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The 

Content 

Marketing 

Revolution

louis.roe@writeraccess.com



It’s the art of listening to your customers’ 

wants and needs.

Listen Up

Search Box

Social Media

Web Analytics

Keyword Popularity

Customer Service

Questionnaires
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And the science of delivering content 

in a compelling way.

Measurements

Books

Blogs

eBooks

RSS Feeds

Printed Books

Web

Widgets
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It’s constantly testing campaigns to learn 

what works and what doesn’t.

Prediction Testing

A/B Testing

Multivariate Testing

Eye Track Testing

Segmentation Testing

Geo Target Testing

Usability Testing
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And measuring readers’ engagement 

and desire for more.

Engagement

Downloads

Time on Page

Action on Page

Repeat Visitation

Send to Friend

Social Bookmark
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It’s catching readers orbiting at high 

speeds at the right time and place.

Anytime Content

Applet

Desktop

Mobile

RSS Feeds

Podcasts

Social Networks
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And engaging them with content on 

websites, gadgets and apps.

iPhone Apps

Urban Spoon

Amazon Kindle

Sirius XM 

SalesForce.com

Flixter

Fandango
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It’s developing a content pipeline to 

educate, earn trust and drive sales.

New Sales Pipeline

Offer Content

Accumulate Leads

Score Leads

Distribute Leads

Induce Trial

Score New Activity

Measure Success
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And scoring content engagement to 

find out who’s most likely to buy.

SalesForce Scoring

Free Tool Interaction

Content Downloads

Proposal Downloads

Newsletter Sign Ups

Widget Interaction

Customer Logon
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Great Writers: 10 

characteristics of the 

best of the best.
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They’re like actors with research tools.

• They research the time and place Search Box

• They inhabit the lives of their characters Analytics

• They learn the lines Keyword Research

• They get under the skin of the target audience  Wants and Needs 

• They revise the script based on audience participation        A/B testing

• They must perform flawlessly, day after day Conversion Metrics
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They uncover customer wants and needs.

• Search box on the client’s website and log files

• FAQ emails submitted to customer services

• Discussion with customer service reps

• Live discussion with customer

• Review website analytics

• Feedback on published content assets
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They understand what readers want.

Readers want….

• Credibility, belief and logic

• Exposure to new worlds

• To laugh and cry

• Intimacy, mystery and bravery

• Surprise and delight

Resource:  Content Critical, Gerry McGovern and Rob Norton

Web readers want…

• Info in a hurry

• Access to specific things

• Love personalization

• Authority advice

• Up-to-date, relevant content
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They know how to create a great story.

Great Stories--------------->

--> Introduce great character

--> Are contagious

--> Focus on “what happens next”

--> Teach us to be smart

--> Offer surprise and delight

--> Engage readers 

--> Solve problems

Resource:  Content Critical, Gerry McGovern and Rob Norton
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They know why stories persuade so well.

Information Story

Fills You Up Moves You On

Facts Acts

Citing Exciting

Reams Dreams

Promotional Emotional

Static Dramatic

Compiling Compelling

Feeding the Brain Touching the Heart

Expires Inspires
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They create content with that extra edge.

• New meaning that helps distinguish from the competition

• Authority tone that helps build confidence

• Insights that offer new energy, surprise and delight

• Language that connects with readers tone and style

• Lean style without the fat that gets-to-the-point

•Entertainment that lives on after the story is told
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They use Mantras, not mission statements.

Winning is Everything Greenbay Packers

Think IBM

Fun Family Entertainment Disney

Save Babies March of Dimes

Healthy Fast Food Wendy’s

Kick Butt in Air and Space Air Force

Resource:  The Art of the Start, Guy Kawasaki
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They understand the paradox of choice.

• Too many choices are in this new age of micro expansion

• New rules need to be created for complex decision-making

• New meaning needs to be developed to find the best path

• New methodology needs to be formulated for the big decisions

• New reward needs to surface with the right decision

Recommended Resource:  The Paradox of Choice, Barry Schwartz
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They understand the sales funnel. 

• Preliminary: First impressions and headline architecture

• Investigating: Knowledge-seeking and trust-building solutions

• Capability: Show how products solve problems and exceed needs

• Permission: Drive action, sign up, download or buy
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They use best practice and methodology.

• Monitoring social media conversation to find the needs

• Developing the content Haiku that delivers every time 

• A/B and multivariate testing that puts the reader in control

• Meta titles, descriptions and keywords for SEO appeal

• Discovering inner products/services that makes the world better

• Link building practices that support SEO strategy

• Content scoring that conforms to SEO methodology

louis.roe@writeraccess.com



Great Writers:

10 Steps for Creating

Great Content
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Think outside of the typical content box.

The 2010 Portfolio

Articles

A/B Testing

Courseware

eBooks

Optimization

Podcasts

Printed Books

Tip Centers

Webinars

Whitepapers

Widgets

WorkBooks

Video
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Develop an overall content marketing plan.

Table of Contents

Scope of Project

Competitive Research

Customer Research

Customer Profiles

Keyword Research

Content Plan

Editorial Calendar

SEO Plan

Performance Goals

louis.roe@writeraccess.com



Use free research tools to get in-the-know.

Free Research Tools

WordVision.com

SpyFu.com

Compete.com

QuantCast.com

SEOMajestic.com

Raven-SEO-Tools.com

Tools.SEOBook.com

SEOToolSet.com

LinkVendor.com

MarketLeap.com
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Develop concrete content/editorial plans.
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Develop customer profiles to connect.

ADD/ADHD Andy

In a Hurry

Reads Headlines

Snacksize Content

Bullet Points

Buy Right Now

Image Importance

Inspiration Purchase

Sophisticated Sally

In Search of Information

Read The Fine Print

Deeper Content

Bullet Proof

Buy After Review

Value Importance

Informative Purchase
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Map reader mind share and market share.
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SEO Plan Tips

Long Tail

Short Tail

All-Tail Universe

Golden Keywords

Weighted Keywords

Keyword Silos

Internal Links

Content Scoring

WordVision Technology

SEO plan congruence drives performance.
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Score content for SEO strength easily.

Free Scoring Tools

WordVision.com

PageStrengthTool.com

SEOContentGrader.com

WebsiteGrader.com

Internal Links

Content Scoring

WordVision Technology
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Infuse the brand style with content style.

Authority Assets

Speaking Events

White Papers

Webinars

Podcasts

Books

Online Courses

Informational Guides

Press Releases
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Track publishing dates for ROI tracking.
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7 Metrics 

for Performance

Measurement of 

Great Content
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Track improved listing positions
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Track increased traffic from content.
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Track decreased user acquisition cost.
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Track repeat visitation and engagement.
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Track time-on-site for content stickiness.
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Track improved conversion rates. 
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Track leads that download content assets.
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Track increased sales from those leads.
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What competitive 

intelligence does 

SpyFu offer?

10 Questions for a 

Great SEO Writer 

Heather Lloyd-Martin
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1. I've been a copywriter for years. Why should I worry about learning "SEO copywriting?" Is the writing style 

that different?

2. Bob Bly, a well-known copywriter, stresses that it's crucial  to write for your target audience. Doesn't SEO 

copywriting violate that "rule" since you're writing for search engine rankings?

3. So what if I don't want to learn SEO copywriting techniques.  How will that hurt me as an in-house or 

freelance writer?

4. How DO you teach an old dog new tricks? How does someone learn this "SEO copywriting" stuff?

5. What are the different skill levels of SEO copywriters? How can I get paid more for my expertise?

6. What are some Websites with examples of great writing?

7. What do you look for when you hire a SEO copywriter? Who would be your "perfect writer”?

8.  What about social media? Do you think that someone can shine as a professional blogger/Tweeter?

9.  What are some of the biggest mistakes you see SEO copywriters make?

10.  What's one piece of advice to help writers create GREAT content?

louis.roe@writeraccess.com



“Hire great writers to 

create the great content 

you need to win the war 

of words on the web.”

Byron White, ideaLaunch

Chief Idea Officer

Twitter: @ByronWhite

Byron[at]ideaLaunch.com

Heather Lloyd-Martin

CEO

SEOCopywriting.com

Twitter: @heatherlloyd

Heather[at]SEOCopywriting
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