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Reality Check:
Crushing the 11 Big Myths About
Social and Content Marketing
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Before We Get Started

* Interact with the presenters anytime — ask questions!

* Type into the “ask a question” text area — click submit.
 The slides will advance automatically throughout the event.
 Having trouble? Click “Help” link below the media player.
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Hi, ’'m Joe Pulizzi
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TELL THE UNIQUE STORY OF YOUR BUSINESS
TO BREAK THROUGH THE NOISE AND
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The Real-World Guide for Creating
Passionate Subscribers to Your Brand
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Content Marketing Institute

CMI teaches marketers how to effectively own their media channels
to attract and retain customers.

EVENTS MAGAZINE CONSULTING



“The Only Must-Attend Content Marketing Event on the Planet”

Todd Wheatland, Global Head of Marketing, Kelly Services

content
marketing

world2013

September 9-12, 2013 | Cleveland

Cleveland Convention Center ¢ Cleveland, OH USA

- ((.(...’..l” -

Learn Proven Content Marketing Tactics and Strategies From:

® Coca-Cola ® TD Ameritrade ® Tellabs

N [ntel B The Four Seasons m Cisco Systems

m Caterpillar ® Forbes.com ® Johns Hopkins

m SAP m Staples ® The Hershey Company
® Avaya

REGISTER TODAY!
www.contentmarketingworld.com
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Today’s Agenda

« Explore the 11 myths of social and content marketing
* Lots of time for Q&A — start submitting those questions



“\ CONTENT
| MARKETING
"/ INSTITUTE"

Today’s Speaker

Jay Baer
@jaybaer
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Crushing the 11 Big Myths
About Social Media and
Content Marketing
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Jay Baer

Digital marketing keynote
speaker

President of social/content
consultancy Convince &
Convert

NYT Best-selling author

#11Myths | @jaybaer | @joepulizzi



Joe Pulizzi

Digital marketing keynote
speaker

President of social/content
consultancy Convince &
Convert

NYT Best-selling author

#11Myths | @jaybaer | @joepulizzi



SOCTAL AND CONTENT MyTHS

Good News: we care about these topics a lof
and we publish a lot of information about
social and content

Bad News: some of what we believe is
wrong...it's a myth

Let’s crush those myths, shall we?¢

#11Myths | @jaybaer | @joepulizzi



Y CUSTOMERS hRE NOT SOCIAL
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My CUSTOMERS ARF NOT SOCIAL

Men (n=874) 70

Women (n=1,021) 74 Social media is air, not a

Race/ethnicity

White, Non-Hispanic (n=1,331) 70 IO ke

Black, Non-Hispanic (n=207) 75

Hispanic (n=196) 80"

Age

18-29 (n=395) 89"

30-49 (n=542) e

50-64 (n=553) 60°

65+ (n=356) 43

Education level

No high school diploma (n=99) 67

High school grad (n=473) 72

Some College (n=517) 73

College + (n=790) 72

Annual household income

Less than $30,000/yr (n=417) 75

$30,000-$49,999 (n=320) 72

$50,000-674,999 (n-279) 74 * Pew Internet, May 2013

$75,000+ (n=559) 71

Urbanity

Urban (n=649) 74

bk 2 #11Myths | @jaybaer | @joepulizi
| Rural (n=351) | 69




SOCIAL 1S NOT MEASURMRLE
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SOUIpk 1S Nof MEASURMRLE

*'*-.  california tortilla Hi there face-bookers... It is a secret password day!!
Say Fresh and get a free chips and queso wlth any Burrito purchase!
! October S at 5:49am via Facebook for iPhone

The problem isn’t
measurability, the problem
Is what measurement
matters

If you want to track, do
something trackable

#11Myths | @jaybaer | @joepulizzi



SOCINL 1S FOR CREATING
NEW CUSTOMERS
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SOCIAL 1S FOR (REATING
NFW CUSTOMERS
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IGNORE NEGATIVE FEEDBACK

*




Silence is deafening

Social mediais a
spectator sport

#11Myths | @jaybaer | @joepulizzi



SOCIAL WILL RILL FMAIL
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Email

Direct mail etters, catalogs, postcards, etc)
[T IpeesaNid Coo) o acelrione. ..

'Facebook

Telephone T S|

MobileApp
Linkedin

WILL RILL FMAL

Email is required for social

/7% of people prefer email
for promotional messages

Strategically, very similar

*ExactTarget, 2012

#11Myths | @jaybaer | @joepulizzi



COMPANY CHANNELS hRE
MOST IMPORTANT IN SOCIAL




COMPANY CHANNFLS hRF MosST
IMPORTANT IN SOCIL

~37.,000 official company connections (FB + Twitter)

« 1,352 employees
« 54% on FB (229 avg. friends)
+ 10% on Twitter (208 avg. followers)

= 194,579 employee connections

* Edison Research, 2012 | Pew Internet Research, 2012 | Beevolve, 2012

#11Myths | @jaybaer | @joepulizzi



CONTFNT = THOUGHT LFADFRSHIP

'y




CONTENT = THOUGHT LENDFRSHIp

Wy Wt iy | Gabenes S v on

GYMBORCE ST oo

oy Cymarve weaen  Purten T Clans Gt U - s

It's okay (often desirable)
to mix high effort
(custom), medium effort
(Q&A) and low effort
(UGC) content

Stop trying to be amazing,
and start being useful

#11Myths | @jaybaer | @joepulizzi



CONTENT = THOUGHT LENIFRSHIp

Wy W whip | Gmbernes S viin

Share Your Story

It's okay (often desirable)
P to mix high effort
vy (custom), medium effort

: Gymbol That silly (tle own...

o (Q&A) and low effort

¢ Py & Maict

Rl (UGC) content

DA new cirete of friends found at
: Gymborme Play & Mk

Stop trying to be amazing,
and start being useful

#11Myths | @jaybaer | @joepulizzi



CONTENT IND SOCIAL hRE
SEPARTE INITIATIVES
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You're ’:-z:):'n;'x-‘f* fing
against EVERYTHING

Social s . )
discovery mechanism,
NOT A press rele

cdase

Content is fire, 5001al media

e S

is gasoline. - Ja Baer
‘ ‘ 4 N
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CONTFNT SHOULD BF hpouT
YOUR PRODUCTS/SERVICES
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(ONTENT SHOULD gF hsoUT
YOUR PRODUC 1S/SERVICES
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100 MUCH CONTENT WILL
GM AVAY YOUR SECRETS




100 MUCH CONTENT WILL GIVE
AWAY YOUR SECRETS

When everyone has
access to information,
you cannot hide

CHRISTINE HUARD LESSAR A list of ingredients
doesn’'t make

someone a chef

v )

#11Myths | @jaybaer | @joepulizzi



THE RULES ARE DIFFERENT
N B2p
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RULES AR DIFFFRENT
IN B2

] B2C Content Marketing Usage

(by Tactic)

p Compared with their B2B counterparts,
B2C marketers use more mobile content,
mobile apps, print magazines, and print
newsletters.

84~ aq"

p Compared with their B2B counterparts,
B2C marketers use far fewer case studies,
white papers, webinars/webcasts, and

137 2% 42%
41% research reports.

33%33%33% 3% 3%
g 29% g% 25" 28%

26%
21%17%

tal Magazines

* CMI/MarketingProfs, 2012

Print Magazines
Research Reports

Annual Reports

Case Studies
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HE RULES hRE DIf
IN B2B

100 - B2B Content Marketing Usage
(by Tactic)

ol p Social media is now the most popular

content marketing tactic, knocking
articles out of the number one spot.

60 b=
p The use of all tactics has risen across
the board, with one exception: Print
magazine use has stayed the same at 31%.
40 = “38%

33 32‘31"29
~23’"2?“ 26%75%
8 2 g

20°"o.§

* CMI/MarketingProfs, 2012
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Mobile Apps

#11Myths | @jaybaer | @joepulizzi




THE RULES hRF DIFFFRENT
IN p2B

« Sales Funnel

« Measurement (some)

#11Myths | @jaybaer | @joepulizzi



Jay Baer

Digital marketing keynote
speaker

President of social/content
consultancy Convince &
Convert

NYT Best-selling author

ConvinceAndConvert.com
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Joe Pulizzi

Digital marketing keynote
speaker

President of social/content
consultancy Convince &
Convert

NYT Best-selling author
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Questions & Answers

Keep your questions coming. Type into the “ask a question”
text area and click submit.
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Thank you attending
today’s webinar!

A link to the archive will be sent to you in a day or two after the event.

For more on the Content Marketing Institute
visit: http://ContentMarketinglnstitute.com



