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Matthew: Hello, and welcome to Marketing Smarts, a podcast brought to you by 
MarketingProfs. I’m your host, Matthew Grant, Managing Editor here at 
MarketingProfs, and I thank you for listening. 

 This episode of Marketing Smarts is the third in a series that features people 
scheduled to speak at our upcoming B-to-B forum in Boston on October 3rd 
through the 5th. It’s going to be an action-packed, fun, and illuminating few days. 
If you are a B-to-B marketer, you can’t afford not to go.  

 In fact, to make things more affordable, you can get a $200 discount off 
registration by using the code SMARTB2B. For more information, and to register, 
go to www.Mprofs.com/smartbwb. Now on to the show… 

 No one has done more to evangelize the concept and practice of concept 
marketing than Joe Pulizzi, founder of the Content Marketing Institute, 
discounting the contributions made by my boss, Ann Handley and her partner in 
crime, C.C. Chapman. For his part, Joe has written books and countless blog 
posts on this subject, and he’s travelled the world talking about the power and 
potential of this marketing approach.  

 I invited him to Marketing Smarts not only to talk about content, but specifically to 
discuss how he’s used content marketing to build his own businesses. The 
following conversation was a result. 

Before we get started, I want to remind you that if you like what you hear on 
Marketing Smarts, and even if you don’t, you can always leave us a review on 
iTunes or a comment on our site. You’re also welcome to reach out to me directly 
via email. My email address is MattG@marketingprofs.com. You can find me on 
Twitter where I’m @MattTGrant.  

Without further ado, let’s get started. Joe, welcome to Marketing Smarts. 

Joe: Thanks, Matt. It’s good to be here. 

Matthew: Excellent. Thank you so much for taking the time to talk to us. Obviously you’re 
the content marketing guy. Don’t tell my boss, who has had her own say on 
content marketing. What I was hoping to talk about is how you have used content 
marketing both to spread the word about content, and how you’ve used it to run 
and grow your own business and market your services. 

 I thought we should start there. I know you from the Junta 42 days; that’s in the 
past and your sole focus is the Content Marketing Institute. First of all, could you 
tell the listeners what the Content Marketing Institute does? 
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Joe: Sure. The Content Marketing Institute is an education and training organization 
for mostly enterprise-side marketers. The way that we do that is through 
corporate consulting. We mostly consult and work with Fortune 1000 companies 
on their content strategies, as well as do in house training for them. We have an 
event series called Content Marketing World, which is the largest series of events 
on content marketing. We have a print magazine called Chief Content Officer. All 
of that sort of builds up what is the Content Marketing Institute.  

We also do research and lots of other things. We’re trying to take the discipline of 
what’s known as content marketing to the next level and make sure that all 
marketers are starting to think about the importance of storytelling as central to 
everything that they’re doing. I know that you guys are doing a lot of that as well. 
We really believe in it. To get to this point - and I don’t know if you want me start 
from the beginning – when I launched the company in 2007 it wasn’t called 
content marketing, if you remember. 

When I go and talk about different tactics and strategies you can use from a 
content perspective, we talk about actually looking for niche industries that you 
can rename and position yourself as the expert in by strategically placing content 
behind the phrase and making sure that you’re found as the expert.  

I’ve been using “content marketing” as a phrase since 2001, but hadn’t seriously 
decided to promote that until 2007; no one was using it. Basically, I started to 
change the conversation around blog posts, ebooks, white papers, videos, and 
everything that we could possibly do to target our persona, which was the mid-
sized to large-sized marketing professional that had their hands on content in any 
way, shape, or form. 

I basically started to talk like content marketing was the industry. Lo and behold, 
five years later, we’re talking about content marketing as the industry and 
discipline behind what we’re doing. I’m not going to say we were the sole people 
behind this; there were a lot of people - including you guys - that were behind 
making this a reality. It’s a huge opportunity to look at, using tools like Google 
insights for search and Google trends, and seeing where there are opportunities.  

Basically, content marketing was called 20 or 30 different things, and we were all 
talking different languages. We thought because of the growth of that that we 
could start calling it one thing. We were just lucky enough to have that happen. I 
can really get into the details, if you want me to. 

Matthew: I would like to get into some details. First of all, I’m just curious if there were other 
phrases and terms that you played around with. I saw you give a presentation 
where you even talked about and showed the Google stats of how this term 
starts talking off.  
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I’d like to stick a little closer to the present, actually. One of the things you 
recently posted on your blog was about working with Jay Baer and others to look 
at your own content strategies, and what content is working, what isn’t, and what 
you can do about it.  

I’m more curious about how are you using content now to build and expand the 
content marketing through brand and actually gain business? Is it the sole thing 
you do, or are there other things in your marketing mix? You must be doing SEO, 
PPC, and things like that.  

Joe: Content marketing is really all we do. We’ve grown our company quite rapidly 
over the last couple of years and it’s because of all the content that’s built up and 
the consistency of that content. I’ll just talk about the basic things we do, and 
then I’ll go through what we’re changing right now, and what we’re thinking 
about. 

We have a daily blog; every morning we have a blog post about something “how 
to” in the content marketing area. We have a daily email that goes out that 
people can sign up to, the RSS feed, or the email subscription, as well as a 
weekly roundup that goes out every Friday. Once or twice a month we do a 
webinar to educate our customers and take them to the next level. It could be on 
video, a webinar, an e-newsletter, research, etc. Every quarter, we’ve been doing 
what we call “Pillar Type Content,” which would be an ebook, a research project, 
etc. 

 Generally, outside of small events here or there that’s generally the way our 
content marketing program worked. Since working with Jay Baer, who is a 
fantastic and awesome speaker, writer, and one of the best consultants out 
there, we knew that we were doing a lot of good things, but we knew we could do 
it a lot better. We brought Jay in with a fresh set of eyes, and said to him, “Take a 
look at what we’re doing here, and we can better.” 

One thing I loved that Jay put forth is the whole idea of baking bricks instead of 
making feathers. What he said was, “Joe, you have a lot of feathers out there. 
Feathers are okay content; there’s nothing wrong with it. It comes out every day, 
but it doesn’t knock anyone’s socks off, and it basically is just there for a couple 
of days a week it gets the social media attraction and you’re done.  

Baking bricks is super pillar type content which people refer to as ongoing 
resources. When it goes out, it shakes up the industry a little bit. We weren’t 
doing enough of that. We are currently in the process of baking more bricks and 
focusing on more real tangible how-to ebooks, hard core research productions, 
ways that not only get into, “Here’s how you should do it, and here’s the three or 
four steps,” but really going into major detail and giving away all secret sauce 
that our experts have. In giving that way, people start looking at those posts as 
go to resources. As it’s shared more, it helps in search. 
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 We don’t use PPC at all, and we don’t have an SEO expert on staff. We do SEO 
best practices, and we have a lot of friends in SEO, but our whole goal is to make 
sure that that content is so good and it’s shared so much that when people are 
searching for something we come up. It’s helped us so far, but we know we could 
do better.  

 The second thing that’s so important is the behaviors that we want. Obviously 
content marketing is all about maintaining or changing some type of behavior, so 
we’re not just doing content for content’s sake. We’re creating content because 
we want something to happen. Our calls to action, to be honest, were all over the 
place. In some pages, we had three or four calls to action. Frankly, it was 
unacceptable; we weren’t taking our own medicine. We were telling our readers 
and subscribers to do one thing, we were doing another thing. 

What we are in the process of doing is setting up so that every post has its own 
landing page. It takes a little more time to do this, but we are setting up ten to 15 
different landing pages with different calls to action depending on what we are 
going for, and depending on what the content is about. Instead of asking in the 
top right hand corner, “Please sign up for our blog post,” “Please sign up for our 
weekly webinar,” “How about this research?” which is what we were doing, every 
page would have one key call to action that week, an ongoing test, and we could 
go from there, and keep everything focused from that nature.  

Those were the two biggest things where if we were really going to be the 
experts, we’ve got to start doing this ourselves. I think the one thing that we get 
asked all the time is between quality and quantity. Jay was very quick to note that 
we were focusing so much on quantity, or what we call content velocity, and we 
weren’t focusing on the quality of those posts; that’s what we needed to do more 
of. 

Matthew: Right. It seems when a lot people start getting into content marketing, or start 
thinking about how they can apply it to their company, in the olden days, 
launching a blog almost felt like step number one. Of course, as soon as you 
launch a blog, you have to produce all of this content. Then you’re focused on 
the content and the velocity piece of it. 

 It sounds like on some level it was almost going back to the early days. When I 
think of how content marketing started, especially in the B-to-B world with 
research papers, white papers, etc. it almost makes more sense for people to 
think, “What are my pillars first? What are the things that are going to be 
evergreen content I can build whole programs around, rather than focusing on 
‘What’s a topic’ or ‘What are all things I could write about so that I can keep a 
steady stream of coming out?’”  

 I’m not necessarily generalizing recommendations isn’t always the best practice, 
but it sounds like that was the direction that Jay was leading you guys. 
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Joe: When you work with some of the biggest brands in the world, you find this. 
You’ve seen this yourself: someone will start a content marketing strategy; it’s 
going along great. You’ve said, “Here’ are our story ideas. Everything is looking 
and feeling good.” You go along for three to six months and then you start 
repeating yourself with content, information, advice, etc. that’s just like everything 
else out there.  

We were getting into the same rut, and it’s still a big challenge. You see ten 
different organizations basically blogging about the same things on a daily basis. 
Because we’re competing with everything, including Google, we’ve got to make 
sure that we’ve got information that is going to truly impact our readers. We’ve 
got to make sure that we spend the amount of time editing it, and working on that 
story. 

 I’ll talk about this as well, as it’s something else that we covered with Jay: I call it 
story explosion. You may call it “atomization,” but I think “story explosion” is a 
better visual picture of what we’re trying to do. When we come up with one story, 
it’s often in most customers as well most clients, most brands, and us, it’s just 
one blog. “Here’s a story. We’ll do a blog. Now we’re on to story number two.” 
What we want to do is, we want a story and then we want to figure out what are 
the 20 different ways we’re going to tell that story in the different channels, 
contexts, and personas.  

 We hadn’t been thinking like that, and that’s kind of where we’re heading. We 
want one story idea, the pillar idea you were talking about, Matt. That’s the pillar. 
How are we going to dissect and explode that story through so many different 
ways over a longer period of time that’s going to last and make more of an 
impact on our readership? 

Matthew: This brings me back to the strategy conversation. It sounded like this was kind of 
the second part of the advice you were getting from Jay had to do with, “What is 
this content supposed to do?” What’s daunting about content marketing, and 
blogging especially is, “What am I going to write about? How am I going to do 
this every day? How am I going to come up with 20 different topics over a month, 
and don’t start repeating myself six months out?”  

 It sounds like people really need to forget about what they are going to write 
about for second and start thinking about, “What exactly is this content supposed 
to do?” It’s not content production; it’s supposed to be content marketing. That 
marketing piece should take the forefront and really drive things. What are the 
strategies that you guys have been using to wed these marketing goals to the 
types of content? 

Joe: I’ll give you one example that will hopefully show everyone listening what we’re 
doing; how we’re taking this model and putting it to everything we do. We’re 
working with the Content Marketing Institute and MarketingProfs on some 
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upcoming marketing research. We’ve been doing it for two years; this is our third 
year into it. Generally, the way it’s worked with us is we get one blog post up on 
the research and then hopefully we get thousands of tweets and likes, etc. We 
have one piece of content at one period of time. 

 Right now, we’re looking at that same research project, extending the life of that 
for six months; something like over 50 different stories and content product 
associated with that research.  

 If you’re thinking about this as a spreadsheet, you would say, “Here’s the story 
idea; here’s the different channels, and here’s the channel plan.” To the right, we 
specifically say, “What is the call to action? What’s the behavior we want to see?” 
On every piece of content, we have one behavior that sits on top of every piece 
of content and what we want to see happen. That’s something we weren’t doing 
before. We were talking about it, but we weren’t doing it. Every piece of content 
has its own life and we have to think about what we want that life to be. We have 
to talk about that, make sure that this is what we want this to be, and this 
basically our persona, and here’s who’s going to get that piece of content. 

 It’s a lot more work to do it this way, but what’s more work? Doing 50 different 
stories, or doing one story and telling it 50 different ways? That’s kind of where 
we’re at right now. 

Matthew: Right. The other thing that can be daunting to companies about getting into 
content marketing is the staffing and resources piece of it. Obviously your 
company, CMI, is built up around content, and I assume everything is produced 
by the staff. Maybe you also hire freelancers and things like that. For the 
companies that haven’t quite delved into content marketing, or were hesitant 
about it because, “Blogging is such a time commitment,” etc., it sounds like what 
you’re saying is: to do it right you might need more resources than when you 
were doing it wrong. 

Joe: That’s an interesting way to put it. From the resources standpoint, I almost have 
to laugh when someone says, “I don’t have the time to blog,” or “I don’t have the 
time to create a white paper.” Then I see them spending money on an add, or 
program, or going to sending 20 people to a trade show – and there’s nothing 
wrong with doing any of that – but if I see someone spending $100,000 to get a 
booth and send 20 people to a trade show, versus $100,000 on what you could 
do with content is a lot. You can do a ton of damage, per se with your content 
program with that kind of money. 

I think it’s all perspective on how you look at it. I think those people don’t have 
respect for the art, or the discipline of content marketing. Maybe they don’t 
understand the core purpose behind that blog. When someone says they don’t 
have time to blog, I think, “What? You don’t have time to get more business? You 
don’t have time to keep your customers?” I don’t know what that means. If 
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someone says that to me, that means that they probably don’t know what they 
are doing. 

 Just from an insourcing and outsourcing for the Content Marketing Institute, we 
have people on staff writing, we have employees writing, we have over 100 
different influencers/experts that write for us, and then we outsource to content 
writers and journalists every day. We basically use all of it, and I think that any 
brand out there should look at both insourcing and outsourcing. 

 Even the research that CMI and MarketingProfs did last year found that 
insourcing and outsourcing was on the rise. I haven’t seen that in a long time. It’s 
not like, “Where is content marketing going? Are we outsourcing it to agencies? 
Are we outsourcing it to writers? Are we in-sourcing it to employees?” The 
answer is, “Yes. We’re doing all that stuff because the content demands right 
now are greater on brands than they’ve ever been before. 

I think if you are brand trying to get into it, you have to just look at what you are 
trying to accomplish knowing that the core to a lot of the things that you want to 
do – whether it’s SEO, lead generation, or social media – without really good, 
compelling, relevant storytelling in the middle of that, you’re not going to 
accomplish those goals. That’s why we’ve got to start thinking content strategy 
first, and start thinking tools second. 

Matthew: Right. Also it sounds like even remembering the marketing piece of content 
marketing, that starting with this goal and what you’re trying to accomplish. It’s 
easy to launch a blog. I could start one in the next 15 minutes if I wanted to, but I 
think it’s hard for people to think through, “What do we want this content to do? 
What can it even do with my audience?”  

 When clients come to you, is that the sort of thing that they’re struggling with the 
most? “We’ve got all this stuff; we produce these white papers and we do these 
webinars, and we’re not seeing the results we were hoping for.” Is it because 
they didn’t plan all their content production, promotion, and distribution around 
specific marketing goals? 

Joe: It think it’s some of that, but I think that if you even got down to the basic about 
what’s going on, content marketing is a muscle that all brands have. Content 
marketing, as we know, is not new; it’s been around for hundreds of years, but 
we haven’t used that muscle like we used to. Let’s say our brand is 100 years 
old. We use the content marketing muscle way more in the early 1900’s than we 
do now.  

Now we’re getting back to the point where storytelling is so critical to the brand, 
we’re starting to use it more, but it’s atrophied. We’ve really got to get that going 
because it’s not part of our culture; we’re not used to it. We’re still thinking like 
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this is a marketing campaign, and we’re trying to dump content into its place, and 
say, “It’s been three months. How’s the campaign going?” 

We almost forget that in content marketing the most important thing is 
consistency. Quality is important, but if you’re not consistent with that, you’re not 
going to make an ongoing impact. If you were Inc. Magazine or Martha Stewart 
Living, etc. you can build an ongoing relationship with that. I think that it has a lot 
to do with that, and where we’re going into that level. I think it just has a lot to do 
with, “Are we even thinking like publishers? Are we even taking our sales hats off 
and thinking like publishers and really focusing on the pain points of the 
readership?” We get clients come to us that say, “We’ve got all this content. Look 
at this stuff. Look at all these great content assets.” For the most part, they’re just 
so-so.  

 One problem is that they have a lot of assets, and they’re not in story form. The 
number two problem is that they’re already in story form, and they’re just not 
compelling. It’s not good, it’s completely boring, it’s unhelpful, and it’s written in 
jargon.  

The third problem is that it’s completely sales driven and it’s all about the 
company. Of course, as we know, stories don’t travel when they’re about you. 
They travel when they’re about the pain points of the reader. That’s what we’re 
trying to get into, and that’s why I think we’re seeing a revolution in the marketing 
department right now. The marketing department is starting to look more like a 
publishing department. That’s kind of what is exciting to me about what’s 
happening, and what will happen over the next few years. 

Matthew: I was thinking about this when you said, “Content marketing has been around for 
a long time. Your blog had a post about, “Is Content Marketing just a buzz word?” 
I’ll be honest with you. There have been times – again, don’t tell my boss, Ann 
Handley, - that I’ve been skeptical of content marketing as a term. It started to 
seem like this was a new thing that everyone was talking about. Then people 
were saying, “Well, it’s been around forever.” Are we just calling something that’s 
been around forever something new, or is it a new way for people to differentiate 
themselves as consultants, etc.?  

 Then, preparing for this interview today, I started thinking, “No, there are real 
differences between now and 100 years ago, certainly now and 20 years ago, 
just with the web, online marketing, and the tools that tools at people’s disposal 
and consumer behavior.” 

Particularly in B-to-B, when a customer finally gets in touch with a sales person, 
a lot of times they’re already more than halfway down the sales process. What 
was happening during that 60% - 70% of the time, they were online doing 
research, finding things out, and reading things. I actually do think that content 
marketing has been around, and in some way was a novelty for some things, if 
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you look at Jell-O, John Deere, or other examples that you bring up It’s hard for 
me to honestly to say now that content marketing isn’t important, or it’s just a 
made up thing. Companies actually own their publishing platforms; they’re called 
websites. It’s actually changed the consumers’ behavior. 

 It is funny at this point for people to say it’s a buzz word. I can see from a link bait 
perspective putting out a blog post saying, “Content marketing is b.s.” However, 
the more I had to think about it, I said, “I think there is something qualitatively 
different about how consumers behave, how business is transacted, and what 
companies actually have to do today to attract attention and get people to buy 
their products.”  

Joe: I think we’re on the same page. You’re right. I love the history of content 
marketing because I can’t stand it when people get up and they start talking 
about this new thing called content marketing. Part of me just shivers. Do they 
have any idea what they’re talking about? 

 That’s why I sort of hit hard on the history. You’re right when you talk about the 
biggest thing is consumer behavior: that’s the difference. Jay Baer and I were 
just talking about this the other day. He’s really going on this tangent of the idea 
of you-tility, how content marketing is replacing sales, and how your content 
strategy can give your customers everything they need to make a decision and 
then you just fill the order. 

We’ve seen that for a long time. That’s the way it is in our business. We don’t 
have sales people, for the most part, until they get to the close. It’s just a work 
through the deal. They come to us because they’ve been engaging in our content 
for six months, a year, or five years. I think that’s the thing. If you look at 
consumer behavior, you don’t have to be the Wall Street Journal anymore for 
them to see your content is credible. There are things that we can do right now to 
have that content be engaged from a design standpoint, a usability standpoint, 
and a content textual standpoint. That’s all right there in front of us. 

 If you look from a talent standpoint where brands that didn’t have access to the 
talent years ago, now they do have talent because journalists are more than 
willing to go to the dark side now, because that’s where all the jobs are. Want to 
know where all the new journalist majors are going? They are all going to brands, 
because that’s who’s hiring right now. You’re not going to be chief editor of the 
leading magazine, you’re going to be the chief content officer for John Deere; 
that’s the future of where journalism is going. I like the fact that that’s the way 
that it’s going. 

 There are a lot of critics who don’t like me for saying this, but I think that 
marketing can work for good and I think that if marketers start saying, “If we solve 
the pain points of our customers through awesome content and we get sales as 
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well, that’s a heck of a lot better than interrupting them.” That’s where I’d like to 
be, and I think that’s where a lot of companies are going. 

Matthew: I think by bringing the journalists into this, it does two things. First of all, it can 
really improve the quality of the writing that you see as part of content. Also, I 
think it leads things away from the sell component of bad, or less than optimal, 
content and really brings the focus back to this story on some level. Journalists 
are trained to do: identify, uncover, and articulate stories that aren’t always that 
obvious to people. 

Joe: That’s such a critical point. When we talk to marketers about it, they say, “We 
can have our marketing person run our content marketing program.” For the most 
part, those marketing people are horrible storytellers. We’re seeing a change in 
that. You’re seeing that more marketing people are being hired; they have to take 
a writing test as they go in. A journalism background is a plus today; it wasn’t the 
case a few years ago. We’re starting to see that transformation, but most of the 
time when I see traditional marketers heading up the content marketing process 
and strategy, it’s usually a bad sign. They’re so programmed into marketing first 
and then content. We want content first and then marketing. It’s just a different 
way of looking at it. That’s why I love journalists getting into the process. 

Matthew: I was wondering: It seems like when we talk about content people still think of 
writing - and written content specifically - as content. Are you seeing more 
companies adopting video, even going back to what may seem like waning 
disciplines like podcasts, etc.? 

Joe: Just to tell a story because it’s so relevant, the other day I was talking to a 
marketing professional on the agency side, works with adult education. He said, 
“Most people don’t know this, but if you look at adult education research, only 
10% of adult education learners actually learn through text. They learn mostly 
through visual and they learn through auditory. That’s how you get to the 95% 
level, but only a very small percentage learns through text.”  

 If you think about the majority of content that we create as brands, it’s almost 
exclusively textual in some companies. We just haven’t caught on to the train yet 
when it comes to that. We know that if you look at consumer behavior and the 
devices, we know that people are sharing images more Facebook. We know that 
they are looking at videos more on their iPads. This is something that we’ve 
known for awhile, but we haven’t adjusted our content strategies to that. 

If you go back to the middle part of this conversation where we were talking 
about our strategy, our top five strategy right now, and something we’re working 
on is, how do we get all of our textual content and start making that switch to 
more visual storytelling? I don’t necessarily like to call it, “info-graphics.” How do 
we tell that story visually? That could be video or info-graphics. How do we take 
that into a more podcast-type form? How do we do it in different ways, where we 



Marketing Smarts, Episode 45  
A Marketing Podcast        August 15, 2012        Guest: Joe Pulizzi 
  

	  
Page	  11	  of	  11 

Copyright	  ©	  2012	  MarketingProfs	  

can take the reader to the next level? I’m even bent that direction, right Matt? I’m 
talking about a reader. We’re really talking about storytelling and multi-channel, 
or omni-channel those people are using it now. I think we’ve all got to get smarter 
at that because that train has already arrived. We know our customers are 
already learning that way and are searching that way. I don’t think we’ve caught 
up from a content development standpoint. 

Matthew: I agree. I think there is a lot that marketers can learn just from pure educational 
theory and learning theory. Joe, that’s all the time we have for today. You’re 
going to be speaking at the B-to-B forum in October here. If people want to find 
out more about you and the Content Marketing Institute in the meantime, where 
would you send them? 

Joe: If you get a chance, go to www.ContentMarketingInstitute.com and join us and all 
the content we have there. There is also our event, 
www.ContentMarketingWorld.com as well. We’d be happy to share information 
with you on content marketing. We love it and we live it. 

Matthew: Thank you so much, Joe, for taking the time to talk to us today. Thank you, 
listener, for listening here to the very end. This has been a Marketing Smarts 
podcast brought to you by MarketingProfs.  

 I’ve been your host, Matthew Grant. We’ll talk to you next week.  

 One more thing: don’t forget to come down to our B-to-B forum in Boston from 
October 3rd through the 5th. Register at www.Mprofs.com/smartb2b and get $200 
off if you use the code SMARTB2B. It’s going to be awesome. See you there. 

 


