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2. Calls to Action
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1. Contact Page

Add evidence, remove friction
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Tens of thousands of people use our products every day. If
you're considering moving to the cloud, we're here to help.
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APPFLICTATIONS

Get a Quick Demo
You are about to learn h azo,OOOoCPO
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You're about to learn how 20,000+ CPG pros
manage $10B in trade spend.
Just share a bit about yourself and
we’ll be in touch within 24 hours.
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BEFORE AFTER

Tens of thousands of people e 20,000+ CPG pros
use our products every day. - manage $10B in trade spend.

We can't wait to chat with you. — sep- ) Shelley Fow

You'll be hearing from us soon. ==  will be in touch within 24 hours

#contentjam
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Hierarchy of data quality

Data quality

“I like it when..."
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Hierarchy of data quality

“What has worked for us..."
Marketing Analytics ; 3 ,

your own recent data
“What experts say works..."

Industry Best Practices Rsgese p_, : y,
general industry advice
“I like it when..."

Opinion / Preference VA S (S o

iInternal single point or view

Change of positive impact

Data quality



Hierarchy of data quality

"“Which works better now...”
target audience, in context

"What has worked for us..."
Marketing Analytics 3 A £
your own recent data
. “What experts say works..."
Industry Best Practices N p_. ; e -
general industry advice
“I like it when..."
Opinion / Preference T SES g
internal single point or view

Change of positive impact

A/B Testing

Data quality



2. Calls to Action

Use specific, descriptive labels



COSTS
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BENEFITS /
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Do this thing »
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Do this thing »

Do this valuable thing »




Do this thing »

Do this valuable thing »

Do this easy thing »




Contact Us
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Check Availability and Waitlist




Contact Us

Check Availability and Waitlist

—_ —

Schedule a time to chat with an associate




Contact Us

Check Availability and Waitlist

Schedule a time to chat with an associate

Usually, we can find a time within 24 hours



Get in touch "' Ask me anything!

CONTACT» CET IN TOUCH »

f#contentjam



Measure & Optimize
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3. Search Optimized Site Structure

A detailed page for every target phrase



The Services Page
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Type of keyphrase Searcher’s intent

KNOW (Informational) Looking for answers
Wants to do it themselves problem aware
DO (Commercial) Has a product/service in mind

. : solution aware
Considering options

GO (Navigational / Branded) Looking up a company

, brand aware
Wants to get to a website

Orbit Media Studios B2B Lead Generation School



Type of keyphrase

Searcher’s intent

KNOW (Informational)

Looking for answers [”Can a microscope
. ?II
Wants to do it themselves see Ce”s-\

DO (Commercial)

Has a product/service in mind ["microlicope repair
. : : Chicago”
Considering options —

GO (Navigational / Branded)

Looking up a company
Wants to get to a website

Orbit Media Studios B2B Lead Generation School

[ “SciencePlus”




The three types of search intent

.| KNOW (Informational)

DO (Commercial)

[ GO (Navigational)

source: Bernard Jansen, et al
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Every keyphrase is a competition.
Every page is a competitor.



4. Service Pages

Answer questions, address objections



CLARITY CONFUSION
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Descriptive Header
The “Backyard BBQ Test”



Prove
impossible
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£ CMMIinstitute o

Build Capability. Deliver
Results.

CMMI Institute helps organizations discover
the true value they can deliver by buillding
capability in their people and processes.

Bulld Organizational ‘ CMMI Institute Products
. Get Results Grow Your Career :
Capabity Services



. .
riser
it roctrw

(g > Mpdmg [ PRI JRN - o {eqowvae L ey N T B om L Roor y AL e

PIONEERING

A Better Way

- PR LR | ;." | f] |
L |- g "n HiE gt d
Eils | Py




Putting Your People First
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Leadership Coaching and Training
for Mid-level Managers
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Exscuny E LEADEwR ' >, EXccurive LeAaoewn
FOR THME FUTURE W FOR THME FUTURE

Putting Your People First Leadership Coaching and Training

for Mid-level Managers

Put Your Future in Our Hands

Em—— ey Yy W S mm— T —

~ LEARN HOW IT WORKS — ~ LEARN HOW IT WORKS —

for Individuals for Companies for Individuals for Companies

Homepage header is a tag line Homepage header is descriptive

Orbit Media Studios B2B Lead Generation School




Web Design Standards
Wobsito foaures and tholl placomont on 500 mivkoting websitos
Logo in the top left

Mam navigation in the header
(not on the left not just a hamburger icon)

Dropdown menus

Just 54% of websites have
descriptive homepage headers

Contact in the 10p right

Value proposition high on the page
[doscnptive M1 hoader)

Search in the header
(scarch wcon o tex ficld)

Coatest on the homepage

(blog articies, naws, otc.)

R ——— M
B
I -
-
Social icons in the header . 9%
Chat in the bottom right .
"%

(ewe chal or chathot)
Popup window in the homepage l 6%

Call to action
{not st a “contact s”® butten)

Evidence on the homepage
ROSUMOMIMS, G818, dwiv 0%, 01 )

Video on the homepage

(in the featured arew o farther down)

— —»

0% 25% 50% 755 00% . _ _
Contusion Convention  Standaed source: Web Design Standards, Orbit Media



https://www.orbitmedia.com/blog/web-design-standards/
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The Apolle Weorld OF

F Care

Slideshow with 10 slides :

BOCH A APPOMT™ENT

COVID- 1% INFORMATION
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“woros |
WORLD'S |
BEST SMART

HOSPITALS
202]

Newsweek

statista %

The 8t slide has strong evidence.
Does anyone see this?

rid's Best Smart

Hospitals

auY POOK HEAL™ FIND 0OCK VIEW iEALT™
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FIND A FROVYIDES FIND A PHEARMACY FIND ACALT MANACES BEQUELRT FON seavice

0

SERVICES ABOUT BLOGC NEWS CONTACT US

Customer Spotlight: Carhart o })
Reduced Incurred Costs By 3 O

| _—

-

‘ -_— ‘J .

Two slides on a timer
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FIND A FROVYIDES FIND A PHARMACY FIND ACALT MANACES BEQUELRT FrON seavice

Great
| Place
Certified Great Place

to Work"™ Company

Gl O ‘& Work
. READ OUR PRESS uuun;’j“ '- ‘ J? Certified

*‘ FEB 2022-FEB 2023
USA B

~

The award is hidden on the second slide
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Do Rotating

source: Do Rotating Sliders Help or Hurt?

Sliders Help or Hurt Your

Webs#te? [Research Roundup)

Opwnvvws b Yoty


https://www.orbitmedia.com/blog/rotating-sliders-hurt-website/

(not on the left not just a hamburger icon)

Web Design Standards

Wobsito foaures and tholl placomont on 500 mivkoting websitos

Logo in the top left

Mamn navigation in the header

Dropdown menus

Contact in the 10p right

Value proposition high on the page
[doscnptive M1 hoader)

Search in the hoader
(scarch wcon oc text field)

Coatest on the homepage

(blog articies, naws, otc.)

Shdeshow on the homepage

Call to action
Evidence on the homepage 28%
ROSUMONIAS, G810, dwde 0$, 01C )
- m
Social icons in the header . 5%
Chat in the battom right .
"%

(v chal or Chathot)
Popup window in the homepage . 6%

Video on the homepage

(in the featured arew o farther down)

0

=

25%
Contusion

>
50%

Convention

—>
5%
Standaed

42% of websites still

have slideshows and carousels

source: Web Design Standards, Orbit Media



https://www.orbitmedia.com/blog/web-design-standards/

Slideshows were invented to
preventsistabbings in
co ence rooms



Causes of User Failure

Task Design 2%
3%

source: NN Group


https://www.nngroup.com/articles/top-10-enduring/
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Take me back to that moment when
vou first realized you needed help.



What else did you try?
What didn’t you love about it?



Starting out, what was the biggest
challenge you were hoping to solve?



When evaluating options,
what was most important to you?



What can you do now (or do better)
that you couldn’t do before?



If you couldn’t work with us ever again,
what would you miss the most?



What's the #1 thing you would tell
a friend if you wanted to convince
them to hire [company]?



Useful Words and Phrases



Because
"We offer on-site installs because not
everyone wants their data in the cloud...”



Should

“You should have access to your data,
anytime from anywhere.”



Already ...still

“You've already upgraded your network, but
your still having performance issues.”



The factis / The truth is

"The truth is that cloud-based applications
still crash, no matter what they promise.”



Even if

“You still have 100% access from anywhere
even if your services are on-site.”



When evaluating
options, what was
most important to you?

Marketing Client

contentjam




When evaluating Security was
options, what was the top priority,
most important to you? then scalability.

Marketing Client

contentjam




When evaluating

options, what was

most important to
you?

Security was
the top priority,
then scalability.

> Security

Scalability

Marketing Client _

contentjam




What was the biggest | wanted better
challenge you were insights, not just
hoping to solve? dashboards

You already have
dashboards, but you're
still not getting insights.

Marketing Client _

contentjam




What analogies do you On-site installation
use to explain what we Is like owning your
do? own home

—p |{'S like your house.
You should own
your own home.

Marketing Sales

contentjam




What can you do now Now | don’t have
that you couldn’t do to run that report
before? every time

Stop running the same
reports again and again

Marketing Client _

contentjam




What questions are you just sick
and tired of answering?



What analogies do you use to
explain what we do?



What is the biggest number
you can get up to?



Fill in this blank: people can work
with us even if they



What questions should Prospects never ask

people ask you, but they about our testing
don’t? and documentation

The fact is, 80% of
software installations
are never fully tested
or documented

Marketing Sales

contentjam



What is the biggest

number you can get up
to?

We have 14,000
total end users

Trusted by 14,000
professionals

Marketing Sales

contentjam




What questions are you “What if | want to
sick and tired of cancel my
answering? contract?”

Marketing Sales Cancel anytime.

contentjam













Evidence



Pile of unsupported Page filled with evidence
marketing claims

- - G EN o Logos,
awards,
partners

® Text
- 0 Testimonial

@ Video
o testimonial

Data,
statistics,
charts

Trust seals,
certifications,
memberships




<

UNCERTAINTY

>
EVIDENCE /

#contentjam



UVE BETTER, STAY STRONG
SPEND LESS ON MEALTHCARE

TS UKE AGrs
FOR YOUR MEALT™

e ¢
o =

e .

D
=2

U111l

“Spend less on healthcare”

“Our technology makes it easy”

“Exclusive features help you prosper’

)

“Like a GPS for your health”

“Know more. Feel great. Spend less”




IARTAN

UVE BETTER, STAY STRONG
SPEND LESS ON MEALTHCARE

IMSUKEAGrS
'“m“mn‘
s a\

11111

Unsupported claim

Unsupported claim

Unsupported claim

Unsupported claim

Unsupported claim




Adams
Street

A Global Leader in

Private Markets

Owr Sronegies A Sobutions .

Q&A with Jefl Akers: Top 5 Questions in Today's EV]dence that
Secondary Market »

: they're legit!

#contentjam



10 Ways to
Add Social Proof

Testimonials

Endorsements

Social Media Shares

Social Media Widgets
Certifications

Number of happy customers
“Our most popular” Best-seller
Studies and Statistics

Press Mentions

L 0 Nk WwWDhE

10. Reviews



-
: »
s
’
‘

. R Y ST - :-"‘? R -

-

.u p
’ v v, — “\ ; S
..4/ f . -

. 3
’\
s,.

: 2" y P e~
Feedback from oq(’cjtéqtﬁ e U
WCustamn SPAnN Mony .nomfm Gﬂ use t'Ogio Oq,ltmomnno '
' /’wockﬁows. captivate cuttomdrs ahd endich their gmployees.
\AW .
5 ¥ . .
¥ Y Af" O

Eagle 3D Streaming is the leader in pixed and 3D streaming.
They have the most relable pixed streaming on the planet

John Doe
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i ' POFCustomMers span maony ma.:s_m'm and use Eqgle'tq streomiing
P ' _— wikflows, captivatd SUStom&rs, "Gnd envich their dmployees
e S Ty . L
sy Testimonial is vague,
- / : Eagle 3D Streaming is the leader in pixed ond 3D streaming borlng and fake

They have the most relabie pixeld streaming on the plaonet
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19.  /swpport/contact supporty in

O 247 v 208
] 20 /ocodecty/ - 231 201
ALDIECS ) 2V. /ewpertrequest-ademo/ > 226 o 162
(] 22 /meowcey/ - 222 (1w 118
ACOUISSTION
0 232 /servoes/ B 208 (111N 57
BEHAVIOR 0 24 /swppony/ e 203 (1 173
" () 28 /oews/category/mdus ()
ey ew - - . -
The testimonials page is
Betavier Faow (] 26 /fservices/software iy 15%
the 31st most popular
Sate Coment 0 27 /sharebutionto . L 5
) page on this website.
AN Pages [ 28 /prodects/ 127
Centent Drifidown ) 29 Jeervcew) o 48 0w ™
Unging Peges () 30 /resouces/quichtios/ B 18 oy 12
Bt Pages

J

31 Jabout wneatimonialy A 12 arnv 127

e Sraet
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(Jldnl)id Your Ganda v AN Sowtars Nutri-Kodowindes  Cente Comtact Uy
i A haran

Big text!
...vague, says nothing

What Our Customers Are Saying

Lead ing Matur ol Healnh Praducts Brand

Small text
...impactful, compelling

glanbia

nutritionasis



Big subhead

...IS vague, says nothing

e

What Our Customers Are Saying Carousel

...hides the testimonials until clicked

7}
ANANY

"My favorite part about working with Glanbia is the peopie. and the innovation Always bringing us Detter Better people

Detter ingredients, and Detler solubons’ N

Leading Natursl Health Products Brand

Tiny text
...i1s super compelling social proof




| Big subhead

...raises a key question.

Andy Chalenger, S« VP, Challenger, Gray & Christmaos

What it’s like
working with Orbit

M) vosde e b | i
s Nt ) \
L e 2 eIV hey
Ot wis 80 Pirsonable with o8 ™ 1 06
I S g a T f 4 ™ - ™)
15y L4 | N s

Video

They gathered SO maN date Fravg af these hfarery ...upgrade to the ultimate format!

¢ 00 A & \ Thumbnail has face and quote.

Excerpt from video
...for the visitor who wants to scan.
Also can include keywords.




Elements of a great testimonial

‘ Headline

“A digital web design agency that is 100% website focused”

“The fact that Orbiit specalizes iIn webste desion and development was a

Buge advartage in out expedience, We've proviousty w %od with agencies
! y 2

who S8 they could do 100 things and wobsne design we,. wst one of them

And it showed"

Face, name,
title, company

"\
¥

Target keyphrase




“"When you say It, it's marketing.
When they say It, it’'s social proof”



Web Design Standards
Wobsito foaures and tholl placomont on 500 mivkoting websitos
Logo in the top left

Mamn navigation in the header
(not on the left not just a hamburger icon)

Dropdown menus

Just 28% of homepages
offer any kind of evidence

Contact in the 10p right

Value proposition high on the page
[doscnptive M1 hoader)

Search in the hoader
(scarch wcon oc text field)

Coatest on the homepage
(blog articies, naws, otc.)

o W

Cali to action
(not jst a “contact ;" button)

Chat in the bottom right
(ewe chal or chathot) we
Popup window in the homepage . 6%
—> —>

0% 25% 50% 755 00% . _ _
Contusion Convention  Standaed source: Web Design Standards, Orbit Media



https://www.orbitmedia.com/blog/web-design-standards/

Subheads



Mealchioewr Sohtons CoeSetirgn Sore Bsourcen

Developing next-level
people for the future of
healthcare.

Al HeolthSireom. we work side-by-side with heolhcore
organohons 1o ensure thet Her pecple are confcdent
commpelen! and Gredenhigiod actordng 10 the hHghed!

possbie srondornds

Adds pixels and visual noise
without adding value

Y

Our Solutions

Scheduling &




Octobar is NATIONAL
DONUT MONTH!

Our products

Ideas & Insights

Our Customers

Recent News
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October s NATIONAL
DONUT MONTH!

Our products
Our baking and pastry products

ldeas&tnsights

New Ideas from Inside Our Bakery

Our-Customers
100 Years of Quality Baking Ingredients

Recent News

et = g CUC CAMNT XCAXI SANILY el Mada
Testove el Aee MANLD A FOWTRID FY WOMLM
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“A' Myt . - ¥ . ’ ;‘ , -—» : »
M VYRS Orbit Media [Default View) - LT ¢

" Overview © o %
- |
= iy Doy Buh e
» » - .- ” -
: _ .~ Percentage of (non-blog landing)
| | visitors who fill out the contact form
79 §79.00 0.53% 88.08%

#contentjam



) ) . el . T s M
o e ' Orbit Media (Default View!| - s v 9 g

Oveevew ©

Segment that excludes
J i information-intent visitors
(users who landed on an article)

v I ‘ Mo Sasuc 1A 12.84%

#contentjam
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Deconstructing a website visit

The interaction between the content and the visitor



The Zero-Moment of Truth

‘I need some help.”

)

#contentjam



The Zero-Moment of Truth

“Take a look at this company.”

“I need some help."/ bj
&
\(search results page)

y N
A - -4

#contentjam



The Zero-Moment of Truth

“Take a look at this company.”

7

aé® 08
‘I need some help./ \—J \
—
\(search results py

N
N
A A
\"5 g

#contentjam



“What does this company do?”

“How do they do it?”

“Can they do it for me
specifically?”

&




“Am | in the right place?”




Call to action

“Not sure what they do exactly.”




Call to action

“Not sure what they do exactly.”

“OK. | see they do what | need.”

&
&



Call to action

“Not sure what they do exactly.”

“OK. | see they do what | need.”




“Not sure what they do exactly.”

Call to action

“OK. | see they do what | need.”

“Not sure if they
can do it for me”




Big Clever Headline

Small descriptive subhead

Call to action

What we do

“We’'re really great.”

Stock photo

Service Name

“We’re number one”

Service Name

Long, blocky paragraph with some
keywords in it.

“Not sure what they do exactly.”

“OK. | see they do what | need.”

“Not sure if they
can do it for me”

“I don’t really have time to
read all this.””



Let’s try that again...



“What does this company do?”
“How do they do it?”

“Can they do it for me
specifically?”




Call to action

“| see they do what I’'m looking for.” @




“| see they do what I’'m looking for.” @

“Clearly, they do it for
real companies.”

Call to action

.

IS——— s 1
".
Hassssmmmm—=y
u
(" = |l R UR .‘
2] -




Clear Descriptive Header

Interesting, unexpected subhead

Call to action

il

Logos

"

“| see they do what I’'m looking for.”

“Clearly, they do it for
real companies.”

“Ah. Their approach looks
interesting / thoughtful.”

4 \

)
©

4



Clear Descriptive Header

Interesting, unexpected subhead

Call to action

Logos

Clever subhead

Detailed answers to top questions

id

4,

“| see they do what I’'m looking for.” w
<&/
<&/

~

“Clearly, they do it for
real companies.”

“Ah. Their approach looks
interesting / thoughtful.”

“Looks like they could help
with my specific needs.”

\

— \

&



Clear Descriptive Header

Interesting, unexpected subhead

Call to action

Logos

Clever subhead

Detailed answers to top questions

id

Wow, this team
is super helpful

“| see they do what I’'m looking for.” w

“Clearly, they do it for
real companies.”

“Ah. Their approach looks
interesting / thoughtful.”

“Looks like they could help
with my specific needs.”

“People like them!

Maybe | should get in touch...

1

©C

°)



H1 Header
H3 Subhead text

Call to action

logos
H2 Subhead
Body text
H2 Subhead
Body text
H2 Subhead
Body text

i
’

What do they do?

Are then legit?

How do they do it?

Can they do it for me?

Have then done it for
people like me?

L]




“I want my copy to sound different”

Where to be clever. Where to be clear.



‘HlHeader
3 Subhead et Clear
_ BB B N |
Testimonial




Lead Gen playbook at a glance

1. Home/Landing Page 2. Form Optimization

source: Google UX Playbooks



https://services.google.com/fh/files/events/pdf_leadgen_ux_playbook.pdf

Lead Gen playbook at a glance

2. Form Optimization

source: Google UX Playbooks



https://services.google.com/fh/files/events/pdf_leadgen_ux_playbook.pdf

source: Web Design Standards, Orbit Media

10 Website Design Standards vs. Best Practices

Review of 500 haomegeges vhown T popedarty of warown UX featire » web dewgn
Bt mavy 00 ot Mg ' wod dewg) eV precten

0... 0
°A °—— noe =



https://www.orbitmedia.com/blog/web-design-standards/

Lead Gen playbook at a glance

% of websites

doing it “right” 2. Form Optimization
55% .
54% . '
v+ I
28% - -

source: Google UX Playbooks



https://services.google.com/fh/files/events/pdf_leadgen_ux_playbook.pdf

Live Webpage Review



5. About

The stories, the values, the people



Unique Avg. Time on Page

Page i
] Pageviews Pageviews Entrances Bounce Rate % Exit Page Value

28,607 23492  00:01:46 16,093 70.82% 56.26% S0.04

1. 5 8,739 (30.55 7,194 00:02:19 7,145 75.59% 72.48%  $0.03
2. ® 5,626 (19.67 4,858 00:01:46 4,644 57.73% 55.76% <$0.01
3. B 2,241 (7.83 1,777 00:02:23 697 72.17% 56.98%  $0.03
4. ® 1,185 (4.14 959 L4 00:02:06 145 72.41% 43.29%  $0.02
5. /about-us i L L R About: The #5 page 132 44.70% 24.53% <$0.01
6. L 706 (2.47 86 65.12% 46.18%  $0.07
7. - 686 (2.40 496 00:01:54 84 72.62% 47.23% <$0.01
8. R 522 (1.82 378 00:01:01 4 70.73% 23.95% $0.34
9. - 326 (1.14 277 00:01:47 40 85.00% 39.26% <$0.01
10. : 271 (0.95 231 00:01:07 45 62.22% 29.89%  $0.00

#contentjam




Time to fail "The French Test”

we... UsS... OUr...



Elements of an effective 1. The origin story (video)
About Us section

2. Mission, vision, values

3. Team, people, leadership




ALL STAKEHOLDERS HOLD BUSINESS ACCOUNTABLE

Parcemt who agree

Global 27

Buy or advocate Choose a place Invest

for brands to work based an their
based on their bakefs based on their belefs beliefs and values
and values and vaiues

source

#contentjam


https://www.edelman.com/trust/2022-trust-barometer

S{J‘NHII\'{ sunstar ;;'.,q.;‘-

Like the Sun and the Stars,
we want to always be there

for the world = 3 SUStainab“ity

Report
2022

Sunstar
Group Report
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SUNSTAR Sunstar Group

8% 15%

Brands >

About Us >
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SUNSTAR Sunstar Group

Brands >
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SUNSTAR
15%

Brands »

About Us >

1%

vl -Jo
Sunstar Group

1in 5 of the homepage
visitors want to know
“who/why” first.
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12
13

14

15
16
17
18

19
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/about/hissory/

/about/ global cetwork/

/about/ structure/
/eboul/busness-performance/

/about/ chaerman-tenview/
{sbout/holstc-heath-care/

/adout/ philosophy/

/sustainabity/

1 aDoul/ surmter song Serm-vigion- 2032/
/sustainabiity)/ socal/community/
/about/Me-with-sunater/

/Mealthy thinking/category/sustainabéity/
/ sustainabitty/erwionment/
 SALRNALELY / errv  COMaNL/ ManaQemunt/
/sustainabiity/management -platform)

I sstainabiity/ ek onment/product s/
/ssstainability/ smanagement/

fasstainabilty/message/
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1246 I 12 25%
651 I 6.40%

555 I 5 16%
451 1 443
436 [ 429
419 I 42%
368 2625
182 §1.79%
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162 159
&9 jossn
§3 Jo.52%
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SUNSTAR

For healthy lives and smiles
of people around the world

people’s health

p b vl o

Farhtore bameds

129 Ivterview

Responding to the rapidly
changing world to become a
global company supporting

50 people saw this for 8 seconds,
then answered this question:

What is important to this company?
What do they value?







What is important to this company? What do they value?

“They value the wellbeing of people” “I assume it is related to children safety on bikes”
“sustainability and healthiness” “I think this company is in the health care business.”
“Health, | think. | want to say environment too, but | “This is an insurance company ”

read something about chemicals”

“The wellbeing of people around the Globe." “Family planning and managing one's finance is
important to this company.”



Word | Frequency

health 24

=
(@)]

people

family

oonas pPro
chemicals

wellness main children agi nealthiness
. gl RS “fe healthy
wellbeing smiles insurance i

company peOple hworld l h e

Nappiness  peauty supporting clients comfort  people's

ha .
generations mppy Value care offer rapidity planning
others
future finance

kKnow environment ) fam”.y

safety
d \ Support peoples llveS mpoprove
oral e bikes  business

different around

value

life
healthy
smiles
care

oral

world
wellbeing
global
lives
supporting
comfort

insurance

N N N N WO W W~ B 1 OO O N 00 ©

clients



WANT MORE, NOT LESS,
BUSINESS ENGAGEMENT ON SOCIETAL ISSUES

Percent who say

On addressing each societal issue
DUSINESS S, .

. & Climate Economic Workforce Access 10 Trustworthy Systemic
NGOG  Owersieppvry change Inequaity reakifting Pt care nformation Injustice
h'O.l;’i
Gap.
'-': g -.";“.‘(3' 439“ 409“ 379& 34m 3251‘ 320‘1
Y ey S ,-.'
52

#contentjam



CEOS EXPECTED TO INFORM POLICY, NOT POLITICS

Percant who expect CEOs to inform and shape conversations and policy debates about each issue

Some expeciation

g
g
E

Jobsleconomy 78

<
®

-
.

Techmalogy and automation

(~
"
-
-

Wage nequality

Global warmeng and cimate change

Prejudice and dscrimnation

>
w

Irrmigration and s ispact on jobs

o
.

o
)

rprovieg education and foaticare syvioT

How 10 rcroase e COVID vacomation rae

8 i

CLOs sxpeocted fo

Who the naxt leader of the country ahoukd be stay ouf of poltics

#contentjam



cutting waste through predictive
ordering."

Boring, typical web copy Personal expression of purpose

X v

Orbit Media Studios



6. The Branded Query SERP

The first page in their experience



Google

Google Search I'm Feeling Lucky



Google

aprimo

aprimo chicago
aprimo glassdoor
aprimo careers
aprimo logo

aprimo chicago office
aprimo voice

aprimo academy
primo release notes
aprimo reviews
aprimo youtube

Google Search

-

I'm Feeling Lucky

Reépor! nappvopnate prodiclions



Google

aprimo d| )

aprimo digital asset management

aprimo developer api

aprimo dam pricing

aprimo demo

aprimo desktop connector

aprimo dam sitecore

aprimo dam sync 2018

aprimo dam saas

aprimo digital asset management review
aprimo deutschland

Google Search I'm Feeling Lucky

Report inappropriate predictions



GO"._)g'e apeimo demo

(=
jo

rm

LAl I News [PDvdecs [Dimages [FMege | Mow Setings  Teoks

About 193,000 resufts {0.53 seconds)

Aprimo Marketing Solutions | Productivity Management & DAM

) www.aprimo.com/ «

Aprime heips marketers tum pain points nto advantage ponts. Contact us Yoday. Close Yowr
Markating Geps. Deliver on-lime, on-drand. Faster Speed %0 Market. Get The Aprimo Advantage

Products Why Aprimo

Simplity marketing compilexity and Aprimo helps marketers

norease the valoe of marketing do what they do best
Videos

Aprimo Digital Asset Aprimo Marketing
Management Operations
Aprima Apnmao ApOMo

YouTube - Sep 28 2017 YouTebe - Dot & 2046 YouTube - Dec 3 2018
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Which “Site Links" are being
shown by Google?

...keep those pages updated!
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What questions do people
ask about your business?

...answer those questions
in your content
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and add them to your

Google My Business page
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What searches are related
to your brand?

...confirm that your best
content ranks for each




GO g|e adler planetarium wedding X § Q

Q Al &) Images QO Shopping [ News [ Videos i More Settings  Tools

About 208,000 results (0.62 seconds)

Oh no! Another website is
ranking #1 for their most
popular branded keyphrase.

;ﬂ'&.‘ ®

(=] More images

Adler Planetarium wedding

Adler Planetarium offers both indoor and outdoor ceremony ceremony options for up
to 325 people and space for up to 600 guests when setup for an indoor seated
reception. Your guests can take in the iconic Chicago skyline with a cocktail hour
wedding ceremony on the Nancy A. Petrovich Skyline Terrace.

wasabiphotography.com » wedding-venues » adler-pla... ~

Adler Planetarium Wedding Venue Information [REAL PHOTOS]

Feedback
www.adlerplanetarium.org » private-events v

Private Events at the Adler Planetarium

With breathtaking skyline views, the Adler Planetarium is an iconic Chicago venue ... Named one
of The Knot's 2019 picks for 'Best of Weddings, the Adler ...



When do we start marketing??



o Foundation
2 : .
Cara 1o * Conversion optimization
o0 * Durable improvements
s * More leads from every visit
Home o
o ]
Coogle
Query sEmp
Q0
ol Growth
o * Increased traffic
D * Content marketing
0 * Better performance from every post
| D
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image source: Marco Verch, Flickr



7. The Content Mission Statement

The foundation of the content strategy



Our content is where
[audience X] gets
[information y] that offers
[benefit z].



Where digital marketers find practical advice
on content, analytics and web design

to get better resuits from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Where digital marketers find practical advice
on content, analytics and web design

to get better results from their websites.



Our content

1. Our blog, articles and resources
2. Our email newsletters

3. Our social media posts

4. Our videos, events, podcasts

...and every other format we use



[audience X] 1. Potential customers
2. Anyone we can help through our

expert advice




1. Tips, advice, insights, strategies
and checklists

2. Stories

[information y]

3. Ideas and inspiration
4. Research and reports

5. News and trends




Why they should click, visit, read,
watch, listen, share, subscribe

..and pay attention to your content

[benefit Z]




DOCUMENTED MISSION STATMENT

HAVE NOT DOCUMENTED THEIR MISSION STATMENT

HAVE NO MISSION STATMENT

10 20 30 40 50 60
M least effective at marketing most effective at marketing
(1or 2 out of 5) (4 or 5 out of 5)

Source: Content Marketing Institute



Marketers who document their
mission statement are 3x more
likely to succeed



“Do you have an editorial mission statement?”

UNSURE 6% —» - 28%

YES, AND IT IS
DOCUMENTED

NO 35% —» <« 30%
YES, BUTIT IS
NOT DOCUMENTED

Source: Content Marketing Institute

contentjam




8. Email CTA and Blog Templates

Optimized for email list growth



BROOKDALE O 855-350-3800
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as simpie as penciling in a5 3 10-minute walk every day after dinner or swapping PR

cockies for apples on your grocery st may make a big difference in both long: rEg s

term health and short-termn attitude $0 go shead and sign up for that Zumbe S

clads you've abwins wanted 10 take. IU's & Necessity that feels like & luxury, Novernber 207
STAY P 1O DaTE

Subtract the Bad

Somaetimes buildng good habas may Not be enough 1o DUt You On a trajectory to s @iy O3

welk-being, You need to ditch bad habits too! This could be a5 simple as tossing al

the bags of lnte-night tompeations in your pantry o 38 Sough as Quitting smaking.

You could aiso “SubLact” by 1aking comtral of your sewitanment Marie Kando styke. AIDECIIDe
Could getting 1id of dishes that don't spark joy increase your overall well-being?

Only one way to ing owt!

Don't Go It Alone

If you only take one thing saay from ths article, we hops its this it's a-Clay to ask
for help Bofore you need it Think of it this wiy: you don't start locking for a gas
STALON When your 1ank's emply « you Nl ‘er up before you're stranded on the
shoulder of the road. if you're feeling Ske your needie’s approachng empey, reach
out and ask for help

If you're a professional, your employer might provide counseiing benefics. Chack
with youwr HR manager for detals. There are also resources dedicated 10 helping
healthcare professionals navigate the stress of categnving. especially in crisis
Utuations like the 2020 COVID-1 pandemic,



— W | WS

.".BROOKDAU& O 855-350-3800

PITRT TR T R A M TP AT TR MR W ST T RN S s AT ey

numploaspondllng-naolomwumkmydayanudmwormppmq PR
cookles for apples on your grocery kst m )mmu;.
term haalth and short-terrm attituce 50 ST
clags you've abways wanted 10 take. IU's & Would a visitor see Rovernber 2%
this as valuable?
STAY U9 1O DaTE

Subtract the Bad

Sometimes bulildng good habas may Not De enough 1o DUt YOu On a trajectory to s wreTrs O3
weolk-being, You need to ditch bad habits too! This could De a5 simple as tossing al
the bags of lnte-night tempaations in your pantry of 38 S0ugh as Quitting smaking, , |
You could aiso “SuUbact” by 1aking contral of your sevitanment Marie Kando styse. AIDECIIDe
Could getting +id of dishes that don't spark joy increase your overall well-being?

Only one way to lind owt!

Don't Go It Alone

If you only take one thing saay from 1hs artcle, we hops its this Iit's a-Clkay 1o mk
for help Beofore you Need it Think of it this wiry: you don't start locking for a gas
STALON When your 1ank's emply « you Nl ‘er up before you're stranded on the
shoulcer of the road. if you're feeling ke your neadie’s approachng empey, reach
out and ask for help

If you're a professional, your employer might provide counseing benefics. Check
with youwr HR manager for detals. There are also resources dedicated 10 helping
healthcare professionals navigate the stress of categving. especially in crisis
Utuations like the 2020 COVID-1 pandemic,



The 3 P’s of email sighup forms

Build strong castles and forts with Prominence
one simple weekly tip!

Promise

“This is the best moat maintenance newsletter
out there. Thanks, Fortco!” o fOOf

DAVE DUKE OF NAFERVILLE




@ Otz Meda Sadas

C ot
Wve (e b (ww e e N e Ponebin By )

e S By

Practical Tips for Content Marketing,
Analyhcs & Web Desugn

A ol e O combere .

Jon ¥ 000+ peapie whe ot De-weeldy meb murketing 19s



@wmm

wve (g § Dvvw opemae brmryro s & Copmim s 08 o Poebia By oo Comrtm v

The it B

Practical Tips for Content Marketing, < [information Y] is called out

Analyhcs&WebDesagn

W re gl » ol of owwr Sop combett 1 2

Joun ¥%.000+ peopie whe get bi-weekdy meb murketing 998

By g w0 pow agree %0 owr Privecy Podcy

explicitly at the top of the blog...




@WMW Wek Desige § Dwveimpemat  Arabytes & Cpoisstonn Patbole By Ahedt Codan

Practical Tips for Content Marketing, < [information Y] is called out
Analyhcs & Web Desogn explicitly at the top of the blog...

Joum 95,000+ propie who get b-weeddy et marketing 195 ...and again in the call 1o action
to subscribe
e (-

By »g w0 pou agree 10 o Privecy Policy



How do you look in the mobile inbox?

v4ah o

, =  Inbox Q
Sender name T

Subject line
Preheader text L —

f#contentjam



How do you look in the mobile inbox?

LW i BAL

= Q

Sender name B Chaiakebt G
Subject line -
| Preheader text "

_ = Inbox
Personal sender name T Ro

Compelling subject line |
Meaningful preheader """



Blog Design Best Practices

Hey, why don’t we do
that??

source: How to Design a Blog

o o——1
)

Blog Design Best Practices: \
9 Things to Add to Your Blog 73% Search tool

n oo ~——
é 10. Blogger

~+ 36% Share buttons on top

\ 63% Author picture
14% Reading time

\\ 33% Share buttons on the side

% Date

44% One column (no sidebar)

« 44% Popup window

noee—— » 35% Share buttons on the bottom

+ 51% Comments

« 79% Related articles
12% Slide-in CTA

13% Sticky footer

i

contentjam


https://www.orbitmedia.com/blog/how-to-design-a-blog/

Wait, more practical insights? Yes, please!

: jl%m

...ahd now we do that

Why is My Google [New Research) Soca How to improve Your
Analytics inaccurate? Media Psychology Google Rankings Fast:
2% Ways Your Google Why do we follow? Why 9 Steps to Rank Higher
Analytics is Wrong and do we share? Here are Using Analytics

How 5

Orbit Media Studios B2B Lead Generation School




Lvers Lalel

Primary Dimension: Event Categery | vent Acton

Secondary demension ~ S0 Type Delaght =

Event Category Total Cvents

J 1. Related Blog Posts 2,254(100 004

telgted Q oatvanced il © = T N

2,250 clicks in first 6 months... ‘

2.254* _.l

0.00

e TOD \v)

2,183 0 0.00

® Pagerews

ol UL

Povery Devarmons Page  Tage The "

Secordary devaraan © N0 T Pl =

Urege
P v -

493560 435456

MMJ \f\/\f\f’\f\f\f\f\/\r\/\/\/\f\f\/\

— — —

...which is a 0.46% CTR ‘
- X T M
L Era enies — S Page Yahe

00:03:23 400,226 82 84% 80.82% <50.01




| 4

Recover Quik ©

~onm e o e e b b s Social bio is just "about us" text.
o , , Doesn't say what you'll get if you

1821 882 follow

9!

Recover Quik ©

HOW-20 MSOuroRs, Bod Irom securly axderls and Sracical gudes On how 10 propect SOCia| biO iS a mini’ca" tO aCtion.

YOUr Sy atemd Trom ATIaCks and DOunCe Back if you get Mt

& | Gives the reader a reason to follow.

152 ) 8,752

<!

#contentjam



9. Sales-Focused Content

Content that directly impacts sales



o U Mte Nadee -— e - ————— el e - *— eem o e —

Aratomy of the perfect 828 service pege



The right content for ©) oo
the right audience =

Ardly Ceestoding | Co-Founder ! Chie! Marku

Orbit Media Studios B2B Lead Generation School



10. Original Research

Be the primary source



M Cwwe wheede e Y Links  Top linked pages - externally

Men  vwe whicedy e, ey gy Vb v w iva t e

- WRATER o, e, " s

eet oy el - v "

Original research attracts links Ve vt prectnen = -

v 0L OGN Ny T " o)
‘J R e
- e whi emly o= wm, SO e petar. " 2N
| v o—amsn AN wwe RATAR (o, g, e S e, - Ze
-~
Mo ey
- Cwwe B cwda e, Ty, Owa Yoy gl g o n:
YV e
e whimedy o, g Neem W Aeh g e et . . "
D SR e -
www WUATRI T, DRy, AR Ve " ~»
e S
vwe wihcmda o vy, vy fealves e
[,{_ L. l _
A ] vwe hATada o, g PG e s o Badoee ‘e A
[ Soegn
- WA Da e Ty Sm et N by o On Y .4 »
. whAmenda . vy, ST re ey dovag Vv pre e e LR (Y]
A rtw o
AN wwe RATGRG (O, DG, wed e PO ara ..

550 W e N v
Men  vwe wbhceds co ey veee N L) furw o | wrdes a@ "



Original Research Example
“‘What's a good bounce rate?”



oo iwiw 8 Demvnnn—e Awmyto s @ Oy, gbom Po-te L Almot Cotint

What’s a Good Bounce Rate? We Asked
500+ Analytics Accounts. Here’s the
Average Bounce Rate for Websites.
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The average bounce rate iIs...



The average bounce rate iIs...

62%



Average Bounce Rate by Traffic Source

Direct
Organic

All Traffic Sources | .

0% 20% 40% e0% 80%




= Google Search Console Q.  mapect any URL n Tpe wwe ot Dtrredhs Comy* @ 2

1 sttpaiwwwortam.. v Links > Top linked pages -~ externally
1) owerage
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Yy Shemagn
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Original Research Example
‘What's the lifespan of a website?”



™
[ © | Ot Nedw S Wt Covgn & Devrtammant brattan b Dyptminat o [ Cwrg At Cowtaet

What is the average website lifespan? 10
Factors In Website Life Expectancy

f ¥V In & +

What is the average lifespan of a
website?



The average lifespan
of @ marketing websites is
2 years 7 months



(@ https /jen wikigedia org wic Digtization a o) D

Digitization versus digital preservation |em)

Main article: Digtal proservation
Ther is a Common misconception that 1o digize somathing is the same as Cigital preservation, To dgitize something is 10 conven
something from an analog Into a digtal format. ™! An exampie would be scanning a photograph and having a digital copy on a

computer. This is essentialy the first step in dgital preservation. To digially preserve something s 10 maintain it over a long period of
time XM

Digital preservation is more compicated because lechnology changes 50 quickly that a format that was used 10 save something yoars
ago mary become cbaclete, Ike a 5 14" Noppy drive. Computers are no longer Made with them, and oblaining the hardware %0 corven
a file from an obsciete format 10 & Newer ONe Can D PENSive. AS a resull, the upgrading process must take place every 20 5
yoars, ™ or as newer technology becomes a*ordable, but before older technology becomes unobtainable. The Library of Congress
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Mary lbraries, archives, and museums, as well as other insstutions struggle with calching up and starying current in regards % both

gigiization and digtal preservation. Diglization is a time-consuming process, particularny depending on the condition of the holdings
price 10 being digtized. Some materials are so fragie that undergoing the process of dgitization could damage them irreparably; ight
from a scanner can damage oid photographs and documents. Despite potertial damage, one reason for digitizing some materials is

because they arne 50 heavily used that digitzation will halp 10 preserve the original copy long past what its ie would have been as a

physical hoidng.

Digitization can also be quite expensive. Institutions want the best image quality in digital copies 30 that when they are corvenied from
ong format 1o anomther over Sme only a high-guality copy is mantained. Smaller insstutions may not be able 10 afford such eguipment,
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Digitization versus digital preservation |em)

Main article: Digtal proservation
Ther is a Common misconception that 1o digize somathing is the same as Cigital preservation, To dgitize something is 10 conven
something from an analog Into a digtal format. ™! An exampie would be scanning a photograph and having a digital copy on a

computer. This is essentialy the first step in dgital preservation. To digially preserve something s 10 maintain it over a long period of
time XM

Digital preservation is more compicated because lechnology changes 50 quickly that a format that was used 10 save something yoars
ago mary become cbaclete, Ike a 5 14" Noppy drive. Computers are no longer Made with them, and oblaining the hardware %0 corven
a file from an obsciete format 10 & Newer ONe Can D PENSive. AS a resull, the upgrading process must take place every 20 5
yoars, ™ or as newer technology becomes a*ordable, but before older technology becomes unobtainable. The Library of Congress
provides numerous resources and tips for individuals looking % practice digitization and digital preservation for their personal
colections. %

Digital preservation can also apply 10 bom-dighal material An example of Something that is Dom-digital is a Mcrosol Word document
saved as a docx file or a post 10 a socklad media site. In contrast, WWWM&MMW
materials present a unique challenge 10 digital preservation nalools el 0 because of the
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Original Research Example
“What website features are standard?”
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Web Design Standards vs. Website Best
Practices: Our Review of 500 Sites [NEW
RESEARCH]

What are web design standards?

source: Web Design Standards



https://www.orbitmedia.com/blog/web-design-standards/

Web Design Standards
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Conatent on the homepage
(blog articies, naws, otc.)

Chat in the bottom right
(Fve chat of chathot) "™

Popup window in the homepage . 6%

0% 25% 50% 5% 100%

Confusion Convention Standacd

What percentage of websites
have which features?




10 Website Design Standards vs. Best Practices
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Hundreds of thousands
of people have read it
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Original Research Example
“Why do people follow and share on social?”
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[New Research] Social Media Psychology:
Why do we follow? Why do we share? Here
are 5 Things Marketers Miss




Why do people follow others on social media?

80% . What users saxd
=417
60% T B What marketers think
B8% n-64
40%
- ﬁ i
: 5%
2% W ' -
0% T
Keep in touch Want to see Want to be Show
(personal) their posts noticed gratitude

source: Social Media Psychology



https://www.orbitmedia.com/blog/social-media-psychology-research/

Why do people share content on social media?

0% . What usess said
417
40%
. What marketers think
30% o
20%
10% ﬁ
0%
Share practical Show 1 identity with Stay visible
information the topic/message L0 my peers

source: Social Media Psychology



https://www.orbitmedia.com/blog/social-media-psychology-research/
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Original Research Example
"How long does it take to write a blog post?”



Mot Dving & (Nvvrwprent Wedete Opt wl o Portiode | ) Ao Cornton

New Blogging Statistics: What Content
Strategies Work in 20227 We asked 1016
Bloggers




How long does it take to write a blog post?

4:30 al ah
3 n 1 n:m 10 min
4:00 57 min 55 min

n
3:30 ?6 min 20 min 28 min
3:.00 25
2:30 24 min 35.'-“'”
2:00 -

2014 2015 2016 2017 2018 2019 2020 2021 2022

source: 2022 Blogger Survey, Orbit Media



https://www.orbitmedia.com/blog/blogging-statistics/

How long does it take to write a blog post?

1416
1400 1269 1376
142 1151 rans
2 1050 1054
©
5 29058 887
° 700
o
L0
E 150
"~
0

2014 2015 2016 2017 2018 2019 2020 2021 2022
Average number of words per post

source: 2022 Blogger Survey, Orbit Media
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Blogging Statistics and Trends: The 2018 Survey of 1000+ Bloggers | Orbit Me...

We've asked 1000 bloggers to tell us how they do it. How long is a typical blog
post? What does it include? How is it promoted? Here is the complete report of bl...

oroitmegia.com



People link to it all the time!
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“"What do people in our industry
often say, but rarely support?



FIND THE MISSING STAT



How can you “"bust a myth” with your
research? If you can disprove
something that most people believe to
be true, you’'ll attract journalists’
attention and get media mentions.

Michele Linn
Chief Strateqy Officer, Mantis Research




10x Effort = 100x Results

Time / Effort | - A Results

#contentjam









But how can | get influencers to
check out this awesome research?
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New Blogging Statistics: Survey of 1067
Bloggers Shows Which Content Strategies
are Working in 2021
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Orbit Media Studios B2B Lead Generation School
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B2B Lead Generation School

Orbit Media Studios



Optimized for Search

Target keyphrase
and related phrases

Orbit Media Studios B2B Lead Generation School



Optimized for Social

Farget Revphirase in the Header

Quote from experts
and influencers

Orbit Media Studios B2B Lead Generation School



Optimized for Search

A ——

Optimized for Social

Target keyphrase
and related phrases

l ®

\ Quote from experts

«—1 and influencers
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©

Orbit Media Studios B2B Lead Generation School



An ally In creation is
an ally in promotion



e a 1. Content quality (expert POVs)
collaborative content

2. Better social reach (ego bait)

3. Grows your professional
network




Friendships Dec 1, 2014 - Jun 30, 2016
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Let’s take a break...




Some articles that go into a lot more detail on this stuff...

* Where to Start in Digital Marketing? 10 Things to Do First

* How to Increase Conversion Rates

« The Perfect B2B Service Page: 13-Point Checklist

 How to Design a Blog: 13 Best Practices

» Account Based Content Marketing

 (Content Formats and the Funnel

« What is Thought Leadership in Marketing?

...Orbit’'s YouTube Channel! =

#contentjam



https://www.orbitmedia.com/blog/where-to-start-digital-marketing/
https://www.orbitmedia.com/blog/increase-conversion-rate/
https://www.orbitmedia.com/blog/b2b-service-page-checklist/
https://www.orbitmedia.com/blog/how-to-design-a-blog/
https://www.orbitmedia.com/blog/account-based-content-marketing/
https://www.orbitmedia.com/blog/content-marketing-formats-funnels/
https://www.orbitmedia.com/blog/what-is-thought-leadership-marketing/
https://www.youtube.com/c/Orbitmedia/videos

