How to Convince Your Boss to
Invest in Content Marketing

Arnie Kuenn, CEO, Vertical Measures
@ArnieK #CMCa2z
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About Your Presenter

CONTENT
MARKETING
WORKS

@ArnieK
#CMCa?2z

Vertical Measures is a 50 person PPC &
content marketing agency in Phoenix, AZ
Instructor for the Content Marketing Institute
& Online Marketing Institute

Columnist for MarketingLand, Chief Content
Officer & LinkedIn

Co-authored the brand new content
marketing book: Content Marketing Works
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#1 Content Shock: There Is No Sense In @arnieK

#CMCa2z

Creating All This Content, It's All Been Said
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@ArnieK

#2 You Need A Full Blown Content Strategy #CMCa2z
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#4 You Don't Have A Plan For On-boarding Py
New Content
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@ArnieK

#5 You Believe: If You Build It, They Will Come

THE BEST PLACE TO HIDE A DEAD BODY IS

PAGE 2 OF GO''GLE SEARCH RESULTS.




@ArnieK

Most Common Problems We Find? #COMCa2z

1.Unintentional duplicate content

2.Bad backlinks

3.Bad and duplicate title tags

4.Bad and duplicate meta descriptions

5.Poorly optimized images and videos
6.Page-load time

/.Poor or thin content

8.Blocked pages or entire site (indexability issues)
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#6 Not Prepared To Measure What Matters
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@ArnieK
#CMCa2z

#7 Don’t Involve Critical Departments And
Teams (Like Sales, IT, SEO, CEOQO, etc.)
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@ArnieK

#8 You Need To Be Awesome At Storytelling e




@ArnieK

#9 It's Always About Long-Form Content e
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@ArnieK

#10 Waiting Until It Is Perfect #CMCa2z

‘Vaiting for perfect
1S never as smart

\ as making progre# ,

-Seth Godin
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@ArnieK
#CMCa2z

After 2,000+ students in our content
marketing workshops, the most
common thing we hear afterwards...
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Bonus #11: You Pitch Your Executives On

@ArnieK
_ ) : #CMCa2z
Content Marketing & Social Media
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@ArnieK
#CMCa2z

“l really think we should be
doing more social media...”

(said by no one that ever got buy-in)
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@ArnieK
#CMCa2z

“l really think we should
be blogging...”

(said by no one that ever got buy-in)
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@ArnieK
#CMCa2z

“I really think we should be
doing content marketing...”

(said by no one that ever got buy-in)
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Instead Talk to Management About: #CMCa2z

Listening to What Customers are Telling You
Helping Your Prospects Make a Decision

Teaching or Training your Customers

Building a Learning Center

Communicating on a Regular Basis

Creating Content People are Actually Searching for!
Building your List of Interested Prospects
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Educate Them #CMCa2z

U.S. Total Media Ad Spending, 2008-2018

Digital ad spending is expected to surpass TV in 2018. Digital
$80 billion o
Forecast ===
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@ArnieK

What is Content Marketing? #oMCazz

e Content marketing is the art of
providing relevant, useful content
to your customers without selling or
iInterrupting them.

e Instead of pitching your products or CONTENT a

services, you are delivering
information that makes your
customers more informed before
they buy.

e If you deliver consistent, ongoing
valuable information to your
customers, they ultimately reward
you with their business and loyalty.
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“Content Marketing” #OMCa2z

Google Trends
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@ArnieK

Put it in terms they can relate to #CMCa2z

When you bought that new fly rod & reel,
did you research it online?”
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@ArnieK
#CMCa2z

“When prospects visit our website, do we
want to help solve their problems better
than anyone else in our industry?”
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Prove the Value

* More leads (quantity and/or higher qualified)

* More conversions — leading to increased revenues
* Lower marketing costs

* Brand awareness

« Expertise and thought leadership

* Better customer service

« Customer loyalty, retention, and upsell
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Show them what the competition is doing... #CMCa22

Hours & Directions | Shopping Cart | Delivery Policy | Builders | Outlet Store

YALE CALL (617) 825-9253 @SB oo @D

ONLINE
APPLIANCE - LIGHTING Boston Appliance Showroom: 296 Freeport Street, Dorchester, MA » Advanced Search

Kitchen » | Laundry > Plumbing » Lighting > Seasonal > Vacuums > PACKAGES | REPAIRS

® My shopping cart (0)

YALE VIRTUAL TOUR

COME SEE WHAT'S NEW IN OUR SHOWROOM!

> HAPPENING AT YALE

© About Us
© From the Yale Blog

@ 25,000 sq ft of working appliances including | The 15th Annual Home Show is a Wrap
our newest complete Kitchens Posted on Tue, Feb 18, 2014

@ 3000+ lights on display with a large selection First, | want to thank all of the people who came out
of crystal chandeliers | for our homeshow and made it... (read more)

Maytag vs. Electrolux Front Load Washers

@ Wolf, Viking, Thermador and other | (Reviews/Ratings)
Pro appliances Posted on Tue, Feb 18, 2014
@ Subzero Integrated Refrigerator Showroom | Though very few of us find pleasure in Fming
laundry, everyone is pleased when their... (read
@ The Miele Gallery | more)

@ The latest “Green” kitchens and much more!

J Appliance Categories“ Appliance Packages ” Most Popular “ Appliance Brands

~

Ventilation Dishwashers Compactors Washers Dryers

Refrigerators




@ArnieK
#CMCa2z

Feb 18, 2014 12:43:00 PM [ 0 ()

Maytag vs. Electrolux Front Load Washers
Related Articles

e Does Steam in a Washer Really Work?
e The Largest Front Load Washers

Additional Resources

Download our free Washer Buying Guide for features, specs and reviews on all the
major brands. Over 45,000 people have already found answers in a Yale Guide.

Washer Buying Guide

Download our clothes washer buying guide for up
to date, unbiased information including the best
brands, features and more.

Read our Guide Now

Like what you've read? Click here to subscribe by
email.




YALE

APPLIANCE - LIGHTING

Guide Categories

Kitchen Appliances
Appliances
Refrigerator
Counter Depth
Refrigerator
Dishwasher
Gas Cooking
Electric Cooking
Pro Cooking
Induction Cooking
Ventilation
Wall Oven
Speed & Steam Ovens

Laundry
Washer
Dryer
Compact Laundry

Lighting Resources
Recessed Lighting

Under Counter Lighting
Kitchen Lighting

@ArnieK
#CMCa2z
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Kitchen Laundry Plumbing Lighting Seasonal Vacuums
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Honest insights, opinions and resources about

buying home appliances, lighting and

plumbing
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\'\a(\QQ. ,
BS‘?\“Q Gu\Qe,

Appliances have changed over the years and are now more sophisticated
than ever. Our Appliance Buying Guide covers the basics of every type of

available appliance.
Get the Guide Now °

l Refrigerator Buying Guide '
; - : « pro; there are now | QNG Q\\!\(\%

Refrigeratot

more types of refrigerators than ever. Our Refrigerator Buying Guide
breaks down each type and highlights brands, features and more.

Get the Guide Now °

Counter Depth Counter Depth Refrigerator Buying
(o)
Refiigeraton Guide

|

Counter depth refrigerators have become incredibly popular as the
kitchen has merged with the living room over the years. But, did you
know there are different types of counter depth refrigerators?




The Results...

e Yale's traffic has grown from 40,000
visitors to 150,000 annually

e Leads have grown from 800 to
2,300 monthly!

e Revenue is up by 40% since starting
their content marketing program.

e And according their president Steve
Sheinkopf: “Profitability is up way
more than that, because we
eliminated marketing expense.”

TRAFFIC INCREASE
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@ArnieK
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Today, relationships are created
with information -
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@ArnieK
#CMCa2z

Companies, large & small, that truly
understand these principles are the ones
doing incredible things online —
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@ArnieK

But Understand It Takes Courage... #CMCa2z

e |t takes courage to give away something of value without the
expectation of immediate return

e |t takes courage to trust that your customers and prospective
customers will reward you with attention and sales and loyalty
at some point in the future

e [t takes courage to play the long game, not the short game

‘ VERTICAL
MEASURES



This is not a 30 day R.O.l.
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But The Long-Term
Payoffs Can Be Huge

@ArnieK
#CMCa2z
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@ArnieK

ROl on Content Marketing #CMCa2z

Ownership benefits

36 Once you'’ve built your audience, your ROl goes up 31 leads }F‘N
since you no longer have to pay rent to the media /$1,000 S8
30
CONTENT MARKETING
24

18 9 leads ‘
/$1,000
12 /

° PAID SEARCH
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Source: Content Marketing ROI (Kapost — Eloqua)
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IMPACT OF MONTHLY BLOG ARTICLES
ON INBOUND LEADS
HubSpit
N VERTURRS



@ArnieK

IMPACT OF TOTAL PUBLISHED BLOG POSTS
ON INBOUND TRAFFIC
HubSpt
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Travel Niche

All Traffic

Customize Emad Export v Add 1o Dashboard  Shortcut

O All Visits
v .

@ArnieK
#CMCa2z

Feb 1,2013-Aug 1, 2013

<

Explorer
Summary SiteUsage Ecommerce 5 Months
Vists v V3. Selects metric Day Week Month o4 %
® Vists
0
Macc Aged 2 Jay 201 2013
Premary Dmenson: Source / Medium  Sowrce  Meoduy Keyword
Secondary dmansen v SortType  Defat ~ Qa2 S T & m
Acquisdtion Behavior Conversions
Source | Modkam
Visits 4 N New Visis New Visits Bounce Rate Pages | Visit Avg. Visit Duration Goal Conversion Rate Goal Compietions Goal Vadse
23,286 90.38% 21,046 76.85% 1.53 00:01:10 0.00% 0 $0.C
1. google / orgax 14,161 90.39% 12,800 T7.19% 148 000103 0.00% 0 S0
2 (@ (mor 5 4,515 8357% 3999 80.93% 167 000141 000% 0 S0
3 eleeral 699 94 56% 651 72.39% 147 00.00:56 0.00% 0 S0
4 google coin / referral 638 95 14% 807 70.38% 144 00:00:33 0.00% 0 S0
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Health/Nutrition Niche

@ArnieK
#CMCa2z

All Traffic Feb 1,2013-Aug 1, 2013
Customize Emad Export v  Addto Dashboard  Shortcut -
O All Visits
v A
Explorer
Summary Site Usage Ecommer
4.5 Months
Vists v VS Selectan Day Week Month o4 o%
® Vists
e *ay LF:
Primary Dwmecson: Source / Medmm  Sowrce  Medem rer
Seccndary dmension Defat ~ Q | aovanced i Q= T/ % ¥
Acquison Beharvior Conversions
Source / Medwam
Visits L3 % New Visits New Visits Bounce Rate Pages ) Visat Avg. Visit Duration Goal Conversion Rate Goal Completions Goal Vatwe
29,290 84.72% 24814 75.81% 1.89 00:01:33 0.00% 0 $0.00
1 gan 15,936 9057% 4434 7338% 178 000120 0.00% 0 $0.00
2 (4 J 6,928 82 00% 5681 78 55% 178 000134 0.00% 0 $0.00
3 f 1,690 49.35% 84 49.29% 346 000349 0.00% 0 $0.00
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@ArnieK

Entertainment Niche #CMCa2z

All Traffic Feb 1, 2013 - Aug 1, 2013
Custesmize Email Esport »  Addio Daskboard  Shofeul -
oy O All Visits
Explorer
Summary Site Usage Ecommence 6 5 Months
Vils v VR Sewcts e Day  weex Momtn | o %
» Visas
V., S—
L My s
Primary Dimengios:  Source | Madusm  Ssurce  Uedum  Keywaord
Seconsary dmeasion T SomType:  Defsul v Q apanced H B = £
Acgaikition Babhavior Commriions
Source | Medium
Vimits + s Mo Visits By Vinits Bounce Ratn Pagen | Vinit Avg. Vinit Daration Goal Comversicn fate Gaal Completions Goal Vase
10,138 94.76% 9,607 81.26% 1.37 00:00:47 0.00% 0 $0.00
goagls J arganic 5465 95.10% 5147 B1.05% 132 00000037 0.00% 0 50.00
2. (drect)/ (none 1677 E0.62% 1.503 B9 1n 00:01:47 0.00% ] 50.00
3 T 97.968% 729 TE.G1% 1 00:00:38 0.00% 0 £0.00
4 T 96.42% 296 T9.80% 13 00:00:25 0.00% ] 50.00
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Visits

@ArnieK
#CMCa2z

v Show offline sources Show visit-to-contacts rate & Add

Visits

50,000

60,000

40,000

Block Imaging: Climbing a Mountain ///

[@ All time v] @ Al domains A % Selectreport.. v
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You Will Probably Fail In The Beginning #CMCa2z
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On Base Percentage Is The Key Factor #CMCa2z
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Ve rt I c a I M e a s u re s Google penalty recovery kit, ,Ver‘t\cé\Mé;asuve releases guide with sample v S 2 @Ar n I e K
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Hub & Spoke Model i ) L PN "
e — RECOVERY AND
. . re\;s:i:IMeasure verticameasures.com/complete-googl... << amazing free OVER []PT|M|Z'";
@ fal g ! — - ANCHOR TEXT

Epic amount of content! Check out this complete Google penalty recovery kit by
+Vertical Measures . Huge amount of downloadable content in this PDF!

@ Miyemea
THE

00.0.0-0 COMPLETE
GOOGLE PENALTY

RECOVERY KIT

12 SEO Experts Weigh In on SEO 2014 Predictions
Diagnose Your Penalty

Analyze Your Backlinks

Prioritize an Action Plan

MY

n e - TR
‘v‘ Vertical Measures

Home
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MORE TRAFFIC. MORE LEADS. MORE BUSINESS. V
M

How to Successfully Respond to a Manual Google
Advanced SEO Case Studies at Denver
Digital Summit
Vertical Measures Free Wetinar: How to Measure (and Drive) Content Marketing RO
01 of Content Marketing Free Webinar: How to Successfully Respond to
join Andy Crestodina of Orbit Media and the team of

Yl i i a Manual Google Penalty

January 16th, 2014 - 11am PST/ 2pm EST . ’ = VERTICAL
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@ArnieK
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The best time to start a content
marketing program iIs 5 years ago.
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ConvinceYourBoss.com #CMCa2z

Y

CONVINCE
YOUR BOSS

H
8
|

10 EXPERTS' TIPS

= O How

GET YOUR BOSS T0 INVEST IN BﬂNTENT MARKETING

Jay Baer - Bernie Borges - Andy Crestodina - Rand Fishkin - Ann Handley - Carla Johnson
Pamela Muldoon - Joe Pulizzi - Marcus Sheridan - Dan Tyre

CLICK HERE TO WATCH »
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@ArnieK
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We can bring our content marketing workshops
to you. Get everyone on the same page.
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Thank You!

@ArnieK’s NEW Content
Marketing book is FREE at
http://vert.ms/cmworks #CMCa2z

vert.ms/cmworks

@ArnieK
#CMCa2z

Arnie Kuenn + Brad Kuenn

CONTENT
MARKETING
WORKS

BB 8 Steps To

B B Transform
BB Your Business

Includes

How To Convince
Your Boss to Invest in
Content Marketing
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