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The Professional Content Creation Podcast, Episode #6 
Content Marketing Success Story – 
A 150% Increase in Traffic Per Day 

With Ryan Hanley 
 
 

Rebecca Livermore: Hello everyone and thanks so much for joining me for this 
week’s Professional Content Creation Podcast. I’m Rebecca Livermore from 
ProfessionalContentCreation.com.  
 
Today I’m thrilled to have you join me and I’m also incredibly happy to have Ryan 
Hanley as my guest today. Ryan Hanley is the director of marketing for The Murray 
Group Insurance Services Inc. which is located in Albany, New York. There Ryan is 
tasked with building relationships, increasing brand reach and ultimately driving new 
business sales through both traditional and online marketing strategies. 
 
If you would like to learn exactly what Ryan does to market his insurance agency 
online, visit www.RyanHanley.com where he talks about content marketing, social 
media and being awesome online which as Ryan states is the most important part. 
 
Finally Ryan will soon be publishing the 10th episode of his Content Warfare Podcast 
which you can find by visiting iTunes or at www.ContentWarfarePodcast.com and learn 
how to win the battle for attention online. Ryan, thanks so much for joining us today. 
 
Ryan Hanley: Oh, it’s an absolute pleasure. Thanks for having me. 
 
Rebecca Livermore: Well, you know Ryan, one reason I wanted to have you on today 
is the primary focus of my website is for business owners such as yourself who want to 
use content marketing in their business but maybe don’t know how to go about it and 
needs some tips and some input. You’re one of the people who have taken content 
marketing and used it to grow your insurance agency. So I want to have you tell us a 
little bit about your background with content marketing and how you first learned about 
it and how you first got started. 
 
Ryan Hanley: Got you. Well, how I first got into it is a very short story. I started in the 
insurance industry about six years ago and about a year and a half in, I was like any 
young producer struggling to get business.  
 
You use up all your family contacts and you ask all your friends and you get to a certain 
point and you’ve run out of phone numbers and you’re like, “What the heck am I 

http://www.ryanhanley.com/
http://www.contentwarfarepodcast.com/
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supposed to do now?” That was about three and a half years ago. Really this social 
media and blogging had really started to hit a head and became kind of a widespread 
term and it just drew my attention and I said this could be something I could use for 
my business.  
 
But the real reason I started using content is that insurance is incredibly complex and 
as a 27-year-old learning the industry a year in, I really for all intents and purposes – 
hopefully none of my clients are listening to this but I didn’t really know that much 
about it. There’s just so much to the insurance industry. So what I said was, “If I do 
this every day for a living, then how much do my clients actually know? How much do 
the people who could be my clients actually know?” 
 
So I went to the principals in my agency and I said, “I would like to start a blog here at 
the agency,” and we still had one of those 2001 postcard websites, no blog, nothing like 
that. It was all in the pixilated. You could actually see the pixels and the words. They 
said, “We don’t want you to do that for our sake. We’re not ready to make that leap 
yet.” 
 
So I asked them if I could do it on my own. They said yes. I bought my name 
RyanHaley.com where I now talk about marketing and stuff. That actually started as a 
place where with each new insurance coverage that I learned, I just wrote about it. It 
was literally that simple. Something new about auto insurance.  
 
I would go to my blog that night when I got home and I would write out what I 
learned. Something new about home owners insurance or business insurance or 
workers comp. Whatever it was, I figured that if I was learning it and this is what I did 
for a living, that there’s no way my clients knew and if I could put this resource out 
there for them, it may help them in the buying decision. 
 
So the whole premise behind RyanHaley.com that first started was helping you through 
the insurance buying process and that’s really how I got started. 
 
Rebecca Livermore: And I heard you talk about the 100 articles and the 100 days. 
Tell me about how that worked and basically just give me an overview of what you did 
with that. 
 
Ryan Hanley: Yeah. So I did about two and a half years of writing about what I 
learned and I did it on this RyanHaley.com platform and what I found was that there 
was a disconnect or a barrier between this guy, Ryan Hanley. He’s writing about 
insurance. Is he an agent? Does he sell insurance? Is he just blogging? Even though I 
would tell people I’m an agent, you can buy through me, I work for the Murray Group; 
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even though I would tell them, there was still this disconnect because it wasn’t the 
agency’s website. But I was starting to sell policies. 
 
People were starting to build relationships, all the things that should happen with 
content marketing. But I still couldn’t get over that hump and I knew that I could do 
more if I did it on the Murray Group page. So after about two and a half years, I finally 
convinced the principals here to let me start blogging on the agency’s website and 
when I got the OK to go, it was actually January 1st of 2012. 
 
Rebecca Livermore: Wow. 
 
Ryan Hanley: So it hasn’t even been a year yet from when we’re taping this today and 
when I realized it was about December of 2011, they said, “OK, in January we’re going 
to have the site rebuilt and you can start this up”. So I don’t know if any of your 
listeners or if you’ve ever seen Pulp Fiction. Have you ever seen that movie? 
 
Rebecca Livermore: Yes. 
 
Ryan Hanley: Where the woman OD’d and they take the adrenaline shot and they 
stick it right into her heart and she comes like bursting back to life gasping for air. 
That’s what I wanted to do with our website. So I said, “OK, how do I do that?” I’m 
going to write an article every single day for the first 100 days of 2012 and see what I 
can do. I didn’t just want to write. I wanted to really play into Google and how Google 
plays favorites with his own tools. So what I did was I answered 100 insurance 
questions in 100 days in two minutes or less on a YouTube video. 
 
Rebecca Livermore: Wow. 
 
Ryan Hanley: And then took that YouTube video, wrote about six paragraphs of 
content, embedded the video in a blog post on my website and then I also uploaded 
the video and put some content and a link to my website in Google+. So I connected 
YouTube, Google+ on my website and I did that for 100 days and it was exhausting to 
say the least. 
 
Rebecca Livermore: I bet. 
 
Ryan Hanley: But the traffic, just watching the little meter in Google Analytics, 
whatever that’s worth, the amount of traffic and attention that we were getting, it was 
well worth it. 
 

http://analytics.google.com/
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Rebecca Livermore: Oh, that’s awesome. Was that also an attempt to kind of show 
your company that hey, this really works? I mean did you feel like you had something 
to prove when you set out? 
 
Ryan Hanley: Oh, yeah. 
 
Rebecca Livermore: To start doing it? 
 
Ryan Hanley: Yeah, I mean something to prove would be an understatement. No. It 
was like I have been talking about this for so long and they finally kind of gave me the 
keys to the website and I didn’t want to drop the ball here. I wanted to show them that 
hey, this stuff works.  
 
So we did the 100 days and the 100 articles in 100 days, 100 videos. We’re answering 
questions. The questions I think were the most important parts. When we really get 
into kind of the nitty-gritty of content creation and a lot of people are talking about 
VOC, a lot of the kind of content marketers out there talking about something called 
VOC, voice of customer.  
 
What I did was in the month of December 2011, so the month before, when I knew I 
was going to be able to start working on the website before I could actually do it, I was 
out on Facebook. I was calling people. I was asking every client that came into my 
office. If you had one insurance question that you could have answered what would it 
be? Very simple. It doesn’t have to be mind-bending. 
 
If you had an insurance question, what would it be? Over the course of that month, I 
collected like 147 questions and then some of them were duplicates and some of them 
were close and I paired those down to the hundred but I paired them down in the exact 
phrasing that my clients used.  
 
So I was using the words that they used and that was an incredibly important part of 
the process because I wanted the way insurance customers talked to match up with the 
words and the language that we used in the content we created for these videos. Over 
the course of the 100 days, we saw our traffic on a daily basis increase by 150 percent. 
 
Rebecca Livermore: Wow. 
 
Ryan Hanley: So we were getting between 72 and 78 hits a day on our website 
leading up to January 1st and I could tell you we had three pages on our website up 
until that point and every single one of them was either the home page or a Contact Us 
page which had our phone number and our address. So, 72 to 78 people a week were 
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going to our page to find our phone number or our address. When we started the 100 
days, literally on day one, we got 150 people. 
 
So we doubled our weekly traffic in a day, the first day that we did this. I mean there’s 
a lot of other promotion that went along with it. But then that promotion died off and it 
was really just everyday being consistent and we just watched a little meter on Google 
Analytics tick up and up and up. 
 
We signed in those 100 days about 25 new clients just from people who contacted us 
who directly mentioned the videos and the articles which for the actual amount of time 
that it took to put all this together, which was about a half hour a day, is an incredible 
amount of revenue for us. 
 
Rebecca Livermore: Oh, yeah. That is incredible. So how did your bosses respond 
when they saw that big of an impact just in the first few months? 
 
Ryan Hanley: Well, first they didn’t think I was crazy any longer. This is a family 
business. There’s my father-in-law who owns it, my brother-in-law who works here, my 
wife and my wife’s twin sister and myself. So there are five of us total and I wasn’t like 
the crazy outcast son-in-law who would evolve his wild ideas on creating content and 
driving inbound traffic. All of a sudden it became, “Well, what else can you do?”  
 
That’s actually how I ultimately got. So I was just a producer then. So I was doing all 
this in addition to the daily functions of a traditional insurance producer. I still had to do 
cold calls and do all the other stuff.  
 
Three weeks ago, I was given the title Director of Marketing and now I’m fulltime head 
of marketing for the agency doing all this that we’re discussing and more. I’m no longer 
a traditional producer because using these kinds of inbound content marketing tactics 
or strategies, those are – I don’t necessarily like those words but using this type of 
marketing method, the concepts and theories behind it, I can bring much more revenue 
into the agency than I could as a traditional producer. 
 
Rebecca Livermore: Wow, that’s amazing, and that really shows the power of what 
you and I both have a passion for and it’s not just some silly idea that may or may not 
work. When done well, it does work. 
 
Ryan Hanley: I mean work is not even a question and it doesn’t even have to be done 
well. You can do it OK and still see results. I mean the truth is it’s really just taking the 
time to do it and the time becomes less and less as you become more proficient in how 
you create content and have a better idea of the content you want to create and you 
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don’t even have to be that good of a writer or that good on video or that good on a 
podcast. Getting the content out there is really the first step. I think far too many 
people wait to try to produce something great. 
 
Rebecca Livermore: Right. 
 
Ryan Hanley: And it just doesn’t have to be. Just get started getting the content out 
there and then learn and you will get to great. Really this is Seth Godin. Just ship it. 
Just get it out there. Get it going and as long as you’re willing to learn, that your 
content is going to get to the point where you’re doing some serious damage but it will 
work day one. 
 
Rebecca Livermore: Yeah, that’s exactly right. By the way, congratulations on your 
promotion. I do see it as a promotion and that’s really exciting that what started off as 
what maybe looked to them as a bit of a crazy idea is now something that they want 
you to do fulltime and if that doesn’t say that it works, then I don’t know what else 
would. So that’s awesome. 
 
Ryan Hanley: Oh, thank you. 
 
Rebecca Livermore: Well, I want to shift the focus right now to your podcast. 
 
Ryan Hanley: OK. 
 
Rebecca Livermore: You call your podcast Content Warfare. Why did you choose the 
word “warfare” and what does that mean to you? 
 
Ryan Hanley: That’s a really good question. I don’t have any military background or 
anything like that so it’s not coming out of something of that nature and I debated 
using that term. I can’t tell you how long I debated using that term and the title of the 
podcast. But basically the way the content game works in my mind is that there is so 
much content out there no matter what industry you’re in. There’s so much content and 
really what we do as content marketers is we battle for attention. That’s what we get. 
We want attention. 
 
Now once you have that attention, there are a lot of different things that you still need 
to do that that’s not enough; but the content that we’re creating on a daily basis or 
weekly basis or whenever is a battle. You’re trying to position your content in a way 
that it adds value to a particular niche or a particular industry or a particular segment of 
our population that ultimately enamors or attracts them to you and that’s a battle. I 
mean you have to work at it. You have to practice. You have to practice over and over 

https://itunes.apple.com/us/podcast/content-warfare-podcast/id542078865
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and over again and you have to continually learn and you have to get better and you’re 
going to fail. People are going to beat you. But if you keep fighting, you can win. 
 
So I ultimately kept coming back to the word “warfare” because really when we’re out 
there, when we’re writing a blog post, you have to think about it as a battle.  
 
Like I mentioned just a couple of minutes earlier, OK content will get you results but OK 
content isn’t going to get the results that are going to drive your business. If you’re 
really trying to grow from this stuff, you have to work at it and it’s a battle. So that’s 
why I went with Content Warfare. 
 
Also I’m really horrible with titles and names of things. So once I kind of settled on that 
one, I said, “I think I can work with that.” So it was Content Warfare Podcast: How to 
Win the Battle for Attention Online. That’s kind of what I went with. 
 
Rebecca Livermore: I think that’s awesome and it really sticks in my mind because 
you know, it’s like content warfare. I mean who else has used that term? Nobody that I 
know. So I think that you did a good job. You say you’re not good at titles but I think 
that was a good one. 
 
Ryan Hanley: Thank you. 
 
Rebecca Livermore: Well, let’s turn now the attention to maybe a couple of your blog 
posts or at least one that I want to talk about a little bit. 
 
Ryan Hanley: OK. 
 
Rebecca Livermore: And it’s called How to Satisfy Your Lust for More Blog Traffic. So 
my question that I have for you is, “What are the pros and cons of focusing on traffic 
and is that what businesses that are doing content marketing should be focusing on?” 
 
Ryan Hanley: So one of the questions that I know that you’re going to ask me coming 
up – so I’m going to cheat a little bit here – is “What is the hardest aspect of content 
marketing for me?” So I’m going to tie this into that question and I apologize.  
 
Rebecca Livermore: No, that’s perfect. 
 
Ryan Hanley: One of the hardest parts of creating content for me is planning. So a lot 
of times I’m just inspired. I read a ton of blogs, books. I listen to a ton of podcasts. I 
love to consume content as much as I love to create it.  
 

https://itunes.apple.com/us/podcast/content-warfare-podcast/id542078865
https://itunes.apple.com/us/podcast/content-warfare-podcast/id542078865
http://www.ryanhanley.com/2012/08/20/more-blog-traffic/
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So when I wrote that post, I was actually inspired off of a couple – I’m going to put this 
in air quotes but the upper echelon of bloggers out there who talk about marketing 
tend to write about the same topics all at the same time. I don’t know if they’re on like 
a special email list or something but they were all talking about how traffic isn’t 
important and you shouldn’t think about traffic.  
 
You should think about conversions and sales and all this stuff and when that group of 
individuals who are awesome at what they do – I’m not banging on them. I’m just 
saying all tend to talk about the same thing the same time. 
 
When they said that, this post was in reaction to that in saying that traffic is important. 
It’s extremely important. To not focus on traffic is like not trying to get people to walk 
into your retail shop to buy the shirts that you designed or the clothes that you 
designed. I mean you have to get the bodies there.  
 
Now there are a lot of other things that you need to do if you’re selling. If selling or 
converting people or getting them to take an action is ultimately what you’re trying to 
do, then there’s things you need to do on your website, but getting traffic to your site is 
extremely important. So that was really the first part of this post was that we have to 
focus on traffic. We have to because we have to get people in. It’s what content 
marketing is. 
 
Rebecca Livermore: Exactly. 
 
Ryan Hanley: But the second piece of that post is about conversion. So once you have 
the traffic, what are you actually doing with it? The “How do you satisfy your lust?” part 
is if you can convert at a higher level, so say you’re bringing 100 people to your site 
every day, well if you’re only converting 10 percent of them, then you’re selling 10 
widgets a day. But if you can bring that same hundred people and convert 20 percent, 
well now you just doubled your sales versus going out and finding 200 people to come 
to your site and converted that same 10 percent. 
 
So the “satisfy your lust” is convert at a higher level. You need to focus. If you want to 
sell more or convert more people, you need to either focus on conversion or focus on 
more traffic. That was what I was trying to get at there but I think traffic is extremely 
important and when it’s downplayed, it’s almost offensive because most of the people 
are downplaying and are getting 30,000 hits a day or something like that.  
 
It’s like well yeah, traffic is not important to you because a 10 percent swing in traffic 
means nothing to you but a 10 percent swing in traffic to me could be the difference 
between me hitting my goals for that month and not hitting my goals. 
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Rebecca Livermore: Right. Yeah, exactly. And like you say, without traffic, it doesn’t 
matter how good everything else is. 
 
Ryan Hanley: Yes. 
 
Rebecca Livermore: I think that was a great analogy about, you know, you’ve got to 
get people to walk into your store if you’re going to have people buy anything. So I 
definitely agree with you there and I think that’s a big part of what we do with our 
content is it helps us to drive traffic to our website. 
 
Ryan Hanley: Yeah. I mean the most beautiful website in the world that no one sees 
is not the most beautiful website in the world. I mean that’s what … 
 
Rebecca Livermore: Exactly. That’s true. Well I would like to now talk a little bit 
about the different types of content that you used to market your business and while 
you’re at it, if we could just talk a little bit about the pros and cons at least in your 
experience of each type. 
 
Ryan Hanley: Yeah. OK. So the three types of content that I use on a regular basis 
are text, images, video, and my podcast for the marketing business. I don’t have a 
podcast yet for our insurance business but we will very soon. I’m going to be creating a 
second podcast that will be geared towards the insurance business called – we’re 
located here in Upstate New York. 
 
I’m either going to go super local and call it the Albany Business  Podcast or regional, 
maybe the Upstate New York Business Podcast to hit a larger footprint of people that 
we do work with. So those are the four mediums that we use.  
 
Text I use the most frequent than video. Images are probably third because neither the 
marketing side of what I do nor the insurance side of the content I create, neither one 
is an image visual blog. So I’m not a photographer and it’s a not a high focus of either 
of the communities that I service. It’s more the kind of how-to and theory behind 
content marketing. So I don’t spend a ton of time on images. 
 
With the podcast, the podcast is quickly becoming probably at least my most favorite 
way to create content, if not one of the more important pieces. So I would say that 
having video and text on your blog is almost a must. The podcast I would not say is a 
must to be successful but if you want to get found online – and I don’t want to get too 
kind of SEO and probably some of the people listening to this are better at SEO than I 
am. But if you want to get found online, you need to play Google’s game and part of 
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Google’s game is YouTube. It’s such a huge piece of their business, so creating video 
either as screencasts or creating a slideshow presentation like through PowerPoint or 
Keynote if you have a Mac and then turning it into a video and maybe talking over the 
top of that. 
 
You could do an audio recording but just record it into a YouTube video and maybe just 
show or two slides or maybe just have an image and talk over the top of that. Getting 
your content onto YouTube and getting that embedded into your website using 
whatever the keywords that you’re marketing around are, in my opinion is probably the 
most crucial piece of really taking it to the next level. 
 
The text portion, you want to use your keywords. You want to focus on making it 
entertaining and educational but that’s almost a must or a given is the text piece. Even 
if you have video or you have a podcast, you need to surround it with text because the 
video and the audio are not going to be indexed as well as the text piece. So you 
always need to have that text piece but I would say that some form of video specifically 
using YouTube is a must. We leverage YouTube very, very heavily. 
 
Images for my marketing blog I create the image for every single post that I do. I use a 
tool called PicMonkey and I have like six different color backgrounds. Like gray, green, 
blue that I downloaded for free someplace. I can’t even remember where and I upload 
the background. It’s 250 pixels wide by 200 tall and PicMonkey just allows you to kind 
of manipulate that and I do different colored text.  
 
I mean it’s nothing real sophisticated but it just gives each post kind of its own unique 
feel and the image allows me to have a thumbnail when you’re sharing in different 
spaces and I usually use text that attracts people to the post. 
 
So for images, that’s what I use but I don’t use too many pictures or anything like that. 
For the insurance blog, I do use pictures. So I’m going to tell you the exact name of the 
site right now and I probably should have this keyed up. It’s FreeDigitalPhotos.net and 
if you don’t mind adding a little snippet of link back to their site. They have a really nice 
library of images that you can use, images and icons that you can use in your blog and 
I just throw the little link at the bottom and I don’t mind doing that. It’s not invasive. It 
doesn’t take away from the look or feel of your website and I think it’s OK to give them 
credit because you’re getting a nice image for free. 
 
Rebecca Livermore: Well, yeah, exactly. Well that’s awesome. I like your idea of how 
you’re using text on the backgrounds because at least for your own site, you’re not 
having to constantly find pictures that you can use that fit well. But how do you come 
up with what words? You mentioned something about using words that will kind of grab 

http://www.picmonkey.com/
http://www.freedigitalphotos.net/
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people’s attention and draw then in and make them want to read it. How do you come 
up with that or do you have any tips for that? 
 
Ryan Hanley: Have you heard of StumbleUpon?  
 
Rebecca Livermore: Yes. 
 
Ryan Hanley: I’m sure most people online I guess have heard of StumbleUpon. I 
every once in a while will get lost in StumbleUpon. Maybe once a month, I will just be 
clicking that button and I came across a resource which I’m not going to be able to tell 
you the name of it off the top of my head. I can find it and email it to you if you like. 
 
Rebecca Livermore: That will be great. 
 
Ryan Hanley: Literally just a one-page document that someone created which has 
power words. Like if the post that you referenced How to Satisfy Your Lust for More 
Blog Traffic, “lust” is a power word. It attracts people’s attention. It evokes emotion and 
it makes them wonder, “Well, what do you mean lust? I usually associate lust with kind 
of something sexual,” and then that draws their attention.  
 
So I literally use this document to figure out the words that I want because I was a 
math major. I’m not even really that good with words. So I take this document and I 
come up with a lot of my headings saying like OK, this is the thought that I have. This 
is the emotion I want to evoke. What are some power words or some medium words? 
And then they have like kind of low emotion words and I literally take them right off the 
stack. I wish that I had a more intellectual answer for you but that’s how I do it. 
 
Rebecca Livermore: No. I mean that’s actually really awesome because what I love 
about what you shared with me there is you say that you’re a math major and words 
were not like your main thing and maybe you feel like you’re not that great at it. But 
here you found ways to compensate for what may be seen by some as a weak area and 
yet it’s not holding you back from creating content that has results. So that’s awesome. 
 
Ryan Hanley: Yeah. I wasn’t really that good at math either so I just kind of fumbled 
my way through these things until I figured out something that works and you definitely 
need to use powerful words. Your headings are so important. I mean that was one of 
the first things that I realized when I started creating content was that I think we all 
want to be cheeky at first. We want to create these posts or post titles that are funny 
or seem witty and that’s like the worst thing that you can do.  
 

http://www.stumbleupon.com/
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If you’re Chris Brogan and people are used to that or you’re Seth Godin and the people 
are used to you doing that and you have this very entrenched brand and brand value, 
then you can do those kinds of things. But for those of us that are still kind of building 
our way up through and trying to build an audience and a community, that post title is 
really the first impression of every post that you write and you really need it to say 
what people are going to find in that post. 
 
Also Google is so literal. I think that’s something that people forget. I mean Google 
does not make inferences. It does not assume. It doesn’t understand if you imply 
something. Google does not understand any of those things. It only understands 
exactly what you put on that page. If you’re not using the terms that you want to get 
found for in that post in your title and in your actual post itself, Google is just not going 
to find those terms for you. 
 
Rebecca Livermore: Yeah, it’s interesting because I started off as a writer for print 
magazines many years ago and so it’s like a totally different way of doing things 
because you can actually have a lot of fun with titles then because it wasn’t based on 
search at all. So you could be clever and witty and the witty title would draw people in 
because they wanted to know what the heck is this going to be about. I mean it would 
capture their attention but online as you said, that just doesn’t work because people will 
never find it. Unless it’s somebody like you said Chris Brogan or Seth Godin who already 
have this huge audience. 
 
Ryan Hanley: Yes. 
 
Rebecca Livermore: Well, they don’t have to worry quite as much about being found 
in search as people who don’t have that huge audience already. 
 
Ryan Hanley: You know what? It’s funny too. Copyblogger just put out an article. 
Brian Clark wrote an article a couple of days ago and he wasn’t saying this to offend at 
all. He said that Copyblogger gets more traffic than Seth Godin or Chris Brogan and 
maybe combined. I’m not sure.  
 
But the point of it was here you have these two monsters of the industry, just complete 
thought leaders who have been doing it for so long, who have given so many good 
ideas to so many people. They just have such loyal followings yet Copyblogger who 
literally lives by every single piece of advice that they write on their blog, they use in 
the Copyblogger blog itself, gets more traffic in them because if you create content in a 
way that is easily findable by these search engines, you get found. I mean that’s just 
the way that it works. 
 

http://www.copyblogger.com/
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So it does work and the people who continue to do it, their traffic just continues to 
increase.  
 
Rebecca Livermore: Wow. Well that’s awesome. This has been really great and you 
have given us so many great ideas and tips. What I love about what you shared is how 
practical it is because you’ve done it starting from scratch without knowing much what 
you were doing and you have been very successful in marketing your insurance 
business through that.  
 
So I don’t know if there’s a whole lot more that you have, any more tips that maybe I 
haven’t covered because you’ve already shared so much. But I do want to give you an 
opportunity to leave us with any words of wisdom that you would like to share that 
perhaps we didn’t already cover. Then also while you’re at it, just go ahead and give 
yourself a plug about how people can find out more about you or any services or 
products or whatever that you have to offer. 
 
Ryan Hanley: OK. Well I want to say thank you again for the opportunity. It’s 
absolutely fantastic. There were two little things that I just wanted to leave everybody 
with because it’s literally what got me through the kind of the points where you’re like, 
“I don’t know if this is going to work for me.” And the first one is write like you talk no 
matter if it’s a corporate blog, your small business blog or just the personal blog that 
you have where you maybe want to sell some of your CDs or an eBook that you wrote. 
 
Write on your blog like you talk. It is the easiest way to get content onto the page in a 
way that you’re going to be familiar with, that’s going to make you feel good about 
what you’re doing and that is going to come across in a way that people relate to. So 
don’t try to do the four paragraphs with the space or three sentences in a paragraph 
and then a space and write on the page exactly as you talk and it will make it so much 
easier. 
 
When I realize that that was acceptable was when my content really started to take off 
as far as the amount that I could create in a given period of time. The other thing was 
just don’t be afraid to fail. I fail every single day. I make so many mistakes. If we had 
another three hours, I could tell you about all the mistakes I made just last week doing 
this stuff. 
 
But if you understand that mistakes are going to happen, that your content is not going 
to be great, that you’re going to do something that’s going to lose you 10 email 
subscribers, you’re always going to be able to recoup that because if you understand 
that they’re going to happen and you just learn and don’t do it again, then you’re just 
going to keep getting better.  
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We all make so many mistakes doing this stuff because there are really no answers. 
There are just ideas and that’s really it. If you want to learn more about what I do, I 
write about all this stuff at RyanHanley.com and if you go to my home page, that’s R-Y-
A-N-H-A-N-L-E-Y dot com. You will see a little box. You could stick your email in there 
and get my newsletter. It’s free and I just put all this content in the newsletter and try 
to help people grow their business. Everything I do on RyanHanley.com is free. It’s just 
a community to grow and learn and talk about content marketing. So Rebecca, I just 
want to say thank you again. This has been an absolutely fantastic experience. It was a 
pleasure having you on. 
 
Rebecca Livermore: Yeah, it has been great. Thanks so much Ryan. 
 
Ryan Hanley: Thanks.  
 


