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“Jon Wuebben has done it again. Yes, we are all publishers today, but most organizations are unclear how to use content marketing within their organization to truly make an impact to both attract AND retain customers. If you want the answers to why … and then how exactly to operationalize content marketing within your business, read this book!”


—Joe Pulizzi, Executive Director, Content Marketing Institute, and
Co-Author, Managing Content Marketing


“Who cares about great content? Your customers do! The more relevant, quality content your business can provide, the greater your opportunity to attract, engage and convert visitors to buyers. Jon covers all the bases in Content is Currency from personas to SEO to mobile. This book is full of practical tips that you’ll be able to “cash in” for better online marketing results.”


—Lee Odden, CEO TopRank Online Marketing, and Author, Optimize


“Great content is one of the most important parts of inbound marketing, and in Content is Currency Jon does a great job of giving you the foundation to transform your company using content to drive your inbound marketing strategy.”


—Mike Volpe, CMO, HubSpot


“Social media and content are connected at the hip. If you do nothing but implement Wuebben’s chapters on social media optimization and blogging, you’ll be light years ahead of your competitors.”


—Michael A. Stelzner, Founder, SocialMediaExaminer.com, and Author, Launch


“If you can’t create a successful, multi-faceted content program for your company after reading Content is Currency, you’re just not trying hard enough. It’s a definitive, detailed guide on the realities of making content drive business results. Bravo, Jon Wuebben!”


—Jay Baer, Co-Author, The NOW Revolution: 7 Shifts to
Make Your Business Faster, Smarter, and More Social


“Content rules the web. Producing content is easy. Producing effective content is not. In Content is Currency Jon Wuebben leads the reader through the what, why, and how of creating effective content in an engaging way. Large businesses, medium business, all businesses should read this book. This is not a volume that is going to gather dust on your shelf; this is a resource you will return to again and again.”


—Simon Salt, CEO, IncSlingers


“Content is a critical component of your marketing success. The trick is to make your content more about the value it provides and less about the marketing and sales of your products and services. It’s not easy to do and most brands are failing at it (miserably). What does that mean? There is a huge opportunity to understand how content makes your business grow. There is a huge opportunity in figuring out how to create valuable content instead of content that is thinly veiled marketing blather. Jon Wuebben’s Content Is Currency is your roadmap. Do what he says and your content will turn into money in the bank.”


—Mitch Joel, President, Twist Image, and Author, Six Pixels of Separation


“Read Content is Currency to learn the profitable content strategies you need to make more money online today. It’s full of valuable details and real-world examples that can help you upgrade your marketing. I learned a lot reading it and you will, too.”


—Scott Fox, Founder, ClickMillionaires.com


“There’s a ton of marketing gurus saying to market with content, but they are not explaining how to do it. That’s the void Content is Currency fills. Highly recommended.”


—Bob Bly, Copywriter


“Content is Currency should be required reading for small business owners and online marketing staff. It gives a step by step guide to business success through an integrated content marketing strategy.”


—Anita Campbell, Publisher of Small Business Trends,
and Co-Author, Visual Marketing
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Introduction



Content. It’s become a very powerful word in the Internet age, empowering people everywhere to have a voice. Through words, video, audio, and all its other forms, content tells the story of your product or service and propels your brand into the hearts and minds of your prospects, customers, and others. Without content, the web would simply be an empty shell of graphics, meaningless navigational menus, and links that go to empty pages. Good content is critical. Great content has truly become a powerful weapon in the web and mobile marketing arsenal of successful businesses around the globe.


What are we referring to when we say “content”? Here is just a small sample of the types of web and mobile content you can produce:


[image: image] Blog posts


[image: image] Website pages


[image: image] YouTube videos


[image: image] E-books


[image: image] Case studies


[image: image] Podcasts


[image: image] Webinars


[image: image] E-newsletters


[image: image] Digital magazines


[image: image] Press releases


[image: image] Articles


[image: image] White papers


[image: image] Content widgets


[image: image] E-mails


[image: image] Autoresponders (a type of e-mail)


Of course, your content serves no purpose if it’s not being effectively marketed to your target audience, so a few years ago, content marketing was born. Part art, part science, and all focus, content marketing is the lynchpin of all successful online business endeavors. Its pursuit is what many preach, but few practice well.


In my first book, Content Rich: Writing Your Way to Wealth on the Web, I taught thousands of businesses, large and small, how to write powerful copy that would get their sites noticed by search engines and motivate their visitors to buy. Since that time (fall of 2008), content marketing has taken this notion into far-reaching places and truly become a strategic play in business, a true phenomenon in commerce and culture. But, it’s not just a passing fad or marketing trend, it is clearly here to stay. Through content, you connect. Content is the currency that powers the connection. It speaks to us, makes us want to share it, and motivates people to buy. Web and mobile content has a value that can and should be exchanged. Like the tenets of social networking, the effective use of content is not only helping to define the age, but is taking its place in the pantheon of great online business strategies.


In this sequel to Content Rich, I build on the lessons I taught then and greatly expand upon them to show you how to capitalize on all types of web and mobile content—not just copy—and leverage them all the way to the bank and back, many times over. I also include the latest research, ideas, and case studies, so you can put web and mobile content to work for your company—today.


When it comes to the web, content has been king for a long time, and it’s not stepping down from the throne any time soon. With mobile, new content opportunities are expanding like crazy. The sad truth, however, is that most content is poorly written or produced and doesn’t help companies get the results they are hoping for. In fact, most business owners spend all their energy and money thinking about the appearance and the architecture of their sites and invest very little time thinking about the content. Failing to look at content from a strategic point of view, they see their web pages and other content channels as something they need to fill quickly. Content Is Currency alerts you to the dangers of this “design myopia” and shows the importance of content from every angle.


In the coming pages, you will learn the important elements of content and content marketing, not the least of which is how to develop content using search engine optimization (SEO), social media optimization (SMO), and call to action techniques that will improve website and mobile performance, search engine rankings, and, most important, connection and sales conversion. Plus, I’ll show you how you can achieve these benefits for a fraction of the cost of using an SEO consultant, search marketing firm, or high-priced ad agency.



Optimized Content Works Harder



So, what is content development that emphasizes SEO? It is the art and science of producing web content that the search engines (and your site visitors) deem important. If a certain web page doesn’t “tell” Google what its topic is, the search engine is left to try to figure it out. Certain things need to be done in order to optimize the content of a web page as much as possible. For any reasonably competitive keyword (the words that people use to find a website), there will be around thirty million to fifty million results. Getting your site into the top ten listings is the goal. If your content is optimized in each important area, you have a good chance of being in this high-ranking group.


Seventy percent of companies that have a website do not know how to accomplish this goal; those that do usually fall victim to that high-priced SEO consultant, search marketing firm, or ad agency I mentioned earlier. This is not to say there aren’t some very respected firms out there doing great work, because there are. But there are also many other firms and so called “experts” who make big promises but don’t deliver.


As the complete guide to SEO content development, Content Is Currency shows you exactly how to optimize the content on your website and how, in the end, to get people to buy. But that’s just the beginning. I’ll also show you how to produce and optimize content for every conceivable format: blog posts, YouTube videos, e-books, case studies, podcasts, webinars, mobile apps, e-newsletters, digital magazines, press releases, articles, and more. But I don’t expect you to be convinced of that quite yet. Just read on, and the lessons will manifest.



What Will You Learn in Content Is Currency?



This book is written to help you connect better with your potential online and mobile customers, increase your site’s search engine rankings, and/or help you learn the skills of search engine optimized (SEO) web content and content marketing.


Don’t understand web content? Aren’t good at writing, blogging, or video production? Don’t have time to be active in social media? No worries. By reading this book, you’ll gain an understanding of the power that the right content can have for your business, and then you can simply hire a qualified service provider to do it for you. Who produces it is less important than what the content is and how it connects you to your target market.


Content marketing is an investment. Planned, developed, distributed, and maintained correctly, your content will give you a return on investment in as little as a month or two. That’s not bad. Plus, once you achieve higher search engine rankings, social media influence, and increased sales, you will simply need to maintain that level of success—or increase it if you’d like to generate an even higher level of influence. But I don’t mean to discount the time required. It is an investment. And it takes a while to get up and running. But once you commit to quality web and mobile content, your business will never be the same.


The Real World


Content Is Currency is full of specific examples, practical advice, and step-by-step instructions that will help those doing business online and in the mobile space to achieve the results they have dreamed about. This book covers the development of all types of online and mobile content, including video, audio, and podcasts, as well as social media content. You will learn:


[image: image] What types of content you need for your specific business, target market, and industry, together with the best type of website


[image: image] How certain content tricks can influence search engine rankings and sales conversion


[image: image] How search engines rank content and why


[image: image] How to develop, distribute, and leverage social media content to connect with your target market and grow market share


[image: image] How to integrate the unique elements of your web presence: website, landing page, blog, article, e-mail, newsletter, autoresponder, pay-per-click (PPC) ad, and press release copy, as well as online video and audio content


[image: image] How content development has affected the online and mobile presence of many companies, using case studies featuring businesses in a variety of industries


[image: image] Content development and management strategies for Twitter, Facebook, LinkedIn, YouTube, Flickr, StumbleUpon, and other social networking sites


[image: image] Everything you need to know about mobile content in this rapidly developing and promising marketing channel


[image: image] Strategies for automating content creation, distribution, and management


[image: image] How other businesses have benefited from having a solid content strategy in place


The book is broken up into three distinct sections:


[image: image] Part I. Content: It’s the Currency


[image: image] Part II. Content for the Web


[image: image] Part III. Content for Community and Mobile


In Part I, I’ll cover what web and mobile content is and why you need it for your business. I’ll introduce the various types of web and mobile content and explain how you can generate more traffic and sales through its effective use. I’ll discuss how content serves two primary functions: It helps search engines find your pages and it speaks to your customers in a compelling way. I’ll review the importance of web and mobile analytics and their role in the content development process.


Next, I’ll explain why content works. As you’ll see, effective web and mobile content capitalizes on “pull” marketing techniques and the power of “being where people are searching.” If you do this right, you can revolutionize your business. Why is effective content so powerful? One reason is that it is one of the most important elements of Google’s search algorithm (as well as Bing’s and Yahoo!’s); if you produce content that the search engines deem important, they will reward you for it. The other reason, of course, is that your target market wants—and needs—to connect with you.


Analyzing your current content is next. The best web and mobile content in the world is useless if the user can’t understand, connect, or access it. I’ll walk you through the important elements of your web and mobile presence, key areas that you’ll want to check to ensure a positive experience for all visitors. Of course, we’ll review important format elements of content such as calls to action, headings and subheadings, and the importance of balancing quality content with quality design.


Content Is Currency then goes into keyword, competitive, and industry research. It is important to conduct these steps correctly in order to make your content as effective and as search engine optimal and socially friendly as possible. In addition, by figuring out what keywords people are searching for and which keywords your competitors are using, you can choose the best keywords for your web and mobile content and ensure you get the exposure you need.


I’ll round out Part I by showing you how to optimize your web and mobile content for search engines. Once you have a complete list of keywords and phrases for your site, I’ll show you how to place them in the content and meta tags for maximum search engine ranking and effectiveness. I’ll also show you how to produce content that simultaneously pleases site visitors and the search engines, a feat many companies find difficult to do.


In Part II, we’ll get into all the types of online content you can use to connect with your prospects. At the top of the list is website copywriting, which I deem to be the most important type of online content. Your website serves as the hub of your online marketing efforts, with all other content built around it. For your website, I’ll describe the types of pages you must have, based on the type of business you run, and tell you how to produce content that connects with your visitors. This includes specifics for your home page, the company information page, product and services pages, and thank you pages, as well as secondary pages like FAQs, “Why Us,” and contact pages.


We’ll then get into case studies, e-books, white papers, and articles. This type of content helps establish you as a trustworthy expert in the eyes of others. You can also use this content as a free offer in exchange for visitor contact information. You will learn how to produce case studies, white papers, e-books, and articles that will resonate with your target market and get prospects to contact you.


Next comes the press release. Online press releases serve two purposes: Getting additional first-page rankings in search engines and communicating your company news to the media. In this chapter, you will learn how to write press releases and how to distribute them effectively. This chapter also discusses the importance of a media/press room page on your site to give the media easy access to company information and news.


Building Community


In Part III, we’ll cover what I call relationship-building content and content for web and mobile applications. This includes e-mail, autoresponder, or newsletter content. These content vehicles should offer free advice and tools that help improve your customers’ lives, build trust, and foster viral activity. I’ll show how to take a customer-centric view in the development and distribution of community-focused content in order to build long-term relationships, and we’ll examine why autoresponder e-mails are one of the most important tools for building a new relationship with a prospect.


And how about content for social media? Most people realize the importance of Twitter, Facebook, LinkedIn, and YouTube but do not understand how to populate their profiles with substantive content that will increase their influence and authority. We’ll get into the major areas of social media optimization (SMO) and show how you can make it work for your brand. Content Is Currency highlights the differences in producing content for social networking sites, shows how to automate the process for maximum efficiency, and explains how you can ensure a solid return on investment (ROI). Yes, you can see a return on the time and dollars invested in social media.


Of course, your content marketing efforts will be dead in the water if you don’t blog regularly. So, we’ll dive into blogging to help you connect with prospects and customers. I’ll show you how to write compelling blog posts, get other bloggers to link to you, and build your online community. The interactive and real-time nature of blogs means that you can capitalize on near-instant interaction with prospects and customers on your blog. I’ll show you how to use blogs to become an industry expert, launch products, conduct interviews, and perform surveys.


Been on YouTube lately? Yes, and so has everyone else. Video content has only grown in importance over the past few years, and it has become essential for anyone who wants to succeed online. Video is powerful online content that engages the eyes and ears and educates your audience on some important topic. It also motivates people to take action like nothing else, no matter what product or service you sell. Because of YouTube, we are inundated with video content. Content Is Currency shows you how to produce, edit, optimize, and launch video content that will get noticed and lead to new relationships—and new sales.


One of the least-used types of content is one that’s the least understood: audio content. This includes podcasts, webinars, and teleseminars. Of course, this type of content has also exploded in popularity on the web, although it’s dwarfed by video. I’ll show you how to produce, edit, optimize, and launch audio content easily and affordably for your business.


We then dive headfirst into mobile content. As you’ll see, this quickly growing and very compelling type of content is changing everything. And although we are right in the middle of its development and things are changing every day, we’ll get into the basics of producing connection-friendly, high-conversion mobile content for your business, whether it’s a new app or text message campaign, or simply making your website content “mobile friendly.” The key with mobile is finding a way to distinguish yourself from the competition and looking at your efforts holistically with other content channels so you can achieve a consistent ROI. With mobile, your content doesn’t always work the first time, but when it does, the conversion numbers can be huge.


Real-World Application


My goal? To be able to effectively provide you with a road map for online marketing success by capitalizing on your content marketing efforts. From content development to content leveraging, content management and curation to content archiving, you’ll see how real companies are winning in the content age with compelling, industry-leading web and mobile content. And I’ll show you how to make it happen for your own business.


Whether you are a start-up, a growing firm, or a large multinational corporation, I’ll provide you with the quickest, most effective ways to develop and distribute content. I’ll also show the shortcuts and the automation you can bring to the content development process. I’ll review the specific content tactics and strategies you need to employ and I’ll discuss the power of local search marketing for geographically based businesses that serve a specific community or region.


We’ll wrap up the book by setting you on your content development and marketing path. Engaging the content life cycle and your users’ specific needs, I’ll show how to bring simplicity and quality to all the content you produce. Search engines, social networking, and mobile: How is the content development process tied to these three dynamic areas of the online marketing world? I’ll uncover the answers.



Who Is This Book For?



If you have a new business or an existing small business, it’s definitely for you. Making sure your web presence connects with your prospects is critical—every lead is important. You never know where your next big customer is going to come from. If you’re running a small business, you either:


[image: image] Don’t have a website


[image: image] Have a website but need some improvements in search rankings and social media influence


[image: image] Have a website but need help converting prospective customers into sales


[image: image] Have a website but need help with search rankings, social media influence, and sales conversion


[image: image] Are in good shape in all of the above areas, but want to get involved in mobile marketing and need to create powerful content


Whatever your specific content needs, I think you’ll find this book very helpful in your pursuit of influence, connection, and sales.


If your small business operates exclusively on the web, then this book is even more important for you. It doesn’t matter whether you sell a product or a service, are business to business (B2B) or business to consumer (B2C)—web and mobile content and the effective marketing of that content can help raise your game across the board.


Who else is this book for? Growing midsized companies and large corporations. If you’re a growing business, you need to know how you can stand out among your competitors and how you can grow market share by using the power of content marketing. You need to be able to take what you have and build upon your strong foundation. Content Is Currency will lead you down the right path.


What if you’re part of a large corporation, struggling with content creation and curation? You need to know how content marketing can strengthen your existing position and reduce your marketing costs. Lead acquisition and retention can be expensive. Content Is Currency shows you how to leverage the power of content to reduce costs and connect with thousands more potential customers, quickly.



The Purpose of Content



It’s important to understand that each type of content you produce serves a specific purpose. The goal of all your content is to connect with those who are interested in what you do (and to be ranked high in search engine results and popular on social sites). But, each individual content type serves important roles in the overall content marketing arsenal. Some companies use only two or three kinds of content and are incredibly effective. Others use many different types, but still miss the mark. Depending on your business and your goals, there are important things you need to know about content before you start creating it.


Let’s cover the content on your website first. The goal there is to initiate a connection, to inform prospects about what you do and how you can help them. The content on your site should get visitors to take action—to sign up, enroll, or download something. You want to do business with these people, and at the very least, continue the “conversation” so you can start building a relationship.


Next comes your blog content. The goal of your blog is to inform or educate readers about topics that they deem to be important. If you sell hammocks, you could write a series of blog posts on the best places in the world to enjoy the comforts of and views from a hammock. Or you could write a few posts on the types of hammocks available and the differences between them. Or you could post product reviews. Whatever the nature of your business, I’ll cover everything you need to know about blog content in this book.


Case studies, e-books, white papers, and articles also help inform and educate your audience about things they want to know, all without selling your services. Of course, as you’ll see, you can softly sell your company, but only at the very end and with a simple call to action. (You would not sell your company directly in a blog post however.)


A case study is exactly what you think it is: a review of a successful client engagement for your business. The difference between an e-book and a white paper? An e-book is more informal, casual, conversational, and brief. A white paper is more researched, authoritative, and professional in tone. White papers are typically longer, too. Articles are simply four hundred- to eight hundred–word how-to or explanatory pieces for quick consumption and easy education. We’ll get into all the details for these types of content vehicles.


As I mentioned earlier, online press releases serve two purposes: getting additional first-page rankings in the search engines and communicating your company news to the media. But, in addition to these functions, they help you brand your company and build a following. A series of effective press releases, optimized and distributed the right way for your audience, is something that very few companies do. We’ll show you how to knock this easy content vehicle out of the park every time, and in so doing, distance yourself from your competition. Like any other powerful branding exercise, press releases can give you tremendous leverage and create the impression that you are a clear authority. Wouldn’t you like the media to contact you for your opinion on industry developments instead of you pitching them? It can and will happen when you unleash the power of the press release.


When it comes to content, the easiest to understand is probably the online ad. Obviously, your goal with advertising is to generate interest among new audiences. But are you writing compelling copy? Is it balanced with stellar design? Are you offering something for free? These are all elements of the best online ads. It’s shocking to see how much money companies spend on web ads because they simply don’t know what they are doing. Hint: The goal is not to make Google and other ad networks rich! Okay, I guess it’s too late for that, but the bottom line is that you want to use your resources efficiently and get the most bang for your buck. Great ad content will deliver on these objectives, whether it’s a PPC ad, banner ad, text link, or video ad.


Your social media content is used to build rapport and grow your community. Like your blog, it is there to share interesting topics, industry research, interviews, product reviews, and more. It also inspires your prospects and customers to talk to each other and to provide you with feedback regarding their thoughts, opinions, and advice.


On Twitter, it’s entirely possible that you will hear complaints and frustrations about your company or products. Because you’ll have an established presence with some fantastic social media content and will be monitoring it regularly, you’ll have the ability to address this criticism quickly to make it go away, which could actually make your customer more loyal. That’s powerful content marketing in action, and I’ll show you how to capitalize on it.


E-mails, newsletters, and autoresponders keep you in a prospect’s or customer’s inbox on a regular basis. And marketing is all about frequency and recency, right? E-mail content is also about adding value along the way. In other words, as with the other types of content, you will be publishing high-quality content that educates and inspires. Let’s face it: There is a lot coming at us all the time. Staying in front of your audience and giving them stuff they want can be a very powerful combination.


As you’ll see, with video content you are harnessing the power of television and combining it with the power of personal choice. You put spoken words and visual action together, and allow your audience to turn you on or off at their convenience. Through this medium, you are able to show emotion and attitude and motivation; essentially, you have all the benefits of nonverbal communication, something that the printed word simply cannot deliver. We are knee-deep into the online video era, and those who take advantage of the burgeoning medium now will benefit immensely in the years to come.


And what about audio content? You can connect with your target market practically anywhere using this medium—in the car, on the treadmill, or on the subway. The other benefit to audio content—especially webinars and teleseminars—is that it offers a golden ticket to Fortune 500 business. Both in study and practice, corporate America considers webinars and teleseminars to have significant advantages over other types of online learning. Maybe it’s the fact that this type of content is usually delivered by an authority. Or maybe it’s because this type of content assists in making partnering and buying decisions. Whatever the case, audio content resonates.


Finally, there is mobile content. What are the objectives in the mobile marketplace? Well, plain and simple, you need to be everywhere people are. And mobile is where your target market is all the time. We live with our smartphones! If you can always access your audience, then you have achieved something that few companies ever do: almost total access and attention. Plus, mobile is the great frontier. New developments are happening every day, right before our very eyes, in this exciting content medium. And your company has a chance to help shape the future road with your mobile content.


Throughout the book I’ll also let you know about complementary books that I think are outstanding and could help further the cause. One I’ll share with you right now is The Yahoo! Style Guide; it’s essential reading if you want to understand the mechanics of writing and producing online content. It explains sentence structure, shows before and after examples of HTML code, and much more.


[image: images]


FIGURE I-1 The Yahoo! Style Guide


And you know what else? I believe in the power of content … so I’m giving you a big, fat dose of it right here in this book! I really want your company to succeed, so, if you like, call this book a passionate desire to help in any way I can. I love marketing, I love the web, I love my iPhone and my iPad, and I can’t get enough! Perhaps you are the same way.


The Content Life Cycle


Part of what I’ll discuss in this book is the ecosystem of online and mobile content, or what I call the “content life cycle.” It’s critically important to understand that—unlike traditional marketing pieces such as direct mail and brochures—online content is a living, breathing thing. It’s truly evergreen and, in many cases, stays online forever. In other words, your content carries your reputation and your brand with it, in perpetuity. This can be a great thing or a bad thing, depending on what that content is. But the main thing to understand is that this dynamic exists. When you understand that, you can take advantage of content’s lasting benefits and get a big leg up on your competitors.


We’ll discuss the content life cycle more in coming chapters, but essentially it is this: content planning and strategy, content creation, content marketing/distribution, and content management/curation. This cycle continues forever, and as time goes by, you raise the quantity and the quality of your content with the expectation of reaching more and more qualified prospects and building a relationship with them along the way.


[image: images]


FIGURE I-2 The Content Life Cycle



The Structure of Each Chapter



In the pages that follow, you’ll find a standard pattern of information:


[image: image] An overview of the specific content type


[image: image] Industry trends


[image: image] Best practices (and benchmarks)


[image: image] How-to advice


[image: image] Case studies that detail content put into action


The key to learning is to hit on the most important points and communicate them in a way that’s easily understood so that everyone learns, as learning styles are different from person to person. Some chapters will be long, others a bit shorter, but I can promise you this: there will be no fluff or excess information.


I don’t know about you, but I really don’t like it when I’m given ten different ways to do something. I want to know the best way to do something and move on to the next thing. In business, our time is limited; we have so much coming at us, every minute, every hour, every day. Content marketing is best accomplished when it’s done efficiently. Add in the powerful concepts of automation and leverage, and you’ll be well on your way.



Why Am I Qualified to Teach Content?



That’s a great question. Allow me the chance to tell you why I believe I can help. As I mentioned earlier, I have passion. Lots of it. As a born writer and communicator, I live to connect with others in meaningful ways. Extend that desire to the online marketing world, pair it with enthusiasm and curiosity, and you have lightning in a bottle, right? My goal, like yours, is connection, and I don’t stop until I’ve achieved my objective. You might be able to relate.


I am also well known in the industry as a web content strategist, copywriter, speaker, entrepreneur, and online marketing leader. I love what I do. Although I don’t write much web content anymore (thankfully, I have a team of the very best content writers and video editors on earth), I have personally written for more than three hundred web content projects in the past few years. And I feel rewarded, knowing that I helped dramatically improve my clients’ business by providing them with compelling, search engine optimized content. It’s what fires me up and makes me come back for more: helping businesses take it to the next level in an online environment.


I founded my first business, Custom Copywriting, in 2003. Rising quickly as one of the fastest-growing content providers in the industry, Custom Copywriting supplied web copy for the Fortune 500, small start-ups, many midsized organizations, nonprofits, and individuals. I then wrote Content Rich: Writing Your Way to Wealth on the Web in 2008. The reaction to that book was mind-blowing. Everywhere I went, every place I spoke, businesspeople told me how much they had needed a book like this, a detailed, easy to read, how-to manual on writing copy for conversion and for search engine domination. I was humbled and blessed by the book’s impact. Almost every day, I received e-mails from people all over the world expressing how much they enjoyed the book. But what really blew me away was what so many of them said:


“Jon, you motivated me to finally start my business.”


“I can’t tell you how inspiring this book was to me. I am so excited to get out there and start connecting.”


“This is the first time I understood what SEO copywriting was. Every other book was too complicated. Thanks Jon … so much. You changed my life.”


I was truly touched. And I knew that I had found something special. I also discovered something in myself I didn’t know I had: the ability to motivate and inspire. My goal when I wrote the book was simply to teach others how to write online content. I came out of the experience with a new passion: to start as many great businesses as possible! I thought, “Let’s fire people up!” One of the outcomes of this was the start of my nonprofit, Urban Entrepreneurs, a group that helps the less fortunate in our inner cities start businesses, at no cost to them.


And something else happened after I wrote Content Rich: dozens of companies and individuals contacted my company, wanting us to write content for their websites and blogs. With my team of great writers, we were able to do just that. So my company grew considerably.


ContentLaunch.com, the next evolution of my business, began in early 2011. Content Launch is a worldwide provider of online copy, video, and audio content. Eventually, we’ll be producing content in eight major languages around the world. I can’t wait to see the outstanding content we’ll create for these new audiences!


Why else am I qualified to teach this stuff? I speak regularly to business groups across the country on the topics of social media, online content strategy, entrepreneur-ship, SEO copywriting, and online marketing. In the past few years I have been invited to speak at The Online Marketing Summit, Shop.org Merchandising Conference, Media Relations Summit, New Media Expo, and many other industry events. There is nothing quite like a live performance. For me, it’s a thrill to be in front of any audience talking about my passion, whether it’s thirty people or three thousand.


I also teach Entrepreneurship and Business 101 at MiraCosta and Miramar colleges in San Diego. So, I’m always out there teaching, helping, and advancing the cause, one on one, face to face, in any way I can. And you can bet that I weave in all the important tenets of content creation, content marketing, and content strategy.


I truly value education, as I’m sure many of you do. After all, you decided to pick up this book, hoping to learn a few things. In terms of my educational background, I have an MBA in international marketing from the Thunderbird School of Global Management and a BS in management from California State University, Chico. The lessons I learned at Thunderbird (ranked the number one international business school for many years) were absolutely incredible. Going to school with students from fifty different countries around the world is something everyone should experience, especially considering the global business world we live in today. I attended Thunderbird at the dawn of the Internet age—1997 to 1998—so the timing was perfect.


My greatest satisfaction? Helping other businesses improve their online marketing efforts. It’s a total thrill. And I continue to have a strong passion for it.



A Few Extra Bonuses for Your Investment



Content Is Currency has been a labor of love, a true extension of my passion for writing, teaching, and helping other businesses succeed. So, like I did with my first book, I’m doing something that few business book authors do: I’m giving you lots of free stuff!


In addition to the contents of this book, and in the true spirit of content marketing, you also get the following free items:


[image: image] An audio program that discusses key topics from this book by profiling certain content marketing business case studies


[image: image] An online video of a recent performance of the live version of Content Is Currency


[image: image] Complimentary web content inspection where we review your pages, links, meta tags, and more to uncover areas of opportunity


[image: image] Twenty percent discount on any marketing consulting and/or seminar programs when you contact us for a content project


So, there you have it, a few freebies that will further help you with all your content marketing endeavors. Access to our audio program, live Content Is Currency video, and other free online bonus items are included in your book order. Simply go to www.contentiscurrency.com and register your name and e-mail address.


I’m excited to have this opportunity with you! I think you’re going to really enjoy the topics covered in the book. I can honestly say I’ve enjoyed researching, writing, and editing it. Like my first book, it has been a lot of work, but a lot of fun, too.


After you finish the book, feel free to send me an e-mail at jon@contentlaunch.com and tell me what you thought, or feel free to review it on Amazon. I always like to know what made the biggest impact on people and what could use some improvement. It’s the only way we get better.


A couple of other things: Connecting with content is mostly about being consistent and getting the basics right. Of course, you want to produce great content and be as original, authentic, and thought-provoking as you can, but it really comes down to making a commitment. So, I’ll show you how to best integrate content and content marketing into your existing routine so you can get it done efficiently and make it a lifelong habit.


The other thing I want to be sure I do? Fire you up and get you content-inspired! I want to enable you to extend your passion for your products or services into the hearts and minds of people everywhere…. And I want to show you how you can turn the power of content into a rich database of loyal customers and a fistful of recurring revenue.


So, let’s get started…. Why is content the “currency” of the web and mobile?





PART I

Content: It’s the Currency






CHAPTER 1

What Is Content Marketing, Why Do You Need It, and How Do You Maximize Its Effectiveness?



Now you know what to expect from Content Is Currency, but how will the lessons apply to your company? How can you capitalize on the information? It all starts right here, with the fundamentals of content marketing.


Readers of this book will no doubt reflect a wide range of online marketing capabilities, from the rookies who are starting their very first business to the more experienced marketers who are seeking a few new strategies or insights into the latest techniques. We’ll assume that most people reading this book are at the novice level, so as to not miss anyone. From what I’ve seen out there in the business world, gleaned from speaking, consulting, and working on websites, 80 percent of businesses know only a limited amount about web and mobile content and how it affects them, no matter what they may think they know. The good news is that there is an upside to being in this situation. Your biggest online success is in front of you!


In the past seven years, I have had Fortune 100 companies as clients, and even they have made mistakes with web content. Yes, it’s true. Just because you are large and well established doesn’t mean you have your finger on the pulse of content marketing. Number one on the list of challenges for these large companies? Not using metadata and keyword research correctly. Number two? Not believing in the power of social media. More to come on these points.


One of the first things we learn about website development is that simply building a website or establishing your social media presence does not ensure that people will come. You have to register your website with the search engines. You may need to open an account on Google Places. You’ll want to build inbound and outbound links. For your social networking activities, you’ll need to reach out to others in your community, provide value to the group, and stay involved. And yes, you have to create compelling, value-added content and get it distributed—smartly.


So, we’ve established what web and mobile content are and that you need them, but what is content marketing? Content marketing is the act of sharing tips, advice, and other value-added information as a means of converting prospects into customers and customers into loyal, lifelong, repeat buyers. Utilizing the power of opt-in permission to deliver content via e-mail, RSS feeds, social media channels, and other methods, your goal is to become a valued resource for hundreds and thousands of people who, in time, will want to buy what you sell. Over a period of weeks, months, and years, you’ll build a solid relationship with them and earn their trust. You don’t want to sell them once and never see them again. You want to make a friend—a friend who enjoys buying from you—for life.


So, there you go, plain and simple. That is content marketing in a nutshell. But, how do you make it work for you? Stay tuned … it’s all here.



Marketing in the Pre-Internet Days



It’s been said many times before in practically all the important online marketing books out there, but we need to mention it here as well: the historical context of this medium called marketing. What did companies use in the years before the Internet? Most common were “interruption” marketing techniques such as television commercials, radio ads, or direct mail pieces, which tended to annoy many people and were difficult to measure. Today, these traditional media vehicles, including print advertising, are in decline. And the reasons are self-evident: it costs too much and doesn’t connect with prospects as well as it once did.


Back in the day, the large corporations that owned popular magazines and newspapers were essentially database companies that collected detailed information about their subscribers; as a result of this power, they could get top dollar from companies that wanted to advertise. The best web and mobile companies are now doing the same thing, but with much more customer data—right down to the things they like to do in their spare time. It’s a marketer’s dream!


As you’ll see, content marketing is very different from the interruption techniques of the past, and involves delivering requested information with independent value that creates trust, credibility, and authority—and, in the end, more sales and more satisfied customers.


Content marketing is about doing lots of things right: having a blog and establishing a platform. Check. Having a social media presence on Twitter, Facebook, YouTube, and other sites. Check. Providing free content in exchange for contact information. Check. Getting people on your autoresponder list and regularly sending them informative tips and advice about things that are important to them. Check that, too. In essence, you want to leave no stone unturned, showing up everywhere and anywhere your prospects may be hanging out online (and on their mobile devices, too). Wherever they go, there you will be as well, with their permission, of course. They won’t be able to miss you. And you won’t be able to miss them. Casting a big net that covers every area of your target sea will help you find all types of fish you’ve never seen or even thought you’d see. And that’s the key.


If you start to feel like a publisher with all this content marketing stuff, well, then you’ll know that you’re doing things right. Like it or not, everyone is a publisher in today’s business world. You business veterans out there, just take a look at all the marketing activities you have done up to this point—it feels a lot like publishing, doesn’t it? Like a magazine or television station, you need to produce content—all types of content—for your consuming prospects. Before, you were just a provider of products and services. Now, you are a trusted expert resource for your customers!


How do you create compelling content? By focusing on delivering relevant, valued information that people will notice. When you do this, you’ll generate trust, credibility, and expert status in your particular industry, and people will come to you when they are ready to buy. That’s it. Some people will be attracted to your content immediately. Some will only want the free stuff. Others will be “just looking.” And some will have the big bucks and want to spend it with you (hopefully).


And what about this thing called SEO, or search engine optimization? You may have heard it mentioned, but how does it fit into the content marketing world?




Search engine optimization is the practice of using a variety of techniques to improve a company’s ranking of all its content types on search engines. These techniques may include editing or adding to HTML code, working with site navigation features, employing linking strategies, and including compelling web page content.





The words and phrases you choose in your copy, the clips you choose for your videos, and the way you sound in a podcast all contribute to the overall picture of your web success. But you have to tag and optimize them so they don’t go unnoticed.


And what about SMO, or social media optimization? It’s equally important. Below is Wikipedia’s definition, which I think is solid1:




Social Media Optimization (SMO) or Social SEO is the methodization of social media activity with the intent of attracting unique visitors to website content. There are two categories of SMO/Social SEO methods:


(a) Social media features added to the content itself, including: RSS feeds, social news and sharing buttons, user rating and polling tools, and incorporating third-party community functionalities like images and videos


(b) Promotional activities in social media including: blogging, commenting on other blogs, participating in discussion groups, and posting status updates on social networking profiles





It all starts with setting up your profiles on Twitter, Facebook, YouTube, LinkedIn, and other social media sites. SEO and SMO will be a big part of the content you develop. They are tools in your online marketing tool chest, and you’ll want to use them consistently so search engines and social media networks pick up your content. If you produce great content, but the search engines can’t “see” it or those in your social networks aren’t spreading it, well, that would just be a big ugly shame, wouldn’t it? Yep.



Why Do You Need Great Content?



Well, besides what we’ve already mentioned, great content ensures your long-term success and helps build your brand. What is brand building? It’s the notion of establishing a familiar presence, having a standard way of doing things, and establishing a certain level of confidence in the minds of your customers. They’ll always know what they’re going to get with you, and in return for that peace of mind they’ll spend their money with you. You need great content because great brands always communicate very well. They don’t just keep pace, they set the pace. And really well-produced web and mobile content can do that for your business. Think Starbucks. Think Apple. These companies are leaders for a reason. Through their powerful brands, they are champions of content and content marketing.
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“Jon Wuebben has done it again. If you want the answers to why and how to
optimize content marketing within your business, read this book!”
JOE PULIZZI, Founder, Content Marketing Institute, and Co-Author, Managing Content Marketing
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