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A letter from Dennis Yu
Let’s grow your business’ online presence!

Personal branding is the plumbing.

Content marketing (this module) is the fuel.

And ads are the dynamite.

For this to work, you must actually be recognized as an expert in an area you care about.  

You must personally tell your story in such a compelling way that others irresistibly follow you.  

So don’t hide behind your company.  

People don’t buy what you do; they buy WHY you do it...

If you don’t have your WHY established, stop reading this guide and work on **Personal Branding**.

Then come back and we can proceed with content marketing.

Let’s dive into the techniques to help you ascend to produce content quickly, have a team that supports you (even 

if you have no money), build an audience, drive that audience into your sequences, and then monetize your list

Dennis Yu
BlitzMetrics

http://www.blitzmetrics.com/pbg
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BlitzMetrics Content Strategy
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Read the **Personal Branding Guide** and complete all checklist items.

Set up your blog and website.

Learn about Metrics, Analysis, Action (MAA).

Choose topics that interest you.

Set up Google Alerts on each topic.

Create your article library to keep track of where and when you post.

Make a content calendar for your posting schedule.

Find blogs to comment on with thoughtful insights to grow your network.

Read the Facebook for $1 a Day Guide and complete all checklist items.

Content Marketing Cheat Sheet

Check on your Google Alerts for your topics, taking screenshots of interesting points for you to write about.

Write a rough draft. 

Craft a killer headline. 

Place links to other thoughtful content throughout your article.

Format / edit your article to make it easier to read. 

Create multiple variants of your content via the 4-1-1 rule.

Content Marketing Per-article Cheat Sheet

Your content machine is running smoothly and is ready to scale. You’ll be using paid social advertising to get your 

articles noticed by influential people

Have your content quoted by a major newspaper / publication (EX: WSJ.com)

Hire a content marketing minion: virtual assistants and young adults.

Build a content calendar and process.

Content Operations Sub-Checklist

https://blitzmetrics.com/pbg/
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When thinking about content marketing:

• How do you write powerful articles that position you as a thought leader?

• What is a “good” article?

• How do you know what topics to write about?

• How exactly do you go about connecting with other thought leaders to build content together?

• Why is the principle of “implied endorsement” critical to lead generation?

• How does the CCS (Content > Checklist > Software) triangle create awesome power?

• Where do you find the time to do all this?

Because this topic is so important, we’ve split it into two parts: one to focus on your own website, and the other to 

utilize your connections to get your content on other publications.

Dennis speaking about the Personal Branding Megaphone:

Welcome to the BlitzMetrics Content Marketing 
Guide

View this video

https://www.youtube.com/watch?v=aOi9fBBfprU
https://www.youtube.com/watch?v=pll1zbndGjM
https://www.youtube.com/watch?v=pll1zbndGjM
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Your website is ready, but it looks rather barren. It’s now time for you to populate it with great content. In this 

section we’ll cover how to write awesome articles and start building your content empire.

Step   1 Familiarize yourself with the core mechanics of Internet 
marketing analysis

Take some time to look through the BlitzMetrics article library

We have written nearly 1,000 articles across 100+ different publications here at BlitzMetrics. Take some time to 

read through a few of them below:

Dennis-yu.com

Adweek

SocialMediaExaminer

Business2Community

TweakYourBiz

3QDigital

SocialFresh

Heyo

This will help you get acquainted with the industry as a whole, and the best methods of structuring your content. 

Learn about Metrics, Analysis, Action (MAA)

The first concept to understand is Metrics, Analysis, and Action (abbreviated MAA), which we use in all of 

our articles. It’s not enough to simply state numbers; explain the WHY behind them and what strategies you 

recommend for improving those numbers.

Check out the following articles: 

Metrics, Analysis, ACTION: The superstar of Social Analysis 

How I optimize Facebook Ad campaigns in 15 minutes per day 

Once you’re done reading, look over this presentation: 

Metrics, Analysis, Action 

Have a solid grasp? Good! Follow along with a live analysis we did using MAA in this video: 

Reporting and Performance Metrics for the Boss

Content Creation Phase 1: Learning how to 
write and manage articles like the pros

http://www.dennis-yu.com/
http://www.adweek.com/socialtimes/author/dennis
http://www.socialmediaexaminer.com/tag/dennis-yu/
http://www.business2community.com/author/dennis-yu
http://tweakyourbiz.com/author/dennisyu/
http://3qdigital.com/author/dennis-yu/
http://www.socialfresh.com/contributors/dennis-yu/
http://blog.heyo.com/author/dennis-yu/
http://www.adweek.com/socialtimes/yu-optimize-facebook-ad-campaigns-15-minutes/413901?red=af
http://www.adweek.com/socialtimes/yu-optimize-facebook-ad-campaigns-15-minutes/413901?red=af
http://www.slideshare.net/main/private_slideshow?path_to_redirect_at=https%3A%2F%2Fwww.slideshare.net%2FBlitzmetrics%2Fblitzpubconaustinv1-9130225172630phpapp01
http://www.slideshare.net/main/private_slideshow?path_to_redirect_at=https%3A%2F%2Fwww.slideshare.net%2FBlitzmetrics%2Fblitzpubconaustinv1-9130225172630phpapp01
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Establish different “levels of power” for content

When producing content, you must have a system that categorizes what “level of power” it’s for. We group content 

into 3 buckets of power, much like Jason Miller of LinkedIn recommends in his **Content Marketing Guide**. 

Here are our levels, which you can use yourself, or as an example:

“Big Rock” content: whitepapers for most, but downloadable guides for us. Significant effort in creation, 

polishing, and promoting. We’ll create videos around it, interview people on key concepts, run ads to promote, 

create a landing page for it, and write lightweight articles (usually listicles) that demonstrate the checklist in 

practice.

Medium power content: articles we place on high profile sites, usually based on research we’ve done or detailing 

step-by-step “how to” in a particular implementation.  These drive to guides or other assets for readers to learn 

more. We do a couple per week, but will scale to a couple dozen per week when we start promoting other thought 

leaders who are going through our program. They must complete personal branding and have enough expertise 

to have written a checklist.

Lightweight content: our reactions to current events, often with additional perspective from a couple of experts 

in that topic.  These are easy to produce, and able to be placed on any variety of vertical sites on which we have 

WordPress admin, or even on our own blog. Most analysts create a couple of pieces of content each week on their 

own blog, then shared on various networks. We may promote some of these on the company blog or polish them 

up for wider distribution.

All of these items are recyclable, not just because we can syndicate to sites such as business2community.com and 

others, but because we can reuse content (much like the ingredients of Mexican food). Or via the 4-1-1 rule by Joe 

Pulizzi, founder of the Content Marketing Institute, which says we should curate content from others. We can also 

turn videos into audio podcasts, then transcribed into blog posts - three for the price of one. 

Step   2 Choose some topics that interest you

What do you love? 

Love skiing? Then you can write about what the top ski resorts are doing. Or do you really love basketball? Then 

analyze what the top NBA teams are doing.

We have gathered research covering all of these categories, prioritized by how many ad dollars are in each 

industry. Clearly, soft drinks, fast food, airlines, movie studios, and folks like that are at the top of the list, but write 

about what you’re passionate about.

https://blitzmetrics.com/cmg/
http://www.business2community.com/
http://blog.marketo.com/2012/07/the-4-1-1-rule-for-lead-nurturing.html
http://blog.marketo.com/2012/07/the-4-1-1-rule-for-lead-nurturing.html
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Step   3 Set up Google Alerts on these topics

Once you’ve found what topics you love to write about, set up Google Alerts for them, using the topic + 

“Facebook marketing” and topic + “social analytics”.

So if you love horse racing, do one for:

“horse racing Facebook marketing” and “horse racing social analytics”

Google will deliver you a daily or weekly stream of articles for you to react to. 

Step   4 Create an account on Storify and do a search for your name

Storify is a content aggregation service that helps you keep up with topics of your choosing, showing you top 

stories on blogs and social media. You can use this to keep up with your top content and give accolades / client 

love, as outlined in our **Client Love Guide**: 

https://www.google.com/alerts
https://blitzmetrics.com/clg/
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If you don’t have an account, go ahead and sign up.

Once you’ve created your account, type your name into the box in the upper-right corner and hit enter:

https://storify.com/signup
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 It will bring up a neatly laid-out overview of recent hits on top blogs and social media. 

Step   5 Comment on blogs and build your network

This is IMPORTANT. As you read through the articles and blog posts that Google delivers to you, post short, 

insightful comments. Don’t just compliment the author; say something interesting and unique enough that is 

clearly written in response to their article. 

Follow them on Twitter and Facebook.

Most blog leaders have their own Facebook page for their fans (if you don’t already, make one). Save the Facebook 

friend invite for when you have a bit of a rapport with them as you don’t want to seem clingy, desperate, or 

obsessive.
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After you have a few dozen posts where they’ve responded to your comments, then you may try adding them on 

Facebook and talking to them personally. Explain your passions and that you’re also writing about the same topics 

that they are.

You’ll begin to develop relationships with the folks who matter on your topics, and form a network that you can 

later use to promote your content via guest posts in Phase 2.

Keep track of all your comments and on where you post them. They are the seeds that will grow into your content 

network later on in the second phase, so be sure to plant and tend to them regularly. 

Step   6 Write your article draft

Make sure you have at least 200 words and take screenshots that show what you’re trying to convey. Placing a red 

box around important numbers  is the best way to draw a reader’s attention.

Write succinctly. Break up long paragraphs for easier reading. Be clear and concise, so that your style shows 

through. Always use the MAA process from Step 2. 

Start with the numbers / metrics, give it context by telling the story behind them, and then make 

recommendations that form a strategy as to what they can do to improve.
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If you need content ideas, paid services such as Fancyhands and Fiverr are great resources to use. For example: 

We used the FancyHands service to create these memes using our images, among other tasks that we delegate.

Turnaround time was a few hours and the cost was just under $3, since I have a package of 50 tasks for $130 a 

month.  The service is limited to US customers. You can sign up here and get 50% off your first month.

You should also reach out to the authors of the blog you’ve been commenting on, asking them for a few quotes 

on your topic. Attribute their quote, add their photo head-shot, and link to their website. 

Make sure to let them know the article is live via their Twitter or Facebook page so others who follow them can 

benefit from their insights as well (and get a little traffic / awareness to your blog). 

Step   7 Proofread / use an editing service to tighten up your article

Glance over your article, looking for any typos and capitalization errors. Use a spelling/grammar check on the 

whole article. Trim out adjective over-use, and watch out for phrases that inflate your article needlessly like 

“However”, “On the other hand”, “Meanwhile”, “The fact that”, and “Actually”.

Always write using active voice, not passive. A passive voice is where you promote an action as the subject of a 

line.  For example, “I wrote this article”, is active. “This article was written by me.” is passive, and pointlessly bloated. 

https://www.fancyhands.com/
https://www.fiverr.com/
https://www.fancyhands.com/
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Break up your article into chunks by hitting enter every three lines. This makes reading easier. That’s how this guide 

is structured.

Editing services such as DraftIn.com have professional editors who will edit your writing for a small fee. They’ll 

help you with the issues above, trim down your article, and avoid other issues such as:

• Alliteration is a string of words sharing the same first letter, or “Peter piper picked a pair of pickled 

peppers”. Break them up, or use a thesaurus. 

• Don’t end on prepositions, or “linking” words like “with”, “beneath”, “on”, “during”, to name a few.

• Stomp out weasel words. For example, “Some people say...” is dubious, since it’s not clear how many 

people said it.

• Don’t ask rhetorical questions, because who likes those?

• Stay specific and write succinctly.

• Exaggerations make your articles, like, a billion times longer, and add tons of ambiguity.

• Comparisons are messy, like eating a box of chocolates left in the sun.

If you’re short on money and/or time, ask a few friends to look it over following the above guidelines. Remember 

these 3 C’s for editing: Keep consistent, write concisely, and structure cleanly. 

Step   8 Link to thought-provoking content with relevant anchor text

When researching your topic, keep a list of articles you can sprinkle into your final work. These links are usually to 

blogs you’ve had contact with or contribute to, so consider how well you’re doing with Step 4. 

When linking, make sure to avoid using “Click Here!” anchor text. Instead, use text that portrays what the link is 

about, like why you shouldn’t steal your competitors traffic.

Don’t over-promote yourself. Otherwise you’ll be labelled as a spammer. It’s fine to have a URL in every paragraph 

or subtopic to drive your point home, but absolutely NO affiliate links or blatant for-profit material.

https://draftin.com/
http://www.adweek.com/socialtimes/7-reasons-why-trying-to-steal-your-competitors-traffic-will-backfire/625129
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Step   9 Dress up your article with formatting and summarize key 
points

Adding small flourishes to your content helps readers retain key points more easily. Bold key statements, “italicize 

quotes from others”, and take advantage of headlines to break your article into sections. Recap major points at the 

end.

Remember:

• Bold key statements.

• Italicize quotes from others.

• Use headlines and sub-headlines to break articles into sections.

• Reiterate major points at the very end of your article using bullet points - like we used in this list.

Finally, end with an invitation for your reader to respond. “What do you think?”, “Has this ever happened to you?”, 

“What should I do next?”. There are countless ways to spark a conversation, so try a few and let us know how it 

goes. (Just like that!) 

Step  10  Give your article a snappy title

Once your article is done, it’s time to give it a killer headline that summarizes what your article is about and why 

your audience should read it. 

It helps to consider MAA from step 2, laying out the numbers, what they mean, and how the reader benefits from 

them, such as “$500 for 60 minutes of your time? Why Analytics are key to selling ads” by Alex Houg.

Look over the following PDFs for some examples: 

7 Quick and Easy Headline Formulas 

The Ultimate Idea-Inducing Creativity-Enhancing Sample Headline Collection 

Best Headline Words

Be careful with sensationalized headlines / “viral” tricks. “Wow, I can’t believe this actually worked!” is obnoxious 

and says nothing.

Write down a few headlines that best summarize your article. Ask your friends which one of them grabs their 

attention the most.

https://alexhoug.com/500-60-minutes-time-analytics-key-selling-ads
https://alexhoug.com/500-60-minutes-time-analytics-key-selling-ads
https://blitzmetrics.com/wp-content/uploads/2014/03/headlineideas.pdf
https://blitzmetrics.com/wp-content/uploads/2014/03/headlineideas.pdf
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Step  11 Categorize your post and add keywords

Before you post your article, make sure you have it properly categorized. WordPress has a robust category system 

that allows you to keep what you’ve written about organized, so make sure to file each article under the 

appropriate section.

Keywords, or “tags” as WordPress calls them, are special words you can reference in your article to help the search 

function categorize the post. These also help readers glance over the article list and see what it mentions, giving a 

small boost to the article’s SEO ranking as well. 

If you mention a proper noun in the article, chances are you can use it as a tag. For each topic, use up to 5 keyword 

tags to describe it. 
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Step  12  Post and promote your article, keeping track of it in a library

Once everything is edited and looks good, post it.
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You can use an Excel document or Google Docs to keep track of your articles in a repository. Make sure to update it 

regularly and include the article title, URL, and subject.

If you have a brand / personal page on Facebook, post your article on it with a small discussion starter. Ask your 

readers about their own experiences, inviting their input. By posting to a Facebook page instead of a user account, 

you’re able to run ads to the post about your article and grow your social presence at the same time. 

You can also run ads to a website URL to grow your blog traffic, but we recommend that you make a Facebook 

page for your blog (if you haven’t already done so). This allows your fans to congregate into one place and interact 

with you. 

If you’ve never run Facebook ads before, don’t worry. It’s easy, and low-cost. Read this article and you can be up 

and running in less than 60 minutes.

http://www.adweek.com/socialtimes/60-minute-facebook-ad-campaign/408499?red=af
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The key here is to target audiences that complement your topics. Research the top authority blogs on your 

interests and see if you’re able to target them within Facebook. 

If not, try refining your audiences based on specific interests pertaining to the topics discussed in your article. Be 

careful though; if you target too large of an audience you won’t attract a well-focused audience. If you can’t find a 

suitable audience, it is all good. You don’t have to promote every article you put out.

Each time you can promote, you’ll want to run each article for a week at $5/day to start out. If done right, you’ll 

reach influential people and grow your audience with people who are receptive to your content. There’s many 

ways to optimize your campaigns. Read some of our articles in the article library for pointers.

This will also be your portfolio to show others. Once you start doing guest posts on other blogs, having the library 

handy will assist in keeping track of where all of your content is. You’ll need this in the upcoming steps. 

Step  13  Work out a posting routine and stick to it!

You’ve picked your topics, commented on leader blogs, written your first analysis, and are running ads to it. From 

this point on, it’s simply rinse, lather, and repeat from Step 2. The trick here is how often you post. It helps to 

remain consistent so that your readers will know when to expect your new content. 

https://docs.google.com/spreadsheets/d/1Zl82LiKiF6-17XVWZG1pjLf_yRygcXvapAjq1LObUe8/edit#gid=2012521398
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Helpful Hints and Tips

Embedding social posts in your articles

Does your article reference a post you saw on Facebook or Twitter? You could take a screenshot, but there’s also 

the option of embedding it. On Facebook, each post has a small drop-down menu, and at the very bottom, there 

is an “Embed Post” option:

Take the code that appears and copy it:

Head over to your blog, find the article in which you want to embed the post, and set the visual editor to “Text”.
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Paste the code into here and then switch back to visual. It will NOT appear in the editor until you preview it, but 

will say “post by <pagename> (in this case, BlitzMetrics)”

On Twitter, you can embed tweets by clicking the “More” button under any post:

Same procedure as with Facebook - copy the code, switch the WordPress visual editor to “Text”, and paste it in. 

Here’s a preview of how it looks:
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Now, anyone who reads your article will be able to interact with the post, and the content will be updated in real 

time with social interactions. Neat!

Mention others in Facebook / Twitter updates

When you post your article and promote it, mention everyone who contributed. Even better, tag them.

If you’re familiar with Twitter, you already know that putting @ before a username will tag them. The same applies 

for Facebook:

When you post your status, it will appear on everyone’s wall that you tag. You can also do this if you’re posting as a 

page, but with limitations: 

When tagging as a page, you may only tag other pages (not users). We recommend usually posting as the page so 

you can amplify it with ads. This doesn’t mean you can’t also use your personal profiles to promote your articles.
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Content Creation Phase 2 Checklist

Everything is set up and you’re writing content at a regular pace. Now it’s time to reach out and get your name 

known. This is where you’ll gain the most traction in becoming a thought leader.

Some of these items are incremental and should be completed over the course of a few months.

Compile a list of the ten top influencers in your field of expertise.

Set up Google Alerts and Mention.com on each of the influencers.

Respond to five articles by each of your top influencers, and have them interact back (50 total unique interactions).

Obtain guest blogger access on six different publications.

Before you begin accepting third-party content, you must have a submissions guideline in place so that others 

conform to your writing standards and submit only properly formatted, quality content. You can see our 

submissions guideline located here, written with the following steps: 

Outline general/copyright agreements such as syndication, co-authoring, usage, and exclusivity rights.

Require that your contributors fill out a bio.

Research your general readership and inform future contributors what topics / industries you cover.

Include a section on what you will/won’t allow, such as self-promotional, or inflammatory topics.

Choose if promotion (posting to social media / ads) should be your responsibility or theirs.

Determine a minimal article length (500 words, 1,000 words...).

Outline formatting options (linking frequency, max image size, if videos are allowed, able to use stock art)

Include a review, quality assurance, and publication process.

OPTIONAL: Make a formatting template for contributors to follow based on your writing style.

https://blitzmetrics.com/article-submission-guidelines/
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Content Creation Phase 2: Building and 
utilizing your content network

You’re posting regularly, people are interacting with your articles, and you’ve determined which audiences interact 

best with your topics. Now what?

The next step is to multiply this schedule across many publications. 

This is why we stressed Step 4 in Phase 1 - reaching out and commenting on other blogs. If you haven’t been 

doing this regularly, and don’t have at least 6 people you can call on, you’re not ready for this phase yet.

Once you have a good relationship with these authors and some articles under your belt, it’s time to start guest 

posting elsewhere and letting others guest post on your blog.  

Step   1 Ask authors of blogs you regularly comment on if you can 
guest post

By now, you should be on good terms with the various blog authors from your commenting regularly on their 

articles. When you feel the time is right, ask them if they’d like to feature a piece of your content on their blog as a 

guest post. This is where having your article library really helps, as you can display all of your work. 

Heavily feature their articles in your anchor links, and begin producing articles on your own blog that are 

reactionary to theirs.
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A clever “trick” is to take normal interactions with your group of thought leaders, and ask if you can get a quote 

from them / use something they said:

Here’s another example where someone tagged me on my public figure page after I gave a presentation. You 

should actively monitor your social profiles for any mentions, and keep them as endorsements in your article 

library for later use:

Mentions like these gives your writing a small boost of authority, showing that you are connected to high profile 

people and that you want to promote their input alongside your own. It’s free notoriety for them and invaluable 

content for you - just make sure to credit them correctly.
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Step   2 Work out how often you can generate content and how 
often your blog network can accept it

This is the most important part, and the hardest to get down. Whereas up until this point you were writing and 

posting regularly on your own blog, you’ll now distribute across many blogs at the same pace. 

By now, topics should be plentiful, and writing articles should come easily to you. Once you can react fast enough, 

build a small backlog of articles that you can distribute elsewhere, so that you’re not pressed for time.

You should contribute to each site in your network at least once a week. Some will accept more; others less, but 

most people are happy for free content, just make sure to consistently deliver high quality content.

Offer to help them by editing your own article on their blog. This requires them to create an author account for 

you. It’s preferable that all of your content eventually goes under your name on their site, along with Google 

authorship. 

Step   3 Set this schedule into stone and follow it

Once you have a few blogs onboard for guest posting, it’s time to prioritize which ones are contributed to the 

most. Create an Excel sheet that lists out each publication, their blog URL, and their social accounts. Also add the 

following:

• How often you’re contributing.

• What topics they mainly focus on.

• Their primary editor’s email.

• Estimated site traffic from Google trends.

• What their PageRank is.

• If they have Google Authorship enabled.

• Any special editorial notes / conditions from them.

These will help you sort each publication’s content priority, since more traffic and higher page ranks will affect 

how high your own content ranks in searches and how many people read it.



27

Producing a base of authoritative content is your admissions pass to the network of experts in your field. If you 

make enough content, you go beyond your blog and follow this progression:

Step   4 Split your list of experts into verticals and utilize them for 
articles

Once you’ve built up friends in a particular vertical, you can ask each of them to answer just one question. That 

becomes a blog post like This.

Each of the folks featured will gladly share; who doesn’t like to be honored? And then you amplify.

Real pros like Lee Odden turn these into slideshows and share across a number of networks, like This.

You can ask any question; it doesn’t have to be a social media tip or best tip on how to achieve X. You could ask, 

“What do you think of X (a current event, a strategy, an industry issue)?”. You could even ask ten well-known soccer 

players what their favorite flavor of ice cream is.. Infographics galore!

We’re building authority/brand for whoever is the leader in a specific topic. That figurehead does initiate and write 

most of the content, but they need analyst support in the same way that a doctor has a support team. 

Last time you went to the dentist, how long did you actually spend with the dentist, versus what tasks were 

handled by the staff in the waiting room, assistants that took your x-ray, assistant that completed necessary 

paperwork, etc?

Same goes for content marketing-- we want the client to be able to get a 10X multiplier on their time.

By multiplying the value of their time with simple editing, linking to related topics, trafficking on sites on which we 

have Wordpress admin, and other bits from this guide, we can produce unique content.

Clever, eh?

Online
Presenter

Guest 
Blogger

Blogger Conference 
Speaker

Book
Author

Keynote 
Speaker

https://www.postplanner.com/small-business-tips-for-standing-out-on-social-media/
http://www.slideshare.net/toprank/smmw14-ebook-38-social-media-marketing-tips-from-top-experts-brands
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Amplification: Getting the word out via Paid ads

By this point you should have a lot of content on the topics you’ve chosen, a network of experts, and a few 

publications you can feed content to. 

You should have great organic exposure with your followers by posting regularly and interacting, so now it’s 

time to branch outwards and get yourself noticed by national / international media. You’ll achieve this using paid 

advertising on social networks, mainly Facebook. As we mentioned at the very start of this guide, you’ll need to 

have at least $1 / day to advertise.

Let’s dive in feet first. 

How to take advantage of micro targeting on Facebook — at a crazy 
cheap price

Facebook ads are powerful. One of our employees was trying to get my attention. He did so by creating a 

Facebook ad targeting anyone who lived in Minneapolis between 30 and 40 years old and worked at BlitzMetrics. 

Of the millions of users on Facebook, only 80 people met that criteria.

It cost him only 6 cents to do it. And for that 

price, he was able to bombard our people with 

ads. The cost of that inventory is was a 30 cent 

CPM, which means it cost 30 cents to show one 

thousand ads. So he was able to send 200 highly 

targeted messages.

Sounds less like advertising and more like super-

targeted email marketing, doesn’t it?

And, in fact it is, except for this:

• You can send these messages without needing someone’s email address.

• You pay only when someone clicks it (yes, its cost per click advertising).

• An impression is guaranteed when the person opens Facebook (whereas in email marketing, you can only 

hope that someone will open it).

https://www.facebook.com/
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Now imagine that you’re a software company that is building relationships with other agencies that resell your 

social analytics software. The founders of a data visualization agency come to visit you and you’d like to strengthen 

that bond.

Maybe you spend $1 a day on a micro targeted campaign like the one above, but slice it up to put the ad image 

more compactly next to the stats.

You absolutely bombard anyone who works at that firm with your message almost 3,000 times. If they have 50 

people, that’s 60 ads per person.

Who cares that we got only 9 clicks (of which 4 happened to become fans)? The goal is not the click, but the 

awareness.

Total cost: $5.67 in Facebook ads.

While each of these examples might be clever or interesting, the question becomes: How do you scale this?

Ultimately, social media success is about pinpoint precision targets because we’re simulating the one-on-one 

conversations that friends have among themselves. But if you want to have 1,000 conversations, you need 1,000 

different ads, and 1,000 different landing pages. Who has the infrastructure, staff, or budget to do that?

This is where smart automation comes in. Here’s an example of our scoring platform at work.

We took the Fortune 1,000 and ran a script that collected a wide range of data — market cap, their industry, 

annual revenue, P/E ratio, website url, homepage PageRank, pages indexed, Facebook page, number of fans, 

company logo from Google images, and so forth — dozens of metrics. See the detail from our spreadsheet/CSV 

file below.
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Then we ran this data through our scoring algorithm to calculate each company’s Social Score — how well they 

did versus peers in their industry. We might say, “Shell, you got a 56 and rank 7 out of 9 in Oil and Gas.” 

Or we might say, “Shell, why do you have only 53,548 fans while others in oil and gas have 184k on average?” Then 

we target people who work at Shell. Not everyone, just those people who have titles of VP of Marketing, Chief 

Financial Officer, Public Relations, and so forth.

There might only be a couple dozen people, and not everyone puts their information on Facebook, but it’s 

enough. And you can bet it gets their attention. They come to a landing page that has their social scoring report, 

which shows a portion of the metrics that we’ve compiled. But they have to click “Like” to see the rest of the report, 

which is greyed out.

Now what happens when that person clicks “Like”? Some of their friends and co-workers see it. And as all curious 

co-workers will do, they want to check out what you found to be so interesting. Then when these people see our 

ad, it shows that their friend liked it, which makes our offer for a report that much more credible.

A move to quality targeting over mass media blasts

Now do you see how this works? It’s quality over quantity. Think about who you want to target as precisely as 

possible. Where do they work? Where do they live? What kind of car do they drive? What TV shows do they watch? 

What industry conferences do they attend?

Can’t afford $15,000 to exhibit at your favourite conference, plus the $3,000 to ship the booth out, the cost of the 

people to have to man the booth during Expo Hall hours, the promotional material you have to give out, and so 

forth? 

Here’s the solution. Run an ad for the three weeks leading up to the conference by targeting fans of the 

conference.

Bingo! You’ve now spent $5 to target this audience with your message and you have plenty of time to set up in-

person meetings with those folks who are worth talking to, as opposed to any random people that may wander 

up to visit you at the show. And then you can thank them later.

Need some PR help but you can’t afford a New York PR agency for $10,000 a month? Then let Facebook do 

the work for you, Run ads that target journalists who write for the Wall Street Journal, Mashable, Forrester, 

VentureBeat, the New York Times, or whoever. What would you like to say to them?
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Can’t afford to hire a big sales staff to cold call people who don’t want to talk to you? Easy. Just run Facebook ads 

targeting the competitors of your existing customers. Let’s say that Marriott is your client and you have a great 

case study with them. Run ads targeting the executives who work at Hilton, Starwood, Motel 6 or whoever. You 

can bet they want to know what their competitors are doing.

Making waves with a dollar

By now, we hope to have shown you that, with some ingenuity and $5 in your pocket, you can make some serious 

waves on Facebook. If you’re a small business or start-up, learn how to master some of the techniques mentioned 

here. If you’re a big brand and looking to scale, then you’ll need process and software automation to make this 

happen across thousands of conversations.

Know of any companies that offer software that will do mass personalization of ad and landing page content? Ad 

agencies are good at throwing bodies at client accounts — great service, but no scale. 

Software companies are good at building code based on a predefined set of rules that can be repeated. But 

success for your company can’t be solved by either a pure agency or a pure software company. The agency can’t 

throw enough people at the problem and the software company can’t offer a one-size fits all solution to everyone.

Only you can work the magic at your company. As much as we’d like to sell you our software, vendors like us can 

only assist you in coming up with the creative strategy that resonates best with your customers, the PR strategy 

that gets the press talking about you, and a unique way to position how you solve your client’s pain. 

Endorsement is a key part of the marketing process. It shows personal approval and proven application rather 

than simply saying “It’s awesome because we say it is”. You should have a process for collecting user reviews and 

accolades of your product. Then you can use Facebook’s carousel ads to show that multiple real people endorse it 

in many different ways, and feature their experiences. 
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Make sure that these pieces of content that you feature meet certain criteria, such as their expectations, their 

usage of product, experience level, etc. You’ll also need to have a process in place to acquire user consent before 

featuring them-- not through a heavy-handed disclosure form, but a light compliment/question that requires as 

little effort as possible on the user’s side, like how Nautica shoes does with #GoNautica:

Ultimately, these $5 campaigns, whether you run just one of them or ten thousand of them, boil down to a 

marketing strategy — a unique, compelling message that we can multiply out to your customers and get them 

to spread on your behalf. Again, if you’re a smaller company targeting just a few potential or existing clients or 

partners, go for it yourself. 
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How to use social media to influence the press

You are a member of the public, and thus a member of the press. So when you get terrible service, should you 

complain? The levers of power have been tipping toward the public thanks to social media:

• A hotel treats a friend wrong (it’s happened to you, too), so he writes about it.

• A cruise line screws up its Fourth of July cruise, so this author writes an exposé on Business Insider

• An airline accidentally kills a woman’s golden retriever, so she uses her blog and Facebook account to 

warn others about neglect. 

We resort to this only when we’ve exhausted our regular channels. Complaining on social media should be a last 

resort since it’s basically jumping the line. When you’re a journalist, blogger, or an influential person in other ways, 

you wield a megaphone. Even if you’re not one of those, running Facebook ads gives you that same megaphone 

power for only a few dollars.

Rent the megaphone

A lot of people will file a complaint or go to the Better Business Bureau when this happens. Try that and let me 

know how it works a few weeks later, counting up how much time and money you spent chasing wild geese. Then 

run Facebook ads with workplace targeting (targeting people who work at the New York Times, Wall Street Journal, 

or wherever folks need to see your message). Target executives at the offending company by following these easy 

steps.

Because you’re targeting just a few dozen or a few hundred people, it can be done for only a few dollars and in a 

few minutes.

Of course, as members of media, you and I have to be careful not to abuse our status. Yet with Facebook ads 

targeted by workplace, any consumer now has this lethal weapon.

We’re all the press now

Sure, at one point, you could get a message into Mark Zuckerberg’s mailbox for $100. But why not target 

employees at Facebook for far less money and reach a few thousand people, too?

• We attended a mobile hackathon, wrote a post about it, and targeted Facebook mobile engineers. Matt 

Kelly and James Pearce noticed it and liked it.

• An intern decided to “play a trick on his boss” and ran ads targeting me. See what happened.

• B2B firms target the press to get more coverage and show up in the Facebook newsfeed.

http://www.firebellymarketing.com/2012/11/social-media-horror-story.html
http://www.businessinsider.com/oncruisescom-and-wesellcom-wont-fully-refund-cruise-from-hell-photos-2013-7
http://beamakesthree.com/2012/09/20/united-airlines-killed-our-golden-retriever-bea/
http://www.socialmedia.biz/2011/04/12/how-to-run-an-effective-facebook-campaign-for-5/
http://www.socialmedia.biz/2011/04/12/how-to-run-an-effective-facebook-campaign-for-5/
http://www.adweek.com/socialtimes/60-minute-facebook-ad-campaign/408499?red=af
http://www.adweek.com/socialtimes/60-minute-facebook-ad-campaign/408499?red=af
http://mashable.com/2013/01/11/facebook-message-mark-zuckerberg/
http://www.blitzlocal.com/facebook-mobile-hack-nyc/
http://www.blitzlocal.com/facebook-microtargeting-trick/
http://blog.marketo.com/2012/07/facebook-expert-dennis-yu-on-breaking-edgerank-creating-kick-a-ads.html
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An army of advocates

Jim Williams of Influitive shared this with us: “Xactly‘s advocate marketing program generated hundreds of 

recommendations, follows and shares on LinkedIn, and a single advocate challenge resulted in nearly a hundred 

new Facebook fans and Twitter followers.”

Customers are already talking about the companies that they love or hate online, but advocate marketing 

programs allow marketers to better organize those customers, tying their activity to sales and marketing initiatives 

and results. 

Tagging articles according to level and which checklist it belongs to

An important part of how we structure content at BlitzMetrics is based around our 9 triangles and how this flows 

down to tactics and checklist-level execution. 

As we consume content, we take notes. Every piece of content is tagged with the relevant checklist that it belongs 

to, the triangle which is most apparent (could be multiple), and the keywords to associate with it (people and 

skills).

It’s the same framework for everyone-- their passion (WHY), which then goes to their conceptual expertise (told 

through stories and results), and their checklist knowledge so anyone can solve that problem.

Tied to this is the list of people that we’ve been with in pictures or videos. When our analysts grab stills/clips, we 

can pull some of these in.  We cover how to do this in our **Personal Branding Guide**.

https://www.xactlycorp.com/
http://influitive.com/blog/case-study-xactlys-marketing-x-factor-with-social-media-influencers/
https://blitzmetrics.com/the-9-triangles/
https://blitzmetrics.com/pbg/
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Using “sign generators” to spread your message 
while having fun

Sign generators are a great way to deliver a message in a fun, creative way. We like to make a few and post them 

on Facebook to get the attention of friends and clients.  Put your message on a church sign, “For Dummies” book 

cover, stadium jumbotron, supermarket register, pawn shop, post-it note, or even a construction signal- there are 

countless variations.
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Remember: be memorable; be humorous. These are especially useful if you’re too cheap to buy a real card or 

thoughtful gift for that friend or associate who has everything.

Mashable created a list of their favorite sign generators, but feast your eyes on the mother lode: a few hundred 

sign generators. Don’t blame us when you blow a few hours playing with these!

http://mashable.com/2009/08/22/image-generators/
http://www.signgenerator.org/
http://www.signgenerator.org/
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Our favorite is the church sign generators here.

 There’s a lot of variation on styles; even the logos are customizable- just fill in some text. 

Think of the killer marketing angles.

If you’re a pizza restaurant, let fans customize a message on your pizza box.

If you’re in sales, amplify your message in a Facebook post that is workplace targeted to your custom audience. 

Snipe one person’s newsfeed.

 If you’re really enterprising, you can download the open source code and make your own generator on whatever 

image you like.  Or pay a freelancer on upwork.com, vworker.com or elance.com perhaps $200 to tweak one for 

you. 

http://www.says-it.com/churchsigns/
http://podbay.fm/show/529624849/e/1366357891?autostart=1
http://www.adweek.com/socialtimes/how-to-snipe-just-one-persons-news-feed-with-facebook-ads/295373?red=if
https://www.upwork.com/
http://vworker.com
https://www.elance.com/
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We’ve gotten this question dozens, if not hundreds of times. So let’s settle this issue, once and for all.

If any of these answers is not an enthusiastic yes, then your answer is no:

• Are you willing to transparently share the best of your knowledge for years with no expectation of 

immediate return?

• Do you have deep knowledge in a particular field, backed up by a network of similar people?

• Are you willing to spend your own money promoting your content across different networks and perhaps 

get a virtual assistant to help?

• Are you willing to build up a mailing list, whether MailChimp, Constant Contact or Infusionsoft, to build 

training sequences?

• Are you regularly blogging, as in once a week for the last six months?

• Do you have a clear mission — the why that drives you and attracts others join your cause?

The impulse to buy a puppy for Christmas shouldn’t be the same one to create a public figure or brand page.

That puppy will be a full-grown dog soon enough, if you take care of it and consider the time commitment.

Just having a Facebook page won’t grant you a magical surge of traffic, any more than putting up a random 

website. The same is true for Twitter, YouTube, or any other network.

Sure, when a celebrity tweets, they get gobs of traffic, even if it’s just a picture of their dinner. Don’t expect the 

same unless you also have a well-developed following.

And even if you were maintaining your website, now you’ve got to maintain yet another site, if you have the time. 

If you have a public figure page, know that it’s not the same as your business page, unless your business is in being 

a personality.

Now that we are past the sobering reality of get rich quick web schemes and unrealistic expectations, let’s 

talk about how to do it right. 

Should You Set Up a Facebook Page? 7 Things 
to Consider

http://www.adweek.com/socialtimes/new-york-times-politics-and-washington-page/619052
http://www.adweek.com/socialtimes/study-locowise-pages-organic-reach/617066
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1   Decide on your mission

This is your reason for existence- the itch you scratch that keeps you up at wee hours of the night.

Mine happens to be creating jobs for young adults — bridging the school system with the workplace. Watch 

Simon Sinek’s “Start with Why”, if you haven’t already. 

2   Get a website

Before you start claiming your profiles on the hundreds of social media channels out there, get a blog first.

Not on wordpress.com or wix.com, but a true WordPress install either on your own domain or a subdomain.

Without a site you control, you can’t setup the pixels to collect Facebook custom audiences, run Google Analytics, 

or do other things. 

3   Write regularly for at least 3 months, getting to 50+ posts

This shows you can consistently publish and have the depth of knowledge to not run out of words or pictures.

Install the Facebook comments plugin and Facebook domain insights, so you can build your connections to 

Facebook.

You can put your user profile on your site or even begin your Facebook page using social graph plugins. Daunted 

by this seemingly technical task? It’s just a javascript to paste, but you can hire someone for $5 on fiverr.com to do 

it for you.

Collect emails on your site, managing your list through one of any marketing automation vendors. 

4   Now start setting up your public figure or business page

Many influencers choose a different profile picture for their public figure page versus their personal profile.

Don’t create a user profile for your business or it will eventually get discovered and shut down. Incidentally, we 

created a user profile, not a page, for Dennis’s rabbit, Mister B.

https://www.youtube.com/watch?v=sioZd3AxmnE
http://www.business2community.com/facebook/facebooks-hidden-market-research-tools-0659436
http://www.dennis-yu.com/the-best-5-i-ever-spent/
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He was one of the most connected pets on Facebook, at least among search engine marketing people.

Put in a landing tab to let folks sign up for your email list or whatever item you’re offering in exchange for their 

email.

Use Heyo or Tabsite to connect your Facebook page with your email program with drag-and-drop simplicity.

You can backdate a number of posts, include key milestones — you wanted a blog first so you can reference your 

blog posts here.
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5   Then start promoting your page

Use the GCT (goals, content, targeting) strategy to build up your fan base.

In other words, invite your email list, website visitors, and other folks to like the page.

It’s less about fans than engagement, for sure, but optically, you’ll want a few hundred fans.

Having a dozen fans just looks weak, though if your content is good, when boosting posts, you’ll naturally get fans.

If you set up your page without having these first steps done, you have no “gas” in the tank.

A Facebook page sitting unknown and unkempt is a sorry sight.

What’s the sound of one social media consultant falling in the forest? 

6   Promote your posts

Boost posts, dare I say — yes, we do it all the time.

Of course, boosting posts to custom audiences (the email and web audiences you’ve set up in earlier steps) is 

most effective, if you have built the audiences.

Folks like Neil Patel will shamelessly admit they spend 6 figures boosting their content to generate exposure.

If you’re not well-known yet, you’ll either have to wait a long time to build the audience or pay for exposure.

This is the age old SEO vs PPC argument, which we’ll not get into here.

http://www.adweek.com/socialtimes/dennis-yu-reveals-the-3-thing-you-must-know-about-facebook-ads-in-2015/302041
http://www.adweek.com/socialtimes/study-local-pages-global-pages-socialbakers/439466
https://alexhoug.com/stand-corrected-boost-works
http://3qdigital.com/socialmedia/let-the-cat-out-of-the-bag/
http://www.dennis-yu.com/website-custom-audiences-are-the-best-thing-on-facebook/
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7   Enlist your converts/ fans

Perhaps half of your posts will be recycling and reframing what you’ve shared via other channels.

Some will be curated content — stuff from others who feel similarly about your topic or news that you share.

The rest will be user generated content (UGC)-- media that fans of your page will post / tag concerning your brand. 

This content is curated from social networks  in the form of an image or video, so make sure that you are keeping 

an eye out and have a prcess for checking up on any mentions of your brand. 

Before you share and promote UGC, however, you must have a process requiring consent from the user in place 

along with clearly defined terms and conditions that outline what you plan to do with the content.

When you have all of your channels synchronized (web, email, social), it’s a beautiful sight.

You’ll see that your brand traffic in search engines will increase which, in return, causes your Facebook traffic to 

increase. Your increases in Facebook traffic will cause your website and email channels to grow — symbiotic.

Because you set your goals/mission first and are tracking them in Google Analytics with conversion tracking, you 

can measure ROI. You can assign value to email collection, new leads, and especially sales.

If your fan page is a labor of love, then you’ll have to measure yourself in the same way you measure a hobby — 

influence and impact. 

This is not a 12 step program

I would have added 5 more steps, but we didn’t want you to believe there’s an addiction to cure.

Know the importance of doing things in the right sequence — for the same reason that you follow a recipe for 

your favorite dish.

See how everything connects together in an overall framework- the funnel, if you will?

The same is true for personal branding versus content marketing.

Your personal brand extends into your company’s content marketing efforts.

If your company has multiple people, then the sum of these efforts becomes the fuel of your company’s overall 

brand.

http://www.dennis-yu.com/cold-hearted-people-cannot-be-effective-content-marketers/
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If you’re fretting about whether you should spend time on your company website or your blog, work on your 

personal brand first.

On Facebook, people more readily identify with personal stories than faceless companies. Michael Jordan has 

more engagement than Nike Golf, which beats Nike overall. You’re connecting at a people level: H2H — human-to-

human, if you want to use the new buzzword.

Likewise, if you truly believe in social, which means activating word-of-mouth, you’re actively caring for your 

customers. And when you do so, they produce credible content,  and in such quantity, that it becomes your 

marketing.

The best musicians know this — the raving fan base is more important than the record label. So view your 

Facebook page as a destination for your fans to be inspired and engage with you.

It’s an extension of your other properties, not some magical thing over which you pay the social witch doctor to 

cast spells.

There is no getting around the basics (these 7 steps) unless you fall into a very niche situation. These principles will 

last, even when Facebook makes their many changes.

A certain class of social media consultant, the self-proclaimed guru, is mad when we make Facebook marketing 

practical.

But if you believe there are laws that govern physics, why not marketing? 

Scaling the writing and editorial process with a team

Once you have a larger network of publications to provide content to, you’ll need a team to effectively scale the 

process and assist with creating content.

Once you’ve assembled your content experts, you should assign roles based on the stage of the article. These roles 

include:

• Senior Editor: Approves the final draft for publication and verifies all facts. 

• Editor: Proofreads all drafts and provides additional media / links where applicable.

• Author: Assembles drafts on given topics and gathers initial media to support the article.

• Videographer: Records high quality video / audio of interviews or events on location too.



44

• Video Editor: Takes raw videos of interviews or other relevant media and edits them for publication.

• Transcriptionist: Watchs/ listens to videos and translates audio into text.

• Project Manager: Ensures articles are moving forward and, if the article is for a third-party, handles 

communication and media acquisition.

• Amplifier: Takes finished articles and posts them on social channels, running micro targeted ads to 

increase interest. 

Once you’ve established everyone’s role, you must first write a process that defines exactly what each role is 

responsible for, and what procedures they must take to finish their step of the overall process.

An example process is how we write and edit articles at BlitzMetrics, outlined below: 

Team

• Senior Editor: Max Darby

• Editor: Scott Malmberg/ Joe Merkel

• Author: Anyone involved with BlitzMetrics, based on their interest / direct experience. 

• Video Editor: Jason Rogers 

• Transcriptionist: Josh Hamby 

• Project Manager: Jared Whitman

• Amplifier: Max Darby / Josh Hamby 

Add article to queue (project manager or senior editors only)

All articles are managed in the BlitzMetrics Basecamp under the project “Marketing - Articles”. Only Project 

Managers or Senior Editors are allowed to initiate this step of process.

1. The Senior Editor or Project Manager assigns an Author and due date (one week unless otherwise 

noted) under “Articles in Queue”.

2. Author drafts the article.

3. Once the Author has completed the article, they check off the corresponding “to-do” and follow the 

“Article Writing Process” process below.
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Article Writing Process

1. If the article is based on a video, the Project Manager follows the Video Process below.

2. Author creates a new to-do under “Articles That Need Editing”. For ‘person responsible’, add an Editor and 

set a 2 day due date. 

3. Author will then upload their article under the comments. (Saved as a word document in .DOCX format, 

and labelled with this format: documentname_version#_date - date must be in MMDDYY format (ex: 061214)). 

4. Editor proofreads, trims, and adds additional media such as links and pictures.

5. Editor creates new to-do for Senior Editor to finalize draft. 

6. Senior Editor reviews and approves the draft, assigning which publication to give the article to. 

7. Editor places the article on publication and alerts the content manager for said publication, tracking for 

when it’s published.

8. Once the article is published, Editor follows “Amplification Process” below.

Video Process:

1. Videographer uploads the video and adds a to-do list under “Videos for Editing”.

2. Videographer assigns to a Video Editor with a 4 day due date set. 

3. Video Editor creates a new “to-do” under “Videos that need transcription” and assigns to a 

Transcriptionist (Set 2 day due date).

4. Transcriptionist notifies Project Manager when “to-do” is finished.

5. Project Manager assigns an Author to complete the summary and creates a “to-do” in Basecamp with a 2 

day due date. 

6. Once the Author completes the summary, he or she uploads the article and follows the “Article Writing 

Process in Basecamp” process above. 

Amplification Process:

1. Editor creates a “to-do” under ‘Articles to be amplified’, assigning an Amplifier.

2. The Amplifier posts the article on the respective social media pages with appropriate tagging.

3. Amplifier researches relevant audiences and uses social advertising platforms and promotes the article 

via page post to these audiences. 

4. Amplifier tracks ad performance to the campaign end, providing a report on how well the article did 

virally to the Project Manager.
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You have finished content! Now move onto targeting.

You have completed the Content Marketing 
Guide!

What’s next?
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Google Alerts

Personal Branding Guide 

Content Marketing Guide

business2community.com

Fancyhands.com

Fiverr.com

Draftin.com

Wordpress.com

Google Docs

Mention.com

Signgenerator.org

Upwork.com

VWorker.com

Elance.com

Mailchimp.com

Infusionsoft.com

Tools and Resources

https://www.google.com/alerts
http://www.blitzmetrics.com/pbg 
http://www.blitzmetrics.com/cmg
http://business2community.com
https://www.fancyhands.com/
https://www.fiverr.com/
https://draftin.com/
http://Wordpress.com
https://www.google.com/docs/about/
http://Mention.com
http://www.signgenerator.org
https://www.upwork.com/
http://VWorker.com
https://www.elance.com/
http://mailchimp.com/?awid=41511564&awag=21123181614&awad=79458043014&awkw=mail%20chimp%27&pid=GAW&source=website&gclid=CPTj7vyv0MkCFQoVfgodkOQJDA
http://www.infusionsoft.com/home2
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The BlitzMetrics Team

Scott Malmberg
Content Marketing

Adam Corum
Analyst

AJ Wilcox
LinkedIn Ads

Alex Houg
Digital Marketing 

Analyst

Alexandra Erman
HR/ Accounting

Austin Bowman
Designer

Bryce Clark
Facebook Ads

Dennis Yu
Project Manager

Ethan Rumbaugh
Designer

Jakob Hager
Project Manager

Jared Whitman
Project Manager

Joe Merkel
Assistant Editor

Josh Hamby
Media & PR Analyst

Max Darby
Marketing Manager

Rick Swanson
Project Manager

Brian Fagan
Analyst

Sean Keegan
Analyst

Seth Rumbaugh
Analyst


