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CONTENT PROMOTION IS A KEY PIECE OF

YOUR OVERALL CONTENT MARKETING

STRATEGY.
 

What’s the point of creating a great piece of content if you don’t take

the time to promote it? With eleventy-billion things on the internet

(and counting), it takes a bit of flag-waving in order to draw attention

to your content. 

 

WHEN IT COMES TO CONTENT PROMOTION, HUBSPOT SAYS YOU

SHOULD SPEND ABOUT 40% OF YOUR TIME CREATING IT AND 60%

OF YOUR TIME PROMOTING IT. 

 

The more effort you put into content promotion, the better your

chances of it gaining traction with your audience. However, most of us

spend lots of time planning and creating content, and then forget the

essential step of distributing it.

 

IT ALL BEGINS WITH GREAT CONTENT 
 

Before we talk about the how and where of content promotion

strategy, let’s start with the what. Creating great content with a

purpose is where it all begins. 

 

IF WHAT YOU’RE PUTTING OUT THERE IS IRRELEVANT, OVERLY 

SALES-Y, SLOPPY, OR OFF-BRAND, YOU CAN ‘GRAM IT ALL DAY

LONG AND IT STILL ISN’T GOING TO GET YOU ANY TRACTION.

 

Content can take many different forms. It’s often written content

such as:    



Blog posts or online articles

eBooks

Downloadable PDFs

Social media posts

Whitepapers

Case Studies

Images

Infographics

Videos

Slide presentations

Animated GIFs

 

Or visual content like:

  

 

TIPS FOR CREATING CONTENT WORTH

SHARING
 

So, how do you create great content that people want to share?

That’s kind of like asking – how does one become a magical baby

dolphin? 

 

Ok, not exactly! But telling your brand’s unique story isn’t always easy.

If you ask me, creating great brand content is an art. For sure, it’s a

long and complex topic with countless books, ebooks, blogs, web

pages and online courses written on the subject.

 

But let’s start with a few key points:

 

1. CREATE WITH PURPOSE

 

SCanva.com can help you build gorgeous infographics.



Share information

Create awareness

Build trust

Entertain

Age range      

Location     

Gender

Annual income

Occupation  

Family status (married, single, children, etc.)

 

BEFORE YOU CREATE A PIECE OF CONTENT, KNOW WHY YOU ARE

CREATING IT.

 

Every piece of content you create should have a purpose. Some of the

most common reasons for creating content are to: 

 

 

Decide what the purpose of your image, article, video, what-have-you

will be. But remember - 

 

PROVIDING VALUE IS FIRST, SELLING IS SECONDARY.

 

2. WRITE FOR YOUR AUDIENCE 

 

It’s critical that every piece of content you create is targeted to a

specific buyer persona. A buyer persona is a detailed portrait of your

ideal customer which includes demographic information such as:

   

 

And other important insights including:

 



Goals

Pain points

Needs throughout the buyer journey

Preferences

Perceptions

 

This information helps ensure that your content is relevant to the kind of

people you’re trying to reach – i.e., your potential customers. Here’s an

example buyer persona:

 

Mompreneur Megan – Mompreneur Megan is a middle-aged woman,

married, has children, and lives in the southeastern U.S. (coastal

Carolinas, Virginia, Georgia). She’s a full-time mom who’s building an

e-commerce business on the side. The family has an upper-middle class

income. She’s trying to grow her business and looking for guidance.

 

This is an incomplete profile, but it illustrates how you can start to build

a vivid picture of your clients.

 

Most businesses will have multiple buyer personas. Once you have

developed your personas, you can create content with a specific

reader in mind.

 

3.  WRITE A GREAT HEADLINE

 

To click or not to click – most people will decide based on the headline

alone.

 

YOUR HEADLINE NEEDS TO BE ENTICING AND

CLICKABLE, NOT CLICK BAIT-Y.

 

 



Appeals to your target persona

Provides value or a benefit to the reader – it should hint at whey

they will get out of reading the piece

Is emotional – headlines with positive sentiment perform best

Sparks curiosity in the reader – sometimes known as the “curiosity

gap”

Co Schedule's Headline Analyzer

Advanced Marketing Institute's Emotional Marketing Value Headline

Analyzer. 

 

A good headline:

 

 

Marketers have also studied how many words and characters a great

headline should have and what type of words get the most clicks.

CoSchedule has created a handy list of 180 power words for writing

emotional headlines.

 

PRO TIP: You should write several potential headlines and test them

out before choosing one. These two free tools are great for testing

out your blog article headlines: 

 

 

4. MAKE IT VISUAL

 

Studies show that ads with images and videos command much higher

engagement than text ads. The same goes for organic content. 

 

It makes sense – humans are naturally visual and we lock onto images.

A big block of text, on the other hand, and we glaze over like a Krispy

Kreme.

 

https://rebeccarosenberg.net/2019/07/15/howtowritegreatheadlines/


Create your own

Buy stock photos 

Search for images licensed under Creative Commons

Use short sentences and paragraphs

Use bulleted lists   

Break up your text with relevant subheadings, formatted as H2s

Break up your text with images

Don’t use tiny or overly stylized fonts that are hard to read

Avoid industry jargon and keep it simple - avoid big words that

sound “fancy for the sake of fancy"

 

 

YOUR CONTENT SHOULD INCLUDE MULTIPLE HIGH-QUALITY,

COMPELLING IMAGES OR VIDEOS THAT ARE RELEVANT TO THE

SUBJECT MATTER.

 

PROTIP: Make sure you have the right to use your images.

Copyright infringement is no joke. Make sure you either:

 

 

You can also find no-cost, royalty-free images on sites like Pexels and

Unsplash.

 

5. MAKE IT EASY TO READ

 

If statistics are right, there’s a good chance you’re skimming this

article. People tend to scan an article to see if it contains the

information they need before reading deeply.

Writing for the web is not like writing for print. You’re going to have to

bend some of the rules you learned in school about writing. To make

your blog posts scannable and easy to read:

 

 

https://unsplash.com/


6. MAKE IT EASY TO SHARE

 

Add social sharing buttons to your website so readers can easily share

your articles via email, Facebook, Twitter, email and more. Add a Click

to Tweet button to promote short, quotable snippets of your thought

piece.

 

Not just for recipes, Pinterest is one of the largest search engines in

the world. Top 5, in fact! When you create a blog post, create

a few “pinnable images”. 

 

If you’re active on Pinterest (and you should be) pin the images you

created and include a link back to your blog. But even if you’re not on

Pinterest, creating pinnable images makes it easy for others to share

your image and drive traffic back to your site.

 

Example of a pinnable image from my travel blog at
Operation Gone.



Beautiful and attention-grabbing

Portrait orientation – 600 x 900 pixels or 735 x 1102 pixels (2:3 ratio)

Includes text with the title of your blog post, product, or article     

Website URL – Include your website’s URL or logo for brand

awareness and attribution

What makes a pinnable image:

 

 

PROTIP: CONSISTENTLY USE YOUR BRAND COLORS AND FONTS

 

SECTION 2

CONTENT PROMOTION – HOW AND WHERE TO

SHARE

Now that you’ve got your awesome piece of content and you’re ready

to break the internet by unleashing it to the masses - what’s next?



Twitter captions are short and sweet; slightly longer on Facebook

and Instagram captions can be even longer

Use hashtags sparingly on Facebook; fair game for Twitter and a

must for Instagram

Instagram posts must be visually captivating (the less ad-like, the

better)     

LinkedIn is best-suited to sharing links to articles. Instagram does

not support in-caption link sharing.     

Facebook bridges the gap in that it’s great for sharing both links

and images

 

If you’re going to be successful at content promotion, you need to

create a plan and stick to it. Assign content promotion to a dedicated

member of your team or outsource to trusted marketing

partner.

 

Content promotion requires a multifaceted approach. Don’t assume

that just because you shared it on Facebook, everyone in your

audience has seen and read it.

 

1.IDENTIFY CORE NETWORKS

 

Identify the social network or networks where your target audience

spends the most time. 

 

YOU DON’T HAVE TO BE EVERYWHERE.

 

2.WRITE FOR THE PLATFORM

 

Each platform is different. Write a unique post for each one and tailor

your images to the platform as well. For example:

 

 



Create multiple variations of your post with different captions, and

share them over time

Use questions, calls to action, quotes, and other snippets from the

article to mix things up

For a “listicle”, highlight a different list item each time you share it

to keep the content fresh

Use a scheduling tool like Gain, Buffer, Hootsuite or Planoly to

schedule multiple posts for Facebook, Twitter, and Instagram all at

once

 

3. SHARE CONSISTENTLY ON SOCIAL

 

You created your content, and you shared it once on Facebook. Done.

Right? 

 

OH, SO WRONG.

 

The algorithm is always changing, but you can assume that around 10%

of your audience, at most, will see any post of yours on Facebook or

Instagram. 

 

TO MAXIMIZE POST REACH, SHARE YOUR CONTENT MULTIPLE

TIMES OVER A FEW MONTHS

 

 

4. SEND TO YOUR EMAIL LIST

 

If you don’t already have an email list, start building one now. Email is

still a highly effective way to communicate with your audience. Even in

2020, email marketing commands great ROI. 

 

Did you know that:

 



99% of consumers check their inbox every single day, or multiple

times a day

Companies report $44 earned for every dollar spent on email

marketing (44x return)

Pinterest pins with a call to action get 80 percent more shares

Tweets that ask people to retweet them get 51 percent more

retweets than those that don’t

 

Getting started with an email marketing provider is easy. MailChimp is

user-friendly and free up to 2000 contacts - but there are lots of

companies offering package types to suit every business.

 

PROMOTE EVERY PIECE OF NEW CONTENT VIA EMAIL

 

Send an email to your subscriber list and share your latest blog post,

infographic, or video.

 

5. USE CALLS TO ACTION

 

The most effective way to get people to view and share your content

is to ask.

 

Did you know that: 

 

 

A QUESTION OR CALL TO ACTION IN YOUR SOCIAL MEDIA POSTS

PROMOTES ENGAGEMENT 

 

Calls to action such as “Click to learn more”, “Tag a friend”, or

“Comment your favorite pizza toppings below!” encourage sharing

and engagement. Make sure it fits with the subject and audience, of

course.



 

6. INVOLVE YOUR EMPLOYEES

 

Your own employees are your closest source for brand advocates.

Actively ask colleagues and employees to share your content with

their networks. To track results, Create a unique URL using google's

campaign builder tool, and share with your team.

 

If you quote outside sources in your article, tag them when sharing on

social media, or send them a DM with the link and a nice note asking

them to share.

 

It’s good exposure for them, and good exposure for you.

 

7. SHARE TO YOUR PERSONAL NETWORKS

 

Of course, you’re posting your new piece of content to the company’s

professional LinkedIn and social media pages. But don’t forget to

share with your personal networks. This super simple but often

overlooked content promotion strategy...

 

DON'T FORGET TO SHARE BRAND CONTENT TO YOUR PERSONAL

NETWORKS 

 

8. RUN TARGETED SOCIAL ADS

 

Don’t be afraid to invest in paid ads to promote your content. Social

ads for Facebook and Instagram can be specifically targeted so that

they reach only the right people. 

 

Targeted social ads allow you to: 

 

 



Control your spending (you don’t have to spend a fortune to see

results)

Ensure your dollars are going toward targeting a relevant audience 

Gain valuable data about which ads perform well and which don’t 

Stop the ad at anytime

Medium.com

LinkedIn Pulse

Reddit

SlideShare

YouTube

Digg

Industry-specific blogs or forums

 

WITH SOCIAL ADS, YOU GAIN EXPOSURE TO A NEW AUDIENCE

BEYOND YOUR CURRENT FANS

 

9. REPUBLISH YOUR CONTENT ON OTHER CHANNELS

 

Amplify your content’s reach by publishing it again on a third-party

site. The syndication strategy leverages established platforms which

may have more traffic and higher domain authority than your own. 

 

When considering which channels to republish your content, choose a

platform that appeals to your buyer persona, such as:

 

 

10. COLLABORATE

 

This last one is probably my favorite. Even before your content is

created, you should be thinking about how you will promote it.

Collaboration is one of the best ways to encourage sharing of your

content. 



Instagram Stories takeover

Influencer marketing partnerships 

Brand partnerships

Guest blog posts

Expert roundups

Co-branded events or workshops

POTENTIAL CONTENT COLLABORATIONS MIGHT INCLUDE:

 

 

 

ALWAYS OFFER TO LINK BACK TO A CONTRIBUTOR’S SITE IN YOUR

POST OR GIVE THEM A SHOUT OUT ON SOCIAL MEDIA.

 

Once the piece is complete, encourage everyone involved to share it

via their own social networks, website and email lists. You can find

collaboration opportunities via professional Facebook or LinkedIn

groups, or within your network.

 

Overall, content marketing strategy is a mix of high-quality content,

an engaged audience,and diligent content promotion skills. Whether

you’re just getting started or managing a team, it can be a bit

overwhelming – but there are plenty of resources out there to help. 

 

IF YOU STILL HAVE QUESTIONS ABOUT CONTENT MARKETING OR

CONTENT PROMOTION, FEEL FREE TO CONTACT ME! I LOVE TALKING

SHOP.

 


