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SYSTEMS = CONSISTENCY 

 Direct way to demonstrate 
value

 Can be a huge distraction

 Experience is everything



THE 10 RULES OF 

Content Marketing…. 
1. Find your following
2. Deliver value in excess of the sale
3. Be obsessed about your audience
4. Radically relevant

• Charlie Brown’s mom – don’t be squishy
• Crap stinks

5. Be real, not refined
6. Have a 1-track mind = email
7. Consistency compounds
8. It’s all about….
9. Rip off, repurpose & remarket
10. Just do it

DEMONSTRATE 

VALUE
CREATE 

CURIOSITY 
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“What you do, 
do naturally 
for 3 years.”

-Jarrod 



• Interesting
• Relevant
• Think less 

“CLICK HERE” 
and more 
“Schedule your 
Free Call”

• Active verbs & 
short, punchy 
phrases

WHAT MAKES A

Good Call to Action?



OFFER INCENTIVES / NEXT STEP



Email 
is King. 



WE ALL GOTTA START SOMEWHERE…

“Bad lighting, dark backdrop, scanner and files 
on the desk, cheap white board…ugh…”

-Adam

A banner image for YouTube that says nothing 
about the client, who we served, or what we 

did. Just a picture of us and our office… 
- Jarrod



BUILD A Permission Asset

TWO STEPS: 

They have to know they need help.

They have to be curious, have challenges 
and be convinced you are the one to
help in order for your content to be a 
catalyst for action.
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It’s an attention economy | You have to get permission to enter
Email is Permission | Deliver value



“I don’t know what to talk about.”
“Someone has already done this.”

“It’s not good enough.”
“What will people think?”

TAKE Action
Don’t MAKE Excuses

IT DOESN’T HAVE TO BE PERFECT 
TO BE GOOD. 

BE RIGHT OF THE TIME



Do you read, listen to 
podcasts, watch 
speakers? 

DO YOU HAVE 
What it 
Takes 
TO BE A 
CONTENT 
MARKETER 

Do you think about 
what you learn?

Could you write down or 
record thoughts about 
what you think about 
what you learn?



PUT YOUR SPIN ON IT

WRITE DOWN WHAT YOU 
READ/SEE/HEAR

SEND IT OUT

4 STEPS TO SUCCESS 

REMIX CAN BE BETTER 
THAN THE ORIGINAL



Why Wouldn’t
YOU DO THIS?

(WHY ARE YOU STUCK?)





• Open a MailChimp / other email 
marketing CRM account

• Build your email list

• Send your introductory email

• Create a content creation 
process

• Coming Up With Content Ideas That Will 
Resonate With Your Clients And Prospects 
with Carl Richards, Michael Kitces

• Permission Marketing: Turning Strangers 
into Friends And Friends Into Customers, 
Seth Godin

• The Practice, Seth Godin
• Expert Secrets: The Underground Playbook 

for Creating a Mass Movement of People 
Who Will Pay for Your Advice, Russell 
Brunson

TAKE
ACTION

LEARN
 MORE

ADAPT & 
APPLY

• Use the Annual Content Calendar Guide to 
help you plan and set up your own Annual 
Content Calendar

• Complete your 1-Page Marketing Plan and 
Marketing Action Plan

• Begin tracing your newest leads with the 
New Business Source Tracking tool

• Review the Sample Marketing Mtg Agenda
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