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NO BUDGET
 NED

MANY IDEAS 
MINDY

ANXIETY 
ANDREW

LAST MINUTE 
LUCY

STONE AGE 
SAM

The Problem The client who 
won’t pay for any-
thing.

Full of new ideas 
but never follows 
through.

Stress overload. Everything must 
be done yesterday, 
with no time to 
plan or execute.

Scared of and clue-
less about technol-
ogy.

Do ...show him ROI, 
establish firm dead-
lines for results, 
and demonstrate 
how time and 
resources are al-
located. Facts and 
figures are your 
friends.

...park ideas on a 
Trello board and 
have a meeting 
to come back to 
them monthly. Be 
concrete about 
ideas that you 
settle on, including 
goals, timeline, and 
action items, then 
execute. Distract 
her with a squeaky 
toy.

...loop them into 
everything you’re 
doing, stay a few 
steps ahead, and 
anticipate their 
needs. Specificity 
in the form of dead-
lines and estab-
lished deliverables 
will keep you sane.

...set a content 
schedule. Use re-
minders, schedule 
meetings and take 
charge. Get ap-
proval for a plan in 
advance and don’t 
rely on your client 
to do anything.

...get them com-
fortable and show 
how competitors 
are working under 
similar circum-
stances. Handhold-
ing is helpful: build 
confidence through 
reassurance and 
demonstration.

Don’t ...try to sell him on 
intangible benefits 
or bend over back-
wards for less than 
you deserve, unless 
you’re getting value 
for yourself. Some 
clients truly don’t 
have the money. 
And that’s ok— 
there are plenty of 
others that do.

...jump on every 
idea. Even she 
won’t remember 
half of them. Try 
to channel her 
creative spirit into 
a few good ones 
and then focus on 
those.

...let panic take you 
down.

...give in to "ASAP" 
requests. There’s a 
good chance things 
won’t work out 
and you’ll end up 
looking bad.

...try to sell him on 
how “easy” some-
thing is.

Remember Is it worth having 
him as a client? 
What’s the ROI for 
you?

"Real artists ship."
— Steve Jobs

You have nothing 
to fear but fear 
itself.

Rome wasn’t built 
in a day.

"Just because some-
thing doesn’t do 
what you planned it 
to do doesn’t mean 
it’s useless." 
– Thomas Edison

Even with the best content strategy around and limitless energy to implement it, there are times when you have to contend 
with frustrating co workers who make your job a living nightmare. As a service to you (aren’t we kind?), we’ve put together 
some helpful tips for getting results out of even the most difficult digital desperadoes.

The 5 Personality Types That Drive Content 
Creators Crazy—and How to Manage Them

TAPWORTHY
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ASK CONTENT GUY

Dear Content Guy,
I’m a digital community manager 
at a medium -size financial services 
company and I’m at my wit’s end. 
I’m trying to interact with customers 
on social media in a human, friendly 
manner but my superiors won’t let 
me post anything without advance 
approval. By the time we get around 
to posting, it is so “safe” it’s almost 
not worth reading or it’s so late that 
we’ve missed the boat. How do I get 
this company to stop being so damn 
fusty and boring?
—Tightly Leashed

It’s hard to work under these cir-
cumstances, Tightly Leashed, so you 
have my sympathies. I’ll bet your em-
ployer thinks it is prudent to be so 
controlling, but they couldn’t be more 
wrong. Sticking your head in the sand 
may feel safe, but it’s anything but. By 
being overly conservative, you give an 
opening to your competitors who are 
also contending with the same reality 
of social media. 

In fact, sometimes being risk  averse 
creates its own kind of threat. There’s 
no avoiding that you have to engage 

with the real world. Start by restating 
the importance of having a public per-
sona and interacting in real time. It’s 
the new reality and it can’t be avoid-
ed. Plodding along at a snail’s pace is 
no longer acceptable. Embrace speed 
and be savvy. That means doing your 
homework and planning in advance. 

First of all, I’d ask your legal or 
compliance department to identify 
your boundaries and approve whatev-
er they can in advance. For example, 
get advance permission to post freely 
from official accounts you know and 
trust. 

Second, if the company feels uncom-
fortable with spontaneous interaction, 
shift your focus to more public demon-
strations. Think thematically based 
on real -life themes and holidays. You 
know the landscape, so operate with-
in familiar parameters. That means 
setting up a content calendar and get-
ting it approved by your content team. 
Once you have that in place, plan what 
you intend to share and schedule it in 
advance. 

With these simple tactics, your com-
pany can project a friendly, smart on-
line persona without subjecting itself 
to paralyzing risks.

Dear Content Guy,
Our social channels are ready and 
waiting to be populated with clever, 
engaging posts but I have a pretty 
big problem. I know how to speak to 
bored millennials and housebound 
moms, but when it comes to B2B, I’m 
all out of ideas. Help!
— Not a Biz Wiz

Relax and eat a cookie. B2B audienc-
es are human beings just like you and 
I, albeit with more narrowly focused 
interests. Tailor your content to ap-
peal in the same way that B2C content 
is created. Live events are a great way 
to create energy and drive interest, 
plus as an occasion for content shar-
ing, they are unbeatable. Also, don’t 
be afraid of lifestyle content and don’t 
limit yourself to B2B channels. People 
think about more than work during 
business hours. If you think your au-
dience spends more time on Facebook 
or Pinterest rather than LinkedIn then 
post your content there.

There’s no escaping the reality that 
at some point you will have to pay up, 
both for creation and distribution. 
If you invest in content, you will get 
more of a response. Quality works. If 
it’s just a clickbait headline attached to 
a milquetoast article, no one will care. 
But if you hire an illustrator, commis-
sion a study or shoot video no one 
else has, you will get attention. Don’t 
be a follower and endlessly repurpose 
other people’s stuff or blindly follow 
trends. As for distribution, you will 
have to pay, but if you’re mindful of 
ROI, you can adjust your strategy to 
get maximum bang for your buck.

Another thought: content is often 
used to self-promote so be mindful 
of this. You want to set up a person 
to share content that highlights them-
selves in a positive light. LinkedIn is 
soul-deadening and full of the same 
crap, but there is no avoiding that it’s 
the preeminent network for business 
so you can’t ignore it.

How Do I Speed Up Content Workflow in 
a Rule-bound, Bureaucratic Company? 
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AARON ORENDORFF takes us on a 
ride through content marketing and 

content curation, showing us what has 
changed—and what hasn’t—for 2016.

THE ROAD AHEAD FOR

CONTENT

 • 7 Game-Changing Marketing 
Trends To Tackle in 2016

 • What Content Marketing Will 
Look Like in 2016: 40+ Predictions

 • Content Marketing Trends in 
2016: Curation, Video & More

 • 10 Content Marketing Trends 
To Help You Budget For 2016

 • Content Curation Resolutions: 
8 Tools to Try in 2016

 • 5 Ways to Improve Your 
Content-Marketing Strategy in 2016

The formula is pretty simple: 
Content + (Marketing or Curation) 
+ 2016 = Clicks.

Besides—in some cases—being 
little more than clickbait, what 
makes this formula so powerful?

Easy. Behind each one stands a 
seductive promise: “The content 
game has changed ... and here’s 
what you need to know to keep 
up.”

Naturally, in an industry that 
hinges on relevance, nobody 
wants to be left out or left behind.

But here’s the question: has 
content—be it marketing or 
curation—actually changed?

As with most things “buzzwor-
thy,” the truth lies somewhere in 
between. 

In a sense, the headlines are 
right. The landscape of online 
content—especially when it comes 
to the overlap between marketing 
and curation—is constantly 
changing: new tools, new trends, 
new platforms, new distribution 
methods, new hacks, new ... fill-in-
the-blank.

And yet, despite members of the 
media industry being exposed to 
an estimated 1.4 PowerPoint slides 
everyday containing the headline 
“Everything has changed” (or 
some near equivalent), the truth is 
... it hasn’t.

This means that developing an 
effective, engaging, and above all 
profitable content strategy in 2016 
demands taking a detailed look 
at exactly what hasn’t changed ... 

along with what has.
At the risk of showing my hand, 

the bedrock principles that guide 
content strategy haven’t changed 
in the slightest. Goals, audience, 
and empathy are still non-negotia-
ble cornerstones.

Where the landscape has 
shifted comes down to two major 
areas. The first revolves around 
influence and the need to move 
beyond your target audience 
to focus directly on the people 
your audience already trusts. The 
second involves the growing role 
of content curation—sharing other 
people’s solutions—as opposed to 
content creation: the sharing of 
your own.

What hasn’t changed?

Goals

At first, it sounds heretical to 
say, “goals haven’t changed.”

After all, shouldn’t your content 

The headlines are everywhere. From niche sites like Hubspot, Content 
Marketing Institute, and Moz to the big dogs like Forbes, Entrepreneur, 
and even LinkedIn, everyone has their own special version.

http://blog.hubspot.com/marketing/7-game-changing-marketing-trends-to-tackle-in-2016
http://blog.hubspot.com/marketing/7-game-changing-marketing-trends-to-tackle-in-2016
http://contentmarketinginstitute.com/2015/12/content-marketing-predictions-2016/
http://contentmarketinginstitute.com/2015/12/content-marketing-predictions-2016/
https://econsultancy.com/blog/67313-content-marketing-trends-in-2016-curation-video-more/
https://econsultancy.com/blog/67313-content-marketing-trends-in-2016-curation-video-more/
http://www.forbes.com/sites/johnhall/2015/10/25/10-content-marketing-trends-to-help-you-budget-for-2016/#2715e4857a0b3f152c6565e1
http://www.forbes.com/sites/johnhall/2015/10/25/10-content-marketing-trends-to-help-you-budget-for-2016/#2715e4857a0b3f152c6565e1
http://contentmarketinginstitute.com/2015/12/content-curation-tools/
http://contentmarketinginstitute.com/2015/12/content-curation-tools/
http://www.entrepreneur.com/article/253859
http://www.entrepreneur.com/article/253859
http://www.campaignlive.co.uk/article/1344211/everythings-changed-sort-of
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goals develop hand-in-hand with your 
business itself?

Absolutely.
What I mean by saying, “goals 

haven’t changed,” is that the central, 
dominant, and determinative role of 
your goals is just as crucial today as 
ever.

This is precisely the point Joe 
Pulizzi of the Content Marketing 
Institute makes in the self-revealing 
Two Critical Actions That Distinguish 
Great Content Marketers:

I’ve been blessed with more than my 
fair share of fortune for many years, but 
in thinking back, I’ve found that ... two 
daily behaviors ... have likely made all 
the difference: writing down my goals 
and consistently reviewing those goals.

As in life, so in business, especially 
the business of content. Setting clear 
goals is the bedrock of success. How-
ever, to do this effectively you need to 
break your goals—your content-spe-
cific goals—into two parts: qualitative 
and quantitative.  

Qualitative goals are all about the 
big picture. These are aspirational and 
often emotive goals like increasing 
brand awareness, building audience 
trust, and being seen as a thought 
leader.

Quantitative goals, on the other 
hand, are all about the details: mea-
surable outcomes (also known as 
metrics or KPIs) built on real data. 

Naturally, the key is to connect 
your overarching qualitative goals 
directly to one or more quantitative 
goals. For example, if your qualitative 
goal is to “build brand awareness” 
then your quantitative goals should 
be set by numbers like impressions, 
reach, mentions, followers, shares, 
email subscribers, and unique website 
visitors.

Unfortunately, with so many 
metrics to measure—even if you just 
have one overarching qualitative 
goal—analytics can easily become a 
full-time job. 

The best way to avoid this trap is to 
zero in on “one metric to rule them 
all.”

Moz, for instance, applies this 
principle to gauge the success of its 
individual pieces of content:

The One Metric is a single score 
that tells you how successful a piece 
of content was by comparing it to the 
average performance of the content 
that came before it. We made it by 
combining several other metrics, or 
“ingredients,” that fall into three equally 
weighted categories:

1. Google Analytics

2. On-page (in-house) metrics

3. Social metrics

However, the principle of “one 
metric” can actually be applied to 
your entire business and not just 
individual pieces of content.

For example, Y Combinator forces 
its students to answer one question: 
“How much did you grow last week?” 
This singularity forces you to stay 
focused on making the main thing, 
the main thing.

Perhaps the most famous example 
of this one-metric approach was Noah 
Kagan’s goal to hit “one billion unique 
visitors at SumoMe.com.”

Whatever your goals are, write 
them out in both qualitative and 
quantitative form. Then, zero in on 
the one metric that matters most.

Audience

The cardinal sin of marketing is 
trying to be all things to all people.

This means that defining a single 
target market is essential ... and its ne-
cessity hasn’t changed in the slightest. 
As with defining your “one metric,” 
again the key focus is on singularity.

In fact, singularity is so crucial that 
the geniuses over at I Love Marketing 
identify audience as the very first 
“profit activator”: “Narrow your focus 
and Select ONE Target Market (at a 
time).” 

As their Breakthrough DNA Report 
explains:

You’ve seen the consequences of not 

following this at work in lots of failed 
businesses. The big mistake that a lot of 
business owners make is trying to think 
about and capture the broadest possible 
audience for their business, trying to be 
too much to too many people. Trying 
to be one-size-fits-all, being broad 
versus narrow, thinking about the forest 
and not thinking about the individual 
trees, and not realizing that all of these 
individual trees have different needs.

So how do you ensure that your 
content strategy is niched down to 
just one audience?

Let’s take a look at two companies 
who absolutely nail their single target 
market:

Oxx: The World’s Toughest 
Coffee Maker 

As lucrative as the market might 
be, Oxx isn’t geared toward coffee 
drinkers. Instead, they’ve built the 
world’s “toughest” coffee maker to 
withstand harsh conditions, rugged 
travel, construction work, and being 
thrashed around on the job.

What’s more, their online presence 
reflects and caters to this one core au-
dience. Everything—from their copy, 
to their graphics, to their videos, even 
to their features in publications like 
Outside, The Discovery Channel, and 
Men’s Gear—revolves around them.

JackThreads

JackThreads is an online clothing 
retailer for men. 

But just like Oxx, they don’t sell 
clothes for just anyone. JackThreads 
is an irreverent, stylish, and thrifty 
online clothing retailer for young, 
urban men who care about quality 
and value.

Acquired in 2010 by Thrillist, 
JackThreads' content oozes a unique 
blend of sophistication and brassy 
impudence. For example, here’s a 
sampling of their latest email subject 
lines:       

 • So, Before You Go Out Tonight ...
 • Your Girlfriend ...
 • Stop Everything. This is Crazy.
 • Seriously. Taxes Blow.

Even better, a recent article on their 

http://www.joepulizzi.com/
http://www.joepulizzi.com/
http://contentmarketinginstitute.com/2014/09/actions-distinguish-great-content-marketers/
http://contentmarketinginstitute.com/2014/09/actions-distinguish-great-content-marketers/
https://moz.com/blog/one-metric
http://learn.onemonth.com/y-combinator-and-the-one-metric-that-matters
http://okdork.com/
http://okdork.com/
https://blog.kissmetrics.com/how-dashboards-can-help/
https://blog.kissmetrics.com/how-dashboards-can-help/
https://s3.amazonaws.com/ilovemarketing/Breakthrough%2BDNA-+FREE+REPORT.pdf
https://oxx.com/
https://oxx.com/
https://www.jackthreads.com/
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blog entitled, “How to Fly First Class 
When You’re Stuck in Coach,” not 
only included a list of what to wear 
and pack (all items JackThreads sells), 
it ends with this line: “Full disclaimer: 
While flying with mini bottles of 
alcohol is totally legal, opening it mid-
flight is not, so mix at your own risk.”

I’ll say more next about developing 
an even closer connection to your 
audience. But the key takeaway is to 
select one—just one—single target 
market and build your content around 

them ... not you.

Empathy

Whatever its form—be it a blog 
post, white paper, ebook, video, email 
series, tutorial, or infographic—both 
content marketing and content 
curation exist for one reason.

That reason isn’t to sell your 
product.

Nor is it to meet your qualitative or 
quantitative goals.

A truly successful content strat-
egy—one that, in the end, does sell 
your products and does meet your 
qualitative or quantitative goals—ex-
ists to solve your audience’s problems 
... and to solve them for free.

And this means developing empa-
thy.

Empathy has always lived at the 
core of marketing. And (once again) 
nothing’s changed.

Naturally, the path to creating and 
sharing content that solves your 
audience’s problems starts with your 
audience.

I’ve already stressed just how vital 
identifying a single target market is. 
But that’s not enough. Empathy goes 
beyond markets and takes aim at real 
people.

To develop empathy, your content 
strategy needs buyer personas. Buyer 
personas help you uncover your ideal 
audience’s:

 • needs
 • pains
 • fears
 • demographics 
 • preferences
 • behaviors
 • motivators
 • goals
 • values

Equipped with this information, 
you’re able to create fictional repre-
sentations of your ideal customers so 
that you can build and curate content 
that matters to them.

Why? Because empathy and reality 
go hand in hand. That’s why your 
buyer personas should include names, 
back stories, meaningful details, even 
faces. 

If you haven’t already made buyer 
personas for your company, here 
are three places you can download 
templates to get started:

 • Hubspot Free Template Creating 
Buyer Personas

 • Marketo Cheat Sheets for 
Marketing Personas

 • Content Marketing Institute’s 
Content Marketing Personas

Once you have two to three per-
sonas, the next step in solving your 
audience’s problems ... is to address 
their problems. 

As Demian Farnworth explained 
in CopyBlogger’s profoundly helpful 
Empathy Maps: A Complete Guide 
to Crawling Inside Your Customer’s 
Head:

Empathy consists of two parts:

1. The intellectual identification 
with the feelings, thoughts, or attitudes 
of another.

2. The vicarious experiencing of 
those feelings, thoughts, or attitudes.

The truth is humans are driven by 
negative emotions: fear, loss aversion, 
and even petty feelings like embar-
rassment, frustration, and boredom.

I often tell clients who are trying to 
identify their audience’s problems to 
think in terms of salvation not sales. 
In other words, what hell will this 
content deliver them from? And, what 
heaven will it deliver them unto?

What has changed?

Influence

To understand what’s changed in 
the world of content, let’s dig even 
deeper into the role of your audience.

At a big picture level, every piece of 
content has three audiences: immedi-
ate, target, and specialized. 

Your immediate audience is easy 
to identify. They’re the people who 
experience your content regardless 
of the medium it’s on: your website, 
blog, YouTube channel, email cam-
paign, white paper, ebook, or social 
media presence.

And the truth is your immediate au-
dience doesn’t matter because they’re 
not who you’re trying to reach.

Your target audience, however, 

https://www.jackthreads.com/jtedit/2015/06/09/how-to-fly-first-class-when-you-re-stuck-in-coach
https://www.jackthreads.com/jtedit/2015/06/09/how-to-fly-first-class-when-you-re-stuck-in-coach
http://offers.hubspot.com/free-template-creating-buyer-personas
http://offers.hubspot.com/free-template-creating-buyer-personas
http://www.marketo.com/cheat-sheets/marketing-personas/
http://www.marketo.com/cheat-sheets/marketing-personas/
http://contentmarketinginstitute.com/2015/04/content-marketing-personas/
http://contentmarketinginstitute.com/2015/04/content-marketing-personas/
https://twitter.com/demianfarnworth
http://www.copyblogger.com/empathy-maps/
http://www.copyblogger.com/empathy-maps/
http://www.copyblogger.com/empathy-maps/
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does. That’s precisely why identifying 
and empathizing with a single target 
market is vital and unchanging.

However, many content strategists 
stop there. And this divide—between 
your target audience and your spe-
cialized audience—is the first place 
content has shifted.

So, who is your specialized audi-
ence?

Your specialized audience are the 
change makers. They’re the thought 
leaders, the authorities, and the 
celebrities within your industry.

Concentrating on your specialized 
audience as the most effective way to 
reach your target audience is what’s 
known as influencer marketing, 
which Adweek recently deemed “the 
next big thing.” In their words, influ-
encer marketing is powerful, social, 
and sexy (even when you’re using it 
to promote “unsexy articles”).

Why exactly are influencers so 
vital? 

Because you are not your best advo-
cate. The people your target audience 
already trust and love are.

At a personal level, this is incredi-
bly obvious. Nielsen recently found 
that nearly “92% of global consumers 
trust ‘earned media,’ such as word-of-
mouth, and recommendations from 
friends and family, above all other 
forms of advertising.”

Likewise, a McKinsey study discov-
ered that not only is word of mouth 
“the primary factor behind 20 to 50 

percent of all purchasing decisions,” 
but that “marketing-induced con-
sumer-to-consumer word of mouth 
generates more than twice the sales of 
paid advertising.”

The exact same principle is true at 
the content level.

To get a feel for just how prominent 
the role influencer marketing now 
plays, look no further than Google 
Trends, which officially “classifies the 
keyword as a ‘Breakout,’ meaning that 
the keyword is experiencing growth 
greater than 5000 percent.”

What’s more, Tomoson recently 
discovered that “59% of marketers are 
planning to increase their influencer 
marketing budgets over the next 12 
months.” 

Why?
Because over the last year, business 

regularly saw a $6.50 ROI for every 
dollar spent on influencer marketing. 
That’s a near 150% increase.

For example, in March of last 
year, clothing retailer Lord & Taylor 
“blitzed into feeds by partnering with 
50 influential fashionistas on Insta-
gram and having each pose wearing 
the same dress.” Not only was the 
social media response staggering—
generating upwards of 5,000 to 
13,000 likes per post—but by the end 
of the weekend, the dress itself was 
completely sold out.

On the content front, Jason Quey—
who now runs influencer marketer 
campaigns for KlientBoost, Sujan 

Patel, LeadChat, ContentMarketer.io, 
and Import.io—was able to generate 
1,800 shares in 3 days without an 
email list through one article that 
specifically targeted influencers in the 
SEO community.

The trend is so dominant that in 
December Entrepreneur published 
its own massive list of “50 Online 
Marketing Influencers to Watch in 
2016.”

With the focus shifting from paid 
advertisements to trusted social 
recommendations, more brands are 
recognizing the power that influenc-
ers wield in shaping the success of 
their content.

Thankfully, approaching influencer 
marketing doesn’t have to be expen-
sive or daunting.

In fact, you can create meaningful 
influencer relationships without 
spending a dime:

1. Create your ideal influencer 
persona based on your buyer per-
sonas. In other words, decide which 
personality type and topic-matter 
experts are central to your target 
audience. Tapinfluence has some 
helpful downloads to help you craft 
your influencer personas. Or you can 
use Hootsuite’s Influencer Strategy 
template.

2. Using that criteria, identify your 
influencers by (1) creating a list 
of the people you yourself respect 
online, (2) using a tool like Follow-
erWonk or BuzzSumo to dig deeper, 

FEATURE

http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://blog.contentmarketer.io/how-to-promote-an-unsexy-article/
http://www.nielsen.com/us/en/press-room/2012/nielsen-global-consumers-trust-in-earned-advertising-grows.html
http://www.mckinsey.com/insights/marketing_sales/a_new_way_to_measure_word-of-mouth_marketing
http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://www.adweek.com/socialtimes/10-reasons-why-influencer-marketing-is-the-next-big-thing/623407
http://blog.tomoson.com/influencer-marketing-study/
http://www.adweek.com/news/advertising-branding/lord-taylor-got-50-instagrammers-wear-same-dress-which-promptly-sold-out-163791
https://twitter.com/jdquey
http://sujanpatel.com/
http://sujanpatel.com/
http://www.leadchat.com/
https://contentmarketer.io/
https://www.import.io/
http://www.thestorytellermarketer.com/influencer-marketing-guide/#social-media
http://www.thestorytellermarketer.com/influencer-marketing-guide/#social-media
http://www.entrepreneur.com/article/253522
http://www.entrepreneur.com/article/253522
http://www.entrepreneur.com/article/253522
http://www.tapinfluence.com/five-critical-worksheets-for-building-an-influencer-marketing-strategy/
https://docs.google.com/spreadsheets/d/1XObszggIVhYaoB1GUOQPFxWmEIgFzm5J-n9d9OLUEL8/edit#gid=0
https://docs.google.com/spreadsheets/d/1XObszggIVhYaoB1GUOQPFxWmEIgFzm5J-n9d9OLUEL8/edit#gid=0
https://moz.com/followerwonk/
https://moz.com/followerwonk/
http://buzzsumo.com/
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or (3) signing up for a service like 
NeoReach, which gives you access to 
thousands of influencers along with 
their public contact information.

3. Track down the top 10-20 
influencers you’ve identified on 
whatever digital platform they’re on 
and connect like a genuine human. The 
emphasis here is on “human.” Follow 
them. Add them to your circles. Sign 
up for their email lists and write them 
back, even if all you get are auto-re-
sponders. Comment on their blog 
posts. Like, share, and favorite their 
posts. And always be sure to tag. 

Lastly, do not ask for something 
right away. Make sure you have 
somewhere between five and ten 
personal contact points before you 
start making requests.

4. Reach out with a simple, val-
ue-for-value request. The template I 
use is pretty simple:

Hi [name],
Outstanding [content] last week on 

[subject]. 
In fact, I shared it everywhere and 

even included my favorite line in a 
post on my own blog: “[Add direct 
quote.]”

I’d love if you could share [title of 
my content] with your own social 
folks ... it’s all about [same subject] 
but focuses on exactly how to [miss-
ing ingredient].

Thanks, 
[Name]

Curation

Just like influencer marketing, 
Google Trends classifies “content cu-
ration” as a bona fide “breakthrough” 
search term.

Not only that, but the wider prac-
tice of digital curation has exploded 
over the last few years. From 
Netflix, to Amazon, to Spotify, to 
ProductHunt, curation is redefining 
the way we look for, consume, and 
ultimately buy content.

The reason is easy to understand.
As the amount of knowledge we as 

a species produce grows exponential-
ly, what people crave isn’t one more 
new source of information, much less 

one more new piece of information.
What we crave are guides.
Earlier, I made the claim that 

content marketing and content 
curation exist for one reason: to solve 
your audience’s problems ... for free. 
So if they both share the same goal, 
what exactly is the difference be-
tween content marketing and content 
curation?

Simply put: content marketing 
is sharing your solutions; content 
curation is sharing other people’s 
solutions.

At first this can seem counterintu-
itive. After all, aren’t most 
of those other people your 
competitors?

Yes. But, as Curata discov-
ered last year, fully half of all 
marketers that curate content 
“indicate that it has increased 
their brand visibility, thought 
leadership, SEO, web traffic 
and buyer engagement.” 
What’s more, curation also 
has bottom-line benefits: “41% of 
marketers that curate content indicate 
that it has increased the number and/
or quality of their sales-ready leads.” 

Those are strong numbers, but the 
real benefit of content curation is 
positioning. Curation sends a strong 
message to your audience that what 
matters to you is solving their prob-
lems, not just making a sale.

Curation also makes you a guide to 
the bewildering world of knowledge 
that now confronts us.

In other words, curation builds 
trust. 

Even more importantly, collecting, 
sharing, and even promoting other 
people’s content is the only way to 
not look like a self-absorbed jerk.

The fundamental challenge is 
finding enough quality content to fill 
your curation pipeline.

Thankfully—due to the nature of 
digital work itself—curation can be 
easy ... as long as you have the right 
system in place. Every day, all across 
your company, people from sales to 
product development to customer 
support are discovering a treasure 
trove of sharable, click-worthy, and 

brand-building content.
Unfortunately, almost all of it goes 

to waste. 
Fixing this disconnect means 

creating a decentralized process 
that invites all the members of your 
organization to collect, filter, and 
publish content.

First, collecting content can be as 
simple as setting up dedicated Trello 
boards for different topics or content 
types and inviting all of the members 
of your team to contribute. 

You could also use a platform like 
memit, which is essentially a robust 

web-clipper similar to Evernote or 
Pocket. What makes memit stand out, 
however, is that everything you or 
your team “memes” to an internally 
shared collection—online resources 
like blog posts, white papers, videos, 
slick decks, webinars, etc.—can also 
be shared externally directly through 
the social media platforms you 
already use. 

Second, both Trello and memit—
unlike direct queuing tools like Buffer 
or Hootsuite—give you room to then 
filter that content. 

Filtering is a vital step that a lot 
of so-called “curators” skip. As 
Doug Kessler, Creative Director 
& Co-founder at Velocity, puts it, 
“curation plays an important part of 
almost any content program. But I 
don’t mean lazy curation: grabbing 
links and throwing them on a page. 
Really filtering for quality and adding 
insight and analysis are critical.”

Third, publishing curated content 
can take many forms: social media 
posts, roundup articles, or an email 
newsletter.

This is precisely where Pressly 
shines.

Content marketing is 
sharing your solutions; 
content curation is 
sharing other people’s 
solutions.

FEATURE

https://neoreach.com/
http://www.curata.com/blog/content-marketing-statistics-the-ultimate-list/
https://trello.com/
http://memit.com/
https://velocitypartners.com/team/doug-kessler/
http://www.pressly.com
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By investing in an online hub where 
every member of your organization 
can collect, filter, and publish content, 
Pressly allows you to build a curation 
center that’s both internally and 
externally focused.

For example, with over sixty 
collaborators, advertising agency 
Cossette uses their hub, “The Find,” 
to share the best from the world of 
“art, culture, technology, and start-
ups.” According to Joe Dee, Cossette’s 
VP of Product and Technology 
Strategy, “it is very easy to curate and 
share [with Pressly]. We can create 
a new hub overnight, add creative 
and positioning, take it to clients and 
say: here’s your one-stop content 
destination.”

With Pressly, your team can post 
both content as well as commentary 
and context, which is vital to estab-
lishing yourself not just as a regurgi-
tator of information, but a genuine 
thought leader. You can even create 
automated email newsletters of your 
most popular or recent collections.

Has everything changed?
Yes ... and no.
2016 has brought with it a host of 

new trends, tools, hacks, and best 
practices; most notably, the vital roles 
that influencer marketing and content 
curation now play in a comprehensive 
content strategy.

But, the foundations remain: goals, 
audience, and empathy.

Don’t be lured in by the headlines. 
And don’t feel compelled to chase 
down every new toy.

Instead, invest where it matters 
most. 

As Seth Godin said, “finding new 
ways, more clever ways to interrupt 
people doesn’t work. Marketing 
that works is marketing that people 
choose to notice.”

Aaron Orendorff is a regular contributor 
at Entrepreneur, Fast Company, Business 
Insider, Success Magazine, Copyblogger, 
MarketingProfs & Unbounce. By night, he's 
busy “saving the world from bad content” 
as a freelancer at iconiContent. By day, he 
teaches communication and philosophy at 
the local college.

Get a free trial

Pressly Hubs. Your Content 
Marketing Secret Weapon

Increase content reach 
and engagement

Drive higher conversions 
and improve website SEO

Save time and reduce costs

FEATURE

http://www.cossette.com
http://thefind.cossette.com/
http://www.sethgodin.com/sg/
http://iconicontent.com/
https://www.pressly.com/content-marketing/
https://www.pressly.com/content-marketing/
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TOOL TIPS

Too Cheap for Photoshop
Create fast, cheap, professional—and 
engaging—graphics with Keynote

www.apple.com/mac/keynote/

Keynote for Mac isn’t just an 
impressive and affordable 
presentation app designed and used 
by Steve Jobs himself. It’s also a 
powerful image creation and design 
tool that can be easily leveraged 

to generate crisp, professional 
graphics quickly for multiple uses, 
including social. For example, 
you can create endlessly varied 
Twitter card templates to showcase 
content (e.g. quotes from speakers, 
presented visually with headshots and 
company logos). Just specify custom 
dimensions for the master slide, 
then design different slide templates 
with text and media placeholders 
where appropriate. Then, when 
you are using the app, select the 
template you want from the slide 
dropdown and export for use in any 
number of supported formats. You 
can have your entire team creating 
graphics at minimal cost and without 
the need for extensive training.

Hey Fellows, Stay Mellow
Manage your editorial calendar with 
Trello

www.trello.com

Planning and scheduling are an es-
sential part of any successful content 
operation. There’s no better free tool 
for managing your editorial workflow 
and posting to social than Trello. Sign 
up for a free account, then create 
an editorial calendar board (Trello 
has a great example) and set up lists 
for each stage of the editorial pro-
cess. Then populate your board with 
individual cards representing each 
piece of content you want to publish.  
These cards are incredibly versatile: 
you can add due dates for each (just 
make sure to enable the Calendar 
power-up in the board’s menu), 
assign users, create related checklists 

Rev Up Your Routine! 6 White-Hot 
Ways to Augment Your Content
Everyone wants to be a Content Casanova, but few have the skills. If you’re looking to work your targeted 
audiences into new heights of frenzied engagement and passionate clicking, check out these tasty tips and 
give your digital tools the love they deserve. 

http://www.apple.com/mac/keynote/
http://www.trello.com
http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/
http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/
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TOOL TIPS

for social, label cards by stage or type, 
attach related documents from your 
computer or Google Drive, and even 
slap a colorful sticker or two for add-
ed emphasis.

 

In no time at all, you’ll have complete 
command of your editorial output. 
(Power tip: You can also adapt Trello 
as a collaborative tool for content 
production during live events.)

Bask While You Multitask
Compartmentalize with Fluid

www.fluidapp.com

If you like Hootsuite, you’ll love Fluid 
for Mac, a budget tool that lets you 
create self-contained homes for any 
website that you can then launch as a 
stand-alone app, visible in your dock 
or pinned to your menu bar. Each app 
is totally separate from your browser 
and won’t override your cookies and 
can be used as a unique browser ded-
icated to the immediate task at hand, 
with separate bookmarks, history and 
social media accounts.

Make a Success of Your 
RSS Mess
Turbocharge curation with custom 
feeds from Google News

news.google.com

There is a world of content out there 
and finding what you need can be 
an onerous challenge. That is, un-
less you utilize the surprising power 
hidden within Google News. Any 
custom Boolean search can not only 

be turned into an email alert, it can 
also be transformed into a unique RSS 
feed that can then be plugged into the 
RSS reader of your choice. 

 

Search for a topic then click the 
“Create an alert” button at the bot-
tom of the page. On the Alerts page 
that follows, click “Show Options” to 
customize how your content will be 
delivered. Most importantly, change 
the delivery option dropdown to “RSS 
feed” and click “Create Alert.” Your 
search will appear in your Alerts list 
with an RSS icon. Right-click it and 
copy the link, then add it to your feed 
reader. Voila! You now have an al-
ways-on supply of exactly the content 
you desire. 

Give Your Visuals Some 
Sizzle
Get stock photos for free

images.google.com

Don’t make me tell you a picture is 
worth a thousand words. But it’s a 
no-brainer that adding visuals will 
give your written content added ap-
peal. If you can’t afford to buy stock 
images from one of the big players 
(e.g. Getty Images, Shutterstock), 

there are tons of free sources out 
there that will do in a pinch. A few we 
like include StockSnap.io, Unsplash, 
and Pixabay. And if you’re pressed 
for time, you can always do a search 
in Google Images. Just make sure to 
select Search Tools > Usage Rights, 
and select Labeled for Reuse. You 
may not get top-tier images worthy 
of an Annie Leibowitz photo shoot, 
but you will get quick access to free, 
unrestricted images that can be used 
right away (or repurposed for a photo 
montage).

Don’t Be Wack
Cut yourself some Slack

www.slack.com

If your team is curating and publish-
ing content together on a platform 
such as Pressly, it can be difficult to 
know what everyone is doing. With 
Slack, you have a fantastic collabora-
tive tool that can notify you when a 
piece of content has been published. 
Once you have a channel set up for 
your content team (#justpostit?), go 
into your Slack settings and activate 
any of the integrations that work for 
your setup. Examples include Twitter, 
RSS or IFTTT, a service that can be 
configured to perform actions based 
on triggers from other online ser-
vices. Once they have been activated, 
you can rely on Slack to alert your 
channel (and teammates) when a 
particular piece of content has been 
posted.

http://www.fluidapp.com
http://news.google.com
http://images.google.com
http://StockSnap.io
http://www.unsplash.com
http://www.pixabay.com
http://www.slack.com
http://www.pressly.com
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OVERSHARE

Say what a doodle do?
I once presented a content strategy 
to a boardroom filled with big shots 
in suits. One page of the presentation 
had a list of our past clients, including 
a prominent four-letter international 
beverage company. As I walked 
the room through the PowerPoint, 
imagine my horror when I noticed 
that my co-worker had misspelled the 
company’s name with a rude term for 
a part of the male anatomy. The icing 
on the cake? She then apologized to 
everyone by explaining that it was in 
her Autocorrect library because she 
types that word so many times in her 
personal life.

—Brian in New York

Not exactly supportive
As a support rep, I’d been having 
endless text chat conversations with 
a particularly needy client. (Let’s 
just say if she could get me to dress 
her in the morning, she would have.) 
In between interminable sessions, I 
shared my negative opinion of this 
person with a close friend of mine 
in another browser window. I don’t 
know if it was karma or just bad luck 

but somehow I ended up copying the 
negative conversation and pasting it 
into a support article I’d been writing 
on our official website for all to see. It 
was only up for an hour but she saw it 
and the damage was done. 

—Desiree in Atlanta

Mistaken identity
A coworker of mine asked me to 
create a custom birthday card for his 
sister with a photograph of her from 
Facebook. In it, she’s sitting smiling 
on a park bench in a sundress with 
her legs crossed and her arms raised 
inspiringly to the sky. I saved it to my 
active photos folder on my desktop, 
said I’d get to it at some point soon, 
and then forgot all about it. A week 
or two later, my co-worker came 
running into my office holding his 
phone out at me looking like he’d 
just been slapped in the face. Turns 
out I’d accidentally mistaken the 
pic for a stock photo and used it in a 
social campaign for one of our media 
clients. The title? “9 Reasons You 
Shouldn’t be Depressed That You’re 
Childless.”

—Angela in Chicago

Falling down
I used to work at a social marketing 
firm representing a health services 
client called Physiotherapy Kinesi-
ology Inc. — or PK for short — that 
wanted to pitch injury recovery 
special offers to the Chinese com-
munity in Hawaii. In the brassy, 
professional campaign we assembled, 
we put our best foot forward — into 
our mouths. Turns out “PK” is also a 
Cantonese profanity (“puk gai”) that 
means “I hope you trip and fall” or 
“epic fail,” so you can imagine how it 
was received. Even worse, our manic 
CEO had insisted pre-launch that we 
write a positive press release extolling 
the campaign’s success, which our 
diligent intern had scheduled on 
Hootsuite and then forgotten to 
remove, mainly because she and the 
rest of us had been fired. Oops.

—Ewan in Honolulu

Crunch time
My coworker hosts conference calls 
on her iPhone. She’s also a big fan 
of trail mix. Most people would 
refrain from snacking while chatting 
because of the loud chewing sounds. 
Not her.  Whenever she filled her 
mouth with nuts, she’d press the mute 
button to mask the noise. It seemed 
to work and we’d often laugh about 
it, until one day when the client 
asked a question and my co-worker 
got flustered. I don’t know if it was 
the sun shining on her phone or just 
a case of the nerves, but her mute/
unmute process got out of sync and 
she started activating mute when we 
were talking, and unmuting while 
she was eating. For the better part of 
a call, until they finally interrupted, 
all the client heard from us was five 
minutes of loud chewing interspersed 
with dead silence.

—Daniel in London

Not everything in your work life is worth posting on LinkedIn, 
right? Gather your wits about you and read with caution these 
horrifying micro-tales of cringe-inducing madness from the 
trenches of content creation.

Share your story! Confidentiality 
is assured but we can't promise 
we won't laugh. Drop us a line at 
hello@pressly.com.

mailto:hello%40pressly.com?subject=Overshare
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