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Hi, everyone, Rebecca Matter here. Thank you so much for joining me for today's
inside at guy | am super excited if you can't tell you are in for such a treat today,
if you have been around anybody for the last few months, you might have heard
us talking about something that McKinsey and Company named the leap. And
basically this is where the rate of people coming online the shop has accelerated in
a huge way, what would normally have taken 10 years took 90 days as a result of
the pandemic.

So what that means is there are more people shopping online right now than in
the history of mankind, which spells huge opportunity, right for companies of all
sizes, and why businesses right now everywhere are scrambling, left and right to
keep up and take full advantage. What do they need, they need content, lots and
lots of content, which means as a writer, you're in a position to win big in the
coming months and years. There's a ton of opportunity on the table right now, if
you know what it is, you know where to find it, and you know how to seize it. And
that's why today i'm bringing on our very special guest, my friend colleague and
the expert behind ad buys content Specialist certification, Russ Henneberry. He's
one of the top digital marketing experts in the world. Having literally co wrote the
book on the topic. He's worked with major brands like digital marketer, Crazy Egg
and salesforce.com. And he's here today to share with you how you can quickly
take advantage of the massive and still growing demand for skilled content
writers. Welcome Russ, how's it going? I'm great. Thanks for having me on. I'm
excited to talk about some content. I know right. And it's funny because we talked
about this a few months ago. And it just gets more and more excited. Like |
thought it was exciting then because of this whole wheat phenomenon. But now
it's just like a snowball just keeps rolling and getting bigger and bigger. So what
the heck, can you take it from the top, like, what is going on in digital marketing?
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And what is creating this if you can just really teach what's actually happening,
and why there's such a need for skilled content writers right now?

Well, there's a few things that are coming to the intersection right now, that one
of which you've mentioned here, which is that COVID and and all of its
repercussions have caused everybody to have to move online, it's actually quite
staggering. | remember the first time | heard this statistic about how much sales
are still happening in retail, and then how many are happening online. You know,
just a few years ago, you know, the statistics were kind of shocking, you kind of
assume that there's so much more happening online.

But what you see is that there is so much growth available over in digital, because
there's still so much happening over on the retail side. And what happened was,
when COVID occurred, we had all these physical locations having to close he was
you know, kind of scary to go out. And so everybody's moving online. And people
that weren't buying online are now buying online people that were buying online
or buying more online. And what's caused this, you know, this massive
opportunity to, you know, be in digital marketing, because these people need
content. Because, you know, | described content as the fundamental building
block of the internet, it's what we, if we're not speaking to each other, we are
usually consuming content or buying something, right. So we're either watching
video, or we're reading an article, or we're listening to a podcast, all of which are
words, all of which is communication, and all which we need really smart. People
that can write content and create content that that is very desperately needed by
every business, like we're not talking about one. Vertical or niche of business,
we're talking about every business needs content. And as you know, all of the
dollars start moving over online. You know, you mentioned | think you said, you
know, something that was supposed to take five years or whatever it was this
happened 10 years, you know, print what they projected to happen in the next 10
years happened much quicker in like 90 days period time because of, you know,
the pandemic. So, yeah, there's a huge opportunity here in in digital marketing,
and in particular in content marketing right now.

And just to put that in perspective, guys, so we all buy stuff, right? Like look
around, you buy stuff on a regular basis. So what Russ is saying is such a large
percentage was still being done in retail like mind boggling. | would have thought
much more would have been done online, but it was really small. | can actually
pull the set up I want to say it was 3.5 over I'll find it but it's super small
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compared to the retail side of things. It's not like people part is buying more stuff.
Now it's that shifted. So it shifted from the retail space to the digital space. So
now any company who's selling online has all this opportunity on the digital side
on the e commerce side of things to sell those products and services. In order to
do that, though, they need content. And so Russ, can you talk a little bit? When
we say content? What does that mean? | know we're gonna look at some specific
examples a little bit later. But just a really top basic level for somebody who's
brand new, and is like, great. What the heck is content? Can you explain what that
is? And the fact just to illustrate how all companies need this, these types of
things from writers,

yeah, it takes many, many forms, right? We we are consuming content all the
time online. So we can take the form of really four different sort of vehicles, it
could be text, it could be audio, it could be video, or it could be image based
content. But let's just look at text, right? So text, you can have everything from
blog posts, to case studies, to white papers, to something that we call lead magnet
that can be written product pages, sales pages, support pages, FAQ pages, all of
this has content and we are always you know it at various times during the day. |
mean, think about your own behavior. When you get online, you're typically
interacting with some form of content. And that's the word that that's being used
today in the digital world is content. So it it's, it's literally anything that we are
interacting with online that is short of communicating with each other or buying
something an actual act of buying something, we're probably interacting with
some kind of content. It could be a social media posts, you know, something that
you're reading on Facebook or LinkedlIn, right, that that's content that was written
by a writer, right? And so yeah, that's | mean, content, it's kind of hard to see,
because it's everywhere. It's kind of like asking the fish to add to point at the
water, right? It's like, what was water like, like water is what you're in, it's
everywhere. And content is everywhere. Online. It's, it's what we interact with.
And that's why 1 call it the fundamental building block of the internet. And that's
why there's so much that's needed, because, you know, we constantly need more
content produced.

Let's look at a few examples in a minute. I'm actually going to pop this up real
quick, hopefully, if I can do this. So this is just to illustrate guys like how fast
when we talked about 90 days. That's what ecommerce look like, from 2009. It
was chugging along, it was chugging along, was chugging along, and boom,
everybody shifted online. So now everybody who was going to the stores to buy
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razors, buying razors online, they're buying dog food, dog food online, they're
buying services in person, they're buying them online, they're buying hair cutting
kits to buy a home. And the thing is, it's not shifting back. So it's what was
interesting to me when 1 first read this was like, oh, everything moved to
ecommerce. Well, that makes sense. We're all locked down. But the world is
opening back up, let's all go back out to the retail stores. But that's not the case.
Right? Right. It's kind of created a new way of being that's pretty much going to
continue.

But yeah, new new patterns have developed in the consumer on the consumer
side, and the new systems and processes have been put in place by the
businesses. So this isn't going away. No, it's it's it's a, you know, a permanent
shift that we will look at on the graph of, you know, this kind of a graph, and we'll
say, what was that big giant spike? And it's like, well, that was that was the
pandemic and it changed things very, very quickly. And we will look back on this
as a time that sort of amplified the speed at which the internet was was becoming
a part of our lives. | mean, | think you can look at your own behavior. And notice
just how much more we all relied on the internet to connect the fall during the
pandemic. And it it, you know, extends out into our buying habits and our buying
patterns. And yeah, this isn't going away. This is this is a permanent shift. We lost
a lot of businesses out there during the pandemic that couldn't make the jump,
right. But the rest of them you can be rest assured that they've put in new
processes, updated their marketing strategy, everything has changed to
understand that digital is first. All right, rather than in person in retail. You And so
yeah, this is a permanent change in my estimation. Yeah.

So just again, to illustrate that if you guys think about marketing dollars, if I'm a
company and | have so much spent in marketing, last year, all of my in person
channels shut down. So | had to ship the marketing dollars, otherwise | failed. |
have a business to run if | don't bring in new customers and | don't mean to incur
customers. That's it. I'm out. So | had to shift my marketing dollars to digital The
wonderful thing about it is that address has been in digital marketing for so long,
we both would have guessed, it's going to work better, it's going to be more cost
effective for you, if you can make it work online, it's going to be better for your
company, it's going to be better for your profitability return on investment on
those marketing dollars. We were right, it did work better. Now, do you think that
they're going to move those marketing dollars back over into other channels? Or
are they going to keep them in the thing that's working better for them now where
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all the buyers happen to be? Obviously, they're going to keep those marketing
dollars. So let's let's just stay here for one second, at the just kind of opportunity
to make sure because what | really want is not only to show or to teach our
writers what the opportunity is, but to get them very comfortable in understanding
and talking about it. So this other one, | wanted to talk about this really quick, this
is what we were talking about. It's now become part of our shopping DNA, if you
will, of how we do things. And so what this is basically saying if you could talk a
little bit about this, is that it's opened up our mindset for shopping too, right? Like
now | don't just go buy the thing, I've always bought it online. So explain how that
part of content and digital marketing works. Because now anyone can get to me,
it's not just my store, when | go to the store, they have these products, they're
going to some of these products. But what happens in digital marketing, can you
kind of, again, take us back a little bit and explain I'm a user online, what can
happen with all the other brands out there that | might not have ever come in
contact with?

Well, people love to buy things like we need to buy things. And what we want to
do is we want to make an informed buying decision, right? So we want to make
sure that when we purchase something, we're getting a good deal, we're getting
the thing that's going to meet our needs our solution. And because we have access
to the internet, we are able to do the research right here from our chair, we can
go inside many stores all at one time, we don't have to, you know, you remember
standing in, you know, back in the day, you might be standing in target or
something like that some department store and now you're in target, like you
have what they have to offer to you here. And that's it. Well, today, that research
starts online and usually now ends online, as we've seen before where that
purchase even happens online. But our desire to get it to make an uninformed
buying decision. We go out, we search and we crawl around and we do our
research, you know, people show up to the to on a car lot these days, and they
know more than ever before about the car that they want and why they want it
and that it's going to meet their needs. You know, people research the clothes
they want to buy, they look, they look at the backstory of companies. Google calls
this the zero moment of truth. It's the time at which somebody goes online to
investigate your brands, your products, your your business, and what are we
interacting with, when we are trying to make that informed buying decision, when
I want to know whether | should buy this or this, I'm going to need to interact
with content. And that content needs to be created by a writer. And that's again,
that's why there's so much demand right now for writers is that we need we need
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this content in order to help our customers make informed buying decisions.
Because the worst thing that can happen when they go to research you is that
they find nothing. Right? So let's say let's say you are our Ei who sells mountain
biking equipment, we're going to look at an example this in a second. But
somebody is going out there trying to figure out what do they need in order to
become a mountain biker? They want to become a mountain biker? What do they
need to do that? Well, they're gonna interact with content around the web,
whether Rei created it or not, right? If Rei creates nothing, then obviously they're
not gonna be able to interact with our API's content about what you need to be a
mountain biker. But if Rei does create something that can help somebody
understand what they need to be in a mountain biker, and how to compare this
helmet against that helmet and all that stuff. They can pick up sales from that,
right and that's why these companies every company wants content because
people are out there doing their research and they're interacting with content and
they need riders to do it. Does that make sense?

It totally makes sense. And actually for my copywriters who are also on this
webinar, what is blowing my mind now is I've been so lasered in on the content
side, the pre suasion side of things, targeting people who are doing research about
problem solutions, products are looking for. Were all my copywriters. If you just
heard what Russ said, research starts online, and now the purchase ends online as
well. So I'm guessing that the demand for content is like this, and so will the
demand for coffee because Guess what happens? They go research, research,
research, and then it tips. And now I'm looking to buy something and then my
calculators are going to be as in demand on the persuasive side of things. | didn't
recognize that last time. It's not funny. It's our second time talking about this. And
I didn't even see | was so focused on content, because it's so big that the coffee
it's it's kind of hand in hand.

Well, it used to be people would do the research, and then sometimes go into the
retail environment buy, but again, COVID has changed that behavior, not
completely, you know, people still go into retail stores, and all that stuff. But what
we're talking about is a massive shift, where more and more trends you're gonna
start online, just like you were, you know, pre pandemic, but now, you're probably
also going to complete the transaction online, which means yes, you're going to
need sales pages and product pages and all the stuff that we write as copywriters
as well. So yeah, I mean, there’'s just this insatiable demand right now, for the
written word. You know, and, and we're not just talking about you people that are
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trained in how to do this, or are in huge demand, not not a ton of people I, you
know, out there understand this principle right now.

So | want to get into some examples. So we can show kind of what the products
will be. But real quick, | want to run through just two more slides. This one. So for
those of you we talked a little bit about marketing dollars, this is what's being
pumped out to business owners and marketers, how much do I actually spend on
content 25 to 30% of my marketing budget. So if | have $5 million to spend,
that's how like, this is how much I'm spending on content. And | want to point this
out, because | think a lot of times when writers are looking at the copy and the
content side of the spectrum, it feels like the copywriters are over here. And they
make all the great money. And we're going to talk about money in a minute
because | talked about the money side of things. But the content writers are being
just as much money is being spent on the content side of things. So | show you, |
want to illustrate this to you both to get your mind wrapped around how much
money is being spent. But also from your perspective to show how much
businesses value you as a content writer. And that's important, because when we
get into talking about how you land clients, and how you connect with companies,
I want you going out there with that hat on knowing | deliver a heck of a lot of
value. If I'm not there, if the content isn't there, the sales writers, they've got
nobody reading their stuff. It's your job as the content writer to wrangle all these
new people who are online and get them excited about going to Rei or whatever
the brand is or buying the thing. That's your job is to educate. And so you're just
as valuable. And | say that not to diminish the copywriters side of things. But to
make sure that you're walking out with an equal shoulders back head, Hi, I'm a
content writer. And because without me this, nothing happens. Sales don't happen
without you the content writers. And it's an important mindset shift that | think
content writers need to have your hand wanted to show, it's just the amount of
jobs on the content side, this is on LinkedIn 250,000 jobs posted right now for just
content. And this is companies who have a full time need. That's not even talking
about the millions of companies who just need content, have no idea how to do it
or or trying to scale. They've got one person in house, who's now going to hire a
dozen content writers to actually get the stuff done because the volume, it doesn't
stop. It's not like you put up a website and you're like, Oh, no, the content, right?
Whereas you have to keep on keep on keep on keep on. So let's I'd like to hand
this over to you actually, can you show us some examples of | can figure out how
to unshare my screen?
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Yeah, | was laughing. | was laughing at it when you showed the budgets and stuff
for content marketing, because even a decade ago, this this wasn't really a term
content marketing was not even a term. | mean, it was, you know, people didn't
understand now you this is what companies are actively searching for, when | got
started in this, they would be you'd have to go in there and convince them about
content marketing. Now it's the other way around, because everybody's looking
for content. Let me make sure I'm sharing.

While you're doing that. That's a good point, too. It's and that we don't like to talk
about a lot is the industry's what's being pushed to them. And this is in any
industry. If you're a dentist, if you manufacture dog food, you manufacture safety,
you're an accountant, you have an industry association, or whatever it is that's
constantly sharing what's happening in marketing, what you should be doing to
run your business effectively what you should be doing to bring buyers in the
phrase content marketing is now at the front of all of it. So it's no longer like Russ
was saying 10 years ago, you might have you might have to explain, like, let me
show you what content is like Russell's gonna do right now. But now remember
the associations, the industries they're part of, are having us constantly push them
in order to be an effective Whatever it is that you sell, you must be doing content
marketing. Imagine being a dentist and someone say you have to have content
marketing as part of your marketing mix. What? | don't even know what I'm not a
writer, I'm not a publisher. I'm not a marketer. I'm a dentist. What do | do with
that now? It just created. So it's no longer a Let me explain content marketing.
It's like, Oh, you do that thing? Awesome. Because they're telling me that | need
it. Help me get

out. Because it takes it takes time yet. We need people to sit down and write
things. Yeah, and it's, well, it's something that's very, you know, that's why they
go out and hire people to do it. Because, you know, they, it used to be a lot easier
to get sales online, back when the internet was young. And Google was sort of,
you know, not so smart. But today, you need to have good content to win and to
have good content, you need to hire writers to do it. The dentist does not have
time to do this work.

And it's really at his disservice if he does, right, because every hour spent on
writing. He's losing money. You're ready to be until.
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Yeah, so anyway, yeah, that the word content marketing didn't used to be a word.
And now is the the thing you know. So it's like grant, the Wayne Gretzky, a great
hockey player, they asked him what his secret was, he said, you skate where the
puck is going, not where the puck is, right? So where the puck is going, and that
this is where the puck is going. It's going here. And it's not going away. Because
there's just an insatiable demand for it. But this this piece of content right here,
we kind of discussed itself a little bit earlier. You know, if you're wondering, you
know, how hard it is hard is it to put together a piece of content like this? Well,
this is a type of content called a listicle. And it is just a list. And you can see that
it's literally just somebody went through and organized what you need to be a
mountain biker. And oh, by the way, we sell all of the stuff in here, we sell the
gloves and the link oversee, you know, we sell the helmets. And if I click there,
I'm going to go across to the helmets. If the link works, over here to these Viking
helmets, this is why the business is making money. See, somebody goes online,
they're like, Man, you know, | think I might become a mountain biker today, you
know, have you ever done that, all of a sudden, one day, you're not a mountain
biker one day, you're not a guitar player one day, you're not a golfer when they
you're not this, you're not that. And then the next day, you start to identify as that
you go online, you start to research. And you're saying, you know, what | need is |
just need a big checklist to tell me what | need to become this thing. And the
mountain biker. And our here is our Al, huge retailer that has put together a nice
checklist for you. And then links across to the various process just one form of
content. But, you know, this is genius. This is what we used to call before it
sounds a little weird to call it this, but we just call it a money page. Right? This is a
money page, this page makes money for Rei. And they have checklists for all of
the categories of things that they sell. If you're familiar with the company, they
sell things, and canoeing and mountain climbing and, you know, fishing and all the
different things. And you know, you can see up here camping, hiking, climbing,
cycling, they build these checklists, and these are money pages. for them. This is
a excellent use of what we call content marketing, to attract in somebody that is
interested in a topic, and then move them along into the sales process. And that's
really what's important here is is that we understand how content connects back
to business. Right? So yeah, cuz you could have a, you know, remember all those
I can has cheezburger memes with the cats on them. And they were just silly and
funny. And we see a lot of that sort of content online. Still today, a lot of funny
memes or jokes or different things like that, and people interact with it. And that
is content, that is content. But what we really want to learn about is how to
produce something like this that has tremendous business value to a company,
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right that somebody would come along here and end up in here buying product for
Rei that's how you become a valuable writer, content marketer marketer to people
as you understand how to produce content that helps people make informed
buying decisions. And this is a really smart piece from Rei. What are your thoughts
on this one? Rebecca, you like this guy? 235

almost five star reviews. So yes, and | was trying to fill my own leg. What was my
latest? What do | need to be? It was tennis I'm going to be a tennis player, | need
the shoes and the racket. It's such a funny thing. And we dismiss this as writers
like, oh, but that's so easy. But as Rushton says the money page when 1 first
joined at dry, we were not even talking about writing for the web. That was one of
the first things that I brought to the company, was this idea of the web is different
thanks to Nick Osborne, | brought him in. And we oftentimes talks about the
money page, as the first way to get your foot in the door, was to go to a website
and identify the money pages, and then go to the client or the company and say,
What would it mean for you if | could make this page work better. And so that was
such a great if we didn't talk about content marketing back then we didn't call it a
listicle. We didn't call it even content. We call it the money page. Because it was,
it's the perfect illustration of work content hands off into, and if you're looking at
into the sales process. Now, if you're looking at this page, and you're saying, well,
that's just a list of products, it's not though, it really is for the person who wants
to get into something, you could do the same exact thing, love. | have a new
baby. What do | need at home? I'm pregnant, I'm eight months pregnant, I'm
about to have this baby in the next month, what do | actually need? Having a
page that makes me feel like, Okay, | know | have a list of things that | need to do
for and it could have more content, it could just be a drag list. If you even look at
the list, it wasn't just a list of product, it was a list of even if you don't click
through and buy the things, it's still the list that you need. Here's your core gear,
here are your repair items, because your tires gonna blow up, something's gonna
happen. Let's be prepared. So even if someone didn't click through to buy this list
is incredibly valuable to them. So

I can see that you can see some of these things. They don't sell like baby wipes
and railhead permits and stuff. | don't know for cleanup. Yeah, that's, that's less
than important. It's important thing that you brought up here, because this
content is not just designed to drive sales, it's designed to be useful, whether they
buy or not. And that that feels good. When you're writing content like this, that's
designed to be very useful. Like, let's take a look at this piece here from so | have
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used the software, it's very good software, it's called office vibe. It's got a cool
name to office. And what it does is it takes the vibe of the office by sending emails
to the employees and saying like, how are things in the office? You know, how you
feeling today? How are the snacks, you know, like, you know, do you feel like
you're being fairly compensated they continuously are serving the the employees
to find out whether they're happy at work. And so it's a pretty cool software, but
the person that the software is trying to reach his managers, they're trying to
reach people that are managing other humans, because those managers are
interested in finding out the vibe of their employees, you know, how are their
employees feeling? And so they, they are very much interested in getting in front
of managers here at office vibe. So what do they do? They go out, they get a
writer, and they say create something like this for our website, interview questions
for managers, super simple, right? You know, yeah, let's, let's create a big
resource here for people that have interview questions when they're going to go
hire. Now why do you build this piece, you build this piece, because it will attract
managers, and that's who we want to reach. Right? So when we get people to
enter their email address here, and get this guide, they become a new lead for
office vibe. And then office vibe can start to use email and other things to try to
sell them the software. But this is a big lead generation piece right here. And it
was created by writer like you. So you know, and it what it is, what is it? It's just
a, you know, a guide on interview questions, that would be something very useful
to the person they're trying to reach, which is managers.

That makes us for one second, guys. Raise your hand, if you think that you could
write this, right? This is kind of do you think that you could write the listicle on
Rei, if | asked you even if you've never done mountain biking before, could you
research and do that and find the list? Could you could you interview a mountain
biker and get a list? Yes. Go back to the interview questions for us. Like, as I'm
looking at this, | can do that. | can do that. That's my area of expertise. But |
could if no matter what a client asked me to do, because there's so much research
available to you. It's just about writing in a really great, compelling, readable way.
I can do this right guys, like raise your hand this is not that hard. there I'm
guessing some ways to go about doing it the right way that set it up for that for
the sales writer on the other side. But so far, | feel very scared as a content
writer. This seems pretty. I'd love to see some more examples | want you to |
want to get to the part two, | want to talk about money and | want to talk about
kind of moving from With the business. So can you fly through a couple more
examples? Because this feels really doable to me?
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Well, you know, and the thing is, there's a lot of money in writing this stuff, tons,
right? And we show dollar budgets, there's also money in just knowing this
strategy behind this and being able to put the strategy together, right, being able
to say, we should have this piece, we should create this piece. So creating the
content strategy is also extremely valuable, you know, to come up with the idea
for Rei to create the mountain biking checklist in the first place. Right? That's also
very valuable coming up with the idea to create something for managers, that's
interview questions, is is half of this too, right? It's like, Man, that's a great idea.
And you can be paid for simply developing strategy around all this.

So does that make sense guys? So the difference would be Russ, who is the CEO
of office five, or the creative manager comes to you and says, I'd like you to write
a lead gen report for me every questions for managers, and you could get paid to
write that. The flip side would be that you went to rust and said, Hey, | see or
Russ came to you and said, | need to attack managers got any ideas for a legion
piece that are some that we could give them? And you would come back to us and
say, I've got a great idea. What if we wrote a report about interview question, it
would attract the right person and provide great value, and insight and help move
that like, actually help them with what they're trying to accomplish? Ross is gonna
say, That's awesome. So here's the money for that strategy. And then if you want
to write it, here's a way to actually write that report. At the end of the money stuff
here. So | do want if you guys have specific questions, as we will open up in a
little bit for questions, as we're talking, post those questions, but you start to see
like, oh, wait a second. I'm not even just a work for hire anymore. What Russ is
showing you is I'm now taking charge and providing the ideas, which is what we're
going to talk about the money side as much even higher level of paygrade

opportunity. Yeah, it is. And let's run through one more example. You wake up in
the morning, drip, drip, drip, drip, you hear your your faucet leaking, right, you're
like, oh, man, I thought I was gonna go to the pool today. And instead, | got it
looks like I gotta fix this faucet. So now you got a problem. So you go online, you
type in how do | fix a leaky faucet? And you end up here, right from a piece of
content here from Home Depot. How do you fix this faucet and you start reading?
And this is content. This was created by writer. You know, this is this is how do
you replace this leaky faucet?

I love how to use that like this is I type something how to almost every day.
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Yeah, yeah, and let's watch the journey that might take place toward purchase.
And then even after purchase. So then so then I'm like, okay, | can see what I
need to do today, right? And you're so thankful that this brand has sped up the
amount of time it's gonna take you to take care of so you can maybe you're like,
maybe | can't get to the pool later. Right. And then you end up over at Lowe's,
right and you read their bathroom sink faucet buying guide, right. And |
understand this is kind of a boring topic, right sink faucets, but multiply this by
every buying decision that gets that's being made at this very second. And
everybody's online right now researching looking at stuff like this in every buying
decision. Whether

even if you just think of one problem like everyone pause for a second and think
of one problem that you're having this week, that maybe would be great to have,
that you might search for. It can be anything like your baby's diaper won't stay on
or again, this you have a leaky faucet, your tire blew out on your You don't even
know if your kid's bike tires are properly inflated, like any problem that you're
having this week. Right? Those are all problems I've heard about this. But like
anything, that's what this is one rushes multiply it millions and millions and
millions and millions and | mean, like every home depot loan could probably
identify 1000s of problems that their potential customers are having.

And they have and they Lowe's and Home Depot or some of the best examples to
look out for content marketing. And one thing | didn't bring up in terms of the
opportunity and why this is so big right now that is also at this intersection is the
fact that if I'm standing out in my garage and | don't know if my child's tires are
properly inflated might the internet's in my pocket now. And that's that's just
finished reading every site every every website that I that | own and every
website that | work on is now getting more traffic from mobile. In other words,
these phones than they are from, you know laptops and stuff like that. So that's
another thing that is just multiplied the amount of content that's needed is the the
phone right the fact that the internet

I can | can search now in the garage | don't like think about it to remember

maybe tonight at five o'clock when I'm in front of my computer, maybe I'll search
for the thing. I can find my answer now.
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Yeah, when's the last time you had to? You weren't able to settle a bet? Like, you
know, well, what do you do? What year was the Back to the Future, back to future
come out? And you're arguing about and like, there are no more arguments like
that. And

even talking to my husband, like we leave any movie, it's the same? Like, there's
some question, I'll challenge that right now, if

you're online, and then that the argument is over, which is no more no fun, like, it
used to be fun and those arguments, but the internet is in everybody's pocket.
And if you want to know whether your child's tires are inflated, you are seconds
away from it, and that content is needed, right? But you know, for the bicycling
companies, they need that kind of content. Let's just look at the last piece in this,
in this, this journey can happen in seconds, or it could happen in days. Or it could
happen over years, right? That people are just kind of milling around? Do | want to
buy this? You know, do | want to check this out? But typically, on something like
this, it's like, how do I fix the faucet? Okay, here's a buying guide. And then | go
and buy the product, whether it's online or in the retail environment? And then it's
like, how do | actually do this thing? Right, I've got the product in my hand. And
believe it or not, this is a massive area of content that's needed is, what do | do
with the product? Now that | have it, and companies are very interested in making
people successful with the products they have? Like, | just bought an espresso
machine. And when | bought the espresso machine, I was like, awesome that the
espresso machine? What are all these buttons? And how do I make my favorite
drinks in here. And of course, I'm back online, and I'm on the company's website
that | bought the espresso machine and I'm watching and reading all the content
about how to be successful with the product. What does that do for the company?
Well, 1, you know, | go around telling people, | bought an espresso machine, Oh,
you like it, I love it. Now, if I wasn't able to make my drink, I'd be like, | hate it. |
couldn’'t figure out how to use it. And now I want to sell it and | feel like | got
ripped off. So creating content that makes people successful, even after they've
purchased, there's so much content that's needed there as well. So it's content
that we use to make comparisons. But at the end of the day, we want to make
informed buying decisions, and we want to be successful with the things we buy.
And then we feel like we got a good deal. And we feel excited about the companies
we buy from and that's why they want this content.
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The next few things I'd like to talk about real quick is I just like, like a few more
examples of types of content. So | have a few slides | can put up for you. Just to
show

maybe share my
one second,

I want you to show just because we've looked at some similar styles of content,
but just if you can show Okay, there we go from the parent side. So like this is
similar to what you were talking about before, right? This would be like a blog on
someone's website, just so they can go and search to see other kinds of content.
So this is kind of what we've been talking about. So far. A very simple blog post,
how long might something like this be?

Oh, you know, it could be? You're gonna, you're gonna find a typical range of 1000
to 1500 words here. Okay, a piece like this?

And if you also did the video, would that be something in addition to the content
itself? The writing?

Yes, so so one of the things that's exciting about content, we talked about these
different vehicles, but there's also different channels. So like, you have different
vehicles, like we talked with reviews, Oh, so you got texts, you could build content
in text, audio, video image. And when you produce content, like let's say you
produce a written piece, that can also be put in, you know, turned into a video, or
it could be turned into an audio or it could be turned into an image. And vice
versa. If you created an audio, you could turn it into a text piece, you could create
a video out of it. Right? So we call this multi content multiplication, right? So
we've got you've got one piece of content that you might have produced and got
paid for, you can multiply that across different vehicles or also different channels
like so what if we wrote and we take about 10 little chunks of this post, and we
break them apart the 10 pieces and we say here's 10 different things, you can
post on Facebook, or post on LinkedIn. So we like break it down into smaller
pieces so that people can use it on social media, you can get paid to do that. So
what what we try to do with content, when we understand we understand the best
ways to use it is that once we've produced something that's good, we want to get
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as much value out of it as possible. And to do that we use this concept called
content multiplication,

which | have one of your examples actually in this By that, so let's walk through
this packet. So vehicles is what you're talking about now. And then there's
channels. So what are the different so this would be a, let's say blogging would be
a channel is a newsletter,

a newsletter would be a channel so like a channel is like where you broadcast how
you're getting this out to different people. So yes, a newsletter like morning brews
here, you know, a writer put this together, it goes out through emails, a different
channel, but it might be the same content that's been changed a bit to be put into
a newsletter, but it might be the same content that was put on the blog, or put
into a video or whatever. So that the the point being that the app have the ability
to to multiply content, but into different vehicles, or different and push them out in
different channels, creates the ability for you to send a bigger invoice to your
client.

Just to catch everybody up. So the way I've done talking about this, right? So we
can think about content, as vehicles. So | write something in text form like this
newsletter, |1 can then turn it into audio, | can turn it into video, | can turn it into
an image. So that's what we're talking about the vehicles have the format, I
guess, of the content. And then we have the marketing channels of the content.
So we might have a blog, we might have a newsletter, social media, how are we
actually getting our messaging pushed out to the people that we're trying to
reach? Just so we're all on the same page? Does that sound fair? To have that
right?

That's exactly it. That's exactly it. When you you know, when you go through the
trouble of producing something, well, you can transform it many, many different
times, into many, many different places. And that's and that's what you're going
to want to do with like | could have

social media channel, but I could have the same content on social media as a text,
let's just make a Facebook post right now in text. | could have a social media
video with the exact same content, | could have an infographic with the exact
same content. So now I've got a channel with multiple vehicles. And then we're
going to show them here in a second. So this is just like a social media post be an
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example right of using the same content possibly that went out in a newsletter
article or or piece of it, getting people over to the article on the website, this is a
Facebook ad.

Yeah, yeah, exactly. You know, when you produce content, you want to, you
know, we talked in the, in the, in the certification course, we talked about this
concept of the the fact that the American Indian was known for using every piece
of the Buffalo, you know, they when they would when they would Kill a buffalo,
they would use every piece of it, and get value out of it. And that's exactly what,
you know, we learned doing that courses is how do you take a piece of content
that you that was very valuable? And then pull it apart? And or, or multiply it, you
know, so that you're getting the most out of it? possible?

Let's walk through that, actually. So that. So can you talk quickly about first
setting the stage. So now we've learned about vehicles, we've learned about the
channels and how one idea could really turn into all these different formats, and
go through all these different channels. And we're going to walk you guys through
it seems a little vague. But from the writers perspective, can you just talk about
that | have an idea for a piece of content. It's not, I'm not just writing a blog, if
I'm able to put it into these vehicles and different formats for different channels.
It's not like I'm still just getting paid for the one idea, right? The idea here is that
now I'm actually producing all sorts of stuff off of the same idea. And the same
original piece of content that | wrote, can you just explain a little bit from the
business side of things for the content writers what this means for them,

let's say you've got a you've got a client who you're, you've got a deal where
you're, you're creating four blog posts articles for them per month, for $250
apiece, so that's gonna be $1,000. You're gonna invoice them for either month
each month. But what if you told them that I'll write you four blog articles, six
Facebook updates, 10, LinkedIn updates. I'll create two newsletters, so you can
send a newsletter out every two weeks. And I'll invoice you now. $4,000 a month
for that. Alright, so why are you invoicing $4,000 a month? Well, you're producing
a lot more value for them. But that doesn't mean you need to go and write all of
those various different things. You're going to start with your blog posts, you
know, so you write your four blog posts, and then you're going to chunk down the
pieces of content that are in the blog and you're going to create these little smaller
social media updates. You know, you've probably noticed if you use social media
like Facebook or LinkedlIn that these posts are usually pretty short. So you're
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going to pull pull, we call it splintering. So we pull a splinter out of a blog post, we
might pull two or three different splinters out of one blog post and say, Here's
three Facebook updates from this one article. So you're not going to create more
content, you're going to take the same awesome stuff you pretty soon in your for
blog posts, and you're going to pull it apart for social media updates, you're going
to take your newsletter, when you go to create your newsletter, you're going to
create blurbs, that sort of tease your blog posts. Alright, so all of it, the amount of
work that you know, you're going to get so much more return So, so as the client,
that's why this works is that they get a ton of value out of it, and you get a ton of
value out of because you can invoice more. And the only reason that you're able to
do this is because you understand how content marketing really works. It's not
more content, necessarily, it's building something of quality, and then, you know,
breaking it apart or changing the vehicle, right, or changing the channel, and
helping your clients understand that, yeah, like, I can write all of this stuff for you,
and, and you so you take the same amount of work that you've been doing, and
produce that much more value for your clients simply because you understand
content marketing, rather than, you know, just saying, Okay, well write four blog
posts, and then you, you know, if you wanted to write those six social media
updates, now you got to go come up with ideas for all six of those No, that's not
the best way to get the most value that your client will get is if you use the pieces
that you already have the high quality stuff created in your blog posts.

And that's really where we can accept your income. And really, your picture, if a
blog post and 250 is pretty light for you know, a significant blog post, but let's just
use that example. But then to add on Facebook ads that are 250 ad, LinkedIn ads,
250, ads, newsletters, another 2000. Now this is a $200 blog post has quickly
turned into a 2500. It's really much more project or collection of content you're in
you're handing over a package. So not only am | this, would you agree this is such
a great idea client that only like I just write a blog on it, I'm going to show you
how to get so much mileage out of this idea that we're going to drive people from
Facebook, we're going to drive people from LinkedlIn, we're going to write different
content for your newsletter, but it's really just with the intention of going back to
this blog post that is setting them up for the sale like using that listicle example
for Rei, the more content that they have pointing at that listicle, the better chance
off that someone's going to click through and buy a helmet, right for the next to
the selling piece. So that's where you really you come up with a great idea for a
piece of content. And then yes, is that a great idea, we're all on the same page
that's going to do what you need to set it up for the sale awesome, it's going to
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bring in the right person, the marketer who's looking or the manager who's
looking to hire, we've got them on interview questions, you got a manager on the
hook, that's going to do a good job for you. Great, let's bring some more
managers into that page. Let's get everybody that we can possibly reach out to on
to that one. So you've hired me to write a lead gen. And | charged $1,000 for it.
But then when I came back with my proposal, | not only came back with that lead
gen piece, | came back with your social campaign, your newsletters, how you're
going to drive, how you're going to follow up with them all that other content, just
off that one idea. And like Russ was saying, you could take that interview
question, let's say there's 20 interview questions, and split them into 20 individual
social media posts. Great question. You know, here's a great question. She asked
for more, download our lead gen, this is just one thing. So it's not even like you
have to really do any more work. And why wouldn't you get more money for the
thing that you've already done just by adding a little bit extra time to spin it? So
I'd love for you to walk through this example. So this is from our previous
presentation. But so like, this is just a blog post, right?

Yeah, this is an article about creating a particular type of challenge. So it's
essentially the only thing you need to know is this is a how to posts basically. And
so we you know, this article is written and then it's spun out into many different
types of content like that turns into a Facebook posts,

and not just one Facebook, right, | really like 710 different Facebook posts that
would all drive back to that one thing

could turn into LinkedIn posts. Yeah, and you know, think about all the different
channels and all the vehicles that you have to pick from in it's pretty staggering
where you could you know, how much value you can get out of one piece.

quick video, but same exact

same thing. Yeah. And this isn't a this isn't something that your clients like Oh, are
you this is a shortcut. This is what your clients should be doing. Your clients be
creating really great stuff that's right on message creating money content, you
know, content that attracts people that want to buy that product, like think about
how, how clear it is what that person's trying to do. If they're reading a post called
the mountain biking checklist, right? That person's very interested in buying
mountain biking equipment, it's a very good post for them. And so you want to
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take that get as much value out of it as possible. And you know, just to take that
one as an example, we could put social media updates about, here’'s all of the
safety equipment that you need for mountain biking. And then here's all the
clothing that you need for mountain bike, and all you're doing is taking all the stuff
you've already done, and just breaking it up into your little categories and pushing
it out in different formats. Yeah, really smart stuff. And a great way to get, you
know, more on that invoice. Like | said, you know, and the cool thing about this to
Rebecca is that when you get one client, you can it rather than having to go hunt
down more clients, you can just simply start to provide more value for that one
client or two clients or three clients, right. And rather than always being running
around trying to find clients and being on sales calls all the time and all that stuff
you can get, you can provide so much more value for your singular client, because
you know, this type of strategy, and therefore get more money from them, right,
because you're providing so much more value to them, that you don't have to be
hunting all the time. As as a copywriter, you can get yourself a couple 234 really
solid clients and then you can make a great living writing that way. So and

even just like what so what | was actually just like doodling as you were talking, |
was paying attention. But my brain started to go on the Rei example. And | was
thinking about that listicle. And so | deliver that whole package on how to bring
people in who are searching for I want to be a mountain biker. But then | would
maybe take a step back and say, Okay, how can I help Rei? Well, | could bring in
other audiences who maybe aren’'t necessarily all the way like how to mountain
bike with kids, how to you know how to start, or | might know a little bit broader,
like five things you can do with your kids outdoors this summer. And one of the
things might lead to my listicle on mountain biking, one might lead to pickleball,
one might lead to camping. And now all of a sudden, again, I'm at a never ending
need or opportunity because the client can come back and say, Hey, now I've got
another idea. We did the one on mountain bike, let's go on camping. Let's you
want to pick a ball. Let's do one on fly fishing. Let's see what I'm building. And
then really just keep on because once like you just said I'm now | know what you
want company. | know who your prospect is, | did a great job for you. Now, how
easy is it for me just be like, Alright, here's the next one we're going to tackle, I'm
guessing that's very well received, right.

And for in for these kinds of clients, there's an old saying that when you go to

paint the Golden Gate Bridge, you have somebody saying, you start painting it,
and by the time you're done painting it, you have to go right back around and
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start again. Right? Well, that's the same kind of thing that happens to these
clients. Right? It's like, there is an endless supply of content that they need. So,
you know, when you're able to, you know, understand what you should produce,
that's the big key, right? Like, what should be produced? And it's like, you start to
understand, like, why don't we build a whole bunch of checklists around all the
different categories and stuff that we that we built? Well, once you get through
with all your checklists that you're gonna write for the company, you gonna have
to turn right back around and start right back again, painting, which is good news
for the painter, right? Who never has to go out and find another job again,
because it's like I what do you do | work with these three, four clients, you know,
and, and, again, consistently, I'm just consistently producing valuable content for
them. And that's how you get to this writer's life, right? where it's like, you've got
three, four clients that you know, that are paying you really good money to create
value for them. And everybody’'s winning, right? That's the reason why Google
became Google, by the way, is that they've turned the web into a very, you know,
democratic place, if you will, where it's like, Look, if you've got great stuff, you
win, if you don't, you lose, and everybody knows that now. So they need people
that can create great content, great experiences for people online. And that's you,
you know, and it's not easy to do it. It takes time and effort, as you know, to
produce something that's good. And, and that's why they need to hire you they
the dentist does not have time to sit down and produce this. No business owners
have time to do this. This is a marketing function, and it and so it needs to go out
to a marketer that understands how to do it.

And nor should they because the business owner is really great at what they do.
And not every minute spent not doing what they do well. Somebody else can write
the content, somebody else Can't drill the tooth like that is their function. That's
what they're trained on. And that's just another mindset thing, guys, you are
when you take when you invest in yourself and learn something like this, whether
it's content or sales letters or anything, really go out into the marketplace,
recognizing that you are an equal, you are a professional in the industry, providing
a professional service to another professional, whether it's the business owner,
creative director, professional solo provider, solopreneur, whatever it is, you are,
you know, you're a master of your craft, just like they are a master of theirs. And
I think that that's important, especially for those of you who are new, | don't want
you walking out to the world, please write some content for you. | want you to
walk out saying | handle like 50% of the people coming into your business. This is
this is my job to wrangle all the opportunities out there for you. Bring them
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through your front door, identify the marketer, or the manager who needed those
interview questions to bring the right person for you to then let your sales team
sell to them. That's my job. That's the content. That's a big job, guys. So make
sure that you're not limping into this, make sure you're going out there with the
I'm a content writer. I'm a content marketer. I'm a content strategist, Russ. Now
that is part of the reason. So we're going to open up for questions here in about
two minutes. So if you guys go to g&a,

I read you something that was just because | was going through from the last
class, | want to read you just really quickly something that somebody sent me
when he says

class, we just did a certification with Russ on content. When did it end a couple
weeks ago, right? Just that. And we are about we're gonna open one again, | do
want him | want you to talk to that about that just a little bit. Because | do think
for people who are on who are like, Okay, great, | want to do this. Show me the
way like, show me how show me what show me. That's what the certification will
be forced for us to actually walk you through teach you how to write it, how to
strategize how to present it, how to land clients, how to go from the 250 blog
posts to 20 $500 proposal, but so go

ahead something from the class. Well, Rebecca, this girl named Rebecca, looking
at is not you. But Rebecca, she said, taking these classes has helped my
confidence in myself. And that's, that's really, you know, it's helped my confidence
myself and is making a difference. I've been Mark marking myself daily. And this
week, I've gotten three new clients. And | know,

the last third,

yes, from our last class. He posted this June 4. And these are the kinds of things |
love to see is

someone who was lacking went from lacking confidence to now blowing their horn
that she just landed three new clients like that, to me is like, that's why we do it.

It's, these are some of the best things that we see inside the Facebook group is is
you know, people kind of doing that. Wha hoo,
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yeah,
look at what happened here type thing in that

you say me, Russ, you have such an extensive teaching background, and then
from Digital Marketer as well. Didn't you want to say that at by members? Are
your favorite students? Because they actually do the stuff and are successful?

Yes, right. I love the students at AWS. Because like, you know, when | when |
teach a class people show up, people ask questions, you know, they don't just sit
back and let life happen, they get after it. And we do a lot of talking in the in the
certification about mindset and about, you know, how to overcome things like, you
know, can | really do this, that kind of thing in teach you how to get clients and
that kind of thing, but I know we're gonna get into some of that a little bit later.
So did you want to take questions? Or do you

have so Jay, why don't you jump on and join us? So Jade, if you're not familiar
with her, she's the head of our training team. And | build out our certification. So
Jake, you've been in the q&a? What kind of questions are we getting?

So, Russ, I think you're gonna know where I'm leading with this one. But in this in
the certification that we just did, okay. At the end, there's a final assignment, and
they have to submit through writing to blogs and a newsletter. Can you please tell
me what that final deliverable was? Oh, is? What do you mean? Were you talking
about the the singular? Yeah, okay. So can't say it again. Sorry. a singular
document. And what kind of document is it? a Word document? Nothing technical
involved, correct?

No, you do not need to be technical to do this. Yeah. Anybody out there that
thinks like, you know, we get that question a lot. Do | need to know how to build
webpages? Do | need to know how to do graphics and create videos and do
podcasts and do all this stuff? It's like, no, if you can type in a Word document,
we're, you're good. So yeah, if you type in a Word document, actually, if you use a
typewriter, | used to use a typewriter. That's how I look at look at all this gray
hair. I mean, You know, if if you can tie it into, you know, that's it. That's not a
technical skill at all. This is a, | always talked about the difference between the
engineer and the artist, right? The engineer, there are plenty of engineers out
there that will help get our stuff online and do all that stuff. The value is in the art,
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right? The ability to create the content. That's what we learn in this class. And it's,
it's far more valuable than honestly than being able to put it online. Right.

You don't need to be a graphic designer either. Okay, the other question, um, b2b
and b2c does content applied to both?

Yes, because businesses aged Ah, it's human to human. We are all out there
trying to make informed buying decisions. We want to get success with what no
matter what we're buying, no matter if it's b2b, it's b2c. It's it's nonprofit, if you're
looking to try and drive donations, and further your cause, any sort of thing we're
trying to do online requires content.

And in b2b, there's, | mean, so there's content that's relevant. All sides,
everything we've talked about. b2b buyers are also through social media and b2b
buyers are also using newsletters, b2b buyers are also using blogs. So the
companies are using those channels. On the b2b side, there's also other content
pieces. So when you write a case study, when you write a white paper, things that
are more unique to the b2b side of things, those are also content pieces. But
takeaway, if nothing else, what Russ taught you today, if someone hires you to
write a case study, if someone hires you to write a white, paper, and b2b, present
every other way of content that you can use to drive because that's the key to all
of this is, it's not put up a blog post and walk away. Hopefully, it'll do something it
really is about using the blog was getting that content through all the channels,
because we're all in different places. We all like to consume things, different ways.
I don't like to watch videos, | like to read someone else's library. They want to
watch videos, Jade wants to listen while she's walking outside. So it allows us to
really scale our own ideas and our own writing into lots of different channels. I
want to talk about some really quick from Aaron, what are your thoughts on
marking yourself as content and copywriter, she's really a content writer with
articles and blogs, but she’'s gaining experience on the direct response side of
things and sales letters. Aaron, | say go for it. Because you're basically telling any
company that you talk to, | understand the full spectrum, I know how to bring in
the right people on the right content. And | know how to sell them what everyone
else said, | have my notes from the very beginning that the research is starting
online research starts online and purchase ends online. You can walk into a
company and do the whole thing. So for those of you listening and say you don't
want to do sales, writing, don't worry, you can start from the content side. But for
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you, Aaron, you can actually go the full gamut and more power to you. You're just
going to be more effective on both sides.

So speaking of that was an overarching question that was asked about 10 times,
what is the difference between content or content writer and copywriter? Can you
answer the difference between the two?

Give me a tackle that one? Yeah, go for it. So the way we talked about it, right?
There's there's persuasion, which is on the side of selling where you're starting to
actually ask for someone like the helmet page is now gonna start to talk about the
types of helmets and how much the helmets cost and specific helmets. Then
there's the priests waste of side of things where content typically lives. But if you
think of it like a bridge, it's all attached. So the further to the one side, you are the
priests ways of side, five things to do with your kids this summer outdoors, right?
That is very, very light on the persuasive side. Now in that piece, I'm going to
start setting the tone for mountain biking and camping and hiking, and how great
will it be to be with your kids, I might start talking about product, maybe not, I'm
really just setting the stage, then I'm going to move forward into this person is
now mountain biking with kids. Now I'm getting a little bit further down the
persuasive path that I'm starting to tip closer to where my sales friend is about to
hand off. So I'm writing blog posts and everything about how to go mountain
biking with your kids this summer. Eventually, there will be things in that content
or pieces of content that start to set up what | would call the handoff to the sales
side where the bridge, you're on the bridge and you get so close to persuasion
that you start to tip and start to say if you're ready to start mountain biking,
here's what you need to know go to our listicle now that content piece is right in
the middle, right that listicle had direct links to the sales pages, those sales pages
on what | would call the press the persuasive side of things, writing sales pages
about that are selling a specific helmet that are specific selling a specific mountain
bike and then the after stuff, okay, you've bought the mountain bike, you're gonna
need a pump, you're gonna need a helmet you're gonna need apparently baby
waves. There are other things are going to happen. How do you what happened
you know how to tune your bike, two miles into your ride, you know, all that stuff.
That's additional content that she kind of shows up on the sales message side of
things after the sale. So there's this Really nice arc. What | want to say, though, is
I don't want anyone I'm going to jump into the discussion to resist the selling side.
That is something that | think draws people to the content side of things. Because
they're like, Oh, I don't like direct response, | want to live on the content side,
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which is all well and good. But remember, you make a lot of money as a content
writer writing for companies, because why they are selling something. And without
you, they can't do it. So you can't have one side of the mindset without having the
other side of the mindset, you make a lot of money as a writer, you are in big
demand right now, because people are buying things online, they need you now.
So don't walk in with this mindset of Oh, | don't sell | don't, because your
companies don't want to hear that your company, your clients don't want to hear
that you have no interest in selling their products. Right. That's what they're in
business for. So you're helping on that early part. So | just wanted to give a little
speech about not fearing direct response so much, because it's important to know
it all the way through that you're just on a bridge that connects all the way to the
sale.

| just say that the best thing that I learned about being a mother is that baby
wipes are the most underrated item and the whole world ever.

Every mystical for everything, every

mystical for anything added and your content is just gonna so that's my tip for
today for being a content writer. Okay, so another overarching question that we
had. And I love the way Lori's for the ship. I'm so excited about this idea, but |
have no idea where to start. So we have a lot of beginners that are on here that
are new to AWS or I'm new to this idea of content. Yeah. New to the idea of
content marketing, content, writing. And rest. Two questions for you. One, where
do they start? Number two is a space in the room for new writers when it comes to
content?

Yeah, I mean, | think we were talking about how much room there is in this pool
right now. Because the pool keeps getting bigger. We can't, it's looking more like
an ocean these days. So there's there's there's a lot more content. And you know,
what we saw in the last round of we've we saw more success with students getting
clients than we have ever seen. | teach another class with this too. And I think is
partly because this is hot. But it was also because there is a tremendous demand
for content. There's a tremendous demand right now for good people and
employment as the economy starting to bounce back. So there's just people are
hiring right now. Like it's, it's, it's it's very exciting. How much opportunity there is
in digital marketing right now. It's just, you know, in particular, in this content
marketing space, and where would you start? | mean, I'm going to be completely
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biased and say, to start with this class, you know, that that we're getting ready to
fire up because I'm going to shortcut. I'm going to shortcut the whole thing for
you. To show you everything I've learned.

Why don't you tell them? What is the first class? Not the product, like the first
class that they start out with? What is that?

fundamentals? Yeah, so we're going to that first class, you will know more than
99% of people know about content marketing, in one two hour session. And that's
not to brag, that's just literally because | distilled everything perfectly and
fundamentally down that I've learned 15 years in this business into that session.
And then from that point on, all we do is just keep drilling down into the various
different pieces that | teach in that first session, because I'm going to teach you
the fundamentals when to start Yep, here 30,000 foot, right, even if right now,
you're completely done, you know, you're like, | just don't, I can't quite grasp
what's what this is about just yet. That session two hours, we're gonna go walk
through all the examples and look at it all in and see it from 30,000 feet. That's
how I teach, | start up here, and then | dropped down into something small, and
then I come back up and I say, okay, we're a bit worried. Now we're here and go
back down. And that's, that's my style of teaching is, is to keep returning back to
the biggest view that | showed you at the very, very beginning so that you keep
knowing where you are in the process that you're learning. So the first class is
where you start fundamentals.

You ready for all of us just to see if you're totally at bay, we have different levels
of training in this company. We have 100 different self study programs where you
do it on your own, and then we have live hands on session. So the certifications
that we put together, assume that you're coming in not really knowing what
content writing is. So in this case, it's content where | will take you from the very
beginning and walk you all the way through certifications, training the what they
train you How so you actually can do the job, they have you working on an actual
assignment the all the way through so that you're getting real world experience,
I'll actually join restaurant sessions as your clients, you'll be doing a real
assignment for a degree I, we will work on this assignment together, you'll get
feedback on this assignment. And then at the very end should you choose you
don't have to, but you can then go on to test for a certification, you can turn in
your final assignment for a grade, and you can decide to take a certification exam.
If you pass 80% or higher on both of those assignments, you'll actually get a
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badge from a so you've been certified Now you don't have to do the certification.
But it is part of all these programs. But no matter what, whether you take the
certification or not, you walk away with competence, like our friend Rebecca talked
about, you walk away with experience. So you're not just learning theory, you're
genuinely you're learning you're applying, you're learning you're applying because
learning only takes you so far, right? So you can actually do what you've learned
on a real assignment. You're kind of still thinking about swimming and reading
about swimming. But until you get in the pool, get ready, be confident that you
can swim. So we have you applying all the way through and then you walk you get
feedback on that no matter what. So you will walk away with a portfolio
professional samples that you will feel confident that you know what to do,
because you've done it, you've proved to yourself, and you have some that you
can then prove to others. Yes, | can do it a professional. And so that's really what
our certifications are all about. So that's what Russ that's, that's his role. And he
will then even close out with now that you know how to do this. Here's how you
get clients. Here's how you go present yourself, here's how you have those
conversations. He is exceptional. I've worked with so many experts on and this is
part of the 80 buy method, learn the skills, we teach you how to get paid for him
because if you're not getting paid for him kind of hobby, right? You're if you're
here with any guy, you're looking to make money. That's so we always that's part
of everything you take will have the money piece of it. But Russ is one of the best
experts I've ever worked with on that money piece. And | think it's because he is
so rooted still in working with clients as well. So whenever we do a mock
interview, where I'm the client, I'm blown away at the way He leads me through
the conversation, certain phrasing, the way he sets things up, that by the time we
get to the end of the proposal, I'm like, just give me the freakin number, but |
don't even care, | want the thing that you're selling me. And that, the way he
teaches it through illustration of walking you through it. I feel like I could pitch
anybody on content writing now having gone through russes training with
confidence. And I mean, obviously | am who I am, too. But even if | were starting
again, I've talked to a lot of professionals in my career, Russ is hands down, one
of the best I've ever worked with on that side of the table as the writer trying to
get me to sign a contract with him. So it's the full picture when we talk about
certifications.

Yeah, it you know, and | appreciate your words, there it is. One of the things we

cover very extensively in this class, because | think it's critical is your mindset and
how you understand how to position what you're learning to clients, and being
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able to sell them like this is the value of this, right and being confident. That's why
I love that comment. We've had several other people, you know, what I'll do, what
I do is I challenged throughout the, the course, and give you some accountability
in terms of like, let's go out and get some clients, you know, send an email today,
and I'll give you I'll give you an email to shoot out to some people or to post on
your social media, you know, | want you to, | want you to feel very confident in
your skills. I want you know, and this is one of the reasons | love teaching AWS
certifications. So my theory is, this is what's been true for me. And maybe one of
the reasons why I'm a good instructor for this group is because | came from that
myself like back in oh four when you know, I got laid off. And you know, | was
really in bad financial shape. And, you know, you fast forward through my life. And
I've been able to keep make these leaps and bounds. And what | trace it all back
to is three things I've been | acquire skills, | get experience, and | work on my
connections. And that's what we get all three of those with AWS certifications, one
of the reasons | love being a part of it, we get the skills. But then like Rebecca
says, skill is only going to take you so far then we get the experience with actually
doing the work. Right. And then we also one of the things we you should not
discount. And it's hard for us to talk about until you actually experience it is being
a part of the community of the class and have a wi greater right because it is
really those connections to that help you feel more confident. people cheering
each other on that are all in the same boat. Right? And these people there's
people That will help. You know, there's there's students of mine from these
classes that I now have working on consulting contracts and stuff that | have, you
know, with completely outside AWS. And they're just writers that I met through,
they were students in these classes. And | know that there's, you know, people
talk and they become friends, and they end up meeting and, you know, you go to
events at AWS, and everybody sees each other, which is all starting up again. So
it's like, it's really cool that all three pieces are here in the certification and skills
experience connection. And those are the things that will take you to the next
level in your, in your career and your profession. And even personally, so

I have to say, speaking of that, so we have a few of you who are listening and that
are on here that are currently a part of our our content group. And Jonathan, I
wrote in the q&a, and he said, If I can find it, there it is. He said, Take Ross's
class. And then valsad rest his class and content mastery, mentorship is amazing,
highly recommend. And we had Jake, Jake jack, who named wrestlers plots was a
very important task. And he's watching on Facebook. And he said, | took a recent
class, it was awesome wrestlers a great teacher. So you know, to take our word
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for it. Many of the students are in here vouching for you. And and then we go back
to some of these Q and A's. And okay, so some questions about how you present
of like, find this content isn't isn't an approach. What do you think is the approach
to go to a site, see content approach this, the the owner, whatever the site and
say, | have ways of fixing your site is a better way to find them as a client and
then go about creating an improving content for them?

Well, so when we talk about actually getting clients, one of the most important
things that we will learn is methods for finding clients and actually generating
these conversations, how to get people to start referring you to clients, because
referrals are gold, right? When somebody refers you and says, Hey, you know, and
and there's a couple of things that I'll say during that session that I think will be
like, Wow, it makes sense. And maybe the biggest one is, people don't refer you if
you don't know what if they don't know what you do. Right. And so I'm going to
teach you a process of getting very clear on what you do. It's actually the very
first video that you get access to, as soon as you buy this class, you will see
there's a there's a video called How to productize a service that I've taught many
times, but when whenever | teach it, it's one of these aha moments, and it really
makes things clear as to, you know, how do | go about getting referrals? How do |
run a business that isn't worse than the than the job that | had, for example, you
know, which is possible to do to create a business that you're actually not super
excited about getting up to do every day. That video itself is not about content
marketing, it's about it's about how to run this, this copywriting business that you
have. But when once you are in a conversation with a client, your your job is to
act like a doctor. So think about what happens when you go into see the doctor,
right? That you walk into the office, you sit down, Doctor says, So what's going
on? Right, and this is what, by the way, I'm gonna This is what my selling process
that I'll teach you is like, so what's going on? Right here? And it's like, you start
listening, right? What's, what's the problem? Well, my elbow hurts, right? my
elbow hurts over here. And you say, okay, your elbow hurts. Well, how long has
that been going on? And it's it's a series of questions, right? Selling, selling
services, positioning yourself is about listening to the problem, just like a doctor
would, Okay, | understand. But you're trained. And that's what this class is about.
You are trained to be able to listen and identify what the problem is by listening to
the symptoms. And then you prescribe. Because that's what the client wants, the
client doesn't want. You know, think about what would happen if the doctor isn't in
the doctor's office, and you said, and you told them all about how your elbow
hurts, and | get and then your doctor says, Well, what do you think we should do?
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You don't want your doctor to say that. Do you want your doctor to say, Okay, |
understand 100% let me write your prescription and this is fixed or let's get this is
the next step. Right. That's what we're going to learn how to do in this class. I'm
going to teach you how to bring in a client, ask the right questions and be trained
to listen to what the proper solution is and then prescribe that solution, which is
the proposal which you will have a whole template and everything that you'll use
to shoot out the proposal. And then when you win the business, you will know how
to go and actually get those results, perform the surgery, if you will, right, write
the blog posts, the emails, the ads, whatever it is. And that's what this is all
about. It's it's about, you know, selling is actually about it sounds corny, but it's
about helping people, it's about listening to them. Okay, | see the problem you
have in being an expert, and trained to be able to listen for those symptoms, and
then prescribe the right solution, which in this case, we're going to be prescribing
content to people because content can solve a lot of business problems for people
in the marketing department. So that was a rant and a half,

but was but it wasn't cuz | love the doctor example. And again, it just forces you
guys to put on the mindset hat, I'm a professional, I'm a doctor, I'm not gonna sit
here and ask for the questions and then ask you what you're gonna do about it.
Right? It puts you in that Jairus, he might have two big takeaways, two things that
you said is one. Listen, you have that just ask. Just listen. And then be curious,
like, genuinely like in this conversation with Russ today, | had all my notes, | had
a bunch of questions, | was ready to ask and look at him one time, because |
ended up like, what about this, that makes me think about this, that's so
interesting, can you go and it's just like that, when you're talking to a client, don't
go in there thinking that you have to like, put on a suit and have the pitch ready
to go. It's not like that. People like even going back to your human to human we
want to work with humans that we like and that like us and that are curious about
us. And what you want to do is go to the rescue a great example of this in the
certification of how this actually plays out. But just have a conversation, you might
find that you don't want to work for that, like go with that hat on, I'm not coming
in, 1 gotta land this job, I'm coming in to see if you're even a right fit for me. So |
just want to hear from you. | want to learn about your business. Do | believe in
your products and what you're selling? Do | don't want to write for you? Do | feel
good about this, you're going to learn a lot in that conversation, and it takes all
the pressure off. And then you're going to go home and you're going to put
together a proposal you don't need to worry about in that moment. All you got to
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do just have a conversation, ask questions, listen to the answers. And be curious.
And you will do so much better than you think that you will.

And I'll give you | give you five questions in there that | always ask people in the
sales conversation, this is the five questions you're going to ask and listen. And
sometimes you get to the end of the conversation like that, like Rebecca said, you
might say | don't like to get fit for me for just personality reasons. Like | don't
think 1 want to work. | don't like your product. Like | don't believe I don't like it.
Or you might get to the end and say, You know what, like, just like a doctor,
might | need to refer you to a specialist. This is not in my wheelhouse. That's
another big mindset thing. You learn that I'll go over and over again, in my classes
that it's okay to say no, it's okay to say like, that's not what | do. | love saying
that. | that's not what | do. Like people will say to me, do | need to know how to
create graphics? And you say no, you wouldn't when they say can you create the
graphics? And you say no, no, that's not what | do. What | do is | write the
content, or whatever it is, you know you want to do. There are other people who
can go create graphics, great video, if you want to create graphics, absolutely
learn to create graphics, learn to create video, or if you already do, but you don't.
It's okay to say that's not what | do. And the way you the only way to get to the
point where you can say that's not what | do, or that's exactly what | do. And let
me write you a prescription for this is to listen. And that's what selling is about
selling is about coming into a room and trying to listen to that you can diagnose
and then prescribe. And that's exactly what the selling portion of this class is
about. It's about how to listen and prescribe. And being okay with saying that's
not what | do.

Linda just said, | just finished the course the information you learned is mind
boggling. And if you and you feel completely confident to get and keep clients |
love that. So there is a question from Dan about ageism. And whether you found
that ages and plays a role at all and content marketing or writing. It is a passion,
but she feels that she's less desirable because of her age.

Hold on. How old do you think I am? How old do you think rest is? At least Ben
was on the other day. She's turned 60 next week. So excited. There's no why
would anybody know? | wouldn't tell you my age. If you asked me right now. Does
anybody know your age? That's always the question. | want to ask that because |
get this a lot. You come with so much more experience, calmness, curiosity, then
people who have less experience if you're knowledgeable in your area of expertise,
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not say that you've worked in the space. Not even that. Maybe you You've raised
children, maybe you're into mountain biking, whatever the thing is, if you can
speak about it physiologically with passion, if you're curious about your customers
or your clients, they're never going to exact same question that comes in like, I'm
only 21. What do | have to offer? It's the same thing, right? It all comes down to
enthusiasm, curiosity, and good ideas. That's what gets you in the door, your age
should not matter. And you should not be going out anyone who has that fear. I'm
82 years old. Why are you saying that it doesn't, there's no benefit to me as your
client and knowing your age. What | want to know is if you believe in my products,
if you think that you can help me, and that's all | care about. So don't allow that to
be a self defeating limitation that you put out there in the world, if you believe
that it will defeat you. But I'm here to tell you, | don't I couldn't tell you, my
writers who've written for me, and I've hired dozens, | could not line them up in
order of age. If I try if I want it to. So don't worry about that.

I have to interrupt interfere and tell you that Tamra is on Facebook. And she put in
a comment that says I'm not a spring chicken. And | want to tell you that I've
never felt so connected to a group of people and instructors like AWS Al, it feels
like I'm earning a graduate degree with all the learning and implementation that
we are given.

I love you so much. Thank you so much for saying that you just made my whole
day. That's awesome.

Good job, best people. And aggressive like this is just like one little taste of the
community, like the community that we have and creates. It's just on another
level. And I mean, Ross, | gotta say, we have so much fun and that Facebook, me
too much fun. It's just it is the best time ever.

I think it's important to say like, you know, we like to have fun on these in the
horse run and get in and learn some cool stuff. But you know, you know, we have
fun too. Yeah, we do. And we have some fun students and they, you know, so it's
it's not all just, I'm not going to just stand up here and lecture for the whole time
it we do. We do have fun in these classes.

And Russ does give you extra points on your final assignment. If you laugh at his
bad jokes. Just
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be nice. Absolutely. Right. Zoom takes care of that. It just keeps a tally. Whether
you're laughing at my jokes or not So

okay, so Rebecca, | see you after Christina, would you would like answered Resino
a lot of the companies that you share today with like Lori's big deal big companies,
right? Does this this content of surprise, like smaller companies and solo
businesses?

it? Can you give some examples of how it applies for for smaller companies?

Yeah, so | call it content is it's the great leveler of the playing field. Okay, so like,
you don't need to be, you don't need to be a fortune 500 company to create
content. That's what's so beautiful about it is that, you know, when the what the
Internet has done, if you think about it is, is democratize the production and
distribution of information. So it doesn't matter how big or small you are, you can
publish today. You know, remember back before the internet, it was like
everything was consolidated into a few people's hands. And that's where we got
our information from in, you know, from large media companies. Well, today, even
the smallest business has access to the ability to publish. And like | said, if this
isn't this isn't a big or small. This is a business thing. This isn't a b2b or b2c thing.
This is a every business thing. It you know, all businesses need this. And yeah, |
understand. And the reason that | use recognizable brands like that is because we
all recognize them, they're easy for you to understand, like, Oh, that's Lowe's,
that's Home Depot. That's Rei. So. But yeah, just as many examples. In the small
business world, one of the examples we looked at extensively in the classes is
from a small heating and cooling company that's doing a really great job with
content marketing, and just helping people make informed buying decisions about
their heating and cooling units, and, you know, their, their house, really. So it's,
it's not has nothing to do with business size.

I mean, you know, I'm trying to frame up this question, but knowing what we
cover, | mean, you talk about, you know, problem solution, but you really do talk
about multiple Marketing Solutions across the board and ways to approach and fix
problems that clients are having. | mean, because when we talk about content, I
mean, how many pieces of content in the beginning do we back reference to it's
got to be about
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in the first direction? Yeah, yeah. Yeah. Doesn't What | want to do is in that first
session, | just want you to, you'll all of a sudden be like, Oh my god, like, there's
content all around me, and it has business purpose around it. And | want to show
you what those business purposes are. And really, you know, when you get into
this class, the very first video, you'll see from me, which is sitting in there waiting
for you right now, is going to show you some content that you'll be like, Yeah, | do
see the business value in that, and that, | could absolutely write that. And, you
know, it's a very big mind shift that I want you to make, which is a simple one is
that | want you to start looking at content differently online and start to start to
understand why it was produced. You know, why was that thing? Why did
somebody take the energy to produce that content? Why do they spend money on
it, and you'll notice that there's about six different reasons, exactly six different
reasons that map back to the production of content. And they're all the all of those
reasons are connected back to growing a business. So you know, if businesses
want to want more people to be aware that they exist, there are particular types
of content that we can produce for that, to help with that. That's what | mean by
prescribe. So if you have a client that's sitting there saying, like, no one knows we
exist, your ears will, will learn to pick up on that, right? And then to teach you how
to like, Listen, for those kind of comments. No one knows what our business that
our business is even exists, well, you're gonna know, right? Then you're gonna,
you're gonna start to realize what's bothering that man, what, what symptoms,
what that symptom means, and diagnose and prescribe the right piece of content
and then go write it, send an invoice and get paid. So yeah, that's, that's the
whole fundamental part of this class is that there are certain kinds of content that
solve different do certain kinds of business problems, they don't all do the same
thing. And I'm going to teach you how to recognize that and start to see that
online everywhere in the first session, and then we're going to just start going
through each symptom, like, okay, now you got a business owner sitting in front
of you that says, We need more leads, like we don't have enough people, to for
our sales team to talk to cool, like, I understand your problem. Let me write your
prescription. Right? Or we can't keep the customers we have we have a bunch of
customers, that's great. But they keep canceling all the time. Okay, good. You
know, when you write your prescription for that, right, and each time what you're
prescribing is content, but it's gonna be various different forms of content that
we'll learn about.
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Hey, Linda said, fantastical and rest is the best instructor | tell you, how big is
your ego gonna be when you get off this call all these? I'm gonna send them to
you afterwards. I'll screenshot?

Well, I'll tell you I did you know, this is brand new material from me. I've taught
content marketing before. But, you know, again, with with the things that have
changed over the last year, this course, is brand new. So it's this is all new
material. And so we've even had a lot of people that have taken my prior courses
that have asked like, how's it different from some of my other stuff? Well, this is,
this is all new material for me. And it's absolutely 100% geared for the person
doing the writing, which hasn't been the case in a lot of the other courses that I've
produced.

I have to tell you guys a Nita says that this is one of the most engaging sessions
that she's attended in the last six to eight months. So good job. And there were a
few questions about my day, it starts in timing. You want me to take this?

Go ahead. And actually, we're gonna do a last call as they were closing. Okay, if
you have another question, definitely post it now. And we'll try to close out the
next five minutes.

Okay, so we go twice a week. Usually, we're starting actually on Thursday, July 1,
skipping the fifth, and then going then Thursday and Monday for nine sessions
total. It's a lot to remember. But just remember that we start on July 1, and then
you're on their

website right now right so when they do right now,

yes. So when you get there there is a welcome video from my says decision to get
started to frame me up right away about productizing that Russ was mentioning to
how to set up your copywriting business. And do you think that aggressiveness
just shifts your entire mindset on plot being a copywriter or a content writer or
freelancer, right? Like,

this is something that took me like eight years to figure out and then you're gonna
learn it, you're gonna learn it and how long is that video? | think it's about 45
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minutes. 3045 minutes. Yes. It's then the gold you can join that Facebook group
right away and let's just get the gifts rolling right now and get to know everybody
before class begins on the first. Christy this training is reconfirmed my decision to
be a content writer and love that Chris, the course is great. Lots of detail great
resources, very timely content, challenging work, open my eyes to the
opportunity. Rest is a great teacher. Thanks, Betsy. Um, okay, so for this year, we
can confidently say that this is the last time that we're running the content
certification, | believe, from what we've got planned right now, so and that was
from Carla, and the Facebook group, alias is prime is only once you are a member
of the group. So you'll get the link straight away, as soon as you sign up there. It's

almost like the classroom. So in the classroom happens to be open 24 hours a
day, seven days a week. So once you get into the certification, you're kind of
moved into that classroom space. And so there's the instruction where you
actually go to the classroom, to work with Russ and get your lessons. Maybe think
of it more like the lab and the office hours is the Facebook group, where
everybody is in there and answering each other's questions, and Russ is in there.
But that's part of the certification experience that you'll you'll get.

This is gonna sound like I'm setting you up. And it's a fake question, but | promise
it's real. Dell is asking if they enjoy writing articles as a hobby right now, how
suitable with this class be for them?

Well, I mean, listen, I love to write to for hobby, but if you want to turn it into, if
you want to turn this into, you know a business and create a living from

something you enjoy, then take the class because I'm going to do | mean, it says,
you're going to learn how to take what you love to do in your in your spare time
and turn it into a business and in its it's a pretty step by step process that I'll show
you and show you how to go out and get get the clients and, and do all that stuff.
So | think, you know, | can remember my dad telling me a long time ago that you
should love what you do every day when you're working. And if you like to write,
and you like that freedom that you get from it, then let me show you how to build
a business around it. So that you can love what you do.

I love that. And | want to note on Dell have a look at the full question. She's also
doing our sales letter certification. And the part about the articles is that she loves
to research things. And that's why she loves to write articles. And | want to say
down everything | answered the pivot questions. Everything at the core is
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research. Like curiosity is key when it comes to any form of writing. Guys, please
raise your persuasive sales letters are the last any between being excited about
something and curious and finding out if that's your natural tendency? You're in
the right place. Because research, if you can research Well, if you just are that
person wants a one more question, like you find yourself on Google and you find
something like, oh, let's see about that thing. If you tend to go down rabbit holes,
you're in the right spot, because that's you're basically in the world that
everybody's in who's searching online for content. And so you're able to answer
those questions. And the fact that you're doing sales letters now and then also
physically being a content. Remember, like our other friend at the beginning, you'll
be able to cover the full spectrum, which is great as well, you'll you'll apply what
you've learned in direct response to your content. And you'll be writing content
that sets people up for direct response. So you're definitely on the right track. So
I'm really excited for you, | think you should definitely proceed. And if you can
swing the certification to to do them like back to back, I think it would be great.
I'm not saying I'm offering a special deal we are so they should have the it's at
guide.com forward slash the leap. And we haven't really started promoting it yet.
So it's there you can sign up for it now a circle of success members there is
another deal for you on your member page. So don't go to that leaf go to
remember page and you'll find your special deal as well circle of success and
infinity. You have no idea what those groups are. They are just our highest level
learning they've committed and gone all in. And so they have different
arrangements, different discounts for things that we offer through live training,
but there is a special deal right now it is through the leap. I'll make sure you guys
get that URL after this as well. Definitely sign up that because you can if you can,
if you sign up now even though don't start July 1 you have time. You can go
through the materials that Ross has already post on another page. Get involved
the Facebook group start asking questions start thinking about my homework
assignment for you signing up today is to start thinking about the areas you might
like to write in. The cool thing about content is you don't have to specialize if
you're curious and a good reason Are you really right about anything? You know,
whether I'm writing about interview questions for managers, or the best infant
safety products for new moms, it doesn't matter, | can figure out the answers for
it. So don't worry, but start thinking about that, like, what are the kinds of things
you'd like to write about? What are those hobbies that you have? What
experience? Do you have background? What's something that you would be like
Russ said, so happy just to be reading about all the time, if you're happy to read
about it, you're probably be happy to write about it, and get paid for it at the same
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time. So that's what I would. That's my homework for you. For those of you
signing up today, while you're preparing for the certification that kicks off on July
1,

we have a sign up, | think it was disappeared. | think it's Robert, who said that
he's signing up. So looking forward to seeing you in the Facebook group in the
class. Robert, that's so exciting. Excellent.

All right, guys, closing words rest from you?

Well, yeah, I, | would say, you know, if you're looking to make a change in any
way, advance your career, you know, start a start a business. This, this is a pretty
special time we're living through right now, the pandemic created a lot of grief, for
sure. But, you know, we've looked at what's what's been the result of that, we've
seen a ton of growth on the digital side, there's just a ton of demand out here.
And so this is, you know, take take the leap because of the leap, you know,
because it's it's it really is it's it's a this is a great time to get into digital
marketing, the pool is wide open. For people that want to create content for
brands, you know, help people make informed buying decisions. It's a really great
way to spend your day. And | would love to teach you about it.

Awesome, guys. Well, thank you so much for being here. Thank you, David, for
the g&a. And guys, if nothing else that you take away from this session, just know
that you are at the best time in the history of the world to be a writer, there's
never been more demand. It's growing faster, not only just because of people go
online, but because of all the channels Russ was talking about, because of all the
vehicles because of all the ways we can disseminate ideas and content these days.
No matter what path you take. Take some path you're in the right space. This is
the right time. There's never been a better time is just getting bigger and better.
So good luck. Congratulations to you. And | look forward to seeing you guys on a
future session in the near future. Bye, everyone. Thanks.
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