The risk of being an

resources currently
controlled -- is less than
the risk of a "real job"

Be clear about:

Most start-

Companies that write
down their content
marketing mission and
goals and review them
regularly outperform

those that don't

Write down your
goals, look at them
daily, share them with
a friend, and update
your friend weekly

—

Financial goals,
Family goals,
Spiritual goals,
Mental goals,
Physical goals,
Philanthropic
goals

Example: Moz

pivoted from

consulting to
software, grew from
$450,000 in 2007 to
$29 million in 2013

Example: The
Content
Marketing
Institute pivoted
from consulting

Be ready for the

unexpected:

prepare to pivot

entrepreneur -- who Why are }’C’;U ups fail comgetency
pursues opportunities doing this? and your
without regard to What do you passion
want to be?

Build on your‘

1. Improve
your odds of
success by
33%: write
down your
goals

7.
Monetize

Whisperer

Become your ) Example: ;
audience's Andy P#;Zggﬁrgfe
expert Schneider,
resource the Chicken

Differentiate
your content:
Identify a niche
with little to no
competition

Reposition a content
area, for example, as
content marketing
repositioned marketing

Example: Claus
Pilgaard working at
the intersection of
performance art and
how chili peppers

taste

2. Find your
sweet spot &
add audience

3. Find your
unique content
tilt (or hook)

Start by building your minimum
viable audience

[ Be patient. Don't quit too soon ]

The New Content Inc.
Business Model: Build
Your Audience First,
Define Products &
Services Second

4. Build
your
base

6.
Diversify

your
audience

5. Harvest ‘

Example: For its first
4 years, CMI offered
only a blog. Later it

Consistently
generate

thr(:)czjmﬁrgne branched out to
key c%annel events, podcasts,

magazines, awards

Make a mindful choice: whether to
build on owned ground (yourblog)
vs. leased ground (social media)

Plan the right content schedule
and hire the right staff to execute

Plan to repurpose your content. Start
with one story, thenrepurpose. For
example, turn yourblogs into a book,
or podcasts or videos

Subscriber hierarchy:
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Message Map

Crystal Clear
Communications




