
People like leaders, not followers. So, if 
you want to succeed this year you have to 
lead. What does that mean exactly? In an 

e-book titled “A Content Marketing Strategy That 
Works” by Brian Clark, he put it this way:

So … online and off, people respond to and 
follow important people more than others. And 
Google ranks important pages, sites, and now au-
thors higher than others, based on how important 
people think those pages, sites, and authors are. 

In order to get the power to influence or com-
mand thought, opinion, or behavior online, you 
need to become an authority that others cite 

(link to) in their online content. Which means, of 
course, you need a content-rich website that dem-
onstrates your authority in the first place. 

So, how do you become an authority? Your 
content actually demonstrates your expertise, 
compared with a website or bio page that claims 
expertise. This is a crucial distinction, because it 
truly levels the playing field and allows anyone 
to come along and build authority that outpaces 
even recognized and credentialed experts in a 
particular niche or field.

Clark points out that authority is all about per-
ception. Perceived authority can outrank actual 
authority, because both the general public and 
Google look to what others “vote” to be the most 
relevant expertise for any given topic, rather than 

some other method that might give a different 
result.

Here’s an example:
Let’s say that Professor X is the world’s fore-

most authority on green widgets. This guy really 
knows his stuff when it comes to green widgets 
and he’s got the PhD in green widgetology to 
prove it. He’s also published several scholarly 
papers on the topic of green widgets, but unfor-
tunately those demonstrations are deemed too 
valuable to publish freely online.

Bad move Professor X. 
Then there’s Ned Newbie. Ned is passion-

ate about green widgets, even though he did not 
quite make it to graduate school. Ned is teaching 
himself everything there is to know about green 
widgets by doing his own research and reading 
everything he can get his hands on.

The scholarly journals won’t touch Ned with 
a 10-foot pole, but that’s okay. Instead, Ned de-
cides to blog about green widgets and share what 
he’s learned so far with anyone who’s interested. 
It doesn’t matter that Ned doesn’t know as much 
about green widgets as Professor X (yet), because 
Ned figures that his own understanding of the 
topic will increase by having to transform his re-
search into content that can be viewed across the 
entire planet.

Ned’s absolutely right. And here’s the good 
part … whenever someone needs to cite (link to) 
a Web page when mentioning green widgets, they 
link to Ned.

Two years later Brad Pitt confesses a fasci-
nation for green widgets on a Barbara Walters 
interview. Suddenly, everyone is hot to find out 
more about green widgets. Search traffic surges, 
reporters are digging for sources … it’s downright 
green widget mania.

Think to yourself for just a moment: Who will 
people find? Who will the media contact? That’s 
right … it’ll be Ned. Sorry, Professor X.

So, here’s the $6 million question: How do you 
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When you think about it, 
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inherently agile process 
thanks to the real-time 
nature of the Web and the 
ever-evolving nature of 
your audience.



become Ned? It all starts with authority. You have 
to make all of your content authentic. What does 
that mean exactly? An authentic story is how you 
develop an audience based on agile content develop-
ment principles. 

Going back to the e-book that I told you about 
earlier, Clark shared what he called “A 7A Strategy 
Framework.” What’s that? Here are his 7 A-s:
1. AGILE 

When you think about it, content marketing is 
an inherently agile process thanks to the real-time 
nature of the Web and the ever-evolving nature of 
your audience. So, when you develop content you 
have to make smart guesses based on your initial re-
search, but realize that you’re involved in a constant 
iterative process based on continued research and 
constant audience feedback.

When it comes to mortgage for example, the 
buzzwords are always changing. You have to be up 
on all the buzzwords. But beyond that, you need to 
describe those buzzwords in a new and different way 
that differentiates you.
2. AUTHENTIC 

This isn’t the trite buzzword served up from your 
friendly neighborhood social media guru. This is 
about doing intense research to find the authentic 
story a market segment wants to hear — but hasn’t 
yet — and how you’ll tell it over time in a way that 
results in a sustainable business model.

As an example people aren’t necessarily talking 
about paying per transaction, they are talking about 
Software as a Service and success-based pricing. 
If you’re doing your research and you’re passion-
ate about your value proposition, you too can put a 
unique spin on the latest trends in a very meaningful 
and authentic way.
3. ATTENTION 

Now, you’ve made your initial guesses, and now 
it’s time to start putting things out there to see what 
happens. You’re hustling for exposure to get to the 
next level. The attention phase is the heart of an ag-
ile content marketing approach, as you’re discover-
ing in real time what works, what doesn’t, and what 
to try next.
4. AUDIENCE 

Here’s where things start to get good. You’ve built 
a minimum viable audience. That audience is grow-

ing thanks to the audience itself, and instead of you 
making self-serving statements about your expertise, 
they are starting to proclaim your authority. Best of 
all, you’re starting to glean valuable insights into 
desired new or re-positioned products and services.

You can build an audience by:
• Monitoring social media sharing of your con-

tent for feedback;
• Building additional cornerstone landing 

pages on core topics; 
• Performing open-ended question surveys to 

identify frustrations and desires; and 
• Creating processes for storing and accessing 

product and service ideas.
5. AUTHORITY 

You’ve arrived, but don’t slow down. The key 
to the resulting benefits of action and acceleration 
depends on the intelligent expansion of authority. 
Remember that the goal is to become the likable 
expert – arrogance is not an aspect of the 7A content 
marketing strategy.

Don’t toot your own horn, let others do that for 
you. You don’t need to say that you’re best in class, 
let others say that about you. Nobody loves a brag-
ger.
6. ACTION 

Although you’ve been asking for audience-build-
ing action all along, now we’re talking sales and lead 
generation. It’s time to launch that new product. Or, 
it’s time to switch to a proactive promotion based on 
your more accurate view of your existing offer based 
on what the audience has been telling you directly 
(and indirectly) via feedback.
7. ACCELERATION 

Now it’s time to enjoy the “unfair advantage” 
you’ve earned by building an audience (and, simul-
taneously, a media asset) first. Opportunities such 
as joint ventures for new products, affiliate and 
co-marketing partnerships, additional content from 
industry experts, better business development, and 
much more will arise at this point.

And while all of this probably sounds great to 
you, none of it will come your way in 2013 if you 
don’t execute. It’s not enough to have a good idea, 
you have to couple that with a sound strategy that 
you can execute. So, assert your authority and suc-
ceed in 2013!  ❖
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s If you’re doing your research and you’re passionate about 
your value proposition, you too can put a 

unique spin on the latest trends.


