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If you have more MONEY than brains, 
you should focus on OUTBOUND marketing. 

 
If you have more BRAINS than money, 

you should focus on INBOUND marketing. 

Guy Kawasaki 
Marketing Evangelist 



Advertising Content Marketing 

Interrupt, Distract Attract 
Outbound Inbound 

Paid (Budget) Owned, Earned (Brains) 
Temporary Durable 

Hype Help 
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of buying decisions are made  
before contacting a sales rep  

source: Corporate Executive Board, Marketing Leadership Council 
 

% 
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Search + Social + Email = 
Content Marketing 
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Source: Website Traffic Sources, Orbit Media 

https://www.orbitmedia.com/blog/website-traffic-sources/


Mission 





To supply the tools that give 
EVERY working mom the ability 
to lead a healthy, wealthy and 

more balanced lifestyle 





Simple tips to help  
digital camera owners  

get the most out of their cameras 





International travelers get 
travel tips and news 
to make travel easier   





Help engineers answer the 
most challenging industrial 

soldering questions 





Where business owners and 

marketers find practical advice on 

content, analytics and web design 

to get better results from the web. 





Welcome to Inc.com, the place where 

entrepreneurs and business owners  

can find useful information, advice, insights, 

resources and inspiration  

for running and growing their businesses.  
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Our company is where 
[audience x] gets  
[information y] that offers 
[benefit z].  
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Source: Content Marketing Institute 

Percentage of B2B marketers who have an editorial mission statement 
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Source: Content Marketing Institute 

Percentage of B2B marketers who have an editorial mission statement 



For you to achieve your goals,  
visitors must first achieve theirs. 

Bryan Eisenberg 
Founder & CMO at 

IdealSpot 



Relevance and Authority 

SEO Basics 



64% of website visits start with search 

source: Conductor 



Click through rate by search position 

source: https://www.advancedwebranking.com/ctrstudy/ 



Click through rate by search position 

source: https://www.advancedwebranking.com/ctrstudy/ 



Social 
 
 
Email 
 
 
Search 



Traffic flowing 
through a search 
optimized site 






The spike and the long tail 

Initial spike from  
email and social 
(one week) 

Daily visits from  
organic search 
(months or years) 



Social Media vs. Search Traffic 



Social Media vs. Search Traffic 



Social Media vs. Search Traffic 



Social Media vs. Search Traffic 



Social Media vs. Search Traffic 



How Authority Works in Google 



How Google Works 



Links are authority 



Source: MOZ Search Ranking Factors 2015 

The correlation between links and rankings 



more links = more authority 



links from authoritative websites =  
much more authority 









Source: Open Site Explorer 

Domain 
Authority 
(link 
popularity) 







Checking keyword difficulty 

Source: MOZ Keyword Explorer 



IF YOUR AUTHORITY  
IS GREATER THAN THE 

KEYWORD DIFFICULTY... 
YOU’VE GOT A CHANCE 



















1. Know your Domain Authority 
 

2. Don’t expect to rank for a phrase if it’s way 
outside of your league! 

 
 

ACTION: Understand authority and competition 

More here: How to increase your Domain Authority 

mailto:https://www.orbitmedia.com/blog/increase-domain-authority/


Guest Blogging and PR 



WHERE to publish 

YOUR SITE 
 
OTHER SITES 



WHO does the writing 

CREATED BY YOU 
 
CO-CREATED WITH 
INFLUENCERS 





Blogging vs. Guest Blogging 

Content = 2 
Links = 0 
Friends = 0 

Content = 3 
Links = 1 
Friends = 2 



Blogging vs. Guest Blogging 

Content = 4 
Links = 0 
Friends = 0 

Content = 6 
Links = 2 
Friends = 4 

(better links + real connections)  



Blogging vs. Guest Blogging 

Nice blog, but… This is what great  
content marketing looks like. 



How to Indicate Relevance 



CHOOSING KEYPHRASES 
Do people search for it? 

Do I have a chance of ranking for 
it? 



source: “Determining the informational, navigational and transactional intent of Web queries” Bernard Jansen, et al 

Online searches by type 

Informational 
 
Transactional 
 
Navigational 

mailto:https://faculty.ist.psu.edu/jjansen/academic/pubs/jansen_user_intent.pdf


Online searches by type 

Informational 
 
Transactional 
 
Navigational 

? 
$ 

brand 

source: “Determining the informational, navigational and transactional intent of Web queries” Bernard Jansen, et al 

mailto:https://faculty.ist.psu.edu/jjansen/academic/pubs/jansen_user_intent.pdf


Online searches by type 

How to fix a broken tooth 
 
Prosthodontists in Rome 
 
Dr. Calvani 

source: “Determining the informational, navigational and transactional intent of Web queries” Bernard Jansen, et al 

mailto:https://faculty.ist.psu.edu/jjansen/academic/pubs/jansen_user_intent.pdf


Two types of visitors. 
Two types of phrases. 
Two types of pages. 
Two types of conversions. 



Keyphrases = Competitions 
Pages = Competitors 



1. Popularity 
People are searching for it 
 

2. Competition 
We have a chance of ranking for it (competition) 
 

3. Relevance 
If someone searches for it and finds us,  
they’ll be happy! 

 
 

Three criteria for choosing keyphrases 



source: Google Keyword Planner 

Google  
Keyword 
Planner 

https://adwords.google.com/KeywordPlanner


Google  
Keyword 
Planner 

source: Google Keyword Planner 

https://adwords.google.com/KeywordPlanner


Google  
Suggest 



Google  
Suggest 
keywordtool.io 



Google  
Trends 





1. Confirm that there is some demand for the phrase 
 

2. Target phrases only if your authority is in the same 
range as the other high ranking pages 

 

ACTION: Keyword Research 



KEYWORD ACTIVITY  
 
Q: What keywords do my target audience use when 
searching for my business? 



USING KEYPHRASES 
Indicate the relevance 



1. <title> 
Use the target keyphrase once in the beginning of 
the title tag 
 

2. <h1> 
Use the target keyphrase once in the header 
 

3. Body text 
Use the phrase 2-4 times for each 500 words 
 

 
 

Visible = important 



1. Meta description 
2. URLs 
3. Alt text 
4. File names 
5. Meta keywords 
6. Etc. 

 
 
 

Less visible = less important 



Once in the <title> 

…and it’s often the link in Google search results! 

It’s above the address bar in your browser… 



 <title>Home</title> 



Once in the <h1> header 



Template for search-friendly headlines 

Web Content Checklist: 21 ways to publish better content 



Template for search-friendly headlines 

Web Content Checklist: 21 ways to publish better content 
 

(keyword + colon + number + headline with benefit) 



In the body text 



Semantic SEO 



We’ve been working on an intelligent model... that understands 
real-world entities and their relationships to one another:  

things, not strings.   

Amit Singhal 
Google 
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Semantic connections to “footer design” 
website copyright 
copyright text 
website footer examples 
header and footer 
website footer definition 
at the bottom of the page 
designing a website footer 
fat footer 
guidelines 
standards 
best practices 

usability 
content 
ideas  
inspiration 
links SEO 
sitemap 
social media 
navigation 
purpose of  
responsive 
template 
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Rankings climb for “website footer design” 



@crestodina 
 

What was the search volume? 
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And finally, the traffic... 
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ACTION: Indicate the relevance 

1. Use the target phrase in the title, header and body text 
 

2. Find and use the words and phrases that are 
semantically connected to the phrase you’re targeting 

 



LET’S REVIEW 
Which keywords are helpful? 

Which links are helpful? 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 

Which of these links and keywords affect your rankings? 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 

Which of these links and keywords affect your rankings? 



blog post 

guest post 

research 

post on another site 

keyphrase 

keyphrase 







TOPICS 
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Help your audience  
make a buying decision. 
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1. Keywords 
2. Q&A Sites 
3. Listening 

Sources of Topics 
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Topics from Google Suggest 
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source: AnswerThePublic.com 
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source: AnswerThePublic.com 
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Google Keyword Planner 
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source: buzzsumo.com 
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1. Sales Team 
2. Customer Service Team 
3. Client Stories 

Topics from Listening 



Your 
outbox is 
filled with 
content 



The Thing About Content 



Weak 
Contributor 

Amazing 
Contributor 

Perceived Content Performance Actual Content Performance 



source: Moz, BuzzSumo 



source: Moz, BuzzSumo 

Most content gets 
no links and few shares 



...if you want to create content that achieves a high level of both 
shares and links then you should concentrate on  

opinion forming, authoritative content...  
or well researched and evidenced content. 



...if you want to create content that achieves a high level of both 
shares and links then you should concentrate on 

strong opinions 
original research 



The Power of Research 







4,066 websites link to CMI’s research 



Three ways to produce research 

1. Observation: Pick a data set. Gather data. 
 

2. Aggregation: Combine data from existing sources 
 

3. Survey: Mass outreach and analysis 
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observation 
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aggregation 



source: Wikipedia 
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Aggregate 



source: MOZ 
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Aggregate 



survey 





source: 2016 Blogger Survey, Orbit Media 
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https://www.orbitmedia.com/blog/blogger-trends/




“What do people in our industry  
often say but rarely support?” 



Find the missing stat 



Sonia Simone 
CCO, Copyblogger Media 

Don’t take shortcuts;  
they take too long. 



The Power of Strong Opinion 















The power of strong opinion 



What do you believe that most people  
would disagree with? 



What do you believe will happen in the future  
that most people think is unlikely? 



What questions are people in your industry 
afraid to answer? 



HEADLINES 



Explicit benefits 











The curiosity gap and sharing 



source: What makes online content go viral? 
 

Emotions get shared 

https://marketing.wharton.upenn.edu/files/?whdmsaction=public:main.file&fileID=3461




source: OK Dork / Co-Schedule 

Average EMV score for headlines based on shares 

http://okdork.com/2014/07/22/we-analyzed-nearly-1-million-headlines-heres-what-we-learned/


User numbers 

source: Conductor: 5 Data Insights Into the Headlines Readers Click 

http://www.conductor.com/press-room/5-data-insights-headlines-readers-click/








Great headlines... 1. Make a promise 
2. Trigger curiosity 
3. Use numbers 
4. Ask a question 
5. Use power words 
6. Sized to fit the purpose 
7. Keyword first 

source: How to Write a Headline That Won’t Get Ignored: 7-Point Checklist 

http://www.orbitmedia.com/blog/writing-headlines/


Write many. Chose one! 



• Upworthy writes 25 headline variations 
• CoSchedule writes 25-30 headline variations 
• Buffer writes 25-30 headline variations 
• Orbit writes 5 headline variations 

Write many, choose one 



FORMATTING 



source: How Little to Users Read? NN Group 

Readers don’t read 
Users have time to read at 
most 28% of the words 
during an average visit 
 
20% is more likely. 

http://www.nngroup.com/articles/how-little-do-users-read/




source: 5 Easy Tips to Improve Every Blog Design  

Format for scanners 

http://rafaltomal.com/5-easy-tips-to-improve-every-blog-design/


Short paragraphs get read. 
Long paragraphs get skimmed. 

Very long paragraphs get skipped. 

Jason Fried 
Basecamp 



Internal links 

Use the “site:” 
search operator 



Types of formatting 

1. Headers, subheads 
2. Bullet lists, numbered lists 
3. Bolding and Italics 
4. Internal links 
5. Multiple images 



WORDS 
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• More formal 
• Longer (polysyllabic) 
• Fancy, proper 
 
Examples 
acquire, transmit, construct, resist, 
deposit, imitate, determined 

Latinate words 
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Anglo-Saxon words 

• Less formal  
• Short (often monosyllabic) 
• Forceful, direct  
 
Examples 
get, send, build, stop, put, mock, set 
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“This was perhaps the most significant finding of the study” 
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“This was perhaps the most significant finding of the study” 

“This was perhaps the biggest finding of the study” 
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“This was perhaps the most significant finding of the study” 

“This might be the biggest finding of the study” 
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“This was perhaps the most significant finding of the study” 

“This might be the biggest finding of the survey” 
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Success rates after rewriting a health care site  
for an 8th grade level readability… 

source: NN Group, Lower-Literacy Users: Writing for a Broad Consumer Audience 

Write for 8th graders 

http://www.useit.com/alertbox/20050314.html
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source: LA Times 

1 in 10 Americans think that HTML is an STD 

http://www.latimes.com/business/technology/la-fi-tn-1-10-americans-html-std-study-finds-20140304,0,1188415.story%23axzz2v1QcBT6r
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Words that get  
clicked in Google 

1.How to 
2.[List-related numbers] 
3.Free 
4.You 
5.Tips 
6.Blog post 
7.Why 
8.Best 
9.Tricks 
10.Great 

source: 131 Words, Orbit Media 

http://www.orbitmedia.com/blog/increase-website-traffic/
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Words that appear 
in viral posts 

source: 131 Words, Orbit Media 

1.Smart 

2.Surprising 

3.Science 

4.History 

5.Hacks (hacking, hackers, etc.) 

6.Huge / Big 

7.Critical 

http://www.orbitmedia.com/blog/increase-website-traffic/
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Negative words 
that get shared 

source: 131 Words, Orbit Media 

1.Kill 

2.Fear 

3.Dark 

4.Bleeding 

5.War 

http://www.orbitmedia.com/blog/increase-website-traffic/
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Top re-tweeted 
words 

source: 131 Words, Orbit Media 

1. You 
2. Twitter 
3.  Please 
4.  Retweet 
5.  Post 
6.  Blog 
7.  Social 
8.  Free 
9. Media 
10. Help 

http://www.orbitmedia.com/blog/increase-website-traffic/


@crestodina 
 

Words that get 
people to open 
emails 

source: 131 Words, Orbit Media 

1. Urgent 

2.  Breaking 
3.  Important 
4.  Alert 

http://www.orbitmedia.com/blog/increase-website-traffic/
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Words that trigger 
buyer behavior 

source: 131 Words, Orbit Media 

1. You 
2. Free 
3. Because 
4. Instantly 
5.  New 

http://www.orbitmedia.com/blog/increase-website-traffic/


LENGTH 



source: BuzzSumo dataset: OrbitMedia.com 

Long content gets shared more 



Long content gets linked to more 

source: HubSpot Word Count vs Average Linking Domains 

> 2500 

2250 – 2500 

2000 – 2249 

1750 – 1999 

1500 – 1749 

1250 – 1499 

1000 – 1249 

750 – 999 

500 – 749 

250 – 499 

0 - 249 



source: Moz, Buzzsumo 

Article Length Avg Shares Avg Referring Links 

< 1,000 2,823 3.47 

1 - 2,000 3.456 6.92 

2 – 3,000 4,254 8.81 

3 – 10,000+ 5,883 11.07 

n = 489,128 articles (over 85% had less than 1,000 words) 

Long content gets more links and shares 



source: CoSchedule  

Long content  
ranks higher 



Long content generates more leads 

source: Curata 



IMAGES 



source: Twitter Media Blog, March 2014 

https://blog.twitter.com/2014/what-fuels-a-tweets-engagement


source: Social Bakers, March 2014 

http://www.emarketer.com/Article/Photos-Cluttering-Your-Facebook-Feed-Herersquos-Why/1010777/1










If you can’t write a caption for it, 
it’s a stock photo. 











Visual Cues 



Eye Tracking Studies Show... 



...you look where they look! 


















source: 2016 Blogger Survey 
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http://www.orbitmedia.com/blog/blogger-trends/




COLLABORATION 













Content should be 
designed to attract visitors 



Optimized for search... 



Optimized for social... 



5 Ways to Collaborate 
1. Mention them in your content 
2. Ask for a contributor quote 
3. Include them in an expert roundup 
4. Invite them to guest post 
5. Deep dive interview 

 



Simple quote 

















How many people are waiting 
for your article to go live? 
Make sure it’s not zero. 



Share and 
mention 



An ally in creation is an ally in promotion 





If you’re not making friends, 
you’re doing it wrong. 



Eugene Schwartz 
Copywriting legend 

Copy is never written. 
Copy is assembled. 



















Grow your email list! 
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Before... 

After... 
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1900% increase. Not bad! 
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1.Prominence 

2.Promise 

3.Proof 
 

Why it worked... 
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Good 
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Good 
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Good 
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Bad 



When you say it, it’s marketing... 
When they say it, it’s social proof. 



@crestodina 
 

Regardless of your age, if you’re searching for the answer 
to the question, “what do you want to be when you grow 
up?” you are not alone. 
 
Survey after survey shows that the majority of working 
adults wish they could start over in a different career. They 
also wish they had more information and better 
information in making that decision and I couldn’t agree 
more. 
 
Choosing the right career is one of the most important 
decisions that you’ll make in your lifetime. 

Text... 
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Video... 






The ACP YouTube channel has 
100+ videos you can use! 

 
www.gotoapro.org/videos 





SUGGESTED VIDEOS 











Suggested Videos: What to do Instead 

• Uncheck the “Show suggested videos” box when you grab the 
Embed code from YouTube 
 
 

















Where there’s traffic, there’s hope! 



Fix The Top Of Your Funnel 



DATES ON THE BLOG 









Dates in the Blog: What to do Instead 

• Remove the date stamp from your blog 
• Make sure that dates don’t appear in the URLs of blog 

posts 
 
 



Fix The Middle Of Your Funnel 



LONG PARAGRAPHS 











Long Paragraphs: What to do Instead 

• Never write a paragraph longer than 3-4 lines 
• Use formatting! 

• Subheadings 

• Bold and italics 

• Numbered lists and bullet lists 

• Internal links 

• Multiple images 

 
 



STOCK PHOTOS OF PEOPLE 















Stock Photos of People: What to do Instead 

• Use pictures of real people 
• Authenticity > Production Quality 

 
 



YOUR TESTIMONIALS PAGE 













Testimonial Pages: What to do Instead 

• Remove your testimonials page 
• Add testimonials to every page on the site! 

 
 



EMAIL LINKS 



vs 







Email Links: What to do Instead 
• Create a contact form with a thank you page 
• Setup a destination goal using the thank you page in Analytics 

 
 



Your pages. 
Your funnel. 
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Bottom Line 
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Andy Crestodina 
Strategic Director   |            @crestodina 

THANK YOU! 
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