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Cognitive fluency

Source: Peep Laja, Markitekt

http://conversionxl.com/9-things-to-know-about-influencing-
decisions/







C [ https://plus.google.com/authorship

Google+

Link your Google+ profile to the content you create

Make your content feel personal

Inside Google+ — How the Search Giant Plans to Go !
www.wired.com/epicenter/2011/06/inside-google-plus.../1
by Steven Levy - in 838,229 Google+ circles - More by S
ﬁ. Jun 28, 2011 - Follow @stevenlevy. Google, the world's
company, is formally making its pitch to become a major
networking.

Understand how your content appears in search

TH page shows sasrch sLteltics & Pages o wiech you e T verflod suthor. Lo

Now 3, 2018

Fitors
Page # wmgreswors Cachs
1242 285 AnNA ANN . TON ANN .

You can link content you publish on a specific domain (such as
www.wired.com) to your Google+ profile.

1. Make sure you have a profile photo with a recognizable headshot.

2. Make sure a byline containing your name appears on each page of your
content (for example, "By Steven Levy”).

3. Make sure your byline name matches the name on your Google+ profile.

4. Verify you have an email address (such as stevenlevy@wired.com) on
the same domain as your content. (Don't have an email address on the
same domain? Use this method to link your content to your Google+
profile)

Submitting this form will add your email address to the Work
section of your profile, which by default is viewable only by
your circles. You can keep your emall private if you wish. It will
also add a public link to the domain of the emall address t

the Contributor to section of your profile

Sign up for Authorship
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THE NO HYPE,
BUZZWORD FREE GUIDE

CREATING GOOD CDNTENT FOR YOUR BUSINESS

There is a simple. proven path that anyone can follow to create good content. This is
it, in nine easy steps.

@ Think about what
yvou knoww

Think about what interests you. Make
a list of the things you know about.
the things people seerm to vwant to
hear about. the topics you're inter—
ested in and that get you excited.

Read
Find good sources et e bl e gl Bl

= lot of it. Within our topics.
Collect the websites., blogs. books and other B .:. % s ¥ = Ly
sources thhat contain the best writing and ¥ the SSUrnce s Thiat =
S _ N Ter. Analyze what works.
reporting about your topics. Keep adding new

- Read some bad stuff. too.
ones and pruning the less valuable ones. Ask yourself. “What akes it

bad=>"
Save thhings
Remember when you
read that one piece and
vou realized vwhat it was
miissing. or it sparked a
related idea that went
unexplored? Did yvou m
save it, fale it away in a
proper place with your
Nnotes and ideas™> That's
what writers do. Do
Tthat.
- -
Hold an editorial
-
meeting
Grab a few colleagues. tell them
to bring good things they read
recently and one or two irmportant
topics. Share your ideas. Think up
headlines for articles you'd all like
To read. Now assign therm to each
other. Repeat weekly.
- -
Give yourself deadlines
Deadlines provide focus and motivation. To
really work. thhey miust be shared. Put them
on an editorial calendar. Hold yourseIf to your
deadlines. Get other people to hold yvou to , \
therm. Hold other people to theirs.
-
Write —_—
This is the natural extension of reading. keeping O
Nnotes and refining of your ideas with colleagues.
Know yvyour angle. Share an anecdote that helps [ —
ilMMustrate your point. Be clear. Don't use words | —

yvyou don 't understand. Don 't waste your words by
using them carelessiy.

Get edited

GCood content comes in part from good edi—
Ting. You nNneed an editor. Ask her to eensure what




by the sources that rmat—
Ter. Analyze what works.
Read some bad stuff. too.
Ask yourself, "What makes it
bad=>"

LOolilect the weDsites, Diogs., DookKs anma otner
sources thhat contain the best writing and
reporting about your topics. Keep adding new
ones and pruning the less valuable ones.

Save thhings
Remember when yvyou
read that one piece and
vou realized what it was
miissing. or it sparked a
related idea that went
unexplored™” DOid yvyou
save it. fale it away in a
proper place with your
Nnotes and ideas? That's
what writers do. Do
Tthat.

Hold an editorial
meeting

Grab a few colleagues. tell them
to bring good things they read
recently and one or two irmportant
topics. Share your ideas. Thinkup
headlines for articles you'd all like
to read. Now assign them to each
other. Repeat weekly.

- -
Give yourself deadlines

Deadlines provide focus and motivation. To

really work. thhey miust be shared. Put them

on an editorial calendar. Hold yourself to your

deadlines. Get other people to hold you to , \

therm. Hold other people to theirs.

-
Write e
This is thhe natural extension of reading. keeping P e ——
Nnotes and refining of youwur ideas with colleagues.
Know your angle. Share an anecdote that helps [ —
illustrate your point. Be clear. Don't use words a0

vou dont understand. Don 't waste your words by
using therm carelesshy.

Get edited

GCood content comes in part from good edi—
Ting. You Nneed an editor. Ask her to ensure what
you've written is clear and has a point.  Ask her
To be generous with praise. Talk about the chan—
ges she made. Focus on what serves the reader.
Not your ego.

Writing good content isn't rocket science but it does require multiple steps.
The more you do it. thhe easier it gets.

= -
<=

= > Spundsge

Spundge miakes it easy to collaboratively track news and topics. curate the most relevant inforrmation
and create influential content. Sigm up for a free account at Spundge.corm.

For more great content tips. visit our blog at
wwwww . spundge._.com




irkflow — the
bcess, tools and
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intain content

Substance — toy
tone, style, wha
message we ne
communicate

CORE
STRATEGY

Structure — ho

prioritize.and k e .
up the content 1stency, integrity
quality of the

building blocks
nt

PEOPLE COMPONENTS

irain Traffic

http://www.wordstream.com/blog/ws/2012/11/28/content-strategy









http://pinterest.com/pin/93871973455399191/






SOCIAL MEDIA
MARKETING

Content
Syndication

outwards from
the centre

Importance
To Company.

closerto
the centre

http://pinterest.com/pin/93871973455389052/
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