This 1s video 5.1 in the online course:

Learn SEO Copywriting

Module 5:
SEO blogging and content marketing
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What we’'ll cover 1n this session

« What is content marketing?
« SEO and content marketing
« Content marketing cycle



What we’'ll cover 1n this session

» Content repurposing
» Choosing topics
* Measuring activity



Content marketing

Website

or Email




Content marketing

Webqte o Content Customer
Email

A. e ‘ \:
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Content i1s king

* There is no such thing as SEO without
content

 You need words, articles, substance,
keywords

School of Copywriting  *



Putting it all together

Listen
& Buyer
Persona's

Decide
on Theme

Re-purpose & Topics

Content
Marketing
Cycle

Create
Content

Promote

Content ‘ -
\



Content marketing pyramid

Primary / Secondary Research & Thought Leadership:
Books, eBooks & White Papers

Infographics & SlideShares
Short-form Blog Posts &
Contributed Content

Social Media Posts &
Curated Content

* cu rata If you use this graphic or framework, please cite and link to www.curata.com l \"



Only 2 rules for content

 This will be useful

» This will be entertaining
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What 1s content marketing?

 All marketing activities that focus on
creating and sharing information

* It should be part of every SEO strategy

» Creating ‘shareable’ content is a great

way to attract an audience and build a
brand
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SEO and content marketing

« SEO makes demands

« Content marketing fulfils those
demands

« SEO demands content
« Content marketing provides content




SEO and content marketing

« Afundamental component of SEO is
keywords - researching them, utilising
them, and tracking your ranking of them
in the SERPs




What 1s content marketing?

« Content marketing consists of high
guality content, written for humans,
using the keywords that you're targeting

» Need to insert keywords strategically
throughout your content



SEO and content marketing

« SEO demands backlinks

« Content marketing introduces backlinks

« SEOs ‘dream’ about backlinks

—'a huge DA 89 linking to your site from the
Huff Post’



Domain Authority (DA)

root domain huffpost.com ﬁ

@ You entered the URL huffpost.com which redirects to www.huffingtonpost.com. Click here to analyze www.huffingtonpost.com instead.

Domain Authority * Linking Domains * Inbound Links * Ranking Keywords

()89 66.1k 72.5m 81

Discovered inthe last 80 days 9.8k
Lostin last 60 days 1.5k



Power of backlinks

« Backlinks are especially valuable for SEO

» They represent a ‘vote of confidence’
from one site to another

« Backlinks signal to Google that others
vouch for your content
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Power of backlinks

* The best way to build links is by
publishing fresh, quality content, and
letting high authority sites link back to it

» This is the strategic, sustainable
pathway to ongoing SEO success

—_— . -
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SEO and content marketing

* Fresh content gets rapidly indexed

« Registers higher in the SERPs than older,
ow-value content

 Fresh content plus historic authority
0oosts SERPs




SEO and content marketing

« Content marketing is an ongoing task
* You don't just do it, and then stop

« Great business opportunity for content
writers




SEO and content marketing

« SEO is actually all about content
marketing

« And content marketing is all about SEO
* The two elements work hand in hand




Recap: The SEO copywriting process

Content
Marketing
Cycle



Segment your audience

« What are you selling?

 Establish user intent - stage of
purchase?

« What are they looking for?
« Keyword analysis




Segment your audience

« What pages do you want to direct
them to?

« What do you want them to do when
they get there?

— Opt in, download, take a quiz




Buyer intent — what 1s the user wanting?
THE BUYER’S JOURNEY AND CONTENT

Awareness Consideration Decision

Stage Stage

* Analyst reports * Expert guides * Vendor comparison

* Research reports * Live interactions * Product comparison

* eBooks * Webcast * (Case studies

* Editorial content * Podcast * Trial download

* Expert content * Video * Product literature

*»  Whitepapers * Comparison * Livedemo

* Educational content whitepapers
Prospectis experiencing and Prospect has now clearly defined Prospect has now decided on their
expressing symptoms of a problem or and given a name to their problem solution strategy, method, or * =
opportunity. Or opportunity. approach. ™ \""'



Recap: The SEO copywriting process
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Choosing topics for content marketing

* In the past we created individual blog
nosts that rank for specific keywords

e The result?

« Hard for the user to find the exact
information



Choosing topics for content marketing

« When you produce multiple blog posts
about similar topics it creates
competition

* Own URLs competing against one
another in search engine rankings

« Cannibalises existing content

_—m——— N\
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New way: topic cluster model

* Choose the broad topics for which you
want to rank

« Create content based on specific
keywords related to that topic

« All link to each other and create
authority

*  Australian School of Copywriting %



You know what keywords to use




New way: topic cluster model

» Specific topics surrounded by blog posts
related to the topic

« Connected to other URLs in the cluster
via hyperlinks

 Uses a more deliberate site architecture
to organise and link URLs together

_—m——— N\
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Topic cluster model

» Helps more pages on your site rank in
Google

« Helps searchers find information on
your site more easily

« Helps avoid different blogs competing
with each other

f&_ | \-.._
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Topic cluster model

« This architecture consists of three
components:
— pillar content
— cluster content
— hyperlinks

School of Copywriting %



Topic cluster model

Topic Clusters
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Example - 3 pillars of content

1. Email marketing
2. Viral video marketing
3. Podcast marketing



Pillar 1 — cluster content

 Pillar 1: Email marketing

 Cluster content:
— 5 ways to write a subject headline
— 3 mistakes people make with opt-ins
— Best email software for fintech start-ups




Pillar 2 — cluster content

» Pillar 2: Viral video marketing

 Cluster content:
— How to make your video go viral
— 3 critical elements of all great viral videos
— 7 questions to ask your video viral producer

—— — ‘ -
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Pillar 3 — cluster content

* Pillar 3: Podcast marketing

e Cluster content:

— 3 quick and easy ways to find podcast
guests

— How to write show notes that people read
— Top software the pros use to record
podcasts

*  Australian School of Copywriting %



Pillar 1

Topic Clusters

Pillar 1 Content:
Email Marketing

Pillar content

Cluster content

~-®0

Hyperlinks

Cluster Content:
5 ways to...
3 mistakes people...

[ -



Blog 1dea generator
HUBSPOT'S

BLOG IDEAS GENERATOR

WANT MORE BLOG POST IDEAS? LET US THINK'OF'IDEAS FOR YOU.

“l don’t know what to write about.” It's a

thought that has crossed every blogger’s NOUH 7
mind. But let us let you in on a little secret:

There’s no such thing as running out of blog NOU{} 2
ideas.

Fill in the fields with terms that you'd like to Noun 3

write about, and we’ll come up with a week’s

worth of relevant blog post titles in a matter of ] ‘

I’I‘

GIVE ME BLOG IDEAS!

seconds!




Blog 1dea generator

public speaking

presentation skills

rnerves

GIVE ME BLOG IDEAS!




Blog 1dea generator

A WEEK OF BLOG TOPICS, JUST FOR YOU

o Think You're Cut Out For Doing Public Speaking? Take This Quiz
e The History Of Presentation Skills

e Why We Love Nerves (And You Should, Too!)

o The Ultimate Cheat Sheet On Public Speaking

e 15 Best Blogs To Follow About Presentation Skills

. . 1 1
Share this tool with a friend! 00600



Video to watch — see handout 5.1

2 YouTube *° Search

HUbSF.))St presents

Google

Somerville restaurar

SEARCH

P »l o) 0o01/139

‘ -~
Topic Clusters: The Next Evolution of Content Strategy \
208,120 views il 152 &3 B SHARE S eee



Recap: The SEO copywriting process
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What content should you create?

Primary / Secondary Research & Thought Leadership:
Books, eBooks & White Papers

Infographics & SlideShares
Short-form Blog Posts &
Contributed Content

Social Media Posts &
Curated Content

* cu rata If you use this graphic or framework, please cite and link to www.curata.com



Content marketing pieces

15 CONTENT TYPES
THAT ARE NOT BLOG POSTS

B E G

WHITEPAPERS HOW TO CHECKLISTS SHORT RANTS WEBINARS
GUIDES
SHORT FORM LONG FORM MEMES INFOGRAPHICS  CASE STUDIES
VIDEOS VIDEOS
(E.G. VINE) (E.G. YOUTUBE)
@ 7N
GIFS SOCIAL MEDIA PODCASTS PHOTOGRAPHIC  ANIMATIONS

POSTS IMAGES



S
N HOME
8 [HEATER
BUYING
8 GUIDE




2. Blogs

INBOUND
MARKETING

AND SEQO

INSIGHTQ FROM E MOZ BLOG
W

RAND FISHKIN & THOMAS HIGENHAVEN ‘ N




Videos

HOW TO FOLD A

126,744 views
1 ELEE = IR




4. Podcast

BERNADETTE SCHWERDT

s smaonmman | HOW t0 make money from blogging: Darren
‘owtamakemonev» Rowse, PrOBlOgger

from Blogging
. with Darren Rowse Everyone wants a blog but most of us don’t quite know why. In this podcast, one of the world’s most
K‘t) ProBlogper g successful bloggers reveals the secrets to building a blog that makes money. Darren Rowse’s blogs attract
over 5 million readers per month and he makes a tidy living from it. So how did he do it? And more
importantly, how can you do it?

Listen Now

o seonemas | HOW t0 profit from the Internet of Things:
‘wwmmmmme@ Kevin Bloch - CiSCO

Internet of Things
If you'd like a beginners’ guide to the Internet of Things, this episode is for you.

G5\ with Kevin Bioch
& CTOCisco g

Kevin Bloch is the Chief Technologist at CiISCO (Australia and NZ). He knows more about the Internet of
Things (IoT) than most because his company builds the circuits and sensors that underpin it. Few industries
will escape disruption so if you have a vested interest in keeping your business ahead of the 0T curve, you

should listen to this podcast
Contact us! -
Iietan Ninwr

\



Recap: The SEO copywriting process
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Your website 1s the mothership

Webinars cial Networks
Listing Information
Research/Whitepapers
Biogs + Blogging
Infographics
INBOUND MARKETING _ " ooy
b “Unpaid” Traffic Sources

Virtual Open Houses

Direct/Referring Links

Type-in Traffic



All roads lead back to your website

HOW CONTENT MARKETING
PIECES TIE TOGETHER

Blog Posts SIER
Visitor finds your blog 0
content when researching

symptoms to a problem. ™

- CTAs

STEP Visitor sees a CTA (call-to-
action) for additional

02 content offer related to the
~ blog post.

Landing Pages  step

Clicking the CTA directs 03
visitor to a landing page

dedicated to the additional
offer. "
EEEEEEEEEEEER] :

STEP Forms
o 4 Visitor fills out form to
obtain access to offer. This

L]

visitor is now a lead.

Emails =
Turn your leads into sales STEP

through lead nurturing via 05
email and great content! ‘ ™~

EEEEEEEEEEEEEE @
www.protocol80.com



Manage 1t with templates

TARGET

TOPIC/TITLE CONTENT/DETAILS KEYWORD(S) PERSONA(S)

MONDAY

12 Revealing Charts to Help You Explain importance of blogging and how to business blogging, Owner Ollie, Mary
Benchmark Your Business Blogging |benchmark your efforts to garuntee success blogging benchmarks |Marketer
Performance [NEW DATA]

TUESDAY
Top SEO Tips Straight From the Highlight SEO tips through expert advice search engine Owner Ollie, Mary
Industry Experts [INFOGRAPHIC] |while promoting complete guide optimization, SEQ Marketer

WEDNESDAY

How to Craft the Right Questions for | Use an exceprt from the Marketing Surveys marketing surveys, Owner Ollie, Mary
Your Next Marketing Survey ebook to provide readers beneficial survey best |survey marketing Marketer
practices

THURSDAY

S




Links — internal, external




Recap: The SEO copywriting process
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Measuring activity

1 Google Analytics

S



Set up Google Analytics for your website

» Log into your Google Gmail account

* Choose the time frame that you want to
analyse your content creations from
your calendar

 Click on the ‘Behavior’ tab and go to ‘Site
Content’ and ‘All Pages’

_—— N\
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How to use Goo

*  Australian School of Copywriting %

MY STUFF

m Dashboards
Shortcuts

' Intelligence Events

STANDARD REPORTS
0 Real-Time

3 Audience

1’ Acquisition

Il Behavior “

Overview

Behaviar Flow

- Site Content
All Pages
Content Drilldown
Landing Pages
Exit Pages

» Site Speed

» Site Search

» Events

» AdSense

Experiments

In-Page Analytics

Ex

5C

| =

Primz

@

O
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How to use Google Analytics

Secondary dimension « | Sort Type: | Defautt «

58,804
% of Total:
100.00%
(58,304)
1/ @ 9,301
2 M0-easy-ways-to-promote-your-facebook-event- & 4779
through-social-media-marketing/ !
3. Jhow-to-recycle-marketing-content/ e 1,787
4. [fall-kinds-of-new-features-on-facebook-again/ & 1,412
5. fwebsite-maintenance-checklist/ Lt 1,334
5 [simple-questions-you-can-ask-customers-any- & 1.188
T time-year/ !
7. lthe-new-4-ps-of-marketing/ e 1,165
8. /contact/ ] 997
g Imichelles-review-of-sales-navigator-a-premium- & 044
paid-feature-on-linkedin/
— = - . fhow-to-get-youtube-overlays-to-waorl
10. /h be-overl K/ @ 938 . &
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Google Analytics

HOME EPORTING CUSTOMIZATION ADMIN
P —— n
-3 |
Audience Overview
el Cxport =  Add o Dashboard  Shortost -«
|
O All Usess
Overview
=317 - Vs 2w

Mowdy Day Weok Month

B Now Visitor 8 Returning Visitoe
Sessons Users Pagenews Pages / Session
1,071,309 701,445 1,606,321 1.50
A —TTN iy St S — T N—— —_——————————— ——

Avg Seswon Durastion Bounce Hate % New Sessocas

00:01:35 74.46% 59.29%

————— —————— e




Google Analytics videos — handout 5.2

Getting Started With
Google Analytics 360

Sanefits of Anglytics 360
2:20
Benefits of Analytics 360

6.8K views + 2 months ago
cc

Getting Started With
Google Analytics 360

1:47

Register for Getting Started
With Google Analytics 360
11K views + 2 months ago

cc

Getting Started With
Google Analytics 360

Reporting with BigQuery

5:42

Reporting with BigQuery

2.4K views + 2 months ago
cc

Getting Started With
Google Analytics 360

DOM/GAIE0 Use Coge snd Satup

3:38
DCM/GA360 Use Case and
Setup

1K views » 2 months ago
cC

Getting Started With
Google Analytics 360

DoubleClick Campaign
Manager reporting...

1.5K views + 2 months ago
cc

Getting Started With
Google Analytics 360

DoubleClick for Pliishers reporting integratior

DoubleClick for Publishers
reporting integration
557 views + 2 months ago
cc

Getting Started With
Google Analytics 360

DFPAGAIS0 Setup

2:22

DFP/GA360 Setup

532 views * 2 months ago
cc

Getting Started With
Google Analytics 360

5:56
DBM/GA360 Remarketing
and Setup

893 views * 2 months ago
cc

Getting Started With
Google Analytics 360

Unsampied Rapors sod Custom Tables - Pert 2
6:56
Unsampled Reports and
Custom Tables - Part 2

1.2K views + 2 months ago
cc

Getting Started With
Google Analytics 360

Course Summeary
1:19
Course Summary

568 views + 2 months ago
cc

Getting Started With
Google Analytics 360

DS Reports, Disnsnsi ops; 8nd Metocs

5:58

DS Reports, Dimensions, and
Metrics

299 views + 2 months ago
cc

Getting Started With

Google Analytics 360

Unsampled Report om Tables - Pert

4:25

Unsampled Reports and
Custom Tables - Part 1
1.6K views + 2 months ago
cc




Recap: The SEO copywriting process
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What 1s content repurposing?

« Take existing content (blogs, newsletters
etc)

« Rework it for different purposes

« Amplifies existing content, reduces
effort and duplication

*  Australian School of Copywriting %



People learn differently

* Not everyone likes videos, blogs,
podcasts

- Make content for all learning styles:
— Visual: videos, blogs
— Kinaesthetic: quizzes, guides
— Auditory: webinars, podcasts

*  Australian School of Copywriting %



How to repurpose content

» First, take a look at the most popular,
evergreen content

« Use Google Analytics to see which posts
from your archives are performing best



How to repurpose content

» Create a ‘mind map’ of potential ideas
for new, repurposed content

« Start with your best performing blog
post

» Create ‘spokes’ for new ideas from it

f&_ | \-.._
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How to repurpose content

« ‘10 Simple Things You Can Do Today that
Will Make You Happier, Backed by
Science’



How to repurpose content

« New post and content points:
— Top 5 meditation songs
— Video of meditation breathing techniques

— Infographic on the scientific benefits of
meditation




How to repurpose content

[~ the‘ "
mindmapping - Pinterest -
© softwareblog ‘:Instagram
| Flickr

Squidoo page
Hubspot page -

- Quote
- Tip or best practice |

“Scoop.it - Article excerpts |
Record a podcast 1 @ Audio Promote entire article
Promote key points
{TTE | encert auetes romi
“YouTube - ghlight a different aspect of it
Vimeo - Personal page
- Screencast video - Google+ |- Company page
< Webinar - - Relevant communities
- Vine - rPigg .
{Mﬁf(ownecﬁ;y YouTuB;) ¥ - Reddit |
~ Company page
|- LinkedIn |- Personal update

Chart 47 Ways to
Data visualization tools - Repu rpose - Group posts |

Content

Personal page

SlideShare | - Facebook - Company/professional page

Prezi -

{Interest-related pages

- Special report

-Eamiasia/iing vid'eor |

- E-book -
+Mind map - - White papef F
Diagram - Visual outline Guest post

Infographic -~

- Press release (if newsworthy)

global staffing firm), doesn’t create content every day, but when the

| "Todd vice presi of thought leadership at Kelly Services (the ‘
company does have a story to tell, it maximizes it. Todd's goal is to create

Update with recent news or }»
developments

20 pieces of content (such as SlideShare presentations, videos, blog posts, [ _—
and white papers) all from one story idea.” ~ Joe Pulizzi, Epic Content
| Marketing L.

©2013 Chuck Frey & The Mind Mapping Software Blog




How do you get all this done?

11;| 2XE{ (<355 DEFINITION:
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Who will manage it all for you?

¥ freelances Login  SignUp Post a Project

Hire expert freelancers ' : :
for your online job

Millions of small businesses use Freelancer to turn ) [/:)" =2 \

KB'ALASKA
Nl

N

their ideas into reality.

| want to Hire ’ | want to Work




Find Services Q -

Join  Signin Start Selling

Graphics & Design ~ Digital Marketing ~ Writing & Translation ~ Video & Animation ~ Music & Audio

Programming & Tech  Advertising  Business Lifestyle  Gifts  Fun & Bizarre  Other

What do you need done?
Find it on Fiverr

Browse. Buy. Done.

What are you looking for? Find Services

Logo Design
More than 20,000

services offered

TRENDING COLLECTIONS

Choose from our most popular services

PROMOTE YOUR BAND BOOST YOUR RANKING ENGAGE YOUR AUDIENCE WORDPRESS EXPERTS

E— 10N

0=

00000000




I Will Sing A Happy Valentines Day

* % % & % (16)

Fun & Lifestyle / Greeting Cards & Videos

’I|\



I Will Make An Impressive Logo And Intro Video
For Youtube Channel

Video & Animation / Intros & Animated Logos




Specialist virtual assistants

Podcast VA - Podcast Editing and ¥y save
Production

Hi all

My name is Lyndal Harris and | am the owner of Podcast VA. | offer a number of different support
packages making podcasting easier!

I have a Podcast Launch package which includes 1 =
Create intro/outro - including music and voiceover

Create hosting account (eg Libsyn; Omny Studio; Podbean)



This is the end of video 5.1 in the online course:

Learn SEO Copywriting

Module 5:
SEO blogging and content marketing
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