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InTransition Episode 11 - Jason Miller 

 

David Pembroke:  Hello ladies and gentlemen wherever you might be listening to this podcast around 

the world, welcome to InTransition, the program that examines the practice of 

content marketing in government. 

 My name is David Pembroke, this is episode 11 and it will be cracker. I promised 

you the biggest names and the best minds in content marketing from around the 

world and today we deliver again. 

Jason Miller, the senior manager for content marketing at LinkedIn is our guest. That 

ƌights, JasoŶ Milleƌ.  AŶd if aŶǇ of Ǉou doŶ͛t kŶoǁ JasoŶ oƌ haǀeŶ͛t seeŶ hiŵ speak, 
prepare to be entertained. Many of you will know that I pack up the caravan each 

September and fly to Cleveland to attend Content Marketing World, the annual 

jamboree for content marketers.  

And as soon for the speaking schedule for the big event comes out, I always mark 

JasoŶ͛s pƌeseŶtatioŶ ďeĐause Ŷot oŶlǇ is it iŶfoƌŵatiǀe, Ŷot only do you take away a 

Ŷuŵďeƌ of pƌaĐtiĐal steps ďut Ǉou͛ƌe also guaƌaŶteed pleŶtǇ of laughs. 

By the way, everyone just a bit of advice if you are  looking to learn more about 

content marketing and to get to know the people in our community, you really 

should head to Cleveland in September. The dates of the event starts around the 7
th

 

of September and it is a must not miss event.  

So enough the plugs for Joe Pulitzi aŶd the teaŵ at CMA aŶd let͛s get oŶ ǁith the 
show. And as is our practice each week we do start with the definition of content 

ŵaƌketiŶg iŶ goǀeƌŶŵeŶt aŶd it is aŶ adaptioŶ of the CoŶteŶt MaƌketiŶg IŶstitute͛s 
definition. 

͞CoŶteŶt ŵaƌketiŶg is a stƌategiĐ aŶd ŵeasuƌaďle ďusiŶess pƌoĐess that ƌelies oŶ the 
curation, creation, and distribution of valuable, relevant, and consistent content to 

engage and inform a clearly defined audience with the objective of driving the 

desiƌed ĐitizeŶ oƌ stake holdeƌ aĐtioŶ.͟  

As you can see, this is directly applicable to the work of people who are working in 

government communication. As the world changes, there is no question that we 

must adapt and change the way we connect with citizens. Now our guest as I 

promised is Jason Miller, he joins me on the line. Jason, welcome to InTransition. 

Jason Miller:  Excellent, thank you so much for having me David. I am happy to be here. 

David: Jason just for the audience to get to know you a little bit just give us a bit of the 

backstory of Jason Miller. 

Jason:  Suƌe, it͛s iŶteƌestiŶg hoǁ I got to ǁheƌe I aŵ at today. I started in the world of – I 

started at Sony music entertainment doing artist developments.  We take baby 
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bands and make them into superstars but it worked here and there, not all the time 

of course.  

I have a background on B2C and with the music industry was kind of in shambles 

around 2009, I decided it was time for me to get out. They were just very behind in 

a lot of taĐtiĐs aŶd theǇ ǁeƌeŶ͛t fightiŶg digital foƌ a ǀeƌǇ loŶg tiŵe so I deĐided to 
move in to world tech marketing and reinvent myself a little bit.  

I spent two years at Marketo running global content and social there. And then, 

LiŶkedIŶ Đalled aŶd told ŵe aďout this push theǇ͛ƌe doiŶg foƌ ĐoŶteŶt aŶd ŵade ŵe 
aŶ offeƌ I ĐaŶ͛t ƌefuse so I͛ǀe ďeeŶ heƌe alŵost tǁo Ǉeaƌs Ŷoǁ aŶd I͛ŵ Ŷeǀeƌ ďeeŶ 
happier. 

David:  IŶ teƌŵs of the ĐhaŶges that Ǉou͛ǀe seeŶ just pƌoďaďlǇ iŶ the last Đouple of Ǉeaƌs 
and we can get to talking specifically about what LinkedIn are doing in their content 

ŵaƌketiŶg spaĐe, ďut ǁhat aƌe the ďig ĐhaŶges that Ǉou͛ƌe seeiŶg at the ŵoŵeŶt in 

content marketing? 

Jason:  The ďiggest ĐhaŶge that I͛ŵ seeŶ is it used to ďe just pƌoduĐiŶg a ďuŶĐh of ĐoŶteŶt, 
put it out theƌe aŶd see ǁhat stiĐks. That͛s hoǁ the ƌeĐoƌd laďels ǁeƌe dealiŶg ǁith 
aƌtists ďaĐk iŶ the 9Ϭ͛s aŶd it eŶded up ďeiŶg a disaster. They will just sign all these 

bands and throw them in the wall and whoever stuck they would ride along with. I 

think content marketing was getting in to that as well. 

In order to rank, in order to make a difference you have to make a ton of content. I 

think the big shift now is to create – I would say focus on creating not more content 

ďut ŵoƌe ƌeleǀaŶt ĐoŶteŶt. Cut iŶto the ƌeal Đoƌe of ǁhat͛s iŵpoƌtaŶt ǁith Ǉouƌ 
customers and prospects and handling from marketing process are great, to 

empathize with you customers.  

Youƌ joď as a ĐoŶteŶt ŵaƌketeƌ is to ďe the ďest aŶsǁeƌ. It͛s the seaƌĐh eŶgiŶe͛s joď 
to deliǀeƌ the ŵost ƌeleǀaŶt aŶsǁeƌ to a seaƌĐh topiĐ͛s ƋuestioŶ. AŶd Ǉou͛ƌe joď as 
content marketer is to be that best answer and be better than anybody else and not 

a lot of fluff.   

And again I think the search engines have killed off these content farms because 

theǇ ǁeƌe keǇǁoƌd stuff aŶd theǇ ǁeƌe dilutiŶg the good ƌesults. You doŶ͛t haǀe to 
create 50 blogs a day to make a difference now. You just need to create something 

that is very relevant and very specific to your audience and then go promote it. 

David:  We͛ll get to that ƋuestioŶ of distƌiďutioŶs as ǁell ďeĐause I thiŶk that is ǀeƌǇ 
important. But what advice do you have for people in terms of them trying to 

achieve content that is the best answer? What are some of the techniques that you 

use to ďe aďle to fiŶd that iŶsight that alloǁs theŵ to Đƌeate the ĐoŶteŶt that͛s 
going to connect with their particular audience? 

Jason:  That͛s a gƌeat ƋuestioŶ. I thiŶk iŶ this daǇ aŶd age ǁith all the data͛s aǀailaďle to use 
a marketer, the question of whether or not I should create a piece of content is 
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clearly out there right.  Some light keyword research discovering the keywords that 

are most important to your brand or business and then some social listing around.  

Find out other people talking about these topics. Are there questions that are going 

uŶaŶsǁeƌed?  Aƌe theƌe ƋuestioŶs that aƌe ďeiŶg aŶsǁeƌed ďut it͛s Ŷot ďeiŶg 
answered very well? Does your business saǁ pƌoďleŵs that these folks doŶ͛t eǀeŶ 
know they have yet?  

You have to lay down the foundation and again this is not more content but more 

relevant content. How can you really put yourself in their shoes and get to the core 

what content marketing is reallǇ all aďout aŶd that͛s aďout helpiŶg iŶstead of 
selling. 

David:  And in terms of that helping and really understanding the audience, how long does 

it generally take for people to really get that clear understanding of the needs of 

their audience and the problems that they have? 

Jason:  I thiŶk it should ďe aŶ oŶgoiŶg thiŶg ďut it͛s as easǇ as juŵpiŶg iŶto LiŶkedIŶ oƌ 
Twitter and finding these real time conversations.  

Soŵe of the ŵost suĐĐessful ĐoŶteŶts that I͛ǀe fouŶd is that – I market to marketer 

so people say I have unique case but it works universally. If I have problem and I 

solǀe it aŶd ǁƌite aďout it, that͛s the ďest kiŶd of ĐoŶteŶt that͛s out theƌe ďeĐause 
it͛s a ƌeal ǁoƌld pƌoďleŵ that Ǉou͛ƌe doĐuŵeŶtiŶg.  You͛ƌe ǁƌitiŶg ǀeƌǇ 
conversational and theŶ Ǉou͛ƌe goiŶg to put it out theƌe.  As oŶe ŵaƌketeƌ to 
aŶotheƌ oƌ it͛s oŶe pƌoďleŵ solǀed ďǇ peƌsoŶ ǁho has that pƌoďleŵ, giǀiŶg theiƌ 
answer to the rest of the world. 

David:  How do you then make judgments about the type of media that you should use to 

communicate with that audience be it a blog post, video, podcast, or some graphics. 

How do you make those judgments? 

Jason:  I thiŶk it͛s iŵpoƌtaŶt to figuƌe out ǁheƌe Ǉouƌ audieŶĐe is aŶd ǁhat tǇpe of ĐoŶteŶt 
theǇ͛ƌe ĐoŶsuŵiŶg.  I talk a lot aďout this concept about the big rock which is a very 

big substantial piece of content.  Like the sophisticated marketers got LinkedIn or 

the definitive guides to marketing that we did in Marketo.  

Then, you have to make sure that this piece of content that you slice and dice to 

smaller pieces or what-not but you have to make sure that you have each piece of 

content optimized for your consumers choose to consume that. Because the 

consumers are in control, we know that.  

TheǇ͛ƌe seaƌĐhiŶg oŶ topiĐs.  TheǇ͛ƌe doiŶg theiƌ oǁŶ ƌeseaƌĐh ďefoƌe theǇ͛ƌe ƌeadǇ 
to talk to Ǉouƌ sales people.  It͛s iŵpoƌtaŶt to ďe oŶ Slides Shaƌe aŶd haǀe aŶ audio 
podĐast like ǁe͛ƌe oŶ todaǇ, a ǁeďiŶaƌ, ǀideo, e-book that is optimized for Kindle. 

I thiŶk Ǉou should ďe eǀeƌǇǁheƌe. I Đall it the ͚ďad out of hell͛ appƌoaĐh. Foƌ those 
who are about to create content fire cannons like ACDC would say.  And the point is 
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be everywhere, launch your content like a product. Be everywhere and then once 

Ǉou͛ǀe figuƌed out ǁheƌe it͛s ƌeallǇ takeŶ off, theŶ Ǉou invest and scale. 

David:  That comes to that distribution piece. Getting it out there, getting it seen, getting it 

uŶdeƌstood, it souŶds to ŵe like that͛s goiŶg to take a ǁhole lot of tiŵe to tƌǇ to do 
that. Is it a time consuming exercise? 

Jason:  I think if Ǉou haǀe a huŶdƌed pieĐes of ĐoŶteŶt Ǉou͛ƌe tƌǇiŶg to do it foƌ, Ǉes it ĐaŶ ďe 
incredibly challenging.  But if you have one core piece of content that you can 

repurpose into several other pieces like one giant e-book and then turn it into a 

video or webinar, a couple of blog posts, etcetera.  

These are like the little tentacles that all lead back to that Big Rock piece of content, 

that ŵajoƌ pieĐe of ĐoŶteŶt.   AŶd I thiŶk it͛s ƌeallǇ a thuŶdeƌ appƌoaĐh. Hoǁ ŵuĐh 
value can you get out of one piece of content?  

I see so many content marketers produce something really great and they launch it 

aŶd theŶ theǇ giǀe up ǁaǇ too ƋuiĐklǇ. You͛ǀe got to ask Ǉouƌself, ͞What is the 
audience out there? How big is that audience and what are the tools that are 

available to us thƌough soĐial adǀeƌtisiŶg, Ŷatiǀe adǀeƌtisiŶg?͟ Those aƌe the 
questions. And then compare it.  

Have you gotten the most out of every piece of content you have? Have you –I doŶ͛t 
want to say strangled because that sounds so morbid – but have you squeezed all 

the juiĐe out of that pieĐe of ĐoŶteŶt ďefoƌe Ǉou͛ƌe giǀiŶg up oƌ ŵoǀiŶg to 
something else? 

David:  That͛s ƌeallǇ aŶ iŶteƌestiŶg poiŶt ďeĐause I thiŶk people do puďlish aŶd ŵoǀe oŶ aŶd 
create blog post and then move on to the next thing without really taking best 

value, I suppose, of the archives that they tend to create. Is there some risk though 

that people ǁill thiŶk that Ǉou͛ǀe sƋueezed it a little too haƌd soŵetiŵes that Ǉou 
are not creating enough new and interesting content that is giving more insights to 

people? 

Jason:  I think there is a two prone approach to this. Doug Kessler from the Velocity Group 

has this he Đalls ͚oŶe hoŵeƌuŶ peƌ Ƌuaƌteƌ͛. The hoŵeƌuŶ peƌ Ƌuaƌteƌ is Ǉouƌ Big 
Rock, this big substantial piece of content you invest in and then you chop it up into 

smaller pieces.   

But all aloŶg the ǁaǇ, I Đall ďloggiŶg the soĐial ŵedia adǀeƌtiseƌ togetheƌ.  It͛s the 
ŵotheƌ ship.  It is ǁheƌe all this stuff goiŶg to lauŶĐh fƌoŵ. You ĐaŶ͛t ĐoŶfuse Ǉouƌ 
blog with your resource centre. Your resource centre is your library, an index or 

Ǉouƌ liďƌaƌǇ ďut Ǉouƌ ďlog is ǁheƌe Ǉou tell Ǉouƌ stoƌǇ. It͛s got dates; it͛s a floǁiŶg 
narrative of your story. 

I think you need to invest in that big rock and have that substantial piece of content 

Ǉou͛re repurposing throughout that quarter and then underneath that as the 

fouŶdatioŶ haǀe Ǉouƌ ďlog as Ǉouƌ daǇ to daǇ stoƌǇ. You doŶ͛t haǀe to ďlog eǀeƌǇ 
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siŶgle daǇ. If Ǉou ĐaŶ, that͛s gƌeat ďut Ǉou ďlog ǁheŶ Ǉou haǀe soŵethiŶg to saǇ.  
You blog when you have something you want to get out there.  I think the two 

ǁoƌks togetheƌ seaŵlesslǇ aŶd that͛s the Đoƌe of the stƌategǇ.  

AgaiŶ it doesŶ͛t take tƌeŵeŶdous aŵouŶt of tiŵe oƌ effoƌt. I thiŶk Ǉou͛ƌe Ŷot 
focused on those two complimenting one another, then you can get in trouble and 

theŶ Ǉou get iŶ oǀeƌ Ǉouƌ head; Ǉou͛ǀe got too ŵaŶǇ thiŶgs goiŶg oŶ. 

David:  I really do like this idea of the big rock, this notion of a big substantial central piece 

of content that really carries the white of the story particularly as our audience is in 

goǀeƌŶŵeŶt ĐoŵŵuŶiĐatoƌs. AŶd if theǇ͛ƌe aŶŶouŶĐiŶg a paƌtiĐulaƌ poliĐǇ pƌogƌaŵ 
or a change to a service or they want to update something, they are generally quite 

substantial big pieces of work that need to sit there and it does take time to connect 

with citizens and to connect with stakeholders to explain what sometimes are quite 

complex insights that they need to get through and that they need to distribute to 

people.  I think that this notion of the big rock is very useful for government 

communicators.  

What are the tips would you have then if a government communicator has 

pƌoduĐed a ƌeallǇ good solid pieĐe of ǁoƌk aŶd theǇ͛ǀe got it all Đhopped up iŶto its 
diffeƌeŶt plaĐes aŶd theǇ haǀe thought thƌough hoǁ theǇ͛ƌe goiŶg to distƌiďute it 

out of the next three months perhaps. This notion of distribution, how then should 

they go about trying to make sure that it finds its way to the right sort of audiences? 

Jason:  I think to take a quick step back and talk about the creation of the big rock, when 

Ǉou͛ƌe ĐƌeatiŶg this thiŶg like, ǁhat I fouŶd theƌe͛s this kiŶd of tƌeŶd of thiŶkiŶg like 
a publisher and that can only get you so far.  If you can move to actually publish in 

like a publisher and think of what conversations you want to own and then when 

Ǉou͛ƌe ĐƌeatiŶg Ǉouƌ ďig ƌoĐk aŶd this applies to the goǀeƌŶŵeŶt as ǁell. 

Hoǁ ĐaŶ Ǉou ǁƌite this ďig ƌoĐk pieĐe of ĐoŶteŶt that͛s a ƋuiĐk ƌead?  It should ďe a 
ƋuiĐk ƌead.  It shouldŶ͛t ďe supeƌ teĐh saǀǀǇ.  It should haǀe lots of gƌaphiĐs aŶd pull 

on some charts or some rich media but think about writing it very strategically like 

an instruction manual.  Because what happens when you get an instruction manual, 

you throw it into the trash and go on to YouTube, we all know that.  

Then how do you bring in third party validation?  How do you bring in some thought 

leaders, maybe some policy makers with a quote or two along the way or a quick 

interview from the experts? 

Again, this all compassing the big rock and that makes it easier to repurpose this 

with the interviews being pulled out as blog post, etcetera. Maybe 10 quotes from 

the e-book put in to a slide share presentation but this is how you get the most 

value out of one big rock piece of content.  

And then, when you go to promote it, again come out the gates guns ablaze. We 

start off with email which is certainly an essential part of this plan and then we of 

Đouƌse use LiŶkedIŶ ŵaƌketiŶg solutioŶs, the ǀaƌious tools theƌe. But agaiŶ, it͛s just 
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iŶteƌestiŶg to see oŶĐe Ǉou͛ǀe lauŶĐhed Ǉouƌ ďig ƌock, email tends to be the big 

driver. 

 Then second following that very closely is the blog because you have this rolling 

thuŶdeƌ appƌoaĐh of these sŵalleƌ pieĐes Ǉou͛ƌe ƌepuƌposiŶg oŶ the ďlog.  AŶd theŶ 
we native advertising pick up after that as well. So you go from emails number one, 

to the blogs number one and then sponsored updates – that͛s ouƌ Đoƌe tool, ouƌ 
Ŷatiǀe adǀeƌtiseƌ ǁill take oǀeƌ ďeĐause it͛s this ƌolliŶg thuŶdeƌ appƌoaĐh. AŶd 
Ǉou͛ƌe ĐoŶstaŶtlǇ – it͛s alǁaǇs oŶ.  

How can you always be on? You͛ƌe alǁaǇs iŶ fƌoŶt of Ǉouƌ audieŶĐe staǇiŶg iŶ top of 
ŵiŶd. I thiŶk that͛s the keǇ poiŶt heƌe ǁheŶ Ǉou͛ƌe lookiŶg foƌ distƌiďutioŶ. 

David:  Yes and in terms of that, are you looking at a month ahead, two months ahead, or 

three months ahead once you got your big rock in place? 

Jason:  The way we look at it, the blog is the day to day very dynamic way we tell our story.  

We can react to trends in the industry.  We can react to just opinion pieces. If I have 

an idea tonight and it comes to me in a dream, I ĐaŶ ǁƌite aďout it toŵoƌƌoǁ. That͛s 
very fluid part.  

But we look at these content arcs if you will and these arcs could be things that run 

for a quarter up to two or three quarters.  And then, we align the big rock with that 

and align it to that blog as well so that we have every piece of content, every 

distribution strategy, every content creator in our team driving this kind of content 

arc theme.  

In my case and LinkedIn market solutions it could be that one, could be the content 

market a little bit broad. One can be B2B marketing, one can be full funnel 

marketing, but we go after these content arcs to keep it a running theme and you 

can really own a conversation very quickly and you can really make an impact with 

search results and become an authority and a thought leader.  

David:  Noǁ that͛s – ǁe͛ƌe talkiŶg ǀeƌǇ ŵuĐh heƌe aďout oŶliŶe ĐƌeatioŶ aŶd distƌiďutioŶ of 
content but content marketing obviously is much bigger than that. It does take in 

offline channel such as events and other activities I think. I tend to – I throw PR into 

content marketing as well. I just see it as another offline channel the way you 

distribute your story to a particular audience. How do you combine your online and 

offliŶe aĐtiǀities so that theǇ͛ƌe iŶ haƌŵoŶǇ? 

Jason:  That͛s aŶother great question. I think you touched on something that I think is even 

ŵoƌe iŵpoƌtaŶt to ďƌiŶg up ƌeallǇ ƋuiĐk is to ĐoŵďiŶiŶg PR. It͛s iŶteƌestiŶg ďeĐause 
there was a report that came out several months ago and it said that PR was better 

than branded ĐoŶteŶt.  AŶd theŶ Ǉou see all these PR people ĐeleďƌatiŶg.  TheǇ͛ǀe 
won this battle which is completely the wrong way to think about. I think it was a 

Nielsen report actually.   
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And it just goes to show that PR and content should be working together.  And 

ďƌaŶded ĐoŶteŶt ƌight is gettiŶg a ďad Ŷaŵe ďeĐause ǁe͛ƌe still leaƌŶiŶg. These 
businesses are publishers.  We still got a lot to learn way, we got a long way to go 

ďut ǁe͛ƌe gettiŶg ďetteƌ. But PR should Ŷot ďe thiŶkiŶg of it as a ǁiŶ foƌ theŵ 
because it͛s Ŷot.  Theƌe͛s too ŵuĐh oǀeƌlap.  

CoŶteŶt ĐaŶ help PR, PR ĐaŶ help ĐoŶteŶt aŶd theƌe͛s a lot of oǀeƌlap ďetǁeeŶ 
analysts and influencers and who can make a difference. So those two needs to be 

align a lot closer than they are today. 

David:  How are you going to try and bridge that within LinkedIn?  Have you got good 

alignment with the public relations and advertising areas in LinkedIn? Do they have 

ǀisiďilitǇ aƌouŶd ǁhat Ǉou͛ƌe doiŶg? 

Jason:  Absolutely, I mean if I am going to speak to an event, my PR department they 

absolutely knows about it. If we have a product launch, we coordinate the content 

efforts with the PR pitches. We can certainly help develop some content to put in to 

these PR pitches, these press releases taking a step further beyond the traditional 

press release which may or may not be as effective as it used to be.  

So I thiŶk it͛s all aďout staŶdiŶg out aŶd it͛s aďout the ĐoŶteŶt, the PR teaŵ lookiŶg 
at this overlap and seeing how they can help one another.  I think it is incredibly 

important.  

Theƌe͛s soŵe folks ǁho aƌe doiŶg it ƌeallǇ ǁell siŶĐe I ǁas iŶ Maƌket, I ǁoƌked ǀeƌǇ 
closely with our PR team.  In fact, we were reported to the CMO together. Then 

here in LinkedIn between speaking events or just content initiatives or the arcs or 

the big rocks, we team up and everybody is on the same page with one another.  

I think I may have skipped over your question. I just did a little political thing there 

where I skipped around the question there about how do you combine an offline 

and online. 

David:  Yes let͛s go ďaĐk to that ďut it is ǀeƌǇ good poiŶt. TheǇ͛ƌe oŶe aŶd the saŵe. IŶ ouƌ 
particular we used to be a public relations agency and we still do the public relation 

ĐoŵpoŶeŶt ďut ǁe͛ǀe just gƌafted oŶ the ĐoŶteŶt ĐƌeatioŶ ĐapaďilitǇ aŶd 
distƌiďutioŶ ĐapaďilitǇ aŶd it all leaǀes us oŶe paƌtiĐulaƌ offeƌiŶgs.  I doŶ͛t get this 
split between the two. 

But anyway, how do you roll together your online and offline strategic way to 

ensure that the audience and laser like focus on the needs and problems of the 

audience are being solved to the best of your ability? 

Jason:  I do quite a bit of speaking gigs but that comes along with the content marketing. If 

Ǉou Đƌeate soŵethiŶg ƌeŵaƌkaďle oŶ the ĐoŶteŶt spaĐe that͛s iŶĐƌediďlǇ ƌeleǀaŶt 
helpful, people aƌe goiŶg to ŶotiĐe aŶd theǇ͛ƌe goiŶg to ǁaŶt Ǉou to shaƌe that ǁith 
them. I think there is a great combination of events. I mean you mentioned Content 

Marketing World, great place to go network and meet people.  



 
 

 
 

 

 

In Transition Podcast - contentgroup Page 8 of 13 

 

Theƌe͛s oŶe thiŶg I͛ǀe leaƌŶed iŶ LiŶkedIŶ and throughout my career is that 

eǀeƌǇthiŶg that I͛ǀe gotteŶ fƌoŵ a peƌsoŶal ďƌaŶdiŶg staŶdpoiŶt to a ďusiŶess 
standpoint has been based on solid relationships and the quality network.  

If Ǉou doŶ͛t haǀe that iŶ plaĐe oƌ Ǉou͛ƌe Ŷot ĐoŶstaŶtlǇ ďuildiŶg that, if Ǉou doŶ͛t 
have an audience to share your content with or community, this is where it all 

Đoŵes togetheƌ. It͛s aŶ oŶgoiŶg pƌoĐess aŶd it doesŶ͛t haǀe to ďe aŶ eŶoƌŵous 
community but it has to be there and you have to put some work into relationship 

building and network.  And what better way to do that than sharing really good 

helpful relevant content? 

David:  What are your views on automation? 

Jason:  Working at Marketo for two years, one of the leading marketing automation 

platforms, what I found out there is that I think people confuse automation with 

how we use broadcast with Twitter and do these auto replies and bots and all this 

crap.  

What I thiŶk is iŵpoƌtaŶt to uŶdeƌstaŶd is if Ǉou͛ƌe lookiŶg to sĐale Ǉouƌ ĐoŶteŶt 
efforts and deliver content on a sĐale, it͛s peƌsoŶalized dǇŶaŵiĐ ĐoŶteŶt, Ǉou͛ƌe 
goiŶg to Ŷeed teĐhŶologǇ.  You͛ƌe goiŶg to Ŷeed ŵaƌketiŶg autoŵatioŶ. So 
marketing automation when used right, it actually accelerates the personalization of 

this content and it accelerates the scale and it helps you pull out the best most 

relevant leads that are coming in from your content based on lead scoring, based on 

nurturing so marketing automation is key to the platform. 

Content SEO, PR, social dimension, and all these folks ǁoƌkiŶg togetheƌ, that͛s the 

ŵodeƌŶ daǇ ŵaƌketiŶg eŶgiŶe. I thiŶk that͛s ǁhat is goiŶg to ďe iŵpoƌtaŶt ŵoǀiŶg 
forward. 

David:  Yes I iŶteŶd to agƌee ǁith Ǉou ďut theƌe͛s a Ŷeed aŶd paƌtiĐulaƌlǇ gloďallǇ foĐused 
ďusiŶesses. I͛ŵ speakiŶg to Ǉou todaǇ fƌoŵ CaŶďeƌƌa, Austƌalia aŶd if ǁe want to 

distribute content at the right time of the day in North America or the northern 

heŵispheƌe, I͛ŵ Ŷot goiŶg to ďe sittiŶg up 3 o͛ĐloĐk iŶ the ŵoƌŶiŶg tƌǇiŶg to post 
whatever that content is.  

I thiŶk theƌe͛s ƌoles ĐeƌtaiŶlǇ iŶ autoŵatioŶ. I thiŶk it has a major role in terms of 

eŶsuƌiŶg that Ǉouƌ distƌiďutioŶ is ƌight aŶd that Ǉou͛ƌe gettiŶg ŵessage to the ƌight 
audiences at the right time. 

Jason:  Absolutely. 

David:  Measurement and evaluation, obviously another key part of content marketing. 

What͛s Ǉouƌ ǀieǁ aƌouŶd ŵeasuƌeŵeŶt aŶd eǀaluatioŶ aŶd ǁhat ŵeasuƌes do Ǉou 
use when you have to go upstairs and justify yourself to the people who sit upstairs? 

Jason:  I thiŶk people teŶd to oǀeƌ ĐoŵpliĐate this pƌoĐess of ŵeasuƌiŶg.  It͛s ĐeƌtaiŶlǇ a hot 
topic.  The ROI of social media was a hot topic and hopefully they finally put that to 
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ďed.  But ǁheŶ I ǁoƌked at Maƌketo, I ƌepoƌted to JohŶ Milleƌ, he͛s the Đo-founder 

and no relation. John will be the first to tell you that, not me.   

The cool thing, what I learned so much in Marketo was because John told me he 

said, ͞Look, ŵaŶ.͟  He goes, ͞You ĐaŶ do ǁhateǀeƌ Ǉou ǁaŶt.  We͛ǀe got ďudget.  
You can create whatever type of content that you like to do for the top of the funnel 

but you have to be able to track all of these to a ŵetƌiĐ that ŵatteƌs.͟  

The ultimate metric was pipeline and MQL was coming in. And we did that through 

source tracking all the content, all the links.  We figured out which channels were 

working but it ultimately comes down to gating that big rock piece of content, 

dƌiǀiŶg MQLs to that. That͛s the easǇ ǁaǇ to look at it. 

But there were three other metrics that we looked at that I carried over here to 

LinkedIn that I monitor very closely and would bring in to a CMO and prove that my 

content͛s ǁoƌkiŶg.  

The number one would be referral traffic but more specifically non-branded 

keǇǁoƌd ƌefeƌƌal tƌaffiĐs. It͛s ďasiĐallǇ tƌaffiĐ ĐoŵiŶg to Ǉouƌ site fƌoŵ people ǁho 
are not typing in your brand name to the search engine. Where are they coming 

from? Well they have to be coming from your own good content. 

Then number two is engagement which is a little bit more tricky to measure. But if 

Ǉou thiŶk aďout it like this, I thiŶk it͛s just a ŵatteƌ of tiŵe ďefoƌe the seaƌĐh eŶgiŶes 
admit that these social signals are playing a role on rankings. But in the meantime, 

the soĐial shaƌes aƌe a sigŶ of ƌeleǀaŶĐe.  I alǁaǇs saǇ that doŶ͛t let Ǉouƌ ego 
highjack your content strategy.  

If you have 10 shares on LinkedIn as supposed to another piece of content that has 

a huŶdƌed shaƌes, it doesŶ͛t ŵatteƌ the Ŷuŵďeƌ of shaƌes peƌ saǇ, it ŵatteƌs oŶ 
ǁho͛s shaƌiŶg that.  I͛ll gladlǇ take ϭϬ shaƌes fƌoŵ ϭϬ CMO͛s that I͛ŵ tƌǇiŶg to taƌget 
a huŶdƌed pƌaĐtitioŶeƌs that doŶ͛t ƌeallǇ ŵatteƌ to that pieĐe of ĐoŶteŶt iŶ 
particular.  Engagement is a sign of content relevant that would be the second one.  

Then number three finally, the higher quality leads. Are people come into your 

funnel, into your websites? Are they buying quicker? Are they further down the 

funnel?  Are they closing quicker into these deals?  

That͛s hoǁ I ǀieǁ it. I thiŶk Ǉou ĐaŶ applǇ those to pƌettǇ ŵuĐh iŶ aŶǇ iŶdustƌǇ aŶd 
have success with it. 

David:  How complicated is the system that you got to actually track those and be able to 

draw those insights out of your traffic? 

Jason:  It͛s ƌeallǇ Ŷot that ĐoŵpliĐated.  It͛s laŶdiŶg pages; it͛s eŵail ŵaƌketiŶg; it͛s LiŶkedIŶ, 
the platfoƌŵ itself aŶd theŶ the ďaĐkeŶd ŵetƌiĐs that ǁe haǀe aǀailaďle. It͛s a 
combination of – it͛s fuŶŶǇ I ǁoƌked at Maƌket, Ŷoǁ ǁe use Eloqua here but 

whatever works, right?  
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A combination of marketing and automation, email and social media marketing 

teamed up with SEO to optimize it all, dimension that helps us with our webinars 

aŶd tells us ǁhat ĐoŶteŶt͛s ǁoƌkiŶg aƌouŶd ouƌ ďiggeƌ ĐaŵpaigŶs and then align it 

ǁith PR. I thiŶk all that ǁoƌkiŶg togetheƌ that͛s hoǁ ǁe look it at heƌe. 

David:  And your team, what sort of team you got there that is putting all of this together 

and do you work with outside agencies as well to help you with the creation of the 

content? 

Jason:  We do aŶd this is a ƌeallǇ good poiŶt to ďƌiŶg up ďeĐause people thiŶk, ͞Oh, ďut 
Ǉou͛ƌe LiŶkedIŶ.͟  Of Đouƌse I ǁoƌk at LiŶkedIŶ ďut theƌe͛s LiŶkedIŶ aŶd theƌe͛s 
LinkedIn Talent Solutions, LinkedIn Sales Solutions, and then theƌe͛s LiŶkedIŶ 
MaƌketiŶg SolutioŶs. We͛ƌe kiŶd of the Ŷeǁ kiŶd oŶ the ďloĐk if Ǉou ǁill. We͛ƌe 
telliŶg the stoƌǇ of the ŵaƌketeƌ oŶ LiŶkedIŶ ǁhiĐh is aŶ iŵpoƌtaŶt stoƌǇ ďut it͛s 
taken a lot of work to convince folks that there is so much more than just a job 

secret platform here. 

Again I think when I first started it was just only two people on the team and now 

ǁe͛ǀe split up. Theƌe͛s aĐtuallǇ fouƌ people oŶ ŵǇ teaŵ aŶd theŶ ǁe haǀe diffeƌeŶt 
content verticals as well focusing our developing content specifically for those 

verticals.  

But it͛s iŶteƌestiŶg ǁe do use seǀeƌal outside ǀeŶdoƌs ďeĐause agaiŶ Ǉou doŶ͛t Ŷeed 
to go with this alone.  We have one vendor that does creative concept extremely 

ǁell Đalled SĐoƌĐh. We haǀe aŶotheƌ ǀeŶdoƌ that͛s like SEO aŶd then a couple of 

ǁƌiteƌs oŶ ďoaƌd ďut I thiŶk Ǉou pull out togetheƌ, Ǉou doŶ͛t haǀe to do this aloŶe 
and you certainly do need help. 

So oŶĐe Ǉou fiŶd a good ageŶĐǇ to aligŶ ǁith Ǉouƌ Ŷeeds, Ǉou ĐeƌtaiŶlǇ ĐaŶ͛t go ǁith 
this alone with a small marketing teaŵ. You͛ll defiŶitelǇ aƌe goiŶg to Ŷeed help fƌoŵ 
the outside. 

David:  Do you have any tips as to how people can invest, arrange those relationships and 

ŵaŶage those ƌelatioŶships so theǇ͛ll get the outĐoŵes that theǇ͛ƌe lookiŶg foƌ? 

Jason:  Yes and that is really a good question by the way and I think this is one of the most 

iŵpoƌtaŶt thiŶgs that I͛ǀe leaƌŶed is that ǁheŶ Ǉou ŵaŶage all these diffeƌeŶt thiŶgs 
from SEO, to dimension, to your outside agencies and creative and what not, I call it 

the hybrid marketer.  

You doŶ͛t ŶeĐessaƌilǇ haǀe to ďe eǆpeƌt iŶ aŶǇ oŶe thiŶg as a ŵaƌketeƌ aŶǇǁheƌe.  
But you do have to know and understand how all these different parts work 

togetheƌ, hoǁ these ŵoǀiŶg paƌts ǁoƌk togetheƌ.  So if Ǉou͛ƌe talkiŶg to aŶ ageŶĐǇ 
about SEO, theŶ Ǉou ĐaŶ aŶd uŶdeƌstaŶd that theǇ kŶoǁ theǇ͛ƌe talkiŶg aďout dƌiǀe 
the value and make it work with the rest of this content engine, if you will. 

So again am I an expert in demand generation?  No but I understand how demand 

generation plays a role and I understand how content feeds demand generation and 
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social supports, etcetera. Am I an expert in SEO? No but I understands how the web 

serves up my content and how rankings are affected by content and social.  

AgaiŶ I thiŶk it͛s tiŵe to ďeĐoŵe this hǇďrid marketer that really just understands 

lots of different things and how these pieces fit together to build this content 

eŶgiŶe. AŶd agaiŶ it doesŶ͛t haǀe to ďe aŶ eŶgiŶe that puŵps out a tƌeŵeŶdous 
amount of content but it needs to be an engine that pumps out extremely relevant 

content and then targets the audience effectively and then measures effectively and 

it continues to optimize and scale. 

David:  Just returning to that point around the audience because I think this is something I 

really want to get thƌough to the goǀeƌŶŵeŶt ĐoŵŵuŶiĐatioŶ audieŶĐe is ƌeallǇ it͛s 
aďout audieŶĐe. It͛s Ŷot aďout ǁhat Ǉou as goǀeƌŶŵeŶt ǁaŶt to saǇ, it͛s aďout ǁhat 
does the audience need to know and what problems have they gone and how can 

you be there as part of the solution in creating those contents.  

Are there any other tools that you would perhaps offer some guidance around or 

preference towards in that sort of keyword research, social listening, some of those 

areas that can really draw out those insights? 

Jason:  When Google took away their keyword research tool, that was a pretty big hit 

because that used to be the ultimate tool.  You can drop your keywords in and you 

ĐaŶ see the ĐoŵpetitioŶ.  You ĐaŶ see the seaƌĐh fiŶd ǁas pƌettǇ easǇ.  But theƌe͛s a 
couple of work around.  

Theƌe is a ŶiĐe little tool Đalled Uďeƌsuggest ǁhiĐh ďasiĐallǇ sĐƌapes Google͛s 
Autosuggest.  And so if you type in keyword phrase it will come up with a bunch of 

suggestioŶs foƌ Ǉou to Đƌeate topiĐs aƌouŶd.  I thiŶk that͛s iŶĐƌediďlǇ helpful. 

AŶd agaiŶ it͛s as siŵple as gettiŶg iŶto LiŶkedIŶ aŶd ŵaǇďe iŶ the Ŷeǁsfeed, 
checking out your connections and seeing what they are posting, your prospects or 

what not, jumping into some groups and see what the final conversation is around 

there or just search in Twitter around some keywords.   

That is all out theƌe. I thiŶk I Đaught the lazǇ ŵaƌketeƌs͛ sǇŶdƌoŵe if Ǉou͛ƌe just 
sittiŶg theƌe aŶd Ǉou͛ƌe guessiŶg at ǁhat Ǉou thiŶk Ǉouƌ audieŶĐe ǁaŶts. Theƌe͛s Ŷo 
ŵoƌe guess ǁoƌk, it͛s all out theƌe. It͛s just a matter of pulling it together and finding 

the conversations that you can add to and be helpful and make a difference.  

And again, you should always ask yourself should I create this 10-piece of content or 

not?  And if you do, make sure you do it the best you can. 

David:  Befoƌe ǁe do ǁiŶd it up, I͛ŵ ƌeallǇ iŶteƌested iŶ LiŶkedIŶ aŶd the ǁaǇ LiŶkedIŶ has 
gone about its business of creating content and I know from my own experience 

that we find the engagement on LinkedIn to be far more powerful than, well every 

otheƌ platfoƌŵ to ďe peƌfeĐtlǇ fƌaŶk. WhǇ do Ǉou thiŶk that is? What͛s the plaŶ aŶd 
ǁhat͛s the appeal do Ǉou thiŶk to people of ďeiŶg eŶgaged aŶd iŶǀolǀed oŶ 
LinkedIn? 
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Jason:  Theƌe͛s a Đouple of ǁaǇs to look at this, Ŷuŵďeƌ oŶe is ǁe fouŶd a Đouple of years 

ago when I first started when we were making this content push that our members 

were looking. They were really interested in unique content in this professional 

mindset.  

I think of it as, folks like to spend time on the other social networks but they invest 

tiŵe ǁheŶ theǇ͛ƌe oŶ LiŶkedIŶ ďeĐause theǇ aƌe theƌe to ďeĐoŵe ďetteƌ oŶ ǁhat 
they do, become inspired or connect with other professionals who can help them 

out.  

Again with the influence with this program is where we started with this, with 

creating unique relevant content and then feeding it into the platform into Pulse, 

ouƌ Ŷeǁs aggƌegatoƌ.  But it͛s ďeeŶ tƌeŵeŶdous so faƌ just the eŶgageŵeŶt oŶ the 
ĐoŶteŶt aŶd just to shaƌiŶg. Theƌe͛s alǁaǇs soŵe gƌeat ĐoŶǀeƌsatioŶ happeŶiŶg aŶd 
it͛s iŶĐƌediďlǇ – it͛s a pƌofessioŶal ŵiŶdset so it͛s ŵuĐh diffeƌeŶt thaŶ the otheƌ 
social networks. 

We also opened the publishing platform to all members now. So now you can 

publish long form content on LinkedIn, share it with your network and keep the 

conversation going there.  

Fƌoŵ a ĐoŵpaŶǇ͛s staŶdpoiŶt, if Ǉou doŶ͛t haǀe a ĐoŵpaŶǇ page I thiŶk Ǉou͛ƌe 
siŵplǇ ŵissiŶg oppoƌtuŶities. It͛s fƌee to setup. It͛s your hub for thought leadership 

iŶ ĐoŶteŶt distƌiďutioŶ oŶ LiŶkedIŶ. It͛s seaƌĐh is iŶdeǆed ďǇ the seaƌĐh eŶgiŶes, it͛s 
aŶotheƌ spot oŶ page oŶe ŵaŶǇ tiŵes aŶd it͛s ǁheƌe Ǉou ĐaŶ shaƌe Ǉouƌ oǁŶ 
content.  You can curate content from other thought leaders in the space and then 

tuƌŶ oŶ spoŶsoƌed updates if Ǉou ǁaŶt to eǆpaŶd oŶ that audieŶĐe. But theƌe͛s so 
many opportunities.  

Slide Share is another one that I think is terribly unutilized for the B2B audience 

speĐifiĐallǇ.  But I thiŶk theƌe͛s so ŵaŶǇ diffeƌeŶt oppoƌtuŶities aŶd the ŵeŵďeƌs oŶ 
LinkedIn are just really interested in consuming content in this professional mindset. 

David:  Just a final question, looking ahead 12 months, where do you think things are going 

to be? 

Jason:  That͛s a ďig ƋuestioŶ. I thiŶk it͛s tiŵe foƌ eǀeƌǇoŶe to ďe ǀeƌǇ seƌious aďout ŵoďile 
and make sure that the content marketing experience is optimized between the 

three screens from desktop to mobile to tablet.  We call it from coffee to couch here 

in LinkedIŶ ďeĐause it͛s iŶteƌestiŶg to see the tƌaffiĐ that Đoŵes iŶ.  

When we look at traffic on LinkedIn we see all three devices spike in the morning.  

We see desktop peek during the day as it should because of work. And then, we see 

tablet peek at night because Ǉou͛ƌe oŶ Ǉouƌ ĐouĐh ǁatĐhiŶg teleǀisioŶ ďut all 
through that day was constant is the mobile device. 
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So I think focus on mobile and just making sure that your content is optimized for 

ŵoďile aŶd aĐƌoss the thƌee sĐƌeeŶs aŶd I thiŶk that͛s ǁheƌe it͛s all headed in my 

opinion.  

David:  Fantastic. Well Jason, thank you very much for your time this afternoon. I really 

enjoyed the conversation and as I say you are a keynote highlight of Content 

Marketing World each year, but where else can people follow you and get the 

insights from Jason Miller and continue to understand a little bit more about your 

processes and your understanding of content marketing? 

Jason:  Suƌe so the ďook that I͛ǀe just put out is ͞WelĐoŵe to the FuŶŶel͟, ƋuiĐk shoƌt ƋuiĐk 
reading, welĐoŵetothefuŶŶel.Đoŵ. It͛s pƌettǇ ŵuĐh eǀeƌǇthiŶg I kŶoǁ aďout 
content and social written from the practitioner.  

This is not a theoretical approach.  This is from the trenches. Everything in there 

works, I promise you.  

I͛ŵ @JasoŶMilleƌCA oŶ tǁitteƌ aŶd if you search Jason Miller on LinkedIn, just put a 

Ŷote theƌe ǁheƌe Ǉou heaƌd ŵe aŶd I͛ŵ happǇ to ĐoŶŶeĐt ǁith Ǉou. 

David:  Fantastic. Well Jason thanks again my friend and all the best. Have a great day. 

Jason:  EǆĐelleŶt. ThaŶks foƌ haǀiŶg ŵe. It͛s ďeeŶ a lot of fun. 

 


