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    Book Abstract


    “Your customers don't care about you, your products, or your services. They care about themselves. Content marketing is about creating interesting information your customers are passionate about so they actually pay attention to you.”


    -Joe Pullizi


    With traditional marketing, you use ads and sales messages to try and attract prospective customers. Content marketing (CM) is where instead of interrupting people, you put high quality content out into the marketplace for prospective customers to find. Your help people do what they're trying to do with no strings attached. The idea is prospects will then buy more of what you have to offer because it helps them achieve their goals.


    In practical terms, content marketing is really the art of marketing more by selling less. You communicate with potential customers and help them rather than sell to them. You provide so much ongoing information prospects ultimately reward you with their business and their loyalty.


    Your content becomes “epic”when it engages the customer and motivates them to take action. To achieve that, your content must:


    
      	Help the customer solve a problem they have.


      	Be consistently delivered rather than one-off.


      	Project an authentic voice.


      	Have a point of view which positions you well.


      	Avoid sales speak or self promotion.


      	Be absolutely best of breed.

        “As a business, your goal is to become part of the content fabric for your customers. If you do, selling to them becomes relatively easy. Your goal should be to develop and distribute the absolute best information in your industry. If not, why should your customers care?”


        -Joe Pullizi

      

    


    About the Author


    JOE PULIZZI is the founder of the Content Marketing Institute. He is an evangelist for the concept of content marketing and is an avid public speaker. Mr. Pulizzi is considered to be one of the founders of the content marketing movement and he has co-authored two books about this:Get Content, Get Customers and Managing Content Marketing. He was previously a vice president at Penton Media and CEO of SocialTract, a social media blogging service. He is a graduate of Penn State University and Bowling Green State University.


    Important Note About This Ebook


    This is a summary and not a critique or a review of the book. It does not offer judgment or opinion on the content of the book. This summary may not be organized chapter-wise but is an overview of the main ideas, viewpoints and arguments from the book as a whole. This means that the organization of this summary is not a representation of the book.


    Summary of Epic Content Marketing (Joe Pulizzi)


    Understand Epic CM


    To do epic content marketing well, start with a good view of the lay of the land. In practice, what you're trying to do is create memorable stories that people can apply to their own specific needs and circumstances. You're trying to market more by selling less.


    The essence of content marketing is you want to create the high quality content your audience will be seeking and then place it in all the places where they will be searching for it. You let them find your content, use it and then come to you for more. You provide so much value they reciprocate by buying more of the same in the future.


    Content marketing isn't new. Some of the most successful examples of content marketing have been:


    
      	Michelin – which launched its iconic publication The Michelin Guide in 1900.


      	Jell-O – which has been distributing free copies of recipe books as a marketing vehicle since 1904.


      	Deere & Company – which started publishing their own in-house magazine, The Furrow, in 1895. This magazine is today delivered to more than 1.5 million farmers every month and is published in 12 languages in 40 different countries.


      	Procter & Gamble – which began promoting radio serial dramas in the 1930s to publicize its detergents. This gave rise to the term “soap opera.”

    


    In a nutshell, content marketing is about creating material which engages your target audience so passionately they pay attention to you. You put material out there which solves problems for customers and then let them find it using search engines, social networking sites and so on. People access what you have, form an emotional connection and then are predisposed to access more of what you make available in the future. You gain attention by solving problems, not by interrupting them.


    At one time, distributing content used to be expensive and hard to do. Today, all those barriers have fallen. Getting material to your audience is pretty much cost-free if you use the social networking tools now available via the Internet.


    The business model of a traditional publishing business tends to look like this:


    [image: ]


    The publisher pays to develop engaging content which then attracts a pool or readers or viewers who pay a subscription fee. The publisher also generates additional revenue by selling access to that subscriber pool to third-party advertisers.


    By contrast, when a business uses content to attract customers, the business model tends to look more like:


    [image: ]


    The content is used to attract a pool of qualified prospects first and foremost. That pool is then monetized by making sales to them. Revenues are derived primarily from sales of products and services rather than from subscription fees or advertising.


    This actually gives an advantage to a brand which is using content marketing. A media company will generally not have the money, resources or flexibility that a brand has. This is why many journalists and storytellers are moving from media companies to work for companies which own valuable brands. The barriers to entry in publishing are now so low the advantages the media companies once had are now disappearing.


    Traditional marketing was always focused on getting products and services in front of the right audience. Content marketing is more about meeting the information needs of customers so they become interested in you. Other key differences between content marketing and traditional advertising are:


    
      	Content marketing has an indefinite shelf life. Most advertising tends to date quickly.


      	Conventional marketing is a one-size-fits-all blast. Content marketing pulls customers in one-by-one.


      	Traditional marketing trumpets how good you are – it's about you. Content marketing is about the customer and what he or she needs.


      	Content marketing is more flexible – it's easier to change and easier to measure.


      	Content marketing happens before and after a sale. That maximizes opportunities for word-of-mouth referrals to be given.


      	Content marketing is less risky. Rather than paying to rent someone else's audience, you build your own using social tools which are generally free to use.


      	Great content can give you an edge when recruiting fresh talent.


      	Great content will also boost company morale and help people feel like they're making a difference.


      	Epic content gets people talking. There will be lots of buzz when you showcase great stories involving your customers.


      	When you create content which is so good people would pay for it and then give it away free, that fosters an enormous amount of trust in the marketplace. You become viewed as a valued partner rather than just another vendor trying to get into the prospect's pocketbook.

        “You do not lead by hitting people over the head – that's assault, not leadership.”


        -Dwight D. Eisenhower


        “Telling a quality story to the right person at the right time always cuts through the clutter. As smart content marketers, we need to keep in mind that channels come and go, but good stories (and storytelling) last forever.”


        -Joe Pullizi

      

    


    Define your niche


    Job #1 in becoming an epic content marketer is to identify who you're trying to help. Your goal is not simply to create great content but to create the kind of content which will make your business grow. To do that, you've got to know your audience persona.


    Before you spring into action churning out content, pause and ask two questions:


    
      	Who is the target audience for the content I am planning on creating?


      	What do I want them to do after they read the content I have given them?

    


    The first step in answering these questions is to create a persona for your intended audience. Personas are a useful tool when it comes to content marketing. They specify who you're trying to talk to in a way which will motivate and influence them to act. You want your persona to be real so don't make stuff up. Get out and speak with your customers and learn their likes, dislikes and preferences. Ask them to walk you through their thought processes about how they make a decision and listen carefully. Use that information to build a persona.


    Sample Customer Persona


    George is a 45-year old mid-level executive at a Fortune 1000 company. He travels frequently (200,000 air miles last year) and enjoys being able to take his wife on occasion. He uses his BlackBerry to stay in touch while on the road although recently he's been considering switching to an iPhone or Samsung Galaxy. He always looks on Google for cheaper options whenever a proposal has been given. He is careful to factor in the opinions of his support team who are better at technology than he is. George is decisive and likes to make decisions quickly once all the facts are on the table.


    Creating a persona defines your content niche. You can then focus on becoming the trusted expert for all the people in that niche. Your first natural inclination will be to try and make your niche anyone and everyone but you should avoid that. Content marketing works best when you start with a small and tightly defined niche and expand from there. Developing a persona for the people you specifically are targeting helps you achieve that.


    “I cannot give you the formula for success, but I can give you the formula for failure, which is:Try to please everybody.”


    -Herbert B. Swope, American journalist


    Content marketing mission statement


    Once you identify who you're trying to serve, you then figure out what you're trying to achieve for those people. You put together a mission statement. Some examples of mission statements worth emulating:


    
      	Inc. Magazine's website:

        “Welcome to Inc.com, the place where entrepreneurs and business owners can find useful information, advice, insights, resources and inspiration for running and growing their businesses.”

      


      	Procter & Gamble's HomeMadeSimple.com:

        “Whether it's a delicious recipe, an inspiring decor idea or a refreshing approach to organizing, we strive to help you [a mom] create a home that's truly your own. Everything we do is designed to empower and inspire you to make your home even better, and more importantly, a place you love to be.”

      


      	American Express's OPEN forum:

        “OPEN Forum is an online community to exchange insights, get advice from experts, and build connections to help you power your small business success.”

      

    


    As can be seen, your content marketing mission statement will clearly articulate three components which will help guide your content creation or selection:


    
      	Your core audience target


      	What you will deliver to that audience


      	The major audience takeaway

    


    Content marketing maturity model


    Most content marketers tend to go through three evolutionary stages:


    
      	Stage 1 – Content Aware – When you first start out doing content marketing, you'll quickly learn how content cuts through the noise of the marketplace. You will start looking for great content you can use.


      	Stage 2 – Thought Leader – Once you get some hands-on experience, you'll then start thinking about how you can claim and earn industry leadership through the content you put out. You'll start trying to create content which positions you advantageously and which creates trust.


      	Stage 3 – Storyteller – The final stage of content marketing is you start drawing prospects, customers and influencers into an emotional relationship with your brand. You educate, entertain and engage by telling memorable stories. Those stories create interest in doing business with you.

    


    As you start on the journey to becoming a skilled content marketer, pause periodically and figure out where you are on the maturity scale. Are you trying to make content which makes people aware of you, which establishes your credentials as a market leader or which motivates them to actively engage? Content marketing can do all three. If you know where you are on the scale at present, you can make a decision about what content you need to create to get to where you want to be.


    “Where can you be the leading expert in the world that truly matters to your customers and to your business?”


    -Joe Pullizi


    “Epic content marketing, in most cases, means telling a different story each time, not the same story repeatedly, but incrementally better each time.”


    -Joe Pullizi


    Select your CM strategy


    Once you know who you're trying to attract, you then figure out and define your ideal engagement cycle. The engagement cycle maps out the stages the customer goes through before they buy. You want to create epic content for each of these stages and get it out there.


    The engagement cycle maps out the overall buying process. It's not always a linear process – consumers can jump into and out of steps and mix the order to suit – but the basic idea is this is the sequence customers tend to go through before they buy:


    
      	AWARENESS: Consumers start trying to figure out options.


      	INFO. SEARCH: They start finding solutions to problems.


      	REQUESTS: They ask for specific pricing information.


      	PURCHASE DECISION: They decide whether or not to go forward.


      	ALTERNATIVES: They check out what competitors offer.


      	SHORT LIST: They decide which solution to go with.

    


    The goal of your content marketing strategy should be to make available epic content which will be helpful and useful at each of these various stages. While that may sound challenging, the reality is there are so many formats your content can take now there are loads of different ways to


    

    
      	Blogs – where you deliver short, sharp chunks of information. Blogs also allow readers to comment on your content which is helpful.


      	e-Newsletters – containing brief standalone articles and links to other articles and materials on your website or elsewhere.


      	White papers – topical research reports usually about 8-12 pages long. Perfect for demonstrating thought leadership and for detailed research.


      	Articles – where you address issues, highlight trends and talk about topics. Variable length and great flexibility on how these can be put together.


      	eBooks – digitally published reports which are generally 40 or more pages in length. Presents informative material in visually appealing ways.


      	Case studies – typically two-to three-pages in length or in video format. Describe real-life experiences.


      	Customer testimonials – quotes from clients or customers in print, digital or video formats. Great for establishing credentials.


      	Webinars / webcasts – online presentations where the prepared material is delivered slide by slide with an accompanying voice-over.


      	Video – putting video material on YouTube or Vimeo where it can be viewed on-demand.


      	Online news releases – press releases directed at general news media for widespread distribution.


      	Custom print magazines – where you put together your material in a conventional magazine format and distribute it to your audience.


      	Print newsletters – containing attention-grabbing content and other materials. Ideal for travelers and commuters who don't have iPads or smartphones.


      	Digital magazines – offering self-contained articles which incorporate video and other supplementary and resource material as well.


      	e-Learning series – where you have a planned curriculum and a range of educational content delivered in digital, print or video format.


      	Mobile apps – which turn smartphones into content delivery devices. All kinds of digital content can be consumed on the go.


      	Teleseminars – virtual audio presentations where people listen through their phones.


      	Podcasts – MP3 audio files which can be listened to by computer or on MP3-players.


      	Executive roundtables – where you bring together industry leaders and have a group discussion on topical items. People can listen in by various means.


      	Industry ranking systems – where you develop an index which ranks the various products in a field as a centralized reference tool. Ideal for search engines.


      	Print books – which convey an aura of authority on your topic. Many print-on-demand services now offer a cost effective way to publish your own book on whatever topic you choose.


      	Audio books – narrated book-length content distributed on CD or digitally from download sites. People can listen while commuting or doing other things.


      	Virtual trade shows – where you create events which people access through the Internet. You can have a mix of prerecorded seminars, live events and sponsored vendor booths all integrated into the virtual trade show.


      	Comic books or cartoons – which work not just for kids but for adults as well. Can be turned into something fun and memorable.


      	Road shows – mini-conferences or tours where key players are brought together for an event.


      	Online games – which you brand and sponsor.


      	Infographics – where data or information is presented visually and well illustrated with dynamic graphics.


      	Online surveys – where you poll your customers, industry experts or colleagues and then publicize your findings.


      	Discussion forums – online bulletin boards where customers and prospects post comments and ask questions.

    


    

    

    1. Put someone in charge


    

    

    2. Build your editorial calendar


    

    

    
      	A list of the content you are developing and the due date for each item.


      	The person who is assigned to produce that content.


      	The channel for the content.


      	All necessary workflow steps including fact checking, legal sign off, proofreading, etc.


      	Specific publication dates.

    


    

    

    3. Find current content assets


    

    

    
      	The type of content you have available.


      	What format the material is in.


      	The keywords or metadata description.


      	Any internal links which point to that material.


      	The original purpose of the content.

    


    

    

    

    

    
      	Put someone in charge of content creation


      	Build your editorial calendar


      	Find your current content assets


      	Have systems for extracting content from employees


      	Get everyone busy developing new content


      	Bring everything together in your content plan

    


    4. Have systems for extracting new content


    

    
      	Capture what your CEO and other senior business leaders are thinking – by getting them to write you emails or interview them by Skype. Assign editors to turn those emails or interviews into articles you can use.


      	When you attend industry events, assign someone to capture photos and videos – so you can mix and match them to other content as you go along. Industry events are great showcases where everyone tries to shine so take advantage of all that prep work.


      	Help executives tell engaging stories – by getting them into casual settings and then have them sketch or story board out what happens in their stories. The more comfortable you make them, the more they will open up and give you some great content.


      	If you get stuck for ideas, try “freewriting” – get your people together and ask them to write down all the questions they get asked by customers. Then rapidly write out the answers to those questions without worrying about grammar, spelling or punctuation. Capture people's thinking in raw form and then come back and edit it later for style.


      	
        Dig into your e-mail archives – for interesting exchanges which can form the basis of some great content or as a frequently-asked-question you answer on your website or blog. People who deal directly with customers will often have great ideas for new content that you can and should use.

        

        

        

        
      

    


    5. Get everyone busy developing content


    

    

    
      	Company owned website or blog


      	Facebook


      	LinkedIn


      	YouTube


      	Google+


      	Twitter


      	Pinterest

    


    

    

    

    6. Bring together in your content plan


    

    

    
      	
        Persona

        
      


      	
        Goal

        
      


      	
        Tone

        
      


      	
        Content Types

        

        
          	Videos of customers


          	E-books


          	Weekly email newsletter

        

      


      	
        Content Plan

        
          	Textual stories


          	750-1,000 words


          	Trade shows


          	Blog feedback

        

      


      	
        Social Channels

        
          	Facebook-1 post/day


          	Twitter-2/day


          	LinkedIn-Noon post


          	Weekly email

        

      


      	
        Metrics / Measures of Success

        
          	10% increase in monthly leads generated


          	Grow email opt-ins by 25% over 3 months

        

      

    


    

    

    

    
      	
        Social channels – which would include:

        
          	Facebook – where people will help spread the word if you're useful, usable and engaging.


          	Twitter – which is pretty much the official broadcasting tool of the Internet. Twitter lets you tell your story and create a sense of immediacy which is helpful.


          	Google+ – where more than 350 million active users share content and interact with each other. Great tools are available to help people find you.


          	LinkedIn – a fully-fledged publishing platform which allows you to network with other professionals worldwide.


          	YouTube and Vimeo – which are great platforms for sharing videos which show your product in action. You can also include clips from TV commercials and other engaging content.


          	Instagram and Flickr – image sharing sites where you can post images which get people curious about your content. Very engaging.


          	Pinterest – an extremely popular photo-sharing site where you can post images, videos and other content to generate visibility. Great way to showcase your brand's personality.


          	Foursquare – a location-based social media site which is designed for smartphones. Ideal for connecting with people on the go.


          	Quora – a social network based question-and-answer site where you can use your content to establish your bona fides as an expert in your field. Garner attention by being smart and savvy.


          	Tumblr – a micro-blogging platform which now hosts more than 125 million blogs. Tumblr is great for posting snippets of content as a preview and then link back to your website or blog.


          	StumbleUpon – which is a different kind of web discovery engine. You can pay 10 cents a click to put your content in front of a targeted audience this way.


          	SlideShare – which is often billed as “YouTube for PowerPoints.”SlideShare allows you to make your presentations and other content accessible to its more than 50 million users.

        

      


      	Search engine optimization – you embed keywords into your content so search engines rank you highly. That makes it easier for your content to be found when people search online.


      	Content syndication – where you license your content to other blogs or websites and they republish your material. You can embed links back to your own website or blog into the content.


      	Content atomization – you take your original content and slit it up and reformat those chunks different ways. You then take those versions of your content and promote them in different venues.


      	Commenting on blogs – where you build relationships and get better known by going to the leading blogs in your field and periodically leave thoughtful and informative comments.


      	Free distribution opportunities – you create a free version of your content and make it available for distribution by bloggers and social media influencers.


      	Content partnerships – where you link up with other parties who have large followings and together create appealing content. You then leverage their followers to expand your own visibility.


      	Alliances with key influencers – where you get your influencer's endorsement to his or her networks. Works very well when you align with industry leaders.


      	
        Brandscaping – where a collection of brands collaborate and work together to create great content. This can take you into new markets you've never before touched.

        

        

        

        

        

        

        

        

        

        
      

    


    

    
      	Always fill a customer need – be useful


      	Be consistent – deliver on time every time


      	Have a point of view – experts always do


      	Be human – find your voice and project it


      	Never use “sales speak”– talk about them


      	Be best of breed – deliver genuine value

    


    

    

    

    
      	Is the content generating sales for us?


      	Is content marketing saving us money?


      	Is content making our customers happier?

    


    

    1. Is the content generating sales for us?


    

    

    

    2. Is content marketing saving us money?


    

    
      	Costs – Multiply the hours needed each month to create your fresh content by the hourly pay rate of the people involved and then add in overheads to get an idea of your true monthly costs.


      	Benefits – Multiply the number of leads you generate each month by your lead conversion rate, the average lifetime value of a customer and your average profit margin. This will give you the return on your content marketing programs.


      	ROI – Calculate return-on-investment by subtracting the investment from the return and then dividing by the investment.

    


    

    3. Is content marketing making our customers happy?


    

    
      	You might achieve more up-selling or cross-selling.


      	You might build brand awareness.


      	You might retain more customers than normal.


      	Your customers may give more referrals.


      	Your salespeople might close more often.
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