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Index
A
A/B testing, 113–114, 734
About section, on Facebook pages, 

493, 501–502
account level, attributing metrics 

at, 104–109
accounts
engaging, 112–113
settings (Pinterest), 641
TikTok, 658–666

achievements, assessing, 465
acknowledgement, as an attention 

trigger, 29–30
Acquisition campaign, 72–74
actions
on Facebook brand page, 514
Pinterest habit and, 24
taking, 134–135

activating leads and customers, 68
Ad Center (Facebook), creating ads 

with, 533–534
Adams, Peter, 719
Add friends (TikTok), 662
adding
cover photos to Facebook pages, 

496–498
profile photos to Facebook 

pages, 495–496
text posts to Instagram, 568–570

addressing wants, needs, and pain 
points, 313–314

AddThis, 382
AddToAny, 382
administrative functions, for 

Facebook pages, 499–501
Ads button (Pinterest), 642
advanced messaging, on Facebook 

pages, 499
Advanced People search, 

generating leads with, 
689–691

advertisers, what you need to 
know from, 331

advertising
analyzing competition using, 206
artificial intelligence (AI)
benefitting from, 189–190
getting started with, 188–189
reviewing using AI, 190–193
types of, 192–193

creating, 190–191
enhancing word of mouth 

(WOM) with, 444–445
on Facebook, 529–540
on Facebook pages, 500–501
Instagram stories, 578
native (NA), 330
referencing Facebook pages 

in, 546
viral seeding and, 631
on YouTube, 631–632

advertising spend, attributing to 
revenue, 116–117

advocacy building, as a marketing 
objective, 69

advocate marketing, 112
Advocate stage, of customer 

journey, 75
affiliate marketing, 460
affiliate model, 42
aggregated visual content
about, 238, 239
working with, 247–248

aggregation, for content 
curation, 242

agile, being, 470
Ahrefs, 154, 600
Airbnb, 42
akamai, 162
Akoonu, 716
Albert.ai, 192
Alibaba, 709

Allrecipes.com, 348
Alltop, 371
<alt> tag, optimizing in 

Google, 352
Amanda Foundation, 331
Amazon, 21, 50, 100, 101, 162, 

348, 356
American Express, 60
American Psychological 

Association, 434
Analytics button (Pinterest), 642
Anderson, Chris (author)

The Long Tail: Why the Future 
of Business Is Selling Less of 
More, 45

annual promotional plans, 
creating, 392

anticipating future needs, 729
Apple, 50, 100, 215
Apple Music, 47
application, in brand positioning 

strategy, 54
application programming 

interface (API), 104
application-specific bookmarks, 

utilizing, 375–376
apps
connecting Pinterest to 

other, 641
personalization of, 216

art projects, for Facebook 
Live, 589

article, context and, 318
artificial intelligence (AI)
about, 177–178, 179
benefitting from, in advertising, 

189–190
common patterns, 182–183
concepts, 179–180
digital marketing and, 180–181
getting started with in 

advertising, 188–189
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artificial intelligence (continued)

importance of, 178–179
marketing in the metaverse, 

187–188
metaverse considerations, 

186–187
reviewing advertising using, 

190–193
tools
about, 195
AI-driven personalization, 
218–219

benefits of chatbots, 196–197
benefits of personalization, 
213–214

brands and, 216–218
chatbots, 195–201
content marketing, 201–211
creating chatbots, 199–201
customer service with 
chatbots, 197–198

delivering chatbots, 199
getting started with content 
marketing, 203–211

importance of data, 214–215
importance of personalization, 
211–212

internal focus for chatbots, 
198–199

personalization, 211–219
producing content for 
customers, 202

ways to use in digital marketing, 
183–186

ascension campaigns, 271, 
398–399

asking for engagement, in 
YouTube, 353

aspect ratio, 354
assets, optimizing for specific 

channels, 349–359
assigning writers, 290–292
Association for Talent 

Development, 173, 174
@reply, on Twitter, 615–616
attendance to in-person/virtual 

events, as a top goal, 16–18

attention, branding, connection, 
and direction (ABCD), 
631–632

attention, in attention, branding, 
connection, and direction 
(ABCD), 631

attitudinal data, 123
attracting subscribers, with 

YouTube, 625–626
attributing
advertising spend to revenue, 

116–117
metrics
at account level, 104–109
at campaign level, 108–109

audiences
connecting with, 444–445
distributing content to attract, 

271–274
education of, as a top goal, 

16–18
engaging with storytelling, 

275–281
expanding, 111
knowing
on TikTok, 668–671
your, 467–468

researching needs of, 204
retention of, 354
talking to your, 574–575
for TikTok, 658

audio podcasts
as content, 252, 253
in top of the funnel (TOFU), 261

augmented reality (AR), 187
authority, as a principle of 

persuasion, 433
Authostream, 252
automaticity, as an attention 

trigger, 29–30
automation
automated ad placements, 192
automated keyword research, 

optimizing content with, 
204–206

automated personalization, 212
of marketing, 725

autonomous systems AI 
pattern, 183

avatars (buyer personas)
about, 61, 131
avoiding common mistakes, 

141–142
choosing, 270
collecting information, 136–141
for content, 232, 233
creating content based on, 

308–312
developing, 132–135
documenting, 140–141
identifying prospect’s 

emotions, 143
keeping up with trends, 144–146

avoiding common mistakes, 
141–142

Awareness stage
in buyer’s journey, 158
in marketing funnel, 258–259

Ayoya, 253

B
B2B campaigns
about, 103–104
return on investment (ROI), 

115–117
setting key performance 

indicators, 104–113
testing, 113–115

Backlinko, 240
Baker, Kristen
“The Ultimate Guide to Viral 

Campaigns,” 236
balancing marketing campaign 

calendars, 77–78
BarkBox (blog), 34
Barrett, Jeanna, 187
Bartlettschenk, 169
Basic stats (TikTok), 679
before-and-after photos, for 

Instagram, 575–576, 577
behavioral data, 123
behind-the-scenes photos/videos
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for Facebook Live, 588
for Instagram, 576

being agile, 470
being real, 477
Ben and Jerry’s, 186, 198
beneficiaries, creating content 

based on, 311
benefit subject lines, 403–404
benefits
of brand audits, 705
in brand positioning strategy, 54
of content plans, 224–226
of defined frameworks, 285–287
of live streaming, 580–582
of repurposed content, 246
of social bookmarks, 368–369
of social media marketing on 

YouTube, 624–625
of social news services, 368–369

Bhargava, Rohit
on content creation, 242
“The 5 Models of Content 

Curation,” 242
Non-Obvious Megatrends: How 

to See What Others Miss and 
Predict The Future, 145

big data
about, 122
defined, 121
Four Vs of, 124
problems with, 123–124
role in content marketing of, 

124–126
types of, 122–123
visualizing, 130

Biggerplate, 254
billing, recurring, 102
Birch, Kate
“5 human behaviours that will 

shape business in 2022,” 
22–23

Birchbox, 102
Bit.ly, 304
black hats, 341
blacklist, 321

Blanchard, Marc, 64–65
blocking people, on Twitter, 617
Blog of the Social Media Strategies 

Summit, 186
Blog topic generator, 208
BlogAbout by Impact, 208
blogs
content marketing compared 

with blogging, 256
cross-promoting content with 

posts, 319
Facebook Live for bloggers, 580
leveraging Facebook presence 

via, 544–545
posts
in content libraries, 304
in top of the funnel (TOFU), 260

as a primary influencer platform, 
415–416

Sales Enablement (SE),  
173–174

using bloggers as distribution 
channels, 602–603

viral seeding and, 631
blurb, on Facebook brand 

page, 514
board covers, optimizing for 

Pinterest, 354–355
boards (Pinterest), 634,  

644–646
body copy
writing, 404
writing in Google, 352

book readings, for Facebook 
Live, 587

bookmarks. See social bookmarks
Boomerang setting 

(Instagram), 566
Boost a Post ads, 531–532
Botisfy, 200
bottom of the funnel (BOFU), 

258–259, 264–265
Brafton, 291, 292
brain, 276
Brain Facts, 276
Brainshark, 252

brainstorming
content assets, 270–271
ideas for live video, 587–589
for keywords, 345–346
tools for, 208
troubleshooting, 266

brand audits, conducting, 705–707
brand awareness
about, 53
as a benefit of influencer 

marketing, 435
creating with content 

strategy, 513
as a measure, 64
as a top goal, 16–18

brand description, on Facebook 
brand page, 514

brand differentiation, 57–58
brand identity, developing, 

314–315
Brand Keys, 51
brand logo, on Facebook brand 

page, 514
brand loyalty, as a measure, 64
brand positioning map, 58–59
brand positioning statements, 

writing, 59–60
brand positioning strategies, 

choosing, 53–56
brand recognition, 53, 599
brand scaling
about, 699–700
approaches to, 704–705
creating a plan for, 707–711
for service brands, 710–711

brand stories
sharing, 513–515
sharing on Facebook pages, 498

branded queries, 342
branding
in attention, branding, 

connection, and direction 
(ABCD), 631

as a benefit of social media 
marketing on YouTube, 624

with Facebook pages, 491–492
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brands
about, 39
AI personalization and, 216–218
developing success measures 

for, 63–64
discovering your, 50–52
established, 424–427
on Facebook, 489–491
finding on Twitter, 613
liking other, 505
positioning, 53–60
producing engaging branded 

content, 64–65
promoting on Instagram, 556
protecting, 456–457
reexamining, 702
reviewing status of, 703–704
searching for on Pinterest, 

636–637
separating from business model, 

40–48
size of, 427–429
solidifying, 60–63
startup, 429–430
style guide for, 713

breaking news, 129
broadcast emails, 389
broadcasting announcements, of 

products, 599
browser button (Pinterest), 654
browsers, checking pages render 

correctly in all, 743
bubble.us, 253
budgeting
about, 116
decision-making about, 191–192

Buffer, 210
building
ads
about, 190–191
with Ad Center, 533–534

annual promotional plans, 392
brand awareness with content 

strategy, 513
brand identity, 314–315

brand recognition, 599
buyer personas, 132–135
chatbots, 199–201
community and advocacy, 69
content
about, 208–210
based on personas, 308–312
content libraries, 300–312
content plan, 223–236
content strategy, 203–204
for customers, 202
for Facebook pages, 515–516
by industry vertical, 307
for TikTok, 673–674
using stories, 281–283
worthy of links, 361
for YouTube, 627

contests on Facebook, 523
cover designs on iTunes, 357
culture of content (CoC), 18–19
customized channels, 626–627
email campaigns, 395–401
engagement reports,  

729–730
engagement with campaigns, 

75–77
engaging branded content, 

64–65
Facebook content strategy, 

512–513
Facebook events, 507–509
Facebook Groups, 524–525
Facebook marketing plans, 

511–528
frameworks for media mixes, 

335–338
generous content, 360–361
influencer contracts, 454–457
influencer systems, 440–441
Instagram Stories, 565–567
keyword-targeted product pages 

on Amazon, 356
leads
with Advanced People search, 
689–691

with educational content, 
87–89

with tools, 89–91
marketing plans, 392–394
mission statements, 13–14
90-day rolling calendars, 395
optimization hypothesis, 741
pillar content, 234
Pinterest boards, 646
polls on Facebook, 521
product names on Amazon, 356
promotional calendars, 390–395
quizzes on Facebook, 521–522
resonance with viral 

seeding, 631
review processes, 726–727
sales for Amazon, 356
scaling plans for brands, 

707–711
stories, 281–282
success measures for brands, 

63–64
30-day calendars, 394–395
thumbnails in YouTube, 352–353
TikTok accounts, 658–666
titles on iTunes, 357
Twitter campaigns, 618–619

Builtin, 129
bullet lists, for focusing customer 

attention, 33
bundles, 101
business case, for content, 232
Business hub (Pinterest), 643
Business icon (Pinterest), 642
Business Model Canvas, 48–49
Business Model Generation 

(Osterwalder and Pigneur), 
48–49

business models
about, 39, 699–700
analyzing, 48–50
enhancing, 702–703
revising canvas for, 701–702
separating from brand, 40–48
validating, 700–703
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business news
about, 238, 239
working with, 249–250

Business Wire, 601, 602
Butow, Eric (author)

Instagram For Business For 
Dummies, 552

Buyer Persona Institute, 142
buyer personas (avatars)
about, 61, 131
avoiding common mistakes, 

141–142
choosing, 270
collecting information, 136–141
for content, 232, 233
creating content based on, 

308–312
developing, 132–135
documenting, 140–141
identifying prospect’s 

emotions, 143
keeping up with trends,  

144–146
buyer’s journey
about, 147–148
commercial intent, 151–153
for content, 233
defending against competitors, 

153–157
harnessing customer 

experience, 148–150
identifying stages of,  

157–162
personalizing content,  

162–163
showing engagement in, 117

buying
process for, 158–159
programmatic (PG), 330–331
reasons for, 402–403

buzz, impact vs., 27–28
BuzzFeed, 371
BuzzStream, 602
BuzzSumo, 155, 206, 438–439
BuzzSumo Trends, 145, 146
Bynder, 62

C
calculating
influencer payments, 459
test timeline, 742

call to action (CTA), 243, 269, 299, 
317, 334, 628, 740

Call to Action button (Facebook 
pages), 493

calling tests, 744
camera roll, uploading photos/

videos to Instagram from, 
567–568

campaign fronting, as a benefit of 
influencer marketing, 435

campaign level, attributing metrics 
at, 108–109

campaigns
analyzing competition using,  

206
B2B
about, 103–104
return on investment (ROI), 
115–117

setting key performance 
indicators, 104–113

testing, 113–115
email, 395–401
social bookmark, 369–371
social news, 369–371
timing for, 466–467
Twitter, 618–619
viral, 629–631

Campbell, Joseph
The Hero with a Thousand Faces, 

281–282
Camtasia, 252, 253
CAN-SPAM Act, 386
Canva, 252, 353, 354
capital, in brand scaling plans,  

708
Captivology: The Science of 

Capturing People’s Attention 
(Parr), 29–30

case studies, in content libraries, 
302–303

cataloging products and services, 
390–392

categories
of influencers, 437–438
of video clips for YouTube, 

627–628
Cause customers to ascend stage, 

of customer journey, 74–75
celebrities, as influencers, 437
Cemper, Christoph C., 27–28
centralized model, for 

governance, 289
Ceros, 36, 37
Chaiffetz, Dina, 23–24
challenges, on TikTok, 667
Channel promotions, as one of Six 

C’s of digital strategies, 11
channels
about, 316
AI advertising and, 189
on business model canvas, 49
choosing, 271
creating customized, 626–627
delivering content on right, 319
favorites, as a benefit of 

influencer marketing, 435
optimizing assets for specific, 

349–359
charitable events, Facebook Live 

for, 580
charity auctions, for Facebook 

Live, 588
chatbots
about, 182, 184, 195–196
benefits of, 196–197
creating, 199–201
customer service with, 197–198
delivering, 199
internal focus of, 198–199

ChatFuel, 200
cheat sheets
generating leads with, 89–90
website, 2–3

Check-back Analysis, as one of Six 
C’s of digital strategies, 11–12

checking
links, 743
pages render correctly, 743
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Cheetah Digital and 
Econsultancy, 214

Chernov, Joe, 308
Chief Financial Officer (CFO), 

109, 311
Chief Information Officer 

(CFO), 311
Chief Marketing Officer Council 

World Wide, 224
Choo, Jimmy, 468
choosing
brand positioning strategies, 

53–56
channels, 271
content for social news 

services, 374
content to share on Instagram, 

574–577
contractors, 712–713
employees, 712–713
goals for Facebook ads, 531–533
key performance indicators 

(KPIs), 17–18
marketing campaigns, 78
metrics to track, 741–742
page elements to optimize, 

738–740
personas (avatars), 270
photos for Instagram, 560–561
queries to target, 345–347
vehicles, 271
videos to create for TikTok, 

666–667
Christensen, Clayton, 40–41
Christian Siriano, 468
chronology, for content 

curation, 242
Cialdini, Robert

The Psychology of Persuasion, 
432–433

“Towel Reuse Study,” 434
Cision, 332, 601
claiming
profiles, 358–359
websites, 641

Clerk.io, 219

click performance, tying influencer 
payments to, 460

ClickBank, 42
Clicking with Artificial Intelligence 

(AI), as one of Six C’s of digital 
strategies, 9–10

ClickPress, 602
clicks, 108–109, 405–407
Clickz, 198
clients
finding on Twitter, 613
mining for, 688–693

Closed/Won customer, 109
closing deals, 693–696
cloud storage, utilizing, 178
cloud-based content 

database, 166
cloud-based training, 171
coaching sales reps, 172
co-broadcasts, for Facebook 

Live, 587
Coca-Cola, 60
Cognilytica, 182
collaboration
influencer marketing and, 

431–447
in Upland Kapost Content 

Maturity Model, 718
Collaboration pillar, 169
colleagues, company stories 

from, 280
collecting information,  

136–141
color, design of, 61
combining offers, 115
commenting, 635
Commerce Manager, 539
commercial intent, 151–153
commitment
as a principle of persuasion, 433
in Upland Kapost Content 

Maturity Model, 718
communicating
as one of Three Cs, 450–454
personal, 450–451
your mission statement, 12–16

community
building, as a marketing 

objective, 69
engaging with via Facebook Live, 

586–587
increasing with content strategy, 

512–513
inviting people to join your 

Facebook, 503–506
Community section, on Facebook 

pages, 493
company benefits, 213–214
Company Strategy, as one of Six 

C’s of digital strategies, 8
comparing cost-per-click (CPC), 

109–110
comparison/spec sheets, in 

bottom of the funnel 
(BOFU), 265

compelling offers, 451–453
Compensating, as one of Three Cs, 

457–461
competition
analyzing, 206
brand positioning and, 56–57
knowing on TikTok, 668–671

competitive advantage, 166–167
competitors
defending against, 153–157
researching, 153–155
studying links, 360

completing TikTok profile, 
659–661

components
of design, 60–61
of digital strategies, 7–12
of Facebook pages, 492–495

conducting
brand audits, 705–707
content audits, 228–229
one-on-one interviews, 139–140

confirmation, data visualization 
for, 130

connections
in attention, branding, 

connection, and direction 
(ABCD), 632
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with audiences, 444–445
finding, 597

Consideration stage, in buyer’s 
journey, 158

consistency, as a principle of 
persuasion, 433

Constant Contact, 543, 595, 597
Consumer Reports, 376
contact information
on Facebook brand page, 514
on Facebook pages, 493

contact points. See touchpoints
contacts, tracking, 601
content
about, 237, 299–300, 316
addressing wants, needs, and 

pain points, 313–314
AI advertising and, 189
for B2B audience, 299–321
basing on personas, 308–312
business case for, 232
for buyer’s journey, 160–161
content categories, 237–239
creating
about, 208–210
brand identity, 314–315
content library, 300–312
for Facebook pages, 515–516
generous, 360–361
for TikTok, 673–674
worthy of links, 361
for YouTube, 627

cross-linking, 360
cross-promoting, 319–320
curating, 206–208
customizing, 268–269
delivering on right channels, 319
demonstrating thought 

leadership with, 312–313
determining maturity of, 

226–228
distributing
about, 210–211
to attract audiences, 271–274

emphasizing, 603

employing
content strategies, 316–318
curation, 241–243
to serve customers, 20–22

evaluating
about, 223–229
content of competitor’s, 
155–157

effectiveness of, 320–321
maturity of, 717–718

extending business news, 
249–250

finding, 598
humanizing, 312–315
importance of storytelling, 

305–306
improving
about, 208–210
personas with, 132–134

interactive, 36–37
live video content, 248–249
making easy to consume, 30–35
managing content formats, 

252–254
offering online courses, 250–251
optimizing
with automated keyword 
research, 204–206

for keywords in YouTube, 
353–354

original short- and long-form 
content, 239–241

personalizing
about, 162–163
messages, 314

pinning to Facebook pages, 498
posting on Facebook, 542–543
producing content by industry 

vertical, 307
real-time, 125–126
repurposing content to add 

value, 245–247
selecting
for social news services, 374
what to share on Instagram, 
574–577

sharing on Instagram, 598
specialized, 234–236
structuring using stories, 

281–283
technology and, 316–321
top-down editorial, 415
trying new, 114–115
user-generated content, 

244–245
viewing aggregated visual 

content, 247–248
content assets, brainstorming, 

270–271
content audits
conducting, 228–229
for content, 232, 233

Content Campaign Plan, 269
content consumption, 135
content ecosystem, mapping, 

230–231
content formats, managing, 

252–254
content framework
about, 285
benefits of, 286–287
determining roles and 

responsibilities, 289–290
documenting policies and 

procedures, 295–298
examining systems needed, 

287–289
finding and assigning writers, 

290–292
managing workflow,  

290–295
organizing content process, 

285–289
using editorial calendars, 

293–295
content libraries, creating, 

300–312
Content Management System 

(CMS), 287
content managers
about, 290
documentation needed for,  

296
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content marketing
about, 73, 201
blogging compared with, 256
deploying AI for, 184
dynamics of, 256
executing, 269–271
finding path to, 257–269
getting started using AI for, 

203–211
impacting, 128–129
improving, 125
producing content for 

customers, 202
role of big data in, 124–126

“Content marketing: a customer-
centric manifesto”  
(De Clerck), 21

Content Marketing Institute, 
16, 287

content plan
about, 223
benefits of, 224–226
components of,  

232–233
conducting content audits, 

228–229
creating
about, 223–236
pillar content, 234

determining content maturity, 
226–227

evaluating content,  
227–229

going viral, 236
interviewing stakeholders, 

227–228
mapping content ecosystem, 

230–231
picturing website content, 

231–232
specialized content,  

234–236
using graphics and other 

visuals, 235
utilizing evergreen content, 

234–235
visualizing sites, 229–232

content strategy
creating on Facebook, 512–513
developing, 203–204
technology and, 316–318

content system administrators
about, 290
documentation needed for, 

296, 297
Content tab (TikTok), 677
Contently, 291
ContentStudio, 294
“The Content Operation Maturity 

Model” (Kapost), 226–228
contests, 523, 606–607
context
about, 316, 318
of search queries, 344

continuity campaigns, one-off 
events versus, 485–486

Contracting, as one of Three Cs, 
454–457

contractors, choosing, 712–713
contracts, with influencers, 422
contributors, 290
controlling
about, 455
in brand scaling plans, 707–708
content formats, 252–254
crises, 480
damage control, 470
notifications on Instagram, 559
workflow, 290–295

convenience, in brand positioning 
strategy, 55

conversation and human 
interaction AI pattern, 183

Conversation bubble 
(Pinterest), 642

conversational AI, 196. See also 
chatbots

Conversion stage, in marketing 
funnel, 258–259

conversion tracking codes (PPC 
tracking codes), 193

Convert stage, of customer 
journey, 73–74

converting prospects to 
customers, 349

cookie-based targeting, 111
cookies, 215
Cooper, Alan (author)

The Inmates Are Running the 
Asylum, 132

copywriting, incorporating in 
stories, 282–283

corporate mindset, expanding, 
18–22

Corporate Social Responsibility 
(CSR), 250

Cortex.ai, 192
CoSchedule, 283, 294
Cosmopolitan (magazine), 102
cost
as a benefit of social media 

marketing on YouTube, 624
in brand positioning strategy, 

55–56
of logos, 62

cost per click (CPC), 109–110, 
193, 725

cost structure, on business model 
canvas, 50

cost-effective targeting, as 
a benefit of influencer 
marketing, 435

cost-per-thousand impressions 
(CPM), 109

coupon clubs, generating leads 
with, 91

coupons, 605–606
cover designs, creating on 

iTunes, 357
cover photos
adding to Facebook pages, 

496–498
on Facebook brand page, 514
on Facebook pages, 493

Cox, Lindsay Kolowich
“27 Mission and Vision 

Statement Examples That Will 
Inspire Your Buyers,” 14, 16

Crayon, 206
Crazy Egg, 740
Create button (Pinterest), 642
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Creating Quality Content, as one 
of Six C’s of digital strategies, 
10–11

creative freedom, offering, 
452–453

creative materials necessary, 331
creativity
about, 473–474
going for it, 476–478
managing crises, 480
personal trends and 

preferences, 475–476
preventing crises, 478–479
troubleshooting, 478–480
walking the walk, 474

credibility
in brand positioning strategy, 56
as a top goal, 16–18

crises
managing, 480
preventing, 478–479

cross-linking content, 360
cross-promoting
content, 319–320
email newsletters and social 

media channels, 597
Facebook pages, 543–544

cross-sell offers, 100–101
cultivating influencers, 600–601
culture of content (CoC), creating, 

18–19
curated content
about, 206–208, 238
working with, 241–243

curiosity subject lines, 403
current status, evaluating, 

167–169
custom usernames, utilizing for 

Facebook pages, 502–503
customer advocacy, influencing 

with, 442–444
Customer Advocate stage, 104
customer attention
about, 25–26
deploying interactive content, 

36–37

making content easy to 
consume, 30–35

seeking, 26–28
triggers, 29–30

customer benefits, providing, 213
Customer Centricity: Focus on the 

Right Customers for Strategic 
Advantage (Fader), 21

customer data
about, 121
big data, 122–124
Internet of Things (IoT),  

127–129
role of big data in content 

marketing, 124–126
visualizing big data, 130

Customer Experience, as 
one of Six C’s of digital 
strategies, 8–9

customer experience, harnessing, 
148–150

“Customer Experience Equally 
Important as Price for Today’s 
Modern Consumer,” 148

“Customer Experience in the 
Internet of Things: Five Ways 
Brands Can Use Sensors 
to Build Better Customer 
Relationships” (Groopman), 
128–129

customer feedback, importance 
of, 134

customer intent
about, 255
brainstorming content assets, 

270–271
capturing leads through search 

marketing, 272
choosing
personas (avatars), 270
vehicle and channel, 271

customizing content, 268–269
distributing content to attract 

audiences, 271–274
dynamics of content 

marketing, 256
executing content marketing, 

269–271

finding path to content 
marketing, 257–269

marketing funnel, 258–265
marketing through email, 272
paying for traffic, 273–274
planning for ascension, 271
segmenting marketing with 

content, 267–268
using social media to drive 

traffic, 272–273
customer lifetime value (CLV), 

21–22
Customer Relationship 

Management (CRM) system, 
103–104, 106–109, 166, 
724–725

customer relationships, on 
business model canvas, 49

customer segments, on business 
model canvas, 49

customer service
about, 728
in brand positioning strategy, 55
continuing improvement for, 731
questions for, 740

customer shares, cross-promoting 
content with, 319

customer stories, in bottom of the 
funnel (BOFU), 264

Customer Upsell/Cross-sell 
stage, 104

customers
acquiring, as a marketing 

objective, 68
activating, as a marketing 

objective, 68
campaigns generating new, 

72–74
campaigns monetizing, 74–75
company stories from, 280
converting prospects to, 349
knowing your, 552–553
monetizing, as a marketing 

objective, 68
onboarding, as a marketing 

objective, 68
producing content for, 202
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customers (continued)

targeting with email newsletter 
campaigns, 595

using content to serve, 20–22
customizing content, 268–269
“Cutting through the Noise in 

Marketing Personalization” 
(Grasso), 202

D
damage control, handling, 470
data. See also big data; 

customer data
collecting an abundance of, 178
getting from third-party 

tools, 680
importance of, 214–215
qualitative, 739–740
for TikTok, 674–680
types of, 136–137

data analytics, 166
data silos, 103–104
De Clerck, J-P
“Content marketing: a customer-

centric manifesto,” 21
deals, closing, 693–696
Dean, Jeremy, 277
debt financing, in brand scaling 

plans, 708
Decision stage, in buyer’s 

journey, 158
decision-making
about budgets, 191–192
finding decision-makers, 

691–693
deep discount EPOs, 82, 94–99
deep learning (DL), 180
deep learning algorithms, 180
defending, against competitors, 

153–157
defining
goals in Google Analytics, 

742–743
search queries, 344

deliverability, of email, 408–410

delivering
chatbots, 199
content on right channels, 319
reports, 724–726
results, 724–726

Dell, 170–171
Demandbase, 112
demand/lead generation, as a top 

goal, 16–18
Demio, 252
demographics
about, 136, 331
in Insights, 526

demonstrations
in bottom of the funnel 

(BOFU), 264
of thought leadership, 312–313

deploying
AI for content marketing, 184
interactive content, 36–37
listening tools, 137–139

descriptive data, 123
design
components of, 60–61
elements of, 32–35

Design pillar, 169
designers
about, 290
documentation needed for, 

296, 297
designing effective emails, 

401–405
desired effect, in mission 

statement, 14
determining
content maturity, 226–228
needs, 327–328
roles and responsibilities, 

289–290
Diamonds (TikTok), 680
Dietrich, Gini, 326
differentiation, 57–58
Digg, 366–367
DIGIDAY, 244

digital advertising, enhancing with 
AI, 185

digital asset management (DAM), 
61–63

digital magazines and books, in 
top of the funnel (TOFU), 261

Digital Marketer, 269
digital marketing
artificial intelligence (AI) and, 

180–181
ways to use AI in, 183–186

digital strategy
about, 7
communicating your mission 

statement, 12–16
components of, 7–12
establishing goals, 16–18
expanding corporate mindset, 

18–22
user design and habits,  

22–24
direct competitor, 56
direct mail, in content 

libraries, 305
direct messages (DMs)
on Twitter, 615–616
using to send stories in 

Instagram, 572–573
direction, in attention, branding, 

connection, and direction 
(ABCD), 632

directors, creating content based 
on, 310

discount clubs, generating leads 
with, 91

discounts
about, 605–606
offering on Facebook,  

523–524
as shareable content, 517

Discover button (TikTok), 662
Discover icon (TikTok), 663
Disney, 61, 129
disruption, as an attention trigger, 

29–30
distillation, for content 

curation, 242



Index      753

0005503621.INDD 753	 Trim size: 7.375 in × 9.25 in� November 16, 2022 3:59 PM

distributing
content
about, 210–211
to attract audiences, 271–274

news, 601–603
distribution channels, using 

bloggers as, 602–603
DIY projects, for Facebook 

Live, 588
documenting
personas, 140–141
policies and procedures, 

295–298
documents, in content 

libraries, 303
Dollar Shave Club, 102
domain-keys identified mail 

(DKIM), 321
Dove, 631
down arrow (Pinterest), 642
downloads, growing on 

iTunes, 357
Drebes, Larry, 163
driving
likes to Facebook pages, 

548–549
sales with content strategy, 512
traffic
with content strategy, 513
with Pinterest, 654–656
with press releases, 599
using SEO, 547–548
using social media, 272–273

Dropbox, 46–47
Drucker, Peter (management 

expert), 63
duration calculator, 742
dynamic CPM, 110–111
Dynamic Yield, 219

E
earned media
about, 230, 327
evaluating, 720
in media mix, 338
utilizing, 331–332

earning links, 359–362
EarthWeb, 549
e-books, in content libraries, 301
EchoSign, 455
ecosystem, reevaluating, 718–721
editorial calendars
for content, 233
content libraries and, 305
using, 293–295

editors
about, 290
documentation needed for, 296

education
data visualization for, 130
educational resources as gated 

offers, 263
generating leads with 

educational content, 87–89
as a value, 83

Elegant Themes, 381
elevation, for content 

curation, 242
email campaigns, creating, 

395–401
Email Hunter, 442
email marketing
about, 272, 385–386
broadcast emails, 389
creating
email campaigns, 395–401
promotional calendars, 
390–395

designing effective emails, 
401–405

effectiveness of, 305
ensuring email deliverability, 

408–410
follow-up emails, 389–390
getting more clicks and opens, 

405–407
leveraging Facebook presence 

via, 544–545
promotional emails, 386–387
relational emails, 387
transactional emails, 387–388
writing effective emails, 401–405

EmailOnAcid, 321
Emarsys, 218
emotions
identifying for prospects, 143
power of, 471

emphasizing content, 603
employees
choosing, 712–713
company stories from, 280

encouraging
bookmarks, 378–380
site ratings, 378–380

e-newsletters, integrating social 
media with, 595–598

Engage stage, of customer 
journey, 73

engagement campaigns, 
75–77, 398

engagement per post, in 
Insights, 526

engaging/engagement
accounts, 112–113
in accounts KPI, 106
asking for in YouTube, 353
audiences with storytelling, 

275–281
building reports, 729–730
calculating influencer payments 

with metrics, 459
with community via Facebook 

Live, 586–587
influencers
about, 420–424
using the “Three Cs,” 449–462

measuring in minutes, 112
showing in buyer journey, 117

ensuring no testing conflicts, 743
entertainment, as a value, 83
entertainment venues, Facebook 

Live for, 580
entry point offers (EPOs), 82–99
environment data, 129
equity financing, in brand scaling 

plans, 708
Essential measure, 52
established brands, 424–427
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establishing
expertise with content 

strategy, 513
goals, 16–18
marketing objectives, 68–69

etiquette, for Twitter, 620–621
Etsy, 43–44
evaluating
achievements, 465
business models, 48–50
competition
about, 206
competitor content, 155–157
competitor links, 360
competitor’s websites, 154

content, 223–229
content maturity, 717–718
current status, 167–169
earned media, 720
generating leads with 

assessments, 91
owned media, 721
paid media, 718–720
potential opportunities, 728–730
shared media, 720
tests, 745–746

Evaluation stage, in marketing 
funnel, 258–259

event sponsor, context and, 318
events
in bottom of the funnel 

(BOFU), 265
context and, 318
creating for Facebook, 507–509
on Facebook brand page, 514

evergreen content, utilizing, 
234–235

Evernote, 47–48, 294, 443–444
examples, of mission statements, 

14–16
Excite stage, of customer 

journey, 74
executing
content marketing, 269–271
plans, 370–371
on tasks, 727–728

executives, creating content based 
on, 310

expanded engagement in 
accounts KPI, 106

expanding
audiences, 111
corporate mindset, 18–22

expectations
living up to, 730–731
setting, 455

experience, branded content 
and, 65

“Experience Is Everything,” 51
expertise, establishing with 

content strategy, 513
exploration, data visualization 

for, 130
Explore page (YouTube), 628
exposure, branded content 

and, 64
Express Writers, 291
external referrals, in Insights, 526
Eyal, Nir

Hooked: How to Form Habit-
Building Products, 24

F
F pattern, 30, 31, 32
Facebook
about, 377, 442, 529–530, 

536–537, 541–542
advertising and selling on, 

529–540
choosing goals for ads, 531–533
as a component of your 

marketing mix, 542–545
creating ads with Ad Center, 

533–534
cross-promoting pages, 543–544
determining whether to 

advertise, 530–531
Facebook Marketplace, 537–538
Facebook Shops, 539–540
integrating Instagram into other 

marketing channels, 549–552
knowing your customers, 

552–553

measuring ad’s ROI, 535–536
optimizing pages for search 

results, 546–549
as a primary influencer platform, 

417–418
promoting offline, 545–546
selling on, 520–521
Shop Now button, 538–539
targeting fans, 534–535
using with other social media, 

541–553
Facebook Groups, 524–525
Facebook Live
about, 126, 579–580
benefits of live streaming, 

580–582
brainstorming ideas for, 587–589
engaging with community via, 

586–587
on Facebook brand page, 515
setting up live stream, 583–586

Facebook marketing
about, 489, 511
About section, 501–502
administrative functions, 

499–501
appeal of brands on Facebook, 

489–491
branding with Facebook pages, 

491–492
bringing community in,  

519–524
components of Facebook pages, 

492–495
creating
content, 515–516
Facebook content strategy, 
512–513

Facebook events, 507–509
a plan, 511–528

enhancing Facebook pages, 
495–499

inviting people to join your 
community, 503–506

learning through Insights, 
525–528

liking other brands, 506
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making connections with 
Facebook Groups, 524–525

sharing, 516–519
sharing your brand’s story, 

513–515
using custom usernames for 

Facebook pages, 502–503
Facebook Marketplace, 520, 

537–538
Facebook Messenger, 197–198
Facebook Shops, 539–540
Facebook Social Plugins, 544
Facebook Store, 520
Fader, Peter (author)

Customer Centricity: Focus on the 
Right Customers for Strategic 
Advantage, 21

family, as influencers, 436
fans
finding on Instagram, 562–563
as influencers, 437
targeting with Facebook ads, 

534–535
FaqFox on WebFX, 204
Fark, 367
The Farmer’s Dog, 216–217
Favorites button (TikTok), 662
fear, as an emotion influencing 

buyers, 143
Fear of Missing Out (FOMO)
about, 433
as an emotion influencing 

buyers, 143
as a reason for buying, 403

features, in brand positioning 
strategy, 54

Federal Trade Commission (FTC), 
423, 456, 474

feedback, receiving with content 
strategy, 513

Feedly, 207, 376
Field & Main, 380
“50 Stats Showing the Power 

of Personalization” 
(Morgan), 315

final authority, 691–693
finding

attention, 26–28
connections, 597
content, 598
decision-makers, 691–693
fans on Instagram, 562–563
followers, 597
friends
to follow on Pinterest, 652
on Instagram, 562–563

influencers, 438–441
path to content marketing, 

257–269
people to follow on Twitter, 

609–610
product stories, 278–281
writers, 290–292

first-party data, 215
fitness coaches, Facebook Live 

for, 580
“Five Biggest Influencer Marketing 

Questions Answered” 
report, 437

“Five Strategies That Help Define 
a Seamless Customer 
Experience,” 149

“5 human behaviours that will 
shape business in 2022” 
(Birch), 22–23

“5 Ways to Stand Out in a Sea of 
Content” (Kessler), 225

“The 5 Models of Content 
Curation” (Bhargava), 242

fixed placement options, as a 
benefit of social media 
marketing on YouTube, 624

Fjord Trends, 23
Flash Tattoos, 468
flight plan analogy, 469
Fogg, BJ (professor), 24
FolkD, 365, 372
Follow button (Pinterest), 654
Follow Us buttons, 380
Follower Activity (TikTok), 679
followers
finding, 597
getting on TikTok, 663–664
TikTok, 676, 677

Followers tab (TikTok), 677–679
Followerwonk, 440
following
Followers, Likes button 

(TikTok), 662
on Pinterest, 651–652
on TikTok, 663–664

follow-up emails, 389–390
font color, for focusing customer 

attention, 34
fonts, design of, 61
“Forget Cookies: Drive powerful 

personalization by activating 
first-party data” report, 215

Forrester, 169, 173
Foundation pillar, 169
Four Vs of big data, 124
404 pages, 736–737
framing, as an attention trigger, 

29–30
Frase, 209
free stuff, offering, 451
free trials, 47
freebies, 605–606
freemium model, 46–48
frequently asked questions (FAQs)
for Facebook Live, 588
using to grab customer 

attention, 27
Freshbooks, 257, 266, 267
Freud, Aliza, 244
Freund, Jeff (CEO), 716
friends
finding on Instagram,  

562–563
following on Pinterest,  

651–652
as influencers, 436

The Frugalnomics Survival Guide 
(Pisello), 170

full-service influencer agencies, 
483, 485

funny content, as shareable 
content, 517

Fusebox, 253
future needs, anticipating, 729
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G
gadfly, 437
gaining
leads
and customers, 68
through search marketing, 272

maximum ROI, 733–746
reviews, 358
subscribers, 596–597

games, 606–607
Gartner 2022 Top Technology 

Trends eBook, 210
“Gartner Quadrant for 

Personalization Engines” 
report, 219

Gartner’s Annual CMO Spend 
Survey Research, 335

Gartner’s Magic Quadrant, 311
Gartner’s Tailored Help 

Framework, 202
gated content, as data, 136
gated EPOs, 82, 84–94
gated offer, 262
Gatorade, 54
Gender (TikTok), 677
general company measures, for 

brands, 64
General section, on Facebook 

pages, 499
Generative Pre-trained 

Transformer 3 (GP3), 208
generous content, creating, 

360–361
geographics, 331
Get More Leads ads, 532
Get More Messages ads, 532
Get More Website Visitors 

ads, 531
gig economy, 713
giveaways, 631
GlobeNewswire, 304
goal-driven systems AI 

pattern, 183
goals
AI advertising and, 189
in brand scaling plans, 707

choosing for Facebook ads, 
531–533

defining in Google Analytics, 
742–743

establishing, 16–18
reviewing, 717
setting realistic campaign, 

463–467
Godin, Seth, 279
Goodwin, Danny
“100 Types of Content: The 

Definitive Guide for 
Marketers,” 247

Google, 50, 215, 333, 339,  
340–341, 342, 343, 347, 
350–352

Google AdWords Keyword 
Planner, 345, 346–347

Google Alerts, 138, 318
Google Analytics, 734, 737–738, 

742–743
Google Search Console, 359
Google Trends, 144, 598
governance
for content, 233
models for, 289

Grammarly, 210, 216, 217
grants, in brand scaling plans,  

708
graphics
design of, 61
using in content, 235

Grasso, Catie
“Cutting through the 

Noise in Marketing 
Personalization,” 202

grassroots conversations, 467
Groopman, Jessica
“Customer Experience in the 

Internet of Things: Five Ways 
Brands Can Use Sensors 
to Build Better Customer 
Relationships,” 128–129

GroupHigh, 445, 446
Groups (Facebook), 524–525
growing downloads on iTunes, 357
GrubHub, 45

guest posts
about, 292
distributing content on, 22

guides, generating leads with, 
87–88

guilt, as an emotion influencing 
buyers, 143

H
habits, customer
about, 22
observing, 23–24

Hall, Sharon Hurley, 334
halo effect, 117
Hammond, Chelsea, 52
handouts, generating leads with, 

89–90
Hands-Free setting, for videos, 566
Harris, Nathan (author)
“How to Create a Powerful 

Culture of Content in 7 
Steps,” 19

Hashtagify, 615
hashtags
finding on Twitter, 613
using in Facebook posts, 

518–519
using in Twitter, 614–615
using on Instagram posts, 

561–562
Havas Worldwide, 64–65
headings, for focusing customer 

attention, 32
Headline Analyzer, 283
headlines, for stories, 283
heartwarming stories, as 

shareable content, 517
heat maps, 740
Help a Reporter Out (HARO), 

332, 602
Hemingway App, 283
Herman, Jennifer (author)

Instagram For Business For 
Dummies, 552

The Hero with a Thousand Faces 
(Campbell), 281–282
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Hertig, Alyssa
“Is Neuroscience the Future 

of Content Marketing 
Measurement?,” 279

high-growth companies, 12
hires, new, analyzing competition 

using, 206
hiring
influencer agencies, 481–485
people, 711–712
writing services, 291

Home button (TikTok), 662
Home Depot, 399–400, 404
Home Goods, 556
Hooked: How to Form Habit-Building 

Products (Eyal), 24
Hootsuite, 601
hosting tweet-ups, 621
“How to Create a Powerful Culture 

of Content in 7 Steps” 
(Harris), 19

“How to Create Social Media 
Buttons for All the Top Social 
Networks,” 382

“How to Identify Influencers and 
Encourage Word-of-Mouth 
Marketing” (Osborne), 445

how-to-articles
as shareable content, 517
using to grab customer 

attention, 26
Hsieh, Tony, 21, 703
hub-and-spoke model, for 

governance, 289
HubSpot, 204, 297, 595
Hughes, Liam, 254
Hughes, Pam, 431
human-driven 

personalization, 212
humanizing content,  

312–315
human-to-human (H2H), 312
hybrid model, for governance,  

289
hyper-personalization AI 

pattern, 182

I
IAB, 719
IBM, 61, 290–291
“IBM Global AI, Adoption Index 

2022 by Watson and Morning 
Consult,” 177–178, 181

icons
design of, 61
explained, 2

identifying
primary influencer platforms, 

415–420
prospect’s emotions, 143
stages of buyer’s journey, 

157–162
ways to promote WOM, 445
your brand differences, 57–58

Identifying and Measuring 
Influencers in Social 
Marketing, 436

Ignite Visibility, 330
IKEA, 15, 89
images
choosing for Instagram, 560–561
design of, 61
enhancing for Pinterest, 354
on Facebook brand page, 514
pinning on Pinterest, 647–650
as shareable content, 517
sharing on Instagram, 557–559
in top of the funnel (TOFU), 

260–261
uploading to Instagram from 

camera roll, 567–568
impact, buzz vs., 27–28
impacting content marketing, 

128–129
impressions, 108–111
improving
business models, 702–703
content, 208–210
content marketing, 125
images for Pinterest, 354
search engine ranking, 599
word of mouth (WOM) with 

advertising, 444–445

Inbox (TikTok), 662
including
calls to action (CTAs) in 

YouTube, 628
copywriting in stories, 282–283

increasing
community with content 

strategy, 512–513
mailing list with content 

strategy, 513
problem awareness, 68
revenue, 179
reviews on Amazon, 356
solution awareness, 68

IndiaMART, 709
indirect competitor, 56
individual contributors, creating 

content based on, 309–310
indoctrination campaigns, 396–397
industry news, keeping up with, 

361–362
industry vertical, creating content 

by, 307
iNewsWire, 602
Influence & Co. (blog), 34
influencer agencies
about, 481
hiring, 481–485
one-off events versus continuity 

campaigns, 485–486
types of, 485

influencer marketing
about, 413–415
being agile, 470
collaboration and, 431–447
engaging influencers, 420–424
getting what you measure, 

471–472
identifying primary platforms for 

influencers, 415–420
knowing your audience, 467–468
process of, 424–430
recognizing power of emotional 

stories, 471
setting realistic campaign goals, 

463–467
staying on message, 469
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influencers
about, 292, 431, 449
avoiding problem, 456–457
categories of, 437–438
communication, 450–454
compensating, 457–461
creating
content based on, 310–311
contracts, 454–457

cultivating, 600–601
customer advocacy and, 

442–444
engaging using the “Three Cs,” 

449–462
enhancing word of mouth 

(WOM) with advertising, 
444–445

evolving role of, 431–436
finding, 438–441
getting to know, 461–462
importance of, 434–435
introducing yourself to, 468
measuring, 436
paid influencer programs, 

445–447
targeting with viral seeding, 630
types of, 436–437
uncovering new, 442

Infographic World (blog), 26–27
infographics
as content, 252
in content libraries, 301–302
cross-promoting content 

with, 320
in top of the funnel (TOFU), 260

information, collecting, 136–141
Information Technology Services 

Marketing Association 
(ITSMA), 142

informational searches, 151
The Inmates Are Running the Asylum 

(Cooper), 132
innovation, in Upland Kapost 

Content Maturity Model, 718
Inoreader, 207, 208

in-person events, demonstrating 
thought leadership with, 313

Insights (Facebook), 500–501, 
525–528

inspiration, as a value, 83
Instagram
about, 377, 555
adding text posts, 568–570
advertising stories, 578
behind-the-scenes photos, 

576, 577
controlling notifications, 559
creating stories in app,  

565–567
determining best content to 

share, 574–577
finding friends and fans on, 

562–563
getting started, 565–568
Instagram Stories, 563–564
integrating into other marketing 

channels, 549–552
photos for, 560–561
as a primary influencer platform, 

416–417
promoting brands on, 556
providing before-and-after and 

series photos, 575–576
saving stories, 570–571
sharing photos, 557–559
talking to your audience, 

574–575
travel photos, 576–577
uploading photos/videos from 

camera roll, 567–568
using direct messages to send 

stories, 572–573
using hashtags in posts,  

561–562
using on mobile devices, 

556–559
Instagram For Business For 

Dummies (Herman, Butow 
and Walker), 552

instant gratification, as an 
emotion influencing 
buyers, 143

Instastories, 126, 550–552

integrating
Instagram into other marketing 

channels, 549–552
social media
with e-newsletters, 595–598
with press releases, 599–604
with websites, 605–608

strategic thinking for social 
media, 594

TikTok into marketing funnel, 
671–672

IntelligenceBank, 63
interaction data, 123
interactive content, deploying, 

36–37
interactive sales meetings, 172
Interbrand, 50
interior design, for Facebook 

Live, 588
internal customer records, as 

data, 136
Internet Marketing Ninjas, 291
Internet of Things (IoT), 127–129
interviews
for Facebook Live, 588
of stakeholders, 227–228

investments
analyzing competition using, 206
Pinterest habit and, 24

InVision (blog), 23–24
inviting people to join your 

Facebook community, 
503–506

Ion Interactive, 36
IP-based targeting, 111
“Is Neuroscience the Future 

of Content Marketing 
Measurement?” (Hertig), 279

IT director, creating content based 
on, 312

IT manager, creating content 
based on, 312

IT specialist, creating content 
based on, 312

iterative, 471
iTunes, 253, 357
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J
Jagger, Mick (singer), 62
Janrain, 162–163
Jasper, 209
Jimmy Choo, 468, 556
jobs
context and changes in, 318
finding on Twitter, 613
openings for Facebook Live, 589
as shareable content, 517

Jobs To Be Done (JTBD), 40
jockey for position, 53
Johnson, Mark W., 41
joining Pinterest, 637–643
journey map
about, 158–159
benefits of, 159–160
content for, 160–161

K
Kapost, Upland
“The Content Operation Maturity 

Model,” 226–228
Kate Spade, 403
Kessler, Doug
“5 Ways to Stand Out in a Sea of 

Content,” 225
key activities, on business model 

canvas, 50
key partnerships, on business 

model canvas, 50
key performance indicators (KPIs)
reviewing, 717
selecting
about, 17–18
which to tack, 741–742

setting, 104–114
key resources, on business model 

canvas, 50
Keyhole, 615
keyword stuffing, 349
keywords
brainstorming for, 345–346
optimizing content for YouTube, 

353–354

research tools for, 346–347
targeting for Pinterest, 355
using in tweets, 619

Keywordsheeter, 600
keyword-targeted product pages, 

creating on Amazon, 356
kids, on TikTok, 667
Kim, Larry (blogger), 33
King Arthur Flour, 556
Kiti, 332
kits, 101
knowing your audience, 467–468
Kompass, 709
Kurlan, Dave, 171

L
LasikPlus, 70–72
launches
on Amazon, 356
analyzing competition using 

new, 206
preparing for, 742–743

lead-based attribution 
reporting, 105

leads
acquiring, as a marketing 

objective, 68
activating, as a marketing 

objective, 68
campaigns generating new, 

72–74
campaigns monetizing, 74–75
capturing through search 

marketing, 272
generating
with Advanced People search, 
689–691

with educational content, 
87–89

with tools, 89–91
monetizing, as a marketing 

objective, 68
onboarding, as a marketing 

objective, 68
learning on the go, 171
leaving video responses, on 

YouTube, 628

lending credibility, as a benefit of 
influencer marketing, 435

leveraging social media, 593–608
Libin, Phil, 47
life hacks, for Facebook Live, 588
Liked button (TikTok), 662
Likes
driving to Facebook pages, 

548–549
on Facebook pages, 500
getting from others, 504–505
in Insights, 525
inviting friends to like Facebook 

pages, 503–504
for other brands, 505
as a principle of persuasion, 433

limiting margin for error,  
728–729

Link Explorer, 360
Link Research Tools, 27
LinkedIn
about, 46, 48, 250, 334, 681
closing deals, 693–696
finding decision-makers, 

691–693
generating leads with Advanced 

People search, 689–691
marketing
your business through, 
686–688

to your network, 685–686
yourself through, 681–686

mining for clients, 688–693
optimizing profiles, 682–684
preparing for client meetings, 

693–695
reporting positive sales, 695–696
using online marketing tactics 

with, 687–688
LinkedIn Learning, 43
Linkroll, 365
links
checking, 743
creating content worthy of, 361
earning, 359–362
on Facebook brand page, 514
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listening parties, for Facebook 
Live, 588

listening tools, deploying, 137–139
lists, as shareable content, 517
“little victories,” 97
live streaming. See Facebook Live
Live tab (TikTok), 679–680
live video, as shareable 

content, 517
Livestorm, 252
lizard brain, 276–277
location-based information, 129
logic and research, as a reason for 

buying, 402
logos
about, 61
cost of, 62

“Long-tail” model, 45
The Long Tail: Why the Future of 

Business Is Selling Less of More 
(Anderson), 45

Loomly, 210
Luke, Maya, 34
Lyfe Marketing, 300
Lynda.com, 250
Lyst, 376

M
machine learning (ML), 179
macro influencers, 437
MagicBand, 129
Mail Monitor, 410
MailChimp, 543, 595, 597
mailing list, increasing with 

content strategy, 513
Make Aware stage, of customer 

journey, 73
Make My Persona, 140–141
Maker’s Row, 709
managers, creating content based 

on, 310
managing
about, 455
in brand scaling plans, 707–708
content formats, 252–254

crises, 480
damage control, 470
notifications on Instagram, 559
workflow, 290–295

mapping content ecosystem, 
230–231

margin for error, limiting, 728–729
market size
for AI, 179
Internet of Things (IoT), 127–128

marketers, as key player in search 
marketing, 340

marketing
affiliate, 460
anticipating future needs, 729
automation of, 725
businesses through LinkedIn, 

686–688
continuing to improve, 731–732
creating
engagement reports,  
729–730

objectives, 68–69
plans, 392–394
review processes, 726–727

delivering reports and results, 
724–726

evaluating potential 
opportunities, 728–730

executing on tasks, 727–728
limiting margin of error,  

728–729
living up to expectations, 

730–731
in the metaverse, 187–188
ongoing account maintenance, 

724–728
ongoing improvement for, 

723–732
providing added value, 730–732
search, 272
segmenting, 267–268
through email, 272
yourself through LinkedIn, 

681–686
yourself to networks, 685–686

marketing campaigns
about, 67
balancing calendar for, 77–78
choosing, 78
defining, 69–72
establishing marketing 

objectives, 68–69
types of, 72–77
viewing through campaign 

lens, 79
marketing channels, integrating 

Instagram into other, 
549–552

marketing department, continuing 
improvement for, 731

Marketing Dive, 719, 720
marketing funnel
about, 258–259
bottom of, 264–265
integrating TikTok into, 671–672
middle of, 262–264
top of, 260–262

Marketing Land (blog), 27–28
marketing mix, making Facebook 

part of your, 542–545
marketing platform, 725
MarketMuse, 204
Marketo, 112
“Marrying Data Visualisation 

& Storytelling to Create a 
Marketing Campaign - That 
Actually Works” (Shah), 280

mashups, for content 
curation, 242

Mature maturity level, 168
Mauer, Robert (author)

One Small Step Can Change Your 
Life: The Kaizen Way, 718

maximizing profit, 99–102
McCoy, Julia
“Why You Need to Start Creating 

Long, Evergreen Content 
Today,” 235

McDonald’s, 100
McKee, Robert, 277
McMurray, Calli, 276
Me button (TikTok), 662
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measuring
AI advertising and, 189
content effectiveness, 320–321
engagement in minutes, 112
getting what you, 471–472
influencer payments, 459
influencers, 436
results, 604
return on investment (ROI) for 

Facebook ads, 535–536
test timeline, 742

Meazy, 329
media
about, 325
creating frameworks for 

achieving mixes of, 335–338
earned, 331–332
owned, 333–335
paid, 328–331
shared, 332–333
types of, 326–328

mega influencers, 437
membership model, 43
Mention, 600
menu bar (Pinterest), 642–643
messages
on Facebook pages, 499
personalizing, 314
staying on message, 469

Meta (Facebook), 186
meta descriptions, writing in 

Google, 350–351
metadata, 215
MetaFilter, 367
metaverse
about, 186
augmented reality (AR), 187
marketing in, 187–188
virtual reality (VR), 186–187

metrics
attributing
at account level, 104–109
at campaign level, 108–109

choosing to track, 741–742

for content, 233
websites for, 224

“Micro Content: Capturing Readers 
with Short Attention Spans” 
(Wells), 26–27

micro influencers, 438
microsites, 261, 607
Microsoft, 50
middle of the funnel (MOFU), 

258–259, 262–264
milestones, setting, 708–709
Miller, Jon, 112
Millward Brown Digital, 248
mind maps, as content, 252, 

253–254
mini-classes, in bottom of the 

funnel (BOFU), 265
mini-graphics, using to grab 

customer attention, 26
mining for clients, 688–693
mission statement, 

communicating your, 12–16
Mix.com, 364, 365
mobile devices, using Instagram 

from, 556–559
MobileMonkey, 201
Monetization campaign, 74–75
monetizing leads and 

customers, 68
monitoring
contacts, 601
data, 129
reputation, 408–409
results, 371

Morgan, Blake
“50 Stats Showing the Power of 

Personalization,” 315
Morgan, Nick
“What’s Happened to Our 

Attention Spans During the 
Pandemic?,” 26

Motives Cosmetics, 468
Moz, 205
MozBar, 156
Muck Rack, 332
multivariate testing, 734
musicians, Facebook Live for, 580

MX Lookup, 321
mystery, as an attention trigger, 

29–30
Mythology Teacher, 281–282
MyVidster, 376

N
nano influencers, 438
National Aeronautics and Space 

Administration (NASA), 122
native advertising (NA), 330
Natural Language Processing 

(NLP), 180, 196
Natural Language Understanding 

(NLU), 180, 199
navigating Pinterest, 641–643
navigational searches, 151
needs
addressing, 313–314
determining, 327–328

negatives, turning to positives, 
388–389

Net Promoter Score, 157
NetBase Quid, 198
Netflix, 45–46, 102
Netomi, 199
Netvibes, 601
networking offline, 545–546
networks, marketing yourself to, 

685–686
Neumeier, Marty (branding 

expert), 50–51
New Video button (TikTok), 661
Newman, Daniel, 162
New/Prospect stage, 104
news
context and, 318
distributing, 601–603
Facebook Live for, 580
finding on Twitter, 613

newsjacking, 126
newsletters
broadcast emails for, 389
cross-promoting content 

with, 320
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Nike, 60, 556
90-day rolling calendars, 

creating, 395
nonbranded queries, 342
Non-Obvious Megatrends: How 

to See What Others Miss 
and Predict The Future 
(Bhargava), 145

Nordstrom, 55, 388
notifications
controlling on Instagram, 559
on Facebook pages, 495, 500
Pinterest, 641

Notion, 294
numbered lists, for focusing 

customer attention, 33
nutrition, for Facebook Live, 588

O
Oberstein, Mordy, 362
Objective Management 

Group, 171
offers
about, 81–82
combining, 115
compelling, 451–453
deep-discount, 94–99
discounts on Facebook, 523–524
gated, 84–94
maximizing profit, 99–102
ungated, 83–84
value, 82–83

OfficeVibe, 403–404
offline, promoting Facebook 

presence, 545–546
offline networking, 545–546
omnichannel approach, 149–150
Onalytica, 133
onboarding leads and 

customers, 68
One Small Step Can Change 

Your Life: The Kaizen Way 
(Mauer), 718

1-800-FLOWERS.COM, 44

“100 Types of Content: The 
Definitive Guide for 
Marketers” (Goodwin), 247

one-off events, continuity 
campaigns versus, 485–486

one-on-one interviews, 
conducting, 139–140

Ongoing use stage, in buyer’s 
journey, 158

online community, as a benefit of 
influencer marketing, 435

online courses
about, 238, 239
working with, 250–251

online marketing tactics, using 
with LinkedIn, 687–688

online newsrooms, setting up, 600
online retail model, 44–45
#OpenforWork, 683–684
opens, getting more, 405–407
The Open Press, 602
Opinion Stage app, 521
opportunities, evaluating 

potential, 728–730
opportunity accelerator campaign, 

108–109
opportunity pages, 736
Opportunity stage, 104
optimization hypothesis, 

developing, 741
Optimizely, 735
optimizing
<alt> tag in Google, 352
for Amazon, 356
assets for specific channels, 

349–359
board covers for Pinterest, 

354–355
content
with automated keyword 
research, 204–206

for keywords in YouTube, 
353–354

Facebook pages for search 
results, 546–549

for Google, 350–352

on iTunes, 357
LinkedIn profiles, 682–684
for Pinterest, 354–355
for review sites, 358–359
for search engine robots, 359
Uniform Resource Locator (URL) 

in Google, 351
for YouTube, 352–354

OptinMonster, 334
organic influencers, 467
organic likes, in Insights, 525
organic viral videos, 629
organizing content process, 

286–289
original content
about, 238
working with, 239–241

Osborne, Kelly
“How to Identify Influencers and 

Encourage Word-of-Mouth 
Marketing,” 445

Osterwalder, Alex (author), 701
Business Model Generation, 48–49

outcome, branded content and, 65
Outerbox, 150
outsourcing responsibilities, 

711–713
Overview tab (TikTok), 676
owned media
about, 230, 327
evaluating, 721
in media mix, 336–337
utilizing, 333–335

P
page info, on Facebook pages, 499
Page Plugin, 545
page roles, on Facebook 

pages, 500
Page Views, on Facebook 

pages, 501
pages to watch, in Insights, 526
PageSpeed, 743
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Paid, Earned, Shared, Owned 
(PESO) model, 326–327, 
335–338

paid influencer programs, 
445–447

paid likes, in Insights, 525
paid media
about, 230, 326
advertising, 331
evaluating, 718–720
in media mix, 337
native advertising, 330
programmatic buying, 330–331
retargeting, 328–329
utilizing, 328–331

pain points
addressing, 313–314
as data, 136

Pandora, 47
paragraphs, for focusing customer 

attention, 33
Paris Opera Ballet, 556
Parr, Ben (editor)

Captivology: The Science of 
Capturing People’s Attention, 
29–30

partnerships, 631
Pasche, John (artist), 62
Passikoff, Robert, 51
passion, showing, 312
Patagonia, 14
Pattern89, 192, 193
patterns
AI, 182–183
reading in, 30–32

patterns and anomalies AI 
pattern, 183

paying for traffic, 273–274
Peak, 181
Pedialyte, 54
peer-to-peer e-commerce site 

model, 43–44
people
blocking on Twitter, 617
finding on Twitter, 613

hiring, 711–712
perceptual map, 58–59
Persado, 219
persona targeting, 269
personal communication, 450–451
personal gain, as a reason for 

buying, 402
personalization
of apps, 216
artificial intelligence (AI)
AI-driven, 218–219
benefits of, 213–214
brands and, 216–218
importance of, 211–212
importance of data, 214–215
tools for, 219
types of, 212
using, 211

content, 162–163
messages, 314
of retail sales, 218
of services, 216–217
TikTok accounts, 658–666
using AI, 185

personas. See buyer personas
Personyze, 219
persuasion, principles of, 432–433
PESO model, 230
pets, on TikTok, 667
photos
choosing for Instagram, 560–561
design of, 61
enhancing for Pinterest, 354
on Facebook brand page, 514
pinning on Pinterest, 647–650
as shareable content, 517
sharing on Instagram, 557–559
in top of the funnel (TOFU), 

260–261
uploading to Instagram from 

camera roll, 567–568
physical books, generating leads 

with, 95

physical fitness, for Facebook 
Live, 588

physical premiums, generating 
leads with, 94–95

picturing website content, 
231–232

Pigneur, Yves (author)
Business Model Generation, 48–49

Piktochart, 252
pillar content, creating, 234
pinned posts, on Facebook 

pages, 495
pinner, 635
pinning
about, 634
content to Facebook pages, 498
on Pinterest, 646–651

Pinterest
about, 248, 365–366, 377, 468, 

633–636
boards, 644–646
Business hub, 643
driving traffic with, 654–656
following on, 651–652
getting started, 636–637
joining, 637–643
navigating, 641–643
optimizing for, 354–355
pinning on, 646–651
as a primary influencer platform, 

418–419
setting up profiles, 640–641
sharing on, 653–654

Pinterest browser button, 654
Pinterest Follow button, 654
Pinterest habit, 24
Pisello, Tom

The Frugalnomics Survival 
Guide, 170

PitchEngine, 602
planning
for ascension, 271
executing plans, 370–371
Pinterest boards, 645

Pocket, 364, 365
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policies and procedures
in brand scaling plans, 708
documenting, 295–298

polls, creating on Facebook, 521
popularity, quality compared 

with, 379
positioning
as a benefit of influencer 

marketing, 435
brand, 53–60

positive sales, reporting, 695–696
positives, turning to, from 

negatives, 388–389
post types, in Insights, 526
posts
content on Facebook,  

542–543
on Facebook pages, 501
news on your websites, 601

power, of emotional stories, 471
PR Newswire/Cision, 304, 601
predictive analytics and decisions 

AI pattern, 183
preparing
for client meetings, 693–695
to launch, 742–743
social news stories, 375
for testing, 741–742

presentations, as content, 
252, 254

press releases
about, 238, 239
in content libraries, 304
demonstrating thought 

leadership with, 313
integrating social media with, 

599–604
role of, 333–334
working with, 249–250

preventing crises, 478–479
Prezi, 254
primary research
generating leads with, 88
publishing, 361
in top of the funnel (TOFU), 261

print magazines and newsletters, 
in top of the funnel 
(TOFU), 261

priorities, 335
privacy and data, Pinterest, 641
Private button (TikTok), 662
private membership sites, 608
private messaging, on Facebook 

pages, 495
PRLog, 602
problem awareness, increasing, as 

a marketing objective, 68
products
boring, 475–476
brand positioning and features 

and benefits of, 54
broadcasting announcements 

of, 599
cataloging, 390–392
class of, in brand positioning 

strategy, 54
continuing improvement for, 732
creating product names on 

Amazon, 356
demos of, for Facebook Live, 588
finding product stories,  

278–281
manufacturers, Facebook Live 

for, 580
manufacturing, for Facebook 

Live, 588
referencing Facebook pages in 

literature for, 546
requiring information for, 179
returns of, 388
sourcing, 709–710

professionals, as influencers, 437
profile image
Pinterest, 640
TikTok, 659–661

profile photos
adding to Facebook pages, 

495–496
on Facebook pages,  

492–493
Pinterest, 642

Profile Views (TikTok), 676

profiles
claiming, 358–359
LinkedIn, 682–684
Pinterest, 640–641

profit, maximizing, 99–102
programmatic buying (PG),  

191, 330–331
Progressive maturity level, 168
project leader, 290
project manager, 290
Promote stage, of customer 

journey, 76
Promote Your Page ads, 532
promoting
brands on Instagram, 556
Facebook presence offline, 

545–546
on YouTube, 626–629

promotional calendars, building, 
390–395

promotional emails,  
386–387

promotions
on Amazon, 356
broadcast emails for, 389

prospects
converting to customers, 349
identifying emotions of, 143

protecting brands/yourself, 
456–457

providing
added value, 730–732
customer benefits, 213

proving subscriber 
engagement, 409

ProWritingAid, 210
proximity data, 129
PRWeb/Cision, 304, 601
PsyBlog, 277
psychographic data, 136
The Psychology of Persuasion 

(Cialdini), 432–433
publishing primary research, 361
Pulizzi, Joe, 13
“Puppy Love” commercial, 279
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Q
Q&A, for Facebook Live, 588
qualification, context and, 318
qualified lead, 88–89
Qualified stage, 104
qualitative data, 739–740
qualitative tools, 740
quality
in brand positioning strategy, 55
popularity compared with, 379

QuestionDB.io, 204
questions, as data, 136
QuickBooks, 266
Quicken, 359
quizzes
creating on Facebook, 521–522
generating leads with, 91

Quora, 138, 139

R
reach
as an attribute of 

influencers, 436
in Insights, 526

The Readability Test Tool, 283
reading, in patterns, 30–32
real, being, 477
real estate, for Facebook Live, 588
Really Simple Syndication 

(RSS), 600
realtime bidding (RTB), 330
real-time content, 125–126
real-time conversions, 193
receiving feedback, with content 

strategy, 513
Recent ads (Pinterest), 643
recipe demos, for Facebook 

Live, 587
reciprocity, as a principle of 

persuasion, 432, 434
recognition AI pattern, 182
recording studio, for Facebook 

Live, 588
recurring billing, 102

Red Bull Energy Drink, 556
Reddit, 366, 367, 374, 378, 

597, 602
reengagement campaigns, 

400–401
reevaluating
ecosystem, 718–721
strategies, 715–721

reexamining brands, 702
referencing Facebook pages, in 

ads/product literature, 546
relatable content, as shareable 

content, 517
relational emails, 387
relevancy
as an attribute of 

influencers, 436
importance of, 19–20

Relevancy campaign, 76
Remarkable measure, 52
Remember icon, 2
re-pinning
about, 635
on Pinterest, 653

reporting
functions for, 331
positive sales, 695–696

reports
delivering, 724–726
generating leads with, 87–88

repurposed content
about, 238, 239
working with, 245–247

reputation
as an attention trigger, 29–30
importance of, 19–20
monitoring, 408–409

research tools, for keywords, 
346–347

researching
audience needs, 204
competitors, 153–155
social bookmark campaigns, 

369–371
social news campaigns, 369–371

resonance

as an attribute of 
influencers, 436

creating with viral seeding, 631
resource lists, generating leads 

with, 90
Resources (Pinterest), 643
responding
branded content and, 64–65
to tweets, 611–612

restaurants, Facebook Live 
for, 580

results
delivering, 724–726
measuring, 604
monitoring, 371
optimizing Facebook pages for, 

546–549
retail chains, Facebook Live 

for, 580
retail sales, personalization of, 218
retail therapy, 143
retargeting, 328–329
retention, 354
return on investment (ROI)
about, 115–117, 334, 733
achieving maximum, 733–746
analyzing tests, 745–746
calling tests, 744
knowing how tests are 

performed, 744
measuring for Facebook ads, 

535–536
preparing to launch, 742–743
preparing to test, 741–742
selecting page elements to 

optimize, 738–740
split testing, 734–738

Return Path, 410
retweeting, 616–617
Revella, Adele, 142
revenue
attributing advertising spend to, 

116–117
on business model canvas, 49
increasing, 179
tying influencer payments 

to, 460
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Review Express (TripAdvisor), 358
review processes, creating, 

726–727
review sites, optimizing for, 

358–359
Review42, 20, 435, 444
reviewing
brand status, 703–704
goals, 717
KPIs, 717

reviews
gaining, 358
increasing on Amazon, 356
soliciting on iTunes, 357

reward, as an attention trigger, 
29–30

RhythmOne, 446
risk mitigation, as an emotion 

influencing buyers, 143
Robin, 308
Rock Content, 36, 37
rocket fuel analogy, 469
rocket ship analogy, 469
roles and responsibilities
determining, 289–290
needed for systems, 290
outsourcing, 711–713
of press releases, 333–334

Rolling Stones, 62
rule-based systems, 180
rules of etiquette, for Twitter, 

620–621

S
Saatchi and Saatchi, 331
safety tips, for Facebook Live, 589
Saft, 128
sales
building for Amazon, 356
continuing improvement for, 731
driving with content 

strategy, 512
generating leads with sales 

material, 88–89
velocity of, 106

Sales Enablement (SE)
about, 165
blogs for, 173–174
coaching reps, 172
discovering, 166–170
training salesforce, 170–172

“Sales Enablement Maturity 
Model,” 167–168

sales reps
coaching, 172
role of, 169–170

Salesforce, 173, 264, 265
salesforce, training, 170–172
Samsung, 50
Satisfaction stage, in buyer’s 

journey, 158
satisfying searchers, 347–349
saving Instagram Stories,  

570–571
scaling. See brand scaling
scarcity, as a principle of 

persuasion, 433
scarcity subject lines, 404
Schenk, Tamara, 169
school events, for Facebook 

Live, 588
science, behind stories,  

276–278
Scope pillar, 169
screens, TikTok, 661–662
Search Engine Genie, 380
Search Engine Journal, 247
search engine optimization (SEO)
as a benefit of social media 

marketing on YouTube, 
624–625

using to drive traffic, 547–548
search engine results pages 

(SERPs), 196, 206
search engine robots, optimizing 

for, 359
search engines
improving rankings, 599
as key player in search 

marketing, 340–342
Search icon (Pinterest), 642

search marketing
about, 272, 339
earning links, 359–362
key players in, 340–342
optimizing assets for specific 

channels, 349–359
targeting search queries, 

342–349
search queries
defining, 344
targeting, 342–349

search terms, finding on 
Twitter, 613

searchers
as key player in search 

marketing, 340
satisfying, 347–349

searching
for brands on Pinterest, 636–637
hashtags on Facebook, 519
on Twitter, 612–615
types of, 151–153

second-party data, 215
The Secret Sauce, 334
security (Pinterest), 641
seeded viral videos, 629
seeding viral campaigns, 629–631
segmentation, broadcast emails 

for, 389
segmentation campaigns, 399–400
segmenting marketing, 267–268
selecting
brand positioning strategies, 

53–56
channels, 271
content
to share on Instagram, 
574–577

for social news services, 374
contractors, 712–713
employees, 712–713
goals for Facebook ads, 531–533
key performance indicators 

(KPIs), 17–18
marketing campaigns, 78
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metrics to track, 741–742
page elements to optimize, 

738–740
personas (avatars), 270
photos for Instagram, 560–561
queries to target, 345–347
vehicles, 271
videos to create for TikTok, 

666–667
self-serve function, of 

chatbots, 198
self-service influencer agencies, 

483–485
SellerLabs Feedback Genius, 356
selling, on Facebook, 520–521, 

529–540
SEM campaigns, 109–110
SEMrush, 141, 156, 205, 362
sender policy framework 

(SPF), 321
Sendinblue, 595
sending, 635
sentiment analysis, 135
separating brand, from business 

model, 40–48
Sephora, 218
series photos, for Instagram, 

575–576
service brands, scaling, 710–711
service model, 45
services
brand positioning and features 

and benefits of, 54
cataloging, 390–392
personalization of, 216–217

session recordings, 740
setting
expectations, 455
key performance indicators 

(KPIs), 104–114
milestones, 708–709
realistic campaign goals, 

463–467
Settings and Privacy button 

(TikTok), 662
Settings page

on Facebook pages, 493–494, 
499–500

Pinterest, 640–641
setup
Facebook Live, 583–586
online newsrooms, 600
Pinterest profiles, 640–641
TikTok accounts, 658–659

The Shade Store, 365–366
Shah, Yogesh
“Marrying Data Visualisation 

& Storytelling to Create a 
Marketing Campaign - That 
Actually Works,” 280

Shankman, Peter, 332
Share buttons, 380–383, 653–654
Shareaholic, 381, 382
shared media
about, 230, 327
evaluating, 720
in media mix, 337
utilizing, 332–333

ShareThis, 382
sharing
brand stories
about, 513–515
on Facebook pages, 498

content on Instagram, 574–
577, 598

Facebook pages and, 516–519
photos in Instagram, 557–559
on Pinterest, 653–654
social news services, 366–367
on Twitter, 615–619
videos on TikTok, 665–666

Shop Now button (Facebook), 
538–539

short lists, using to grab customer 
attention, 26

showing
engagement in buyer 

journey, 117
impressions, 110–111

signs, placing Facebook logos 
on, 546

SimilarWeb, 56, 154

Sinek, Simon (author)
Start With Why, 15

Siriano, Christian, 468
Six C’s, of digital strategies, 7–12
“6 Trending Digital Marketing Skills 

to Put on a Resume,” 269
slack adjusters, 101
Slashdot, 367
slide shows, as content, 252
SlideShare, 252
slug, 351
Smart Communications, 150
Smashing magazine, 31
SnapApp, 317
SnapFiles, 376
Snip.ly, 304
social bookmarks
about, 363
benefits of, 368–369
encouraging, 378–380
researching campaigns, 369–371
submitting to services, 372–373
utilizing, 364–366

social commerce, 153
social graph, 436, 547
social media. See also specific 

platforms
about, 593
analyzing competition using, 206
for attention, 604
content as data, 136
in content libraries, 304
contests, 606–607
coupons, 605–606
cross-promoting content 

with, 319
cultivating influencers, 600–601
demonstrating thought 

leadership with, 313
discounts, 605–606
distributing
content on platforms, 21
news, 601–603

driving traffic using, 272–273
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social media (continued)

emphasizing content, 603
finding
followers and connections, 597
and sharing content, 598

freebies, 605–606
gaining subscribers, 596–597
games, 606–607
influencers, 414
integrating
with e-newsletters, 595–598
with press releases, 599–604
with your website, 605–608

leveraging, 593–608
measuring results, 604
microsites, 607
private membership sites, 608
setting up online 

newsrooms, 600
strategic thinking about 

integrating, 594
using Facebook with other, 

541–553
using to grab customer 

attention, 27
social media buttons
about, 380
Follow Us buttons, 380
Share buttons, 380–383

Social Media Share Buttons & 
Social Sharing Icons, 654

social media updates, in top of the 
funnel (TOFU), 260

Social Mention, 137, 600
social news services
about, 363
benefits of, 368–369
preparing stories, 375
researching campaigns, 369–371
selecting content for, 374
sharing, 366–367
submitting to, 373–375
timing submissions, 376–378
using, 603

social proof
as a principle of persuasion, 

432–433, 434
as a reason for buying, 402–403

Social Searcher, 371
socioeconomic data, 136
software, generating leads with, 

90–91, 96
soliciting reviews, on iTunes, 357
solution, in mission statement, 14
solution awareness, increasing, as 

a marketing objective, 68
Sourcify, 709
sourcing products, 709–710
Spamhaus, 409
special data, 134
specialized content, 234–236
Spin Sucks, 326
splinters, generating leads with, 96
split testing, 734–738
Sponsored stories, 578
sports coaches, Facebook Live 

for, 580
Spotify, 47
“spray and pray” approach, 455
Sprout Social, 366, 601, 615
stakeholders
interviews of, 227–228, 232, 233
talking to, 135

standard press distribution 
sources, 601–602

Starbucks, 101, 150, 556
StarKist, 198
Start a Post feature (LinkedIn), 686
Start With Why (Sinek), 15
“State of AI, 2022” report, 181
“State of Inbound Marketing 

Trends 2022,” 464
“State of the Creator Economy 

2022” report, 461
statement of work (SOW), 729
Statistic Brain Research 

Institute, 332
StatisTok, 680

status concerns
as an emotion influencing 

buyers, 143
offering, 452

staying on message, 469
Stelzner, Michael, 248
Steward, Jack
“The Ultimate List of Internet 

of Things Statistics for 
2022,” 127

Stokes, Tracy, 52
store windows, placing Facebook 

logos in, 546
Stories (Instagram), 563–567, 

570–571, 572–573, 578
story videos (Instagram), 574–575
storytelling
about, 275
for content, 233
crafting stories, 281–282
for engaging audiences, 275–281
finding product stories, 278–281
importance of, 305–306
incorporating copywriting, 

282–283
Morgan on, 26
science behind stories, 276–278
structuring content using, 

281–283
strategic planning, for social 

media integration, 594
strategies
about, 715
allowing for failed experiments, 

715–716
in brand scaling plans, 707
reassessing, 715–721
reviewing
digital marketing strategy, 
716–721

goals and KPIs, 717
Strategyzer, 48–49, 701
streaming video content
about, 238, 239
working with, 248–249
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Strikeleather, 130
Strohmenger, Roxana, 52
structured data, 123
structured training sessions, 171
StumbleUpon, 364
style guide, for brands, 713
style template, 297
Stylehive, 376
subheadings, for focusing 

customer attention, 32
subject lines, email, 403–404
subject matter experts (SMEs)
about, 290–291
as influencers, 436–437

submissions, timing, 376–378
submitting
to social bookmarking services, 

372–373
to social news services, 373–375

subreddits, 374
Subscribe stage, of customer 

journey, 73
subscribers
attracting with YouTube, 

625–626
gaining, 596–597
proving engagement, 409

subscription model, 45–46
Substack, 240
Sumally, 376
Sumo.me Image Sharer, 654
support sites, distributing content 

on, 21
support staff, company stories 

from, 280
support ticket system, 725–726
surveys, generating leads with, 91
Sweezey, Mathew, 161
syndication, 231
systems
for content, 233
developing influencer, 440–441
documentation needed for, 296
examining what is needed, 

287–289
roles needed for, 290

T
tabs, on Facebook pages, 495, 

498, 500
tag clouds, 372–373
tagging
defined, 364
on Pinterest, 650–651
video clips for YouTube,  

627–628
tagline, 60
Tailored Help Framework, 202
taking action, 134–135
Tapinfluence, 446, 447
Target, 162
target audience, in mission 

statement, 13
targeted messages, 193
targeting
choosing queries to targets, 

345–347
customers with email newsletter 

campaigns, 595
fans with Facebook ads,  

534–535
influencers with viral 

seeding, 630
keywords for Pinterest, 355
search queries, 342–349

tasks, executing on, 727–728
teachers/teaching, Facebook Live 

for, 580, 588
technology
about, 316
in brand scaling plans, 708
content strategy and, 316–318
utilizing, 178

telethons, for Facebook Live, 588
templates
on Facebook pages, 500
generating leads with, 90

“Ten Mistakes to Avoid When 
Planning for Retirement” 
(blog), 360

Terms of Use, 369
test duration calculator, 735
test kitchens, on TikTok, 667

testing
A/B, 113–114, 734
analyzing tests, 745–746
calculating timeline for, 742
calling tests, 744
campaigns, 113–115
ensuring no conflicts with, 743
knowing how it’s performed,  

744
preparing for, 741–742

text posts, adding to Instagram, 
568–570

text speak, 614
theaters, for Facebook Live, 588
third-party cookies, 215
third-party data, 215
third-party influence, as a reason 

for buying, 402–403
third-party tools, getting data 

from, 680
30-day calendars, creating, 

394–395
ThisNext, 376
thought leadership
cross-promoting content 

with, 320
demonstrating, 312–313

“Three Cs,” engaging influencers 
using the, 449–462

thumbnails, creating in YouTube, 
352–353

Tiffany, 61
TikTok
about, 657
audience for, 658
choosing videos to create, 

666–667
completing profile, 659–661
creating
account for, 658–666
content, 673–674

finding data, 674–680
following on, 663–664
getting followers on, 663–664
integrating into marketing 

funnel, 671–672
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TikTok (continued)

knowing your audience and 
competition, 668–671

personalizing account for, 
658–666

as a primary influencer 
platform, 418

screens, 661–662
setting up account for, 658–659
sharing videos, 665–666
your business and, 667–668

TikTok Analytics, 675–680
Timeline
adding cover photos to, 497
changing cover photos on, 

497–498
on Facebook pages, 494

timeline of stage-progression 
KPI, 106

timing
for campaigns, 466–467
submissions, 376–378

Tip icon, 2
tips and tricks
as shareable content, 517
using to grab customer 

attention, 26
titles, creating on iTunes, 357
<title> tag, writing in Google, 350
TOK Board!, 680
tools
for advertising, 191
for brainstorming, 208
for email deliverability, 410
generating leads with, 89–91
personalization, 219

top of the funnel (TOFU), 258–259, 
260–262

Top Pins/Recent Pins 
(Pinterest), 643

Top Territories (TikTok), 677
top-down editorial content, 415
touchpoints, 128, 148
“Towel Reuse Study” (Cialdini), 434
town events, for Facebook 

Live, 589

Trader Joe’s, 55
traffic
calculating influencer payments 

with, 459
driving
with content strategy, 513
with Pinterest, 654–656
with press releases, 599
using SEO, 547–548
using social media, 272–273

paying for, 273–274
training salesforce, 170–172
transactional emails, 387–388
transactional searches, 151
travel photos, for Instagram, 

576–577
Trello, 294
Trend Hunter, 145, 146
trend information data, 136
Trending Videos (TikTok), 677
trends
analyzing competition using, 206
keeping up with, 144–146
on TikTok, 667

Trendspottr, 145
Triblio, 317
triggers
for attention, 29–30
Pinterest habit and, 24

Tripadvisor, 358, 376
troubleshooting
brainstorming, 266
creativity, 478–480

TruCoversion, 740
TRUE Brand Compass 

Framework, 52
trust
in brand positioning strategy, 56
as a top goal, 16–18

Trusted measure, 52
TweetBinder, 138
TweetDeck, 601
tweets. See Twitter
tweet-ups, hosting, 621

24-7 Press Release, 602
“27 Mission and Vision Statement 

Examples That Will Inspire 
Your Buyers” (Cox), 14, 16

“2022 Digital Consumer Trends 
Index,” 214

“2022 Social Media Marketing 
Industry Report,” 594

Twitter
about, 126, 304, 377, 609
blocking people, 617
character limits on, 614
creating campaigns, 618–619
direct messages (DMs), 615–616
finding out who’s talking about 

you on, 610–611
finding people to follow, 

609–610
hosting tweet-ups, 621
as a primary influencer 

platform, 417
@reply, 615–616
responding to tweets, 611–612
retweeting, 616–617
rules of etiquette, 620–621
searching on Twitter, 612–615
sharing on, 615–619
using hash tags, 614–615
using keywords in tweets, 619

type size, for focusing customer 
attention, 34

typography, elements of, 32–35

U
Uber, 42
Uberflip, 317
Udemy, 251
“The Ultimate Guide to Viral 

Campaigns” (Baker), 236
“The Ultimate List of Internet of 

Things Statistics for 2022” 
(Steward), 127

Unbounce, 735
uncovering influencers, 442
Undefined maturity level, 168



Index      771

0005503621.INDD 771	 Trim size: 7.375 in × 9.25 in� November 16, 2022 3:59 PM

ungated EPOs, 82, 83–84
Uniform Resource Locator (URL), 

optimizing in Google, 351
Unilever, 186, 631
unique selling proposition 

(USP), 53
Unique viewers (TikTok), 679
Unmistakable measure, 52
unqualified lead, 89
unstructured data, 124
unsubscriptions, 389
Updates icon (Pinterest), 642
Upland Kapost Content Maturity 

Model, 717–718
uploading
photos/videos to Instagram from 

camera roll, 567–568
profile photos to Facebook 

pages, 496
upsell offers, 100–101
Upstract, 371
UsabilityHub, 740
use, in brand positioning 

strategy, 54
useful resources, as gated 

offers, 263
user design (UX)
about, 22
importance of, 22–23

user surveys, 740
user-generated content (UGC)
about, 238, 239
on TikTok, 667
working with, 244–245

utilizing
application-specific bookmarks, 

375–376
bloggers as distribution 

channels, 602–603
cloud storage, 178
custom usernames for Facebook 

pages, 502–503
direct messages to send stories 

in Instagram, 572–573

Earned media, 331–332
evergreen content, 234–235
graphics in content, 235
hashtags
in Facebook posts, 518–519
on Instagram posts, 561–562
in Twitter, 614–615

Instastories, 550–552
keywords in tweets, 619
Owned media, 333–335
Paid media, 328–331
SEO to drive traffic, 547–548
Shared media, 332–333
social bookmarks, 364–366
social news services, 603
technology, 178
visuals in content, 235

V
validating business models, 

700–703
ValidityBriteVerify, 409
value
in brand positioning strategy, 

55–56
offering, 82–83
providing added, 730–732

value propositions, on business 
model canvas, 49

Valuecore, 311
vanity retweet, 617
variable costs, 711
variable reward, Pinterest habit 

and, 24
variation load times, 743
Variety, as one of Four Vs of big 

data, 124
vehicles, choosing, 271
Velocity, as one of Four Vs of big 

data, 124
Velocity Partners, 225
vendors, company stories 

from, 280

Venture Harbor, 523
Veracity, as one of Four Vs of big 

data, 124
verticals, 307
video podcasts, in top of the 

funnel (TOFU), 261
Video Posts (TikTok), 677
Video Views (TikTok), 676
videos
categorizing for YouTube, 

627–628
choosing to create for TikTok, 

666–667
as content, 252
in content libraries, 303
demonstrating thought 

leadership with, 313
on Facebook brand page, 514
Hands-Free setting, 566
leaving as responses on 

YouTube, 628
as a primary influencer platform, 

419–420
sharing on TikTok, 665–666
tagging for YouTube, 627–628
uploading to Instagram from 

camera roll, 567–568
viewing analytics for Facebook 

Live, 585
vidIQ, 354
viewing
digital marketing through 

campaign lens, 79
video analytics for Facebook 

Live, 585
viral, going, 236, 464
viral campaigns, seeding,  

629–631
viral seeding, 630–631
virtual reality (VR), 186–187
Visa, 55
visibility, as a benefit of social 

media marketing on 
YouTube, 624

Visual Website Optimizer, 735
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visuals
big data, 130
for focusing customer attention, 

34, 35
sites, 229–232
using in content, 235

Volume, as one of Four Vs of big 
data, 124

W
Walker, Corey (author)

Instagram For Business For 
Dummies, 552

“walking documentation,” 296
Wanamaker, John, 115
Wanelo, 376
wants, addressing, 313–314
Warby Parker, 14–15
Warning icon, 2
web administrators
about, 290
documentation needed for, 

296, 298
WebDAM, 62
webinars
in bottom of the funnel 

(BOFU), 265
as content, 252
in content libraries, 303
cross-promoting content 

with, 320
demonstrating thought 

leadership with, 313
distributing content on, 22
generating leads with, 88, 95

website content
“50 Stats Showing the Power 

of Personalization” 
(Morgan), 315

picturing, 231–232

Wells, Tonya
“Micro Content: Capturing 

Readers with Short Attention 
Spans,” 26–27

“What’s Happened to Our 
Attention Spans During the 
Pandemic?” (Morgan), 26

white hats, 341
white papers
in content libraries, 300–301
generating leads with, 88

white space, for focusing 
customer attention, 34, 35

Whole Foods, 262
“Why You Need to Start Creating 

Long, Evergreen Content 
Today” (McCoy), 235

Winter, Doug, 166
WiseStamp, 544
word of mouth (WOM), enhancing 

with advertising, 444–445
WordPress, 294, 295
Wordstream (blog), 132
work colleagues, as 

influencers, 436
workflow, managing, 290–295
World Class maturity level, 168
WriterAccess/Rock Content, 

291, 292
writers
assigning, 290–292
documentation needed for, 

296, 297
finding, 290–292

writing
body copy
about, 404
in Google, 352

brand positioning statements, 
59–60

effective emails, 401–405
email subject lines, 403–404

meta descriptions in Google, 
350–351

<title> tag in Google, 350
writing services, 291

Y
Yahoo! Toolbar, 365
YouGovProfiles, 137
Your Pins (Pinterest), 643
Your videos button (TikTok), 662
YouTube
about, 623
advertising on, 631–632
attracting subscribers, 625–626
basics of, 623–626
benefits of, 624–625
categorizing clips, 627–628
creating
custom content for, 627
customized channels, 626–627

Explore page, 628
fun with, 629
including calls to action (CTA), 628
leaving video responses, 628
promoting on, 626–629
seeding viral campaigns, 

629–631
tagging clips, 627–628

YouTube Creator Academy, 625
YouTube Live, 126, 352–354

Z
Z pattern, 30, 31
Zak, Paul J., 277
Zappos, 21, 703–704
zero party data, 215
Zerys, 291
Zoho Show, 254


