Recommendations
“If you want to lead the way in profitable
marketing, read this book.”
Greek philosopher Heraclitus (died 475 BC) is quoted as saying: “Nothing
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endures but change. There is nothing permanent except change.” Just when

and radio ads, but also product-promoting tweets, blogs and emails. If you
want to lead the way in profitable marketing, read this book.
Dan Miller, author New York Times bestselling
48 Days to the Work You Love

This book doesn’t waste words. It simply
drips value on every page.
Let me just cut to the chase—I love this book. I love Dan Moyle’s vision and
what he’s trying to get other businesses to understand and see. The guy has
“been there, done that”—someone that has truly “walked the walk” to be able
to produce such a work. By reading this book, you’ll have a clear path laid out
before you by which you can find the right person to steer that massive ship
within your organization called “Content.” This book doesn’t waste words. It
simply drips value on every page and it’s the only of its kind that I’ve seen
addressing this massive problem of finding a content manager for you
organization. Do yourself a big favor….READ IT.
Marcus Sheridan, president at The Sales Lion,
author of Inbound and Content Marketing Made Easy
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Dan gently tells us why inbound marketing is replacing not only billboards
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we get used to the new social media, things change. In this instructive book,
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Time for a confession
I have a confession. Even after more than 4 years in this seat, promotions, speaking gigs and people
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asking for my advice I feel comfortable saying it. Hopefully no one will mind and my bosses won’t
doubt my skills, but I need to get this off my chest. Even though I’m spearheading a marketing revo-

So, what qualifies me to teach you about the new world of marketing? Even though I hold no MBA or
marketing degree, I’ve used inbound marketing and content creation to increase the AmeriFirst Home
Mortgage website views by a factor of 13 in the last 4 years. We started at about 3,000 views a month
in December 2010. Fast forward 4 years later and we crash through 40,000 website views every month.
A large chunk of those are unique visitors (about half). This means our marketing efforts are driving
new business; getting us found on the vast Internet. But it also means we’re seeing people come back
again and again. We’ve become a resource for home buyers, not just a place for those buyers to see
the latest interest rate, only to get bombarded with unwanted sales calls or emails.

Fast forward 4 years later and we crash through
40,000 website views every month
I also helped turn our “brochure on the Internet” website into a lead-generating machine. Out of the
thousands of views, we’re converting hundreds of those into leads. We’re building an email database
of willing contacts asking for more information. Cold calling is dead my friends. Welcome to the new
world of marketing. Sounds exciting right?
I share this with you to illustrate an important point: the power is ours to have. You can do this too,
even without a marketing degree. No longer are we tied to the whims of the advertising world and
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ing, I have something to say. I’m an accidental marketer. There, I feel better.
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lution with a new course of action and shedding the shackles of traditional marketing and advertis-

giant marketing firms. Yes, there are great people in marketing firms and advertising jobs who
are amazing at what they do. There are even local marketing houses who work with small businesses and do great things. However, you don’t have to live and die at the hands of a marketing
giant. You can do this, and you can find people to work in-house with you to do this. You don’t
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need to find someone with a Master’s Degree in marketing and business — it’s not
a bad thing but it’s not a necessity any longer. You can find a content creator and

told the AmeriFirst story and mine. So I decided to write it all down so business
owners and marketing officers and human resource managers could answer the
question “How do I hire an inbound marketer?” Or if you’re a content creator in
some space, you can turn your skills and experience into a new career path in
this journey. Either way, you can join this marketing revolution.
So, how do you as a business owner or leadership team find yourself this new
breed of marketer? How do you as a writer, producer, content creator parlay
your skills into a marketing career? What is inbound marketing? What is content marketing? What does all this mean? I’m here to help guide you through
this unchartered territory.
For many business owners who have traditionally used billboards, TV and
radio advertising and phone book ads this is a new world. And as Gary
Vaynerchuk said at the global marketing conference “Inbound 2012” in Boston, “we are on
the verge of a marketing and business revolution.” I’m going to lay out the what of this marketing revolution, as well as the how when it comes to finding someone to do this new marketing for
your company. I may be an accidental marketer, but I’m confident in my practices and I’m a huge
evangelist of this revolution.
Dan Moyle – Inbound Evangelist
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heard some variation of “How do I hire a ‘you’ for my business?” frequently as I’ve
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inbound marketer to help you harness the power of this marketing revolution. I’ve

INBOUND MARKETING?

Content Marketing? What’s Happened to Marketing?
What is Inbound Marketing?
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Okay, so maybe you’ve heard the latest buzzword term “inbound marketing.” I can’t explain it any

what I call genius. They also founded a marketing software company called HubSpot. So if you want
the long explanation of “what is inbound marketing” then get their book on Amazon and read the
HubSpot blog.
But if you’re looking for a layman’s explanation of this new marketing revolution, then let’s go.
Inbound marketing uses content like blog articles to get found on the Internet, convert views into
leads and customers, then analyze it to do it again efficiently. Here’s the long and the
short of it. When you want to solve a problem (looking for a product or company) where
do you go? Do you pick up a phone book? Seriously - go look at the layer of dust on that
phone book. If you can even find it. Almost no one goes to the phone book anymore.
When was the last time you sat down to watch prime time TV and actually watched the
commercials? Short of the really funny ones (baby speed dating?! Love that eTrade kid!)
commercials are an intrusion into the latest episode of Dallas. And yes, I know it’s not 1984
- have you seen the TNT re-boot of Dallas? Old is new again! But I digress. With DVR’s, Hulu,
Amazon streaming video and the like, ads are fast becoming a thing of the past.
How about billboards? On your last drive, did you take down the phone number on that
attorney’s billboard? Yeah, there was a number on that billboard full of text and a picture
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ligan wrote an entire book about this movement. They even titled it “Inbound Marketing.” Now that’s
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better than the folks who are truly on the forefront of this revolution. Dharmesh Shah and Brian Hal-

of some guy in a suit you passed at 60 miles an hour. But hey, someone paid a bunch of money
for that billboard and that photo shoot so you’ll remember to look later and call him next time you
need a lawyer right?
Let’s put this into a practical application. How do you begin to solve problems like figuring out what
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your credit score should be for a mortgage? How do you find the best kitchen cabinets for your
kitchen remodel? Where do you find the best price on your children’s birthday gifts? You go to the

phone during your work meeting. In other words, you’re a user of inbound marketing.
Where shouting and pushing their message used to be the way businesses got your attention as
a consumer, now they have to draw you in through search engines, social media and other new
marketing techniques. That’s the basic philosophy behind the inbound marketing revolution.
There’s more to it than that. As a business, you’ll use inbound marketing to drive website traffic
through search engine results, you’ll be able to convert those visitors into leads with offers of
eBooks and email subscriptions, then analyze it all to build on the successes.
One key to the inbound philosophy is a complete 180 from traditional business practices: Give away
your material in the spirit of educating customers and potential customers. That’s right. Your “secret
sauce” of doing business is no longer a secret. As a consumer, I can find information on almost
anything I could ever want to know about on the internet. I can compare prices at the click of a
button. I can find out “best solutions” to my problems from my friends or search engines.
Reviews on Amazon or Yelp are gold in today’s economy. If people are talking about you with rave
reviews, business goes up. Yes, it’s also called “word of mouth.” The difference: a much larger
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go to the store and you research from the comforts of your home. Maybe you’re on your mobile
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all-knowing Google (or Bing and Yahoo). You search online long before you pick up the phone or

audience and a way to track it all. Everyday people now have hundreds — even thousands — of
followers on Twitter and heaps of friends on Facebook. The internet has given power to the people.
The best example of this: the actual secret sauce on the Big Mac. We all know (don’t we?) that the
amazing sauce in the catchy song is really just Thousand Island dressing, basically. Each major fast
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food joint has tried to duplicate the Big Mac. You can even do it at home. But it’s just not the same.

how long a burger will last on a counter and other word of mouth stories are covered by McDonald’s
corporate marketing team now.

The secret sauce is no longer the biggest asset you have.
It’s your transparency, your customer service and the loyalty it all builds.
Here’s another example.
Marcus Sheridan runs a pool business in Virginia. It’s not a national company — you can’t install
pools all over the country from one shop. But if you’re looking to compare concrete pools and fiberglass pools, you’ll find River Pools & Spas. By using inbound marketing and simply answering
customer’s questions, Marcus was able to own the pool space online, hands down. And it’s driven
millions of dollars in business.
Sounds good right? It wouldn’t have been possible without River Pools & Spas sharing its secret
sauce. The company has blogged about price, problems and competitors. Practically any question
you could Google relating to pools is answered on the River Pool blog.
So far so good. You’re understanding inbound marketing. How about the why?
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for McD’s now includes videos behind the scenes. Food photography, debunking the myth about
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McDonald’s recognizes this, and is no longer afraid to share its secrets. The social media campaign

Why Inbound Marketing?
The short answer to “Why inbound?” is this: Inbound marketing costs less than outbound marketing.
How much does a TV or radio ad cost? How effective are they (and can you measure that)? Can you
pay one price and they air forever? Inbound marketing — specifically blogging— is evergreen. If you
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publish an article about your product and how it solves a particular problem, that article serves as a
magnet for interested parties. Each subsequent piece of content you create becomes another mag-

Instead of shouting at customers, inbound is a quieter conversation that draws people in for more
information. Blogging, e-books, videos and podcasts help to draw people in and gain trust. Wouldn’t
you rather do business with someone you trust rather than “just another salesperson?”

Warm Lead vs Cold Lead
Inbound marketing creates warm leads. How much work is it to cold call potential customers and
convince them they need your product? Maybe the better question is: When was the last time you
bought something after an out-of-the-blue phone call, direct mail or email? These are all traditional
outbound techniques. What if, instead, when a possible customer was looking to solve a problem
and your product or service did just that, they found you? That’s a warm lead. You have their attention, if only for a short time. You need to grab that attention with relevant information.
A warm lead takes less time to convert into a customer. A warm lead has a better chance of
becoming a repeat customer (depending on what you’re selling and your service) because you’re
offering them something of value up front - something they’re looking for right then - not just a
random sales call.
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Also, the generations coming up now can recognize a traditional advertisement from a mile away.
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net, drawing prospects to your business.

What is Content Marketing?
Okay so we get inbound marketing in a general sense. Is content marketing different? Is it a part of
inbound marketing? This debate is going on right now in this marketing revolution. Fortunately, both
camps have a mutual respect for each other.
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Content creation is a major key to inbound marketing. But in my experience, inbound goes a little

and analyzing and scaling your successes. Content marketing uses data as well, but often focuses on
community and audience where inbound marketing leans towards conversions and dollars & cents.
Both have a place in this new world of marketing.
Content marketing can include blogs, video, social media and whitepapers (or eBooks, guides and
the like). Content can be a press release, infographic or viral meme. Anything you create that helps
further your message is content. Using that content to drive traffic, convert leads and analyzing it
all is inbound marketing.

You Are What You Publish
Marketing guru David Meerman Scott (@dmscott) is known for this quote, and it’s a simple truth. “On
the web, you are what you publish.” If you’re not talking about your company and the solutions you
offer, someone else is. Whether it’s customers talking about your business or your competitors, you
are what you publish online.
The businesses who get this, get inbound marketing. If I’m searching for the best landscaping solution for my shaded yard, and you sell shade plants, don’t you want to come up in Google for something like “shady yard plants?” If your only presence on the web is the name of your company, no one
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techniques. Gasp! It’s true! But the key is that the evangelists of inbound trumpet the benefits of data
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further. In fact, as it evolves, inbound even taps into some of the traditional outbound marketing

will find you. Unless someone knows you or has heard of you, they’re not searching for your brand.
Set aside your ego (it’s hard, I had to do it too) and start producing content that solves the problems
your prospects have.

Content is King (but Context is God)
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I saw Gary Vaynerchuk (@garyvee) speak at Inbound 2012 in Boston. He said this. “In the new world
of marketing, if content if king then context is god.” In other words, it’s more than just creating con-

Your product isn’t relevant to me until I’m looking for it. You can market to every last person on the
Earth, but if no one needs your blue widget, your efforts are in vain. Instead, find a relevant message.
“Blue widgets and clean water: How to turn mud puddles into springs for your drinking pleasure.”
That’s a relevant message to someone looking for clean drinking water.
At AmeriFirst, we try to help first time home buyers. One of the ways we do this is to offer a free
guide to the buying process for first-timers. But that message isn’t relevant to someone looking to
upgrade their house with a home improvement loan. So we also produced “The Ultimate Guide to
Home Improvement Loans.” Relevancy in action.
Cross-relevancy is a fun aspect, too. First time home buyers likely need a little help when it comes
to things like yard care, winterizing the home and DIY home improvements. So we share tons of
content on the most recent addition to the social media sphere: Pinterest. While the things we share
aren’t closing loans, they do offer relevant content in a like-minded manner to better position
AmeriFirst as a resource for all things related to that first home.
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Writing about your latest product release has its place. But it’s a small piece of the content puzzle.
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tent. It’s creating relevant content.

THe nuts and bolts
of inbound marketing
Get Found
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If an inbound marketer tweets and no one retweets (RT) them, does the tweeter make a sound? If

internet today can involve many avenues.
Search engine optimization (SEO) is one way businesses can get found. If Jane Doe wants
to look for a new brakes for her 2008 Jeep Liberty, she may go to Google and type in
“replacement brakes 2008 Jeep Liberty.” If you’re a mechanic who’s put time, effort and
resources into SEO, you should come up as a search result. SEO covers a myriad of techniques, but the end result is getting found.
Social media is another way to get found — one that has become intimately tied to SEO.
By sharing content and gathering an audience, your message can reach visitors and web
surfers. A Google+ profile is open and searchable and indexed by the search giant. Twitter is also searchable. Pinterest — searchable and shareable. You could use any of these
social media platforms to get found. The key is to raise awareness and drive traffic back
to your home base: your website.

Drive Traffic
All traffic begins with the blog. Without a blog, you have nothing to say and nowhere to say it. Think of
your website and your blog (in many cases it’s the same thing, so I’ll revert to just using the term blog)
as your home. It’s where everything you do lives and breathes. I can almost guarantee you won’t build
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getting found is the “awareness” step. If no one is aware that you exist, do you? Getting found on the
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no one finds you, are you marketing? Getting found is one of the first steps. In traditional marketing,

a successful business based on your Facebook page. Do you shop on Facebook? I didn’t think so. No
one does — it’s why Facebook storefronts went away*.
All of your social media and press release efforts and the videos you produce should point back to
your blog. You own your blog. You’re merely renting your space on Facebook and Twitter. The so-
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cial media sites own their space, not you. What if Facebook goes the way of Friendster or MySpace

basic inbound marketing technique. The more traffic you drive, the bigger your opportunity to gain
customers and drive business.
Below you’ll see the traffic numbers for AmeriFirst Home Mortgage for 2 years. Keep in mind, we are
a regional mortgage lender. With offices in about a dozen states, and mortgages not exactly hotly
sought after reading material, our traffic increased quite well over the first 2 years.
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With that said, driving traffic through social media, search engines and links from other websites is a
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tomorrow? Your Facebook company page is gone. Your blog however, is still there.

You can see that we measure whether someone has found our website through organic search
(Google or Bing), social media, referral traffic (links from other sites), direct traffic (typing our
address into the URL bar on your browser) and other sources. When I began at the end of 2010,
we were seeing about 3,000 views every month, give or take. Fast forward 2 years, and about
60,000 people visit our website every day.
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We drive traffic through our content. If you search for “first time home buyer 2012” our article comes

year, and we offer advice on how to make that happen.
We also drive traffic through entertaining content. Search for “zombie home buyers” and see what
happens. No, it may not be a huge traffic driver, but it gets people talking and sharing our content.
That’s called viral — and even though I’ve come to despise the term, it’s useful. Viral marketing
is worthless as a campaign. However, creating relevant or engaging content that people want to
share is what inbound marketing is all about. It’s a slight difference, but an important distinction.
So the first step in your inbound marketing journey is to get found and drive traffic. The next step?
Convert.

Convert Leads
Converting leads means you’re offering something of value to prospects, and they become more
than a view. You can qualify a lead in many ways. They may give you an email you can now nurture
with more information. A lead may give you a phone number and ask for a call. Leads fall into different areas of the sales funnel depending on what it is they’re looking for at that moment.
Top of the funnel (TOFU) refers to a lead looking for general information about a problem they
have. For instance, a mom looking for alarm clocks geared toward the Deaf and hard of hearing
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tion. People who search for that keyword want to know more about buying their first home in that
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up at the top. We did this through content, social sharing and links. It’s all inbound marketing in ac-

communities might look up “deaf alarm clocks” in a search engine. This means she’s in research
mode. With that search, she may find several products like clocks with a vibrating piece that goes
under a pillow, or a clock with a bright strobe light. Here is where offers like blog articles and ebooks
(The Best Deaf Community Products on the Market Today) are a great source of research during the
TOFU stage. As mom looks at more products, she begins to move down the sales funnel to middle
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of the funnel (MOFU). Here she begins to look for reviews on products, price and shipping informa-

talking price, ready to close the deal. This is where a sales team makes a phone call, sends a personal
email or sets up a meeting.
Now, this example is a simplified version of a sales process, but you get the idea. Inbound marketing
helps a business capture the attention of a TOFU lead, moving them through the sales funnel into a
closed customer. Content helps make all of this happen.

Analyze
Time for another confession: I’m not a numbers guy. I’m a writer. Analyzing results is not my strong
suit. However, it’s a necessity when it comes to inbound marketing. It used be said that half of your
marketing or advertising budget was a waste, you just never knew which half. That’s no longer the
case in this marketing revolution. We can measure practically anything now.
We can see how you found our website. We can track the pages you’ve looked at, and for how long.
We can see how many times you’ve visited out website. We can see which marketing campaigns
drew the highest response, and the lowest. We can test and analyze the colors of call-to-action buttons to see if our customers have a favorite color. If red buttons with black writing are our favorite,
but green with yellow writing drives the most clicks, we know that our tastes have to be put aside in
favor of what works.

©2015

address to download your great free guide. From here we go into bottom of the funnel (BOFU) and
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tion. Now we’re looking at MOFU marketing like email nurturing, provided mom gave up her email

Analyzing our marketing efforts is vital to become a streamlined machine of leads and customers.
When we’re streamlined, we can offer better customer service and save on various budgets. It’s a
win-win in this new world of marketing.

Do It Again (and again and again)
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Perseverance and patience will pay off as you take what you’ve learned by analysis, and focus on

ads and it just “worked.” They sprayed money at ads and prayed that it increased revenue. But did
we really know it worked? Could we tie that radio ad directly to the summer increase in sales? How
many newspaper ads actually drove leads and eventually customers? And don’t get me started on
those lawyer billboards with more text than an encyclopedia. Is that really safe to read while driving?
In this new marketing revolution, nearly every interaction is traceable. You can track what website
first sent a viewer to your own site, and what pages they look at while they’re there. You can see
what calls to action drive leads then customers. And you can see which email marketing campaigns
actually convert customers. So instead of spraying the airwaves with random messages and praying
for results like the old days, you can now target buyer personas and scale your marketing efforts to
drive leads, customers and repeat buyers.
This ability to scrap your failures and focus on your successes is one of the golden nuggets of
inbound marketing. If you’re a person who loves to focus on the wins and make them happen
again and again, then inbound marketing may be for you.
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In the old days of advertising and “spray and pray” marketing, business increased money spent on
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what works (and avoid what doesn’t work).

D-CAR
A successful inbound marketer must have some basic qualifications. We’ll call this ideal D-CAR. The
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acronym stands for Digital, Creative, Analytical and Reach*. Time to explore what this means, and

The person you’re looking for must be a digital citizen. What does this mean? Think about doing
business in another country. Would you want to have someone on your team who’s a citizen of that
country? Or would you rely on a tourist to get what you need done? It’s the same concept when it
comes to doing business on the Internet. It’s a different world, and you want a digital citizen there.
Let’s look at it another way. It may be a generational thing, but it’s not just about age. However for
argument’s sake, let’s take a look at it from an age point of view. I’m 37 years old. I grew up with computer class and some minor programming education. Remember Apple IIe? I do. Then in high school
we got the Internet. Well, we got America Online. AOL changed my life. I could chat with my cousin in
California at the same time I chatted with my friend down the street. I could look up these web page
things and see the world from my house. For about $2 a minute. But the point is I grew up on
the Internet.
Now, I personally avoided the Myspace craze. But as soon as Facebook became a bit popular I
grabbed a profile and owned my vanity URL. When Twitter was still young I signed up. My first tweet
(May of 2008) was something like “Trying to figure out another social network.” But I was a fairly early
adopter of these things. I get my news first from Twitter (which sends me to the standard news sites
typically). I listen to music on Pandora, Slacker Radio and my iTunes & Google Music account. Google
is my everything when it comes to finding out answers. I don’t need a map in my hand even though I
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how vital each component is to your inbound marketer.

can read one, I have my phone with GPS. Generation X and Gen Y would be digital natives.
On the other hand, my parents are in their 50’s (I’ll be nice and omit the exact age) so they didn’t
grow up on the Internet. To them, the phone book still exists and they miss the days of having a
cup of coffee and the newspaper. My dad goes for the atlas before Google Maps. He still buys CD’s.
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They now partake in the Facebook and have an email, but their generation is one of digital tourists.

hybrid: a digital citizen. This person is someone who has made the transition into thinking “online.”
Back to my dad: he edits videos from photos now, and can post it on YouTube. Mom has her music
on her mp3 player and is making ringtones for her smart phone. They use Google as a verb. My parents are becoming digital citizens.
So your inbound marketer needs to be fluent in digital, and understand all of the jargon that goes
with it. To a digital citizen, the cloud is more than something that covers the sun on a summer day.
The cloud is a way to share information and do business. A digital citizen will understand that sometimes early adoption of the latest Internet tool can help catapult a business forward — like Twitter.
But they will also know when to cut losses when that next shiny object begins to falter and doesn’t
pan out z— like Google+.
Find yourself a digital citizen. This person doesn’t need to be a 20-something college dropout digital
native who doesn’t know anything about the real world. But this person needs to be digitally fluent. You
wouldn’t do business in France without having someone fluent in the French language and customs.

Creative
A vital skill to an inbound marketer is creativity. A creative person is more than someone who just
writes poetry or paints pretty pictures. A creative person is someone who can create consistent
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Now you know the distinction between a digital native and a digital tourist. Now let’s look at the
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They’re familiar with the general idea, but they did not grow up online.

creative content, constantly. Yes that’s a lot of c words, but you get the picture. One of the driving
forces of inbound marketing is content. Blog articles, videos, eBooks, guides, whitepapers, status
updates…all of these content pieces must be created. The person doing all of this creating must be
equipped to write well so others can read it — and want to read it. They must be able to organize a
campaign so that content is continuous and consistent. Your marketer must be creative. Creativity
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isn’t something that can necessarily be taught. This skill is essential to the inbound marketer, and

Analytical
I hate numbers. I’m a creative writer after all. But I love analytics. This is a skill that can be learned, but
it’s important to have a person who understands the importance of analytics in inbound marketing.
Click through rates, visits, view to lead conversion rate and other metrics must be measured in order
for your business to succeed at inbound marketing.
Finding a person who is creative and analytical may be tricky. Creativity may have a slight edge, but
don’t disregard analytics.

Reach
Reach refers to the size of the audience at your disposal. A person with great reach may have thousands of Twitter followers, a couple hundred blog subscribers and several hundred Facebook friends.
However, reach can be difficult to find when it comes to inbound marketers, especially if they’re new to
the field. But the important thing here is that the marketer understands how to build reach.
As an example, let’s look at my story.
I was in a TV newsroom for almost 10 years creating hours of content every day. I knew I wanted to
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should be something you look for in the person you’re going to hire. Make sure creativity is an

“do marketing” as my next career path. I just didn’t realize it was a marketing revolution into which
I’d eventually land. What I did know was that I didn’t watch TV commercials. I didn’t pay attention to
radio ads — when I even listened to local radio. I didn’t pick up a newspaper.
I consumed most of my media from my computer (I didn’t have a smartphone at this time). Twitter
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was my news source as a consumer. Even though I wrote the news — and was therefore a recipient
of news releases and wire stories and news tips — as a consumer I went to Twitter for my daily news.

Because of how I operated, and how many of my friends and peers operated, I knew that marketing was changing. Blogs, social media, podcasts and video were all becoming the way of the world.
As a news guy I began to gather Twitter followers because of what I shared from behind the scenes.
I could tell that engaging content was becoming important. My tweeting even got me into trouble
— too much tweeting before anyone understood the value of social media in my newsroom. Now
it seems all of the reporters and producers have to use it! It’s become a vital way of communication
with an audience.
Social media is also a great way to connect with people. My favorite story about Twitter is how one
wintry night a friend on leave from Afghanistan ended up stranded in Chicago — 2 hours from his
wife and kids. Time was ticking away. His leave was short, and wouldn’t be pushed back just because
he was stranded. I tweeted a request to see if anyone could help me get this pilot serving his country
back to Kalamazoo. Within 5 minutes I had more than a dozen offers to drive and pick him up, an
offer to pay for a car to drive him here and other people offering ideas and support. Twitter is more
than a broadcast medium— it’s a place to solve problems and build community.
So as a digital native, I knew my way around this new world of marketing before I’d even heard the
term “inbound marketing.” The problem: no degree. I applied at several major companies in the area
for communications and marketing jobs, only to be completely ignored. Apparently the job search
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night or the newspaper in the morning.
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Yes, it was mostly through traditional news companies, but it was not through the 6:00 news each

criteria in their algorithms exclude anyone with “Associate’s Degree” or anything less than a Bachelor’s Degree. It was frustrating. After almost a decade in media, no one saw value in my experience
nor my ideas of new marketing.
It was at this time I gave up looking and considered going back to school. Instead, fate intervened. I
got an email from my ex-wife (who knows my boss, the woman who hired me) telling me about this
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new position at AmeriFirst Home Mortgage.

prepare content for our website and they must be proficient in all forms of social media
& networking, including Facebook & Twitter, you tube channels, video & written blogging.
Excellent writing skills required. Previous real-time marketing, public relations, newspaper, TV or media experience helpful. Send resume, salary requirements and samples of
your work…

The bells and whistles went off for me. “This is perfect!” So I sent in my resume, scored an interview
and ended up with the job. The lesson here: don’t burn bridges, even if it is your ex-wife!
Actually the lesson here is that when you’re looking for a marketer in this new world, look for someone with content creating experience. As the producer of a morning news hour, I wrote and edited
tons of scripts, all written for an easy read on a teleprompter. News scripts are supposed to be conversational and easy to understand. Viewers are busy and barely half-listening. Easy to hear and understand is vital. It’s the same when it comes to blogging for business. Unless you’re writing for brain
surgeons, it’s not supposed to super-technical. Clean and correct, but conversational and engaging.
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Marketing/Communications Specialist – Local mortgage lender seeks someone to
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Here’s the actual posting:

It helped that my skills also included shooting and editing video, as well as a limited experience
behind a microphone. I ended up as the face of AmeriFirst and our 60 Second Mortgage Tips among
other videos. A varied skill set is helpful.
So that’s my story. I found work in this new world of marketing through my experience as a content
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creator. That’s the kind of person you want. Content is king, context is god. You want to find someone who can write, and has a multimedia way about them. Producers, reporters, photojournalists

when it bought her company oneforty – she has thousands of followers and has been featured on
TV… You should look for someone with higher than average numbers and an understanding of how
to build an audience.
Building an audience involves much more than simply having more friends or followers. That’s a
vanity (and useless) metric. You can buy Facebook likes and Twitter followers, but that doesn’t mean
your audience is valuable. The key is to build a relevant and powerful audience. Does your audience
share your content? Thank them when they do. Does your audience buy what you’re selling? Can
you measure the return on investment? These are important questions to ask yourself as well as the
inbound marketer you’re looking to hire.

*The acronym D-CAR is inspired by the Halligan/Shah book “Inbound Marketing.” In it, they put the skill set in
order of DARC. I believe “creative” goes higher on the list, hence D-CAR. Thank you for the inspiration guys.
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So while you may not find the next Laura Fitton – an author and entrepreneur HubSpot inherited
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and other journalism professionals are a great place to start.

Marketing lessons learned
from a tv newsroom
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Test, test, test! Even though callers to the newsroom would complain about “all the negative news”
shown on TV, the most popular and shared articles online were about car crashes, child molester

they like. This tracking and testing can help you hone your marketing department into a finely tuned
revolutionary machine.
Trust people. If you hire smart, driven people you will have a winning
team when you let them flourish. Squashing talent is a lonely world to
live in, and a terrible way to do business. Let your talented people help
get your message out there. Empower them to help spread the love.
Newsrooms are often incubators for oppression. I’m not sure if it’s a
fear of losing one’s job to the up and coming producer or the young
reporter, but it’s hard to get ideas heard and validated. Don’t be that
kind of business owner. Let your marketing team, that understands
social media, teach you the benefits of it and the way of the new
world. like AmeriFirst Home Mortgage has done.
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track your online visitors to see where they came from, what they downloaded or viewed, and what
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and embezzlers. Even if you think you know your audience, they may not know themselves. You can

YOUR TAKEAWAY
Business Owners
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If you have a business and you’re looking to make your way in this new world of digital economy,
consider a non-traditional route. Be brave and try something new and outside of the every day. Look,

content and inbound marketing. Find someone to help create a blog and offer relevant articles to
your leads. Try to convert those visitors into leads with simple forms and nurture them with email.
Inbound marketing isn’t a magic pill that will make you millions, but it
is one step in the journey of success in the digital world. Find a content creator like a writer, a journalist, a blogger or a reporter. Maybe
an social media person in your local area (look on LinkedIn!) would be
a good candidate to join your team – even if it’s part-time to start with
as an experiment.
Keep in mind that it’s a marathon, not a sprint. You wouldn’t expect a
television ad campaign to turn into sales in a month or two, so have
patience when it comes to inbound marketing. You’ll see a return on
your investment.
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your mind. But if you’re spending $20,000 a year on advertising, consider devoting 10% of that to
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if what you’re doing now is working for you and you don’t want to try something new, I can’t change

Job Hunters
If you’re in a career going nowhere and you’d like to join a revolution, consider turning your talents
to inbound marketing. Creating content to gain an audience and turning those visitors into leads
is a great way to spend your energy. If you have experience with any kind of media, you’re on the
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right track.

Familiarize yourself with this new world, and don’t be afraid to explore and learn something new.
Who knows, maybe you’ll change the world!
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measure their ROI (return on investment) of things like social media and search engine optimization.
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Keep in mind that this is new territory for a lot of folks. Be patient with business owners who want to

RESOURCES
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of these I use, some I’ve used in the past. Others I’ve tested and see value. A few of them my
friends use. This is not meant to be a list of endorsements, but simply a place for you to begin

Email:

HubSpot
www.hubspot.com

MailChimp
www.mailchimp.com

Act On
www.act-on.com

Constant Contact
www.constantcontact.com

Marketo
www.marketo.com

Good Companies. Good
Reads. Smart People.
Web Ink Now
(David Meerman Scott)
www.webinknow.com
Human Business Works
(Chris Brogan)
www.humanbusinessworks.com

Vocus
www.vocus.com

SEO:

Video Marketing:

SEOmoz
www.seomoz.org

The Sales Lion
(Marcus Sheridan)
www.thesaleslion.com

Google Analytics
www.google.com/analytics

Unmarketing (Scott Stratten)
www.unmarketing.com

BrightEdge
www.brightedge.com

Social Media Explorer
(Nichole Kelly)
www.socialmediaexplorer.com

Content Discovery Tool:

Inbound Commerce
(Sam Mallikarjunan & Mike Ewing)
www.inboundcommerce.com

Pixability
www.pixability.com
Wistia
wistia.com

Social Media Tools:
HootSuite
www.hootsuite.com
Buffer App
www.bufferapp.com
TweetDeck
www.tweetdeck.com

BrightInfo
www.brightinfo.com

HubSpot
(Brian Halligan & Dharmesh Shah)
www.hubspot.com
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Marketing Software:
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your research.
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If I can leave you with one last piece of advice patient reader it’s this: Surround yourself with people
smarter than you with whom you can brainstorm and enjoy this marketing revolution. Tom Schwab
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theinboundevangelist.com
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