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FOREWORD

There's a conversation over a glass of red wine that | won't forget. It was in Italy -- | had been invited
to keynote in a country more than half a world away from home. A question was posed. "Why were
you asked to speak?”

It hadn‘t been arranged at the introduction of a speaking agency, a friend oreven a
he answer? “We saw you everywhere”.

The pervasive and persistent strategy to growing my reach as an influencer was working!

| had been creating and sharing original content for over two years. My audience was growing. | was
on a mission to share the empowering freedom of social media — my industry -- to the world. This
intersection of technology and humanity had me hooked, and | started growing my reach, one blog
post and tweet at a time.

| was just a blogger, just a personal brand, just like everyone else...but establishing my expertise in an
area —social media in my case — and being sawvy about sharing thi

an audience and shape influence. Thanks to the internet, | was no by borders and
geography — | could amplify my voice and cut through the noise.

But|influence reguires moretnarfunl gue conterltf.nind berlding itlsights or. ideas witn

to move. Ripple across the web. Dropping into in LinkedIn and online

gravitas. It needs

conversations.

So do you want to be an influencer in your industr

The creation and distribution of your content to achieve thought-leader-status influence in your
industry means a multi-channel strategy that weaves your brand into obscure corners. This ebook
will help you understand and build the fundamental pillars of a solid influencer strategy so you can
cut through the chatter and be heard.

The old adage “build it and they will come” doesn't cut it in a noisy digital worl3

It's time to elbow your way to the front of the queue — and becoming an influencer in your industr
is the way to do it.

Jeff Bullas
Founder & Digital Wrangler at JeffBullas.com




CHAPTER

WHY DO WE PAY ATTENTION
TO INFLUENCERS?

INFLUENCE

in-flu-ence l'inflooans/|

- Oxford Dictionary (source

As long as there has been society, there
have been influencers. Easily recognisable
influencers include kings and presidents,
religious and community leaders, business
leaders, and of course, celebrities. Similarly,
you're probably also familiar with companies
that are influencers — take Nike, a leader in
sports apparel and the larger conversation
around sports, or Apple for technology and
innovative design.

Their actions are closely watched and frequently
discussed, from certain clothing styles that influence
fashion to their ideologies on how to run a business
or live life. But why do we pay attention to them?

They have some sort of niche - that is to say, they
hold some key authority, charisma or knowledge that
others do not.

They regularly share quality content that is
inspirational, helpful, original or knowledgeable
from a position of experience and/or expertise. This
content can be different things for different people-
from presentationsto articles to videos.

They have a larger presence than others in their
industry. They have some combination of greater
name recognition, social reach, media coverage,
speaking engagements and content readership.

1. The capacityto have an effect on the character, development
or behavior of someone or something, or the effect itself

BAZAAR
WOINEN
INFLITENCE

Five professionals at the top of their
game wax lyrical about the importance
of their roles, and their workuear
rtyle. By Zarelda Marie Coh.
Photogl(;1phed by Brendan Zhang.
Styled by Windy Aulia

GINA ROMERO rounper

AND MANAGING DIRECTOR, THE ATHENA
NETWORK,A PLATFORM FOR

FEMALE ENTREPRENEURSAND EXECUTIVES
TO SHARE KNOWIEDGE AND EXPERIENCE




INFLUENCE STEMS
FROM POWER

Before we get into how to become an
influencer, it's important to know how
influence starts. Influence is created from
power — and there are different types of
power.

Based on the strength of your organisation
and the individuals within, it might make
sense to leverage a particular type of
power in your positioning strategy. Below,
we have summarised widely accepted
forms of power bases coined by social
psychologists John R. P. French and
Bertram Raven.

Tharman Shanmugaratnam
Deputy Prime Minister and

Coordinating Minister for Economic
and Social Policies, Singapore

LEGITIMATE POWER

When a judge hands down a sentence, that
sentence is enforced. The judge has final
say -their power comes from a position of
authority. This is legitimate power.

Legitimate power can influence in two ways:

Official capacity: such as the judge in a courtroom,
a legislator in parliament or the board of directors
deciding which new CEO to hire for a company.

Attributed influence: when Singapore's finance
minister gives his thoughts on best business
practices for 2016, media outlets are quick to report
it. Business people listen and may incorporate them
into their strategies because his position lends
weight to his opinion on related topics.

The Deputy Prime Minister has power that is
inherentto his role within the organisation —that
is,the Singaporean government. Simiarly, your
company's co-founders or CEO have legitimate
power due to their role. Whenyou are putting out
press releases,you are most likely to reference
someone with power because it holds more weight.



Source: commons.wikimedia.com
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WHATKATEWORE

) the style of tho Duchess ¢

THE GO-TO SOURCE ON KATE'S STYLE FOR FANS, FASHION WRITERS, TREND
WATCHERS.
(Seare 2
Favorite Brands | Iconic Looks  Kate's Calendar  Comment Policy RepliKates
The Very Latest

gy Kate In Michael Kors Suit for Suncay Churen Senvice & Gallipol
2yperemony

This morning Kate and William attended services at the Church of SL
Mary Magdalens.

EAndrew Parsons / mages

Continue reading »

REFERENT POWER

When Kate Middleton, the Duchess of
Cambridge, is spotted wearing a new pair
of shoes, that shoe is sold out within hours.
Many people around the world look up to
her as an individual with great poise and
impeccable fashion sense. Brands associated
with the Duchess get a boost in sales because
people follow her every move and want to

copy her style.

Kate Middleton holds referent power as a style
icon. Referent power comes from being liked and
respected by those around you. This power is based
on the fact that people look to you for inspiration and
want to emulate you.

‘&

EXPERT POWER

When  Australian-based Search  Engine
Optimisation (SEO) professional Dan Petrovic
is a guest on a webinar about better link
building, digital marketing professionals will
be tuning in.

Through experimentation in SEO and original content,
Dan established expertise in the field. His thought-
leadership has built him a following in that niche. He is
listed as one of the top influencers in the industry and
he has been featured in multiple publications, such
as Young Entrepreneurs below. By association, Dejan
SEO, the agency he is part of, is regarded as one of
the top agencies for SEO in the world.

Dan has expert power, a type of power that comes
from other people needing to know what you know
and what you can do. At your organisation, look for
individuals who are experts in their roles, whether
they are software developers, mineral compliance
directors, marketers, or dentists- are they pushing the
limits? Are they trying new things? Can others find this
useful? Can you channel their expertise into speaking
engagements, ebooks and other content?



INFORMATIONAL
POWER

With social media spreading content at
the speed of light, it's possible to use
information such as data analysis as a way
to influence others. A great example is Nate
Silver, statistician and founder of the popular
site FiveThirtyEight.

Through data analysis, from both original research
and other data sources, Nate and his team influence
opinions on everything from sports to climate
change to whi ch candidate is most likely to win -
the next presidential election. This research is then
picked up by other news outlets, bloggers and social

s

media users and circulated widely. This increases
reach and establishes FiveThirtyEight as a credible,
go-to source that often gets quoted in major media
outlets.

If your organisation creates original research, you can position yourself as the top industry resource for trends and analysis
in your niche. For example, if you are a medical coll ege looking to recruit students, you coul d research and release data on
medical professions' salaries or perceived job satisfaction for different medical specialties. This data can then be shared
and ref erenced by third-parties, boosting your brand's profil e.

OTHER TYPES OF
POWER

There are other types of influential power that
we won't go into too much detail about in this
guide. This includes coercive power which uses
the threat of force to gain compliance from
another — think dictatorships and blackmail -
as well as reward power which is based on the
right to offer or deny others something - for
example, industry awards or honors.



http://fivethirtyeight.com/

CHAPTER

WHO CAN BEAN
INFLUENCER?

If everyone becomes an influencer, does
anyone truly have any influence?

The reason influence works is because there are more
people listening than talking. If everyone were to talk,
the chatter would drown out individual voices. With
digital marketing, it's possible for everyone to build

a platform to be heard but it's the select few who
establish power whose voices rise above the chatter.

There are several categories of influencers - we've
outlined them below to help you understand where
your strategy might fit best.

INDIVIDUALS

Individual as a brand

Sometimes, an individual is the brand. Think of
celebrities with a platform such as Hollywood or the
music industry, who build their image and repertoire
of work and then leverage their fame to increase
reach. Or, think of motivational speakers such as

Deepak Chopra who are wildly popular for their talks
and books.

Picture credit: www.forbes.com/sites/
davidhochman/2014/07/11/exclusive-deepak-chopra-
aims-to-set-world-record/#1404b163d67



-+ Individual on behalf of a company
In the business worl d, the individual and their organisation are often linked in a cycle. An individual leverages their company
as the initial platform, buil ds thought-leadership, works to reach the right people and at a certain point gains enough

notice in the industry to be recognised as a leader in their niche.

Ther e are differ ent ways to become an influencer and different types of individuals who can become one. It just depends

on the audience.

Examples of people at your organisation who can become influencers:

These people have legrtrmate power due to therr posrtron wrthrn the company|

e SolEniE Data analysts 1s content Those creatlng orrglnal content around research can|
ata scientists be seen as foremost experts 1n thelr fleld

Bloggers who wrlte enough qualrty content to be recognlsed fo
therr rndlvldual work can be leveraged at speaking opportunltles as a
representative of your brand and wrrte guest posts on other platforms

Staff Writers

"Makers" have thelr own communlty aswell and can wleld 1ncredlble Influence
1n thelr 1ndustrres and communltles such as Product Hunt.

Yes, even lnterns can become lnfluencers liFor example, an 1ntern may become
a great source of content for a careers blog whrch other asplrrngyoung
professionals look to for guldance]

-+ The role of an individual can
change between personal and
brand influence

Influence is a gradual upwards spiral — the individual
becomes an influencer and the company gains \ /
attention by association with the individual instead Company boosts .

y individual's content The Business Company becomes an

of the other way around. and profile {media, Influencer influencer, other
speaking events, Cy cle

outreach to oty
its content as a whole becomes more influential

individuals at company

elevated to influencer
\ status

As the company's brand influence is eleated,

and mul tiple content creators can grow their own
infl b o Company
influence by association. .
influencer
strategy



http://producthunt.com/

ORGANISATIONS

+ The organisation as an influencer

There are scenarios in which no single individual is an influencer but rather it's the organisation as a whole. Certain brands
are influential in a particular industry, such as Coca-Cola in advertising or IKEA in design. You don't think of one particular

person within these companies- it is the company as a whole that is considered an influencer.

The organisation as a platform for individuals

tenticn,

Interest over time

It can benefit both the individual influencer and companyto show that the
company has socially engaged leaders. Through platforms like Linkedin,
executives have an opportunity to share their expertise and connect to their
company's professional and consumer ecosystems. By having company's
executives become influencers,it offers an authentic human face to your brand.

Source: https:l/www.google.com.sg/trends/explore#gq=sundar%20pichai&-
date=7%2F2015%2013m&cmpt=q&tz=Etc%2FGMT-8


http://www.google.com.sg/trends/explore#q%3Dsundar%20pichai%26

CHAPTER

HOW DO YOU MEASURE
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INFLUENCE?
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It's fairly easy for just about anyoneto start creating content about atopic and putting it on the internet.
So what's the difference between influencer and a regular content creator?

An influencer has considerable reach in the industrythat is measured by how many people are paying

attention and how much experience they have.

SOCIAL REACH

When you are doing outreachfor a new marketing
campaign, have you ever looked into reaching out to
influencers in the industry? If yes, the first place you
probably looked to deter mine if they have influence
was social media. Depending on the individual or
brand, you may look at metr ics such as:

Number of Twitter or Instagram foll ower s

Engagement on content pl atforms such as per sonal
blogs or LinkedIn Publishing

Number of Facebook fans

Content shares of their articles

What's a good number?

There is no mag ic number of foll owers. An influencer
in a niche such as SEO might have only 13,000
foll owers whil e a global brand may have upwards of
50,000 or even 1 million.

Find your personal benchmark
within your industry

Research known influencers in your industry, both
individuals and brands. See what kinds of following
they have and across what platfor ms. Look at what
engagement is like on their posts. This will give you
a good baseline for what qualifies an influencer and
what metrics to aim for with your own strategy. Use
your LinkedIn profil e as a tool to compare yourself
with other

people in your company, with your

connections and with other people like you.

Pro tip: influencers do not need to meet every
social reach criteria — it depends on the industry.
For example, in some industries, such as B2C
lifestyle products, you can measure influence by the
number of Instagram followers and the engagement
of a brand and its ambassadors.For other industries,
such as FinTech, influencers might be more active
on a professional network such as Linkedin.



EXPERIENCE

A savvy individual can work on growing their social and content reach but what sets individuals apart is that they have

exr2erience in an area that others lack. We see them astra ilblazers because they are doing something new and are seasoned|

They might be a startup founder, a CEQ, a journalist, a fashion model, an artist, a YouTube star — whatever their niche,

hejfve gained exr2erience in that Sf2ace and can command

-+ Surfacing Experience

You can learn quite a lot about an individual on
LinkedIn. How long has the individual been in the
workforce? What is their role? Have they published
any recent articles in media publications with sizeable
reach? Have they been featured in interviews? Do
they speak at industry events? An influencer will make
sure his or her outward-facing profile is thorough and
up-to-date on all social platforms so that others can
find them. Here is an example of what a complete
profile on LinkedIn would include.

You at a glance

Headline
Profile Picture By default the headline is your current position.
Your picture is your However, you can customizeit to demonstrate
virtual handshake. Pick a your expertise and vision for your role «”

picture that is friendly
and aligned with your
role as a leader. Reid Hoffman
Entrepreneur. Product Strategist. Investor.

San FranciscoB")I'If=  Inlemet

Custom URL D e
LinkedIn will assign Know Reid?

you a random URL. o

A custom URL is easier A S S
to communicate andJ L RS l'“a'l'v'l:-'!ﬂny HHHHHHH!'H"]

more professional.

Tell your story

= Experience - List the key positions you had in the past and
briefly explain your role. You can also detail your
education background.

= Summary - The summary is a personal note where you can
share a bit more about the vision you have for your role or
company.

Bring your profile to life

Published by Reid See more »

Add multimedia
contentto your
profile.

Jedi Tours of Duty with the _ Biltzscaling Lessons From  Sunny Day Fund: Why We
(Rebel) Alliance Master Yoda: May The...  Need to Invest In Our..

Lock at their Linkedin

find emplo

ganisation
of individuals who have unique expertise in the
industry?

INBOUND INTEREST

You can also take a look at inbound interest which is
the measurement of how many people are finding
the influencer using search.

Search Google Trends for the intended influencer.
How much search interest is this individual anc

company gettir mpared to other known players

in the industry? An example of this in on is the

Sundar Pi

ch as BuzzSumo which measure

und links to content. You can

see what sort of reach an individual or their company
has and compare it to others.

Media and event interest is something to keep track
of as well - is an individual being solicited for a quote
on a specific topic often? Do publications reach out
to your company to profile it? Do you often get
requests to speak at events in the area or around the
world? You can quantify interest by month to see the

scope of influence over time.




CHAPTER

WHAT ARE THE COMPONENTS
OF INFLUENCER STRATEGY?

Now that we've learned about who can be an influencer, let's delve into how to build a strategy to help
turn yourself and/or your organisation into a powerhouse thought-leader in your industry.

COMPONENT 1:
KNOW WHO YOUR AUDIENCE IS

Reach vs. Accuracy

When you choose a specific audience, you can go
broad or narrow. The problem is, there's only so
much attention out there and everyone's fighting
for a piece of it. When you narrow your focus, you
diminish your overall reach but increase the chances
of being heard by your target persona.

Think of it as a bullseye target where the middle is
the audience with the most engagement. When
you target a broader audience, your marks are
more scattered to reach a wider range of rings. That

means you may reach more people but they're not
necessarily the ones who will be most engaged
because your content doesn't apply to them as much. Reach
When you target a specific persona, your marks
are concentrated in the centre. Although you reach
fewer people, each of those people is more likely to
be interested in what you have to say which |eads to

greater engagement.

It doesn't have to be one or the other - you can
decide where in the spectrum, between reach and
accuracy, is the best positionto achieve your goals.

We'l | go over how to build your target persona in
chapter 5.

Accuracy



COMPONENT 2:
CONTENT IS KEY

To be a successful influencer, you need a comprehensive content marketing strategy. That's because at the end of the day,

every influencer is a content creator, whether through blog articl es, speaking engagements, innovative practices or even

fashion style. Influencers are telling astory and giving out information that is valuable to others.

Content Marketing

Create quality, original contentin order to do
one or more of the following:

Establish your cred ibility through original research,

analysis and opinions

Establishyour legitimacy amongst others in your
role inthe industry, such as CMOs in technology

Incentivise inbound links to expand reach

Increase social media reach

Reach intended audience and establish yourself as

an expert

Ann Handley, Chief Content Marketer of Marketing
Profs and author of Everybody Writes, defines
content marketing as, "Anything an individual or an
or ganisation creates and/or sharesto tell their story.

What it isn't: A warmed-over press release served as
a blog post.” In influencer terms, all of your content
needs to map back into the same big story. Your
foll owers are int erested in hearing your story.

In section 6, we'll go over how to decide the topics
to focus your content editorial strategy around for
maximum effect. In section 7, we'll go into specific
types of content you can create to grow your
individual or company brand .



-+

COMPONENT 3:
EARN INFLUENCE THROUGH NETWORKING

Perhaps the most crucial component of influencer
strategy is growing your network. It is not enough to
just post great content and hope someone picks it
up. Itis not enough to just identify a target audience
and assume they’ll listen when you say something.
In most cases, especially in the business worl d, you
have to earn your influence.

You do this by taking time outside of your normal office hours to go to events and meet others in the industry, build
relationships face-to-face or int eract with people via platforms such as Facebook or LinkedIn. You can coll aborate
on content with other s to grow reach collectively, you can constantly put yourself forward for those smaller speaking
engagements, contributed articles or even for podcasts that don't necessarily give you an audience of several thousand
right out of the box.

Individuals and Companies
Have to Earn Influence

C-Suites and experts across the worl d are trying to position themselves as influencers in their company’s industr ies as
much as anyone else-you canbe a great CEO to your company but unless you are putting in the time to network and
build rel ationships, no one will know who you are.

And as a company, your team of 1 or 10 or 50 needs to dedicate time and resourcesreaching outto industry publications to
contr ibute guest articl es, put budget into promoting that content on platforms such as LinkedIn, have a strong presence at
industry events, build and grow a social media strategy that defines who you are as a brand and constantly create original,
useful, inspirational content that speaks to your core audience.

Growing and maintaining reach can be the most overwhelming part of an influencer strategy- but in section 7, we'll
break it down into action items you can actually execute!




-+ Influencer strategy is like growing a plant

Think of influence as a plant. Plants need water and soil for nutrients and sunlight to turn those nutrients into agents for

growth.

In influencer strategy, the soil and water are your content topic and type- original angl es packaged effectively that you

know others can benefit from consuming.

Networking, both one-on-one and through platforms like social media, is the sunlight that helps make the content usable

to others.

Influence starts out as a seedinthe ground that no one can see. You constantly need to water it and provide sunlight in
order for itto grow - first into a sapling and theninto a full-fledged plant. If you stop one or both, the plant wilts.

Similarly,you need to constantly create quality content and share it withyour target audience in order for your influence to
grow and thrive. Influence cannot just be built- it has to be maintained.




CHAPTER

HOW DO YOU IDENTIFY
YOUR TARGET PERSONA?

2
Y

arget personas (sometimes referred to as
marketing personas) arefictional, generalised
representationsloilyourlideallcustomers.

3

2
-

Personas inform every part of your business
and brand,from marketing strategies and sales

playbooks to new product development

By putting a "face to the name"™ and creating thi
eal person we're trying to attract, we can relat
0 our intended audience as real humans. Havin

A deep understanding of your target persona(s) i Q

v

ritical to driving content creation, engagement an{
growing your brand.

19 1D [«

_|

hrough interviewing you

arget audience, you can create your target personas
his includes a mix of customers, prospects
those outside your database who might align wit

— s

- 4

Here are some practical methods for gathering the informationyou need
to develop personas:

our target audience.

Look through your contacts database to uncover trends about how certain followersor customers fmd and
consume your content

When creatlng forms to use on your webslte, use form flelds that capture Important persona 1nformatlon For
example, If all of your personas vary based on company slze, ask each lead for 1nformatlon about company
slze on your forms

Take mto conslderatlon your sales team's feedback on the leads they are lnteractlng wlth most What
generallsatlons can they make about the dlfferent types of customers you serve best!

Intervlew customers and prospects, elther fnfoerson or over the phone, to dlscover what they I1ke about your
product or servlce




FINDING YOUR NICHE

There are content creators who create helpful influencer rankings for niches so that others can find and follow these people
and brands, such as the top 100 Conflict Mineral Influence Leaders, the top 100 Influencers and Brands in Financial

Technology and of course, the annual William Reed Business Media list of Asia's 50 Best Restaurants.

Geographical Niche

If you're a fine dining foodie then restaurant evaluation websites such as Asia's 50 Best Restaurants are probably yo

'go-to" sources for that special occasion restaurant choice. Asia's 50 is a list created by the Diners Club® Asia's 50 Bes

Restaurants Academy, an influential group of over 300 leaders in the restaurant industry across Asia, each selected for the

expert opinion of Asia's restaurant scene. Launched in 2013, it quickly became recognised around the world as the mos

credible indicator of the best places to eat

ACQYﬂl"ANNA S.PBIILEGRINO

THE FINE DINING WATERS

Gaggan wins No.1 spot in
Asia's 50 Best Restaurants
2016

For the second consecufive year, Gaggan in
Bangkok has been named Best Restaurant in
Asia, sponsored by S.Peliegrino & Acqua
Panna

See all the highlights from the awards

ceremony in Bangkok, Thailand, including the . g
moment Gaggan Anand picked up his award Asia's 50 Best Restaurants 2016

on our Facebook, Twitter, instagram and

YouTube channels The List

Find oul what makes Gaggan No.1

-+ Sub-industry Niche

Have you watched the movie Inception where the protagonists embark on an adventure entering dreams within dreams
(within dreams)?

Think of sub-industry niches as industryception- smaller groups within the larger industry. For example, SEO is a niche
within inbound marketing which is a niche within internet marketing which is a niche within marketing.

Similarly, a head hunting firm for executives in IT is a niche within the head hunting industry which is a niche within the hiring
and talent industry as a whole.

If you're in a specific niche, own it. There are less players and you likely have more power in the form of expertise and

original ideas that appeal to others in that niche. It is easier to become an influencer in a sub-industry than in an
umbrella industry. Here's an example: pharma is a niche within the umbrella of medical and healthcare industry.

Source: http://www.theworldsSObest.com/asia


http://www.theworlds50best.com/asia

-+ Opinion Niche

Individuals can make a name for themselves in the
opinion niche by having a unique take on a topic.
These folks are often referred to as "pundits" in the
space- for example, Xiaxue, a lifestyle blogger based
in Singapore, has garnered millions of followers
because of her popular ideas on makeup.

In order to claim this niche, individuals must hol d
expert power — through previous roles in that
industry, published content, original ideas that are
well-known and frequent speaking engagements on
the topic. Because you are perceived as an expert in
the area, your opinions hold more weight than the
average person.

If you choose this niche, it is very importantto outline

what your opinions are and to be consistent. Create

content to illustrate these points often and in different

mediums such as Op-ed pieces, social media posts

and presentations. Your opinionbecomes your brand.

-+ Create Your Own Niche

This is for the disruptors and innovators in anindustry. Often, when asked to recall alist of inftuencers, people such as Steve
Jobs and companies such as Google come to mind. That is because they influenced industries by turning them on their
head with new ideas that then shape the future of the industry.

Two examples from this guide’s authors:

Inbound marketing ¢ : ¢ 0 vears ago [he term, which refers Sraging digital H\J”.'.‘H\\f] and content
to draw people t S 1 traditional advertising ol o) t co-founders Brian Hallig
and Dharmesh Shah in ome a predominant 1 hundreds of thousands of prof i

ompanies and agendcie Gl n providing inbound marketir g St




CHAPTER

HOW DO YOU DECIDE WHAT
TOPICS TO FOCUS ON?

Good topics should be found at the intersection of your expertise and your target persona'score
needs and interests. You know what interests you; now open up channels to find out what matters to
your audience. Here are some avenues you can us.

FIND TOPICS THAT MATTER
TO YOUR AUDIENCE

@ Keyword Research

Sometimes it may seem like there's nothing left in the world to write about but millions of searches happen on
a dail y basis. Millions of people with questions take to Google (or another search engine of choice) to find their
answers.

You can use free tools such as Factbrowser, Google Trends or Google Adwords to start reviewing keywords that
readers have enteredto find you- and keywords they've entered for which you're not getting found — and seeing
if there's a topic you coul d write around it. You can use LinkedIn Pulse to join rel evant groups to discover and keep
track of popular topics in your industry.

m Talk to Your Sales and Customer-facing Teams

Your customer service and sales staff- or anyone interacting with leads and customers on a daily basis — often
have the closest view into the chall enges your customers face and the questions asked by prospects.

Create a forum for them to send content ideas to you based on feedback from their customer interactions. At
HubSpot, ther e is an internal web page where staff can suggest topics for the blog. For instance, a member of
your sales team might mention that he had been receiving a number of questions from leads about a specific
topic- turn thatinto content

If you're having trouble creating content around these topics, remember that your sales and services staff not
only hear these questions every day ... they answer them too. If you've created a strong content culture at your
organisation, you coul d empower them to write blog posts or create other content assets that put down
on "paper" the answers to the questions they field each day.




Internet Forums

If your staff and keyword research doesn't give you enoughto work with, take alook at external forums and sites
for some relevant topic ideas. Ouora is one of the best sites to check out, particularly for B2B marketers, because it
positions itself as a place where anyone can ask anything (although some fields are represented more than others).

Try exploring external forums that might help you surface questions in need of answers. The great part is that once
you create contentto answer the question, you can also go back to that forum to show your content to the person
seeking advice!

Historical Data

You can also rely on your historical data to determine which content topics perform best for you. For instance, if you're
using HubSpot, you could export your Page Performance report to get a spreadsheet containing all of your blog posts
alongside performance data, like inbound links, comments and page views generated. You can then export page
performance and sort by inbound links and views to see what's performing best. Then, sort by topic to see if there are
any correl ations between great performance and topic choice.

You should actually perform these analyses all the time — perhaps not weekly but a quarterly check-up is a good idea.
For instance, we learned that content about social media per formed extremely well.

So we thought, "Great1 Let's write more about social media for marketingi-

We continued to check in to see which content performed best and we noticed that posts about general social media
wer en‘t doing as well as they used to. They're still pretty good but not a top performer like they were a coupl e years
ago. In fact, these days, more specific topics within social media, like how to use Instagram, are performing much be tter
as a blog topic! It makes sense since it's a newer platform that marketers are just starting to harness.

Performing these analyses frequently is a pretty easy task. It heps you determine what has worked historically as well
as to identify trends over time to see if performance improves, or falters, around certain topics.

Expertise

Finally, the best content provides an opportunity for you to learn something new and teach other people about it. Why is
expertise the gold standard of quality content? It's because no one wants to do their own research. It's time-consuming
and most people look to others for information.

Influencers are the ones that do it for their audience-and do it diligently — and they often see huge returns from it. And
it wasn't just a one-time success, either. Once you establish expert power, you become the trusted resource in that niche
for your target audience and can grow your reach even more.

All this being said, you don't always have to just jump on the next big thing to be an expert. Your company most likely
has a wealth of industry knowledge which you can draw on to create excellent content around really hel pful topics. Think
about what your audience needs to learn and that you can teach them.



POSITION YOURSELF TO ADDRESS
CONTENT TOPICS

Once you've found a good topic, you'll need to figure out how to actually position it to produce a good
piece of content. Considering these steps will help you further ground your topic and create content
that's worth reading and sharing:

Data is one of the best ways to add instant credibility to your content. It also makes for a higher quality read and provides|

some much-needed perspective to help the audience understand a topic.

In 2015, LinkedIn Marketing Solutions published its buyer committee research and found that 80% of prospects requirg
education when purchasing technology and 63% are more likely to consider an IT vendor that educates them through eac
stage of the decision process. Furthermore, they also discovered that the vendor website is still the number one resourcs
buyers look at during their research phrase. This can provide very valuable information for vendors deciding on where they

need to create and place their product education content.

This data knowledge futher establishes Linkedin Marketing Solutions as an expert in understanding the IT buyer's journey.

Percentage of Time Members Spent on Each
Channel Conducting Research for this Purchase

2 Average Number of Resources
Used During this Stage

Technology media _ 270/0
Blogs, forums, 0,
roors: I 27%

Social media

Event, conference

»ete» INform and the thought-leadership will follow

problem is, this only works when you've earned your influencer status and can be trusted as a thought-leader. When

|
I t People often want to become influencers and create editorial strategy based solely on thought-leadership. The
you're still building that reputation, leaning on informational expert posts for 80% of your content and interspersing

it with high-level thought-leadership pieces that are less tactical will help you reach more people quickly.

Source: https:Ybusiness.linked in.com/marketing-solutions/blog/marketing-for-tech-co mpa nies/2016/th e-it-buyer-you-thought-you-knew
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WHAT TYPES OF CONTENT
SHOULD YOU CREATE?

When approaching content marketing, one of
the first questions that comes up is what type
of content should be created? At Linkedln, we
recommend creating a cornerstone piece of
content such as an eBook or whitepaper that really
lays out your point of view on a topic. From there,
the writer can slice it up into turkey slices such

as blogs, slide presentations, visual infographics,

videos or webinars.

Blog Posts

Predictably, blog posts are typically ghost-written by the bloggers. However, if your team is large enoughto have someone
dedicated to creating gated assets and premium content -things like eBooks and tools -they should also write blog posts
to help promote those assets. SEO specialists will also work closely with bloggers as blog posts are often a company's best
opportunity to improve organic search rankings. As such, bloggers should be writing posts to help improve the site's SEO
and drive organic traffic and leads. Editorials should be informed by keyword research and optimised for SEO and reader

engagement.

And remember, not every post written by an influencer will be a mind-blowing piece of thought-leadership. The key is
balance- differenttypes of helpful posts go along way in building a solid foundation for your expertise.

Types of Blog Posts to Write:

How-to- Posts that teach readers how to do something;these typically perform very well in organic search if
they align with long-tail search terms.

List Posts- Curated examples that can be informative and thus also rather search-friendly, or simply

Newsjacks- Timely content that reports on industry news or finds unexpected tie-ins with popular news items.

Infographics!SiideShares- Blog posts that primarily use visual content to tell a story.

Don't be afraid to mix it up. To keep your readers on their toes, consider using a variety of formats-it lets you balance
the formats as well as the topics you write about!
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Social Media Posts

We often relegate social media to simply being a
content distribution tool but social media posts
are also valuable as content hosting tools. In fact,
some influencers have built up their whole voice
and following with tools such as 140-character bytes
on Twitter, through engaging Instagram posts or
through thought-leadership-style short posts on
platforms such as LinkedIn. Here is a great example
of how Jeff Bullas leverages Linkedin.

In the previous section, you learned how to build
a target persona which included identifying where
your intended audience spends time in the social
media ecosystem. Don't waste resources trying to
utilise every platform. Considering that his content
is centered around beautiful photography, Russian
photographer Murad Osmann chose Instragram as
the best channel to amplify his work. His Instagram
series "Follow Me To" wentviral in 2012 and now has

over 4.3 million followers, with many copying his style
in their own photography.

Linked in What is Linkedin?  Join Today ~ Sign In

ﬁgl l l')$ Sgn up | Login

© | Instagram

Searchbyname
Jeff Bullas Y
CEO at Jeffbullas.com Pty Itd
Sydney,Austr81a MarkeMg = r» <A

o.-er ~oomillion ptOfessionals are alt <> r»
Linkedin Findwho you know. mu rados mann =

Follow
Jellbullas.oom Ply L _jeflt:UIM.com oy
rntnty TICtwlokJgies, Oplus. Amicron Murad Osmamn Executive Producer, MP at Hypepro.tv OCurrentty in Moscow
Business:oneCmuradosmann.com Follow us on snapchat Followmeto O

Ofollowmeto www. Instagram.com/followyourloveto
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Here are some ways to leverage content for social media:

Repurpose presentation decks by turnmg them 1nto highly shareable SlideShares

Create a personallty for yourself or your brand by postmg hlgh-quallty 1mages to Instagram

Create a 'senes" of short posts on LmkedIn that revolve around a speclflc toplc that 1s of Interest to your
audlence

Post orlgmal vldeos directly to Facebook so that they are embedded-whether they are short msplratlonal clips
about leadership, how-to tlps that people fnlyour mdustry niche wlll find useful or perhaps to mark a speCial
occaslonsuch as a natlonal hollda

-+ Premium Content
Premium content refers to longer form and more time-intensive pieces that don't exist on a blog.

Premium content is often gated - that is, it's behind a form. It might be used to genera te leads or contacts, or for brand-
building purposes. This contentis typically created by the dedicated long-form content creator if your team is large enough
to have one. Sometimes bloggers get involved too as blog posts are good testing grounds for what performs well.

Premium content includes:

Longform content- An incredibly popular format, typically presented as an eBook PDFor as a printed book. An
organisation might release a new eBook on an industry-related topic such as though t leadership, while an individual may
publish a book-think of Sheryl Sandberg's Lean In.

Research Reports- Often presented as a gated PDF or an ungated microsite.

Webinars | Live Presentations- Though time-intensive, webinars and live presentations are personable and they let
you spea kto your audience and their networks which can help broaden reach and spread ideas. Recorded versions of
webinars or live talks can then be published on your blog or on alanding page.

Tools & Templates- Because they're extreme |y utilitarian in nature, tools and templates often prove to be incredible for
long-termlead genera tion despit e the upfront resource-investment required. Thisis often a great way for organisations
to grow influence - for example, HubSpot released a tool called Website Grade rthat helps peop!e understand how
strong their sites are and it esta blishes the company as aleader in website design.



Visual Content

Regardessofteamsizelt'scommonforvisualcontent tobe createdbynearly everyone exceptperhapsthe SEO specialist.

While deslgners do the bulk of the advancedcreative work, bloggers,content creators and socialmediamanagers will all
get Involved 1nlighter-weight design Often,designers will also create templates for the wnters on the team so they can
be more mdependent -like creatingeBook templates so premium content can be laldout by just about anyone with an
InDesignlicense

Types of Visual Content to Create:

Infographics- These can be embeddedin blog posts and shared on social media

SlideShares- Some social media managers focus a lot of energy on SlideShare as a channel and create exdusive
content.

Video -Whether for YouTube or a blog post embed, short videos for the sake of entertainment or education can help
you diversify your content portfolio and improve your SEO.

Lookbooks - Splceup your company's next eBook by turning it into a visually appealing "lookbook" of examples. This
format IS geat for 1nsplratlon-whether you are arealestate firm targetingnew buyers wlthalookbook of beautiful
home 1ntenors,a deSign firm putting together examples of great logo design, or evena FlnancialServ cescompany
putting together a spread featunngquotes from well-kknown gurus

Podcasts

Podcasts are offloally en vogue again and they are a fantastic way to record your thoughts on a topc and reach a busy
audience that doesn't always have the time to read your content.

Podcasts are espedally effective if you are targeting executives-they are always on the go but lookingto constantly learn
more to stay at the top of their game. A podcast with the right content is a perfect fit. According to Google Trend 2015
reports, podcast usage increased 112% in Australia and 150% in Singapore 2015 signifyingits increasing importance as a
platform.

There are more and more ways to package your content every week-always keep up to date on what's new and don't be
afraid to try newer content forms. Linkedin Marketing Solution Content team took a risk in early 2014 when they decided
to launch a podcast series titled The Sophiscated Maketer's podcast series. The series is still running and is on its 18th
episode due toits continued popularity globally.

I

= (/l )flh‘[(}(l((((

= PODCAST
N JASON MILLER
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m HOW DO YOU DISTRIBUTE
CONTENT?

Have you ever heard the phrase “if a tree falls in a forest

Digital Marketing

and no one is around to hear it, does it make a sound?”
It's the same thing with content. If you create quality
content and no one sees it, does it even matter?

Owned Media

Website | Blog
Social Media | Mobile site Reviews

Earned Media Paid Media

Mentions | Shares Display Ads | Pay perclick
Social Media Ads

OWNED MEDIA

Owned media includes any channels you as an
individual or as a company own -such as your company
blog, email distribution list, Linkedin profie, Twitter
handle, SlideShare channel, podcast.. the list goes
on and on. The big indicator of ownership is whether
or not your brand has complete control as to what is
posted on these channels.

As we mentioned in section 3, the key to success is not
to try to dominate every channel - a smart strategist
wil research which channels work best for their target
persona and then focus heavily on building those.

Here are ways to leverage your owned media:

Coll ect subscribers to your content and use email to
nurture your existing database

Regularly publish helpful decks on SlideShare

Post byte-sized pieces of wisdom on Twitter (and make
sure to include avisuall)

Inctude infographics that illustrate your origina! research
Post content using LinkedIn Publishing to reach your

network and have your content exposedto a wider

business audience

Owned vs Earned vs Paid media

Feature videos on a topic that resonates with your

audience on your own YouTube channel or Facebook

EARNED MEDIA

Earned media refers to publicity gained through
promational efforts other than advertising. Essentially, it
is when third parties distribute your content or mention
you, such as in their articles, linking back to your content
or by featuring your contributed posts on their site.
Earned media helps you build organic and referral traffic
back to your site and increases your brand's visibility.

According to influence expert Kelsey Meyer of
Influence & Co, you can earn media by getting press
mentions, positive reviews, reposts, recommendations
and more. You can also facilitate earned media by
helping journalists and content writers author their
articles or by contributing your own thought leadership
content to industry publications.

Thanks to the rise in popularity of social media platforms
like Twitter and Ouora, it has become easier for content
writers and journalists to reach out to your business for
quotes and insights to mention in their articl es. This type
of accreditation helps build trust around your expertise.


http://blog.hubspot.com/marketing/earned-owned-paid-media-lead-generation
http://blog.hubspot.com/marketing/earned-owned-paid-media-lead-generation
http://blog.hubspot.com/marketing/earned-owned-paid-media-lead-generation

There are a few ways to get earned media:

- Leverage PRto build relationships with media outlets and bloggers in your industry, and contribute content

- Create unique content that you know is a good fit for a particular media outlet and share it with your followers to increase
its chance of being shared and cited

- Create original research that journalists can use when writing their articles. Don't have a PRfirm? Research journalists and
bloggers who are writing about the topic you are covering then reach out to them with your content.

- Encourage reviews of your product or service on third party sites

PAID MEDIA

Often, when you're just starting to get into the scene, it can be hard to get traction just through unpaid channels. Paid
media is a great way to drive exposure and amplify your owned media.

With so many options to choose from, where do you start? Once again, remember your target persona — choose paid

networks that service that audience. Here are some examples:

Coogle Google Adwords

AdWords

Google Adwords is used to surface content based on certain keywords. As an influencer, there will be some top
phrases you'll want to own-insert these keywords in your content as part of your organic strategy then amplify
their reach by bidding on those keywords in search.

LinkedIn

LinkedIn is the world's largest professional network with over 433 million members globally. Individuals visit
LinkedIn to network with colleagues, bolster their reputation, stay up-to-date on industry news and find business
opportunities. Marketers can use tools and solutions for advertisers to target audiences by demographic and
interest, or to target specific companiesthrough account based marketing.

Facebook

Facebook has the largest audience of any social network, with nearly 1.2 billion registered users. Especially in
Southeast Asia and Australia/New Zealand, it is the network of choice for all sorts of personas when it comes
to personaluse. You can use Facebook to run targeted campaigns due to its rich demographic data, as well
as to boost organic posts.

Twitter

Twitter is a fast-moving platform that lets you target people based on their interests-similar to the concept of
Google Adwords. However, keep in mind that it's a platform intended to cycle content quickly- so make sure
you use bite-sized information to try to engage your audience as your ad will disappear within a few seconds.



CHAPTER

m THE STEPS TO BECOMING
AN INFLUENCER

STEP

2SN

BE SHOCKINGLY HELPFUL.

HubSpot's co-founder and CTO, Dharmesh Shah, has a great expression about networking: the notion of being
shockingly helpful.

Starting here will fundamentally help you rethink how you network. If you start with the intention of meaningfully
helping 10 people in a month, your bar for who you reach out to and the value you offer goes up, as does the
quality of the potential interaction.

Start with a list of who you can help in your immediate network and once you've warmed up your shockingly
helpful muscles, expand your network each week. Doing so will pay significant dividends over time.

PLAY EVENT ROULETTE.

One of the chall enges with the very nature of networks is that we are all inclined to self-select based on our
interests and existing habits. But doing the same things to network will give you the exact same results.

To combat this, try playing Event Roul ette. Search for events happening in your area in the upcoming week and
attend the third event that shows up on the page (or pick your lucky number as you see fit). If you're the more
traditional sort, look at the events board at your local coffee shop or library and attend the event that represents
the furthest possible departure from your current comfort zone.

Whatever you do, resolve to go, enjoy the new experience and say hello to five new people. Try simply going to
an eventyou wouldn't typically attend. You will be surprised how this can openyour eyes to new connections and
creativity you might otherwise miss.



SHAKE UP YOUR SOCIAL NETWORKS.

7k If you look at a scatter pl ot of your connections on Twitter, Instagram, Facebook and LinkedIn, the chances are that
your network lines up roughlyto past jobs you have had, schools you have attended and places you have lived.

Its safe to say that our social networks have a significantimpact on the content we consume and share on a regular
basis. That said, the constraints of your existing network often create a virtuous closed loop.

Resolve to foil ow ten new people on Twitter and LinkedIn this week but instead of taking the algorithm-suggested
options, identify a few people who are experts in thingsyou know nothing about. Just the act of following them will
help openyour per spective and likel y lead you to some adjacent people worth learning from as we Il

® STRENGTHEN YOUR WEAKEST CONNECTIONS.

Mark Granovetter's research on the power of weak ties revealed that a vast majority of people got their jobs
| through people they occasionally or rarely see- dating back to as early as 1973. While job hunting has changed
STEP significantly since 1973, the importance of passive connections has not: it's rare that your best friend will refer you

to your next job but much more likely that you'll be referred by an old classmate, neighbour or friend of a friend.

So, set a reminderin your calendar weekly to reach out to someoneyou haven't spoken to in six months. Your
outreach coul d be a simple hell o or an invitation to coffee but we typically find that leads to transactional emails
and del ayed or often canceled plans. Another — perhaps more effective- str ategy?

Don't know anyone at an event that you found out is happening in your area? Don't be afraid to go but make sure

you're armed with a plan.

To get started, search the event agenda and hashtag to identify people you'd like to meet who are attending or
speaking and chall enge yourselfto connect with each of them. Instead of joining the packed crowds of people
talking to speakers after they conclude, set up time to talk to speakers afew hours before they go on stage. Can't
snag time with them? Go the "shockingly helpful" route and create compelling blogs about their talks to help
spread their message and insights more broadly.

GATHER AN UNCONVENTIONAL GROUP.

: : As humans, we coll ectively resist uncertainty and change. If you vag uely suggest a group outing with a bunch of
people who don't know each other well to hang out, chances are you'll end up making plans for sometime next

STEP .

Instead, choose an activity that is reasonably inexpensive and fun then pick a date and time to do it. Send a
personalised invite to five people to join you, none of whom have met prior to the outing and make it clear that
the purpose of the evening is to have fun and meet new people.

Chances are, you'l find a group who never would have thoughtto go oyster shucking, photo walking or art galler y
gazing on their own but who are super grateful that you put it together. In addition to planning a fun night, send
an email thanking everyone after so that your loose connections get the benefit of each other's networks as welll.
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STEP

BE FEARLESS.

In her book, Why Not Me?, Mindy Kaling suggests that you "make a list of the people you think would make the
greatest mentors and try to get close enough to steal their Wi-Fi."

Whil e her approach is tongue-in-cheek, most of us have people we admire from afar for their smarts, insight or
ambition ... but we never appr oach them.

If you're in this boat, we recommend checking out Jia Jiang, a corporate strategy coach and influential speaker,
for inspira tion. Based on his experience facing rejection first hand, Jiang warns that fear or rejectionleads people
to ultimately say no to themselves. Don't let the obstacle to building a large open network be your own fear or
rejection. Instead, create an ambitious list of people you want to learn from and identify creative ways to make
it happen.

CALENDAR YOUR NETWORKING TIME.

If you're like most busy people, your calendar is packed with obligations and transactions. If you have time
bl ocked for networking, chances are it's for a specific purpose such as an active job hunt.

Instead of waiting for serendipity to bring new people to you, put an hour on your calendar each week specifically
focused on expanding your network. Ask a friend who they think is the most interesting person they know and
go meet them. Email a blog author whose cont ent you love with a specific comment or question about his or her
work. Reconnect with an old coll eague whose work you always admired. Sometimes these conversations will |ead
nowhere but many will generate new ideas, connections and creativity, so it's worth the break in the action from

your usual busy day

X 111111
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THINK LIKE A JOURNALIST.

Using people's passions as an entry point to learn from them is far more likely to stick than a standard request for
more information about their company or career. With this in mind, channel your inner journalist and generate
questions that unleash what people know or love about a subject you know very little about.

The lesson? These jumping off points go beyond standard small talk about weather and politics and help you
uncover more interesting stor ies and takeaways from people.

No influencer can be successful without strong networking skills. It's important to build these up by putting yourself
out there, finding events that match your angl e and meeting as many people as possible. If you don't network, you
won't make those important connections to integrate yourself in the niche you're looking to own. Find other s with
influence to amplify your own and then get in front of them |

IT'S ALL ABOUT CONNECTIONS.




CONCLUSION

No one becomes an influencer overnight. Unless you're born into fame and power, you'll need to
put in the work to get noticed.

The first step to becoming an influencer is understanding who your target audience is. As with any
marketing endeavour, you'll need to do some research to figure out the right niche you should be
focusing on as well as where that audience is — physically and online.

Next, you need some self-awareness. What can you already bring to the table? If you’re aiming to
elevate your company to influencer status, you can leverage a strong product or a recognisable
company brand (you can be recognisable without being an influencer in your industry). If you're trying
to elevate an individual (yourself or another member of your team), firstly consider their position
within the company. Are they a co-founder who can speak to a specific vision? Are they an expert in
a specific area such as SEO or product design?

Once you've identified your audience and you’re starting point, create targeted content and
distribute the right content to the right audience. In this guide, we've gone through examples of
content you can create and how you can distribute it —but of course, this is just the beginning —we
could write volumes and volumes of eBooks on those particular topics (and we have)!

When all this is rolling, amplify your reach by networking like crazy: meet as many people as you
can and build connections. These connections will allow you to gain access to inner circles in your
industry, give you speaking opportunities and open doors to great peers to collaborate with. There’s
always a tendency to want to build up an individual brand for yourself or your company but don’t
underestimate the power of good connections.

Like any strategy, it's important to have a plan of action and to know your edge and how you’ll stand
out from the crowd. We hope this guide gives you the tools to create an actionable plan to build up
influence for an individual or company in your industry and that it shows you how to build a platform

to leverage your unique brand.
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customer demand campaigns.

].m https://www.linkedin.com/in/
meghankeaney

Christy Tran

Senior Marketing Manager, LinkedIn

Christy is responsible for demand
generation and digital marketing for
LinkedIn's Marketing Solutions products
across Asia Pacific. Christy started her
career in Finance and Analytics and

has evolved those skills into driving
performance through digital marketing
strategies.

1M https:/mvww.linkedin.com/in/
christytran

Jennifer Bunting

Head of APAC Content and Product
Marketing, LinkedIn

Jennifer overseas customer research,
content and product marketing across
Asia Pacific. She is a digital natve, having
spent 15 years in sales and marketing
roles and has advised with both consumer
and B2B brands.

lm https:/lau.linkedin.com/in/jbunting

Elissa Hudson

Content Marketing Manager, HubSpot
Asia Pacific

Elissa specialises in creating content
specifically for HubSpot's Asia Pacific
audiences, helping marketers in-region
with their inbound strategies. Shes also
responsible for spreading the word about
the inbound methodology throughout
Australia and New Zealand.

1M nttps:/au.linkedin.com/in/
elissahudson
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