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Hey There, 

Paul from BuzzStream here.  I just wanted to thank you for downloading our e-book, Linking Out-

side The Box. Our aim is to help you think in new ways and have more fun with your link building 

campaigns. 

Quality link building is becoming more important – and more difficult.  I’m seeing quality link 

building drive more benefits for companies that engage in it – not just in search rankings, but also 

growth in referral traffic, permission marketing assets, new influencer relationships, and more.

One characteristic I’ve noticed many of the best link development professionals have is they give 

before they get – they’re fundamentally generous people. 

All of our contributors have shown real generosity in sharing some of their tactics today. I’d like to 

thank them all for taking their valuable time to share their knowledge.

Another characteristic we see among the best link builders is that they’re creative, while automat-

ing and outsourcing mundane tasks.  We hope this e-book inspires you to both think and link more 

creatively – and that each chapter leaves you with at least one takeaway you can take action on 

immediately.

You’ll find eight creative approaches in this e-book – including new takes on familiar tactics like 

guest blogging and product giveaways, as well as new ideas like content partnerships.  We hope 

you’ll take these ideas and bring them back to your company and your clients, share them with 

your colleagues, and adapt them to your situation to get great results.

Thanks and Link On,

 

CEO & Co-Founder, BuzzStream

Welcome from 
buzzstream ceo 
& co-founder 
Paul may



Part 1  

introduction

If you’re an experienced link builder, you may want to jump straight 
into the meat in page 14 – if so, don’t let us hold you back.

However, if you’re relatively new to link building, 
you’ll find this section useful.
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the neW  
link building

Is there a specific time when ‘old link build-

ing’ turned into ‘new link building’? 

Certainly not. But what is certain is that the 

type of link building required today is very 

different from the link building that worked 

even five years ago. It’s been a process of 

evolution, not revolution.

So we contacted some of the best people 

in the link development industry and asked 

them to share their insights. We wanted 

their advice to be practical, creative and 

inspirational in helping people get to grips 

with link building. 

Our link building experts take different ap-

proaches, but reading each article carefully 

shows common themes. Picking those out 

will give you a good idea of what new link 

building is about. Here, we’ll share seven 

themes.

Relationships are Paramount

Building relationships is the ever-present 

advice from our experts. If you want to 

build links, you’ve got to build relationships 

with the people behind the sites. People, 

not websites, make links.

Social media is a great way to create 

those relationships. Lisa Buyer insists that 

you’ve got to know your influencers on-

line. Whether journalist, blogger or brand 

advocate, make sure you follow them via 

social media - and comment, share, like 

and interact with their content.

Guest blogging is another area where rela-

tionships are becoming increasingly impor-

tant, particularly when approaching qual-

ity sites. Ann Smarty explains that guest 

blogging for the sake of links is doomed - 

you need to care about the people behind 

those links. You need to think about rela-

tionships and building influence. You can’t 

fake this, you’ve got to be authentic.

And the beauty of building relationships 

is that they last and can benefit you time 

and again. Alisa Scharf says you shouldn’t 

kill the relationship once the post is done. 

You need to cultivate your prospects so 

you can work with them in the future. It’s 

so valuable to reach out to a bunch of 

bloggers who know and trust you, and will 

be happy to promote your new piece of 

content. That’s not possible if you haven’t 

built the relationships first.
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SEO is Just Part of the Value 
of Good Link Development

Most of us come from an SEO background 

and really know the value of links in boost-

ing search engine rankings. But if that’s the 

only benefit you see, you’ll be missing out 

on serious opportunities for your clients 

and your own businesses.

As well as rankings, quality links can bring 

direct traffic, increase our trust and reputa-

tion, and establish our position within an 

industry or niche. These are valuable ben-

efits and quality links can bring them.

But quality links require work - so you’ve 

got to get as much return for your work as 

you can. Being aware of the benefits of link 

building beyond SEO, can put your return 

on investment in a very favorable light - 

and raise the importance of your work in 

your client’s eyes. 

You have a lot more to gain than a couple 

of links according to Ann Smarty and  the 

more connections you build, the less you’ll 

have to worry about links. If you’re well-

connected, links will flow in naturally.

Partnerships too can bring much more than 

links and Gregory Ciotti gives a wonder-

ful example in his contribution. He added 

7000 new subscribers to his newsletter 

and doubled readership through creating a 

viral video with a carefully selected partner.

Product review campaigns are a great way 

to get contextually rich links to product 

or category pages. But that’s not the only 

benefit says Alisa Scharf. Product review 

campaigns get your product in front of a 

welcoming and engaged audience made 

up of potential customers who are likely to 

buy your products or services.

In-depth Research is Critical

David Ogilvy, known as the father of mod-

ern advertising, believed “without research 

I am lost”. For every new campaign he 

worked on, he buried himself in research 

for days. That gave him three things - a 

solid understanding of the markets he was 

in, a gut feeling about what might work, 

and a ton of practical insight and material 

on which to base his campaigns. What was 

useful for David Ogilvy can be useful for 

link builders. 

Quality links don’t happen without a lot 

of work – and a significant amount of that 

work will be in research.  There are two 

great examples from our experts. Gregory 

Ciotti’s research into finding the right part-

ner paid off when he created a video that 

had over a million views. And Ann Smarty 

finds that research fuels her quality writing. 

After finding a topic that is especially cool, 

she’ll dive into serious research for up to a 

week. The resulting pages of information 

and brainstorming gives her the material 

for multiple high quality posts.

Avoid temptation to get started on imple-

mentation immediately, to jump into the 

‘real work’. But the experts we’ve pub-

lished show that’s not the clever thing 

to do. We have to create work of a high 

standard. We make it easier on ourselves 

if we take the time to research and absorb 

information about the markets that we’re 

targeting before we jump in.

Concentrate on What 
Your Prospects Want

Thinking about what your prospects want 

is probably one of the oldest adages in 
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marketing and it is so true for link building. 

To get links today, you have got to think 

about your link prospect, what they want, 

and how you can deliver it to them.

This is evident is all our expert contribu-

tions. Gregory Ciotti puts it well when he 

says that if you can’t brainstorm a way to 

make your proposal sound beneficial to 

the receiving party, you’re just wasting 

your time. 

And that applies to online PR as well. 

Pitching the right story to the right journal-

ist is mission critical for success in today’s 

online PR world, according to Lisa Buyer.

And how can you find out what your tar-

get’s want? Well, doing the research we’ve 

talked about is one good way. 

But how about something more practical? 

How about just asking them? 

That’s the terrific advice that Paddy Moo-

gan shares in his piece on Infographics. 

Once you’ve settled on your idea for an 

infographic, pitch your idea to a few well-

chosen influencers and make sure you 

receive a positive response before you go 

ahead and commit to building a full info-

graphic.

Create and Publicize 
Quality Content

When you’re approaching the top sites in 

your industry, you’ve got to give them a 

compelling reason to link. And the most 

compelling reason of all is to give them 

great content that they can share with their 

visitors.

But as Lyndon Antcliff explains in his ar-

ticle, ‘quality’ is a relative term that really 

depends on the reader’s own point of view. 

According to Antcliff, it is the crowd, the 

audience, the readership that decides what 

is quality and what is not.

Antcliff specializes in linkbait and strives 

for content that is exceptional. He gives a 

great example of a payday loan company 

that got high authority, editorial links with 

an infographic that piggybacked on the 

announcement of Elon Musk’s mission 

to Mars. Such ‘newsjacking’ is within the 

capability of any link builder - but it must 

be done well. 

Ann Smarty also thinks that quality is 

crucial. She says there is a big difference 

between pumping out guest posts and 

writing high quality creative ones. Smarty 

gives a useful example of how a single 

piece of research can give multiple posts 

and how those posts can be re-purposed 

into different types of content. 

Social Media Builds Relationships 
and Distributes Your Message

As we said, relationships are crucial in link 

building. And one of the most powerful 

ways to build relationships with prospects 

you don’t yet know is through social media. 

You can find out a huge amount about 

your prospects before you even approach 

them. Monitor their social media profiles 

and you’ll find out what subjects they talk 

about, the viewpoints they take, the type of 

material they share and much more.

Alisa Scharf recommends setting up a 

tweet deck board to monitor important 

keywords. From the results, it’s easy to 

see who is influential on twitter. And even 

better, if they have their own blog – make 

sure to check out. And of course, you can 
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comment on and tweet their articles, quote 

them and re-tweet them. 

But perhaps the best social media tip in 

this e-book comes from Gregory Ciotti. 

He explains there’s something to be said 

for reaching out to interesting folk when 

you come across their work - if for nothing 

more than just to say hi.

Online PR is Much More Important 
Than Links in a Press Release

An old SEO tactic was to put keyword rich 

links in a press release, send it to a press 

release distribution service and hey presto, 

you’d get links. 

But the aim was to get the links, not me-

dia coverage. Well, that no longer works. 

Online PR can be a great boost to your link 

building campaign, but you’ve got to do it 

for the coverage, not just the links. 

Get media coverage and your potential 

customers will read about your company 

and your products; they’ll come to trust you 

because decent journalists have written 

about you; and they’ll even come to buy 

your products because you’ve got a pretty 

good reputation. 

Sometimes that coverage will include a 

nice editorial link and sometimes it won’t. 

But the coverage will encourage other 

journalists and bloggers to write about you 

- and sometimes that will get you links too. 

Over time, online PR will help your link 

building: companies who are good at 

online PR are usually companies that have 

a great link profile. Pick a few companies 

that have been featured in the New York 

Times, Inc. Magazine, the BBC, do a back-

link analysis and you’ll see for yourself how 

beneficial PR can be for link building.  

The web and social media in particular 

opens up access to the media: what was 

once the preserve of specialist agencies 

is now open to anyone. If you learn how to 

do effective PR you’ll gain positive media 

coverage - and all the links that follow as a 

result.

But you need to write news announce-

ments with more than just the journalists in 

mind advises Lisa Buyer. Now companies 

publish news geared for bloggers, search 

engines, social media, news networks and 

customers.

Tactics that have been used for years in 

public relations can easily be adapted 

to link building. One such tactic is the 

‘exclusive’ says Paddy Moogan. If you’re 

approaching top quality websites such as 

magazines and newspapers with an info-

graphic, it might be beneficial to offer one 

of the best an exclusive - so they get to 

launch the infographic first and give you 

lots of coverage.

Conclusion

Link building has grown in scope over the 

last 10 years. It’s now an exciting discipline 

that embraces traditional marketing and 

public relations - but adds a new twist. A 

twist that makes creative link builders valu-

able members of any marketing team.
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the 4-steP 
Process at the 
heart of link 
building

Link building has grown to be a complex 

process. Just set your RSS reader to pick 

up the blogs and we list in our Resources 

section and you’ll get a fantastic stream of 

new ideas and material (that of course is a 

very sensible thing to do). But the wealth of 

material can be overwhelming, particularly 

if you’re relatively new to the art of link 

building. 

But when you’re feeling overwhelmed, 

a good tactic is to go back to basics and 

make sure you have a solid understanding. 

There’s a great quote from the author John 

Gall, an expert in systems theory who say, 

“A complex system that works invariably 

evolves from a simple system that works” 

– it’s a quote that has become known as 

Gall’s Law.

So if you want to understand a complex 

process, look for the simple process be-

hind it.

The experts featured in this publication 

have developed complex processes that 

work. That’s why we choose them – they’re 

masters of their particular brand of link 

building. Their approaches are creative, 

inspirational and they have much to teach 

every link builder.

But where do you start to implement the 

great advice they give? That’s where Gall’s 

Law comes in. We can take these complex 

processes and try to bring them back to 

the simple process that created them. 

No matter what flavor of link building you 

specialize in, the process is likely to boil 

down to four simples steps that are at the 

heart of all link building:

1 Find link opportunities

2 Evaluate and prioritize your prospects

3 Reach out and persuade them to link

4 Build on the relationship. 

“A complex system that works invariably evolves from a simple sys-

tem that works” - Gall’s Law.
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Let’s look briefly at each of these:

1. Find Link Opportunities

Link prospects are the raw material for a 

link building campaign. A prospect isn’t re-

ally a prospect until you have their contact 

details.

You need to capture prospects from your 

own industry. But you need to go further 

- capture prospects from niches within 

your industry and capture prospects from 

related industries too. 

Spend time developing your prospecting 

skills. The better you get at prospecting, 

the more raw material you have to work 

with, and the more effective your link build-

ing campaigns will be. What can you do 

find more of the exact type of prospects 

you’re after? 

You’ll need a constant stream of new link 

prospects, so explore how you can set 

BuzzStream’s prospector to find you new 

prospects automatically every week.

2. Evaluate and Prioritize 
Your Prospects

Prospecting in volume is essential, but they 

have to be the right type of prospect – the 

better your quality of prospect, the bet-

ter your chances of success and the more 

valuable the link you will get.

To evaluate a prospect, look at their site, 

see the sort of content they publish, the 

types of links they give, and how open are 

they to approaches. That’s a time-consum-

ing process and you can’t do it for every 

one of your prospects. 

So make the most of your time by learning 

to prioritize the prospects you find. Buzz-

Stream’s SEO and social metrics give you 

an easy way to prioritize your prospects 

initially. You can then have a closer look 

at their sites and use your own criteria to 

decide which is most important. 

3. Reach Out and Persuade 
Them to Link

In all of our expert contributions, you’ll 

read how important personalization is. 

People just won’t respond positively if they 

feel they’re getting the same template as 

everyone else.

You’ve got to add in those personal 

touches that can make all the difference 

between your pitch being read or ignored. 

But on the other hand, you’ve got to work 

at scale – you can’t agonize over every 

word you write in every pitch you make. 

BuzzStream helps you marry both of these 

tasks – giving you the scope to add per-

sonal touches to your pitches and getting 

your email pitches out at scale.

But a pitch is not just about sending an 

email out, it’s also about acting quickly and 

efficiently when you do get a response. 

That’s where BuzzStream’s campaign man-

agement abilities really count.

4. Build on the Relationship 

When you do get a link, you may think 

that’s the job done and it’s time to move 

on to the next project. But getting a link 

should really be the start, not the end, of a 

great relationship.

If a site links to you once, they’ll be likely 
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to link to you again when you have some-

thing new to offer. If an editor publishes 

one of your guest posts, they’re likely to 

be open to publishing more from you. If a 

blogger promotes your Easter giveaway, 

they’ll be likely to promote your Summer 

giveaway. 

But only if you take the time to build on the 

relationship you’ve started. That means 

you can have lists of contacts you return 

to for each individual client, and lists that 

you can return to for new clients and new 

campaigns. 

Conclusion

The examples we’ve given in this e-book 

can be boiled down to these four simple 

steps. But the emphasis you place on each 

step will be different. If you’re doing a 

product giveaway, finding and evaluating 

suitable link prospects may be paramount: 

if you’re doing online PR, you’ll be finding 

fewer prospects but looking to build solid 

relationships with them so your PR work 

can develop over time.

Now you understand the simple process 

at the heart of all link building, you can 

develop new methods that will create your 

own complex processes. These are the 

processes that will drive your competitive 

advantage.
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creativity is the 
secret sauce

Creativity is the secret sauce that will make 

you a better link builder. 

Link development is tough - and getting 

tougher. You’ve got to get more of the 

quality links that really matter. And to get 

those links, you have to create top quality 

content and clever promotional strategies. 

Both content and promotion require cre-

ative thinking.

We believe that creativity is an essential 

skill for the modern link builder. To be suc-

cessful, you’ve got to move beyond the 

ordinary - you must start linking outside the 

box. 

Sometimes creativity can be a mystery - 

you don’t know where or when that flash of 

inspiration is going to come. But creativity 

doesn’t come from isolation - it comes from 

absorbing ideas and putting your own spin 

on them. There’s a lot of great ideas in this 

e-book and we think they’ll inspire your 

creativity. Here’s some tips for getting the 

most out of this book:

1 Read through the articles and look for 

the many practical tips the contribu-

tors share - clever ways of working that 

you can apply to your own projects right 

away.

2 Take each of the articles and ask 

how you could adapt that strategy 

to your own situation. That means think-

ing it through carefully - what made it work 

for the expert? What did you like about it? 

What would it look like in your own indus-

try?  

 

How about sharing this e-book with your 

team and hosting a brainstorming session 

to plan new initiatives?

3 Be prepared to take a few risks. You’ll 

never develop creativity if you’re 

afraid to fail - and failure in one project can 

often be turned into success in the next.

4 Get to know your own industry and 

that of your clients as well as you 

can. Find the top trade journals, the best 

blogs, get an idea of the major issues in 

your industry and look for the most con-

troversial or the most helpful writers. The 

knowledge you gain can be the founda-

tion on which you build some pretty useful 

campaigns.
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5 Debate your ideas with colleagues, 

clients and others you respect. Ask 

for feedback and accept or reject the opin-

ions you’re given. Your ideas will be better 

for the discussion. 

6 Collect great ideas no matter where 

they come from. You probably al-

ready get a lot from SEO sites but don’t 

neglect the business press, advertising 

industry, magazines like Inc.com or Entre-

preneur.com and many others. General 

reading can be a great source of creative 

ideas: develop a system for finding, storing 

and making use of them. 

7 Develop your own unique methods. 

Create visual representations of the 

way you work - flowcharts, mindmaps, 

workflows, and diagrams to describe your 

methods. 

8 Write articles that describe your own 

processes. What have you learned 

and what are you able to share to help 

others? The act of writing and publishing 

will improve your own thinking, encourage 

interaction with the experts from whom 

you have learned, and even lead to future 

collaboration. The entrepreneur, Sam Cala-

gione put it beautifully when he said, “The 

only teachers worth listening to are those 

who realize you might have something to 

teach them”.

In compiling this e-book, we found much 

to delight, surprise and inspire. Now it’s up 

to you to take inspiration from the chap-

ters that follow - but don’t forget to let us 

know how you get on. We’d love to hear 

about your experiences and successes – 

feel free to send us an email at any time at 

support@buzzstream.com and let us know 

what you learned, liked, disliked, and more.

mailto:support%40buzzstream.com?subject=
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Part 2  

exPert contributions

Paul May, CEO of Buzzstream talked about the 
generosity of link builders – and here’s the proof.

Here, seven link building experts share their insights and 
give you ideas that will help you link outside the box.
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hoW a 
PartnershiP led 
to a viral video 
With a million 
vieWs

By Gregory Ciotti

A few months ago, I found myself in a very 

enviable situation—I had been prominently 

featured in a viral YouTube video that has 

accrued nearly one million total views.

Dubbed The Science of Productivity, it 

was picked up on places like the Discov-

ery Channel blog, Brain Pickings, and 

Lifehacker. In only 30 days, it generated 

around 7,000 email leads, most of which 

have turned out to be quality readers (my 

open rates stayed the same during my 

next broadcast).

The video, done for my site Sparring Mind 

in collaboration with the AsapSCIENCE 

YouTube channel, more than doubled my 

newsletter subscription at the time.

So, how did it all go down?

More importantly, what are some takeaway 

This productivity video was featured on the Discovery Channel blog

http://www.youtube.com/watch?v=lHfjvYzr-3g
http://news.discovery.com/human/key-to-productivity-start-gotta-see-video-121218.htm
http://news.discovery.com/human/key-to-productivity-start-gotta-see-video-121218.htm
http://www.brainpickings.org/index.php/2013/01/09/the-science-of-productivity-animated/
http://lifehacker.com/5968118/the-science-of-productivity-breaks-down-the-simple-facts-behind-productivity
http://www.sparringmind.com/
http://www.youtube.com/user/AsapSCIENCE
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lessons that you can use on your next 

big collaboration project? That’s what we 

will be taking a look at in this chapter, so 

enough of the small talk, let’s dig in!

Analyzing Potential Partnerships

As with the beginning of all good partner-

ships, I had to do my research to find a 

group/person who was not only in the 

same space as myself, but also had an au-

dience size that would make collaborating 

worthwhile.

That is, it wouldn’t have been wise for 

me to try and partner with someone like 

Vsauce or a blogger like Steve Pavlina, as 

their audiences are just too large to make 

any sort of pitch worth their time.

When I reached out to AsapSCIENCE, they 

had about 90k YouTube subscribers, and I 

had about 20,000 newsletter subscribers, 

so the audience size was similar (YouTube 

subscribers being worth a bit less). Fur-

thermore, I noticed that they had already 

covered topics within my space of psychol-

ogy and lifehacks, specifically their Science 

of Procrastination video which was one of 

their most popular at the time.

I won’t lie - there was also a bit of seren-

dipity in finding this awesome channel, as 

I randomly came across them when they 

were featured in a Buffer blog post on tak-

ing naps.

There’s something to say there about 

always reaching out to interesting folks 

when you come across their work, if noth-

ing more than just to say “Hey!” When I first 

emailed the AsapSCIENCE crew, they men-

tioned that they hadn’t been approached 

for any partnerships before, but were very 

interested.

Now that they have nearly one million You-

Tube subscribers, they don’t do any more 

partnerships (unless it’s a paid one, like 

with Audible), so when you come across 

budding blogs, YouTube channels, or pod-

casts, be sure to connect right away!

The Persuasive Pitch

A while back, Matt Gratt of BuzzStream 

wrote a post on the 3P’s of great outreach 

emails – personalized, positioned and per-

suasive - that I follow religiously (seriously, I 

ought to print out a copy and frame it).

When I first made contact with the Asap 

crew, I took the time to look into what re-

ally matters for YouTube channel owners: 

what things do they actually care about?

It turns out, a lot of views from the Asap-

SCIENCE channel were coming from third 

party sites. I also noticed that they were 

not selling any products on their page, so 

they were completely reliant on advertising 

to support the channel.

Knowing this, here is what I offered in ex-

change for getting featured in front of their 

audience...

“There’s something to say there about always reaching out to inter-

esting folks when you come across their work, if nothing more than 

just to say Hey!”

http://www.youtube.com/user/Vsauce
http://www.youtube.com/watch?v=1nBwfZZvjKo
http://www.youtube.com/watch?v=1nBwfZZvjKo
http://www.buzzstream.com/blog/the-3-ps-of-great-outreach-emails-personalized-positioned-and-persuasive.html
http://www.buzzstream.com/blog/the-3-ps-of-great-outreach-emails-personalized-positioned-and-persuasive.html
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They get all video revenue: Media-pro-

ducers (especially those on YouTube) are 

often not concerned with building blogs or 

web traffic: they want video views and ad-

clicks. I wanted neither of these, so I made 

it clear when I reached out that they would 

keep all video rights, I just wanted to be 

featured.

I would do the heavy lifting: Since I 

couldn’t do anything on the animation end, 

I did my best to do as much work as pos-

sible on the research/script-writing end. I 

gathered all of the sources, wrote out the 

“flow” of the video and as much of the 

script as I was able. I wasn’t useful on the 

video end, so I made myself as useful as 

possible everywhere else.

I would lead the promotion: As mentioned 

in the 3P’s post, you need to keep the 

other person’s needs in mind, and YouTube 

channels want more embedded views, so 

I made it my job to promote the video ev-

erywhere I was able during the first week 

of launch, including a big post on my own 

blog as well as places like Gizmodo and 

Lifehacker.

My pitch was personalized because the 

initial email mentioned how much I knew 

about their channel, and I discussed 

how we had similar interests in research-

backed content.

My pitch was positioned because I lever-

aged their past success in the procrastina-

tion video, and outlined how I was going to 

cover an even more popular topic (produc-

tivity) and why that would do just as well, if 

not better.

Lastly, my pitch was persuasive because 

I presented how they would be getting a 

heck of a deal (all ad revenue, I handle the 

script and the promotion), and in exchange 

they would only need to mention me in the 

video and link back to my full article.

I can’t stress that last section enough! As 

Seth Godin would say:

If you can’t brainstorm a way to make your 

proposal sound beneficial to the receiving 

party, you’re just wasting your time. People 

don’t really want to help you, they want 

to help you help them, so make sure you 

clearly paint the picture of what they are 

getting out of the partnership.

“But What About Other 
Opportunities?”

I know this example is very specific, so I 

wanted to take a look at some other joint 

ventures that are much more practical for 

businesses operating online. I’ll be outlin-

ing some collaborations that are forthcom-

ing from Help Scout, to show how even 

a “boring” B2B startup can make exciting 

use of collaborations!

That said, here are some ways you can 

team up with other brands to create joint 

projects that are sure to generate huge 

audiences...

“The world revolves around me. Me, me, me. My favorite person: 

Me. I don’t want email from you. I don’t want junk mail from you. I 

want me-mail.”— Seth Godin

http://www.sparringmind.com/productivity-science/
http://www.sparringmind.com/productivity-science/
http://gizmodo.com/5968095/how-to-be-more-productive-using-science
http://lifehacker.com/5968118/the-science-of-productivity-breaks-down-the-simple-facts-behind-productivity
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Email courses: One great example of turn-

ing a partnership opportunity into a viral 

success (well, “B2B viral”) is Segment.io’s 

Analytics Academy. As a joint email course 

between LaunchRock and Segment.io, the 

content had an audience from day one. To 

make it even sweeter, it’s delivered entirely 

by email, meaning the course is a fantastic 

source of new email leads for both com-

panies. If you can work out the logistics 

for splitting the sign-ups, partnering with 

another company for a comprehensive 

email course is one of the best ways you 

can utilize free content. I am working on 

a similar sort of guide with AWeber in the 

future.

Online guides: Andrew Youderian, founder 

of eCommerceFuel, needed to get in 

front of readers interested in eCommerce 

tactics. Since Shopify is one of the biggest 

ecommerce startups on the web, partner-

ing with them was a no brainer. To make 

it happen, Andrew teamed up with Mark 

Hayes (Shopify’s community manager) to 

create The Ultimate Guide to Dropship-

ping, which was widely shared in the 

space. 

Andrew gave up hosting the content on his 

site, but in exchange he was featured in a 

guide that will get traction for a long time, 

and he built authority by getting featured 

on one of the most recognizable sites in 

the entire industry. I’ll be working with 

Shopify for a new online guide that will be 

out in a few months.

Product features: In promoting Planscope, 

Brennan Dunn has appeared in numer-

ous information products sharing his 

experience, the most recent being Nathan 

Barry’s Authority. The great thing about 

these information product features is that 

the author is likely to continue to promote 

them for quite a while, meaning the effects 

will be residual instead of a short burst like 
Andrew Youderian partnered with Shopify to create this guide.

https://segment.io/academy/
http://launchrock.co/
https://segment.io/
http://www.ecommercefuel.com/
http://www.shopify.com/blog
http://ecommerce.shopify.com/guides/dropshipping
http://ecommerce.shopify.com/guides/dropshipping
http://ecommerce.shopify.com/guides/dropshipping/about-the-authors
https://planscope.io/
http://nathanbarry.com/authority/
http://nathanbarry.com/authority/


19

a guest post. If you know any folks putting 

together a new course or guide, contrib-

ute a video interview or a section to the 

course and you’ll be put in front of a highly 

engaged audience (qualified because they 

were willing to pay to see the course).

What’s Next?

The best thing to do if you’re fired up to 

start a big collaboration that will put you 

in front of thousands of new people is to 

outline some potential candidates.

Even if these businesses have readers/cus-

tomers that aren’t directly in your industry, 

as long as they are one of your “affinities” 

you should be fine (for instance, we are 

working with Shopify because ecommerce 

owners generally place great importance 

on their customer service).

Next, outline what sort of collaboration 

would work to your strengths and be 

beneficial for them, and then send out that 

persuasive email to make it happen!

About the Author: Gregory Ciotti is the 

marketing strategist for Help Scout, the 

invisible email management software 

tailored for small businesses. Get more 

consumer research from Greg on the Help 

Scout blog.

http://moz.com/blog/growing-your-audience-with-random-affinities
http://www.gregoryciotti.com/
https://www.helpscout.net/email-management-software/
https://www.helpscout.net/blog/
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build content 
like buzzfeed: 
target micro-
segments and 
Play to emotions

By Matt Gratt

Brands are now being told to think like 

publishers, while marketers are told to 

think like journalists.

But to truly think like a modern journalist, 

you need tools like objectivity, editors, and 

the massive distribution associated with a 

household media brand.  You also need to 

care more about the story than the over-

arching marketing goals of your campaign 

and company.

Many of the ideas from established jour-

nalism just aren’t applicable to corporate 

content marketing initiatives.

Instead, brands and marketers should look 

to publishing upstarts for inspiration – and 

take lessons on innovation in editorial, 

business and distribution models.

Look at publishing startups like BuzzFeed, 

Upworthy, and Business Insider - sites that 

have come from nowhere to 8 digit visitor 

numbers. It’s there that the creative con-

tent producer will get a ton of ideas about 

both how to produce volumes of great 

content economically, as well as how to 

find an audience that’s chomping at the bit 

for your new creations.

Emotional cues prompt sharing 

and discussion – BuzzFeed hits 

them all, as hard and as often 

as possible.

http://www.forbes.com/sites/dorieclark/2013/02/08/the-content-revolution-why-all-marketers-must-become-journalists/
http://www.forbes.com/sites/dorieclark/2013/02/08/the-content-revolution-why-all-marketers-must-become-journalists/
http://www.velocitypartners.co.uk/our-blog/dont-think-like-a-publisher-think-like-a-publishing-start-up/)
http://www.velocitypartners.co.uk/our-blog/dont-think-like-a-publisher-think-like-a-publishing-start-up/)
http://www.buzzfeed.com/
http://www.upworthy.com
http://www.businessinsider.com
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BuzzFeed: The Viral 
Content Empire

BuzzFeed, perhaps the most popular 

publishing startup, has risen from a humble 

start as viral hit tracking software to be-

come one of the most popular properties 

on the internet.

The site, now featuring long form content 

alongside videos and its trademark lists, 

reached 85 million people in August 2013. 

That’s a 3-fold growth over the last year 

and an 8-fold growth over two years.

The Strategy behind the Lists 

While it’s easy to dismiss BuzzFeed as a 

bunch of viral pictures of corgis with no rel-

evance to brands, a close reading of some 

of the most popular articles discovers 

some interesting ideas around content and 

promotion that can be applied to almost 

any market segment.

Let’s start by closely analyzing this article:

40 Signs You Went to Berkeley is a nos-

talgic tour of memories for relatively 

recent UC Berkeley grads, complete with 

students’ favorite pizza places, eccentric 

homeless people, and more.

This article was liked more than 25 thou-

sand times on Facebook, and earned links 

from dailycal.org, berkeley.edu, bearin-

sider.com, and other high authority sites.  

Personally, this article was sent to me by 

at least 15 people, and I saw it no less than 

30 times in my Facebook newsfeed. If 

you’re a Cal alum, this article was unavoid-

able - and impossible to ignore.

http://paidcontent.org/2013/09/04/buzzfeed-is-the-media-industrys-worst-nightmare-profitable-growing-and-investing-in-news/
http://www.buzzfeed.com/mjs538/things-that-make-corgis-truly-happy
http://www.buzzfeed.com/mjs538/things-that-make-corgis-truly-happy
http://www.buzzfeed.com/mjs538/things-that-make-corgis-truly-happy
http://www.buzzfeed.com/louispeitzman/signs-you-went-to-berkeley
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If You Love Something, Scale It

Once you find something that works, keep 

doing it. BuzzFeed has created hundreds 

of these articles:

One for each school - and some for more 

general categories like “Signs you went to 

school in the South.”

So what can we learn from this?

Target Social Micro-Segments

As search marketers, we’re well-versed in 

the concept of the ‘long tail’ - the idea that 

the huge diversity of specific keywords can 

be just as large - and potentially more com-

mercially valuable - than ranking for popu-

lar, high search volume head terms.

Conversely, there’s a ‘long tail of social 

segments’ that offer increasing granularity: 

populations such as – ‘construction work-

ers in Oregon’, ‘Brown University Gradu-

ates’, ‘Classy Women in Their Mid 30s’, and 

more.  Many of these are self-identified 

segments, where people want to display 

this identity to the world.  This self-identifi-

cation drives sharing, which I’ll come back 

to in a moment.

BuzzFeed’s listicles target specific socially 

interconnected micro-segments.  Looking 

at “Hot on BuzzFeed”, you can see lists 

that intentionally target high-sharing social 

micro-segments with emotionally engaging 

content - titles like “19 Everyday Situations 

That Are Impossibly Difficult for the Socially 

Awkward” and “19 Things You Only See in 

West London”.

Applying Social Micro-
Segments to Commercial 
Content Development

But you’re not BuzzFeed - your clients are 

“Like the long tail of search, there’s a ‘long tail of social segments’ 

that offer rich opportunities for marketers.”

http://www.buzzfeed.com/katieheaney/19-everyday-situations-that-are-impossibly-difficult-for-the
http://www.buzzfeed.com/katieheaney/19-everyday-situations-that-are-impossibly-difficult-for-the
http://www.buzzfeed.com/katieheaney/19-everyday-situations-that-are-impossibly-difficult-for-the
http://www.buzzfeed.com/lukelewis/things-you-only-see-in-west-london
http://www.buzzfeed.com/lukelewis/things-you-only-see-in-west-london
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serious businesses that do serious things - 

and that’s fine. We can’t have cat pictures 

and animated gifs on our websites. But you 

can still target micro-social segments in 

your niche with emotional content.

You can, for instance, target micro-seg-

ments that are likely to have money:

That particular example also has a great 

deal of purchase intent - looking through 

that list I repeatedly asked, “Why can’t I 

buy any of these?” 

While something like “college grads” or 

“millennials” might be specific enough in 

some cases, sometimes you have to niche 

down - you could imagine BuzzFeed do-

ing a list like “35 Reasons Why Everyone 

Should Move to New York City after Col-

lege”. That could have great promotion 

potential for a real estate agency, apart-

ment complex, or moving company.  Then 

they could iterate on this list by geography, 

creating similar lists for Los Angeles, San 

Francisco, Chicago, and other cities with 

large Millennial populations.

The best thing about niching down to this 

level is that a) these segments are highly 

self-referencing, and b) promotion opportu-

nities become clear and easy to source.

For example, groups of people that move 

to big cities after graduating college tend 

to be highly socially connected on Face-

book, Twitter, and more. Your content can 

rapidly get shared and reshared on social 

networks, across these tight circles. 
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Additionally, promotional opportunities 

become quite obvious when you target 

this level of specificity.  To use the San 

Francisco example, you could reach out 

to everyone that has written about moving 

to San Francisco, magazines like the Bold 

Italic that cover SF, and any other publica-

tions in the Bay area that target the 21-34 

year old demographic.

Sharing Emotions, Controversy, 
and Self-Identification

But targeting micro-segments is really only 

half of BuzzFeed’s strategy.  After all, if 

you wrote a post called “40 iPhone Apps 

Harvard Grads Should Download”, that 

wouldn’t work nearly as well.

BuzzFeed also uses content that touches 

‘sharing emotions’.  Research shows 

there are a number of emotional cues 

that prompt sharing and discussion - and 

BuzzFeed hits all of them, as hard and 

often as possible.

This is where they combine the modern 

– targeting social segments with lots of 

sharing, creating proprietary platforms to 

measure viral lift, and new ad formats – 

with the timeless – targeting the sort of 

emotions that cause people to share.

Mildly Controversial Content 
Starts Discussion

Controversy starts conversation - but not 

the sort of controversy you think.

The kind of controversy that starts discus-

sions, comments, and shares online isn’t 

the deep, truly controversial matters like 

politics and religion - but instead moder-

ately controversial matters - like which way 

to hang toilet paper.  Or whether introverts 

or extroverts are better. Or what’s the best 

flavor of pizza topping. 

Jonah Berger and Zooey Chen of the 

Wharton School did research on this topic, 

and they found is that topics of moderate 

controversy draw more conversation, but 

only when people are anonymous.

When they have their names & identities 

attached, like on a social network or on 

a blog, they’re dramatically more likely to 

talk about low controversy topics:

You can see this in BuzzFeed’s content 

strategy as well – often BuzzFeed tack-

les issues that allow people to make low 

controversy, self-identificative statements – 

like “Fall is my favorite season”:

You can apply this to your own content – 

what’s your audience’s version of a low 

controversy issue?  

(Hat tip to Greg Ciotti for originally blog-

ging about this study.)

Sharing as Self-Definition

The next thing you can learn from 

BuzzFeed’s content strategy is people 

don’t share because they find something 

great - often they want to share to show 

Effect of controversy and disclosure on  
conversation (Study 3)

http://moz.com/blog/the-secret-recipe-for-viral-content-marketing-success
http://moz.com/blog/the-secret-recipe-for-viral-content-marketing-success
http://moz.com/blog/the-secret-recipe-for-viral-content-marketing-success
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2050275
http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2050275
http://www.gregoryciotti.com/controversial-content/
http://www.gregoryciotti.com/controversial-content/
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others who they are.

According to an ethnographic study by the 

New York Times Company on Social Shar-

ing, “68% share to give people a better 

sense of who they are and what they care 

about.”

They share to define themselves, create 

a ‘virtual persona’ and show their social 

networks who they are.

BuzzFeed understands this and gives peo-

ple plenty of items to share to show self-

definition – for example, this article about 

problems introverts face was shared more 

than 131,000 and liked more than 699,000 

times on Face-book.

Putting It All Together

So how can you borrow from BuzzFeed to 

build links?

“People often share not because they think ‘this is great’, but be-

cause ‘this shows you who I am’.”

http://nytmarketing.whsites.net/mediakit/pos/
http://nytmarketing.whsites.net/mediakit/pos/
http://nytmarketing.whsites.net/mediakit/pos/
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Here are some 3 strategies:

•	 Create content that appeals to social 

micro-segments - University alumni or 

fans of a specific football team are a 

great example.

•	 Create a little controversy - but not too 

much - with your content.

•	 Give people a way to express them-

selves and who they are through sharing 

and linking to your content.

And as we’ve seen in the article, putting 

these together with a sizable audience and 

appropriate promotion can lead to incred-

ible returns on your creativity.

About the Author: Matt Gratt leads market-

ing at BuzzStream.  You can read his blog 

posts about link building and content pro-

motion on the BuzzStream blog, or follow 

him on Twitter.

http://www.buzzstream.com/blog
http://www.twitter.com/mattgratt
http://www.twitter.com/mattgratt
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building 
links With 
infograPhics

By Paddy Moogan

The use of infographics as a link building 

tactic has been used for a long time now 

and it could be said that it has been over-

used. Even Matt Cutts weighed in on the 

topic, but despite many SEOs jumping to 

conclusions and saying that infographics 

are dead, they can still be a great way of 

acquiring links – if you do them correctly.

Below I will go through the top-level steps 

towards successfully getting links by using 

infographics.

Step 1 – Define the Concept

You need to find the concept of your in-

fographic, but at this stage, you shouldn’t 

come up with infographic ideas. Instead, 

you should come up with content ideas 

and from here, you can select which ideas 

may be best published as an infographic. 

This is important because you shouldn’t 

make an infographic for the sake of it. 

Some content ideas will not lend them-

selves very well to the infographic format 

and may be better off in other forms such 

as video, long-form content or detailed 

written guides.

Brainstorm your ideas for what would 

make an interesting and link worthy piece 

of content and do the ten minute test on 

them – try to find ten websites that would 

The 10-minute test for your Infographic idea 
(Image: FreeDigitalPhotos.net).

http://searchengineland.com/cutts-infographic-links-might-get-discounted-in-the-future-127192
http://www.FreeDigitalPhotos.net
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link to this idea in ten minutes. If you can’t 

find them, you may need to ask yourself if 

you really have a link worthy idea.

From here, select which idea lends itself 

to the infographic format and then choose 

one you think has the most chance of suc-

ceeding.

Step 2 – Find Relevant Data

You should have already come up with 

some of the data that will define the in-

fographic but now is the time to go a lot 

deeper and see what else you can find that 

will add to the content and make it more 

interesting. 

Make sure you then present this data ap-

propriately with the right type of graph. 

Choose a graph that allows people to 

understand the data quickly and not have 

to spend too much time working out what 

the data means. 

Step 3 – Do Some Pre-
outreach to Gauge Interest

At this point, you should have a pretty 

good idea of what you want the info-

graphic to include and what data points 

you’re going to use. Now you need to test 

whether you really do have a good idea 

or not. Go back to the list of ten websites 

you found in the ten minute test in step 

one and pitch them your idea in its current 

form. Tell them that you’re thinking of build-

ing this into a full infographic and if you 

did, would they be interested in hosting it?

Without even starting the design, you will 

get a good idea of whether you should 

continue down this path or not. If the 

responses are all positive, then you can 

proceed and be safe in the knowledge that 

your idea has been validated by the target 

audience. If you get negative responses, 

then you won’t waste time designing an in-

fographic no one will be interested in. It is 

also at this point that you receive feedback 

on your idea and you can funnel this into 

the infographic itself and improve upon 

your original idea.

Step 4 – If Successful, 
Brief the Design Team

If the feedback is good, start to brief your 

designer and tell them what the goal of the 

project is. Make sure you don’t restrict the 

designer too much, let them design! If you 

take away their freedom you’ll end up with 

something that isn’t designed very well.

Also be sure to provide feedback to the 

designer at appropriate stages. You need 

to communicate regularly with them so you 

don’t end up with a surprise at the end of 

the project!

Step 5 – Gather a Full List 
of Target Websites

After your initial outreach test, you now 

need to expand your list so that you can 

do outreach to a larger set of websites and 

“...don’t restrict the designer too much, let them design! If you take 

away their freedom you’ll end up with something that isn’t really de-

signed that well.”

http://www.distilled.net/blog/distilled/how-should-you-feed-back-to-your-designers-distilledlive-london-video-discussion/
http://www.distilled.net/blog/distilled/how-should-you-feed-back-to-your-designers-distilledlive-london-video-discussion/
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potentially get more links. There are lots 

of ways to gather outreach targets but a 

good place to start is to look at the sites 

you’ve already found and see who they 

link to. Check their resources pages, blog 

rolls and blog posts to see who they think 

are good websites, then add these to your 

own list.  

You can also do searches such as “list 

of photography blogs” and find lists that 

someone else has already curated. You’ll 

get results like this: 

The great thing about this approach is that 

someone else has already done the hard 

work for you and created the list. You just 

need to double check them and make sure 

they are good quality and relevant.

As you are doing this, make sure you gath-

er contact details for the websites such as 

their email address or phone number. 

Step 6 – Offer Exclusives 
if Applicable

If you are approaching very high quality 

and popular websites such as magazines 

and newspapers, you may find it beneficial 

to offer them an exclusive on the info-

graphic so that they get to launch it first. 

This can work very well in terms of ne-

gotiating very high quality links and if the 

website has lots of traffic, it can send lots 

of traffic to your website too.

However you should be careful here and 

limit the exclusivity period so that you can 

do outreach to other websites after a set 

period of time. Otherwise, you’ll end up 

with just one link which may not give you a 

great return on your investment.

Step 7 – Publish

Put it live! I generally recommend putting 

A simple Google search can give you hundreds of prospects. 

“If you are approaching very high quality websites such as maga-

zines and newspapers, you may find it beneficial to offer them an 

exclusive so that they get to launch the infographic first.”
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the infographic live on your own domain 

and trying to drive links back to that page. 

Make sure that this page also includes 

some embed code so that others can em-

bed the infographic if they want to.

Step 8 – Full Outreach

Straight after the infographic goes live, you 

should start outreach – assuming you have 

no agreements for exclusivity. Start email-

ing your outreach targets and make sure 

you personalize each email in some way. It 

is fine to use a basic template that commu-

nicates the value of your infographic, but 

you should take some additional time to 

customize it to the person you’re contact-

ing. Otherwise, your email has a chance of 

being marked as spam and ignored.

Step 9 – Link Cleanup 

After a few weeks of the infographic being 

live, there is a chance that some people 

have embedded it but not linked to you. 

Try to find these websites by using the 

reverse image search on Google.

Using this, you can search for copies of 

your infographic and then check for any 

pages that are using it but not linking to 

you. I’ve detailed this process here.

You can also use this neat little Chrome 

plug-in to do the job really quickly for you.

About the Author: Paddy Moogan is an 

SEO Consultant working for Distilled in 

their London office.  He manages cam-

paigns for a number of clients across a 

range of industries as well as managing 

one of the internal SEO teams at Distilled.  

He has also spoken at various UK SEO 

conferences including Think Visibility, Lin-

kLove, SES and SAScon.

http://www.paddymoogan.com/2012/04/10/infographic-link-building-reverse-image-search/
https://chrome.google.com/webstore/detail/search-by-image-by-google/dajedkncpodkggklbegccjpmnglmnflm?hl=en
https://chrome.google.com/webstore/detail/search-by-image-by-google/dajedkncpodkggklbegccjpmnglmnflm?hl=en
http://www.paddymoogan.com/
http://www.distilled.net/
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high Quality 
(and creative) 
guest blogging

By Ann Smarty

Guest blogging has been around for a 

while. For ages it has been a great way for 

bloggers to connect through great content 

and help each other grow.

There is a difference between pumping out 

guest posts, and writing high-quality and 

creative ones though. This line seems to 

have become blurred recently. The prob-

lem with guest blogging is that (1) you need 

to guest post a lot (2) you can’t sacrifice on 

quality (otherwise you won’t see results)

This article brings the concept of high qual-

ity guest blogging back while showing how 

to still make it work.

Tip #1 - Focus on Community and 
Relationships, NOT PR and Links

So many people focus all of their energy 

on the links they can build and PR clout 

they can gain through a post.

Here comes the major mistake many 

people make: guest blogging for the sake 

of links is doomed. You need to have long-

term objectives in mind. You need to care 

about people who give you those links. 

You need to think about relationships and 

building influence.

The big thing about guest blogging is 

that it only works when there’s mutual 

benefit. There’s no point for a good blog-

ger to use low-quality content that was 

built around your link. No one wants to col-

laborate with someone who is selfish and 

self serving. They want a mutually benefi-

cial relationship that will last and improve 

the traffic and content of both sites.

Instead of thinking about the link building 

itself, think about the community. Who will 

you be writing to? Can they benefit from 

your expertise? What about the relation-

ships with the people on the blog itself? 

“Guest blogging for the sake of links is doomed… you need to care 

about people who give you those links. You need to think about re-

lationships and building influence.”
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You have a lot more to gain than a couple 

of links: the more connections you build, 

the less you’ll have to care about links all 

in all. When you are well-connected, links 

flow in naturally.

There’s a great term “microcelebrity” 

(some call them “authority”): that’s some-

one who is more or less well known in a 

narrow niche and has some influence in it.

So what’s more valuable: a quick link from 

a mediocre blog or good relationships with 

a microcelebrity in your niche (and his/her 

community) who will love you (and trust 

you) for your well-written guest article? 

Those great contacts will be your hugest 

competitor advantage and best source of 

media coverage...

In the era when search marketers clearly 

understand that search presence can be 

stable no longer, relationship building is 

your best bet when it comes to getting 

independent of search rankings, as micro-

celebrity is the driving force of effective 

word of mouth.

There are no clear-cut rules or best prac-

tices here. You can’t really fake it. You can’t 

seem to care more about the community 

than the links. You need to be authentic – 

that’s the only way it will work.

Tip #2 – Write a Lot without 
Sacrificing on the Quality: Learn 
Re-purposing and Re-packaging

One of the most common questions I am 

asked is how I can stand to write so many 

articles at once, especially with guest 

posts. It’s a good question, and here the 

two most effective tactics:

Research re-purposing - When I find a 

topic that is especially cool, I start with 

in depth research that may take me from 

one day to one week: pages and pages of 

information with plenty of notes and brain-

storming, and suddenly I have all of this 

data that is too big to fit into one post.

Illustration by Abbot Miller/Pentagon
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When I do content research and brain-

storming, I look in different directions:

•	 History and evolution

•	 Related tools

•	 Related online scripts

•	 Related browser extensions

•	 Neighboring topics (for example, how 

can it benefit other niches)

•	 Related infographics and cheat-sheets

•	 Differences in other countries

•	 Case studies and examples

•	 ...etc

That’s what I call research re-purposing.

I can give you one example. When I started 

#myblogguest Twitter chat, I researched a 

lot. That research turned into the stream of 

articles and guest posts:

•	 The history of a hashtag (published at 

Internet Marketing Ninjas)

•	 How to set up a Twitter chat (published 

at Social Media Examiner)

•	 10 best Twitter chats to become a social 

media marketing expert (published at 

Mashable)

•	 Useful tools to participate in a Twitter 

chat (published at Social Media Today)

•	 How to Take Part In a Twitter Chat (pub-

lished at SEOchat)

Additional ideas if I wanted to target blogs 

outside my niche:

•	 10 Educational Twitter Chats to Include 

in Your Calendar (for an education re-

lated blog)

•	 10 Dieting Twitter Chats to Get Moti-

vated (for a good health blog)

•	 How to Use Twitter Chat to Promote 

Your Cause (for a fund-raising blog)

The possibilities are endless.

If you look at the examples below, they are 

all unique and original ideas. They all did 

extremely well in social media as everyone 

enjoyed the fresh perspective.

A small selection of Ann Smarty’s guest blog posts 

http://www.internetmarketingninjas.com/blog/social-media/twitter-hashtag-born/
http://www.socialmediaexaminer.com/twitter-chat-guide/
http://mashable.com/2012/04/11/twitter-chats-social-media-marketers/
http://mashable.com/2012/04/11/twitter-chats-social-media-marketers/
http://socialmediatoday.com/annsmarty/1425371/3-useful-twitter-chat-tools-bonus-resources
http://socialmediatoday.com/annsmarty/1425371/3-useful-twitter-chat-tools-bonus-resources
http://www.seochat.com/c/a/social/how-to-take-part-in-a-twitter-chat/
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This lets you write about a topic while it is 

fresh in your mind and has you pumped. 

Plus, it gives you multiple articles that can 

be applied to different blogs, so one topic 

and a single instance of research could 

become four *high-quality* guest posts. All 

of which are unique and informative.

Best part? You won’t be creatively tapped.

Content Re-packaging - Sometimes you 

just don’t have the inspiration. There is 

nothing wrong with that, we have all been 

there. 

Or you feel like you can’t use the same 

media from article to article.

You can still have some fresh content using 

your old (guest) posts.

Luckily, it doesn’t have to affect your abil-

ity to write effective and engaging guest 

posts. You just need to learn how to re-

package content in a new and creative 

way.

Content re-packaging is creating a new 

form of media that is easily posted and 

shared via social media.

Infographics are a personal favorite of 

mine, as they are easy to make, use previ-

ously cultivated content and are linked 

like crazy on every social network around. 

There are also videos, podcasts, webinars, 

e-books, PowerPoint presentations, etc.

Back to the example of Twitter chat re-

search, some of my guest posts did so well 

that I felt sad when they got a bit too old. 

So I turned my Mashable list into a simple 

.jpg image that clearly visualized the 

weekly schedule of Twitter chats. It turned 

out to be a great and useful resource and 

an effective method to bring my old guest 

post back up again.

The same research can be turned into an 

unlimited number of downloadable and 

media content:

•	 Twitter chat etiquette infographic.

•	 Cheat sheet of Twitter chat abbrevia-

tions (can be both jpg and pdf).

•	 Video or podcast interview with any 

of the chat hosts you mentioned (think 

about bringing those relationships 

further).

•	 PowerPoint presentation listing Twitter 

chat success studies (it will surely rock 

SlideShare).

You name it!

Guest blogging doesn’t have to mean ei-

ther low-quality or low quantity. It becomes 

successful when you provide the constant 

stream of high quality content while tak-

ing some time to engage (in sharing and 

commenting) as well as building contacts 

with new people you come across. Get-

ting productive with content writing while 

focusing on long-term objectives will help 

you succeed!

About the Author: Ann Smarty is the blog-

ger and community manager at Internet 

Marketing Ninjas. Ann’s expertise in blog-

ging and tools serve as a base for her 

writing, tutorials and her guest blogging 

project, MyBlogGuest.com. Follow Ann on 

Twitter at @seosmarty.

“Content re-packaging is creating a new form of media that is easily 

posted and shared via social media.”

http://www.MyBlogGuest.com
https://twitter.com/seosmarty
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link bait for 
authoritative 
editorial links

By Lyndon Antcliff

We hear it in the online marketing space 

over and over again, from people with 

too much keyboard time and not enough 

thinking time, “quality is important”. But 

what kind of quality? As it’s a relative term 

it really depends on the readers own view 

on what is quality and what it is not.

It doesn’t even matter what Google thinks 

is quality as they outsource the decision to 

the crowd.

It’s the crowd, the audience, the readership 

who decides what quality is and isn’t.

This is the crowd that thinks seeing a 

blog post with Kim Kardashian’s ass in it is 

more important than a short biography on 

Tommy Flowers. (Ed. Note: Tommy Flowers 

developed the first electronic computer to 

crack cyphers in World War II.)  Think about 

that for a minute.

Link bait is geared to tapping the soft 

wet parts of the crowd’s brain, hooking 

them tight and then reeling them in to be 

skinned. Which is rather a melodramatic 

way of putting it, but describing it this way 

puts you in the publishing frame of mind. 

The mindset of a publisher is what you 

need to adopt to be able to create content 

that attracts, engages and gets reaction.

All quality definitions are moot if your con-

tent cannot do those three things.

If we wanted to use one word for this it 

would not be “quality”, it’s would be “ex-

ceptional”. Your content needs to be ex-

ceptional and by definition link bait has to 

be exceptional, else it just isn’t link bait.

Creating exceptional content by definition 

requires a higher investment than regular 

content. Like any other creative output, 

the production is process led and follows 

a specific methodology, meaning that 

learning how to create effective link bait is 

something that can be achieved by most 

people. As this is one of the most effective 

methods of acquiring high authority edito-

rial links (the kind Google loves) it is cost 

effective and delivers a great ROI.

First, let’s give you a few examples of link 

bait stories that really worked.

“...by definition link bait has to 

be exceptional, else it just isn’t 

link bait.”
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Example 1: PayDay Loan Company on Wired

When PayPal’s Elon Musk announced plans to send people to 

the planet Mars, one pay day loan company piggybacked the 

story by asking how much it would cost to set up home there. 

The infographic produced made it to the pages of Wired Maga-

zine with an infographic, The Cost of Living on Mars.

Example 2: Oreo ‘Newsjacks’ the Super Bowl

This one was down to some very quick and creative thinking by 

Oreo. During a blackout at the Super Bowl, Oreo came up with 

the message, “you can still dunk in the dark”. 

Here’s the tweet that started it all off:

Look how many links it got from Wired Slate Cnet Mashable Ad-

age Business Insider PRDaily Buzzfeed Huffington Post Forbes 

Fastcompany ABC News The Drum and MSN.

Now I know what you’re thinking, “How is a tweet of mine going 

to compete with that?” It doesn’t need to, it simply has to do 

more than your competition is doing. 

Creating Link Bait

So how do you create and promote link bait like this?

1 You must spend time researching your niche in detail and 

understand the type of content that attracts authority links 

The cost of living on Mars – it’s high!

Genius of the Oreo marketing department at the Super Bowl

http://www.wired.com/geekdad/2013/01/mars-infographic/
http://www.wired.com/underwire/2013/02/oreo-twitter-super-bowl/
http://www.slate.com/blogs/future_tense/2013/02/04/oreo_super_bowl_blackout_tweet_dazzles_twitter_reveals_low_bar_for_brands.html
http://news.cnet.com/8301-1023_3-57567384-93/how-oreos-brilliant-blackout-tweet-won-the-super-bowl/
http://mashable.com/2013/02/03/oreo-super-bowl-twitter/
http://adage.com/article/special-report-super-bowl/marketers-jump-super-bowl-blackout-twitter/239575/
http://adage.com/article/special-report-super-bowl/marketers-jump-super-bowl-blackout-twitter/239575/
http://www.businessinsider.com/heres-the-genius-way-oreo-immediately-responded-to-the-super-bowl-blackout-on-twitter-2013-2
http://www.prdaily.com/Main/Articles/On_Twitter_Oreo_steals_the_Super_Bowl_power_outage_13755.aspx
http://www.buzzfeed.com/rachelysanders/how-oreo-got-that-twitter-ad-up-so-fast
http://www.huffingtonpost.com/2013/02/04/oreos-super-bowl-tweet-dunk-dark_n_2615333.html
http://www.forbes.com/sites/alexkantrowitz/2013/02/06/that-oreo-tweet-was-cool-but-is-real-time-marketing-worth-the-hype/
http://www.fastcompany.com/3005418/tide-oreo-jump-blackout-bandwagon-social-ads-super-bowl-briefly-delayed-superdome
http://abcnews.go.com/blogs/technology/2013/02/super-bowl-blackout-social-media-reacts/
http://www.thedrum.com/news/2013/02/04/brands-such-oreo-audi-and-tide-turn-twitter-capitalise-super-bowl-blackout
http://news.msn.com/pop-culture/oreo-ad-tweet-wins-super-bowl-blackout-game
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in your niche. Every niche will be differ-

ent, so there’s no alternative to doing this 

research. Find the top publications, the top 

writers and look at the type of stories they 

produce.

2 You must build an understanding of 

the people who create and share this 

material in your niche. They will be leaders 

of a tribe and if you get them to respond, 

members of their tribe will also respond.

3 You must create exceptional con-

tent. Successful link bait needs to be 

among the top 1-2% of available content in 

your niche.

4 You must carefully craft your pitch to 

individuals. You’ve got to get to know 

them, what they like, what they write about, 

and the standpoints they take. You need 

to create a profile of each individual you’re 

targeting - and you may decide to target 

only one individual in your niche. 

Disciplined Practice

These stories provide great inspiration, 

but don’t expect to create such successful 

link bait right away. Some people are just 

natural link baiters - they have a special 

innate talent 

If you haven’t got that innate talent, you 

can learn through a process of disciplined 

practice. Create and publish your link bait, 

ask for feedback, analyze your results and 

think how you can improve next time. And 

do it all over again - starting out in link bait-

ing, you’re going to make mistakes - prob-

ably because you’re taking bigger risks.

But don’t worry about failure - every failure 

is a learning experience. And by definition, 

nobody remembers link bait that didn’t 

work.

So how do you start?

We first need to understand why people 

link. You might think it’s a rational decision 

- but experienced link baiters know that’s 

not often the case.

Think about the last time that you gave 

someone a link. Did you rationally go 

through the pros and cons of giving them 

a link? Did you carefully weigh up your 

options and decide between competing 

alternatives before you actually made your 

decision?

Or did the content genuinely surprise you? 

Make you laugh? Inspire you? Did it make 

you think, “I must share this with Jane... 

and Matt... and Sally? Did you imagine 

what their reaction would be? Did you 

imagine the replies they would send you?

My bet is that it was the latter that was the 

case - and you’d probably decided to link 

before your conscious brain ever thought 

about it.

Your conscious brain needs to feel in con-

trol so it “steals all the credit for a decision 

that has already been made” and fools us 

into thinking it’s in charge.

And your target is just the same as you - 

they’ve already taken the decision to link 

“You need to create a profile of each individual you’re targeting - 

and you may decide to target only one individual in your niche.” 
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or not BEFORE the conscious brain kicks 

in. 

So in the process of asking for a link, your 

conscious brain talks rationally to your tar-

get’s brain about a decision that it doesn’t 

make. That’s the trap that leads inevitably 

to failure - to get someone to link to you, 

you’ve got to generate the emotional re-

sponse that will compel them to link.

Which is why successful link baiters get to 

know how the brain works.

How the Brain Works

There are three parts to the brain that 

you’ve got to understand:

•	 The primal brain that is all about sur-

vival, sex, fear, death.

•	 The subconscious brain that is all about 

emotions - it’s irrational and impulsive.

•	 The conscious brain that deals with au-

ditory and visual input - it needs to give 

us the confidence that it’s in charge 

and makes its decisions for very good, 

rational reasons.

But the conscious brain is all we usually 

think about. Let’s sum this up for linking 

again - “our conscious brain talks to our 

target’s conscious brain about a decision 

that neither of them take!”

No wonder so many linking requests pro-

duce poor results.

So how do you construct link bait designed 

for how the brain works?

•	 Create a headline to attract the primal 

brain.

•	 Create body content to generate an 

emotional response in the subcon-

scious.

•	 Create a rational framework that shows 

the conscious brain that it was right all 

along. 

Final Words

Link bait is a highly effective link building 

technique that many people shirk away 

from because it’s too risky and the last 

thing they want to do is fail. But missing 

fantastic opportunities is the biggest fail-

ure of all. 

Yet learn the skills of link bait and you 

could be the hottest property in your office. 

Your career, reputation and following will 

really take off.

And just remember that while there might 

be a steep learning curve, the tangible re-

sults are there for all to see - link bait really 

works.

About the Author: Lyndon Antcliff runs a 

Newsjacking service helping PR profes-

sionals and content creators craft potential 

viral content. He blogs here, tweets here 

and is also known to be found in the donut 

aisle of Tesco in Truro.

“...to get someone to link to you, you’ve got to generate the emo-

tional response that will compel them to link.”

http://www.cornwallseo.com/search/
https://twitter.com/lyndoman
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building links 
With Product 
revieWs and 
giveaWays

By Alisa Scharf

As the SEO industry takes on a broader 

marketing and public relations role, I see 

product reviews as one of our most viable 

promotion strategies. Product review cam-

paigns can offer the best of both worlds if 

executed correctly: a way to get deep, con-

textually rich links to product and category 

pages, as well as a way to get your product 

or service in front of a welcoming and en-

gaged audience. So, let’s dig in with some 

tactical and strategic advice for executing 

a product review strategy.

Product Giveaway or 
Product Review?

This is a simple decision that I see a lot of 

people get caught up on. The short answer 

is: it doesn’t matter. The long answer…

When negotiating how to get your product 

in front of an audience, you’re likely to be 

met with one of two types of bloggers: the 

blogger that knows exactly what they want, 

what their readers want, what fits in their 

editorial calendar, and the blogger who 

doesn’t care. If the blogger knows exactly 

what they want, let them have it. If the 

blogger doesn’t care, I typically push for a 

giveaway for two reasons.

1 Giveaways typically go live sooner 

than reviews do. If you give a blogger 

a pair of shoes to review, they’ll try them 

out for a bit, and, as time goes on, the 

blogger becomes less likely to post a re-

view. If you give a blogger a pair of shoes 

to give away, he or she will be more likely 

to push your post live ASAP to get a good 

response from their audience. 

2 Giveaways often result in multiple 

posts – one announcing the give-

away, one announcing the winner, and 

maybe a few mentions in round up posts. 

This equates to added impressions and 

brand awareness, so I love to see this.

For one client, for whom brand awareness 

was a huge priority, we offered bloggers a 

review + giveaway promotion. The blog-

ger got to keep a product for themselves, 

“...giveaways often result in mul-

tiple posts – one announcing 

the giveaway, one announcing 

the winner, and a few mentions 

in round up posts.”
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try it out, review it, then give away a new 

product to their readers. Unless brand 

awareness is a huge priority for your client 

or strategy, or your margins are incredible, 

I don’t think this method offers the best 

return so I would stick with just a giveaway.

Tips on Picking the Product

Another seemingly simple task that some 

people get caught up on is choosing which 

product to give away. To me, this is pretty 

simple. Here are a few ways to decide:

Choose Something Popular - For one 

client, we gave away a product that was 

among their top pinned the previous 

month. We know there’s interest in the 

product, and it’s a cute theme, so why not? 

If you aren’t big on Pinterest, check out 

what people are searching your site for the 

most. What are people buying the most? 

Which product or brand do you want to 

rank for? All of these factors should help 

guide what product you’re giving away.

Choose Something Cheap - This is a 

pretty simple thing to decide if you’re deal-

ing with a small budget – choose a product 

with a good margin. Of course it has to be 

something that people will be interested 

in, but a great way to get approval for this 

strategy is to start small and minimize loss. 

If you have to start out with less desirable 

products for smaller blogs, do it. Build your 

way up to better products for bigger blogs 

after you’ve proven the ROI for the cam-

paign.

Tips on Prospecting

There’s no right way to prospect for a 

product review strategy, it varies wildly 

depending on your industry, the audience 

you’re seeking, and the product/service 

you’re offering. I will say that I typically 

don’t have great luck via an automated/

scalable link prospecting tool like Link 

Prospector (which I love for most prospect-

ing tasks) simply because there are a lot of 

spammy blogs that exist solely to review 

products/giveaway products that I don’t 

want to be a part of. Here are three quick 

examples of different products to illustrate 

a few different prospecting strategies. I’m 

not currently affiliated with any of these 

industries.

Cell Phone Repair - One service which is 

near and dear to my recent search history 

is cell phone repair. On the surface, this 

would be a hard thing to get people to 

review. It’s very situational to find a person 

who just broke their phone AND has a blog 

AND has an active readership. Dig deeper 

and you’ll see there are a few easy ways 

we can find people talking about broken 

phones.

Hootsuite is a great tool for monitoring Twitter

http://linkprospector.citationlabs.com/
http://linkprospector.citationlabs.com/
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First, we could monitor Twitter. Set up a 

Tweetdeck board to monitor searches for 

(“broke my phone” OR “broken phone”) 

and keep your eye on who’s chatting. 

There’s a lot of noise to filter but it’s easy 

to click through and see who is influential 

on Twitter and if they have a blog to check 

out. While these opportunities won’t be 

super plentiful, you have an easy in for 

outreach by responding to the complaint 

tweet. 

Another way to find people talking about 

broken phones is to used advanced opera-

tor searches, like (“broke my phone” AND 

“powered by wordpress” AND “july 2013”). 

Once you find your target, your outreach 

should be a breeze.

Movie Tickets - Another space that would 

be tough to build links for is the movie 

ticket space. On the surface, who wouldn’t 

take movie tickets? Easiest product to give 

away ever, right? Dig deeper and you’ll 

see it’s pretty difficult to engage a reader 

with a movie ticket giveaway. Do they care 

about the brand that’s giving these tickets 

away? Or is it a quick “enter and forget it” 

mentality? 

For something that is a relatively low ticket 

item and a low brand loyalty industry, try 

pitching a challenge to a blogger. Rather 

than ask them to give away a couple of 

movie tickets, challenge them to see a 

movie every month for a year. Or, go on a 

date night every month for six months. This 

vastly increases the engagement by creat-

ing a commercial rather than a billboard. 

And who doesn’t want a link every six to 12 

months?

Custom Beer Mugs - This is a pretty 

specific object that I just happened to be 

searching for recently and came up with 

a few ideas. First of all, almost everything 

that is customizable should have a linking 

campaign that’s very holiday- oriented. 

Give people something that they want to 

talk about, when they want to talk about it. 

To break this down, a typical linking strat-

egy to me is spending some time prospect-

ing, then spend some time reaching out, 

and then repeat. 

A holiday linking schedule should be set 

up a bit differently. You might spend some 

time prospecting, then spend some time 

prospecting, then spend a little more time 

prospecting… then push your outreach out 

at a peak holiday buying guide/holiday 

product review time. 

You’re going to have a higher return 

spending less time reaching out to more 

people who are very interested compared 

to spending an average amount of time 

reaching out to an average amount of 

people who are somewhat interested.

TL;DR – Monitor social mentions to 

find warm leads for situational service 

review link building.

TL;DR – Create a repetitive campaign 

with a blogger to increase engage-

ment on products with low brand 

loyalty.

TL;DR – Optimize your strategy for 

seasonality when possible and spend 

less time focused on more interested 

prospects.
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Tips on Outreach

There’s a lot that’s been written on out-

reach in general that could apply to this 

post. In my experience there are three key 

components to consider: be brief, be lik-

able, and be clear. 

Be Brief: Working with Emma Still has 

been a lesson in exactly how brief you can 

be. I’ve seen her successfully get product 

reviews placed with 1-2 sentence outreach. 

Sometimes it takes more than that to get 

the point across, but if your offer is good 

enough and your target is a good lead, you 

shouldn’t need to do much pitching.

Be Likeable: I try to be complimentary 

whenever possible, but it’s important not 

to do this unless you can convey a com-

pliment genuinely. Think about how you 

would feel if you found out someone genu-

inely loved the content you were produc-

ing on your blog. I would feel great. Think 

about how you would feel if you found out 

someone was pretending to love your blog 

to get something from you. I would not feel 

great. Just keep the golden rule in mind 

when crafting your outreach and don’t 

overthink it.

Be Clear: I’m a big fan of telling people 

upfront exactly what I’d like to offer them. 

Vaguely asking what the blogger wants to 

do is rarely a good idea. Unless you’re an 

amazing brand that they are just dying to 

work with, it’s not a good strategy. You’re 

asking them to do more work, and if they 

don’t have the time to brainstorm exactly 

what product they should review or give-

away, you’re likely to get buried in their 

inbox.

Tips on Maximizing the Strategy

A few very smart people at SEER Interac-

tive have taken product reviews above and 

beyond anything I’ve come up with. One 

strategy that I love is mining comments in 

your product review or giveaway posts for 

bloggers who say they’d like to work with 

you. Leads don’t get warmer than that. 

Hats off to Steph Beadell for introducing 

me to that strategy.

Another important consideration is not to 

kill the relationship once the post is done. 

Keep in touch, even if you have to set 

Google Calendar Reminders to reach out 

and check in. You’ve created the relation-

ship, now you need to cultivate it. Recently 

I launched a small content piece for a cli-

ent, and it was very valuable having about 

80 happy bloggers to reach out to in order 

to help promote it. Whether it’s another 

quick post or a social share, every bit helps 

when you’re trying to launch a piece of 

content.

In Conclusion

Your linking strategy is always going to be 

customized to your brand, your product, 

and the amount of time you have to invest 

in it. If you put yourself in the shoes of the 

blogger, or the shoes of the blog reader 

and try to create a memorable experi-

ence with your product review, the results 

“I’m a big fan of telling people upfront exactly what I’d like to offer 

them. Vaguely asking what the blogger wants to do is rarely a good 

idea.”

https://twitter.com/mmstll
https://twitter.com/stephbeadell
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are incredibly impactful. If you’re shipping 

products to dedicated giveaway sites just 

to get a link – there are way easier ways to 

buy links. 

About the Author: Alisa Scharf is an SEO 

Associate at SEER Interactive, based in 

Philadelphia, PA. There she focuses on 

content strategy and project manage-

ment. Previous to joining SEER, she spent 

two years with an eCommerce start-up 

in Newtown Square, PA, working with all 

aspects of inbound marketing and conver-

sion strategy. She is a graduate of Temple 

University’s Film and Media Arts Program, 

and enjoys infusing story telling into digital 

marketing. You can follow her on Twitter at 

@alisa_scharf. 

http://www.seerinteractive.com/
#!/alisa_scharf
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building links 
With data-driven 
content - even 
if the data’s not 
your oWn

By Matthew Gratt

Data-driven content is uniquely interesting, 

credible, and popular. 

Don’t believe me?  Nate Silver, arguably 

the most popular political journalist in the 

United States is writing computer models, 

not spending time with campaigns. And 

recently, he signed one of the largest deals 

ever to start a data-driven media brand.

Using data to tell an interesting story is 

one of the most compelling ways to drive 

attention, links, and shares to your site. 

Data-driven stories are credible, shareable, 

and citable (and that means linkable) in a 

way that conventional narratives can only 

dream to be.

Mint.com and OKCupid, both incredible 

examples of effective content marketing, 

both used a mixture of data analysis, data 

visualization, storytelling, and promotion to 

gain significant mindshare in two very dif-

ferent markets – finance and dating.  Now 

pricing data up-and-comer Priceonomics 

is writing a highly popular blog featuring 

articles that analyze their own data. Even 

adult sites can get high-end links using the 

stories in their data. 

But data journalism and visualization is 

tough – and this means it hasn’t been 

incredibly overused yet.  There are still 

outsized returns available in data-based 

content marketing.  If you can bring the 

stories out of data – especially your own 

data – you can do amazing, informative, 

brand building content marketing.

Today I’m going to show you how to do 

some data analysis and story telling to 

make your own data-based blog posts, 

visualizations, and more.   Data-driven con-

tent is easier than you think – and it can be 

applied to a number of verticals – not just 

web apps.

Step 1: Go Find a Data Set

To bring the story out of data, you’ll need 

to start with data.  Fortunately, there are 

many places you can get great data:

“In a world hungry for content, data-driven content stands out from 

the stodge of ‘top blog posts’ and other quick hits”

http://fivethirtyeight.blogs.nytimes.com/
http://www.slate.com/blogs/the_slatest/2013/07/22/nate_silver_espn_what_the_sports_network_and_its_parent_company_did_to_seal.html
http://www.slate.com/blogs/the_slatest/2013/07/22/nate_silver_espn_what_the_sports_network_and_its_parent_company_did_to_seal.html
http://www.mint.com/blog/trends/
http://blog.okcupid.com/
http://priceonomics.com/
http://gizmodo.com/heres-all-the-dirty-details-on-americas-thriving-porn-1208587525
http://gizmodo.com/heres-all-the-dirty-details-on-americas-thriving-porn-1208587525
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Your Own Data - If you work for a com-

pany that can generate its own data, you’re 

in luck – this data is both uniquely yours, 

and has deep relevance to your market.  

This is especially true for pure-play web 

and ecommerce companies, especially 

those that by their very nature, collect a lot 

of data. (OKCupid, Mint, and many of the 

other data-driven content success stories 

fall into this category.)  Your own data is 

usually the best data, because only you 

have it, and any analysis you do will sup-

port your company’s core differentiation.

Many businesses underestimate the inter-

est they could extract form their own data.  

Do Mac users prefer different articles than 

Windows users?  Do Chrome users buy 

different products than IE users?  You can 

get stats like this from your web analytics 

platform with a little bit of analysis. 

Other People’s Data - If you don’t have 

data, there are numerous places you can 

find some to analyze and get down with 

OPD (other people’s data).  Look for “(KEY-

WORD) Data Sets” on Google, and start 

your search from there.  

Alternatively, here are some of my favorite 

data sources:

Google Consumer Surveys - You can 

either run your own Google Consumer 

Survey (which are really quite accurate 

compared to professional polling), or use 

some of the data they release.  Tools like 

Ask Your Target Market and Survey Mon-

key can also help you create data through 

target market surveys.

Google’s N-Gram Viewer - The N-Gram 

Viewer is one of my favorite sources, espe-

cially looking for anything linguistic.  With 

the Google N-gram viewer, you can ana-

lyze the occurrence of words in the Google 

Books corpus over time.

For example, you can learn that startup 

was predominantly hyphenated until 1998, 

when it became dominantly used as one 

word, around the time of the first dot com 

bubble.

Government Data - The US government 

releases a great deal of data on their data 

portal at Data.gov. This includes everything 

from life insurance data, to geographical 

data, to food pyramid and earthquake data. 

This is a great source for mashing public 

data up with your data.  For example, if 

you wanted to compare spending by state 

in your ecommerce store to income per 

capita by state, you could grab the state 

income data here.

Other countries have open data projects 

as well.  The UK’s Open Data Project site 

is a robust collection of resources.  You 

can also peruse the Government sec-

tion of Programmable Web, which has an 

extensive collection of APIs from countries 

around the glob.

Other Data Resource Sites - Distilled’s 

Mark Johnstone wrote a fabulous post 

about finding link-worthy data on SEOmoz, 

which contains many excellent sources.  

He also shares some useful tips on con-

structing your own web scrapers, which 

is an excellent and highly differentiating 

approach to gathering data.  There’s also 

a website called Gapminder that shares 

“Other People’s Data can often be mashed up to give you fantasti-

cally linkworthy content”

http://www.google.com/insights/consumersurveys/home
http://www.google.com/insights/consumersurveys/home
http://aytm.com/
https://www.surveymonkey.com/
https://www.surveymonkey.com/
http://books.google.com/ngrams
http://books.google.com/ngrams
http://books.google.com/ngrams/graph?content=startup%2Cstart-up&year_start=1940&year_end=2012&corpus=15&smoothing=3&share=)
http://data.gov/
http://data.gov.uk/data
http://www.programmableweb.com/apis/directory/1?apicat=government
http://moz.com/blog/how-to-find-link-worthy-data
http://www.gapminder.org/


46

numerous data sets.

Example - I’m going to walk you through 

the process of creating data-driven content 

out of a data set in this post.  In this case, 

I’ve found an awesome set of data about 

movie genre and profitability, called “Most 

Profitable Hollywood Stories” from Informa-

tion is Beautiful. 

While this particular example is about 

Hollywood films, you can apply this same 

process of transforming data into entertain-

ing, insightful content into just about any 

vertical.

Step 2: Look for Angles & 
Ask Some Questions

The number one mistake people make 

with these efforts is they don’t start with a 

question or an angle.  They just go ahead 

and visualize the data set, and wonder why 

people don’t find it more interesting.  

The key to effective data-driven content 

isn’t so much visualizing or unpacking data 

– but rather telling the fascinating story 

within the data.  

Start by asking yourself, “If I put together 

these fields, what interesting stories could 

I tell?” and “What other data could I mash 

these up with to show some fascinating 

conclusions?”  You can also ask “What 

would add a lot of value for my potential 

customers?” 

You can go ahead and write some draft 

headlines based on these ideas – if it 

makes a great headline, chances are it will 

make a fascinating visualization.

Your draft headlines might take you down 

some blind alleys. It’s very possible a 

fascinating headline or correlation will not 

be borne out by the data – so if it doesn’t 

work, drop it. Not only will it damage your 

personal credibility and your client or com-

pany’s brand, it will not get traction and 

spread.

Example - Let’s take a look at the Most 

Profitable Hollywood Story data. Of a few 

hundred films from 2007 to 2011, it has 

fields like:

•	 Film

•	 Year

•	 Studio

•	 Rotten Tomatoes Score

•	 Audience Score

•	 Plot Type

•	 Genre

•	 # of Theatres in Opening Weekends

•	 Box Office Average per US Cinema

•	 Domestic Gross

•	 Foreign Gross

•	 Worldwide Gross

•	 Budget

•	 Market Profitability

•	 Opening Weekend

•	 Oscars Won

Now, there’s a lot of interesting things you 

can do with just this data set:

•	 Is there any relationship between how 

much money a film makes and how 

much people like it?

“When visualizing data you must start with a question or an angle – 

otherwise all you produce is fog”

https://docs.google.com/a/buzzstream.com/spreadsheet/ccc?key=0Altk3Tn01ZsWdEJ1cHFjbmVyejhnN1JnQlNyWW5IUkE&authkey=CPuZiLcG#gid=29
https://docs.google.com/a/buzzstream.com/spreadsheet/ccc?key=0Altk3Tn01ZsWdEJ1cHFjbmVyejhnN1JnQlNyWW5IUkE&authkey=CPuZiLcG#gid=29
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•	 Are highly profitable films necessarily 

good?

•	 What genre of film is the most profit-

able?

•	 What ‘Story’ archetype is the most prof-

itable?

•	 If I had $1 million to make a movie 

with, what should I do to maximize my 

return?

You could also add other data sets to cre-

ate a mashup. Some ideas are:

•	 Director and Actor information from 

IMDB

•	 Film Ratings (G, PG, etc)

•	 A Number of Religious Organizations 

give Films ‘Morality Scores’ 

•	 Median Shot Length and More Cinema-

graphic Data from Cinemetrics

There’s some really fun data analysis op-

portunities here, like:

•	 Which directors are the most profit-

able?  Who’s the Yankee’s (biggest, 

most expensive, most successful), and 

who’s the Oakland A’s (most lean and 

efficient)?

•	 Are movies that outrage people (and 

have a low morality score) more profit-

able or less profitable than family ap-

propriate movies? 

•	 Is there a relationship between profit-

ability and cinemagraphic styles? Do 

films with a longer/shorter median shot 

length tend to be more or less success-

ful?

I’ll take a relatively simple approach: What 

story archetype is the most profitable?  If 

you start a hedge fund that invests in mov-

ies (this is a terrible idea, but just roll with 

it), what sort of film should you invest in?

I can think of some good headlines for this 

data off the top of my head – like “Mon-

eyball for Movies”, “Horror Movies #1 for 

Profitability” or “The Movie Hedge Fund: 

How to Allocate Your Capital.”

If I had a finance-oriented website, this 

would be a particularly powerful piece of 

content to create –finance links are hard to 

come by, and the combination of finance 

and pop culture will appeal to a number of 

finance sites, as well as movie sites.

Step 3: Analyze Your Data

Now it’s time to analyze your data.  If you 

have a relatively small amount of data, you 

can use Excel or your favorite spreadsheet 

program.  If your data numbers into the 

millions of rows, you’ll start to need more 

robust tools like R, SPSS, or SAS.

Analyzing data to find trends and valu-

able insights is an entire separate art and 

science to creating data-driven content.  I 

recommend the book Data Analysis with 

Open Source Tools by Phillip K. Janert or 

any introductory statistics textbook to learn 

elementary data analysis.

Example - To start the analysis of my data 

set, I’m going to drag everything into a 

Pivot table.  (This isn’t the best approach, 

but it will work for my purposes.) 

Next, I’ll look at all of the films in profitabil-

ity on aggregate.  The most profitable films 

(in total gross as a percentage of budget) 

of the last few years are:

1. Paranormal Activity – 1311200% 

2. Fireproof – 6693%

http://www.cinemetrics.lv/movie.php?movie_ID=14966
http://www.cinemetrics.lv/movie.php?movie_ID=14966
http://shop.oreilly.com/product/9780596802363.do
http://shop.oreilly.com/product/9780596802363.do


48

3. Insidious – 6467%

4. Paranormal Activity 2 – 5916%

5. Paranormal Activity 3 – 4037%

6. The Last Exorcism – 3692 %

7. Juno – 3082 %

8. The King’s Speech – 2849 %

9. Black Swan – 2533%

Just in this data alone, there are a number 

of interesting observations:

•	 Horror movies are incredibly profitable.

•	 The Paranormal Activity franchise is 

the Oakland A’s of movies – in terms 

of return on capital, it is by far the most 

profitable set of films anyone has made 

in the last 5 years. No one else is even 

close.

•	 To generate return on invested capital, 

making a film with strong niche appeal 

on a limited budget is a much stronger 

strategy than to create an expensive 

blockbuster .  (For example, Fireproof 

is a religiously-themed film starring Kirk 

Cameron, which was generally panned 

by critics, but became a huge hit in the 

evangelical Christian community.)

Next, I’ll drag all of my films together into a 

chart and try to understand profitability by 

story type:

(I’m going to exclude Paranormal Activity 1 

from this calculation because it’s such an 

outlier. I’ve also removed some outliers on 

the low end, because foreign gross data 

was unavailable and thus skews the data 

set.)

(In case you’re wondering, the Wretched 

Excess films in the dataset were Black 

Swan, Hesher, J. Edgar, Limitless, Solitary 

Man, and There Will Be Blood.  Monster 

Force is both horror movies (Saw, Para-

normal Activity), and some action movies 

(X-Men, Cowboys versus Aliens, etc.)  All of 

the plot archetypes are defined in various 

screenwriting articles.)

Wretched Excess is the most profitable 

on average, but also highly variable and 

a small set with the average buoyed by 

Black Swan.  Monstrous Force is also 

very profitable, but the most variable.  By 

contrast, Fish Out of Water films (like the 

Lincoln Lawyer or Meet Dave) were consis-

tency profitable with much lower variation 

than the other story types.

http://www.tennscreen.com/plots.htm
http://tvtropes.org/pmwiki/pmwiki.php/Main/TheSevenBasicPlots
http://www.mit.edu/~mbarker/exercises/plot.html
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Step 4: Create Your Scaffolding

Once you have some idea of the direction 

you want to go with your content, you can 

start creating a scaffolding.

A scaffolding should answer questions like:

•	 What is the content about?

•	 What’s your angle?  Why will it appeal 

to people?

•	 Will you need graphics or copy?

•	 Where will the content ‘live’? In a blog 

post? On a static page?

•	 What supporting pieces of content 

(guest posts, embeddable graphics, 

quotes, etc) will need to be created 

along with the main content?

These can include wireframes, mockups, 

and outlines of content. 

Example - Using my profitability data, I’m 

going to create a piece called “Money-

Ball for Movies”.  It will focus on the films, 

genres, stories, and people that maximize 

profitability with limited budget. 

I’ll help people understand what drives 

movie profitability – usually films that be-

come very popular in specific audiences 

(like religious or horror fan communities) 

that are made for extremely little money.

I’d include copy about the most profit-

able films, genres, and stories, as well as 

a data visualization, showing profitability 

by individual movie, by story type, and by 

genre.  I’ll probably need some help from a 

front-end developer to do the design and 

development on the 

I’ll think about making a SlideShare with 

any visualizations and conclusions I come 

to, along with some embeddable versions 

of the graphics for journalists and bloggers 

who might want to write about the study.  

(I’ll make sure they look great at 650 pixels 

wide so they fit nicely on single column 

blogs.)

Step 5: Visualize Your Data 
and Write Your Copy

Now it’s time to write and make graphics.

Writing about Data - Most of the best 

instruction for this kind of work comes from 

the world of data journalism – here are 

some great resources:

•	 The Data Journalism Handbook

•	 Investigating Data Journalism on the 

O’Reilly Radar

•	 5 Tips for Getting Started in Data Jour-

nalism on Poynter.org

Data Visualization - While it’s always best 

to make your own visualizations by hand 

(using help from a designer or developer), 

you can create visualizations quickly with a 

number of different tools. 

•	 IBM’s ManyEyes

•	 Tableau Public

•	 The R Project

•	 Google Fusion Tables

Jon Cooper has also put together a useful 

list of data visualization tools.  

For further information on visualizing data, 

check out Edward Tufte’s courses and 

books.

Example - I’m not going to write any great 

copy or make any awesome visualizations 

here – sorry.  But lots of other folks have 

done great things with the Hollywood Sto-

ries data set – there’s some inspiration for 

you on the following page.

http://datajournalismhandbook.org/1.0/en/
http://radar.oreilly.com/2012/11/investigating-data-journalism.html
http://www.poynter.org/how-tos/digital-strategies/147734/5-tips-for-getting-started-in-data-journalism/
http://www.poynter.org/how-tos/digital-strategies/147734/5-tips-for-getting-started-in-data-journalism/
http://www-958.ibm.com/software/data/cognos/manyeyes/
http://www.tableausoftware.com/public/
http://www.r-project.org/
http://www.google.com/drive/start/apps.html
http://pointblankseo.com/visualizations
http://www.edwardtufte.com/tufte/
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Step 6: Promote Your Content

If you look at some of the awesome visu-

alizations in step 5, you might notice that 

many of them haven’t attracted a lot of 

links or tweets.  Those are missed oppor-

tunities - many people out there would find 

them fascinating and enjoyable. So you’ve 

got to actively promote your content.

For example, the Confluence visualiza-

tion above has 4 linking root domains and 

3 Tweets, 5 Plus Ones, and 9 Face-book 

likes (via SharedCount and Open Site Ex-

plorer.)  This is a beautiful, powerful visu-

alization tool, but it on it’s own, it didn’t at-

tract attention. If you want your data-driven 

content to get seen by the world, linked, 

and shared, you need to promote it.

Promotion Tips:

•	 Make sure the originator of the data 

set knows you analyzed it.  Often these 

organizations will share your work.

•	 Many great news outlets (like Fast 

Company, the Guardian, the Wall Street 

Journal, and the New York Times) have 

data visualization editors, data journal-

ists, or columns featuring data-based 

work.  Reach out to them and let them 

know about your new project.

•	 Reach out to bloggers that cover both 

data visualization and the topic of the 

data. 

•	 Consider using paid social media like 

Reddit Ads and StumbleUpon Paid Dis-

covery.  These services are great for get-

ting users with “see interesting things on 

the internet” intent, and often spread the 

content they find across their network.

FilmStrips by Tom Evans Confluence by Harshawardhan Nene and Kedar Vaidya

http://acatcalledfrank.com/content/filmstrips-visualisation/index.html
https://twitter.com/acatcalledfrank
http://iibh.apphb.com/
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Example - In the “Moneyball for Movies” 

example, I can reach out to economics 

bloggers, movie bloggers, and Hollywood 

‘inside baseball’-type bloggers.  I can also 

reach out to horror movie bloggers, who 

might like to know their preferred genre is 

the most effective use of a dollar of movie-

making capital.

I’d also advertise on StumbleUpon Paid 

Discovery and Outbrain, targeting both 

movie-related and data-related channels, 

and try to get some social traction.

Conclusion

In a world hungry for content, data-driven 

content stands out from the sea of ‘top 

ten blog posts’ and other quick hits. It’s 

uniquely trust-worthy and visual – two 

criteria necessary for content marketing 

success today.  Now go forth and analyze, 

visualize, and most importantly, don’t for-

get to tell a story.

About the Author: Matt Gratt is a Marketer 

at BuzzStream.  You can read more from 

him on the BuzzStream Blog, or follow him 

on Twitter.
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sPinning your 
online Pr Plan 
into action  

By Lisa Buyer

Gone are the days of printed press re-

leases, press kits and clipping books. 

Today’s company news comes in the form 

of a post, tweet or even a pin. It is most 

likely read on a mobile device and shared 

with a network of friends and connections. 

Organizations are writing news announce-

ments for more than just the journalists in 

mind as companies publish news geared 

for bloggers, search engines, social media 

news networks and its customers. Break-

ing news can come from anyone in a 140 

character tweet. This is real time news and 

if you have not given your PR program a 

digital makeover now is the time.

Check out the stats: 

•	 98% of journalists start a story by doing 

an online search on Google

•	 92% of Internet users use search en-

gines

•	 76% get news online

•	 Press releases are still the most used 

tool by journalists when looking to  find 

stories

•	 53% of the media report using Twitter 

to find story ideas

•	 20% of journalists use company blogs 

to research stories

•	 15% use Facebook to research story 

ideas

•	 59% of journalists are tweeting in 2013, 

versus 47% in 2012

Online PR opportunity knocks, and journal-

ists and customers listen. This is a time for 

‘shorter but quicker’ journalism and public 

relations pros need to step up to the plate 

as brands have an opportunity for greater 

prominence — and consequently greater 

traffic — in search rankings, news readers 

and social news apps.

While the shape and size of public rela-

tions is cha-cha-changing, the bottom line 

benefits still remain as viable and attractive 

for brands as ever before. Smart compa-

nies large and small are leveraging the 

“Smart companies large and 

small are leveraging the online 

PR opportunity with a new arse-

nal that includes optimization, 

socialization, visualization and 

mobile-friendly news stories”
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online PR opportunity with a new arsenal 

that includes optimization, socialization, 

visualization and mobile-friendly news sto-

ries as part of a holistic public relations and 

marketing approach.

Online PR Perks at a Glance

•	 Positive search results

•	 Increased traffic to a company website 

or blog

•	 Credibility

•	 Increased chance of media coverage

•	 Third party endorsements via online 

reviews

•	 Social sharing

•	 Reputation management

•	 Quality inbound links

Optimizing for Journalists

How do companies large and small lever-

age interaction and connect with journal-

ists? Welcome to the new world of media 

relations, it’s called Google, Facebook and 

Twitter.  Journalists are still giving press 

releases a ‘high five’ for story ideas, but 

pitches by phone are few and far between.

•	 Optimize press releases using keyword 

phrases and links

•	 Create shorter social media versions of 

the press release - frontloaded with the 

most important info and keywords first 

•	 Write like a reporter using AP style writ-

ing

•	 Use hashtags if news is related to 

trending topics and subjects

•	 Make sure your media lists include the 

Twitter handles of all your targeted 

journalists and interact with them online 

- in-between your pitching.

Pitching the Right Story, 
the Right Way

Today’s journalists and bloggers are writ-

ing more stories with less time, staff and 

resources than ever before. All the more 

reason that pitching the right story to 

the right journalist is mission critical for 

success in today’s online PR world. The 

tolerance level for bad pitches is at an all 

time low and runs the risk of being publicly 

shared in social media. 

What does this mean? Online PR profes-

sionals must be accountable in research, 

tact, positioning and as personalized as 

possible. But like the journalists, the online 

PR pro is expected to publish more con-

tent than ever before, in real time with a 

creatively social flair that stands out in the 

newsfeed. How do we do it all without 

working 24/7 and breaking the bank?

Get to know your influencers online. 

Whether it’s a journalist, blogger or brand 

advocate - make sure you follow them via 

social media or subscribe to their stories.

•	 Comment, share, like and interact with 

their content whether it is a story, post, 

tweet or cause.

•	 Nobody clicks on boring! Make sure 

you are publishing newsworthy content 

that is relevant, exciting and easy to 

“Today’s journalists and bloggers are writing more stories with less 

time, staff and resources than ever before.”
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read!

•	 Long-winded traditional press releases 

that have useless and meaningless 

jargon are OUT!

•	 Become a trusted source with informa-

tion other than your own brand’s news 

by sharing third-party industry reports, 

news and stories they might be inter-

ested in and make their job easier.

•	 Make sure your online company news 

is easily searchable, accessible, share-

able and mobile-friendly.

•	 Since email is still the media’s #1 pre-

ferred method of receiving company 

news, make sure to give the media an 

easy way to sign up for email news 

alerts.

Bottom Line Online PR Results

Once considered a luxury and not an es-

sential part of an organization’s marketing 

plan, a traditional public relations pro-

gram was not always an ROI frontrunner. 

Results were hard to measure with loose 

formulas based on advertising space and 

costs. Today’s relationship between search 

engine optimization, public relations and 

social media nets exponential results when 

strategically blended. What can brands do 

to jump into the online PR game for best 

results? Add these tactics to your arsenal 

for a publicity push:

Go Mobile!

Desktops and laptops are collecting 

dust as users trade in the big screens for 

mobile-friendly iPads and smartphones. 

Today’s organizations at the bare minimum 

should take these Mobile PR friendly steps 

to increase chances of media coverage 

and journalist interaction:

•	 Mobile-friendly website

•	 Report news via Twitter, LinkedIn and 

Facebook

•	 Make sure a company’s media contact 

info is easily accessible via a mobile 

device on a top level page

Say Yes to Visual

If you are looking to stand out with jour-

nalists, the social newsfeed or in search 

results, your first step is to add strong visu-

als to ALL blog posts, press releases and 

all social media messaging. Press releases 

with multimedia can get up to 77% more 

page views than text only page views.

•	 At least 45% of media across all coun-

tries wanted supporting images includ-

ed as a thumbnail attachment.

•	 Journalists like Dropbox or YouSendIt 

as good ways of sending supporting 

pictures.

•	 80% of journalists say it is important to 

have access to photographs and visual 

images; yet 45% of PR pros surveyed 

thought visuals and images were not 

important to a news release.

•	 Light bulb! Images can make it or break 

it for a story to get published in top-tier 

media.

•	 The question is not how much visuals 

are costing, it is more like how much 

is it costing you to NOT include visuals 

“...add strong visuals to ALL 

blog posts, press releases and 

all social media messaging. 

Press releases with multimedia 

can get up to 77% more page 

views than text only...”
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with your PR and social content?

•	 Check out online PR storytelling plat-

forms such as Haiku Deck and PitchEn-

gine.

Update Your Online Newsrooms: 
Journalists Expect It!

Online newsrooms are the lifeline for PR 

and also a huge boost for SEO. If more 

than 50% of journalists report visiting your 

online newsroom once a week and 64% on 

a monthly basis, that number should moti-

vate company newsmakers to deliver fresh 

content and package it in a way that is 

organized and user-friendly as well social 

media-friendly. 

Online PR Metrics to Live By

One large step for online public relations 

ROI measurement is a tool called Google 

Analytics. Now organizations can see just 

how much traffic is coming from earned 

media and social media. Likes are nice, but 

the value of a share can be priceless when 

it results in visibility with a major online 

media outlet or a high worth influencer. Re-

ferring traffic, time on site and page views 

are all metrics your boss or CEO will care 

most about. Those are the metrics that can 

be tracked to conversions and the holy 

grail: sales. Online PR is now speaking a 

language the boardroom understands, flu-

ent in results and metrics that matter to the 

bottom-line. Now that’s headline news. 

Sources

•	 Pressfeed 2012 newsroom survey

•	 Tekgroup 2013 newsroom survey  

•	 http://www.10yetis.co.uk/global-journal-

ist-research.html

•	 http://blog.prnewswire.com/2011/05/02/

multimedia-content-drives-better-press-

release-results/ 

About the Author: Author of Social PR Se-

crets and named one of the top 40 Digital 

Strategists for 2013, Lisa Buyer is pas-

sionate and ambitious about how Public 

Relations, Social Media and SEO influence 

each other.  She is President and CEO of 

The Buyer Group, an interactive public 

relations and social agency located in Cel-

ebration, Florida and editor for Social #PR 

Chat covering trends in Social PR, Mobile 

PR, Brand PR and SEO PR. You can follow 

her at @lisabuyer.

http://www.press-feed.com/
http://www.tekgroup.com/
http://www.10yetis.co.uk/global-journalist-research.html
http://www.10yetis.co.uk/global-journalist-research.html
http://blog.prnewswire.com/2011/05/02/multimedia-content-drives-better-press-release-results/  
http://blog.prnewswire.com/2011/05/02/multimedia-content-drives-better-press-release-results/  
http://blog.prnewswire.com/2011/05/02/multimedia-content-drives-better-press-release-results/  
http://socialprsecrets.com/
http://socialprsecrets.com/
http://thebuyergroup.com/
http://socialprchat.com/
http://socialprchat.com/
https://twitter.com/lisabuyer
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Part 3  

resources

As well as some useful checklists, here we give you 
some excellent resources so you can keep in touch 

with all that’s new in link development.
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hoW buzzstream 
saves you time 

By Matthew Gratt

Link building can feel like digging an Olym-

pic Swimming Pool with a Teaspoon.

I know. I’ve been there.  

But as we’ve seen in great contributions 

from Ann, Greg, Paddy, Alisa, Lisa, and Lyn-

don, it doesn’t have to be like that.

Link building can be a creative endeavor 

– full of opportunities to invent and imple-

ment creative ideas, meet new and inter-

esting people, and achieve and exceed 

company goals in both traffic and revenue.

But most online marketing profession-

als don’t get the chance to exercise their 

creativity, to invent ideas and build rela-

tionships.  They don’t get the opportunity 

to generate new influencer relationships, 

dominate the SERPs, and make the inter-

net a better, cooler, more useful place. 

Why do people not make 
the most of link building?

Because for many, ‘link building’ means 

hours of going through SERPs, dedup-

ing results, and finding contact informa-

tion.  It means too many rejections, and 

even worse complete silence from their 

outreach pitches. And perhaps the worst 

part of all – compiling spreadsheets and 

reports, detailing all of these activities and 

their results.

But it doesn’t have to be this way.  We 

looked at these activities and said to 

ourselves, “There are important, human, 

creative parts of this endeavor, and there 

are parts that aren’t any of those things.  

Why can’t we have a computer do the bor-

ing parts?”

And that’s why we made BuzzStream – so 

link building didn’t have to be tedious, and 

could be a creative marketing discipline full 

of new people, new connections, and new 

ideas – instead of creating, maintaining, 

and policing spreadsheets and submission 

lists.

 

Every hour BuzzStream saves you knocks 

tedium away. So I thought it might be a 

good idea to list 26 ways that BuzzStream 

saves you time. 
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During the link building process

1. BuzzStream’s prospecting module 

quickly finds lists of new opportunities 

for you.

2. Set BuzzStream’s prospector to run 

automatically every week and you’ll 

have new, competitive opportunities 

to work on as soon as you sit down at 

your desk.

3. BuzzStream finds both contact and 

social media details – no more tedious 

hunting through lots of pages!

4. Find SEO and social metrics on your 

prospects so you can prioritize your 

prospects and work on the ones that 

really matter.

5. Collect metrics to map your achieve-

ments and report accurately to your 

clients.

6. Get rid of spreadsheet profusion and 

confusion – they’re a thing of the past 

because BuzzStream keeps all your 

records in one place.

7. Keep a close watch on all your projects 

and see how each of your team mem-

bers is performing.

8. Track your progress for every prospect, 

every step of the way.

9. BuzzStream helps you send better out-

reach emails and at greater volume.  

10. BuzzStream’s email platform works at 

scale so you can automate the process 

but still have time to personalize your 

approaches.

11. BuzzStream’s smart merge fields mean 

any information you have can be 

merged into an email outreach.

12. BuzzStream makes follow-up a breeze 

– you can easily sort who has respond-

ed and who has not.

13. Links can change or ‘mysteriously’ 

disappear without you even knowing – 

but BuzzStream automatically  tells you 

whether they’re still there, became no-

follow or otherwise changed – no more 

tedious hand checks.

Working With Your Team

14. Make sure your team members no 

longer duplicate efforts and reach out 

to the same prospects.

15. See immediately that a colleague al-

ready has a relationship with an influ-

encer - so you can assign them a task 

or get some help.

16. Turn individual outreach lists into a 

powerful company asset that contains 

all your contacts and makes them avail-

able to everyone. 

Managing Your Team

17. Monitor your link building funnel so 

you can be confident you’ll meet your 

deadlines.

18. Get early warnings of falling short so 

you can take remedial action.

19. Report to your client when you reach 

important milestones.

20. Know precisely what everyone on your 

team is doing.
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21. Know exactly who the stars are on your 

team and who might need some sup-

port.

22. Test new approaches and initiatives 

and see what really works.

23. Build a set of agency best practices for 

all to follow.

24. Build sets of important influencers to 

use across different clients and cam-

paigns.

25. Build sets of prospects who will have 

an immediate impact on new clients 

you acquire, differentiate your agency, 

and build competitive advantage.

To learn more, visit the BuzzStream site at 

buzzstream.com/link-building.

http://www.buzzstream.com/link-building
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52 bite-sized  
link building tiPs

Need some quick link building inspiration? We’ve refined our ex-

pert’s great advice into 52 tasty morsels that are bound to get you 

going.

How a Partnership Led to a Viral Video with a Million 
Video Views 
Gregory Ciotti @GregoryCiotti

1. Partnerships begin with solid research. Look for an audience 

size that makes collaboration worthwhile.

2. Always reach out to interesting folk when you come across 

their work, if nothing more than just to say “Hey!”.

3. Make your proposal beneficial to the receiving party. People 

don’t really want to help you, they want to help you help them.

4. Partnering with another company on a comprehensive email 

course is one of the best ways to utilize your free content.

5. If you know any folks putting together a new course or guide, 

contribute a video interview and you’ll be put in front of a highly 

engaged audience.

6. Follow Matt’s 3P’s of great outreach emails – personalized, 

positioned and persuasive.

7. In partnerships, make yourself as useful as possible, every-

where you can.

http://www.twitter.com/GregoryCiotti
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Build Content Like BuzzFeed: Target Micro-
segments and Play to Emotions

8. Marketers should look to publishing upstarts like BuzzFeed for 

innovation in editorial, business and distribution models.

9. Like the long tail of search, there’s a ‘long tail of social seg-

ments’ that offer rich opportunities for marketers.

10. Emotional cues prompt sharing and discussion – BuzzFeed hits 

them all, as hard and as often as possible.

11. Mild debates like ‘extroverts vs. introverts’ trigger more discus-

sion than serious debates about politics.

12. People often share not because they think ‘this is great’, but 

because ‘this shows you who I am’.

13. To encourage sharing, tailor your content to appeal to social 

micro-segments.

Link Building with Infographics 
Paddy Moogan @paddymoogan

14. Had a brilliant idea for an infographic? Can you find 10 sites that 

might link to it in 10 minutes? If not, get a better idea.

15. Choose a graph that helps people understand an idea quickly, 

without having to work out what the data means.

16. Don’t restrict your designer - let them design. 

17. To find more prospects, look at your initial top 10 sites and 

check who they link to in their resources, blog rolls and posts.

18. Consider offering high quality sites like newspapers and maga-

zines an exclusive so they can launch your infographic first.

19. Basic templates are OK but make sure you take time to custom-

ize it to each person you’re approaching.

High Quality (and Creative) Guest Posting,  
Ann Smarty @seosmarty

20. There is a difference between pumping out guest posts (avoid) 

and writing high quality and creative posts.

21. Guest posting for the sake of links is doomed – you need to 

think about relationships and building influence.

22. The more connections you build, the less you’ll have to worry 

about links at all. When you’re well connected, links flow in 

naturally.

23. You can’t fake authenticity. 

24. Good, in-depth research gives you multiple, unique and infor-

mative articles you can target at different blogs.

25. Learn how to repackage content in new and creative ways.

http://www.twitter.com/paddymoogan
http://www.twitter.com/seosmarty
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26. Guest blogging is successful when you provide a constant 

stream of high quality content while engaging with your read-

ers.

Creative link bait 
Lyndon Antcliff @lyndoman 

27. Your link bait has to be exceptional, else it just isn’t link bait.

28. It doesn’t matter what Google thinks is quality. It’s the crowd, 

the audience, the readership that decides what is and isn’t 

quality.

29. Create a profile of each individual you’re targeting – and you 

may decide to target only one individual in your niche.

30. Don’t worry about failure – every failure is a learning experi-

ence and nobody remembers link bait that didn’t work.

31. To get someone to link, you’ve got to generate the emotional 

response that will compel them to link.

32. Write headlines to attract the primal brain, ‘body content’ to 

generate an emotional response and a ‘rational framework’ to 

persuade the conscious brain.

Product Reviews and Giveaways 
Alisa Scharf @alisa_scharf

33. Use product review campaigns to give you deep contextually 

rich links to product and category pages.

34. Use product review campaigns to get your products in front of 

a welcoming and engaging audience.

35. Give a blogger a product to review and you’ll probably have to 

wait - but give a blogger a product to give away and they’ll post 

ASAP.

36. If you have customizable products, include seasonal or holiday-

orientated elements in your link building campaign.

37. Engage your target bloggers. Rather than give them a few mov-

ie tickets, challenge them to see a movie a month for a year.

38. In outreach consider three key components: be brief, be like-

able and be clear.

39. Vaguely asking what a blogger wants is never a good idea. Tell 

people up-front what exactly you’re offering them.

Data-driven content

40. Data-driven stories are credible, shareable and linkable in ways 

that conventional narratives rarely achieve.

41. Many businesses underestimate the fascinating detail they 

could extract from their own data.

42. ‘Other People’s Data’ can often be mashed up to give you fan-

tastically link worthy content.

http://www.twitter.com/lyndoman
http://www.twitter.com/alisa_scharf
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43. When visualizing data you must start with a question or an 

angle – otherwise all you produce is fog. 

44. Brainstorm multiple headlines from your data - if you get a great 

headline, it will likely make a great visualization.

45. In a world hungry for content, data-driven content stands out 

from the stodge of ‘top blog posts’ and other quick hits.

Spinning Your Online PR Plan Into Action 
Lisa Buyer @lisabuyer

46. Write news announcements with more than just journalists in 

mind. Publish news geared for bloggers, search engines, social 

media, news networks – and for customers.

47. This is the time for ‘shorter but quicker’ journalism and public 

relations pros need to step up to the plate and grab the oppor-

tunity for greater prominence.

48. Create shorter social media versions of the press release, front-

loaded with the most important information and keywords first.

49. Make sure your media lists include the Twitter handles of all 

your targeted journalists and interact with them online – in be-

tween your pitching. 

50. Nobody clicks on boring! Make sure you publish newsworthy 

content that is relevant, exciting and easy to read.

51. If you’re looking to stand out to journalists, your first step is to 

add strong visuals to ALL your blog posts, press releases and 

social media messaging.

52. 80% of journalists say images are important, yet 45% of PR pros 

surveyed thought they were not.

 

Concept developed and edited by Ken McGaffin of  

LinkingMatters.com where Ken offers online training in  

link building, content development and online PR.

http://www.twitter.com/lisabuyer
http://www.linkingmatters.com
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great resources 
to keeP you 
fresh and Well-
connected 

The world of link development changes 

every day so you need to keep up to date.

Here are some of our favorite resources 

to learn the newest thinking in link build-

ing and content promotion – both from the 

world of SEO and outside it.

Blogs to Subscribe to & Pore Over

Kaiser the Sage – Jason Acidre writes the 

premier internet marketing blog of the Phil-

lipines, covering how to build links, brands, 

and more with content and outreach.

Backlinko – New to the scene, Brian 

Dean’s blog covers link building strategies 

in a straightforward, breezy format. 

Point Blank SEO – Jon Cooper (the young-

est person on this list at age 20) shares 

strategies and tactics to build links and 

move up in the SERPs.

Skyrocket SEO – James Agate and the 

Skyrocketeers share insights gained from 

building thousands of links on behalf of 

their clients.

TripleSEO – Chris Dyson shares link devel-

opment tips, using behavioral psychology, 

animated GIFs, and a winning sense of 

humor.

The SEER Interactive Blog – The SEER 

team shares tips on link development, con-

tent marketing, PPC, and on-site SEO from 

their cathedral in Philadelphia.

The Link Building Category on the Moz 

Blog – Moz staff and guest contributors 

cover how to acquire links, usually with 

content, sometimes with relationships.

TLCSEO – John-Henry Scherck writes 

about how to make white hat link building 

scale through process and technology.

The Distilled Blog – Defining forward think-

ing, the Distilled team shows you how to 

integrate all aspects of online marketing to 

achieve results.

The BuzzStream Blog – We’d have to turn 

in our marketer card if we didn’t include 

our own blog.  We write about link building, 

content promotion, startups, and Buzz-

Stream.

Content Marketing Institute – CMI shares 

best practices and tips for ‘feeding the 

http://kaiserthesage.com/
http://backlinko.com/
http://pointblankseo.com/
http://skyrocketseo.com/category/blog/
http://tripleseo.com/
http://www.seerinteractive.com/blog
http://moz.com/blog/category/link-building
http://moz.com/blog/category/link-building
http://tlcseo.com/
http://www.distilled.net/blog/
http://www.buzzstream.com/blog
http://contentmarketinginstitute.com/
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beast’ across multiple channels.

The Funnelholic – Craig Rosenberg shares 

tips from the trenches on making content 

marketing work, including thoughts on lead 

nurturing and sales enablement.

Velocity Partners Blog – Doug Kessler and 

team share content marketing insights with 

a B2B tech flavor, good typography, and 

dry wit.

Convince & Convert – Jay Baer and guests 

share hype-free social media and content 

marketing ideas.

Spin Sucks – Gini Dietrich and guests write 

about digital PR and content marketing, 

with the point of view of seasoned Public 

Relations practitioners.

TutorialZine – Front-end web development 

tutorials that keep you on the cutting edge 

of what’s possible with a web browser. 

Great source of interactive content ideas.

The Daily SearchCap – Daily curation from 

the crack editorial team at SearchEngine-

Land keeps you on the cutting edge of 

what’s going on in the SERPs.

People to Follow on Twitter

One of the best ways to keep up with the 

newest ideas in link development is to 

follow and engage with practitioners on 

Twitter.  Here are some of the best people 

sharing 140-character nuggets of wisdom 

(in alphabetical order):

We’ve put all of these fine folks together 

into a Twitter list, so you can follow them 

all with one click. 

Aaron Wall 

Adria Saracino 

Alisa Scharf 

Ann Smarty 

Anthony Pensabene  

Bill Sebald  

Brian Chappell  

Brian Dean  

Captain Todd Malicoat  

Chris Dyson  

Craig Rosenberg  

Cyrus Shepard  

Danny Ashton  

Debra Mastaler  

Don Rhoades  

Doug Kessler  

Eric Enge  

Eric Ward  

Ethan Lyon  

Garrett French  

Greg Ciotti  

James Agate  

Jason Acidre  

Jim Boykin  

Joe Chernov  

John Doherty  

John-Henry Scherck  

Jon Cooper  

Julie Joyce  

Justin Briggs  

Kane Jamison  

Kelvin Newman  

Ken Lyons 

Ken McGaffin  

Kieran Flanagan  

Lyndon Antcliff  

Melanie Nathan  

Michael Smith  

Mike King  

Nate Dame  

Neil Patel  

Nick Leroy  

Paddy Moogan  

Peter Attia  

Rae Hoffman  

Richard Baxter  

Rishi Lakhani  

Rob Toledo  

Roger Montti  

Ross Hudgens  

Ryan Clark  

Ryan McLaughlin  

Simon Penson  

Sujan Patel  

Tom Demers 

Wayne Barker  

Wil Reynolds

http://www.funnelholic.com/
http://www.velocitypartners.co.uk/our-blog/
http://www.convinceandconvert.com/
http://spinsucks.com
http://tutorialzine.com/
http://searchengineland.com/searchcap
https://twitter.com/buzzstream/lists/linkingoutsidethebox
https://twitter.com/aaronwall
https://twitter.com/adriasaracino
https://twitter.com/alisa_scharf
https://twitter.com/seosmarty
https://twitter.com/content_muse
https://twitter.com/billsebald
https://twitter.com/brianchappell
https://twitter.com/Backlinko
https://twitter.com/stuntdubl
https://twitter.com/ChrisLDyson
https://twitter.com/funnelholic
https://twitter.com/cyrusshepard
https://twitter.com/dannyashton
https://twitter.com/debramastaler
https://twitter.com/thegonzoseo
https://twitter.com/dougkessler
https://twitter.com/stonetemple
https://twitter.com/ericward
https://twitter.com/ethanlyon
https://twitter.com/GarrettFrench
https://twitter.com/GregoryCiotti
https://twitter.com/jamesagate
https://twitter.com/jasonacidre
https://twitter.com/jimboykin
https://twitter.com/jchernov
https://twitter.com/dohertyjf
https://twitter.com/jhtscherck
https://twitter.com/PointBlankSEO
https://twitter.com/juliejoyce
https://twitter.com/justinrbriggs
https://twitter.com/KaneJamison
https://twitter.com/kelvinnewman
https://twitter.com/KenJLyons
http://www.twitter.com/McGaffin
https://twitter.com/searchbrat
https://twitter.com/lyndoman
https://twitter.com/melanienathan
https://twitter.com/michaeljdsmith
https://twitter.com/ipullrank
https://twitter.com/seonate
https://twitter.com/neilpatel
https://twitter.com/nickleroy
https://twitter.com/paddymoogan
https://twitter.com/PeterAttia
https://twitter.com/sugarrae
https://twitter.com/richardbaxter
https://twitter.com/rishil
https://twitter.com/stentontoledo
https://twitter.com/martinibuster
https://twitter.com/rosshudgens
https://twitter.com/linkbuildr
https://twitter.com/recalibrate
https://twitter.com/simonpenson
https://twitter.com/sujanpatel
https://twitter.com/tomdemers
https://twitter.com/wayneb77
https://twitter.com/wilreynolds
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And Now You’ve Reached the End of ‘Linking Outside the Box’.

Thanks for Reading!

We’d Also Like to Extend a Free 14-Day Trial of BuzzStream to You

sign uP for my free buzzstream trial today

http://www.buzzstream.com/link-building?utm_source=End-CTA&utm_medium=ebook&utm_campaign=LOTB
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