ciarters | DESIGNING CONTENT




After reading this chapter, students should be able to do the following:

A Describe whatcontent marketing is on social media and why it can be beneficial for marketers.

A Understand theisks and challenges involved in social media content marketing and how to mitigate
them.

A Learn how to develop aeffective social media content strategy



CONTENT MARKETING

What is it?

Content marketing is the creation, publishing, and sharing of content with the
aim of building brand reputation, awareness, and affinity.

C\T ALL STARTS WITH CONTENT
& "/.\Q

If you are a brand and want to communicate with your followers, you need to o S
. 3 Sant S0
say something. And thatds where cont Q‘e Waosits ooy

Articles Product descriptions

Videos Ebooks

2. Infographics Digital magazines

In simple terms, content marketing is a form of non -traditional marketing sy

Webinars Research reports

Slideshows Case studies

communications whereby a brand produces or designs content in various a0
forms (e.g., text, images, video, audio) and disseminates that content to
targeted audiences and/or customers. Importantly, content marketing is about

content design and dissemination.



WHAT IS CONTENT
MARKETING?

The Content Marketing Pyramid™

Primary / Secondary Research & Thought Leadership:
Books, eBooks & White Papers

Aif you are a brand and want to
communicate with your
followers, you need to say
At the heart of something And t ha wher e

Sl E TR ES content marketing comes in.
is content.

AYou can, however, have

A ) Short-form Blog Posts &
content marketing that is not 8

(.ontributed Content

in soci al medi e. g.,
advertising seé onso i
LMEEEICEVERNEEEUR  magazines that talk about a g
what marketers particular brand or company Social Media Posts &
refer ISR are an example of nemocial, Curated Content
NENEEEREIIRCE  offline content marketing), but
place on social thatdés not a c for

media.

% Ccurata




Effective Content

Addresses needs Includes explicit Demonstrates you are

Relevant Personalized Educational | e CTAS the solution




Types of Content

Topical Evergreen

Content Content




Topical Content

Specsavers @ £ \
\_ Follow /) v

@Specsavers

For all of you who think #theDress is
#WhiteandGold, come and visit us for an eye

Topical content is content that ties into a moment in taci delialidie

time and as such has a lifespan of relevancy

Around the time of O0The Dress 0 S OCI elinternefdgsiigthe phtover #TheDress
phenomenon, lots of brands and businesses got TR

involved in the online conversation and created
topical content that jumped on the news trend to get

additional exposure 2215 Reveets 809 1kes @ T DO L DO I

¢------- 4:55 AM - 27 Feb 2015



Topical Content

A

Ties into a current event, phenomenon, or
pop culture occurrence. Often driven by
news stories

The best way of describing topical content is
by sayi ng inewssopianaboue of a
somet hing thatodos happened rec

~

| tds the content youodol |l see (¢
around Facebook for a few day
updated news to be shared.

It gives marketers instant exposure, but when
users read it three months down the I ine
useless.

_ roberto_zuniga_2 Are they fr
‘i! dropping soon:

View replies (6;
3- cbain75 Can we know some
more info

0 luis_enriquez_21 When is it
coming out

Qv

151,651 likes



- -
C re atl n g I O p I Cal C O n te nt < (] & google.com/alerts#1:6
i Apps € #1Online Digital D. Social media marke.. @ What's Next-TopT.. #§ Muse:InésdelaFre.. M Massive Listof Top.. [[) Whatis ROAS? The.
Google

Identifying the steps to creating topical content
A Set Google Alerts
A Keep your topical content industry specific

A Dond6t tweet about Gileapingl | s i

There are no recent results for your search query. Below are existing results that

S e rvi Ce :eﬁtch your search query.
A Topical content has ashorter shelf life. e ———
A However topical content can leverage attention for your

business if you are fast enough and smart enough to s oo

have an Oplnion. CirinabisOM‘smeNewTrondy!n%rffloflzin.skxnCra’rc:Hcm/‘sVWhi B
A In short, if you are going to get results from topical et

content you cannot sit on the fence, you have to be for otrre koo pdaa

or against something in a huge way.

A This then attracts a | ot
yourself with journalists
but, you may find that polarizing yourself and your
business in this way causes offence, and if you
cannot handle thaté well just dondot do it

Anatomy of a Cannabis Pla




EVERGREEN CONTENT

How to make

Ores Hit Clocolete

oreo & « Follow

Q oreo & @thewickedsoul had us at
Hot Chocolate, but then she really
had us at OREO Hot Chocolate @

* commandercone Make meatball
Oreo

w 5likes Reply

View replies (2)

@ zacharyjacobus Make meatball
oreo

6 likes Reply

View replies (1)

D 47 W

47,677 views

Evergreen contentiSEO content t hat i s continually releva

Evergreen trees (usually the pine or fir variety) are often used to decorate homes at
Christmas. The evergreen tree is a symbol of perpetual life because they retain their leaves
throughout the seasons, rather than shedding. Like the trees, evergreen content is considere
sustainable and lasting.

To better clarify what kind of writing is
of pieces are specifically not evergreen.

News articles

Statistics or numerical reports that are likely to change and go out of date
Pieces about a specific holiday or season

Articles focused on a current trend or pop culture fad

Latest clothing and fashion trends

Evergreen web content has (virtually) expiration date and ideally will retain its value
overthelongt er m. Anything written about this vy
not evergreen content because it will become obsolete six months from now and many
keywords associated with that topic will end up in the Google graveyard, never to be
searched again.

> > > > >

Common Evergreen Formats

Lists

Top Tips

Il nstructional OHow Tod6 Tutorials
Encyclopedi@squeEntries

Product Reviews

Videos

D> D> D> D


https://www.instagram.com/p/B7v6Mc6HEZ-/

Evergreen Content

UP WE GO APPAREL

Evergreen content:

0 Is relevant and valuable for a prolonged period
e Can drive more traffic and generate more leads

e Can be repurposed into different formats

https://upwegoapparel.weebly.com/blog

10 Ways to Make Your Wardrobe Last a Author
Lifetime Zoe Bautsta s a Pratt

entis
Archives



https://upwegoapparel.weebly.com/blog

———

Creating Eve rgreen Content https://policanteanital80.wixsite.com/mopitup/blbg

Identifying the steps to creating evergreen content

e —
This site was designed with the WIX.com website builder. Create your website today. [  Start Now /1

The first step is choosing timeless topics. Rather than focusing on a p— pres

fleeting trend or something that¢ | € €
focus on your customer 6s needs. \ Ao R LR Y §
time?

A You should rememberthati t s not tomFacelookrande n t
Twittert hat 6s going to be seen daily,
blogs and websites that are hosted by the best web
hosting providers because of the search engine results.

A This evergreen content essentially ends up getting shared three
months down the line on Facebook.

A Not many people want to read topical posts that are news about
somet hing thatos happened three
reading something that is still informative three years down the line,
which evergreen content will likely achieve.

(@]}
—+

A The great bonus of creating evergreen content is that it not
only gets seen months | ater by
advantage of the information ye
repeating itself thanks to new people sharing the content and
linking to the posts.

o]

c LU I1T at ITa v c I Ut t ancih

U|JI
but i tdés going to carry


https://webtegrity.com/our-blog/social-media-marketing/whats-difference-between-facebook-and-twitter/
https://www.bestwebhosting.co.uk/
https://policanteanita180.wixsite.com/mopitup/blog-1
https://policanteanita180.wixsite.com/mopitup/blog-1

WHI CH I S BETTERE EVERGREEN OR TC

.  Disney Weddings @

| Follow

ever after today: 407-566-2313 N ¢ Disney Weddings & ==
© Disney Destinations &’ disneyweddings.com Joined May 2009 in NewYorkandIorontoas the DlsneyFaryTaIeWeddmgs Platinum
aasrolloting, TRLEKFRovrs i e o A - When comparing timely co nt en
H ot |l i ke youore putting a sprint
Toasé Tovseta Siresiios Media Likes not about which types of evergreen content or topical |nfo
: I's good, and wmatterlof mergingb.ad, b
Pinned Tweet
. Y ) A Give yourself the treat of shorterm buzz and longerm
5 We love happily-ever-afters! + Start streaming Disney's Fairy Tale .. . .
Weddings, an Original Series, Feb. 14 on #DisneyPlus! #DisneyWeddings outcome, bOth pr0m|S|ng tO pI'OVIde conversions and hype
s . A-And dondt forget: i f youdre
© Qs O 2 and bringing in followers back to your site, usgical
" Toriderae ienipuena o e content , and If you seek to build up the pillasat give
the sl and i of Dy Prcss chractrs Lex more: ity T you better SEO results and a chance to reach out
ittt 5 .2 to new readers, also use evergreen blog posts.

A Opt for a hybrid model: get the best of both worlds and
include evergreen and seasonal content in your digital
marketing strategy.

A Also, never forget that content, be it evergreen, topical or

L timely, must be promoted properly! Share your content on
: P A social media and even promote it with ads. Most of the
O 1 7 times, itds not enough to ju
. Disney Weddings @ ©@DisneyWeddings - Feb 14 v
P 304.4Kviews A% 4 ANNOUNCING + Disney Fairy Tale Weddings Collection, a bridal-wear

line inspired by the style and spirit of Disney Princess characters. Here's a
first Iook at lhe dress msplred by Bell /eddings Learn more here:
ol 3bCqTEI AllureBridals emn’

From Disney+ [/}
Q 14 7 103 Q 519 &



https://twitter.com/DisneyWeddings/status/1225826561577762818?s=20

Marketers havdive main reasons for focusing much of their content marketing efforts on social media:

WHY IS SOCIAL
MEDIA CONTENT
MARKETING
WORTHWHILE?

w

High level of control over content design : Marketers have a lot of control over content
characteristics and design, that is, the nature of the content itself.

Low cost of content dissemination :Using social media for content marketing can be

relatively inexpensive, because marketers use their own channels to disseminate information
instead of Orentingod6 access to audiences thr
costs of using social media platforms for content dissemination have substantially increased over
the last few years, as Facebook, Twitter, and other platforms have implemented sophisticated
pricing schemes for brands promoting their content.

Increased opportunities for audience interactivity and engagement : Social media
platforms allow for audiences (e.g., customers) to interact and engage with branded content in
an active manner, as opposed to Omerely seei

it is important to design content that would not only be enjoyed and appreciated by consumers,
but would also encourage them to become engaged.

Increased opportunities for content to be virally shared  :The very nature of social media
means people can easily share (e.grepinningon Pinterest or retweeting on Twitter) a single
piece of content, whether it is as basic as a piece of text about a product or something more
vivid like a video promoting the brand.

Increased opportunities for real -time feedback :When an audience is exposed to a piece
of branded content on social media, the marketer usually gets access tmeametrics of

how that content is performing, due to the fapaiced nature of social media and the ability to
track engagement at the content/post level.




Ultimately you want the right people (e.g., target consumers) to see your caftent
posts, tweets, photos, and so @non social media.

So how do you do get noticed? An effective social media content strategy is a plan
for content that focuses on content design and dissemination.

A It needs to have goals and objectives that are in line with (i.e., consistent and
compatible with) your overall social media marketing strategy.

D EVE LO P I N G A Requires constant updating and adjusting as yokeg@erformance numbers

coming in, such as the number of times a post was liked or the number of times a

E F I: E CT I V E tweet was retweeted.

SO C IL 1. Berelevant to the audience .Every post must be relevant to the audience.You need
to know who your audience is and the types of content to which they respond

positively.

M E D IA 2. Berelevant to the brand . People follow your brand on social media because they are

interested in the brand and want to stay informed and connected to the brand.

CO N T E N T Therefore, they expect content from the brand to be related to the brand. Posts that

are, at best, tangentialif not completely irrelevarit do not work and are a waste of
money.

3. Do not overtly sell or advertise. Marketers are often tempted to design social media
content | ike they design ads or promojti ona
research shows, can create a backlash effect from your audience. People come to social
media sites to socialize and to get i|fnform
overtly persuasive messages or encouraging people to come to your site to make a
purchase. By all means, inform your customers about a new product or an upcoming deal
or offer, but dondét push too hard on |soci al
promoti onal messaging is okay, as | onjg as I
other highquality and relevant content.

4. Beuseful andinformatve . Research has shown branjdsd s
content that tells them something new and interesting. Being helpful by informing
customers is a great way to use social media.




Celebrate 50 Years of
Shamrock Shake®

It's the luckiest Shamrock Season yet, with our
creamy, classic Shamrock Shake and the new
OREO® Shamrock McFlurry® available at
participating McDonald’s nationwide. Get one

before they're gone!
OREO Is a trademark of Mondeléz International group, used undet license.
Avalable for a limited time only.

@ McDonald's @ @McDonalds - Feb 1 v
=

| 'ﬁ; my
McNuggets
in honey

We know you care about the food you eat.

Iike 100% beef , fillers or additives. crisp,
quality apples la and Pink Lady. s d our

Q 253 0 171 O 15K 2 Supplier Stories Meet Our Food Experts
@ Mc.DonaId'sO @Mc.DonaId's . Jan.31 v '_‘mm i
Chicken McNuggets dipped in ___is the ONLY way to eat them! ——t
Honey 14.2%
Sweet 'N Sour 33.7%
Ranch 17.2%

6,964 votes - Final results

O 401 0 61 Q 573

A Variety of Choices. All Quality. Happy Meal® Nutrition

>

you d balanced, you'll enjoy i

tvuﬁ-'_ﬂ  eambo



GOOD NEWS | S YOUOVE ALREADY BEG

A Understand your Audience
A ldentify and create Personas

A Conducted a Social Media Audit
A Listening tricks

A SWOT Analysis

A Competitive advantage

A Determine KPIs and Goals
A  SMART Goals

Establish a Brand Tone and Voice
A Brand story (WHY?)




20 Creative Ways to Share Your Content
on Social Media

E 2N\

Turn a blog postintoa  Create a how-to video
video

Xy oy

Post 360 photos or Attach a GIF

videos

m

Use charts or graphs Share relevant, helpful
infographic

5 N

Organize a social
contest

Poll your audience

’

Pull a meaningful quote Create a list in the
from a blog post caption

Curate user-generated
content

o

v\
1"

Partner with another
brand

Ask a question or for
help

&)

Add emojis or symbols

Interview someone (live)

Use a self-explanatory
image

~
& |

Do a social swap

=
34

Pull an interesting stats
from a blog post

Share or retweet your
followers’ posts

SOCIAL
MEDIA

CONTENT



TO oDO-LIST

|dentify content you can easily produce

Think systematically about content

|dentify buyer personas and keyword themes
Produce your own content on schedule

Bl og, bl og, bl og: Youodv
Curate other peopl eds c
Encourage user generated content

Engagement & Interactivity

Remember t he o0t hdbmeddioice f

Always have a content marketing plan

List of Content Formats

. © How-to's

- ® Content Curation
| @ Case Studies

. @ Charts/Graphs

- ® fhaoks

. © [mail Newsletters / Autoresponders
. @ Cartoons/ lllustrations
- & Book Summaries

. €9 Tool Reviews

(D Giveaways

@ s

| @ 0&ASession

. O Wehinar

- @ Guides

| € Dictionary

. @ "Dayin the Life of " Post
. @ Infographics

- @ Interview

@ Lists

. © Mind Maps

. €@ Meme

Online Game

@ Helpful Apmlcatlun/Tool
&) Opinion Post

@ White Papers

@ Voo

Videos

Templates

® Surveys
™ Slideshares

© Resources

@ Quotes
Q@ Quizzes

@ Polis
@ Podcasts

€O Pinhoards

Photo Collage
@ Original Research
Press releases
Photos

@) Predictions -
@ User Generated Content
& Company News '




1. IDENTIFY
CONTENT YOU

CAN EASILY
PRODUCE

Take www.Instagram.com/rei
A Find someone who is good at:

A Taking photos and videos & REI staffers take brilliant photos of the
outdoors, and photos that feature their products

A Writing 0 Staffers write with passion about the environment, and how
fun it is to be outdoors

A Motivate others to participate . REIl is always encouraging UGC
(user generated content) as its customers upload videos and stories
about the outdoors. #ptoutside

A Content in action www.facebook.com/REI/

Find freedom on the water

There's something special about seeing the world from the water and we carry a
wide variety of kayaks (and paddle boards) so you can find the perfect fit to float
your active lifestyle.

Shop all kayaks




YOU, TOO, CAN
CREATE
CONTENT

Remember : You are not
faster than the bear; just faster than your buddy.

You and your company are experts in your
products/services.

Take out your iPhone and take pictures and write
about it.

Share your knowledge and your passion. Becomg
helpful expert to your customers.



A What type of content is going to be easy for you to produce?

A If you are a pizza company, take out the iPhone and snap a photo of happy
customers enjoying a birthday celebration

If you are a wedding planner, shoot a quick video of the bride and groom

A If you are a CPA, write a short blog post about upcoming changes to the
TAKE AN federal tax code and how they impact married couples.
INVENTO RY OF A If you love quotes go tdttps:/pablo.buffer.condnd put a quote directly on
YOUR OWN AND your photo
YO U R A Create beautiful infographics wittitps://www.easel.ly/

COMPANYO S
SET

VISIT
SCOTLAND

KIDOPINIONS | =



https://pablo.buffer.com/
https://www.easel.ly/

®
so%™

Successful group brainstorming
requires:

Trust & Sharing what might be a crazy idea is scary for

adults ) é
Equal footing dever yoneds t houghts are eq ’
important. 4 ‘ < p(
Encouragement & maintain trust by offering words of =

encouragement in response

Respectdpay attention to everyoneds ideas to maintain
trust and encouragement

Laughter & good ideas come from silly ideas, more often
than you might think.

BRAINSTORM IN GROUPS




BRAINSTORM MIND MAPPING: IKEA

Oni pens forutvad
you us L
*

winced
dwcownds ———cem !

|
— (AR — c.vsTOMER

‘YAC“(

SEEREETRT WATE SEE SRS .

A mind map is a diagram used to visually
organize information.

A mind map is often created around a
single concept, drawn as an image in the
center of a blank landscape page, to which
associated representations of ideas such as
Images, words and parts of words are
added.

Major ideas are connected directly to the
central concept, and other ideas branch
out from those.



CONTENT MINDMAPS
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WHERE TO FIND
CONTENT

A Monitor your own brand
content. What do customers
seem to like hearing, reading,
commenting on.

A Do more of the same.
A Stalk your competition

A What content seems to get
them shares, likes, comments,
reposts

#airbnb

3,499,652 posts

Jo




REI PRESENT8OUTUBECHANNEL 0
LOOK AT THE COMMENTS FOR MORE IDEAS ABOUT CONTENT

hitps://www.youtube.com/watch?v=€E50QcYe Xkd watch this one



https://www.youtube.com/watch?v=c5-CSQcYeXk

—d

2. THINK e
SYSTEMATICALLY %-Loonq F%Srtri Articles
ABOUT CONTENT P

What kind of content do
people generally want?

What kind of content gets
shared?

What do you want your
target to do as a result of
reading or watching your
content?

Most commonly shared

items on social media are:

3.0riginal Research
4.Video
5.Infographics
6.lmages

7.Case Studies
8.White Papers/Reports
9.Ebooks
10.Presentations

11 Webinars

12 Quizzes and Polls
13.Podcasts

14 Checklists

15 Email Newsletters

reviews

“
... Checking your ‘9((
Facebook page and G}‘
reading customer e
s



https://optinmonster.com/types-of-content-formats/#formats1
https://optinmonster.com/types-of-content-formats/#formats2
https://optinmonster.com/types-of-content-formats/#formats3
https://optinmonster.com/types-of-content-formats/#formats4
https://optinmonster.com/types-of-content-formats/#formats5
https://optinmonster.com/types-of-content-formats/#formats6
https://optinmonster.com/types-of-content-formats/#formats7
https://optinmonster.com/types-of-content-formats/#formats8
https://optinmonster.com/types-of-content-formats/#formats9
https://optinmonster.com/types-of-content-formats/#formats10
https://optinmonster.com/types-of-content-formats/#formats11
https://optinmonster.com/types-of-content-formats/#formats12
https://optinmonster.com/types-of-content-formats/#formats13
https://optinmonster.com/types-of-content-formats/#formats14
https://optinmonster.com/types-of-content-formats/#formats15

Increase fans/followers on social media channels
Increase website/blog traffic from social media

DEFINE YOUR
GOALS AND
KPIS

Number of fans/followers
Number of visits to the website/blog from SMM

<C} Higher interaction with community

N\ Number of comments/shares

Increase number of
conversions on social media

# of
conversions

from SMM

The KPIs
You Need For
Your Social
Media Analytics

S0 00 000D OO OOPOOEDLES PSS




3. IDENTIFY BUYER PERSONA AND KEYWORD THEMES

MILLENNIAL MOM Alf you dondt produce con
to read or engage with, they will leave.

A Dondt be boring.

Habin ool Habbies

- b g+ i

e Tty it g ks

A Brainstorm the buyer personas and keyword
themes that customers care about, and the type of
content that theyoll b e
engaging. (last REI example)




Palo Alto Pizza Restaurant Personas

The Hungry Worker Bee . This is a man, aged-3b,
who works in downtown Palo Alto, and is looking for a
quick bite to eat. He likes pizza and is value conscious
plus timesensitive

The Office Manager . She works in a nearby office

and is charged with ordering the catering for office
meetings. Sheds I ntereste
to get and fits within her catering budget

The Busy Mom or Dad. This person has a few young
kids and lives close to Palo Alto. They are looking for
either quick pizza delivery for a Thursday night, or a
venue for their kiddos Dbirt



Types of Content/Themes They Might be interested In

O«

(@

(@

Worker Bee i interested in learning about coupons, discounts, and special offers of
the Apizza of the dayo

3 Generate coupon codes

3 Short Tweets about a fApizza of the dayo

3 Buy one pizza, get a free drink offer

Office Manager 1 interested in blog posts about how to throw better office parties
3 Catering ideas for weekly sales meeting
3 Working meetings serving lunch
Busy Mom or Dad i Want to view and share photos of their kids having a blast on
birthday night at the pizza restaurant.
3z Kids party ideas
3 Picky Pizza Eater choices



THINK LIKE A CUSTOMER
CREATE AN EMPATHY MAP

Focus on what your audience cares about, not what you care about.
This is the best way to capture and keep their attention
Empathy Map
What is this person thinking about every day?
What are they feeling?
What are they hearing (from friends, colleagues, the media)?
What are they seeing (media, events, posts)?
What are they talking about (to friends, family, colleagues)?
What are they doing with their days, evenings, weekends?

Answer these questions as they relate to your persona, not your
topic.

What does he
HEAR?

Who deo his friends, family, and other
influencers say that affect his thinking?
Where does he go for information?

What does he
AND FEEL?

What really matters to him?
What occupies his thoughts?
What are his worries and aspirations?

What does he
SEE?
How is he influenced by his environment?

What competitors is he seeing?
What does he observe his friends doing?

What does he
SAY AND DO?

What is his attitude toward others?
What does he do in public?

PAIN

What are his fears, frustrations, and obstacles?

GAIN
What is he hoping to accomplish?
What does success look like?




Think and Feel They dream of being part of an important sport event like a marathon. Their main ambition is to be
healthy. They feel frustrated when they can’t finish a training or when they have to eat unhealthy
food For several days.

They are motivated by music, fresh air, keeping track of their sessions and people. They love to
belong to a group where they can share their experiences and worries.

They give a lot of importance to all the sports equipment like
They mainly use Instagram sportswear or sports machines because they know that is crucial
and Youtube. And to a to have a good equipment if you want to avoid injures and practice

lesser extent, they use sports well. They are very competitive.
Twitter and Pinterest.

They follow the famous
influencers in sports and
healthy lives.

Most of them have sedentary jobs and this

is one of the reasons why they care so much
about sports and healthy food.

They see all the time on tv people who suffer
some illness because of their sedentary life.
And also, they hear all the time all the advice
of having a healthy life and a balance.

They prefer to follow and see the influencers
and the gurus of this topic than seeing tv
programs because they rely more on the
influencers than on tv.

Sometimes they copy some routines or some strategy of
these influencers.
They learn about sports and food mainly on the Internet.

They are very active in forums or groups where they talk

about sports and healthy food but they also look for

groups in their city. They are very sociable.

Say and Do
Most of them go to the gym and y
there they have friends with the

. They have a positive attitude. They are always setting goals
same interests.

for themselves and they keep a record of their results.
In their spare time, they practice sports.

They talk about sport and food trends. How to be healthier or which technique is better to avoid
injures in sports.
They use APPs like Runtastic or activity bracelets.

Gain Pain

They meassure the success with APPs or gadgets that meassure the They are frustrated when they are injured or when they can't finish a
activity. training for one reason or another. They are also frustrated when they
They always have goals, especially sporty goals like for example: don't have comfortable clothes, maybe because they are not well made
Completing a marathon or making “X" push-ups each day. or because they have a strange fabric that it's not good for sports.

Empathy Map for an Outdoor Fitness App:
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Include Keywords in your Conent

Think and Feel
Hear

Say & Do

See

Pain

Gain
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Ideation Worksheet

Potential Topic Motivation Audience

What does PPC have to Explain how our services Companies wanting to
do with SEQ? support each other. do integrated marketin

[}

VETTING & PRIORTIZING

A Whether the topics come from your brainstorm or your online
research, you need to develop them

1. Evaluate your list

Throw out ideas that are too off the wall

Cross reference with any resear

Prioritization Worksheet

Evaluation

2
3. Look for similar ideas and choose one
4
S

Add your potential topics to a worksheet and for each topic ask
yourself why you want to create content about it and who cares

Toplc Criteria To Business To Audience

“What does PPC have to Relevant 2

do with SEO?” . .
Timely 0 1. I'f you candot Aatosswwer the question

Unique Now that you have vetted ideas from the worksheet, its time to figure
Ease of creating out which ones to pursue.

Totals




PRIORITIZATION WORKSHEET

Now you have a list of ideas that are not only
good, but are valuable to your audience and
support your business goals.

As you create content, remember that form
follows function, or format follows story.

Dondt decide to make
with a message for it.

Choose your formatd text, audio, video, image
based on the story you are trying to tell.

a

Prioritization Worksheet

Topic

Criteria

Evaluation

To Business  To Audience

Relevant

Timely

Unique

Ease of creating

Totals

Relevant

Timely

Unique

Ease of creating

Totals

Relevant

Timely

Unique

Ease of creating

Totals




10 KILLER CONTENT IDEAS TO

POST ON-SOCIAL MEDIA
- 4. PRODUCE YOUR OWN CONTENT ON

1. REMIND PEOPLE WHO YOU ARE, HOW YOU GOT STARTED 38, POST A WEDNESDAY WISDOM3
2.60 BEHIND THE SCENES 39.POST A THROWBACK THURSDAY

3. SHARE A PERSONAL STORY 40.POST A FLASHBACK FRIDAY
4. TELL PEOPLE WHAT YOU SELL 41. SHARE A SHORT VIDEO CLIP (YOURS OR ONE YOU LIKE)
5. SHARE A JOKE (GRAPHICS OR TEXT) 42. SHARE A PODCAST EPISODE YOU LOVE
6. SHARE A QUOTE (GRAPHICS OR TEXT) 43, SHARE A YOUTUBE VIDEO YOU LOVE
7.HOST AN #AMA (ASK ME ANYTHING) 44.POST SOME INTERESTING STATS OR DATA ABOUT YOUR  §
8. POST AHOW TO OR TUTORIAL INDUSTRY
9. ASK A QUESTION 45. SHARE YOUR FAVORITE RESOURCES (APPS, WEBSITES,
10. HOST A POLL BLOGS)
11. SHARE YOUR FAVORITE BOOK 46. SHARE A WIN OR SUCCESS B .
A MENG E HRRE A Now that your buyer personas and keyword themes in hand, you
et e R 1\ W s ol e can return to your listof content hat 6 s ate groddctoand
| P —— look for opportunities.
17. REMIND PEOPLE TOBUYA YOUR PRODUCTS OR SERVICES OR SERVICES
18. SHARE A QUICK TIP 52. LET YOUR EMPLOYEE TAKE OVER FOR A DAY . ~ .
1 SHUEDOISRVEVS ADYOR GO 55 A SOEDESNG YARLOT A Youwanttomarrycont ent t hat 0s withacengentt o pr
20. 60 LIVE (LIVE VIDEQS PERFORM AMAZINGLY WELL) 54, POST A DISCOUNT OR A SPECIAL OFFER
ol . Lo that your customers want.
23. SHARE ANY PRESS OR PR FEATURES YOU HAVE OR SERVICE ) ) ) )
i puenabpmlouiogty . A The Busy Mom or Dad. This person has a few young kids and lives close
| el L to Palo Alto. They are looking for either quick pizza delivery for a Thursday
| el e D A night, or a venue for their kidds b
_’; 29, LET SOMEONE GUEST POST OR TAKEOVER YOUR PROFILE 63. SHARE A TWEET YOU LIKE ) ] ) )
W o e i e A Palo Alto Pizza Restaurant would realize that customers like to see and share
T e e e photos of themselves and they friends having a good time at the restaurant,
e e especially pictures of family events such as birthdays.
36. POST MOTIVATIONAL MONDAY 70. ASK YOUR AUDIENCE HOW THEY FOUND YOU

37.POST A TUESDAY TIP







PALO ALTO PIZZA

e Birthday Customers. Identity customers who are coming to the restaurant to
celebrate a birthday. For example, have each waiter or waitress ask customers,

“Is anyone celebrating a birthday today?” It so, ask if you can take a picture of
their birthday party and share it to the company Facebook page. Get their emails
and email them an alert that their party has been “shaced” (Decanse they will likely

then reshare it with their friends and photos). . P
) 3 ,QBll'ﬂnl.\\'P‘\l'f '
¢ Incentivize. Many restaurants already give the birthday customer a tree dessexst 8 - l ‘(.I““(,S
such as an ice cream sundae or b10W111e. Make sure that your restaurant has some - - ~ =
meentive for customers who are celebrating a birthday to identify themselves.
For example, “Check in on Facebook™ and be entered to win a free pizza on
your birthday! \ e
¢ Photo. Take the photo. When the waiter or waitress brings out the birthday
dessert, make sure that they have a mobile phone handy and ask the customers
for consent to take a celebratory photo. Be on the lookout for other customer
photo opportunities such as anniversaries, holidays like Valentine’s Day or Cinco
De Mayo, gatherings of friends, or even that group of business customers on a
quick lunch.

¢ Remind. Get the email address, if possible, of one or all of the customers, or ;
leave a card with the check that says “Check our Facebook Page and Instagram e - 4 s w  prieblaa | o0 gy

(225-4488) (*

Page” for our birthday photos and birthday photo contest.

¢ Promote. Make sure that vou have something like a “biuthday photo contest”

on Facebook or Instagram, whereby you upload the “birthday photos of the
week” and then customers can vote by clicking the “like” button. The photo with

the most “likes,” wins, and its recipients can get a free pizzal
> s P ge P
g



BEFORE YOU DEVELOP A SOCIAL CALENDAR, REMIND YOURSE

OF YOUR KPI 0S

Increase brand awareness.
Drive more traffic to your website.
Generate sales leads.

Convert more leads into customers.

> > >y D> D

Improve retention and drive upsell.



INCREASE BRAND AWARENESS

1. Increase brand awareness
Focus on content that will catch the attentionot@of peopl e. Think about content thatdos highl:~

Content marketing strategy:  Createbranded contenthat people will love and want to share.

Types of content:

SlideShare decks about a particular topic within your industry

Co-branded content (ebooks, webinars, etc.) created in partnership with another organization in your industry
Funnyvideos

Ask yourself:

Does the content reflect our companyissionand values?

Is our content noteworthy enough to draw attention to our brand and get people to share it?

KPIs for this goal:

Social shares

Views and shares from partnership audiences


http://contentmarketinginstitute.com/2014/09/take-brand-out-branded-content/
http://contentmarketinginstitute.com/2015/04/video-optimization-promotion/
http://contentmarketinginstitute.com/2012/10/content-marketing-mission-statement-2/

DRIVE MORE TRAFFIC

Content marketing strategy: Create content that drives readers to your website.

Types of content:

Blog posts with calls to action, such as downloading a piece of content from a landing page

Social media posts that link to your site or blog

Outbrain or Taboola campaigns, which promote your blog content on other sites

Ask yourself:

Are we optimizing our content to drive readers to our website? How can we integrate this step as a natural part of thetemrisamption experience?

Are page view metrics a weak measurement? If so, what othetionship metricw i | | give us a better view into our

KPIs for this goal:

Number of blog visits per month
Percentage of returning readers

Total number of website visits per month
Engaged time on site

Conversion rates for callo-action content


http://www.swordandthescript.com/2015/03/measure-content-marketing/

GENERATE SALES LEADS

Content marketing strategy: = Compile valuable content offers and gate them with a lead generation form.

Types of content:

Capture Email address

Checklists

Tools and resources (i.e., a poesigned spreadsheet or sliddeck template)

Ask yourself:

| s the content weoOre creating valuable enough that viewer
How can we provide and communicate more value for each content piece to increase conversion rates?

KPIs for this goal:

Number of leads generated from each piece of content

Landingpage conversion rates



Content marketing strategy:  Create content that educates your leads about the company and its products or
services.

Types of content:
Case studies

Product demonstratiorvideos
Attention-catching graphider retargeting campaigns

Infographice ompari ng your customersodo success rates with tho:
Ask yourself:

Does my sales team feel equipped witle content they need in order to win deés

Does the content genuinely help educate leads with valuable information apalshpush a sale?

KPIs for this goal:

Leadto-customerconversion rate for each nurturing campaign or piece of content delivered
Average time to close for new customers


http://contentmarketinginstitute.com/2015/05/case-study-writing/
http://contentmarketinginstitute.com/2015/05/checklist-video-podcast-infographic/
http://contentmarketinginstitute.com/2015/04/real-world-analysis-images/
http://contentmarketinginstitute.com/2015/03/feldman-infographic-ideas/
http://blog.hubspot.com/sales/weakest-link-sales-process-how-content-can-fix

IMPROVE RETENTION

Content marketing strategy:  Delight yourcustomers with relevant, valuable contdhat educates and keeps them informed.
Types of content:

Customerblogwith posts on the latest industry trends

Video tutorials for new product releases

Free, exclusive-books and webinars for customers

Exclusive deals

Ask yourself:

Do we make our customers feel special? Do we go above and beyond to give them what they need?
Do our customers feel welinformed about product updates, company news, and our tools?

KPIs for this goal:

Retention rate (or churn)

Revenue from upsell

Percentage of repeat customers


http://contentmarketinginstitute.com/2015/06/stop-content-think-resources/
http://contentmarketinginstitute.com/2015/05/learn-popular-blogs/

30 DAY

SHARE A
POST BLOG
POST

SHARE A FILL
IN THE BLANK
POST

PROMOTE A
FREE
DOWNLOAD
THAT YOU
OFFER

RECOMMEND
A FAVORITE
PRODUCT

SHARE AN
INSPIRATIONAL
STORY OF
PERSERVERANCE

POST A
SHOCKING
STATISTIC IN
YOUR
INDUSTRY

INSPIRATIONAL
QUOTE

CLIENT
TESTIMONIAL/
FEEDBACK

ASK A
QUESTION

SHARE ONE OF
YOUR FAVORITE
WEBSITES OR
BLOGS

POST A PIC OF
YOUR
WORKSPACE

SHARE A
MOTIVATIONAL
QUOTE

A BEHIND THE
SCENES/DAY IN
THE LIFE PHOTO

A PICTURE OF
A PRODUCT
THAT YOU
OFFER

SHARE A
FAVORITE
RESOURCE OR
TOOL YOU USE

TAG A FRIEND
OR SOMEONE
THAT YOU
ADMIRE

SHARE A GUEST
POST YOU'VE
WRITTEN

POST A
SELFIE/PICTURE
OF YOU
WORKING

OFFER A
QUICK TIP

SHARE A
CANDID
PHOTO OF
YOU OR YOUR
TEAM

A SHORT
VIDEO CLIP

SHARE A
SERVICE OR
PRODUCT THAT
YOU OFFER

POST A QUOTE
BY ONE OF
YOUR HEROS

SHARE A
FUNNY MEME
OR PHOTO

CALENDAR FOR BRANDING
YOUR SOCIAL MEDIA

SHARE ONE OF
YOUR FAVORITE
BOOKS

POST A
“SNEAK PEEK"
OR TEASER
CONTENT

HIGHLIGHT
A BENEFICIAL
BLOG POST
FROM SOMEONE
ELSE

INVITE YOUR
COMMUNITY
SIGN UP FOR
YOUR
NEWSLETTER

OFFER A
DISCOUNT OR
PROMO CODE

POST A READY
FOR THE
WEEKEND
IMAGE

MEMES QUESTION OF | QUICK TIPS TUTORIALS BRANDED
qu;:dm doesn't THE DAY sﬂﬁﬂ . ﬁ:‘: ;;f:r m::"_lws . "d,;ﬁ"’ rials GRAPHICS
me? gett t! o
Bonuspontsifics Ao folonens | S getsometningdone | G5uel a6EEaIg
",‘mr“ to your niche, blog/biz. advice for watermark
e vt | o ot o s
are my life.) something fun.

QUOTES VIDEQS ANNOUNCE- YOUR BLOG CONTESTS/
Written out quotes or | GIFs, funny videos, MENTS POSTS GAMES
graphics with quotes | inspirational videos,
on t'm{lafg:u crc:am etc. m:r&mlrb?ul gﬂ}"ﬂ;ﬂﬁ; o g::':]::.np::::mw
ﬂ Tk youl the biz owner (you!) muedia strategy—your | contests, challenges,

terma own blog posts! etcs,
CURATED DISCOUNTS INFO- LISTICLES NON-BLOG
CONTENT Discounts/offers on GRAPHICS Fun listicles frorm PROMOS
products/services that Buzzfeed or .
Helpful links fram Ind -related i webi . T
mhe"?im';gim ang | Youoffer i:hl;sr::hrrc: informational ones | -8 T 8 ;:f.fre
reputable sources warking on
HOMEWORK CURRENT BEHIND-THE- | ENCOURAGE- | SOCIAL-ONLY
ASSIGNMENT EVENTS SCENES MENT PROMOS
Offer up a homework | Celebrating holidays Images of your Waords of Discounts/offers on
asslgnment to help and ather current workspace, projects in | encouragement for your productsfservices
out your followers events the works, etc. your followers that are only for your
social media followers
CALLS TO READER GIVEAWAYS PRODUCTS/ | PERSONALITY
ACTION SURVEYS Give avay prizes in SERVICES Include a bit of
. hal for likes/ . I ial
Goromropn | ool nputon. ||t | bysnanes e
newsletter, read your you're offering quips
mew blog post, or buy
your newest product/
service
FREEBIES VIRTUAL LONGER INSPIRATION TIME-
Incentives for your EVENTS ANECDOTES inspiration for yourself SENSITIVE
soclal medla followers |y inars, Twitter Stories. langer tips. and your followers OFFERS
chats, and other and other longer Discounts/offers that

online goings-on

status updates

your fol lowers have to
use by a certain date
before they expire

30-DAY SOCIAL MEDIA CALENDARIII
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I 30 Day Social Media Posting Calendar

INSPIRATION DEALS QUESTION OF THE RELEVANT CURRENT EVENTS | SWEEPSTAKES
DAY CONTENT
Post inspiring images, | Offer imely deals for Humanize your brand | Give your followers
quotes. and sayings your business around | Ask your foliowers for | Link 10 articles from by postng about the abiity to win
Consider using current events and their opinions on ther | reputable sources and | current events, something by running
hashtags such as holidays. industry, your industry, | relevant bloggers holiday's, eic a contest of
sMondayMotivation of just something fun. sweepstakes,
YOUR BLOG INFO-GRAPHICS INSIDE LOOK PRODUCTS & CROSS PROMOTE POSITIVE
POSTS SERVICES REVIEWS
Informative, Image- Give a peek inside Does one of your
Link to your newes! Griven graphics your business with an | Post about the other social networks | Highlight any positive
blog posts each time | refating 10 your image of your products and services | need love? Promote & | reviews and
you og an entry nousiry workspace of project. | you offer on the others! testimonials written
about your busingss.
GIVEAWAYS LIFE HACKS GAMES / PUZZLES EVENTS MEMES CALLS TO ACTION
Give away prizes n Got atme-saving tip | Post a caption this Post about your digital | Look up and share Ask your followers 10
exchange for likes, ondne or ife tp? photo challenge, events - like webinars, | memes - especially f | sign up for your email
follows, and Share it with your rddies, and other fun, | and in-person they relate 10 your list, check out new
engagement followers! engaging games happenings. ndustry. products. and more!
ANNOUNCEMENTS TUTORIALS HASHTAG GIFS & VIDEO BRANDED ENCOURAGEMENT
TRENDS GRAPHICS
Post about new Provide educational Share funny or Sometimes everyone
lsunches, news, and | futorials 10 Nep yYOUr | Fing and leverage the | inspirational videos Create visualy neecs a itie boost
updates about you followers achieve ther | |atest hashtags ke and animated GiF's. | appealing imagery Encourage your
and your business goals #ThursdayThought with your brand on it, | 1ollowors!
and #Followfriday
SURVEYS SHARE A STORY HOLIDAYS IN THE NEWS INFLUENCERS RE-USE OLDER
CONTENT
Ask for input about Sometimes a personal | Did you know that Share news coverage | Did someane in your
your business, o retokd story is too there's iterally about your business or | industry make o big Beooal any content
industry, and mor good not fo share. holiday every single industry. announcement? Share | that you used in
day of the year? [ morths past.




= SOCIAL MEDIA CONTENT IDEAS TO —

CONTENT CALENDAR
IDEAS FOR YOUR

SOCIAUMEDIACALENDAR

e

BREAKING NEWS
RELATED TO ""'?gSUTCT

INDUSTRY 99  ESTIMONIAL QUOTE [Ea] SHARE AN EYE CATCHING PHOTD

INSPIRATIONAL

QUOTE GO LIVE

INDUSTRIAL SHARE A

HOLIDAY POST ARTICLE TIP / TRICK

1 A DAY IN THE LIFE POST

BEHIND THE SHARE AN

SCENE INTERESTING
PHOTO / VIDEO
STAT SHARE AN INTERESTING STATISTIC

ASK A i i

RECOMMENDATE :
QUESTION TO TOoOL / QUICK VIDEO w{sil_lrl:“mrqum:‘:u"

YOUR CUSTOMER SERVICE TRAINING
- m LONG POST OR STORY 'fj.' RECOMMEND A HELPFUL TOOL

ANSWER s )
Cgf,g‘:#g':;s BLOG POST < Ll

CONTEST /
GIVEAWAY

>

[&] SHAREAFAN PHOTO

UPCOMING | & 1N (
SERVICE / ‘ Y — iy ANICYMI (N CASE YOU MISSED 1)

PRODUCT | POSTT0 AN OLD BLOG POST

@ BEHIND THE SCENES PHOTO
3 T a
o o
BN @ mawcvouk mns a0




Every holiday to help with
content creation!




