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CONTENT MARKETING

2. Content Planning




CAREFUL, THE LAST
CONTENT WAS FULL
OF MARKETING.

® marketoonist.com
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Where are we?

The Big Picture

Content Planning

Written Content

Visual & Video Content

Hybrid Formats. Landing Pages. Content Distribution
Content Analysis. Live Demo

R R



#2 Content Planning

Setting goals

Defining personas and jobs
Defining audience needs
Content team setup
Editorial calendars

O A R A

Extending content

It looks like you're trying to ask a
question.

Please, use sli.do - CM2
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The process

Planning Creation Promotion Analysis Repetition
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What do we want to achieve?

Goal setting
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Business Goals

Time Based

Attainable
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Without proper goalsetting
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Who are we talking to?

Buyer personas
sli.do - CM2
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Key questions

* \What's the buyer's role?

* \What are their goals?

* \What are their main problems?

* \What media do they use?

* \What social platforms do they use?

* \What are their personal characteristics?
* \What types of content do they consume?

* \What is their buying behavior?



Social media audience insights

— Audience Insights
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KBl = AssetLibrary

% Frequently Used

Ads Manager
Power Editor

Billing

All Tools >

= Plan + Create & Manage
Audience Insights Business Manager
Creative Hub Ads Manager

Power Editor
Page Posts
App Dashboard
App Ads Helper

Automated Rules

o Audience Insights: Learn more about the people who matter

c ‘84% of audience matched

People on Facebook

Country: United States of America ¢

on Activity Household Purchase

jonses and estimates using demograph...

22%

6%

+47% +200% +0% +0%

Home Ownership
US home ownership based o...

81%

38%

+0% +1%

c ‘86% of audience matched
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Social media audience insights
Y campaiGn ManaGER £ eohenev v | enbaney 63 @

CAMPAIGN PERFORMANCE WEBSITE DEMOGRAPHICS ACCOUNT ASSETS w Create campaign

Enhancv

Website Demographics
Gain insights about your website audience with professional data from Linkedin.
Demographic metrics are approximate to protect member privacy. Learn more.

Current website audience Compare website audience Showing data for these dates

All visitors v Select segment v 11/4/2016-11/8/2017 v

322,587 Pageviews

View by: Company size » % of Pageviews @ All visitors Time period change

10,001+ employees 14% No previous data

11-50 employees 10.1% No previous data

1001-5000 employees 8.4% No previous data

-] |

51-200 employees 1% No previous data



Psychographics - CrystalKnows

58 22 <
Tl < Search 1A & =] = 8 X Vassilena Valchanova
Home My Network Jobs Messaging Notifications 8 @ Verified profile
b et s hioh 9 W Vassilena tends to be steady,
digital channels
= persistent, strong-willed, and
focused on long-term
e . ;
relationships.
Quick Tip: Speak directly, but be
kind.
| DISC type S
| Greeting: Hey Vassilena,
| Prefers: email or scheduled call
Vassilena Valchanova 3 Enhancv | Likis: Isteilng
Digital Strategist, Blogger, and Speaker | Read my marketing 7, Leeds Metropolitan | Avoids: rapid change
musings on Valchanova.me - University
Bulgaria {z] see contactinfo View Full Profile
&& See connections (500+)
Add profile section « More... PERSONAEY ANSIGHTS
| have more than 10 years of experience in marketing and communications. | currently work as a Digital S T ]
Strategist for Enhancy, a startup helping people create a resume they're proud of. In my spare time, | S A o

organize popular science events with Ratio. | have been blogging for more than a decade and author... a
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* Behaviour
 Communication style
e Primary motivators

e Persuasion

» Cooperation

To Convince Vassilena

Focus on past accomplishments and credentials

Talk through the implementation process

Encourage them to talk it over with peers

Explain how this will help their entire team

Express empathy for their problem
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What do they want to know?

Topic research
sli.do - CM2




Keyword research is now complex
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Keyword research is now complex

GOC‘Q'Q the one where julia roberts runs Q

2 Al @ Images [3) Videos & News [& Maps : More Settings  Tools

About 13,200,000 results (0.70 seconds)

Runaway Bride is a 1999 American romantic comedy film directed by Garry Marshall
and starring Julia Roberts and Richard Gere.

Runaway Bride (film) - Wikipedia
https://en.wikipedia.org » wiki » Runaway_Bride_(film)

@ About Featured Snippets i Feedback



Topic research

Basic terminology
Google Auto-suggest
People Also Ask / Related
BuzzSumo

Google Keyword Planner
Ubersuggest

Buzzsumao® ol Corternt Research W influencers Monitoeing | Try BuzrSues Pro

A Saved Content Maost Shared Trending Now Backfinks L \ Facebook Anakzer

Fiter by oce ® keypword tesearch toody
24 Mours
Emer 2 opi Of Jomain: big data, CNALCom. v Advancod Search Options 15 Sarve Searcn
Fas Week
Pas Mooth

i Tip: You can ignore video results by unchedking “Videos® in the filters to the left
Pam 6 Morths

O Yot Yeur
Show Spacic Rarge =
-Depth Artcies Oy O
Language O Yows

Country (TLD) O row .

mar.com « More from t

Filter Domalns O show s By Rarss Falion - May A 2014
Aicw
Contant Type:
o Atice Moz launches comprehensive keyword research tool “Keyword
@ Infographics Explorer” [ save
B Guest Pests searcherginedand. com - Mare from this domain
B Ghesways By Search Engine Land - May 1,7
8 nterviews s
§ Videos Keyword Explorer: One Tool for All Your Keyword Research  save
ek A moz.com - More from NS domain

May 32016

= -

Announcing Keyword Explorer: Moz's New Keyword Research Tool s
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Sort by Total Shares = Fage 10154

FACIROON Lo TWITTER PNTERLY GOOGLEs  TOTAL SHARES v

ENGAGEMENTS  SMARLS SMARLS SHARTS SHARSS
% View Backioks
- Q@OOO -
¢ Share

%o View Bacioirks

< Share

% View Dacioinis

ki o ° e ° ° ° e

< Share

MUY PRI OV M Se T WERIY WIT MUYU RSV IS TV e

buyer persona definition buyer persona wikipedia

buyer persona hubspot b2b buyer persona
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From your own website

HOME REPORTING CUSTOMISATION ADMIN

‘

@ Total Unique Searches
2

im Audience >
'!, Acquisition
15 Sep 22 Sap 28 Sep 6 Oct
E Behaviour
Primary Dimension: Search Term  Site Search Category
Overview e perv— . : :
Secondary dimension *  Sort Type:  Defaull ~ Q advanced B @ = T |7
Behaviour Flow ! i
Total U P A
ey Torm otal Unique Searches " Results Page Views/Search % % Search Refinoments T . werage Search Depth
b2K8 Spaed 6 2.17 16.67% 0.00% 00:02:12 1.83
Ao % of Total: 100.00% (6) Avg for View: 217 (0.00%) Avg for View .L(‘U({‘;,Y“; Avg for .‘h"*,*L:Jdé,L: ':,‘ Avg for View l,:(il %:)].1/" Avg for V.r,::Jv C:Tlii’:
ok 1. Gnor 2 33.33%) 4.50 50.00% 0.00% 00:01:18 3.00
Usage
2. buliet journal 1 (16.67%) 1.00 0.00% 0.00% 00:00:03 1.00
Search Terms
3. google adwords 1 (1667%) 1.00 0.00% 0.00% 00:08:26 1.00
Pages
4. todoist 1 (16.67%) 1.00 0.00% 0.00% 00:00:03 1.00
» Events
) 5. maprerumr 1 (16.67%) 1.00 0.00% 0.00% 00:02:05 2.00
» Publisher
Experiments Show rows: 10 Gono:]1 15005 ¢ >

In-Page Analytics This report wiss genarated on 10/10V2016 at 17,54.56 - Refresh Report
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Ubersuggest

0 & app.neilpatel.com ( (0] L]
NEILPATEL | EN SlgnlnwithGoogIe
>

. oot .
Keyword Overview: digital marketin
L= English/United States m - dig g
L
- The average web page that ranks in the top 10 has 431 backlinks and a
536 K. did domain score of 90.
eywor eas Fliters
9
SUGGESTIONS (536) RELATED (30,000) QUESTIONS (100) PREPOSITIONS (57) COMPARISONS (46)
l o2 KEYWORD voL cPC PD sD GOOGLE SERP a‘rm LINKS bs :ocm.
= -
| digital marketing 49,500 $11.38 55 49 1 nellpatel.com/what-is-digital-marketing/ 2] 15,047 443 9l 1465
digital marketing agency 12,100 $17.42 53 32 2 blog.hubspot.com/marketing/what-is-digital-market.. [3 8,019 366 94 2971
129
3 digitalmarketer.com/digital-marketing/ 5 4,816 82 86 239
what digital marketing is 6,600 $7.36 40 18 - - s
@ 4 marketo.com/digital-marketing/ ©z 3,262 109 90 1,051
— digital marketing jobs 6,600 $5.78 21 21
5 smartinsights.com/digital-marketing-strategy/digital.. [3 2,321 317 90 4,682
fot=] digital marketing salary 6,600 S1.62 15 19
G 6 smartinsights.com/digital-marketing-strategy/what-i... [3 1,673 61 90 351
E dighal markedng company 4300 L 43 i 7 en.wikipedia.org/wiki/Digital_marketing (2 1,267 2,895 100 1558
digital marketing course 3,600 $22.34 83 39 8  disruptiveadvertising.com/marketing/digital-market.... 3 975 2 80 10
@@=
(=]
5 digital marketing certification . 2900 $14.85 87 39 9 digitalmarketinginstitute.com/en-us/blog/what-doe... [3 742 2 86 38
<&
10 investopedia.com/terms/d/digital-marketing.as [ 559 31 91 85
digital marketing services 2,400 $1591 43 26 3 yreonsidia s
n sas.com/en_us/Insights/marketing/digital-marketing... [3 104 ns 89 1,181
digital marketing strategy 2,400 $16.92 40 26
12 skillcrush.com/2018/12/14/what-is-digital-marketing/ [3 79 3 81 12
digital marketing manager salary =] 1,900 $15.93 7 8
13 lyfemarketing.com/blog/how-digital-marketing-wor... [3 61 n 84 9
digital marketing freelancer 1,600 15.27 69 34
9 9 . § 14 lyfemarketing.com/blog/ %4 48 3 84 1
e R ket sk v rAn PR an ~n




Competitor research: Pages to Watch

Messages

Notifications Insights Publishing Tools Settings Help ~

Pages to Watch
Caompare the performance of your Page and posts with similar Pages on Facebook.

B s, o st

Page Total Page Likes  From Last Week Posts This Week  Engagement This Week

1 W NATIONAL GEOGRAPHL... 319.2K 700000 o% 26 13

b+ $acie
British Council Bulgaria

By v

Bunrapcka Hayka

JHAHRWX

5 L | BBC 3nanue

L4

6 Cnucanue Kocmoc

SoftUni
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Competitor research: Inoreader

= Saarch or subecsibe &  Science Markallasread v 2BUnread ~ Foldersettings + A v ©+« A O
5 Al articles "
' Tags 2
¥ Active searches

Saved webd pages

Stars »
C Subscriptions o O
?  Quick Bites 8
?  Marketing L3
o TEACH CONTROVERSY
» BG Bloggers 2
! 3 The Leafy Seadragon Is the 10 Female Scuba Divers Butterfly numbers drop a Would You Vote for

sy Most Stunning Fish in the Who Are Showing The mystery, say experts Someone Who Thinks the

o 3 Sea. Argument Over World How It's Done Earth Is Flat?
N 3 WIRED » Soence ® (7 e Scsence - The Huflegt ® [ e BEC Naws - Scerce o (A e B Atz oncery . f e
» Learmning 57
? Cookng
? Science B

The Physics of Nutballs Farmers Are Manipulating Nobel economics prize A celebration of botanical
Somersaulting in an Indoor Microbiomes to Help Crops won by Oliver Hart and art throughout history - in
Skydiving Tube Grow Bengt Holmstrom pictures
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Qualitative information
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Qualitative instruments

* Pop-up questions
* |sthere anything else you'd find helpful?
* \What is your biggest challenge right now?
* What questions do you ask yourself most often?

» WWhat does the ideal solution to your problems
look like?

* Follow-up questionnaire

What else would you like to know?

Not using Holiar yef?

* Meeting customers
Hotjar polls



Persona: RV Betty
 PersonaDetail | Questionsto Ask

Role » Retired from office job and getting restless
* Spends freetime with friends, cooking, reading

Company/Organization * Retired; used to work at an office job where she was low/mid-level executive [*

Goals *» Wants to enjoy retirement
* Longtimedreamto travelinan RV

Chalienges * Logistics —travel comfortably, get access to utilities
* Wanis space with ease of use

Watering Holes * Likesto read travel magazines and websites
* OnFacebook, but only to keep up with family
* Relies on organic search to find company names

Personal Background ¢ In mid 60s to early 70s
* Lives in suburbs with husband
* Has children butthey are out of the house and financially independent

Shopping Preferences * Has expendableincome

Wantis RV to be a home-away-from-home to entertain family and friends
Needs to feel she’s buying something good/reliable/reputable

Wants high-touch sales process



Buyer Persona:
RV Betty

Betty has recently retired from an office job where she
worked as a lower to mid level executive. She is in her
early 70’s and lives with her husband. They have
children, buttheyre all out of the house now.

Betty lives in a suburbof a city. Her husbandis also
retired. They have beentalking abouttravelingin an RV
upon retirement for years — this is a long-time dream of
theirs. The kids are self sufficient and have been out of
the house for long enoughthat Betty doesn'thave to
worry. She's been retired justlong enoughto be bored.
While she doesn’t consider herselfas wealthy, she and
her husband have a substantial savings and are
preparedto enjoy theirretirement.

Betty is worried aboutthe logistics of travellinginan
RV — how easywill it be to find utility hookups,
where are the best places to stay if you have one,
etc. She also wants something comfortable; she
plans onspendinga lot of time in it. She has other
retired friends so she wants additional sleeping
space and she wants to make sure they have plenty
of room for food and even cooking. She wants as
much ease as possible when traveling.

Betty likes to look at travel magazines and websites.
She likes to plan destinations. She is on Facebook,
which she checks once in awhile to keep up with
the kids and friends. She set up a Linkedinaccount
3 or 4 years ago, but hasn'ttouchedit since.

Betty likes to buy from someone she trusts. She
takes her time making purchases, especially large
ones. She feels like she makes smart purchase
decisions and wants to feel like she’s buying a good
reliable brand. Betty needs to see, feel, touch, and
tour the actual model of RV she’s buying.
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Rachel

Small Business
Owner

» Social Media Marketing
» Key decision-maker

Demographics Goals and Challenges
e Age 32-39 « Save time online
e Skews female « Find interesting content to share
" $90,000 /yr « Maximize social media resources
» Urban location How we can help

|
® MaSt.er S deg':ee « Schedule posts to a queue
» Married, no kids « Content suggestions
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NMepcoHa 1: Uckam Han-go6poTo

U. Monen 2a BaenaHe Ha peiiesua: Maximizer.
e AKTHBHO CPBRHABEE PASTHMYHI OfILINK M MCKE A8

¢ | Vicka na Hameput Hai-oodpata onums - S1o4KeTsT e B3eT [0/ HAN-[06POTO B TEXHUTE DAMKH.
npensna, Ho He € eONHCTESH OrpaHnYnTEnN.

¢ | 3anara He CamM0 Ha BbHLUSH BMa, HO U Ha Ka4yecTeo.
e | Pa3fvpa KaK=20 NPeacTasasaT TexHYecKuTe

XapaKTepPUCTUKM Ha NPOAYKTUTE [] pelnoYnTaH KaHau
e | Lienu na 6bae trend-setter cpen npustenure cu.
e | Hama MHoro ceoBoaHO BpeMe, 3a Aa NPOBepsRa ASTaNNHO OHNaiH Megum

MHMDOPMaLNS - TbPCK NOSEpeH NapTHLOP.

CouvanHu Mpexu

MNpenopbKy OT MpUATeN

M@pKV], OT KONTO Ce B/inAe |
¢ Vma nocneneH mogen ASUS 6usHec nanton ot PCStore bg. PR 1 TpaguuvoHHa pexnama
Bunapacr: 33 e Kapa Audi, cneaou ctpaduuara Ha Carbon Motors, 3a fa semaun S
e - T M
Hatsea: Merbiiss monsntie Hali-HOBMTE CNOPTHWU MOAESNN. HyeHCHPpU
e Pasnycka kato rneaa BBC Top Gear Ha HoBuma c1 Sony e ——

codTyepHa dupma
CemeiicTRO: B Cepro3Ha Epb3Ka
JNlokauwsa: BapHa

TEeNeBM30p C eaHa 3aropka PeTpo B pbKa.

¢ Vannaa c npuarenu e Yalta n Bedroom.

e Yete Men.bg, cnean dbytbonHuTe pesyntatn 8 Gong.bg, Hosu
pexXyMU 3a TpeHupoekn B BB-Team.




Key questions

‘- What's the buyer’s role? \
* \What are their goals?

‘- What are their main problems? CONTENT TOPICS

* \What media do they use?

* \What social platforms do they use?
* \What are their personal characteristics?
* \What types of content do they consume?

* \What is their buying behavior?
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Key questions

* \What's the buyer's role?
* \What are their goals?
* \What are their main problems?

* \What media do they use? ‘
* What social platforms do they use? | CONTENT FORMATS

* \What are their personal characteristics?

* \What types of content do they consume?

« What is their buying behavior?
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Key questions

* \What's the buyer's role?

* \What are their goals?
* \What are their main problems?
* \What media do they use? ‘ CONTENT STYLE

* \What social platforms do they use?

* \What are their personal characteristics?

* \What types of content do they consume?

* \What is their buying behavior?
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What job are they hiring you for?

The “Jobs to be done” framework
sli.do - CM2
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How Snickers and Milky Way compete

https://people.hotdogsandeges.com/bob-moesta/

https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://blog.intercom.com/using-job-stories-design-features-ui-ux/



https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://hbr.org/ideacast/2016/12/the-jobs-to-be-done-theory-of-innovation.html
https://blog.intercom.com/using-job-stories-design-features-ui-ux/

Jobs to be done

The 4 forces influencing a customer switch

Reasons to switch

existing

solution

Reasons to stay

---------------------------------------------------------

SoftUni
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Anxieties - example

Communicating with customers
shouldn’t be this hard

THE 0LD WAY

MARKETING
AUTOMATION

CUSTOMER
DATABASE

THE NEW WAY

LN
N

You YOUR CUSTOMER

N\

With Intercom it’s simple,
personal, and fun for everyone

Enter your email Get Started

Easy set-up « Free 14 day Trial » Cancel at any time

SoftUni
Digital
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Competitors

Know your competitors

They do the same job
in the same way
(McDonalds vs Burger King)

They do the same job
Direct in a different way
competitors (Skype vs Business Class travel)
Secondary ) )
They do a different job

competitors

with a conflicting outcome
(McDonalds vs Weight Watchers)

Indirect
competitors
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Outcome

People hire [PRODUCT] to do the job of [JOB] when
SITUATION]. The other applicants for this jobs are
COMPETITOR LIST] but your product will always get the
job done because of [KEY BENEFITS].
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"3apaau HUCKaTa LeHa, BUCOKOTO Ka4yeCTBO U
pa3sHOO6pa3ueTo oT NpeaoxKeHus."
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What's the stage they are at?

Buyer's journey and engagement cycle
sli.do - CM2




Content for every stage of the customer
journey

TOFU

AN

MOFU

BOFU

SoftUni
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Buyer’s journey

Aware of

Aware of Aware of
the

the solution the product

problem

| | /'

So you should focus here 90% focus here



Engagement cycle

. Visit

® Impression

’ ‘ Generated

content

. L Recommendation
Subscription

90% drop-off on each stage

SoftUni
Digital



Buyer’s needs

sli.do - CM2




— infuit
— @ qUICkbOOkS. For Small Business  Self-Employed  Accountants Learn & Support Free Trial
& Bookkeepers

Sign In

OF THE OFFICE?

A ] :; TUE \MNO . “ == , 'f :_:— : o - _,.._‘ e
AL TENNA [‘. =V R LI ) S S N J 11U
Today, the cloud has become impossible to ignore. While we're always hearing about how technology is going to change

everything, it now seems that innovative approaches to how we live, work and play are having a drastic impact on everyday life.

What does the workplace look like in a world where physical location has become unimportant, and where people are able to
connect seamlessly from almost anywhere on the planet?




MAKEUP.com

LOOKS FACE EYES LIPS HAIR NAILS TIPS & TUTORIALS PRODUCT PICKS w A
I A LIPS LOOKS LOOKS
LATEST 8 Lipstick Hacks You f l *‘ A Complete Guide .'{" Your October This Week in
ARTICLES Still Haven... to Mascara Wand... abicadgad Beauty Horoscope Beauty: Fancy

The Reverse Cat Eye
P Makeup Tutorial You
Didn't See Coming

f
ith all of our makeup tutorials at your disposal, we're sure you've perfected the cat
W eye look by now.
But are you ready for the reverse cat eye? Here we pair gold mascara with black eyeliner to turn
the classic cat eye upside down! Continue reading for the full makeup tutorial.
Ju

i
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> » o) 500/7:00

Cupidity Love Stories - Travellers

~ CornettoGlobal

2711 150,006 views

A Share  *** More i 1380 P s

Published on Apr 10, 2014

Up next

Upload

Autoplay ©

An Ordinary Day [Love Story]
[Short Film]

TrustMacintosh

450,229 views

Cornetto Cupidity Love Stories
- Drawings & Dreams
ComettoGlobal

191,828 views

Cupidity - Beauty & the Geek
CornettoGlobal
77177 views

Cornetto Cupidity Love Stories
- The Oasis
CornettoGlobal
176,243 views

Cornetto Cupidity - Kismet
Diner

CornettoGlobal

107,163 views

Cupidity - xPhobia
CornettoGlobal
66,122 views

Q



HMOLESKINE Collections Philosophy Shop Store Locator Contact Us

777 MOLESKINE  EXPLORE «+ UPLOAD «,  FEATURED +,  TEMPLATES « Q, Search...
y
/

Beta version

Just love me FastSKETCH of my WOR... #HandwritingDay Collage “Glance through a ...

Entry for the Creative Challen... a little corner - perfect for ... A combination of handwriting, ... | used a larger blanko Moleski...
O 26 O 16 O 16 O 13
@ Miss Wah ‘ ngVIETNAM SARA P ONDER JS.
A UK VIET NAM TURKEY GERMANY
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NEWSJACKING

Ruling the second paragraph
sli.do - CM2
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Newsjacking:
the art and science of injecting your ideas into a

breaking news story to get media attention,
generate sales leads and grow your business.

Close variations: real-time marketing, adverjacking



HOW TO NEWSJACK

A » D

News Breaks Quickness Always Use
Second-by-second 24 Is Essential Good Judgement
hours a day



Life of a news story

iy N
T
NIEt

= et Rt

Public
excitement
grows

® Old News 0)
%
Journalists scramble \

® Jor additional information \

Newsjack here

.

ereaking news

& by David Meerman Scott. Licensed under a Creative Commons Attribution - NoDerivs 3.0 Unported License.
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UKEA
October 5 - §

A
13

|

He e TonkoBa TpyaQHO Aa HaMepull CUMETPUYHO pelleHne Ha A0CTbNHa
ueHa ¢ kunum LAPPLJUNG RUTA http://bit.ly/2Qu37ia.

CumMeTpusa, AOCTOMNHA
3a UCTUHCKM pad

KPAATT KpapgeusT Ha S6Bb1KH

WG ) 5 g

Muwa 6e3 nosoa.

BPEANCHANE JA CHOBRINNI

De 29k

HEMOPLHHUK
-

73 Comments 381 Shares



Mado in the USA
Sweatshop Froo

In case you’re bored
during the storm. ouRASELL

p HELPINS PEORLE
o x R RECHARGE
° P RECONNECT
NEx RECOVER

EVERY- 36 |

$DURACELL
s« ?OWERFORWARD

NCADY > RILIEF b RESTOOR

Offer available:
Connecticut, Delaware, Massachusetts, Just Enter

SANDYSALE
ggg:sclsﬂ:a b#igeﬁgy '.Z‘;'Z’ Yo at Checkout




Use with care!

k ASTaE weom L 37 pl 4 T TRl

m @KennethCole

Millions are in uproar in #Cairo. Rumor is
they heard our new spring collection is
now available online at
http://bit.ly/KCairo -KC

Twittor for BlackBery® Favorite Rotwoot * Roply

Retweeted by stevenhoam and 98 others

NEEE TEDSNE.E

4/21/16, 3

o Cheerios ¢

@cheerios

prince

Rest in peace.

17 PM
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RAD&R
EXCLUSIVE

We Il Buy Your Purses,
Lmdsay' Company

24 Offers Big Money For
Cash-Strapped Lohan's
Leftovers

SHARE

}wa

|
O '
TURN YOUR OLD PURSE

INTO
CASH!




Become a well-known expert

Sign In/Register Help Country v Communities v |ama... ¥ |wantto... v Search Q

ORACLE

Products Solutions Downloads Store Support Training Partners

About > Acquisitions > Market2Lead

Oracle and Market2Lead

Oracle has acquired the intellectual property assets of Market2Lead, a provider of demand generation and marketing automation software.
Market2Lead's technology helps companies improve demand generation to increase sales and marketing effectiveness. Oracle plans to
integrate Market2Lead's technology into Oracle CRM applications. The financial details of the transaction were not disclosed.

"~y SoftUni
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: *. Join your peers and connect with pCWOI'ld

PR InfoWord on Linked 3 |

Work. Life. Productivity.

NEWS REVIEWS HOW-TO VIDEO BUSINESS LAPTOPS TABLETS PHONES HARDWARE

OVYC

Games Productivity Home Audio BusinessSoftware Photography  Utility Software

Oracle buys IP assets of Market2Lead

The company’s marketing technology will be added JONE AR VIO
to Oracle’s CRM software Oratie S tetecon ey et noogy

s Oracle Buys IP Assets of
B Marketing Automation Vendor
- COMMENTS

Home Business Software

#6920

Orachs has acapred the iotlecnal Broperty sesets of
A e Marsc2Leas maber Of marketing ma0maton wnd Gemand
A DO MLON SMWare. A o1 LIS M
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Kate Winslet offered firefighter training after
daring island escape

23 August 2011

London Fire Brigade is offering Kate Winslet the opportunity to train with
firefighters after she bravely rescued Richard Branson’s mother from a fire on
his multi-million pound luxury holiday island.

The Brigade, which has over 300 women firefighters, is inviting Kate to learn
how crews deal with fires and also how people can prevent fires from
happening in the first place. On the proposed visit, Kate would visit the
Brigade's training centre, meet trainees and experience the role of a modemn
day firefighter. This would include operational duties such as trying out
firefighter breathing apparatus and climbing a ladder pitched against a tower
block. She will also be made aware of the community safety activities that
firefighting staff regularly carry out.

Kate, who helped carry Branson's 90 year old mother, Eve, to safety would
also be shown how being prepared for a fire gives people a much better
chance of survival. The three important steps she would be taught are to:

1) Have a working smoke alarm
2) Have an escape route planned for the event of a fire
3) Understand that if a fire starts to get out, stay out and call 999.

Deputy Assistant Commissioner of the London Fire Brigade, Dany Cotton, who is the highest operational woman firefighter in
the country, said:

“Kate has shown true bravery and we would love her to visit the London Fire Brigade and see the work that real firefighters
do at first hand. We'd remind Kate that having a working smoke alarm and an escape plan are extremely important in cutting
the risk of dying or being injured in a fire."

"Kate has shown that women can carry out rescues just as well as men. | hope her actions will encourage more women to
think about becoming a firefighter.”
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Business Woman & Proud Geek
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Here's a résumé for Marissa Mayer: Would you hire her? Preidents CEO s et

Yahoo! you're not standing in the light.”
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It looks like Marissa Mayer will
not be looking for a new job
immediately.

The sale of Yahoo's core assets to
Verizon hasn't put her right out of
a job. She has promised to stay on
with Yahoo to "see it through to
the next chapter,” she says, at
least until the $5 billion
transaction is completed.
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Eimo

M E D ' A ITE Elmo loves making others happy.

L 1-866-356-6847 @ elmo@sesamestreet.org
9 Sesame street, NY

POLITICS TRUMP ENTERTAINMENT SPORTS
ELMO'S EXPERIENCE ELMO LIVES BY

WATCH: EIlmo Learns He Is Laid Off After A i Bt o e

) Nov 1981 9 Sesame Street, US by saying Mr. and Ms. and
) ] * Elmo is the only non-human puppet ever to testify before the US. saying thank you and also
Trump'’s Budget Comes Out
* Elmo launched 2 feature films and made dozens of media
appearances
H * Elmo-related products - account for 50% to 75% of annual sales of
by Llndsev E"efson Mar 20thl 20171 9:46 am ’ Sesame S(re:t merchandise (My Peek-a-Boo Elmo Toy, Tickle Me Elmo) soFT sKlLLs

* Elmo motivates kids to eat healthy - they are 65% more likely to eat

| ith El ick | h o
W Tweet m APPESMIE TR St NS |Z Great Communicator

Elmo loves learning and giving lessons to
children about various topics through

A DAY IN ELMO'S LIFE songs and video. Created over 1K songs.

7
2? Always Adaptable
Elmo worked with a number of
puppeteers - 2 principal performers, 3
alternate and 11 international.

@ Hangs out with Elmo’s best
friend - goldfish Dorothy
@ Elmo writes new songs

@ EImo has play dates with all

his friends
Q Elmo meets little patients in @ Committed Team-
hospitals worker

Elmo collaborates with other monsters,
parents and charities and became friends
with many celebrities including Adele,
Ellen, Jimmy Fallon and others.

EXPERT AT
Contagious giggling Making jokes ELMO'S PASSIONS
3 ®
/' Miniature golf
Sharing Listening to others
® ® : i
* Touring the talk-show circuit
Spelling Avoiding pronouns
@ Playing the piano & singin
Elmo Gets FIRED o' I rayistin pien & gk

Posted by What's Trending
14,869,278 Views

' Tap dancing

www.enhancv.com verifiedby (X7 Enhancv
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Power out? No problem.

The most famous tweet.

YOU CAN STILL DUNK IN THE DARK

15422 6722 SBRARAESERD

AM - 4 Feb 2013



.. JUNE 25 | PRIDE |
P re I I m I n a ry @ JULY 5 | CONGRATULATIONS, SHIN-SHIN @

preparation

https://www.youtube.com/watch?v=ZDScOV3AEnk AUG 5 | MARS ROVER LANDS @ AUG 14 | ELVIS WEEK @



https://www.youtube.com/watch?v=ZDSc0V3AEnk

Who creates your content?

Content authors
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Who writes your content?

71%

31%
23%

19%

0%go,

Staff Executives Freelancers Agency
partner
® 2016 ® 2015

14% 13%
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3% 2% 19

I
Guests Curation Writing
panels
2014
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Yoga Book: Confessions of a Tablet Doubter

02 September 2016 | Gavin O'Hara | [ 1277 Reads ® 6 Comments

Community  Design  Education  Events & Initiatives  News  Tips & Advice  All Products  Yoga

RELATED POSTS

Channeling Our Design
Thinking

Lenovo's Y Series One
Year Later: A PC for
Every Gamer

Why Lenovo Made the
Yoga Book

Dear Friends,

Lenovo lights up
Microsoft Ignite 2016
with new cloud-based
skeptic even while swimming every day in a sea of impressive new devices. data center offerings

Please accept this apology— 5 years in the making—from the guy who works at the big

tech company, the guy who gets some gadgets for free, the guy who remains a tech

~ SHARE THIS ARTICLE




SoftUni
Digital

When do we write?

Editorial calendar
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An example:

HubSEHL

Author:

Due Date:
Pubdish Dats:

Pameis Vaughan
10/20/12
10/23/12

TUESDAY
Author:

Due Date:
Publish Dats:

Anum Hussan
10/’20;" 12
10/23/12

WEDNESDAY
Author: Maggsa Georgies
Due Date: 10/20/12
Pubdish Date: 10/23/12

TOPIC/TITLE

12 Revealing Charts to Help You
Benchmark Your Business Blogging
Performance [NEW DATA]

Top SEC Tips Straight From the
Industry Exparts [INFOGRAPHIC]

How to Craft the Right Questions for
Your Next Marketing Survey

CONTENT/DETAILS

Explain importance of blogging and how to
benchmark your efforts to garuntee success

Highlight SEO tips through expert advice while
promoting compiete guide

Use an exceprt from the Marketing Surveys @book
t0 provide reagers baneficial survey best
practices

KEYWORID(S)

business blogging,
blogging benchmarks

search engine
optimzation, SEOQ

marketing surveys,
survey marketing

TARGET PERSONA(S)

Owner Cliie, Mary Marketer

Owner Ollie, Mary Marketer

Owner Oflle, Mary Markater
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OFFER/CTA

Fraa Report:
Marketing
Benchmarks from 7K
Businesses

Free Guide: Learning
SEO from the Experts

3 Ulimate de 10
Using Surveys in Your
Marketing




m Editorial Calendar & InspiringBoards ¢ & Public

Article ldeas

o=
Give the Gift of Trello Gold

s 00
Unlimited Labels

3

Heritage Bike Shop Case Study

car—
Roadmapping With a Public Trello
Board

o1

epm—
How To Use Trello Like a Pro: Part 4

e
Introducing Power-Ups: Calendar,
Card Aging, and More

http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/

Researching

=
Wedding Planning With Trello

&.

o | C—
Kickstarter case study

&

Using Multiple Boards for a Super
Effective Workflow

=7
Common Questions

[S—
The Pomodoro Technique

On Hold

=
How to Structure an Editorial
Calendar

[« )
Create Cards via Email

[

Holiday Campaign Wrap Up Stats

T

Writing

—
All About Accountability: Being
Resolute in Resolutions

Android Material design in depth @1 [

How We Structure Our CSS
@ 1 Apr

[ oo
Meal planning with Trello

@ 15 Apr r



http://blog.trello.com/moved-to-published-using-trello-as-an-editorial-calendar/
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Today A v

Mon Tue

28 29
4 5
11 1 card 12
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How We Structure Our

CSS
18 19

w @ Public

Wed

30

6 1 card

How to use Trello like a
Pro

13

31 Mar

7 1 card

e =
Android Material design in
depth

14

21

Fri

1 Apr

8 1 card

Trello for Charitable
Donations

15 1 card
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Meal planning with Trelio

16

Sat Sun
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Practice:

CREATE YOUR BUYER PERSONA & DEFINE THE
JOBS THEY HAVE

Template: https://docs.google.com/presentation/d/10611zSMmrSgDnQVH/kCtPu5J92JgVkGEnyzB32jvIL kjO/copy
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