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Hello, this is Yaro Starak and welcome to a solo EJ Podcast episode. For 
today, I'm going to be talking about the all-important subject of content. This 
is a subject that I have wriSen about and taught for so many years now. It's 
become really second nature for me, but it's also because of the amount of 
'me, given me the opportunity to really see the changing landscape in terms 
of what works in geTng traffic, in geTng customers, and growing a plaUorm 
and building a brand, and becoming an expert, and becoming well-known, 
and all those things using content to do so. And also, factoring in the various 
types of mul'media and plaUorms that we now have access to which had 
slowly surfaced over the last ten to fiXeen years that I have been producing 
content, everything from video with YouTube, and social media with Facebook 
and then, slides with Slideshare, ar'cle sharing on LinkedIn, instant stories 
and images on Instagram and Snapchat. We got pinning pictures on Pinterest 
(there's a lot of P's there).  

There's all kinds of ways to distribute content. There's all kinds of formats we 
can produce content in. I think it's about 'me I weigh in on what I think you 
should do today for the current environment we face, the very crowded 
internet, the content-full internet, and how you can stand out from a crowd, 
most importantly though, how you can find that niche audience, that liSle 
tribe of people who follow what you do. You don't have to be the world-
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famous person, but you have to find enough people to get that six-figure or 
more business that I know you want. 

To do that, content, in my opinion, is by far the best way to go about growing 
an audience, and in par'cular, a stable long-term and poten'ally very hands 
off, long-term though, audience. It's obviously going to take a lot of work to 
ini'ally build up the content and we all go through this phase of producing 
work, puTng a lot of effort in with the plan in the future being able to 
essen'ally live off the efforts of your past self -- geTng all the traffic, finding 
new customers, growing your email list, thanks to ar'cles and videos and 
whatever else you produced over the years, podcasts that con'nue to deliver 
ongoing audience and growth, otherwise known as evergreen content, or as I 
have called it over the years, pillar content. 

I'd like to start this discussion with a quick look back over the history of 
content produc'on, and in par'cular, this concept of pillar content, or the 
pillar ar'cle which I first wrote about ten years ago now (it's that long). It 
really took off. It became a phrase that people use to talk about good content 
and really became, I guess, a defini'on for what good content is. 

However, it oXen gets a bit confused because people think a piece of content 
is a pillar because of what's in it, where in fact, what I really highlight when I 
wrote the post was it's not about what's in the content as much as it is about 
what a content does. 

That s'll obviously relies on what's in the content, but if you don't get an 
outcome from your content, no maSer how good it is, it's obviously not going 
to become a pillar. 
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I want to focus everyone's aSen'on on the idea that you're producing 
content and then, get an outcome first. That's what makes it a pillar. That's 
what makes it evergreen. That's what makes it helpful and valuable for 
growing a business. It's about bringing people into your world, discovering 
your ideas, joining your email list, and buying your products and services. 

When I first went online, obviously, it was in the very early days of the 
internet, '98, '99, I feel safe saying that for the next three, four, or five years. 
The internet, while certainly growing, was predominantly a text-based 
plaUorm, and was driven essen'ally by what we s'll have today, which is 
news content. This hasn't changed. We s'll have websites that are producing 
lots and lots of content everyday to cover what is current in the moment. It's 
the equivalent of the local paper, but online -- everything from your 
Mashables to your Huffington Post, to your Business Insider, to your 
TechCrunch and everything in between. 

Those sites specialize in essen'ally producing what you would call journalist 
wri'ng content, but mostly, not long form. It's short form. So, it's for upda'ng 
the latest news, trends, and what's happening right now, and as such, that 
content is not evergreen. It's really churn and burn content. You publish it. It's 
got value probably in the first hour to release maybe 24 hours maximum, but 
very quickly, within a few days to a maximum of a few weeks, it's gone. It's 
got no relevance. It's probably not bringing in much traffic. It might s'll rank 
well for certain search phrases, but it's dated content, so it's not going to 
have value anymore, and as such, it shouldn't really bring in traffic. 

I'm going to advise you, as I have advised all my students over the years, and 
also, I even advise myself at one point, stay away from any kind of blog 
business model that requires you produce news content, unless that is your 
strategy. If you're planning on crea'ng the next TechCrunch, or Huffington 
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Post, or Mashable, or Boing Boing or whatever it is you're going aXer, your 
own version of that, then be prepared for producing essen'ally a magazine, 
an online magazine or an online newspaper. 

That's, I would say, impossible to do as an individual. Someone might prove 
me wrong who's working crazy hours to cover every piece of news. Maybe, 
you might be going aXer very small niche, and there's not much news about it 
everyday. But really, if you're producing a magazine-type blog, you're going to 
produce five, ten, fiXeen, twenty, 25 new ar'cles a day. You're going to have 
a team of writers producing that, and that's not easy. That's a different 
business model, too, that I followed. 

I have had people I've worked with and graduates of my coaching programs 
who use that business model. In fact, the irony here is that those people are 
actually the richest of everyone I've ever helped in my history. That's because 
they get the most traffic and they built really big publishing businesses behind 
their blogs. It's not just one individual expert. It's a person like Mitch Wilson 
who produces a lot of content with a team of writers covering all different 
kinds of sports. Mitch is s'll well and truly in the trenches producing daily 
videos, doing Facebook live stream, wri'ng ar'cles about sports, as well, but 
it's not really just about him. It's a team of writers producing…  

It was crazy. I think the last 'me I spoke to him, he told me some'mes, they 
produce upto 200 blog posts or individual pieces of content per day. Don't 
quote me on that, but even if you're looking at half that number, or a quarter 
of that number, it's s'll a huge amount of content and I would never expect 
anyone just geTng started as an individual to try and aSempt something like 
that. That's a recipe for possibly an early grave. Certainly, a lot of stress, not 
much sleep, and a very difficult path to financial profitability, too. It's certainly 
not laptop lifestyle. 
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What has worked in the past, and I s'll think work today with some 
adjustment, is the solo blogger, who is aiming to really specialize and define 
their exper'se in the market using what is called pillar content, and this is all 
about producing content that stands a test of 'me. 

What is a pillar, just to briefly cover that? 

When I first came up with that phrase, I was talking about essen'ally a piece 
of content that you publish on your blog that when ini'ally published, may 
have an instant impact on your traffic. It usually does because it's shared. 
Today, it will be shared through social media. It might get a lot of incoming 
links. It might get a lot of viral distribu'on on Facebook or another plaUorm 
maybe TwiSer, if it's more image or video-based, YouTube, Pinterest, 
Instagram, whatever the case may be. There is that spike in that rush. That's 
great, but that's not the end result. To make it a pillar, it's about long-term, 
stable search engine traffic. That's what really makes it valuable, and usually, 
the side effect of geTng all that ini'al interest is a lot of incoming backlinks 
to that post. That is what gives it the great search rankings. 

There's obviously a synergis'c process here. You're producing a piece of 
content that not only has immediate impact, but long-term impact because of 
the immediate impact it had because of the links it generated. That's the 
strategy. 

I am not going to detail all the different types of pillars that you can produce 
in this podcast because I cover that in many places. There are two ar'cles on 
Entrepreneur's Journey. If you type into Google, pillar ar'cles with my name, 
Yaro, you will find both those ar'cles in the first page of results. I strongly 
recommend you go read them when you get a chance because I break down 
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some more of the types of pillar ar'cles you can produce, things like 
defini'on posts, megalists, how to posts… all the classics of effec've blog 
content. You may know a lot of them, but you probably haven't seen all of 
them, and I cover a technical blueprint. There are so many over the years that 
I've talked about.  

There's two versions of this ar'cle. The 2.0 version has more recent style 
pillar content, things like infographics and mul'media content and so on. 

What I want to talk about today is a very conten'ous point in terms of 
content, pillar ar'cles, etc., is this idea of marke'ng versus content crea'on. 

You may have heard many experts on content marke'ng, bloggers, 
informa'on marketers, go out there with the statement that today, you need 
to focus 80% of your 'me and your content produc'on on marke'ng and 
20% on your own content. That essen'ally means, you should be puTng 
20% of your 'me into producing a great ar'cle for your blog or a great video 
for your YouTube channel, or your podcast. But then, with 80% of your 'me, 
you got to get out there and promote like crazy. 

The theory behind that is you need to put a lot of effort into marke'ng. 
There's a counter-argument to that in the sense that if you only put 20% of 
your 'me into content produc'on and 80% into marke'ng, you're going to 
spend all this 'me marke'ng something that may not be that good because 
you only put 20% of your 'me into crea'ng it. So, it's a bit of a catch-22 
because you essen'ally won't have enough 'me to produce something of 
significant value. You're not going to get that ini'al bang effect, that viral 
effect that you're aXer, that lot of sharing because people just share through 
the mouth because it's that good if you produce a really good blog post, or an 
amazing podcast interview, or a great video, it will grow and spread primarily, 
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not because you hustled to market it, that's certainly important, but primarily 
because other people will think it's so good that they choose to share it 
amongst their friends, they hit that Facebook like buSon or share buSon even 
to send an email, whatever tool they use, they'll share it. 

If your content is not good, that's not going to happen, so even if you put 
80% of your 'me into pushing this content out there, you might actually be 
sharing something, but this doesn't warrant that much exposure, that much 
effort to promote it because it's not going to make an impact. 

The challenge today, and this is really a very important strategic decision you 
have to make today, which is how do you divide your 'me into crea'ng 
something that's worth sharing, that people will love, but also, especially if 
you're new, when you don't have your own established audience, how can 
you get people aware of what you've done? You could create the Mona Lisa 
blog post, but you're brand new. You got no exis'ng following on social 
media. You've got ten people on your email list. Your blog gets one visitor a 
day. It doesn't maSer how much brilliant ideas you pack into this blog post. 
No one is going to see it or maybe one or two people will see it and they'll 
share with one or two people more, so it's not going to be this amazing viral 
effect that you would get, as opposed to, say, someone who has an 
established audience, the outliers, the people who've already built an email 
list up, who have a large social media following, who've already built their 
YouTube channel. When they publish a new video, it might not be as good as 
your video. It could be good, but not as good as yours, but they'll get way 
more exposure for it, way more distribu'on for it because they have an 
exis'ng audience who loves their stuff, who loves them, who share it. It will 
poten'ally get picked up on other channels because they are already well-
known. It might get picked up because they are well-known and they have 
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well-known friends who are paying aSen'on to their work. And then, well-
known friends share their work. They're reaching more people. 

It's like the rich get richer. Their real challenge is how do you break into this 
upper echelon of people who are winning because they already have an 
audience. You have to build up your audience to get to that point.  

First of all, we should assume, this is preSy much the case for everyone, or 
almost everyone, no one is born with an audience. All these people who are 
already established, they have to get there. They have been through this part 
of their journey. There's this, I have, and there's this, you will go through 
where they didn't have an audience, where they had to figure out how to 
grow that audience. 

What's interes'ng is if you spend some 'me going through with the origin 
stories with the well-known whatever, the YouTubers, the Instagrammers, the 
people in your industry, the people in other industries, the bloggers, the 
podcasters, and so on, you'll always hear a varia'on of the same story. 

There is a dedica'on to their craX over 'me, so every person who I've ever 
interviewed and I've got some power of hindsight here because I have done 
over two hundred and fiXy interviews with people who built large audiences, 
they all have a varia'on of the story of spending 'me and really being a 
nobody for periods of 'me, it could be a year, it could be two years, it could 
be three, where there's puTng in a lot of effort to produce good content, and 
they're possibly puTng in a lot of effort to market themselves. But, usually, 
and this goes against that whole 80/20 skew of marke'ng versus content 
crea'on, usually, they are puTng in way more 'me into content crea'on. 
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I think it's important to take a step back and look at that advice of whether 
you should put 80% of your 'me into marke'ng, or 20% of your 'me into 
content crea'on, and run with that ra'o, and really, think of that more as 
advice to do more marke'ng that you probably already do. 

However, do not take it literally. Really, it probably should be flipped around. 
You should spend 80% of your 'me producing a masterpiece, and then, 20% 
of your 'me tapping into highly leveraged sources of traffic. 

Or, if you're just geTng started and it's not something you have access to, at 
the very least,spend that 20% of your 'me trying to open up one leverage 
source of traffic, whether that is a certain person who will give you access to 
their audience, they may interview you, whether it's a certain story you could 
poten'ally get shared on mainstream publicity or through any kind of 
channels of magazines or newspapers or radio or television or news-type 
blogs. That's the one good thing about news-type blogs is they are very keen 
for content, so if you have a good story, chances are they'll write about you. 

Those things rarely give you a one-shot, one of your breakthroughs, but 
collec'vely over 'me, when you get this door openings to new sources of 
traffic, there is a compound effect. Again, this is what I hear in every single 
story I listen to about the origins of someone who is now successful and how 
they got there, there'll be this slow burning process where they open one 
door here, maybe they get one extra well-known guest on their podcast, 
which leads to another, which leads to another, maybe they publish this one 
blog post that gets a few extra shares on Facebook which then gets them in 
front of someone who runs a podcast and they get interviewed on that 
podcast, which then leads them to speaking at an event, and then geTng 
invita'ons to write a book, and so on. All these liSle doors open that lead to 
bigger doors, and bigger doors. 
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However, the en're 'me that that's going on, there's always this steady, 
progressive produc'on of high-pillar content, over and over and over again. If 
YouTube is your focus, then every second or third day, a new video is being 
published on your channel, that's really good and you keep doing that. Not all 
of them are going to be great hits but some of them will, and no maSer what, 
you're geTng this amazing back catalogue and it's all those individual pieces 
of content are adding to your subscriber base. Same with blog posts. You 
need to be publishing let's say, a minimum of two 'mes a week, but try and 
do high quality posts. If it's just one 'me a week, that's fine, too, but make 
sure you're blowing people away with what you're producing in those blog 
posts. And then, spend 'me geTng that leverage. 

Let's go back to the original ques'on. I think hopefully, you're at least a liSle 
bit clearer on the ra'o and the aTtude. You cannot succeed in isola'on. You 
need to do marke'ng and probably more than you're doing right now. That's 
a rule for every person, certainly everyone I have coached. Everyone seems 
to get stuck on growing their audience, and whenever I ask them what have 
they done to expose new people to your work, and I'll say, "Well, I share it on 
Facebook," but if you're sharing on Facebook to only 100 followers, that's not 
going to give you a breakthrough. Yes, that's good but you need to keep 
tapping into new channels. 

With that added to it in place, that's a star'ng point, but you have to have 
the good piece of content. Part one, is the content. Part two is an aTtude for 
marke'ng but you do not go out there and market something that is not of 
high value.  

Let's move on and really dig into what is something of high value? 
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As I said earlier, you can read the post I've got about pillar ar'cles. You can go 
through my Blog Profits Blueprint where I talk a lot about content produc'on. 
If you're really keen, you can buy one of my guides or my courses which I 
cover content, as well. But, I want to leave you with what I think is the most 
important, most important single 'p I can give you about content crea'on. I'll 
give you more than one, but there is one main piece of advice that I think has 
certainly in my case, been the most effec've technique for content crea'on. 
It's at the heart of everything I've done in content crea'on. Since the very 
beginning of my blog, it's very much a part of this podcast. It's certainly been 
a part of everything I am doing now with content crea'on, and I am wri'ng a 
book.  

What am I talking about? What's the answer to this ques'on? What's this one 
'p or technique? I believe the single most effec've content formula is to do 
storytelling case studies whenever possible. 

That really taps into what blogging was first about and very much s'll is for 
most blogs, and this includes video blogs, maybe not so much podcast but 
certainly blogs when they got their start, they were about an individual 
sharing their process, their life, their journey to do something, or to live 
something or to care about something. 

A lot of vloggers do the same thing today, a lot of the most successful 
bloggers, they are just sharing. What are they buying? How are they puTng 
on their makeup? What are they doing to live their life? They are just 
chronicling that. It's a journey, a journal. That's very much what my blog 
started as to. It's called Entrepreneur's Journey and it was and it s'll is in 
many ways a place to chronicle my journey. It really was at the beginning. 
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Then, as my business grew, I started to no'ce that not only sharing my 
journey works, but sharing other people's journey works really well. So, in 
par'cular with my interview podcasts, the one you're listening to now, but 
when I do the interviews, they're also stories of case studies. They are people 
who have done something that other people would love to know how to do 
and we go back in 'me and share that journey. It's a storytelling process that 
reveals a case study of a desirable outcome. 

I would recommend, no maSer what you're doing, try and include certainly 
story-telling. Talk about how you live something or did something or try to 
solve a problem, and if you can make it a case study by doing that, simply give 
them a solu'on to a problem. Take them from the beginning and how you 
used to have the problem, or your client used to have the problem or this 
person used to have this problem, or maybe it's some other problem. It's a 
desire. It's an outcome. It's a change. It's something that people want or are 
interested in. Maybe it's a "Know how I got into Ellen", or maybe, "How I got 
100,000 subscribers on YouTube?", or maybe it's, "How I broke my leg bungee 
jumping 20 'mes in one week"... Whatever the story is, tell the story. Go from 
the beginning. Work your way up. Build suspense. Open up some loops. Make 
people interested in the outcome. It's a hero's journey. All the classic 
storytelling elements. Then, conclude the story. Reach the climax. Explain 
what happened.  

I really love to not just reach the climax, "let me explain what happened". I like 
to then roll out some how-to steps to also teach people how to do what I just 
did. That's, in effect, almost the answer to the steps for crea'ng this kind of 
content would be open with the background. Build some an'cipa'on. Open 
some loops, then reach the climax. Deliver an outcome and then, teach 
people how to do it. Classic formula for producing a storytelling case study 
podcast video or wriSen blog post. I have used that so many 'mes in all kinds 
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of media. I even use it for my sales pages, for my products that I sell. I've used 
it inside the products because storytelling is a great teaching format, so if 
you're selling courses or membership site content, or ebooks, whatever your 
products are, using that storytelling content case study format really works 
well.  

And, what's also great about it, if you haven't lived the case study yourself, 
you can interview people. That's what's certainly great for podcas'ng but 
don't be afraid to extend that to the wriSen word, as well, to the products 
you create possibly and even to do videos, video interviews, video stories of 
other people… That's what makes compelling content, storytelling case 
studies. 

Obviously, that's not the only way to produce compelling content. I would 
argue that every piece of content will do beSer with storytelling. That is just a 
simple rule that we should all follow. You should follow it in par'cular 
because it's proven by science, as well. If you look into some of the 
neurological studies that have been done tes'ng people, how their brain fires 
off when they are reading content, it actually tested something that's been 
more, I guess pragma'c, explaining the details or something, but not using a 
story, and then, something using a story. 

You can imagine if you're trying to describe a cube, you can say, well, it's ten-
feet tall. It's got one corner here, another corner there. It's siTng on this 
plaUorm. It's black. That kind of content versus, "One day, I was walking on 
the street and I saw this huge object crossing my path. I'm not sure what it 
was or where it came from, but I had to find out more." And, then, I introduce 
the cube. 
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That second version, the storytelling version, it fires up a part of the brain 
that is not triggered when you don't use the story, when you just relay the 
facts. That part of the brain that fires up increases reten'on, as well. It not 
only increases engagement. People are more inclined to want to finish the 
story, want to hear everything you have to say, but they are also more likely 
to remember what you said, remember who you are, and that's important, 
especially as a business owner because it means you'll be in the conversa'on 
later on when it comes to them looking poten'ally to buy a product or 
service, if you are one of the people who sell a product or service on 
whatever it is they are trying to do. Very important point. 

I could certainly dive in and give you a list of the types of blog posts. You 
could produce everything, like I said earlier, from how to posts to defini'on 
ar'cles, to infographics, and so on, but I feel that that is the easy part of 
producing good content. In fact, you can see examples of that all over the 
internet. Just go open up any successful website. Look at the types of 
content they produce. However, I think you'll get a lot more. Don't disregard 
those formats. They are very helpful star'ng points, but what you want to do 
is think first about the story. Think first about the angle you can produce that 
is relaying an adventure or a process that someone or something went 
through, or at least insert some storytelling elements into it, even if it's just a 
liSle sample of a story here, maybe you could be talking about anything from, 
let's say, you're talking about how to gain muscle mass, and you could tell a 
liSle story about how the rock changed his physique maybe when he was 
younger, if you happen to know a story about Dwayne Johnson or Arnold 
Schwarzenegger.  

I do this oXen, too because I read a lot of books, or I listen to a lot of 
audiobooks, and the stories from these people are locked in my memory. For 
example, Arnold Schwarzenegger growing up in Austria. He used to do pull 
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ups on a tree. I remember, I think it was with his cousins and his friends. They 
used to hang out in this tree and he'd jump on to one of the trunks and start 
doing pull ups. That was one of the ways he started to gain this interest in 
bodybuilding. That's a story I could insert into one of my blog posts as a way 
to perhaps demonstrate the power of a long term effort, for example, with 
Arnold doing something since he was a child. 

That's another way to insert storytelling elements. It doesn't have to be about 
you. It doesn't have to be about a client. It can be just something well known 
or something interes'ng. And that's what makes it powerful. 

Why do we do all these? Why is this so important? Because as I said, you 
need to produce content today that is going to have the true pillar effect, 
which is that long-term consistent traffic. 

I can tell you from my experience, I have been living off the efforts of the 
content I have wriSen yes, in the last two or three years, but also in the last 
ten, twelve, thirteen, fourteen, almost 15 years now blogging. 

It's the ar'cles that I wrote ten years ago that bring in some email 
subscribers, as well as the ar'cles that I wrote one year ago. They all bring in 
traffic and it's delivering me long-term value. That traffic is turning into email 
subscribers or at least, some of them are, and then another small frac'on is 
becoming customers. What's great about that, it's happening while I'm doing 
other things. I'm wri'ng a book right now. I haven't wriSen consistent blog 
posts in years, really. I s'll publish. I s'll publish podcasts, but back in the 
early days, I was wri'ng two, three, even five 'mes a week. As I slowed down, 
I was at least wri'ng something preSy solid once a week. 
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Nowadays, it's once a month might be the more regular type of content that I 
produce and I'm not saying that's necessarily a good thing, but what's 
important is my business s'll runs because of the work done in the past. I get 
to devote most of my content produc'on 'me now to wri'ng a book. 

If you want the laptop lifestyle, if you want the poten'al to be doing 
something else, maybe you want to work really hard right now and producing 
a ton of content, I think that is a good idea. You need to build up that ini'al 
plaUorm, your ini'al profile, your ini'al back catalogue. People succeed 
because of what they do over 'me. Famous musicians have lots of albums. 
Famous actors have lots of movies. Famous authors have lots of books. You 
do build up a back catalogue and you jump from one success to the next 
building on your efforts. 

Sure, one movie or one book, or one broadway play, or one victory in a 
spor'ng compe''on might be the thing that really put you on the map, but it 
was all the work and all the steps you took in previous compe''ons, previous 
books, previous movies, or play produc'ons that you've done, that gave the 
opportunity to have this breakthrough. 

You should be looking at everyday you spend producing content. It's about 
producing that back catalogue of work, that experience, that growth that will 
eventually lead to that one breakthrough event, or maybe it won't. Maybe it 
will just have this really solid back catalogue. It's not bringing you millions of 
visitors, but it's bringing you that few thousand or few hundred thousand you 
need each year in order to have a successful, profitable, full-'me income from 
ul'mately a business that could, if you do it right, run mostly without you. If 
you have a team and you have all these content that you created in the past 
that's s'll working for you, it's like it's part of your team, as well, then you've 
got that real laptop lifestyle poten'al for business. 
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What's also great about it is you don't need to worry about doing things like 
buying adver'sing. There is always that opportunity. Adver'sing for a lot of 
people is their bread and buSer. It's their main growth vehicle. It's their main 
method of making a lot of money on the internet. 

But, like myself, I am travelling the world knowing that I have done the hard 
work to produce this content. It won't necessarily deliver the ongoing result 
forever. But, it's a decade later and I am s'll bringing the same income I was 
ten years ago from this same business largely based on the same content, as 
well.  

It can be fairly life-changing and certainly reasonably long term. I do not 
expect it to last forever, but it's already delivered much more than I ever 
thought it would, and I really do believe, when I say this to you, that that 
opportunity to do the same is s'll available today because you can capture all 
this traffic onto an email list. An email list is a vehicle you always have access 
to for making sales of your products and services. If you're growing a large 
YouTube subscriber base but you're also growing your email list from that 
YouTube subscriber base, that's what maSers. Same with your Instagram 
channel, and your Pinterest profile, or your blog, or your TwiSer, whatever it 
is, maybe it's all these things, if you're feeding people into an asset like an 
email list, you've got something that is reasonably reliable long-term. 

Just in case, Google decides to switch off all your search traffic or TwiSer 
decides to delete your account, or YouTube becomes so compe''ve that all 
your videos get 5% of the traffic they used to get. These things can happen. 
Like I said earlier, I don't expect my blog to do what it does or what it has 
done forever. In fact, my traffic does fluctuate. It's been up and it's been 
down over the last few years, but it's been fairly consistent in terms of 
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delivering that business result because of that focus on long-term quality 
content, feeding an email list and selling products and services. 

I want to end this podcast with really highligh'ng the most important point. 
Everything that I've talked about today is so important now more than ever 
because of the prolifera'on of content online. The only way that you can 
poten'ally succeed today is if you do focus on crea'ng powerful content that 
really resonates with people because it's unique. To be unique, you need to 
put in that extra effort or ideally, have a unique story, so tying this back into 
that main content technique of the storytelling case study. 

When you are sharing storytelling case studies and you're talking about 
maybe things that you've done that are unique or stories about your clients, 
or your friends, or maybe even well-known people in the world, craXing those 
stories make them unique. You can really replicate them. And, if they are 
compelling and they are about compelling people and they are compelling 
outcomes, they are going to stand the test of 'me. People will always want to 
know, "How did you make your first million dollars?" or, "How did you lose 30 
pounds in the last six weeks?" "How did you get pregnant aXer trying for four 
years and not having any success?" 

These are the sorts of things that even if you're not a superstar yourself, but 
you've done something that's really desirable or inspiring or compelling, or 
there's a story you have access to that is any of those things, that's how you 
create content that will stand out. I encourage you to think through your own 
back catalogue of ideas and situa'ons, you've lived through accomplishments 
and experiences, your clients, your contacts, or even any people you've read 
about, maybe read some books, and you can pull some stories out from there, 
and weave things together into a narra've with a story arch that also leads to 
conclusion that's tailored to your audience, and that's what's important here, 
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storytelling with a unique value to your unique audience, that's what creates 
that powerful content that will get the distribu'on you need within your 
industry. It doesn't have to be global. It doesn't have to be industry-wide 
mainstream, get on Ellen famous. It just has to be important to the people 
that maSer most, the people who are more likely to buy your products and 
services if you're running a business, of course. 

Okay, I'm going to end the podcast on that point. I think it's the most 
important point I can give you right now on how to produce content that 
maSers today. Really, there's not much to it. There's some simple ideas in this 
episode that you can walk away with and apply, but I hope you really take 
away as more of an ethos, more of a big strategy, overarching strategy for 
your business and certainly, for your content. It's something I think that 
should be driving what you do, but obviously, on a micro-level, you're going 
to have to go out there and put in the work to find those unique stories to 
produce that unique content, but it's well worth it because over 'me, you'll 
get those leverage pieces of content that deliver the traffic long term, and 
that's what you want. The more you can produce, the quicker and the bigger 
you'll grow, and the more likely you'll get to that outcome you're really looking 
for. 

As I said, I am going to put the links to those two blog posts about pillar 
content that I talked about earlier, or you can just go to Google and type in 
"pillar ar'cles" or "pillar content" and you'll find the Entrepreneur's Journey 
post about that, that I've wriSen over the years, and I hope you got 
something out of this. 

Most importantly, I hope you're thinking primarily about the value of the 
content you produce because that's how you can stand out and win in your 
industry. Don't neglect marke'ng. I don't want you to suddenly think that you 
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don't have to market especially if you're new, because nobody knows your 
name. You're going to have to get out there and shout your name for people 
to discover you. 

But, if you're shou'ng your name backed by a powerful story, people are 
more likely to listen. So, get the storytelling, the case study, the value upfront 
right first, and then, start looking at the marke'ng. 

I would suggest, if you're listening to me right now and you're thinking, "I'm 
working really hard but nothing is geTng trac'on," I'd go back and look at 
your content and really ask yourself, "Are you producing something that's 
unique, that's special to your audience?" Because chances are you're 
producing something that's essen'ally a deriva've of someone else's work. It 
might be good, but it's not as good if someone else is doing something beSer 
in your industry or someone else who just happens to be more well known in 
your industry because they have the lion's share of aSen'on. Even if their 
ar'cle is slightly worse than yours, they are going to do way beSer than you 
because they already have the aSen'on. You need to do much more.  

You basically need to produce something that will get someone already well 
known in your industry to go, "Wow, who is this new person? This is amazing." 

In fact, you might need to go and create a story for this to actually happen. If 
you haven't lived yet, or you haven't found people to work with who are 
doing some amazing things, you might have trouble coming up with value 
because you haven't got the stories to share yet, so that's the problem you 
face. 

You might need to read some books. You might have to get out there and live 
a liSle. You might need to build the business or lose some weight or 
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overcome a big problem, really get a result that people care about, whatever 
it is you're trying to do or trying to help people with, and then, build your 
content around those news stories that you're star'ng to live. 

Okay, that's it. I'm going to call it the end of this special podcast on content 
for the current crowded internet marke'ng landscape that we all face today. 
My name is Yaro. If you want to get the show notes and the links I talked 
about to go along with this EJ Podcast, just go to EJPodcast.com/6. This is 
the sixth solo episode of the Entrepreneur's Journey podcast. However, there 
are hundreds of interviews I've done with other online entrepreneurs, in 
par'cular bloggers and podcasters and video bloggers, content creators who 
use content to build their plaUorm, grow their audience, and essen'ally build 
laptop lifestyle business that they can run while travelling the world and 
making sales of their own digital products and services. 

All of them, every person I've interviewed who's ever succeeded with content 
has done an off the back of amazing storytelling and/or fantas'c teaching. It's 
usually the same thing-- teaching through storytelling. Lots of prac'cal stuff 
with the how-to steps but lots of storytelling to grab the aSen'on and the 
engagement. 

Okay, that's EJPodcast.com/6 for the show notes. My name is Yaro and I'll 
talk to you on the very next Entrepreneur's Journey podcast. 
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LAUNCH, GROW AND PROFIT 
FROM YOUR OWN PODCAST 
USING THE ‘INTERVIEW 
STORY’ FORMULA 

 
Podcas'ng can be a great way to engage with your audience, drive traffic to 

your website and promote your products and services. If you’ve ever 

thought about star'ng a podcast but don’t know where to start, Yaro has 

created Power Podcas9ng: a step-by-step training program that teaches you: 

• The basic technical tools you need to start podcas9ng FAST 

• How to refine the strategic purpose behind your podcast by becoming 

clear about what you want it to do for your business 

• How to conduct a ‘Podcast Launch’ so you can make a big splash 

when you first publish your podcast 

• The 10 step process for crea'ng a powerful storytelling interview 

• How to NOT be dependent on iTunes for your podcast traffic growth 

by tapping into other powerful referral traffic sources 

• Three different op'ons for charging money for podcast content, and 

what op'on I recommend you focus on.
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