CHAPTER 3

Content Marketing

Good writing is supposed to evoke sensation in
the reader – Not the fact that it is raining, but
the feeling of being rained upon.
— E. L. Doctorow

E

verybody loves a good story.
Most people like free advice, especially when it’s delivered by an expert.
Or do they? as Keith Morrison on NBC’s Dateline would
say.
The flood of content marketing and digital information often soaks our laptops, phones, screens, TVs, radios,
magazines, and newspapers, splashing us in a sea of data
that drowns us in friendly, pseudo-sales talk.
Everyone’s heard of the phrase. Most people know it’s
free advice delivered on blogs, news outlets, videos, and
similar formats. Indirect. Low pressure. Free information.
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“Content marketing is the publication of material
designed to promote a brand, usually through a more
oblique and subtle approach than that of traditional push
advertising,” notes the WhatIs website. “The essence is that
it offers something the viewer wants, such as information
or entertainment. Content marketing can take a lot of different forms, including YouTube videos, blog posts, and
articles. It shouldn’t really seem like marketing – in some
cases, in fact, it should only be identifiable as marketing
because the advertiser is identified as the content provider.”
Despite the subtle approach and the ultimate goals of
sales somewhere down the line, content marketing can be
an effective form of public relations, an effort to improve
reputation and bolster prominence.
But does it work?
That’s the main question public relations professionals,
entrepreneurs, and agencies should ask as they consider the
time, energy, and cost of building a new website, creating a
magazine, or building a series of podcasts or webcasts.
Jacob Silverman, a freelance journalist, author, and a
content marketing expert who wrote corporate stories as
“paid content,” says small guys are disadvantaged.
“I think it’s tough for individuals or small businesses
to make an impact if they’re on one of the big platforms,”
Silverman says. “Your content may just be lost in a sea of
material, especially when larger companies can afford to
promote their content and buy ads against searches. There’s
always a degree of skepticism among readers and customers too, a sense that they’re often being sold and pandered
to, so I think any content marketing has to feel somehow
‘authentic,’ which itself is a pretty subjective designation.”
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Silverman adds, “I struggle to think of any small companies that do this in an effective way, but perhaps they’re
out there. One key might be to have the article, video, or
whatnot able to stand on its own, to have something interesting or meaningful to say, rather than just being a
vehicle for brand promotion. If some people realize, ‘Oh
this hardware store has a useful blog about home improvements,’ it could be a nice sell (as well as a way for a store
to show its products in action). But a lot of businesses or
individuals don’t have the time, resources, or creativity to
make anything more meaningful than boring listicles or
articles laden with advice or tips that can be found anywhere.”
The key to standing out is originality. Without it, no
one will be influenced, and authors will be ignored.
Two main points everyone needs to consider before
tapping a single keystroke:
• You must create useful content.
• This useful content must be targeted toward a specific audience.
In a LinkedIn marketing guide, the site offers the usual
“rah-rah you-can-do-it” attitude designed to encourage
more stories, more seminars, more podcasts created by individuals and businesses. Not coincidentally, these projects
may result in more views on their platform.
Think of it as a free salad. The content provider hopes
that you like it, which then encourages you to pay for an
entrée, two glasses of wine, and dessert. For two. Then tomorrow you’ll come back for more, tell your friends, and
everyone brings their wallets.
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With so many competitors, getting noticed has become
incredibly difficult. Content marketing is ubiquitous today
because most of it is free, and it’s easy to produce. Since it
has become so easy, everyone is doing it.

The Beginnings of Content Marketing
Content is common. And content marketing is everywhere.
But it’s not new.
Before the internet, before TV, and even before radio,
content marketing began with tractors, farmers, tires, tobacco, and even a little bit of gelatin.
Baseball Cards
Tobacco companies may have started the trend back in the
1880s, although what they did may not technically meet
the definition. According to Collectors Weekly, “Cigarette
cards were first produced in the 1870s as a means to stiffen
flimsy cigarette packs. Initially they were blank until an
American businessman thought advertisements should be
placed on them. Soon, companies began putting everyone
from kings and queens to actresses and baseball players on
cards. By the mid-1880s, manufacturers decided to make
sets of cards with pithy advertisements on the backs. It was
a good way to build customer loyalty since many customers felt compelled to complete their sets!”
The first tobacco company to feature individual athletes may have been Allen & Ginter of Richmond, Virginia. Dave Jamieson, author of Mint Condition, notes that
the 1888 cigarette packs included the World’s Champions
series with ten separate cards. They also printed cars of

92

CONTENT MARKETING

Figure 3.1. Baseball card featuring Ty Cobb of the Detroit Tigers on the
front and marketing for Polar Bear Tobacco on the back, circa 1910. An
early example of content marketing.

boxers, wrestlers, billiard players, and gunslingers such as
Buffalo Bill and Annie Oakley.
The Baseball Almanac reports that cards became valuable after the turn of the century. “In the T206 set is the
famous Honus Wagner card, which is considered the pinnacle of card collecting. According to some historians,
Wagner did not want his name on cigarette ads going to
kids, so he requested his cards be pulled from the set. Consequently, very few Wagner cards made it into circulation,
which makes the T206 Wagner extremely rare. There are
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other uncommon cards in the set, such as the Eddie Plank,
but nothing compares to the scarcity of the Wagner.”
In 2013 a Wagner card sold for $2.1 million at auction.
John Deere
If the tobacco cards are considered advertising or general
marketing, then the American tractor company John Deere
should be considered the first successful content marketer.
And possibly the best.
Deere was an inventor and blacksmith famous for creating the first mass-produced steel plow in 1837. It was
hardier and more effective than the iron-and-wood plows
commonly used. In 1886 Deere passed away but his company continued to grow.
In 1895, a seminal year for content marketing and John
Deere, the company’s marketing team noticed something
very important.
“The same kind of customer who would be likely to
purchase a combine harvester would probably be interested in new advances in corn planting,” the content marketing firm IMN reported on its website. “So John Deere positioned itself as not only a source of agriculture products,
but as a source of agricultural news and information. The
company created The Furrow magazine, an agricultural
publication full of news, guides, and information for farmers. Calling The Furrow a success would be an understatement; it’s still in circulation to this day, with a subscriber
base of over one million farmers in 40 countries.”
Deere sowed the seeds of loyalty by educating its base.
“What made The Furrow so successful was exactly what
makes non-marketing publications successful: the strength
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Figure 3.2. Cover of an 1897 issue of the magazine The Furrow, produced
by John Deere. An early example of content marketing, the magazine positioned the company as a source of valuable information that created
considerable customer loyalty.
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of the content,” IMN says. “The Furrow became extremely
popular in the agricultural community because it offered
useful insight, important information, and essential trade
news. This wasn’t a glorified advertisement; it was valuable agricultural journalism provided by one of the industry’s top companies. By positioning itself as the publisher,
John Deere was able to foster customer loyalty, spread the
brand’s message, and gain even more respect and traction
in a competitive industry.”
Here’s a front-page story on The Furrow website about
a cattle ranch in Hawaii:
One April morning on the Hawaiian island
of Maui, the manager of Haleakala Ranch,
Greg Friel, and his son and grandson saddle up to herd cattle from one lush pasture to another. Eight thousand feet above
them looms the mountain’s crater, invisible among frothing clouds; two thousand
feet below, the Pacific Ocean sparkles under sunny skies to the horizon. Meanwhile,
16 miles away, the manager of Ulupalakua
Ranch, Jimmy Gomes, is driving southward
on the mid-mountain Pi’ilani Highway. He
emerges from a bucolic forest onto terrain
that looks like rural southern Italy, then
enters territory that’s drier still — a bed of
hard basalt lava that spilled thousands of
years ago from cracks in the earth. Gomes
follows the road through more greenery
where it dips to the ocean’s edge. He parks
at Kaupo Ranch, where manager Bobby
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Ferreira has gathered some prized Angus
derivative bulls to sell. The two make a deal.
What deal? What cattle? Why Hawaii? I want to read
more. That’s good old-fashioned premium prose, something we should all aspire to.
Michelin
Five years after The Furrow grooved into the American
Midwest, a French tire company rolled into history and
revolutionized content marketing in Europe.
According to a handy history provided by the Michelin
Group, within hours after a request was made (helpful public relations? check), the first Michelin Guide appeared in
1900. At the time there were fewer than 3000 cars in France.
“To encourage the development of the industry, and
consequently, the demand for tires and other Michelin
products, the brothers decided to offer motorists a document which would facilitate their travels, a small guide to
improve mobility,” according to Michelin. “The first edition
of the Michelin Guide saw the light of day in August 1900
with nearly 35,000 copies printed. . . . This Guide, handed
out at no charge to motorists, held an array of practical
information and tips, such as how to use and repair tires,
where to find hotels and petrol stations, maps, and a list of
mechanics, since there were fewer than 600 of them in all
of France at the time. In 1904, a first guide was published
outside of France: the Michelin Guide Belgium.”
The guides focused on basic repair tips and maps to
hotels and gas stations and was basically unchanged until
1920. That year the founder, André Michelin, visited a tire
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store and found his guides propping up a workbench. That
was the end of the free guides. Michelin noted,
“Man only truly respects what he pays for!” Advertisements were removed and a list of hotels in Paris also debuted.
Other notable milestones for Michelin:
1926 – The first fine dining star begins.
1929 – A satisfaction questionnaire is included with
the guide asking readers to comment.
1931 – The second and third stars debuted criteria
(one star: a very good restaurant in its own
category; two stars: excellent cooking, worth
a detour; and three stars: exceptional cuisine,
worth a special trip).
2005 – The Michelin Guide comes to America – New
York Michelin, with 500 restaurants listed.
2006 – The second guide debuts in the United States
in San Francisco.
Jell-O
Early content marketing wasn’t all tires and tractors. In
1904, Jell-O was promoted through demonstrations of the
product in stores, and free recipe books were distributed by
the thousands, which resulted in a massive jump in sales.
Free recipe books are common today, but the unique concept wowed consumers in the days before jazz, TV, and the
interstate highway system.
The Furrow and the Michelin Guides continue today, in
print and online. They enjoy first-mover advantages and
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Figure 3.3. Cover of the first regional Michelin Guide, from 1926, which
covered Brittany. Image courtesy of Michelin.
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huge name recognition, plus credibility. They enjoy a century-plus head start. They are supported by brands, publicists, distribution systems, and other advantages that no
small business could possibly compete with or overcome.
But competition may be even harder today. Why?

Content Marketing Challenges
Since the barriers on the internet are almost zero, anyone
can, and most companies do, produce content.
Many large organizations, such as Cision, Meltwater,
PR Newswire, and the Content Marketing Institute, actively promote content marketing. And why not? It’s their
business and they believe in it. Ask the California Avocado
Commission for a recommendation of what fruit to add to
your diet. Or ask the International Coffee Organization if
they want consumers to drink more tea.
The unabashed promotion of content marketing
doesn’t mean it works for everyone or, in fact, for anyone.
Take their advocacy with several grains of salt, sugar, and
some avocados, too.
The Content Marketing Institute is a group that provides white papers, major conferences, webinars, e-books,
and other resources. “Our mission is to advance the practice of content marketing. While the site is full of practical,
how-to guidance, you’ll also find insight and advice from
the experts, and an active community for discussing the
latest news, information, and advances that are moving the
industry forward.”
Joe Pulizzi, the founder of the Content Marketing Institute, promotes a utopian vision in the LinkedIn marketing guide. “It’s democratic. Anyone, anywhere, with any
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budget, can develop a valuable audience over time and
make an impact. In other words, there are no excuses for
not doing this well, as long as you have a plan and execute
against that plan.”
With all due respect, this is highly optimistic. Here are
several reasons why.
• If anyone could do it, everything would go viral.
Everyone would be famous. A study by Sharad
Goel and Ashton Anderson of Stanford University
and Jake Hofman and Duncan Watts, in the January 2016 edition of Management Science, debunks
the myth of easy viral growth or peer-to-peer sharing. “We find that structural virality is typically low,
and remains so independent of size, suggesting that
popularity is largely driven by the size of the largest broadcast.” In a summary of the preliminary research of the study in the MIT Sloan Management
Review, the writer noted that viral growth is a fantasy since 99 percent of the time multistep diffusion
dies out after one generation.
• Content marketing is a zero-sum game. There are
only so many people on their computers, tablets,
or phones at the same time. If your business grabs
attention, it’s probably not from new users leaving
their TV sets, books, movies, or sports activities.
They are coming from another website or source.
• It’s not democratic. Try to compete against Michelin, John Deere, Jell-O, American Express, or
any other behemoth. Do you have the same resources? The same brand recognition?
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• What plan? To get five new customers? 5,000? An
interview on the Today Show? The statement is too
generic to be useful.
In an article titled “Content Marketing Doesn’t Work Like
You Think It Does,” in Cirrus Insight magazine, Joshua
Loomis tosses a bucket of water on the feel-good bonfire.
A lot of content marketing ‘gurus’ make the
job sound like all you need to do is spit out
50 high-quality blog posts and share them
on social and then you’ll have a top blog for
the business sector. You put out the content,
get a few shares, people will check it out,
want the extra content you have, and before
you know it you’ll be drowning in leads.
Not quite. Blog awareness can vary widely by who your audience is and where you’re
able to get featured. A great blog can go for
years without breaking into the big time.
When it finally does start helping the business, it’ll be because of people who have read
your content multiple times and are starting
to have a relationship with your company.
Someone can find one of your articles
and have months go by before they finally
give you any contact information or make
a purchase from you. Until you slowly
build up to having a huge audience your
content won’t be converting much, but the
goal shouldn’t be strictly converting. The
goal needs to be gaining brand awareness
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and increasing customer interaction in
any fashion. Something a lot of companies
struggle with is not creating the content,
but spreading it.
Here are some more buzz killers. David Spark of Spark
Media Solutions debunked the utopian vision via his article in Social Media Biz. “It’s insidious,” he says. “It says
here’s some content for you that you’ll find valuable. But
when you’re not looking, we’re going to sell you something.
There’s no marketing. When you create content to inform
and educate, you’re providing an answer that may fulfill
a step in the sales process, and you may be strengthening
trust of your brand, but that’s true of all content. You read
a book by a certain author and if you like it, you’ll be compelled to purchase and read their next book. Each article in
a newspaper must be of a certain quality. If it’s not, you will
stop reading and purchasing the newspaper.”
Those who expect magical unicorn results by posting
a single video, presentation, graphic or article will always
be disappointed. “Companies feel they only need to do one
video or one article and test it,” says Spark. He says many
firms hear about someone else’s video going viral with three
million hits and believe they too can hit a grand slam home
run in their first time at bat.
Spark compares quality content marketing to a very
good television show, newspaper, or magazine. “Did any
of these successful magazines or TV shows post one article
or one TV show?” Spark tells clients they must commit to a
series of programming. One-shots simply don’t work.
Author and online marketer Neil Patel (Crazy Egg
and Hello Bar) preaches the disciplines of consistency and
103

STRAIGHT TALK ABOUT PUBLIC RELATIONS

quality production, aka volume. “The quickest way to kill
a content marketing campaign is to have zero content,” Patel notes. “Or to start to produce content and then stop.
I’ve seen this happen way too many times.” He says, “Failure strikes some time after the launch of content marketing. The excitement that initially fueled content marketing
gives way to the weariness of producing it. It could be a
couple weeks. It could be a few months. Content marketing
demands consistency. You can’t just throw a bunch of content on the web and expect it to generate traffic for the long
haul. Search engines prefer to rank sites that show signs of
life. You’ll reap maximum SEO benefit if you produce fresh
content consistently.”

Bad vs. Good Content Marketing
Bad content marketing may do more harm than good.
Deanne Taenzer of ExpertFile, a marketing platform to
promote experts online, warns entrepreneurs not to publish
anything, anywhere, at any time. “I’m a purist and not of
the regime that everyone can write and all content is good,”
Taenzer says. “I like relevant content from people who can
articulate the value succinctly and with great grammar and
punctuation. When I see poor writing, I turn off and stop
reading. And let’s be real, there is a lot of poor writing and
useless dribble on LinkedIn, Facebook, and Medium.”
Taenzer says she’s not a total Debbie Downer on selfproduced content. “What I do believe is if a small business
or an entrepreneur is solving a problem, there is worth to
their voices and their content. As long as their voice is used
to contribute value, or more directly, to solve that problem.”
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Differences in Content Marketing
Good Content Marketing

Bad Content Marketing

Helpful

Self-serving

Informational

Promotional

Original

Derivative

Realistic

Unicorn fantasy

Subtle

Obvious

Like reading a good
magazine

Like seeing an
advertisement

Specific

Overly general

Figure 3.4. You need to be aware of the differences between good and
bad content marketing. Bad content marketing can actually do harm.

Good content serves some of the same functions as
public relations – building reputation, enhancing trust,
and establishing the author as an expert. Here’s what PR
Newswire has to say:
The practice of public relations is about
influencing public opinion and guarding
reputation. Content marketing is focused
ultimately on outcomes like lead generation and sales. In terms of the old marketing funnel describing the different stages in
the buying cycle (awareness, consideration,
preference, choice) construct, PR is arguably more ‘upper funnel,’ because it builds

105

STRAIGHT TALK ABOUT PUBLIC RELATIONS

awareness and reputation. Content marketing is positioned deeper within the cycle, in
the realms of consideration and choice. . . .
This is why content marketing and public
relations are suddenly finding themselves
elbow-to-elbow in the communications
mix and the strategy. Both rely heavily on
publishing messages with the goal of influencing opinion and generating specific outcomes. Both disciplines also benefit mightily from the connectedness of our audiences
via social media, as well as the new weight
that search engines are placing on fresh
content. Good messaging can gain traction
quickly and spread virally across networks
of people connected by common interests.
Good analysis, but with one caveat. No matter how
much content marketing you create, it’s rarely as powerful as public relations. Remember the section on PR vs.
advertising. PR = reporters and trusted media outlets reporting stories about you and your client. Self-produced
content = look how great we are!
Author Andreas Ramos, author of The Big Book of Content Marketing, notes “The little guys have a huge disadvantage because they’re the little guys. Big brands, strong logos,
etc. will dominate in the mass market. Most social media
experts, bloggers, authors, etc., plus the heads of large social companies, overinflated the value of social. The same
happened in content marketing. A few companies promised Shangri-la. But the reality of content: it is hard work,

106

CONTENT MARKETING

very difficult to build and collect metrics, etc. And it’s very,
very (too) easy to puff it as ‘brand marketing,’ which means
lots of billing, lots of noise, and no metrics.”

Content Marketing Formats
There are billions of social media posts every day. How do
individuals and small businesses make an impact? Today
writers can produce content in the following formats:
• Blog posts. These can be personal websites, social media accounts, LinkedIn, Medium, and other
non-edited, anyone-can-write (and they do!) venue. These are the most common and least effective
forms of communication. As we saw in the previous section on social media, there are almost five
billion items of “content” posted daily on Facebook, five billion videos are watched every day
on YouTube, and 500 million Tweets are sent each
day, along with 130,000 posts per week on LinkedIn. As Groucho Marx said, “I wouldn’t want to be
part of any club that would have me as a member.”
Maybe Groucho was speaking about those long
articles on Medium, or personal posts or articles
on LinkedIn. Nobody cares beyond your office
mates, parents, and very close friends, and they’re
probably clicking like or recommend just to make
you feel good.
• Edited blog posts. Forbes, Huffington Post, and
others. Here’s a quick rule – the harder it is to obtain, the more prestigious and impactful it is. Do
you have an editorial or monthly slot in the New
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York Times or Wall Street Journal? You don’t need
to read this chapter. For writers, being on the Huffington Post or Forbes helps with credibility and
reach, up to a point. For example, my most popular column on Forbes has more than 300,000 views.
On Facebook or LinkedIn, I’m lucky to get 5 or 10
views. Not 5 or 10 thousand, 5 or 10 total. But there
are more than1,800 contributors and staffers now
on Forbes, and hundreds more, maybe thousands,
on Huffington Post. The party is a lot less exclusive
than when I started my column in 2009. Writers
hoping to build an audience face stiff competition
with more-established contributors and from the
paid writers who get premium placement on those
websites.
• Editorials. These are opinionated stories, often
written in the first person, designed to take a specific position rather than an objective presentation
(“both sides”) on a current news story.
• Video (mostly YouTube). Everybody likes fun
short videos of wacky cats, wacky stunts, cute cats,
cute kids, offensive comedy, and sex (PG, R, and X).
But for building brands and promoting products,
finding an audience can be a challenge. Without a
professional and sometimes expensive production,
breaking through the clutter is very rare. Here are
five solid tips on creating and promoting videos:
1. Pay attention to tone. “It should reflect your
tone of voice,” says Michelle Messenger Garrett of Garrett Public Relations. “And you
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should know the goal behind the video. What
are you trying to achieve?”
2. Have some humor. “A good video in content
marketing without the need to spend a lot of
money should revolve around an idea that
makes people say something to the effect of,
‘I should have thought of that,’” says Neal Rodriguez, a Forbes contributor and online marketing expert. In 2015 Rodgriguez pranked his
two children by promising them Transformers
toys and filmed them opening the Amazon
boxes to find vegetables. Their howls of outrage were shown on national TV, and Rodriguez’ phone blew up with new potential clients.
3. Show emotion. “So often corporate videos are
devoid of emotion because they’re so heavily
scripted, prepared, or just spouting out marketing jargon,” says David Spark. “My favorite
part of video, and what can make a great video,
is when you watch people react. Take a look at
the reality shows and look at how many times
they cut away to reaction shots, and how the
reaction alone can tell far more about what the
person said than the actual words that came
out of their mouth. For that reason, I like to
produce funny ‘man on the street’ videos
where I purposely go out of my way to ask the
question you’re not supposed to ask. For example, at the RSA security show I’ve asked people
to give me their password. At VMworld, I’ve
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asked people how they explain virtualization
to their mom. And at Dreamforce, I’ve asked
people “When is the best time to swear at your
customers?” Watch the videos and you’ll see
there are lots of people simply reacting to the
question. You want to spark a conversation in
the industry, these kinds of videos do it.”
4. Share your video. “Creating compelling content that will resonate with your target audience is critical, but it’s equally important to
have a plan in place for amplifying that content across channels,” says Kevin Akeroyd,
CEO of Cision. “Today’s consumers are increasingly swayed by influencers and social
connections; ensure that you’re connecting
with these individuals to get your content
shared and promoted. Avoid having content
‘stand alone’ and create a multichannel approach that covers earned, owned, and paid
media. Before it’s even published, you should
develop a promotion strategy, again leveraging insights to uncover who the influencers
are who will help it get noticed. Then use data
to find the top performing content and continue sharing with updated messaging to hit
more key audiences.”
• Podcasts. These are audio recordings of interviews,
feature stories, and other subjects similar to a radio
feature. They can be popular with celebrity hosts,
but it’s a challenge to attract ears and minds in a
short-attention-span world.
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• Webinars and teleseminars. Live presentations,
they often work best when the guest is invited by a
company with a large, built-in audience.
• Slide presentations or tutorials. The internet is
flooded with charts, graphs, and other visual information packets.
• Free e-books. These can be a tremendous amount
of work for very little return. Self-published books
are the lonely orphans of the digital world. Better to
try shorter content first before attempting a major
endeavor.
• Newsletters. With the proper email lists and timely distribution, this is one of the few avenues with
promise. Here are some solid tips from the Vertical
Response Blog and Hubspot regarding the science
of building newsletters.
1. No surprises. “Let them know what value they
can expect from you in your newsletters,” notes
Vertical Response. “That may be bi-weekly
discounts on certain items, or invites to hightech events. Whatever it is, let them know the
frequency and the general content they can
expect to receive upfront. When there are no
surprises, your readers may be less likely to
unsubscribe from your emails.”
2. Be gentle. “Your email inbox is like your front
door,” notes Vertical Response. “The more
someone knocks, the more you want to pretend you’re not home! Let’s be honest, no one
wants to be the annoying (albeit well-meaning)
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neighbor who drops by a little too often. Stick
with the mailing frequency you promised at
the time someone subscribed, and if you plan
to change it and mail more often, let them
know so they can decide if they want to stay
on your list. By providing valuable content and
mailing when you’re expected to, you’ll be welcome in your subscribers’ inboxes.”
3. Be balanced. Hubspot notes, “Your newsletter
content should be 90 percent educational and
10 percent promotional. Chances are, your
email newsletter subscribers don’t want to hear
about your products and services 100 percent
of the time. While they may love you and want
to hear from you, there’s only so much shilling
you can do before they tune out.”
4. Start strong. “You have about 50 (give or take)
characters to nail your subject line,” notes
Vertical Response. “Your subject line should
be a clear, concise reflection of what’s in your
email. It should be attention-getting to stand
out. . . . Don’t waste any time getting to the
good stuff!”
5. Be transparent. “Get specific,” HubSpot says.
“Tell potential subscribers exactly what will
be in the newsletter as well as how often they
should expect to hear from you.”
Paul Gillin, in a widely cited presentation, “Create Stuff
They’ve Just Gotta Read: How to Write for Social Networks,”
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offers 15 ways to organize a blog post or article. He uses the
subject of privacy as an example.
1. Quiz. Test Your Privacy IQ.
2. Skeptic. You Don’t Control Your Privacy Any
More.
3. Explainer. The Online Privacy Debate in Plain
English.
4. Case Study. How One Person Got Control Over
Privacy.
5. Contrarian. Why Online Privacy Concerns Are
Overblown.
6. How-To. Five Steps to Improving Online Privacy.
6.5 Quick-How-To. Three Stupid Simple Things You
Can Do to Keep Your Profile Private.
7. How NOT To. Five Ways to Compromise Your
Online Privacy.
8. First Person. My Personal Privacy Horror Story.
9. Comparison. How Privacy Protection Services
Measure Up.
10. Q&A. Five Common Questions About Online
Privacy with Edward Snowden.
11. Data. Are Privacy Problems Worsening? Yes,
Says Survey.
12. Man on the Street. Experts Offer Opinions on
the State of Online Privacy.
13. Outrageous. Why Online Privacy Is an
Oxymoron.
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13.5 BuzzFeed-Style Outrageous (not advised
but good for a laugh!). This Woman Insists
Online Privacy is a Joke, and You Won’t Believe
What Happened Next.
14. Insider Secrets. The One Thing You Need to
Know About Your Online Privacy.
15. Literary Treatment. Online privacy haiku, epic
narrative poem, comic book treatment, or
whatever else your imagination can muster.
Even with all this great advice, author Andreas Ramos
says, “Only the top 1–2 percent of content will be visible.
The remaining 98 percent of content in that niche will sink
beneath the waves, never to be seen. Quite simply because
nobody wants #4 or #56. Everyone wants #1. Look at the
Olympics: #1 is the winner, #2 is the near-winner, and #3
is whatever. Who cares about #4? Who cares about the rest
of the field, and the hundreds, if not thousands, who didn’t
qualify for the Olympics?”
Like social media, which is often a mirage, most content marketing doesn’t work. Too common. Too poorly
written. Wrong distribution channels. Nobody cares.
Tony Halle, CEO of Chartbeat, a data analytics company that consults for Time magazine and many other publishers, says get to the point. “If you’re an average reader,
I’ve got your attention for 15 seconds,” Halle notes. “We’re
getting a lot wrong about the web these days. We confuse
what people have clicked on for what they’ve read. We mistake sharing for reading. We race toward new trends like
advertising without fixing what was wrong with the old
ones and make the same mistakes all over again.”
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Halle believes there are at least three major myths about
content marketing. What the gurus and hipsters are selling
the masses isn’t necessarily true.
His research found that:
• People don’t always read what they click. “Most
people who click don’t read. In fact, a stunning 55
percent spent fewer than 15 seconds actively on a
page.”
• Social sharing is pretty meaningless. “The people
who share content are a small fraction of the people
who visit that content. Among articles we tracked
with social activity, there were only one tweet and
eight Facebook likes for every 100 visitors.”
• Paid content, or “native advertising,” is probably a
waste of money. “The truth is that while the emperor that is native advertising might not be naked,
he’s almost certainly only wearing a thong. On a
typical article two-thirds of people exhibit more
than 15 seconds of engagement, on native ad content that plummets to around one-third. . . . On the
native content we analyzed, only 24 percent of visitors scrolled down the page at all, compared with
71 percent for normal content.”
The research above contradicts the theory that one
secret to successful content marketing is to pay for it.
With the journalism industry in a long, slow death spiral, many companies such as Conde Nast and the New
York Times, along with Buzzfeed, Mashable, and other
online publications, offer “sponsored content” that looks
like news stories.
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This is not something most people read about in feelgood articles or “everyone can be successful” blogging conferences.
Freelance journalist Jacob Silverman delved into this
practice in his article in The Baffler magazine. “Legacy publishers are following BuzzFeed’s lead, heeding the call of
the digital co-marketers and starting in-house, sponsoredcontent shops of their own. CNN opened one last spring,
and its keepers, with nary a trace of self-awareness, dubbed
it ‘Courageous.’ The New York Times has T Brand Studio (clients include Dell, Shell, and Goldman Sachs), the
S.I. Newhouse empire has something called 23 stories by
Conde Nast, and the Atlantic has Re:think. . . . The promise
is that quality promotional content will sit cheek-by-jowl
with traditional journalism, aping its style and leveraging
its prestige without undermining its credibility.”
In addition to the promise of exposure, these stories
promise something most articles cannot hope to provide –
quality writing by journalists on staff or talented freelancers.
But this isn’t cheap. Here are some prices found for
such advertorial copy that allows brands to claim, “As seen
in GQ” or “Appearing in the Washington Post” or “Paid For
and Posted by” in the New York Times.
• Forbes: “Special Features campaign is $100,000
per month, with a two-month minimum. The unlimited publishing feature BrandVoice Elite costs
$75,000 per month, with a four-month minimum;
and BrandVoice Stories, which includes four paid
stories over a two-month period, goes for $50,000.”
(Advertising Age)
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• New York Times’ T-Brand Studio: Prices are estimated to begin at $100,000 and can quickly go
higher. (Advertising Age)
• BI Intelligence Interactive Advertising Bureau says
native ads will make $21 billion in ad spending in
2018 – four times more than 2013.
• Average price? $54,000 (Daily Egg)
One of the most expensive, and possibly the best-written
and most lushly produced content, comes from the New
York Times’ T-Brand Studio. (T-Brand Studio was launched
in 2014, and it has quickly grown to more than 200 people.)
Take the campaign for the investment bank and financial
services firm UBS, “AI: What It Takes to Be Human,” a multimedia exploration of artificial intelligence from the perspective of Nobel Prize winners.
Starting with text gently layered over soft, futuristic images, the story begins:
This year marks the 100th anniversary of
the birth of Herbert A. Simon, a Nobel laureate in economics “for his groundbreaking
research into the decision-making process
within economic organizations.” Simon
was also a visionary in the area of artificial intelligence, and his first notable work
in the field, “The Logic Theory Machine,”
from 1956, is celebrating its 60th anniversary in 2016. Co-created with Allen Newell, it described the first computer program
designed to simulate the problem-solving
skills of humans.
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Building on Simon’s achievements in
the field of artificial intelligence, we take
a journey to explore the latest innovations
in AI and, most importantly, its human
element, to ultimately answer the controversial questions: What physical human
characteristics and emotions must a robot have to make people react to it? And,
obversely, can AI recognize human emotions?
As the story builds via text and images, readers are invited to scroll down to where a short film appears, immersing the audience deeper and deeper into the subject.
In the three-minute film, shot in Japan in the style of
“Blade Runner 2049,” Professor Hiroshi Ishiguro from
Osaka University delves into questions of consciousness
and thought as he builds a near-human robot, Erica, in
his lab. Then the journey continues with more text, more
chapters in the story, more images, and more film. It’s a
multimedia learning experience that redefines traditional
advertising and marketing.
But this type of production not for everyone. It’s simply
too expensive for many smaller firms.
Adam Aston, Vice President and Executive Editorial
Director for T-Brand Studio, explains that costs can rise to
seven figures for production alone. “As we’ve been asked to
go further and further and higher and higher and places
we’ve never gone before, that means big money.” Besides
the $1M+ production price tag, the advertiser must also
pay for the placement in the New York Times, which can
run an additional $2 for every $1 in production.
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Figure 3.5. Opening page of “AI: What It Takes to Be Human,” from the New York Times, branded content paid for and
posted by USB and designed by T-Brand Studio. Courtesy of USB.
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The philosophy of “AI: What It Takes to Be Human,” as
one example of “richly-designed story pages,” can be explained by Aston as a new way of telling stories that look
different from regular news articles, photos, and videos.
“We make sure that branded content and newsroom content are different,” Aston says. The differentiation includes
different fonts and labeling the content as paid or branded.
“The brand partners want great richness and greater functionality than a newsroom story. We are routinely building
pages with animated illustrations, dynamic charts, videos,
immersive images, animated gifs, and the richest aspects of
web design at the moment.”
For the near future, Aston predicts even bigger productions featuring virtual reality, augmented reality, and other
technologies.
The actual stories created are beyond the usual “Buy
My Product!” Using UBS as an example, the “AI: What It
Takes . . .” marketing never mentions retirement planning
or stock trading. “Financial companies have a challenge to
distinguish themselves with similar products and services,”
Aston says. “How do you talk to consumers about why you
are different? That kind of affiliation showing expertise
with exotic technology and future ideas sheds a beneficial
light by promoting progressive ideas.”
The Washington Post offers similar services to the New York
Times with their native advertising department, Brand Studio. Brand Studio boldly challenges their advertisers, most
of them very large and powerful companies: “Influencing
the influencers requires rich, immersive content with value
and a point of view. The story always comes first; it’s what
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Figure 3.6. Inside page of “AI: What It Takes to Be Human.” The reader scrolls through the story – this section describes
creating robots capable of recognizing the subtleties of human expressions and emotions. Courtesy of USB.
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our audience expects. We focus on the story you want to
tell, then couple our investigative chops and immersive
storytelling with next-gen tech to tell it – in the very best
way for that story.”
The product offerings include rich graphics and
award-winning writers creating stories layered with video,
illustrations, photos, multimedia content, and original
podcasts. Perhaps the best example is “The Economics of
Change,” produced for Dell Technologies and Intel about
the future of finance. It’s a techno-funhouse filled with
short movies, podcasts, illustrations and packets of data on
cryptocurrency and the future of money.

Small Businesses and Content Marketing
Author Andreas Ramos offers the best advice for small
businesses: Don’t compete with the big boys, you will lose.
Instead, find your own smaller space and make it your
own. “There’s opportunity in niche markets: a little guy can
become an expert and, with a few books, become a superstar within a niche. It’s very hard for large brands to control
niche markets because they can’t specialize/personalize
enough. And niche markets aren’t trivial; any niche market
is worth tens of millions of dollars, which is good for a little
guy but trivial for a large company. So, yes, it’s possible . . .
if you work very hard at it.”
David Spark agrees and he advises clients: “Try not
to bite off everything, you can’t do it if you don’t have the
bandwidth. Just pick one specific solution.”
Here’s a great example of a very specific solution. It’s
a helpful, well-written article from Square. It’s fun. It’s
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quick. It challenges conventional wisdom. It’s visual. It’s
simple.
7 Interesting Findings About How
(and Why) People Tip
The only magic formula for increasing
tips at your business is to provide friendly,
exceptional service. But there are a few interesting data points that shed some additional light on why people tip more – and
where. Here are seven surprising statistics
about customer tipping behavior in the
United States:
No. 1: Perhaps because it’s such a fast and
easy checkout experience, people tip more
when they pay with mobile wallets (like
Apple Pay and Android Pay).
No. 2: Interestingly, according to a survey
by Software Advice, people are more likely
to tip if they’re required to press a “no tip”
button to opt out of tipping.
No. 3: People prefer to use iPads to input
tips themselves. Eighty-six percent of respondents in the Software Advice survey
indicated this preference.
No. 4: Your location matters. New Hampshire has the most generous tippers in the
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country – people there tip an average of 17.1
percent on Square Register. And South Dakota is the stingiest – the average tip amount
on Square Register there is 15.3 percent.
No. 5: Delaware bar patrons are the most
generous in the country – their average tip
amount on a tab is 23.6 percent, according
to Square data. Virginia comes in last at an
average tip amount of 16 percent per bar
tab on Square Register.
No. 6: Having your register positioned close
to both your cashier/server and customer
helps increase tips. Forty-one percent of
those surveyed by Software Advice said
close proximity to the server or cashier while
entering a tip amount would “probably” or
“definitely” increase their likelihood to tip.
No. 7: It’s the norm to tip pretty high for
coffee. Most people in the country tip 19 to
20 percent at coffee shops that use Square.
Here are three more great examples of online content marketing, two from the travel industry, Travel Portland and
Vienna: Now and Forever, and one from a new health technology firm, Blu Room Enterprises.
First is a brief example from Travel Portland’s wonderfully-designed website, an article titled “7 Only-in-Portland Fall Drinks. Notice the writing. Short. Punchy. Powerful. Flavorful. Makes you thirsty, doesn’t it?
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Figure 3.7. A powerful visual, like this one from Square (part of the
article on the previous pages), shows how content marketing can help
a company build customer loyalty by providing beneficial information.
Image courtesy of Square.
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7 Only-in-Portland Fall Drinks
From pumpkin spice to habanero caramel,
Portland’s flavorful autumn beverages will
leave you thirsty for more.
Before pumpkin spice lattes became seasonal meme fodder, Portland was brewing
up creative beverages fitting for fall’s crisp
weather. Intense spices mixed with rich
cream and bitter chocolate; smoky scotch
with splashes of cinnamon syrup, ginger, vanilla, clove, and nutmeg; all artfully
combine to bring a smile to your lips and
warmth in your belly.
Not Boozy
Chai at Tea Chai Te
When searching for perfect fall flavor, it’s
hard to go wrong with chai. What is hard
is deciding which one to order at Tea Chai
Te. Their pumpkin spice chai mixes cinnamon, ginger, vanilla, clove, and nutmeg
(it’s basically pumpkin pie in a mug), while
their festive gingerbread chai blends notes
of brown sugar and ginger, reminiscent of
freshly baked holiday cookies. The caramel
creme brûlée chai is a full sensory experience, so delicious and decadently aromatic
you’ll wish it also came as a scented candle.
Decisions, decisions . . .
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Coconut Cardamom Latte at Dragonfly
Coffee House
Step outside the pumpkin spice box and
discover why the coconut cardamom latte
from Dragonfly Coffee House is the new
standard for caffeinated baking-spice beverages. Spicy cardamom playfully resonates
throughout, complementing the espresso
with a tongue-tickling kick. The coconut
syrup’s sweet earthiness rounds out the
flavor for creamy warmth you’ll savor on
Portland’s cool autumn mornings.
Habanero-Caramel Drinking Chocolate
at Xico
Like a black cauldron of witch’s brew, the
habanero-caramel drinking chocolate at
Xico is pure magic. Melted, sinfully dark
chocolate gives way to hints of vanilla and
fragrant caramel, followed by a warming
smack of habanero spice. You’ll try to hide
the giddy grin, but even the innocent dollop of vanilla cream on top can’t conceal the
love spell that’s just been cast.
Pumpkin Pie Milkshake at Cool Moon Ice
Cream
As autumn churns out its final warm days,
enjoying a pumpkin pie milkshake from
Cool Moon Ice Cream on the nearby fountain steps at Jamison Square becomes a
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cherished fall memory. Spice it up by adding a scoop of salted caramel or butter pecan ice cream. This chilly, sippable treat is
the perfect companion for a shady stroll
beneath the neighborhood’s falling copper
and ruby leaves.
The goal is to promote travel to Portland. The vehicle is
the quick beverage roundup. Mission Accomplished.
Now look at another boffo travel site, Vienna Now and
Forever. They assault your senses, in a good way, with fastpaced, professionally edited, and quick videos ranging
from two to eight minutes for the short attention spans of
the modern traveler. The beautiful images serve another
purpose – they transcend language. In fact, many of the
videos offer translations in several languages. This is not
always possible for small businesses, but it’s vital for bigger
firms with international clients.
Titles of the videos include:
• “Experience Vienna as a Brand” with images of
rivers, trees, lush gardens, coffee shops, beautiful
people, and world-famous architecture
• “Coffins, Graveyards, and Broken Skulls” features
macabre museums with unusual weapons, famous
graveyards, and bizarre skeletons
• “Christmas in Vienna” with explosions of colorful holiday lights, holiday music, and thousands of
guests enjoying freshly roasted chestnuts and freshly baked cookies.

128

CONTENT MARKETING

Figure 3.8. Winning photo entry in National Geographic of a patient
relaxing inside the Blu Room. Courtesy of Rory Sagner Photography
©2018. rory-sagner.pixels.com.

For our final example, the Blu Room is a new treatment
to assist with healing and promote relaxation. There are
26 facilities around the world using this patented technology that shields users from the outside world. The sessions
consist of 20 minutes of deep relaxation inside a futuristic
octagon bathed in blue UVB light (Figure 3.8).
The company, based outside of Seattle, Washington,
engages in content marketing by sending emails that summarize appropriate mainstream media stories. Their email
list consists of patients, licensees, and sales prospects, and
emails are sent once a week or less to prevent inbox fatigue.
For example, one email featured a link to a winning photo
entry in National Geographic of a patient relaxing inside
the Blu Room, taken by photographer Rory Sagnar. The
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credibility of National Geographic, along with the beauty of
the photo, created a powerful marketing opportunity.
With the plethora of agencies, books, and free advice, anyone can produce decent content marketing.
Stephane Fitch, managing editor of FitchInk and a former bureau chief in Chicago and London for Forbes, takes
a more pragmatic view of the decline of the traditional media model and believes there’s a sunny side to the rise of
amateur content.
“What is happening to serious journalism now resembles what happened to poetry a century or two ago,” Fitch
says. “Remember, the market for verse was quite lucrative
for hundreds of years. Homer, Virgil, Pope, Shakespeare,
Yeats, and many other, lesser-known bards practiced their
craft full-time and earned a solid living. But by the early 1900s, the market was flooded and the audience had
largely moved on to novels. Great poets like William Carlos Williams and Wallace Stevens had full-time careers in
medicine and insurance, respectively. Robert Frost was an
English teacher, as are many fine poets today.” He goes on
to say that, “What’s important is that even though the business model for poetry collapsed, the art of poetry never
did. There’s magnificent verse being written today for serious readers – by poets who are so committed that they do
it almost for free and on their own time. And that’s a hopeful thing. I tell people who like to read and write serious
journalism this almost daily.” Fitch concludes, “The best
reporting will be increasingly done out of pure passion,
mostly by brilliant people who’ve worked out other means
by which to pay the rent.”
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Thanks to the internet, the bar to entry is very low. Attention spans – thanks again, internet! – are also very low.
So the challenge is to go high, creating quality, memorable
content. For the best results, using the optimal amount of
time, here’s a summary of what individuals and small businesses should do:
• Be realistic. The chances of going viral are incredibly slim. As seen in the Stanford University study,
only 1 percent of posts have a chance at going viral.
• Pick your spots. It’s difficult to compete with American Express, Target, John Deere, or Michelin. They
will crush you. They have more resources. More
name recognition. More writers. Better distribution. Pick a niche where you can be #1.
• Be smart. Don’t post everywhere and every day.
Find a time and place to post in regular intervals.
Slowly build your audience and keep them with
quality content. Keep your email lists for newsletters and regularly ask your viewers and readers for
feedback.
• Be original. Everyone creates three ideas on how to
sell skateboard T-shirt art online! David Spark offered this idea for tech companies producing YouTube videos. “Get a six-year-old to interview tech
executives to see if they can clearly explain their
product to a six-year-old.”
• Write well. Speak directly to your audience. Add
photos and video when they’re well produced.
Don’t be afraid to be funny or original.
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The Dark Side: Fake News
The biggest challenge facing publicists, the media, the
public, and businesses today and in the future is the explosion of fake news. This is the dark side of content marketing. Fake news providers willfully produce inaccurate
stories designed to promote a particular issue or candidate and/or demonize and disparage the competitor or
opponent.
Americans disagree on fundamental facts, not whether Bigfoot and Elvis are meeting at the Waffle House. Of
course, everyone knows they meet at Shakey’s Pizza, but
that’s another story.
This trend had been building for years. The presidential election of 2016 demonstrated that America is divided
along partisan lines, tribal lines, economic lines, geographic
lines, racial lines, gender lines, and now, factual lines. Partisanship is so strong that groups can no longer agree on
basic concepts of science, math, economics, and other issues. It used to be that everyone was entitled to their own
opinions, but not their own facts.
This is significant. It means the end of mass persuasion. Because of the self-segregation by groups, each with
its own beliefs and facts, we’ve entered a new era. Today we
are in the age of Micro-Persuasion or Tribal Persuasion.
The news website Gizmodo noted in November 2016 that
Facebook was the main culprit in propagating fake news.
“It’s hard to visit Facebook without seeing phony headlines
like ‘FBI Agent Suspected in Hillary Email Leaks Found
Dead in Apparent Murder-Suicide’ or ‘Pope Francis Shocks
World, Endorses Donald Trump for President, Releases
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Statement’ promoted by no-name news sites like the Denver Guardian and Ending the Fed.”
In 2018, it was revealed that data firm Cambridge Analytica promoted fake news to promote Donald Trump during the 2016 election and harm Hillary Clinton by harvesting data from unwilling Facebook users.
According to the New York Times, “employees of Cambridge Analytica, eager to sell psychological profiles of
American voters to political campaigns, acquired the private Facebook data of tens of millions of users – the largest
known leak in Facebook history. . . . The [London] Times
reported that people at Cambridge Analytica and its British affiliate, the SCL Group, were in contact with executives
from Lukoil, the Kremlin-linked oil giant, as Cambridge
built its Facebook-derived profiles. Lukoil was interested in
the ways data was used to target American voters, according to two former company insiders.”
CNET further explained the scandal: “Consultants working for Donald Trump’s presidential campaign exploited the
personal Facebook data of millions. Last month, the New
York Times and the UK’s Guardian and Observer newspapers broke news that the social networking giant was duped
by researchers, who reportedly gained access to the data of
millions of Facebook users and then may have misused it for
political ads during the 2016 U.S. presidential election.”
One reason why fake news finds a home is that trust in
the media is extremely low. This opens the door for alternative news outlets. The Poynter Institute noted, “In Gallup’s annual poll in 2016 measuring Americans’ trust in
mass media, just 32 percent of those surveyed said they
had ‘a great deal’ or ‘a fair amount’ of trust in the media,
133

STRAIGHT TALK ABOUT PUBLIC RELATIONS

down eight percentage points from 2015. Fourteen percent of Republicans surveyed expressed trust, down from
32 percent in 2016. Trust in mass media was at its highest, 72 percent, in 1976, two years after Richard Nixon
resigned in the wake of the Watergate disclosures. It has
fallen steadily since the early 2000s and dipped below a
majority level after 2007.”
Gallup concluded: “With the explosion of the mass
media in recent years, especially the prevalence of blogs,
vlogs, and social media, perhaps Americans decry lower
standards for journalism. When opinion-driven writing
becomes something like the norm, Americans may be
wary of placing trust on the work of media institutions that
have less rigorous reporting criteria than in the past. On
the other hand, as blogs and social media ‘mature,’ they
may improve in the American public’s eyes. This could, in
turn, elevate Americans’ trust and confidence in the mass
media as a whole.”
As evidenced by the explosion of fake news on Facebook and Google, along with stories sent by email and
posted on Twitter, many Americans gave the same weight
to the Denver Guardian as they did to the New York Times
or Wall Street Journal. If this doesn’t depress many people,
it should.
A simple internet search can show “facts” or links to
“both sides” of almost any issue, any product review, service, or story, such as proof that 911 was an inside job, one
product or service is significantly better than another, or
Kobe Bryant is better than Michael Jordan and Lebron
James combined. (Note: Kobe Bryant is the most overrated
player in history. NBA analyst and former All-Star Reggie
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Miller notes that Bryant is probably the 15th best player of
all time. That’s about right, maybe a little high.)
Traditional news outlets, like the BBC News, are concerned with these trends. “While the internet has enabled
the sharing of knowledge in ways that previous generations
could only have dreamed of, it has also provided ample
proof of the line, often attributed to Winston Churchill,
that ‘A lie gets halfway around the world before the truth
has a chance to get its pants on.’”
As the world saw during the election, with its explosion
of fake stories, the truth, as the song says, is looking like a
fool with its pants on the ground. In a world with different
sets of beliefs and facts for different audiences, micro-targeting means different messaging for almost everything,
ranging from products to services to policies to any sort
of campaign from elections to referendums to what can be
taught in local classrooms.
The rise of social media, with the ability to find links and
stories to support any position, has intensified the problem.
Michael P. Lynch, the author of “The Internet of Us: Knowing More and Understanding Less in the Age of Big Data,”
told the New Yorker magazine: “The Internet didn’t create
this problem, but it is exaggerating it, and it’s an important
and understated point. Blaming the Internet is shooting fish
in a barrel – a barrel that is floating in the sea of history. It’s
not that you don’t hit a fish; it’s that the issue is the ocean.
No matter the bigness of the data, the vastness of the Web,
the freeness of speech, nothing could be less well settled in
the twenty-first century than whether people know what
they know from faith or from facts, or whether anything, in
the end, can really be said to be fully proved.”
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In this less than brave new world, here’s some advice for
honest, well-meaning entrepreneurs and PR professionals:
• Don’t post fake news to fake sites. Eventually (if
there truly is karma) this will catch up to people
and firms who do it.
• If you’re the victim of a fake news story, make sure
your friends, clients, and important constituents
know the source of the story and that the information is bogus.
• Keep contacting legitimate news sources. There are
plenty on the right, the left, the middle, and areas
between the margins that care about accuracy and
honesty.
• Avoid social media trolls and 24/7 commenters,
most of them full of anger with plenty of time on
their hands. Blocking and ignoring work best.
• Don’t expect that everyone will agree with you. At
best, you might reach half of an audience, and even
that possibility isn’t likely.
Expect that much of your information, especially if it’s
slightly controversial, will no longer pass the filters for the
media, many groups, and the general population. Entrepreneurs, publicists, and communicators may need to create several different messages for several different groups,
for every issue or product, for a very long time. Welcome to
the future of content marketing.
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