new service channel. A study by The Social Habit found that
42 percent of consumers contacting a brand for customer support ex-
pect a response in 1 hour, three quarters of which expect an answer in
30 minutes. Moreover, according to leading social-media expert, Jay Baer,
well over half expect the same response time at night and over weekends
as they do during the day.’

This responsiveness carries over to your social-networking dialogues
as well. When your fans see trails of unanswered comments in your feed,
you are sending a signal that no one is home. Social media is about discus-
sion and sharing. Given that many willing to comment on your posts are
often your best leads, the attention given to your fans’ comments replies

should match that given to creating and optimizing the content itself.

Engaging in Interactive Activities

Besides engaging in dialogues, brands and small businesses can now en-
tertain their fans with games, quizzes, and other interactive activities.
Whether it involves soliciting their opinions or asking them to share sto-
ries, the more they see you value their input, the greater they will respond

and encourage others to join the community.
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Sharing Customer Stories

Big brands recognize that the key to engagement is inviting their fans to
submit their own stories. Walmart and Starbucks regularly feature photos
of their fans or samples of their content. Others will incorporate everyday
life adventures into their promotions. Dunkin’ Donuts did this very well
in a series where they asked their audiences to describe in a tweet how
their coffee fit into their everyday lives. After scouring through tens of
thousands of responses parked under the hashtag #mydunkin, the brand
featured the best in their commercials and YouTube videos.

When community members
feel you care about their stories,
you can win fans for life. And as
demonstrated by Dunkin’ Donuts,
the story can be made to fit under
140 characters or blended into
a montage as is often done by
Walmart. What is important is

that the story told on Pinterest,

Instagram, or Facebook allows
fans to share their passions. And what better bragging rights to have with

your friends than to be featured by a major brand.

Ask Questions or Fill-In Blanks

These story-sharing exercises don’t have to be elaborate productions. To
make a photo engaging, for example, it helps to have your fans add some-
thing to it. Brands often do this in crowdsourcing their new ad concepts
where respondents are asked to supply a caption or fill in the blanks. In
effect, they are contributing to your story while providing you some use-
ful information for future campaigns.

Fans are likely to engage routinely when you simply pose questions or
invite them to fill in the blanks. Pringles, Zappos, and many universities
take this route in their chat-ups to fill the space between more substantive
campaigns. Filling in the blanks about how something makes you feel,
what you enjoy the most, or how you tackle issues are great ways to trigger

commentary from others.
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bracing. Over time, the answers
themselves should provide insights
for future posts. But to boost engagement, it helps to narrow your fan’s
focus to a select few words. For example, asking fans to explain their best
memories with their first love is not likely to muster up as many responses
as having fans describe what best two words describe their first love.

William & Mary’s Ampersandbox campaign was highly successful in
recruiting students. Participants are asked to create or contribute to pairs
of terms, like William & Mary, which reflect what the school means to
them. An extensive gallery of experience boards has accumulated over
time on term pairs like hide and seek, dollars and sense, pomp and cir-
cumstance, leaps and bounds, and ebb and flow. In the process, student
candidates get a broad perspective of the university’s mark of distinction
and campus experience without having to wade through stacks of generic
looking brochures.

Trivia questions, ice breakers, and quizzes are also great ways to keep
your fans hanging around. Companies can exploit this method of engage-
ment while highlighting more about their story in the process. Coca Cola,
for example, is known to host trivia questions surrounding their history
or products. Their “Which of the following is worth the most Scrabble
points?” invited fans to research certain brand names. After completing
their research and posting their response, fans returned later to check on
answers and even comment again. By awaiting answers in subsequent

updates, fans get accustomed to visiting your site on a more regular basis.

Facilitating Twitter Chats

A great way to stir conversation on a passionate topic is through Twitter
Chats. By simply specifying a date and time, a hashtag, and a topic, you
can start a dialogue with your fans that builds thought leadership in the
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process. These chats now number
in the thousands as brands find
Twitter to be an excellent channel
to mobilize folks around short-
form conversations.

The key to a successful chat is

to be passionate about the topic.
Much like I notice in classroom
sessions; if I am pushing through material that does not interest me, it
shows. On the other hand, when I get excited to cover new ground, it
spurs far more participation. Chats work the same way. Over time, you
begin to reveal your own personality, thereby adding to your authenticity
that will characterize you on other channels as well.

Advice from social-media pros on hosting an effective chat tends to

consistently include the following:

1. include guest thought leaders;

2. stay on topic to avoid conversation derailing and ranting while
allowing enough flexibility to encourage multiple participants and
viewpoints;

3. transcribe and curate the comment trails for SEO and follow-up
blog appeal; and

4. picka distinctive hashtag that reflects the topic and scope of dialogue.

If handled effectively, these chats will attract new followers seeing you
as an authority. The scheduled arrangement and promotion of the chat
also provides additional opportunities to engage with your existing fol-

lowers while conveying your commitment to the topic.

Designing Interactive Infographics

Publishers who use infographics enjoy a 12 percent lift in traffic.® But by
itself, visuals can only go so far. We know humans are wired to visualize,
but even the most digestible and succinct infographics can overwhelm
audiences. When visuals are combined with our kinetic learning tenden-

cies, however, you have a great combination for engagement. That is why
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interactive infographic infographics have become so popular. Brands are
now turning static infographics into dynamic visuals that allow a variety
of click-throughs and roll-overs for more information. This not only al-
lows them to skip over irrelevant information, but it also appeals to their
sense of curiosity and exploration.

Similar concepts are being applied to YouTube videos that allow view-
ers to formulate their own story. In Pepsi’s “Now Is What You Make It”
#FutbolNow, you can expand on the narrative at parts that most pique
your interest. Especially at a time where audiences are being inundated
with content, these self-navigation schemes provide short-cuts to data

visualization while allowing fans to participate in your content.

Conducting Opinion Polls
Asking your fans for ideas is often Your Op|n|0n
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many of us fail to see them as our
greatest fans as well. Successful

brands regularly ask their custom-

ers what they want. But they tap
into their inputs normally in a
sincere and often entertaining way. Sincerity requires evidence that the
crowdsourced inputs are indeed applied to either product changes, prod-
uct names, or marketing concepts.

Companies like Modify Watches regularly solicit their customers
for ideas on watch design and product naming often incorporating the
inputs into their designs. Similarly, for a special version of their Juke
NISMO, Nissan asked its customers to share their technology ideas
through the hashtag #Jukeride. In the process of collecting ideas, the
brand shared some behind-the-scenes videos on how many ideas were
being adopted.

More Twitter chats are now being used for crowdsourcing as facilita-
tors use the forum to conduct online focus groups. The real-time inter-

action also avoids moderator bias when participants are given leeway to
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freely chat. And because of the anonymity, audiences may not feel as
intimidated or self-conscious as they might otherwise feel in live sessions.

Another feature of social-media sites is their ability to host surveys
and pools. Especially when a real-time histogram displays your results
relative to other voters, many fans are excited to register their vote.
Besides allowing a potential fun exercise, brands benefit from the polling

insights.

Participating in Social-Networking Groups

Brands that regularly engage in LinkedIn groups, Facebook groups, and
Google+ communities make a statement about their genuine intentions
to help others. By moving their conversations away from their newsfeeds
and into community forums, they are letting potential followers know it
is about your target audience’s business challenges and not your brand.
LinkedIn, in particular, has made great strides in allowing brands to con-
tribute to hypertargeted topics of interest to business professionals. When
used effectively, it becomes a Holy Grail for building channel relation-
ships and thought leadership.

Selection of the groups you decide to join should consider the in-
fluencers in your industry to whom you want to mingle and spread the
word. Once decided, you will find postings submitted by the group lead-
ers that invite commentary later scored for “likability.” The more your
content is liked, the greater your exposure as an expert as well as the
popularity of the subject matter.

Engagement in these groups works much like that on your own so-
cial-media properties except that the dialogues are controlled by your
topic popularity and the moderator in charge of the group. The key to
getting engagement is to spark a conversation that enlightens others
anxious to share their inputs and
curious to find what others expe-
rience. In the process, business
connections are often made as
discussion contributors recognize

joint interests and even partner-

ing opportunities.
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In deciding a strategy for group involvement, the choice of group often
starts with a design of channel relationships leading to your target audi-
ence. From there, the type of relationship you expect to develop deter-
mines the nature of your dialogues and content postings. Consider how
this was done in the services sector for a company known as “Landscapes-
t0-Go,” a start-up venture of garden and landscape improvement kits.

The venture launched a ready-to-go assembly of floral products de-
rived from its patent-protected designs. The company initiated this busi-
ness in response to Floridian gardeners seeking backyard tranquility and
hobbies that contribute to home-appreciation value. The kit approach
further addressed a growing trend toward “do-it-yourself” home im-
provements coupled with time restrictions that prohibit gardening from
scratch. Finally, a growing problem among nurseries to reduce plant
and other inventories called for complex business arrangements with
landscape marketers that pull-through excess farm capacity and aging
inventories.

As demonstrated in Figure 10.2, the selection of LinkedIn Groups
first required an understanding of the channel relationships between
the owners and their target audiences associated with their new hous-
ing, commercial real estate, and consumer markets. Knowing the role
of each channel provided a better picture of their likely hangouts and
business interests. For example, new housing construction was best ad-
dressed through strategic alliances with commercial landscape architects

and landscape construction contractors.
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Figure 10.2 Example Selection of LinkedIn Groups
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Figure 10.3 Summary Model of Enlisting Followers with a
S-T-A-M-P

This channel partner could be reached through the LinkedIn Group
known as “American Society of Landscape Architects.” Some of the con-
sumer channels, on the other hand, could better be reached and influ-
enced through LinkedIn Groups such as “The Landscape and Garden
Design Forum.”

The key to using LinkedIn Groups is not to market directly to your
target audience, but to build relationships by collaborating with those
who seek the same audience recognition. To gain their attention, it is
important to reach their group discussion feeds with topics that show
your credibility and thought leadership (Figure 10.3). This could include
advisory tips, but more than often includes market research and other

data relevant to industry trends.

Notes

1. BuzzFeed Case Study: Virgin Mobile (http://bit.ly/1vmjZXE).

2. “Engagement Marketing: The Future of Brand Advertising?” by Paul
Dunay to Forbes (onforb.es/121IEEmG).

3. “Our Food. Your Questions” by McDonalds (http://gmed.
ca/1phNI5G).



ENGAGE COMMUNITIES THROUGH C-O-N-V-E-R-S-A-T-I-O-N 243

4. “Photos Are Still King on Facebook” contributed by Phillip Ross to
Socialbakers (bit.ly/10zjT0o0).

5. “42 Percent of Consumers Complaining in Social Media Expect 60
Minute Response Time” contributed by Jay Baer to Convince &
Convert (http://bit.ly/1omrVUU).

6. “12% Traflic Growth: Why You Should Give Infographics a Try” by
ePublishing (http://bit.ly/1vg8G5n).






CHAPTER 11

E-mail Engaging and
Perpetuating Proprietary
Audiences

If you aren’t building, engaging and activating proprietary audiences
of your own, you're falling behind.
—Jeffrey Rohrs, author of Audience

Constant changes from Facebook and other social networks have made
brands wean off these networks as a source for audience correspondence
and content marketing. But only to a point. The organic reach restric-
tions obviously infuriate many brands now forced to pay for reach. But
wise brands see the advantage in blending the viral capabilities of social
networks with the messaging control of e-mail and phone text.

Having access to e-mail and SMS contact information is vital to the
process of escorting audiences through the sales funnel. Just having con-
tent go viral, for example, does little for brands seeking intelligence on
who is interested in their offerings and where they are in their buying

journey. But the social networks play a key role in expanding the funnel.

Why E-mail-Engaged Audiences
Require Social Media

Facebook, in particular, provides one of the greatest sources of audi-
ence development at the top of the funnel (ToFu). Their custom audi-
ence and look-alike audience features administered through their Power
Editor shows great promise in building databases for lead generation. For

example, the web custom audience feature allows you to capture the ID



246 SOCIAL CONTENT MARKETING FOR ENTREPRENEURS

of your website visitors where Facebook finds this person when they arrive
on the social network. At that time, they could be served a retargeted ad.
Better yet, a strong welcome incentive invites them as a fan, where they
may submit an e-mail. And the cycle continues as shown in Figure 11.1.

Using social networks to attract followers—and e-mails to correspond
with them directly—is a great way to jumpstart e-mail campaigns that
could track downloading behaviors; store this intelligence in CRM or
marketing automation systems; and tailor a response appropriate to the
prospects buying stage. Now imagine Facebook fetching more contacts
for you from their look-alike audience features as you acquire more opt-
ins from blog subscriptions, apps, webinar registries, or downloaded

e-Books? Your funnel gets wider and your leads get more qualified.

Why Social Media Requires E-mail

As discussed in previous chapters, there are many effective approaches for
leveraging social media and SEO to extend the visibility of your content.
But sales nurturing goes beyond ToFu lead generation. Nurturing requires

the following intelligence on your target’s needs and buying stage:

Social Shares & Web
Custom Audiences

Posts & Digests pecialiShares

Email List | + SociallMobile Ads
* Registry Incentives
+ Lookalike Audiences
+ Content Links

i : - s + Contests
+ Widgets + FB/Twitter Custom Audience Email Lists Eiiin

+ Feeds + Web Custom Audiences o ety

Blo & + Blog Posts & Digests 7
Weng|te Registrations, Twitter SOCIal &

Cards, SMS, App Mobile
Registrations & Push Notifications &
Subscriptions Profile Emails NetWOka

Profile/Content Links,
Registrations & Content Ads

*+ SEO

* Opt-in Forms

* Lead Capture on Downloads * E-Newsletters
* Events * Widgets

Figure 11.1 Combining Social And E-Mail To Build Proprietary

Audience
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1. Who downloaded the content?
2. Whart topic areas about the content piqued the interest of your target?
3. What follow-up response would be appropriate?

4. How urgent is their need?

Without some sort of e-mail-marketing guidance, social media would
merely serve as a viral marketing tool leaving your hard-earned content wan-
dering in space. Yes, a high-populated social community or well-SEO blog
can spread the word about your brand. Your friends and followers can even
endorse your brand or content through likes, shares, or comments. But with
only SEO and social media to promote your content, you are essentially lim-
ited to the spreading of brand awareness (the ToFu stage).

Even the best of social-media newsfeed posts, retweets, and other
communications cannot tell you much about your target audience’s in-
tended use of your content. The target simply gets educated through your
content. They may even grasp the manner in which it addresses your
problem. But you are left with no evidence of their interests in your con-
tent talking points let alone your ultimate offer.

When coupled to e-mail campaigns, however, you can now guide and
track your content delivery. Why is this important? Without knowing the
problem-solving urgency or stage of buying for your target, your content
is aimlessly bouncing off wasted eyeballs. Left without any tracking intel-
ligence, you will likely end up pummeling your targets with even more
ToFu content. Moreover, you may end up pre-empting your content se-
quencing with premature bottom-of-the-funnel offers.

Either way, you lack a vehicle for tracking download behaviors. And
without tracking what piqued their interest, your follow-up is not aligned
with their buying stage. You are left instead with an intrusive broadcasting

style of content since you have no way to reel in your leads.
y y y y

E-mail 2.0 Serves to Educate as Opposed to Promote

This is where e-mail 2.0 plays a vital role. E-mail 2.0 is essentially e-mail in
the world of social media and mobile. But unlike prior generations of e-mail
used primarily for broadcasted offers, e-mail 2.0 is aimed at sales nurturing,

This nurturing starts with a “permission only” process—preferably double
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opt-in—for legitimately obtaining an address. It then educates your audi-
ence as opposed to selling them on untimely marketing messages. In essence,
you are escorting your sales leads down the social sales funnel.

For example, most well-crafted middle of the funnel (MoFu) warrants
an e-mail address in exchange for what your target perceives as a gift. This
gift may include a free white paper, e-Book, or webinar registration. Not
only do you get the address in exchange for rich content, but your target

should also not feel intruded or bombarded with irrelevant information.

E-mail 2.0 Provides Intelligence to Steer Your Content

Some of the objections with prior generation e-mail blasts and social
media is that they were promotional in nature. With only 5-25 percent of
your site traffic ready to do business and 50 percent of qualified leads not
ready to buy immediately, pushing your targets often leads to losing them.

Imagine instead that streams of MoFu content are tracked across every
e-mail call to action. In her book, eMarketing Strategies for the Complex
Sale, Ardath Albee points out several examples of how e-mail, CRM, and
social behaviors collectively provide powerful tracking insights.! Consider

the case of the real-estate accounting firm targeting property managers.

Feb10 March 10 March 18 April 14 May 22
Prospect reaches Prospect Prospect downloads Prospect attends Prospect submits
website through search responds to podcasted webcast, stays 45 request for free
query “property z:> email invitation :> transcript on Z:> minutes and submits a z> consultation
management software,” for webinar 30 balancing annual question related to following
views 4 pages and minutes after budgets for HOA and collecting on delinquent download of case
subscribes to newsletter. email is sent. owners meetings. tenants. study.

Over the course of newsletter deliveries, webinar hosting, and podcast
releases, the following information would be captured by the e-mail’s
associated CRM system.

We know from the CRM system that the target:

1. is a property manager;

2. is highly interested in the topic with some sense of urgency based on
the fast response to e-mail and webcast activity;

3. has a high level of interest in the accounting services; and

4. is late in the buying cycle.
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Product or Service Link to 2 FREE downloaded
Introduce the company X .
Announcement whitepaper posted on website

loaded Whitepaper for Improving Property Cash Flow

1] ling the Tax of Lease Options
Maintenance vs. Capital Improvement: A 3-Part Test
Recent Tax Law Outlines Depreciation Guidelines for Common

Articles on skill building,

Optin registration to your Build loyalty & gain trust industy atiity orlocal

eNewsletter (viathought leadership)

networking activities i
Property Amenities
| les and
“Special ffr” el nerease S:x:sn::m FREE Consultation QA on 1031 Exchange Strateges for Rental Real Estate
e |Luncheon speaker for FL Chapter Speaker at National
en' s 7| Association of Residential Property Managers NARPA) an
i Property ROIE
2 . [Conference seminar or workshop | Seminar on Cost£ffective Neighborhood Watch Setup
oo oo |Drivetraffic toa specific
o i event your organization is ; Hole sponsor for Annual Habitat for Humanity charity Golf for
event invites . _— Sponsored community event
hosting or participating Property Managers
) . Long-term strategic financial planning for real estate asset
Webinar hosting
managers
Speaki or exhibitorata | Ci i i exhibit for Florida Multi
trade show Housing Association Gonference

Figure 11.2 Sample E-Mail Campaign for Real-Estate

Accounting Firm

Setting Campaign Objectives

The key to effectively utilizing e-mails in lead nurturing is to adopt a plan
for campaigns, digests, or follow-up correspondence that keeps your audi-
ences engaged. The following campaign objectives are most often consid-

ered by heavy users of e-mail marketing:

1. introducing your firm’s offerings through product or service
announcements;

2. enhancing your brand reputation, building trust, and renewing rela-
tionships through e-newsletters;

3. informing and educating your audiences through speaking engage-
ments, workshop events, and webinars; and

4. generating more sales through special offers.

Once the campaign objects are considered, content topics or event
forums should be defined in line with these objectives. Notice how this is

done in Figure 11.2 for the case of the real-estate accounting firm.

Note

1. Ardath Albee. Ardath, eMarketing Strategies for the Complex Sale.
New York: McGraw-Hill. 2010.






CHAPTER 12

Enabling Mobile
C-U-S-T-O-M-E-R

Experiences

If you're not using mobile marketing to attract new customers to your
business, don’t worry—your competitors are already using it and are
getting those customers instead.

—Jamie Turner, 60SecondMarketer.com

As the number of smartphones well exceeds 1 billion, it is not surprising
that mobile has rapidly overtaking desktop access to the Internet. One
obvious consequence of this trend is the growing number of online mar-
keters embracing a “mobile-first” design philosophy. But more research is
suggesting these intentions are not materializing into a distinct mobile-
customer experience. Instead, efforts are often limited to screen optimiz-
ing and mobile-friendly interfacing.

The good news to marketers is that efforts to convert on online-
marketing initiatives become more promising. The buying stage of a
mobile user tends to be closer to the bottom of the funnel (e.g., shop-
ping checkouts). And with mobile-message responses averaging around
15 minutes as compared to 48 hours for a desktop-delivered e-mail,
marketers should have more opportunity to stay engaged throughout
the buying cycle. This should translate into more personalized messag-
ing, relevant mobile apps, and responsive mobile websites. But we are
not seeing this.

A Vibes study, for example, found that 89 percent of consumers want

personalization, but only 18 percent see it frequently from retailers. And
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the mainstream adoption of local context has yet to materialize, leaving a
gap between what consumers have now come to expect and what mobile
marketers are actually providing. The criticality of this gap in mobile at-
tention becomes an even greater concern as trends support a predomi-

nantly mobile world in years to come.

Mobile Users Want Less
and Expect More

So what is keeping marketers from
addressing these mobile-experience
demands? Experts attribute most

of the sluggish response to the

following:

1. a desktop first, “mobile-second” design philosophy;

2. a failure of marketers to adequately understand and map a mobile
customer’s end-to-end journey; and

3. continuing technology maturing across mobile-payment apps, geo-

fencing, and in-store shopping infrastructures.

What should be an alert to all mobile marketers is the damage done
when consumers have a bad mobile experience. According to Compu-
ware and IAB, an estimated 40-61 percent, respectively, will visit a com-

petitor’s site when this happens.

Addressing Unique Experience Expectations

At the same time, consumers are clamoring for less functionality to
accommodate their smaller screens and reduced attention span when
on mobile devices. This often goes beyond the obvious reduction in
links and text required for a mobile display. The more simple and
direct end-to-end journey of a mobile user typically translates to far
fewer navigation steps as well. Overall, the unique experience ex-

pectations of a mobile user can be defined in an acronym that spells
C-U-S-T-O-M-E-R.



ENABLING MOBILE C-U-S-T-O-M-E-R EXPERIENCES 253

o

CONVENIENCE

Conwvenience of Payments, Calls, and Directions

Consumers expect quick-and-easy mobile experiences. This includes hav-
ing instant access to product and service research, locations triggers, and
the ability to make mobile payments in hassle-free steps.

Mobile consumers expect far
more in real-time research and
context relevance in comparison
to their desktop counterparts.
And with a growing number of
apps primarily aimed at simplify-

ing the mobile experience, these

expectations will become greater.
Steps like linking local addresses
into contact listings, or automatically mapping directions, will become
commonplace as mobile users experience this elsewhere.

Mobile payment, in particular, is one area where users have been enam-
ored with the convenience of merging coupons, loyalty cards, and credit
cards into one Near Field Communication (NFC) swipe. And while Apple
and Google work out the differences in their proposed payment technolo-
gies (e.g., Bluetooth LE/iBeacons vs NFC), mobile marketers need to gear
up for some type of iWallet. At stake are the many pull-through loyalty

perquisites and behavioral tracking that come with mobile wallets.

Utility for Real-Time Self-Help

In his book, Youtility, Jay Baer builds a strong case for utility as the future

of marketing. Utility marketing is defined here as “putting content and
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information in your marketing material that your target audience can
utilize.”! One way to accomplish this is through mobile apps. By using
apps to help consumers with useful problem solving in real time, mobile
marketers stand to gain far more in brand loyalty.

Imagine, for example, an app offered by a grocery chain that provides
free advice on dieting habits or by a bleach manufacturer helping you
decide the best way to remove a wine stain. The key to applying this
“friend-of-mine” marketing approach is having brand credibility in the

area of advice offered to the mobile user.

Showrooming for Better Deals

Perhaps the most demanded mobile-user
experience relates to showrooming or
the practice of examining merchandise

in a traditional brick and mortar retail

store often with the intent to purchase
the merchandise elsewhere. Mobile users
can now get ample research in-store on competing prices as well as on
ratings and review. It is at this point that retailers in particular should
consider personalized offers as a way to thwart away any temptation to
buy elsewhere.

According to a recent Vibes Study, the number of consumers who
purchased a product from a competitor while in a retail store has in-

creased 156 percent since 2012. The study further demonstrated that

1. 47 percent move onto complete a transaction;
2. 45 percent go elsewhere to purchase items; and

3. 7 percent do not make purchases.

But these timely offers apply to more than just showroomers. Mobile
users “on the go” are far more prone to look elsewhere in dealing with any
online task at hand. And with the average adult will now spending over
5 hours per day in mobile activities, expect an “instant response” mental-

ity to become increasingly important.
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Timely Mobile Marketing

The same applies to timely alerts
outside of, but in proximity to, store
shopping. Mobile users in close prox-
imity to a marketer’s place of business

often don’t benefit from local offers

out of their reach. So timing becomes
everything especially in light of the
high number of users in shopping mode. And when done proactively, as
in the case of reminding customers of upcoming events or appointments,
mobile users will often credit the mobile marketer with a convenience

benefit as well.

Special Offers and Rewards for Mobile Efforts

Much like the case of rewarding social-media fans for the privilege of
accessing their news feeds or inbox, mobile users expect something for
their efforts. After all, marketers are asking for time spend downloading
apps. They are also asking to interrupt a mobile user’s journey with SMS
messaging and other alerts often when the mobile user is in the mid of
pressing business. So special compensation is should be expected in the
form of exclusive mobile rewards.

The good news to mobile marketers is that 90 percent of users who
enroll in an SMS loyalty program feel they gained value from it. Why?
When you send timely, relevant, and useful information to them during
the shopping stage of their buy-
ing cycle, you may be credited
with expediting their decision.
An even more surprising statis-
tic is that 70 percent of them say

they would actually like to receive

offers on their mobile phones.
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Mobility in Addition to Mobile

As the global workforce become more mobile, consumers and employees
will count on devices like tablets and smartphones to do their work at the
office, at home, and while traveling. Conceivable, more workplace infor-

mation will be transferred from desktops to tablets as portability becomes

critical to workplace efficiency. This same portability is also gaining favor
among mothers needing to multitask when on the run. And when packed
with photo-messaging apps, mobile devices provide them more real-time

social networking as well.

Ease of Use for Shorter
Attention Spans

In his podcast interview with
Amy Porterfield, Greg Hickman

shares some startling statistics on

mobile-user intolerance for un-
responsive web designs. For ex-
ample, he points out that 74 percent of consumers will wait 5 seconds
for a web page to load on their mobile device before abandoning the
site. Perhaps even more startling is that 46 percent of them are unlikely
to return to a mobile site if it didn’t work properly during their last visit.
Among the ways to optimize mobile sites for friendly user interfacing are

the following:
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1. touch interaction that avoids “fat thumb syndrome”;
2. video and other imagery that replaces text; and

3. shorter route “calls to action.”

Relevance for Space, Time, and Opportunity

On a more positive note, retailers, brands, and even small businesses have
made strides in developing mobile-friendly websites compatible with the
multitude of smartphone and tablet configurations. Progtess is also being
made with mobile wallet solutions that expedite in-store shopping ex-
periences while enabling cross-device loyalty programs. And with more
advanced audience targeting and cross-platform retargeting underway,
mobile users are rarely greeted as “Dear Valued Customer.”

Fulfilling customer experiences on smart devices, however, goes well
beyond loyalty programs and personal greetings. Mobile users expect far
greater context relevance that taps into who they are, where they are, what
they are doing, and when they need help. This is why the role of native
ads has become even more important to mobile users than to desktop
users. And if marketers know why they need help, the mobile user can
further benefit from anticipated needs as well.

The mad dash toward mobilizing our marketing efforts is well justi-
fied. Mobile has traditionally taken a back seat to desktop Internet mar-
keting. But as mobile access surpasses desktop access, marketers seem to
be dragging their feet in designing customer experiences that are mean-
ingful to a mobile consumer’s journey. Statistics show that many market-
ers still see mobile simply as an optimization exercise. Some are indeed
stepping up to responsive web designs as a top priority. But missing from
many mobile-marketing strategies is a very different customer experience
that extends beyond the demands of a desktop user.

As SoLoMo matures to SoLoMoNative and SoLoMoVideo, don’t be
surprised if mobile-web access becomes the de facto standard for Internet
access in retail, at home, and in workplace settings. Those who embrace
this “mobile-first” philosophy have a significant advantage in light of the
higher receptivity of mobile users to personalized messaging and offers.
The key to implementing a responsive mobile strategy is a recognition of

the distinct customer experiences expected by mobile users.
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Geo-Fencing and Location-Based Mobile Marketing

Almost every year since 2012, social-media marketing predictors say this
is the year of context marketing. How real is this trend toward context-
based mobile marketing? For starters, consider that consumers allocate
more than 25 percent of their mobile time to social-networking apps,
each of which has some local element. The notion of context-based mar-
keting itself is not new; it’s just not meaningful enough without including
location in the context.

Consider how behavioral marketing currently works. Through a
browser cookie, we can be presented with ads that fit our browsing his-
tory and essentially represent our lifestyle interests. Now imagine adding
location to that “context.” You can now approach some geo-fence and be
informed of nearby deals that suit your taste and buying preference. Only
instead of your profile data coming from a browser cookie, the back-
ground information may be integrated from a multitude of social-media
sources.

For some time we have been familiar with location-based ser-
vices (LBS), where geo-fencing allowed Apple Passbook, Foursquare,
SCVNGR, and others to promote local establishments by encouraging
check-ins, offering incentives for reviews, and building engagement on
their Facebook Pages. Foursquare, in particular, was known for their tips

and their algorithm of things that might interest us in an area of interest.

But many believe that the original intent to award badges and en-
gage us in social gaming has caused LBS to likely run its course. Or has
it? Apple’s Passbook has become a major player in the mobile-commerce
space. And with continued development in geo-fencing and low-energy
Bluetooth, many predict hyperlocal technology to take hold with retail-
ers. More than some ego-driven badge of gamification (e.g., mayorship

titles for repeat check-ins), however, this new era of LBS is likely to use
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“context” that allow us to market smarter For example, by incorporat-
ing reward programs with check-ins, social currency, and real value
(e.g., search efficiency) to our targets, we improve our target’s experience
while still capturing a lot of data.

With LBS, we more than likely enrich this experience by providing
real-time (more like “right-time”) useful information in the proximity of
where our target is ready to buy (i.e., BoFu content). But this experience
will quickly erode if it does not bring real value to our target audience.

But consider how such value is provided by some major brands today.
Dunkin’ Donuts, for example, describes their “Runner” program where
multiemployees can assemble their donut orders through a runner. Imag-
ine the data gathered at Dunkin’ Donuts with follow-ups like “we have
fresh blueberry bagels” to the patron who normally orders that item.

Similarly, Subway teamed with O2 Media to launch their “You Are
Here” campaign using a scannable smartphone discount voucher. Con-
sumers, in this case, are able to redeem the MMS discount vouchers by
scanning their smartphones or tablet devices in Subway stores. The tech-
nology works using “geo-fences” that are set up around Subway outlets.
That is, when a customer enters the O2 More target area, they automati-
cally receive an MMS.

American Express has perhaps the most innovative use of them all.
With their “My Offers” program, they blend LMS and preference-based
context marketing. For example, they recommend and rank merchant
offers based on your spending history and location. Much of this data is
gathered from Twitter, Facebook, and Foursquare.

A real challenge for marketers in this field will be the optimizing
of your context-based mobile marketing for “search, engagement, and
discovery” at the local level. Lee Odden stresses this concept through-
out his book, Optimize.” In the case of mobile LMS, you can encourage
your target audience to engage with your locations through check-ins,
recommendations, and likes while also maximizing the opportunities for
discovery.

The concept here is that your target audience engagement not only
enhances your profile, it will ultimately drive more folks to your business.
Think of this as a direct “BoFu” offer. Hopefully, your trail of ToFu con-

tent has earned the trust of your target. Your MoFu content then collects
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enough data to serve this target with personalized offers (BoFu content)
at the “right time.”

Many believe this is why Instagram became so successful (e.g., second
to only Facebook on time spent in apps). With the release of Instagram
3.0, they are now putting location at the center of the experience. And
by using Foursquare’s venue data, place-tagged Instagram photos went
up by 50 percent. Now consider what can happen with the addition of
WhatsApp to Facebook’s crowned jewels.

Notes

1. Jay Baer. Youtility. New York: Portfolio/Penguin. 2013.
2. Lee Odden. Optimize. New Jersey: Wiley. 2012.



CHAPTER 13

Enrolling Trial Users
with Freemiums

I'll do anything for free stuff-
—Sandra Bullock, Actress

Freemiums are often the content of choice today for company’s secking
to advance their customers through their social sales funnel. But do they
help more than they hurt revenue generation? With an estimated 90-99
percent of the 1 million+ apps downloadable free of charge, consumers
are quite accustomed to receiving free services. So businesses see this as a
content-marketing strategy for the bottom of the sales funnel (i.e., BoFu)
content. The intent here is to engage customers through trial use of a
business solution that allows service providers to showcase their compe-
tence while getting sales ready prospects to consider an offer.

In the mobile-app business, freemiums are generally applied in the

following manner:

1. feature limited—start with a reasonable set of functions;

2. time limited—free trial typically of entire feature set that expires
over a 30-day time period; and

3. capacity or subscription limited—
free offering applies to a limited set of

subscribers.

Freemiums have been employed very suc-
cessfully in social-networking arenas. Popular

examples include Skype, Hoovers, LinkedIn,

Dropbox, and most e-mail service offerings.
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Proponents of the freemium model suggest that providers of apps and
other digital offerings deliver a base set of services free of charge in order
to reach high Internet traffic. A fee is then charged for specialized services
or future activation of paid service (e.g., time-limited trial subscription).

Trial use apps, along with free audits and assessments, are widely used
in BoFu content strategies where users need a free look before purchase.
During this trial period, suppliers can collect significant research informa-
tion in a social CRM database.

In total freemiums offer the following benefits:

1. Rapid customer acquisition (click away): 1f you can convert trial users
without forcing them into a purchase decision, you can build a cus-
tomer base fairly rapidly and efficiently. Some research supports the
notion of simplicity in purchase, i.e., users are adverse to pulling out
credit cards or even completing registration forms. It is, therefore,
suggested that these actions be deferred until after initial interaction.

2. Promotional tool with reduced marketing expenses: The freemium
model can be an especially effective promotional tool online because
customers easily spread the word throughout social-media outlets.
When offered free of charge, the free product can be easily recom-
mended to friends via Facebook, blogs, LinkedIn, Twitter, and in-
dustry forums. Moreover, if the download link goes viral, marketing
expenses are drastically reduced.

3. Validation of business model: Freemiums provide opportunities to
prove market potential for a company’s offering as well as to proto-
type the offering for product research.

4. Search engine effectiveness: Freemiums provide far more valuable and
popular blogging content as users link to the site hosting the free
download. Consequently, more opportunities are provided to bump
up search engine results (e.g., through fresh content and greater au-
dience reach). In addition, research shows terms like “free” to signifi-
cantly boost the effectiveness of Pay-for-Click (PPC) ads as well.

5. User confidence: Much like a money-back guarantee, a giveaway is
often perceived as an expression of confidence on the part of the ser-
vice provider. That is, by offering a freemium, a company is essentially

expressing its confidence in product effectiveness while imparting
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some goodwill to its sales-ready audience. In effect, the introductory
price is a signaling mechanism. A low entrance price signals that you
are confident that your product will create value for the customer.

6. Overcoming customer reluctance for untested experience goods: Many
digital products or services need a period of use before the customer
can determine its usage value. Since customers tend to underesti-
mate the value of a product, the optimal pricing for an untested
experience should include a low introductory price, which is then
increased when the customer realizes the full value of the product.

7. Tiered pricing rationale: Freemiums also provide a rationale for pre-
mium offerings. For example, if priced by the number of shared app
users or the number of activated features, users have a baseline in
which to justify pricing from the most basic to enterprise-level plati-
num support.

8. Valuable research: Freemiums allow early research of a product’s or
service’s feature demand. And by tracking downloads from their
source, information can also be gathered about target audience char-
acteristics as well. Finally, freemiums are normally provided at the
bottom of the sales funnel. As a result, the downloading of a free app
provides a trail of conversion data often missing from middle-of-the-

funnel content (e.g., blogs, e-Books, Podcasts, webinars, etc.).

But despite their growing popularity, freemiums typically suffer from

the following:

1. Slow time to monetize: The conversion from free to paying custom-
ers can take months to years for freemiums to be profitable. Statistics
show that paid adopters typically range from 1 to 10 percent of total
app downloads. This would imply that a freemium model often hinges
on an aggressive up-sell of feature upgrades or user base expansion.

2. Competitor imitation: The more viral a freemium offer spreads, the
more exposure it has to competitive scrutiny.

3. Psychological perception of perpetually free: Free is a huge accelerator of
adoption. The flip side of this is that after using the product for free,

it is very hard to get the customer to start paying for it.






FUTURE

Social Content-Marketing
Predictions from a Strategic
Planning Perspective

After combing through scores of predictions on what will happen with so-
cial media, the following is clear. Social media and content marketing will
be more about honing strategies, leveraging big darta, hosting microvideos,
and getting serious about ROIL. But how can we distill from these predic-
tions a manageable set of planning inputs to our operating budgets?

To begin, let’s consider what impacts the planning process. Many of
the predictions relate to strategy development across marketing, advertis-
ing, and brand development. Other predictions cover the environment as
it relates to user expectations, media ecosystems, and changes to expect in
our operating infrastructures. The rest provide insights as to what busi-

ness models are likely to succeed.
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Strategic Predictions

Strategy in this social media Zeitgeist can be summed up as one of stream-
lining and seamlessly blending into our audience’s social experience. Con-
sider the streamlining in your plan as the typical steps taken by companies
during a lean recovery state. During these maturation stages, we begin to
prune away the experimenting of shiny new objects and focus more on
the most likely to payoff.

This usually leads to greater attention on integration and execution
and less attention on experimenting. For many brands and small busi-
nesses, there will likely be heightened attention on what really contrib-
uted to lead generation and conversion. As a result, the merits of content
that shows promise in stimulating engagement will weigh more heavily in
budget decisions than the merits of content reaching the largest audience.

Consequently, engagement metrics like comments and shares will be
more important than vanity metrics such as /ikes and followers. The seam-
less blending of content into our user experience streams has much to
do with separating ourselves from the clutter. One way to do this is by

adding value to the content our audience is actually seeking. This should

* Repurposed Curation

co NTENT * More Strategic Distribution
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* Mobile Responsive Websites
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BR AN D * Brands as Producers
« Social Shares & User Engagement
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translate into more purposeful content pieces that reach our audience in

the right way, at the right time, and in the right mood.
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Content Strategies

Content-marketing strategies will have to be more justifiable and hyperfo-
cused. The goal here is to boost conversion rates at the expense of more fans
and followers. One way to start on track is to repurpose curated content.
For example, consider how you can regularly reach a targeted audience at
many points in their buying cycle by recasting your content into several
blog pieces, podcasts, and videos. Not all of the content has to be original.

Your audience merely wants a reliable source that answers the mail
briefly and immediately. The latter suggest you repurpose the content on
whatever platforms your audience prefers at the time. This leads to an-
other planning adjustment. The next few years may be more about smart
content distribution than content development. In order for conversion
rates to go up, budgets will have to shift more toward channel placement.

With pay-for-play social advertising on the rise, this will mean more
investment in reaching your targeted audience. Finally, nearly every
social-media and content-marketing expert agrees that “creating for mobile
first” should be foremost in our content-marketing thinking. With mobile
access to social media already exceeding desktop access, expect successful

brands to invest heavily this year in responsive mobile websites.

Brand Engagement Strategies

Many predict that over the next few years real-time mobile-customer en-
gagement, brand storytelling, influence marketing, and share worthiness
will be the central focus of marketing investment into deeper audience
engagement. With noise levels skyrocketing, more brands are recognizing
that engagement will require more than promised benefits. Brands will
have to inspire and entertain more than ever.

By storytelling, brands have an opportunity to develop a loyal follow-
ing that is far more interested in stories than brand messages. In addi-
tion, more brands will be expected to adopt their own media studios and
newsrooms as tight control of the brand story requires a more immediate
response and authentic voice to their target audience. Although the cost

to operating plans seems onerous at this point, longer-term savings are
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likely to result as in-house control of the brand story leads to a more reli-

able boost in engagement.

Advertising Strategies

Here is where we see a great deal of consistency among predictions. Paid
social ads will be adopted reluctantly by brands as perhaps the only way
to maximize their reach in social-network news feeds. At question, how-
ever, is the timing of native advertising as a core element of content-
marketing plans.

Sponsored or branded content will be key to separating brand stories
from the noise of too many brands now competing for diminishing social
ad attention. Much of this content will likely be niche specific and of high
enough quality that followers recognize immediate value. And to provide
this value, brands may have to consider longer-form content. Jay Baer
even suggests this will be the year that Advertorial 2.0 takes hold.

But perhaps the biggest breakthrough will be the widespread use of
native apps. As more brands witness the success of Clorox, Charmin,
Ortho, and Columbia in advising us how to remove a stain, find a clean
restroom, identify a weed, and tie a boat knot, respectively, native apps in

particular will capitalize on this trend toward real-time “self-help.”

Marketing Strategies

As the quality of data surrounding our prospects has drastically improved,
more brands will likely exploit the ability to know what audiences are
doing at a certain time and place. Add to that the knowledge gained from
behavioral tracking and social profiles, we have an excellent formula for
hypertargeting. And much of the technology is here to pull it off.

At minimum, expect brands to be ramping up for the use of predictive
analytics in retargeted advertising. Experience in this level of behavioral
targeting can then lead the way for contextual marketing that supports
a real-time and locally relevant shopping experience. Another trend to
expect soon is the growth in agile video marketing. Expect brands to em-
brace their own newsrooms as mobile users become accustomed to get-

ting rapid response news on breaking stories.
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Infrastructure Predictions

As in any plan, a survey of our surroundings helps us understand the
landscape of competition and technology constraints. Most likely to ma-

terialize this year is the following:

A technology that is analytical and possibly wearable.
Data that are important for ROI.
An audience tweeting with TV.

Ll

A referee, called Hummingbird, that will level the playing field for
true content contributors.

5. Content platforms meant for the short-lived and easily escapable.

Programmatic
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Technology

Much to the credit of big data, an estimated 20 percent of U.S. display
advertising will involve programmatic ad buying. The rapid growth of
brands flocking to the programmatic buying process will likely continue
as overstretched marketing resources seek efficiencies from automation.
Social networks are dramatically changing the landscape of TV market-
ing and will certainly impact planning. The market for second screen for
global social TV is expected to reach $250 billion over the next 3 years.
As the sale of iPads and smartphones continue to skyrocket, expect
the same growth in TV viewers interacting with live-show content. One

area still in question is the role of wearable technologies. Glassware, smart
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watches, wrist-ware, and Facebook’s Oculus Rift are still serving the early
adopters in an application secking mode. Although Google Glasses is
often sported in the media as the high-concept wearable tech product of
the year, its future remains uncertain. To reach high levels of adoption, it
will likely need the endorsement of critical diagnostics applications in the
military and medical fields. Small businesses, in particular, may be wise to

holding off any plans to gear up for wearable device optimizing,.

Social Search Engine

Google’s Hummingbird is being greeted with mixed responses. It is good
news for legitimate content providers and bad news for black hat SEO
spammers. We finally have a search engine that is penalizing SEO link
spamming and magical keyword stuffing. Hat’s off to Google and their
semantic-oriented search algorithm for coming pretty close to a fair mea-
sure of legitimate content.

Content marketers would be wise to provide high-quality, in-depth
content that resonates with topics most sought after by their target au-
dience. And think video first, video second, and video third. The same
will apply to search algorithms inherent in the social networks and their
tagging or hash-tagging formats. Those that provide engaging and highly

shareable content will ultimately win out on exposure.

Platforms

Here also is where there is a great deal of consistency in predictions.
Brands should devote an inordinate share of resources to short-form vi-
sual content. Video content will benefit search. Short videos in particular
will appeal to the limited attention span of today’s audience. And perhaps
more than before, we are seeing evidence that consumers expect content
to fit the platform.

So think erasable video on Snapchat, GIFs on Tumblr, 6-seconds
videos on Twitter Vine, infographics on blogs, and photo-rich content
on Facebook. At the same time, brands inundated with multiplatform
involvement are turning to fusion marketing to integrate their traditional

and digital marketing tools.
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By working off one platform or dashboard, they hope to manage and
benefit from multiple campaigns launched from one place. Investments
should also be considered for the development of niche-oriented apps. This
growing field of Friend-of-Mine apps is likely to materialize this year as

more consumers recognize the value and handiness of self-help mobile apps.

Success Models

A successful business model could be summed up as serious and laser fo-
cused. Successful brands over the next few years will likely attribute their
success to hypertargeting. Rather than seeking new ways to acquire fans
and followers, this will be a year of measuring, recalibrating, and reloading.

Common to most business models will be a subscription-based ap-
proach to engagement. This bodes well for e-mail marketing services and
will likely put in question the need for RSS. Brands will be looking at court-
ing highly qualified leads with pinpointed solutions to each need across the
entire buying stage. Big data and closed-loop analytics will then validate
what tactics worked best toward conversion. And if not conversion, expect
brands to measure retention and influence as a proxy for business to come.

This will also be the year that brands formalize their involvement in
content marketing. The arrival of more chief content officers and more
formalized social business setups will likely pave the way for new social
talent and enterprisewide collaboration on social intelligence gathering
and social listening. More importantly, we will likely see PR and customer

service finding their way into social-media marketing.
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Companies will capitalize more on the power of employees as brand
advocates. And with this greater commitment to a social business, more
pressure will be placed on marketing, in particular, to validate a greater
amount of budget requests with hardcore ROI measurements now avail-

able from online tools and cloud-based databases.

Social Experience

Of all the crystal ball predictions, this area of planning is perhaps the least
suspect. Here is what we know for certain. Millennials, in particular, are
flocking to ephemeral media sites in droves. Facebook’s offer of $3 billion
for Snapchat was topped by Google for $4 billion. So it is safe to say, Mil-
lennials and Gen Z want erasable media.

We also have ample evidence to suggest that the deteriorating atten-
tion spans of Millennials will accelerate the arrival of contextually relevant
content. So expect location-based services to rapidly adopt social context
as well. And as the momentum of early adopters builds, inside shopping
assistance will become an expectation.

In the interim, many predict that Twitter Vine will continue to flour-
ish as applications for “how-to’s” and “where to find” will augment the
carlier and more limited functions of geo-targeting. Now imagine what
this does to our customer service departments as target audiences become
addicted to getting what they want now.

Finally, consumers will recognize all the more in years to come that
the power of conversation rests in their hands. Brands will have to com-
promise their desire for storytelling with allowing fans an opportunity
to share their experiences. In return, fans will expect to be inspired and

entertained if brands want their continued involvement.
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Summary

Arguably, we have had a few lackluster years of new technology. Wearable
technologies have been a disappointment so far, and perhaps the only
shiny new object warranted our attention Snapchat. Instead, we witnessed
the maturation of content marketing and how the social dominion went
from publishing to sharing to repurposing curating content. Much of this
new wave emerged from the media fatigue that forced many brands to
adopt smarter and more proven approaches to their social-media market-
ing efforts.

That is why many experts are predicting the next few years to be less
about breakthroughs and more about hypertargeting, optimizing, and
fine-tuning strategies. What's more, plenty of evidence is mounting that
marketers will be less concerned about reach and more about impact as
executives press them for measured results. Much of this impact will likely
come from legitimate, high-quality content as Google’s Hummingbird
algorithm makes it increasingly more difficult for SEO spammers to

muddy the waters.
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What is clear is that social content marketing has evolved into an
entirely different philosophy of marketing than envisioned just a decade
ago. The role of publishing, subtle SEO, storytelling and consumer in-
volvement has created an oxymoronic inversion of marketing conditions

as captured below.
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landscape toward, shifting,
203-204
small business, embracing, 204-205
Near Field Communication
(NFQ), 253
Negative commentary, dealing with,
232-233
Nespresso, 96
Netflix, 190
Net Promoter Scores (NPS), 131
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Trial users with freemiums, enrolling,
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