
SEMINAR NOTES FOR CONTENT MARKETING 

1) Is the 2015 press release DOA? 

2) Pitch a relevant and worthwhile story.  
Add a note about how your release might relate to the type of topic that their readers care about. 
Talk realistically about impact. Tell people in that industry why they should care about your 
story.  

3) Make Info easy to find.  
Draft a press release to make it as easy as possible for journalists to pull information or quotes to 
write a story about your news. 
Make other relevant assets available to journalist: 
 - videos 
 - blog posts 
 - instagram photos 
 - infographics 
On your website make info easily found: contact information, notable stats, clean ‘about us’ 
page, images, quotes, industry info. 

4) Effective Subject Lines and Headers 
1 get to the point 1st. Elevator Pitch. 
2 don’t write: “PRESS RELEASE” or “INTERVIEW OPPORTUNITY” 

5) Get To Know Your Journalist 
 1 Read what they write 
 2 don’t sent a foodie journalist, a press release for a new outreach program 
 3 Build a relationship 
 4 Appeal to their audience 
 5 Avoid Overkill 
 1 email, phone, tweet 

6) Interruption VS Content Marketing 
The marketing world has been turned upside down. It was not many years ago that marketers 
were still focused on interruption marketing: trying to place their product message in front of 
prospects’ attention to generate leads and customers. But through the Internet, this has quickly 
changed, and marketers recognize they must practice the opposite. Now, in order to create the 
relationship and earn the permission to sell to prospects, companies must produce relevant 
thought 
leadership content, not only content about their own product. (from Marketo Content Marketing 
Machine e-book) 

7) Inbound VS Outbound Marketing 



1. Outbound marketing is throw-away. Junk mail, TV commercials, Internet ads. 

2. Inbound marketing invites the client. Blogs, ebooks, or social media, videos. People come to 
you on their own terms. 

8) Example of Content Marketing 
https://www.youtube.com/watch?v=5tWiaBE1eyQ 
NOLS cooking show.  

9) List your organization's areas of expertise: 

10) List the main interests of your client: 

11) List common points between organization expertise client interest: 

12) Who are your constituents? 
Type os constituents could be: parents, students, donors, employees, partner organizations 

13) The marketing funnel. 
Each piece of content you produce must speak to one ore more of the people you just described 
at the various stages of this marketing funnel.  
Engagement stages: 
1) Early- indicated no interest in your programs, content must be about client interest 
2) Mid - indicated some interest 
3) Late - prospect has a strong interest 
4) Post purchase or donation - they are a client or donor, customer satisfaction is important, they 
because organizations or brand advocates  

14) Find out more info about your client (so you can best meet their needs and interests) 
social listening 
client interviews 
staff 
forums 
social media 

15) Now that you know the the types of people you are reaching out to, and the different 
stages they might be at, answer the following questions: 

TO DO: List at least three types of constituents: - describe them - student who wants to travel, 
parent who wants their teen to mature, etc.  



TO DO part 2: answer the following questions for each type of constituent: 1) What are their 
interests, concerns, and passions, 2) Write titles or headlines for sharable content.  

16) Measure 
Google Analytics 
Woopra 

17) 13 Quick Tips: 
1. FB loves FB 
2. FB loves popularity 
3. “video” in the subject line doubles open rates 
4. Optimize your images across platforms 
5. Hashtags: #FF, #TBT, #Ocean Optimism 
6. Tag your shares 
7. Images! Images! 
8. Embrace difficult subjects 
9. Always reply 
10. Social Oomph, Buffer, Hootsuite 
11. If you are sharing old content - tweak! 
12. Mention, Google Alerts, Content GEMS 
13. PicMonkey, Piktochart, QuotesCover 

18) Resources 
socialmediaexaminer.com 
techsoup.com 
searchenginejournal.com 
simplymeasured.com 
bufferapp.com 
lutzfinger.com 
businessesgrow.com 
socialbakers.com 
see3.com 

19) Contact Us 
Teresa and Ben 
rocinante@morsealpha.com 
734-945-8441
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