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Turning FAQ’s into Sales 

 

MOST ORGANIZATIONS have been involved with one form of content marketing for some 

time now without even realizing it. Having a well-crafted, informative, and 

nonpromotional Frequently Asked Questions (FAQ) section on your Web site is an 

excellent way to get visitors to know more about your firm and its products or services. 

And, if done well, an FAQ page builds trust, educates consumers, and helps give 

visitors a feel for your company, which can lead to sales. 

The key function of an FAQ page is to address the most common questions end-

customers may have about a product or service. For instance, one of our clients installs 

green roofs. Many people are not sure exactly what a green roof is. Does it mean the 

roof is painted green? Is it manufactured using green and sustainable products? By 

helping its visitors better understand its products, this company minimizes repetitive 

inquiries and helps potential customers make an informed purchasing decision. 

When done correctly, with quality information and the right tone, a well-thought-

out FAQ page turns your company into a thought leader and a chance to win Web 

visitors’ business. 

Tips for Creating an Effective FAQ Page 

Be direct. To make an FAQ effective, always answer questions directly in as simple but 

informative a manner as possible. Always get to the point in as short a narrative as 

possible. And don’t be afraid of answering tough questions. For instance, in their book 

Content Rules, Ann Handley and C.C. Chapman mention that a vintage timepiece 

jeweler in Chicago tends to be a bit more expensive than similar stores in the 

surrounding community. On their FAQ page the company addresses this directly by 
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explaining that the store takes extra time to ensure that every timepiece it sells is 

working perfectly, within factory specs, no matter how old it is, and this allows them to 

warranty the watch for one full year, a rarity when selecting antique timepieces. 

Mention your competitors. Some company FAQs will actually mention some of their 

closest competitors but then add something such as, “if you compare prices, features, 

and benefits, we believe you will find our products are superior.” 

Avoid sales talk. As soon as you start selling on an FAQ, you’ve lost the visitor. FAQs 

are designed to educate the visitor. Once educated, the visitor sees you and your 

company has thought leaders and are more likely to select your products or services. 

Stick to the facts. If you have independent studies that provide more information about 

the benefits of your products or services, provide links to those studies on your Web 

site. This furthers the education process and helps develop a relationship between the 

Web visitor and your company. 

SEO your FAQ. Make sure your FAQ’s are search engine optimized as much as 

possible. Sprinkle keywords and links into your FAQ; adding graphics and short videos 

are ways to get the attention of search engines. 

Finally, if there are many questions you want to answer, break them into sections. It is 

often handy to have a menu on one side of the FAQ page listing such topics as “general 

questions,” “technical questions,” “ways to contact us,” and other categories that may be 

relevant. You can also turn this into a call for action, by making it easy for the visitor to 

contact you. 
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Google Analytics 

Understanding the Terminology 

 

FOR ANYONE INVOLVED in online marketing—and whether you realize it or not, if you are 

in business, you are involved in online marketing—it is very important to be familiar with 

Google Analytics. This free service provides a wealth of information, from how many 

visitors your site has to where they come from, how they find you, and at what point on 

your site they leave.  

However, to understand Google Analytics, it is important to understand some of the 

terms used on the site and in the field of search engine optimization (SEO). Some of 

these terms are very easy to understand, while others are a bit more complicated. The 

following are some of the key terms you will need to know in order to understand what 

Google Analytics can tell you about how well your company’s website is performing: 

Total visits. This is the big picture. This measures the total number of visits to your 

website on, for instance, your home page. If you are analyzing this metric, be sure to 

look at data for at least several months or even up to a year. Look for the “monthly 

trend”: You want to see this number increasing. 

Sessions. This is a very broad term. It can tell you how many of your site’s visitors are 

new (unique visitors) and how many are back for another visit (recurring visitors). 

However, you can expand this metric to also tell you how many visitors found your site 

through organic traffic (for instance, using a search engine to find you) or via a social 

media site, and how many were directed to your site from a paid referral service. It also 

tells you how long visitors stay on your site. 
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Bounce rate. This term is a bit confusing, but very important. Say a visitor finds your 

site, takes a look at your home page, and then moves on without examining your site 

any further. This visitor has “bounced,” likely moving on to some other location on the 

web. It is important to keep your bounce rate as low as possible. You want your visitors 

to hang around and see what you have to offer. If you have a high bounce rate, Google 

Analytics can also tell you where visitors were on your site when they left, which can 

help you make changes to bring your bounce rate down. 

Conversions. This is another very important term. For e-commerce businesses, this is 

a dollars and cents term. If someone visits your site and makes a purchase, bingo: Your 

website has converted this visitor into a customer. But even signing up for a newsletter, 

clicking to watch a product video, or filling out a contact form are examples of 

conversions. You want this number to continue to grow. 

Geography. As you might expect, this tells you where most of your site visitors are 

located. This metric always offers a surprise or two. For instance with my own site, while 

the overwhelming number of visitors are from the U.S., I also get a large number of 

visitors from Australia. Not exactly sure why. 

Social media. Are visitors finding your site on LinkedIn? Facebook? Google+? Knowing 

this information can help you determine where you should put most of your marketing 

efforts—or where more efforts are needed. 

While there are many other metrics to explore (including “customer value,” “cost 

per lead,” “lead to close,” “customer retention rate,” and others that are more 

specific to e-commerce sites), the bottom line is that Google Analytics can tell 

you how well your site is performing and, even more important, what the trends 

are. Becoming familiar with the system and these different terms is the first step 

in improving your site’s performance and its return on investment. 
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Writing Titles with Zing 

 

ONE OF THE MOST IMPORTANT parts of any article, news story, press release, product 

release, blog, or any other form of content posted online or in print is the title. The title 

has to have zing. Even if the article or story is sent to an editor who later changes the 

title (as he or she will often do), you still have to get the editor’s attention, and some 

zing will do it. 

The following are some steps I’ve learned over the years to make titles stand out a bit 

better and grab the editor’s and your readers’ attention: 

First, the title should be search engine optimized. Not only should your title use key 

words, but these words should specifically reference what the content is about. For 

instance, for a content marketing site we are handling, we revised the title “New Report 

Shows Climate Change Is Already Here,” to this: “Climate Change . . . It’s Here!” The 

key search engine words “climate change” are picked up, and the shortened title is 

more of a zinger. 

Ask a question. Titles that ask a question pique curiosity, especially if it is one the 

reader can identify with. For instance, consider this classic one by Bill Jayme published 

in Psychology Today: “Do You Close the Bathroom Door Even When You Are the Only 

One Home?” 

Providing tips. A title that offers tips or suggestions on how to do something can prove 

very effective. Such titles as “10 Ways to Relieve Stress” or “5 Steps to Making Your 

Building Greener Now” pull people in. 
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Highlight a how-to book or article. “How-to” headlines are powerful and work very 

well in both B2B and B2C publications. For example, “How to Start a Business” and 

“How to Flip Houses and Win Big,” among others, are zingers. 

Reference experts. If possible, reference a well-known expert in your industry or one 

who is well-known to the general public. A perfect example would be “Martha Stewart 

Shows How to Make Pumpkin Pie.” Everyone knows Martha Stewart; her name alone 

will likely cause a reader—at least one interested in making pumpkin pies—to stop and 

check out the article 

Negative titles. B2C media is well aware that negative headlines get people’s attention, 

and that’s why they often adhere to the old rule: “If it bleeds . . . it leads.” Titles with 

words such as “kill(ed)” or “feared” tend to get more reads and social media shares, 

according to some studies. However negative titles are less common in B2B 

publications and likely will not work well. Best to avoid them if at all possible. 
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Sears Roebuck Starts a Radio Station 

 

SEARS ROEBUCK APPEARS to have had very few successes in the past decade or more. 

Invariably, stories about the company relate to profit losses and shrinking market share. 

However, that certainly was not how it was a hundred years ago. In 1924, Sears started 

a radio broadcast out of their original Chicago headquarters, and built their own station 

(WLS), that proved as successful as about every other thing Sears was doing at the 

time. What made this radio station unique is that it was designed to help farmers 

improve profits, learn about weather conditions and government issues, and as the 

1930s approached, provide firsthand information about the deflation crisis and how it 

was impacting U.S. farmers. 

Now, you might wonder why Sears would build a radio station dedicated to farmers. The 

reason is simple. Sears was very aggressively entering the farming market with its own 

line of tractors and other machines designed specifically to be used for farming. They 

watched how John Deere and Company became so successful twenty-five years earlier 

by publishing The Furrow magazine and wanted to follow suit. 

Neither the radio station nor The Furrow was an advertising vehicle. Instead, they 

were the earliest forms of content marketing. They provided tons of content and 

information, all designed to help farmers be more successful, make their jobs 

easier and improve productivity, and, especially during the Great Depression, 

deal with some very serious issues impacting farmers around the country. 

 

Both proved successful. The Furrow is still in publication today and is read by 1.5 million 

farmers. While Sears eventually discontinued the broadcasts and sold the radio station, 
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it served its purpose. The Sears brand of farm equipment grew significantly in the 1920s 

even into the struggling 1930s. 

They showed once again the power of content marketing. By providing quality, credible, 

and helpful content, companies can build trust and loyalty with current as well as 

prospective customers, which eventually leads to sales. 
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The Art of Word Weaving 

 

WHEN PREPARING an article for a client, I have two primary goals: 

 To produce a product—for that is what these articles are—that will both prove 

valuable to the editor and that the editor believes will provide value to his or her 

readers 

 To weave the client’s company, products, or services into the article 

The word weaving has several meanings. It can refer to intertwining, interlacing, 

merging, uniting, etc. What these articles attempt to do is to weave the benefits and 

features of a client’s products or services into an article in such a way as to also 

address a particular challenge the reader may be grappling with. Doing so keeps the 

client in the minds of its end-customers, with the ultimate goal of the content leading to 

sales. 

However, this is sometimes easier said than done. If references to the client become 

too obvious, causing the article to read like an “advertorial,” the editor will either tone 

these passages down significantly, eliminate them, or reject the article entirely. On the 

other hand, the client quite understandably would like to keep the promotion as obvious 

as possible. 

The job of the PR service provider, therefore, is to find ways to keep both sides of the 

equation happy. 
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One important technique for doing so is to make sure the article presents quality, 

well-written information that the editor can use and believes will benefit his or her 

readers.  

With this obvious first step out of the way, other methods for weaving references to a 

client into an editorial piece include: 

Bylining the article as if it was written by the client. Every manufacturer or 

organization should have an “expert” whose name should appear repeatedly in B2B 

trade publications. In time, that person—and, more importantly, the company he or she 

represents—will become recognized leaders in the industry to whom their end-

customers can turn to and trust. These individuals (and the companies with which they 

are associated) are often referred to as “thought leaders.” 

Quoting the client. As with the first tip, quoting individual employees of the client 

creates the impression that both the organization and its personnel are expert thought 

leaders in the industry. 

Creating a third-person narrative. Create a story around the client’s product or 

service, perhaps even avoiding mentioning the product specifically by name. For 

instance, you might discuss a particular issue experienced by a customer and how it 

can be addressed and solved by using your product or service, almost as if it were a 

news story. 

Using keyword slogans. We encourage clients to develop a set of key words that are 

repeatedly used to describe their company and its products or services. These are 

known as keyword slogans. In time, end-customers begin to recognize these slogans 

and associate them with specific companies and products. Examples of keyword 

slogans we have used with our cleaning manufacturing clients in the past include the 

phrases “no touch cleaning,” “proven-Green chemicals,” “world class equipment,” and 

“the father of” (referring to a consultant and his organization). 

Using images. Editors are always looking for new, high-quality, action-focused images 

to use in their publications. Sometimes they will leave the image you provide as is—

showing the name of the product and manufacturer—and sometimes not. However, 

even if they remove the name, they nearly always include a credit line listing the 

company’s name. 
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How to Repurpose and Repackage Your 

Masterpiece 

 

IF YOU OR YOUR COMPANY has been fortunate enough to have an article published in a 

major trade publication, initially you may glory in this achievement. Yet, you may soon 

realize the article has been forgotten in Internet space just days after going live. What 

can you do to keep that article working for you well past its first appearance? 

The first step is to make sure the article appears online, as opposed to just being print-

only. Most print publications also have an online edition, so be sure your article is 

available in both places. However, there is more you can do. 

Let’s assume you have prepared a 1,200-word article on protecting indoor health. The 

following are some ways to repurpose this article on your own company website so it 

continues to work for you: 

 Reduce it to about 600 words and use it as a blog post; if the article gives tips or 

action steps, focus on those. 

 Take the 1,200-word article, condense it to about 750 words, and repackage it for 

specific industries. For instance, one market sector for your article could be in 

healthcare, another office buildings, and still another schools and educational 

facilities. 

Do a little research on each market and add some new and very specific 

information that addresses each market sector. 

 Whether used as a blog post or a condensed article for another publication, use 

a search engine optimization tool to help optimize the piece. It can get lost on the 
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publication’s website, and you want to do all you can to bring visitors to your 

content on your company site. 

 If the original article is published online, be sure to link to the article from your 

own website. Whether using a link or offering the article in PDF format, add a 

teaser that discusses the article using keywords found in the article. Teasers are 

search engine friendly; links and PDFs are not so search engine friendly. 

 Talk about it by creating a video. Videos are not as search engine friendly as 

content, in most cases, but they help personalize you and your company for your 

visitors 

 Expand on the article and turn it into a White Paper bringing in case study 

information if possible 

 Collect all your articles on a certain topic to create an eBook. Offer the eBook as 

a free download and use it to build your email marketing database. 

There is more possibilities to help keeping your articles and information working for you 

but there is also something you should not do. 

Do not take their published 1,200-word masterpiece and just republish it on their 

company website. Google refers to this as “duplicate content,“ which it might 

interpret as malicious. The search engine might think you stole the article from 

the publication, which could negatively impact your site’s search engine ranking. 
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Content Marketing Gets a Face 

 

SOME IN B2B INDUSTRIES are just starting to hear about content marketing. As I have 

defined it, this refers to the process of creating and distributing valuable and compelling 

content to attract, acquire and engage a clearly-defined target audience with the 

objective of driving profitable customer action – in other words, generating sales. 

While new to many, content marketing, in one form or another, has actually been 

around for more than 100 years. It started when the John Deere company launched and 

distributed a printed magazine, The Furrow , in 1895. 

Now most content marketing is online, and it has opened up a number of 

opportunities for organizations to discuss the features and benefits of their 

products in an educational—non-advertorial—manner with customers and 

prospective customers. 

Today, this form of marketing has become so popular in many industries that it 

now has a true spokesperson, a champion who has demonstrated how content 

marketing can turn around a business and make it a success: Marcus Sheridan. 

 

Sheridan and his partner started River Pools, in Warsaw, Virginia, several years ago. 

According to Sheridan, he and his partner originally viewed themselves as just pool 

builders. However, the business was struggling for many years “and the thing that 

saved River Pools came down to a shift in our business philosophy.” 
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The shift occurred when they no longer viewed themselves as builders but instead as 

teachers, educators and problem solvers for the pool installation industry. This allowed 

them to share with customers and prospective customers their extensive knowledge 

about pools. And if someone had a question about pools, especially the types of pools 

they installed, Sheridan would answer these questions and share them with all visitors 

to their website…after all, if one person has this question, there are probably dozens 

more that are wondering the same thing. 

When Sheridan defines content marketing, he does not bring in the sales and marketing 

opportunities of the concept. Instead, he focuses purely on the educational nature of 

content marketing, saying it is, “a company’s ability to be the best teachers and problem 

solvers in the world at what they do …digitally speaking.” 

Saving his company was not Sheridan’s only success. News about his use of content 

marketing to revive his company spread throughout the industry and soon landed him a 

feature article in The New York Times. The article stated: 

“The company had been spending about $250,000 a year on radio, television and pay-

per-click advertising. It would now cut the budget to about a tenth of that and focus on 

generating sales through informational blog posts and videos, what has become known 

as content marketing.” 

As a result of the Times article, Sheridan has begun touring the country discussing the 

power of content marketing. For all intents and purposes, he is now the spokesperson – 

the face – for the industry. He proved that it’s not only the big guys like Coca-Cola and 

GE who can be successful at content marketing. So can a two-man swimming pool 

business in Virginia. 
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Why Cold Calls May Not Work Anymore—

and What Is Taking Its Place 

 

I HAVE WORKED FOR MYSELF for more than 40 years. In that time, I have started and 

owned four different businesses. 

All four of those businesses shared two things in common. The first is that they provided 

me with a living. The second common denominator: I built all four of them on cold 

calling. 

As many of my readers know, I previously owned three contract cleaning companies in 

northern California. To build each of these businesses, I literally selected a street, an 

industrial park, or an area filled with businesses and then called on each and every one, 

meeting with the building or office manager in order to give them an estimate for 

cleaning their facilities. Over the years, I perfected my skills and learned a few tricks 

that helped make my cold calling more successful. 

I also did some telephone appointment setting for my businesses. However, in the 

commercial cleaning business, telephone cold calling can prove very difficult. Unless 

you have a very thick skin, I would suggest having someone else handle that task. 

However, using all of these techniques, all of my businesses grew surprisingly quickly. 

As for my current business (PR/communications), I secured all of my customers through 

cold calling, this time using the telephone. I selected companies I was interested in 

representing—firms I believed could benefit from my services, had a story to tell, and 
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whose products could help the end-customer. Once again, this form of cold calling has 

proven successful. 

If I were to go back into the contract cleaning business today, I believe I would likely find 

cold calling less successful. The same is true with my current business.  

 

People just do not like to be called on unexpectedly any more. Rarely can you 

reach someone directly, and as soon as the person realizes it’s a sales call, he or 

she pushes the voicemail erase button. As to walking the streets making calls, in 

many businesses you can’t even get in the door without an appointment. 

So what’s taking the place of cold calling? The replacement is called inbound marketing, 

and it is proving very successful for many different types of businesses. 

Inbound marketing means the prospective customer actually comes to you. There are 

many ways to do this, but if I were trying to make this technique work in the contract 

cleaning business today, I would become a “content factory.” I would create a company 

web site overflowing with credible, well-written articles that address the needs and 

challenges of the companies and types of facilities I would like as customers. This 

content tells prospective customers “I hear you, I know your challenges, and I can help.” 

And to make sure this valuable content would be found by the individuals and 

businesses I’m trying to reach, I would make sure it is as search engine optimized as 

possible. After all, once a potential customer finds my content on Google (or Yahoo or 

Bing), they find me—and once they find me, the door of opportunity begins to open. 

Am I saying cold calling is over and done with? No. But there are now new approaches 

that might prove even more effective. 
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Content Marketing: The Ten Commandments 

 

AS WE KNOW, there is a right way and a wrong way in virtually everything we do, 

especially marketing and even more specifically in content marketing. Sometimes the 

best thing to do when it comes marketing is to set up some specific rules to abide by. 

Below are some of the rules we follow…these are our Ten Commandments of Content 

Marketing: 

Thou shall not sell or advertise. 

Thou shall teach, educate, and help. 

Thou shall develop a content marketing strategy. 

Thou shall reference the client and its products skillfully and tactfully. 

Thou shall ensure all content marketing is search engine optimized. 

Thou shall write concise, credible, and quality content. 

Thou shall always be honest and transparent. 

Thou shall always remember the goal of content marketing: Words lead to sales. 

Thou shall use whatever content marketing techniques—words, infographs, 

videos—that produce the best results for the client. 

Thou shall ensure the client sees a return on their content marketing investment. 
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While these Ten Commandments are crucial and will serve us for many years, like 

anything dealing with the Internet…they are not in stone. For instance, a few years ago, 

some experts would have played down the value of words and encouraged the use of 

videos and graphics. While they are still powerful marketing vehicles, today videos to do 

not seem to have the power and punch they had a few years back. Most likely because 

a decade ago they were new…they are not as new today. 

Also, this list may change or even grow. As the content marketing industry evolves, we 

are learning more about what works and what is no longer as effective. This means that 

the current set of commandments will need to be adjusted if the goal is to keep them at 

10, or we might see 12 or fifteen commandments at some time in the future. 
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The Art and Science of Creating Trade 

Publication Articles 

 

ONE OF THE MOST IMPORTANT tasks for a PR/communication firm is crafting articles to 

appear in the key trade publications that cater to our client’s customers and prospects. 

While a lot goes into preparing these articles, the investment is well worth it, as they can 

prove to be a very powerful marketing tool. 

The first step in creating these articles is to please the publication’s editor with 

your work. Once this is accomplished, the editor will also want to ensure that 

your article will help his or her readers in some way. And, of course, the goal is to 

seize this opportunity and tactfully promote the client’s company and its 

products. 

 

All that can prove to be quite a bit to accomplish with one article. If you are preparing 

your own masterpiece for publication, the following tips can make the job a bit easier: 

 When discussing the article with the editor, make sure all parties are clear as to 

what the piece will cover. 

 Know what type of article the editor is expecting. In most cases, she will be 

looking for an educational article that will help her readers learn more about a 

specific issue. 
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 Some editors like to include a case study in the articles they publish. These 

elements discuss a problem or situation and then explain the way in which it was 

resolved—typically by your company and its products or services. 

 Be sure to specify the expected word count. In print, editors are typically looking 

for 1,200 to 2,000 words. However, online publications may only want 600 to 750 

words. 

 Be sure you are very familiar with the topic about which you are writing. If 

necessary, do some additional research. Doing so also helps the brainstorming 

process, allowing ideas and thoughts to develop in your mind that will then flow 

to your fingers and onto the keyboard. 

 When finished, review your article carefully, first by reading it silently to yourself 

and then by reading it aloud. You may also want to have your work professionally 

edited (freelance providers are available for this task), or have someone else in 

your office read it. 

The most difficult part of crafting these articles is that along with educating the reader 

and meeting the parameters set by the publisher, you also want to successfully promote 

your company and its products or services. Editors understand this aspect of the 

business and do not have a problem with it as long as the promotional side of the piece 

does not go too far, crossing the line into advertising—which most U.S. publications will 

not accept. 

We call this “weaving” the clients’ product or services into the article. Let’s say your 

company manufacturers tankless water heaters. You might create an article about 

various ways in which restaurants can save on energy costs and water consumption, 

both of which can be very expensive for food-service facilities. Your article might 

discuss how one restaurant switched to a tankless system (no brand is mentioned), 

realizing a saving of about $2,500 per year and a decrease in water consumption of 

more than 10 percent. 

By describing these benefits, the article lets the reader see that a tankless water heater 

could have many benefits over a conventional model—all without even mentioning your 

product or company name specifically. When the reader then sees your byline 

mentioning your high-level position with a tankless water system company, they will find 

www.alturasolutions.com


www.alturasolutions.com 

 

23 

 

it easy to accept you as an expert on these systems...after all, your article on the 

subject just appeared in a major trade publication. 
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Getting Top Management Onboard with 

Content Marketing 

 

CONTENT MARKETING, as we have discussed, is a marketing program based on the 

sharing of quality, credible, and pertinent information – usually on a separate online 

platform – that generates traffic to a company website and, along with it, interest in a 

company’s products and services. 

Very often a company’s marketing team has a reasonably good idea of what content 

marketing is all about. It’s when you travel further up the ladder, to the executive offices, 

that the confusion begins. Many top-level executives, to be frank, just don’t get it. They 

are so accustomed to traditional marketing avenues such as print advertising that they 

simply do not grasp what content marketing is all about. 

Here are some ways you can explain content marketing to those top-level execs: 

Usually a manufacturer’s website, or for that matter any business’s website, is about the 

company, its products and services. With content marketing it is just the opposite. It is 

first and foremost about the customer and their business needs and challenges. 

Traditional advertising is a one-way communication in which the advertiser is 

talking to the customer. With content marketing, a dialogue evolves. It’s a two-

way conversation between supplier and customer instead of a monologue. 
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With quality content, your customers and potential customers develop a trust in your 

organization and products. It builds a relationship that simply cannot be created with 

traditional marketing venues. 

Content marketing has a very long shelf life. It is available for months or years, at little 

cost to you. Print advertising may only last as long as the last issue is on the desk. 

Content marketing encourages word-of-mouth referrals. Typically it is designed so that 

visitors can send the material to others. In fact, Intel, which has a very successful 

content marketing site, encourages visitors to “take our stuff.” 

Content marketing does not cause someone to immediately purchase from your 

company. Instead, it leads to sales; it leads to referrals and it does this by helping 

customers feel they are making a wise purchasing decision. 

One of the most common questions I am asked is how long a blog posting should be. 

Usually I suggest 300 to 500 words, but that may no longer be sufficient. New studies 

indicate that the longer the blog, the better. 

According to a study be serpIQ, a service that helps organizations improve their web 

presence and search engine optimization (SEO), some of the top search results from 

Google point to blogs with a minimum of 2,000 words. That’s a lot of words for online 

readers. And because other studies indicate that most people only read about 20 

percent of a blog, it begs the question, why write 2,000 words? 

The answer is that Google web crawlers – as well as the web crawlers of other major 

search engines such as Bing and Yahoo – are looking at all the content on a page in 

search of worthy, valuable information. With more words to search, the more likely the 

post will be deemed valuable. 

For blog writers, longer, meatier content offers some additional opportunities. For 

instance, longer posts provide more chances to work keywords into the blog. If a blog is 

only 300 words, you may have as few as two opportunities, whereas a 1,500-word blog 

or longer allows for several keyword placements. 

Another perk of long blogs, according to John Rampton, a contributing writer for Forbes 

magazine and president of Adogy, a marketing agency for startups, is what he calls the 

coveted “shareability” of a blog. Rampton says that longer blog postings earn 68 
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percent more tweets and more than 22 percent more Facebook “likes” than short blog 

postings. This means your blog is getting shared, viewed, and read by more and more 

people. 

However, before jumping in and writing your 2,000-word masterpiece, consider these 

few points. First, be sure you have enough “meat” to discuss in that long of blog. A 

typical article in a major trade publication, for instance, is only about 1,200 words, 

covering two pages. Two thousand words would be the equivalent of about four pages, 

which is a lot of material to cover. 

Also make sure your long post is not only well-written but also grammatically correct. 

Grammar mistakes are like red lights online. As soon as readers bump into them, they 

may click and go elsewhere. Crafting a well-written, error-free 300-word blog is 

relatively easy, but a 2,000-word blog can get very involved and may need considerable 

editing before posting. 

Finally, along with the social media buttons that allow readers to share the blog, add a 

button that allows them to print the material as well. Although many people are quite 

comfortable reading long content online, if they think your blog contains quality 

information they can use, businesspeople in particular prefer to print the material out for 

more detailed study and later reference. 
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Selling with Content 

 

ONE OF THE MISTAKES I see with many blogs and other forms of content marketing is that 

the writers will insert advertisements into the content. In some cases, the blog will be 

addressing a specific issue and a way to solve it with the manufacturer’s product. Then 

lo and behold, there’s an image of the product, hyperlinked so that the visitor can jump 

right to the page where they can make an online purchase...or so the company hopes. 

Now, to the manufacturer, this makes perfect sense. After all, the entire reason for 

writing a blog, as they see it, is to promote their company and their products. So why 

not just show the product and make it very easy to buy it? It’s nothing more than having 

a call to action, which is something every blog/content marketing placement should 

have, isn’t it? 

When it comes to any form of content marketing, placing an advertisement in the 

content is a very big no-no. Put yourself in the reader’s position. The reader is 

looking for information that they believe may help them in some way, and then all 

of a sudden an advertisement shows up. 

 

Instead of wanting to select the product, the reader is likely to think, “These people are 

just trying to sell me something. Right now, I’m trying to learn something.” And before 

you know it, they are off and gone. 
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Now let’s take out the advertisements and present only high-quality, credible, 

educational content that readers can learn from. They read your quality content, and 

when they step back they say, “I learned something from these people. These people 

helped me and I like this company.” 

You now have a fan, and having a fan is the first step in making a sale. This is yet 

another example of how words – not advertisements – can lead to sales. 
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Content Marketing: The End Game 

 

The essence of this strategy is the belief that if we, as businesses, deliver consistent, 

ongoing valuable information to buyers, they ultimately reward us with their business 

and loyalty. 

—Joe Pulizzi, author of “Epic Content Marketing” 
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For more information on PR/Communications or Content Marketing 

Strategies, please visit www.alturasolutions.com or email: 

solutions@alturasolutions.com 
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