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The Professional Content Creation Podcast, Episode #12 
Content Marketing So Simple Anyone Can Do It  

with Marcus Sheridan 
 

Show Notes: http://ProfessionalContentCreation.com/Episode12 
 

 
 
Rebecca Livermore: Marcus, thanks so much for joining us today. 
 
Marcus Sheridan: Thank you! It is a pleasure, Rebecca. 
 
Rebecca Livermore: Yeah. I’ve been looking forward to it myself. I’ve obviously 
heard you on a lot of interviews but it’s kind of nice to be on the other side and actually 
be conducting the interview. 
 
To start off, Marcus, I know a lot of people have already heard your story but I don’t 
know how many of my readers or my listeners have heard your story. So could you 
briefly share your story about how blogging made a difference in your own business? 
 
Marcus Sheridan: Yeah, sure thing. I mean for me I used to be a pool guy. In fact I 
still own a swimming pool company, but my two business partners run it. But really, 
that’s where I learned about blogging and blogging for business because things were 
going OK for our company. We were growing until about 2008, at the end of 2008 
when the market crashed and basically that’s just a bad time especially for real estate 
because in the Virginia-Maryland area, everybody all of a sudden was under water, at 
least those that had bought a home within the last few years. 
 
It was a bad, bad time for me because once the stock market crashed, I had a whole 
slew of customers that were going to get a pool. They withdrew their deposits and 
before I knew it, I was going into the winter and it was looking very, very bleak. By the 
time January rolled around in 2009, we were desperate. I had advisers telling me that 
we should just shut the doors and it was around March of that time period that I 
discovered HubSpot and inbound marketing. 
 
What I understood from all the stuff that I read was that if I became a great teacher, 
digitally speaking, and if I took the time to answer the questions that consumers have, 
regular people have, and that they’re searching online, that I would get blessed for it. I 
would be benefited for it. 
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So we were not scientific in our methodology at all. I said, OK, let’s just take every 
question we’ve ever been asked from a prospect or from a customer and let’s answer it 
on our website. So there started the quest and within the next year, the site really just 
exploded. It kept us afloat the first year and of course now almost four years later, it’s 
the most trafficked swimming pool website in the world and it just crushes it in terms of 
leads, traffic and sales. 
 
And because of that and the success that I was having there, about a year after 
starting with River Pools producing content and blogging and all that stuff, I said, 
“Wow, this is working. I want other people to know, other business owners,” and I 
started The Sales Lion and that’s really what my main business is today. But I did the 
same thing there. I just really tackled some of those topics and subjects and questions 
that I get from business owners and entrepreneurs everyday about how to market their 
business online. 
 
Rebecca Livermore: Well that’s awesome. Marcus, some people probably say to you, 
“Well that’s great for you. It worked for you but it won’t work for my business because 
of this or that reason.” What do you say to people who say that to you? 
 
Marcus Sheridan: Yeah. Rebecca, I think that’s the biggest problem in just about any 
industry, especially when we go from old concepts to new concepts. The thing about 
this is my story has really nothing to do with swimming pools. It’s about principles, 
principles of two things – great communication and great teaching which will never 
grow old. They’ve been around since the beginning of time and they will be around until 
the end of time. 
 
The companies before all this digital stuff that were great at communicating and great 
at teaching, they typically won the business. Now there is a little bit of an advantage 
before with the Goliaths of the world because if they had enough money, they could 
throw it at the TV and they could become like a McDonald’s. Well today it’s different. 
Today you have a bunch of digital Davids as I call them that are able to be nimble, fast 
and quick and do amazing things online if they’re but willing to answer questions. 
 
Here’s the thing. I have asked this question to every single industry I have ever come in 
contact with over these last couple of years and I’m telling you Rebecca, I’ve come in 
contact with a bunch of them and crazy ones. Every single one of them has not been 
able to tell me that they don’t get questions from prospects and customers and clients. 
 
Nobody is bereft of questions in their industry and until we find an industry that is 
question-free, blogging, i.e. content marketing, i.e. teaching really well and 

http://www.thesaleslion.com/
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communicating really well is going to be a powerful solution to lead generation and to 
sales.  
 
Rebecca Livermore: For those who are maybe still skeptical, could you maybe give a 
couple two or three examples of different types of businesses that have used content 
marketing successfully? 
 
Marcus Sheridan: Yeah. Well I will just run down the list of clients. So I’ve got one 
client who has done amazing things with basement waterproofing and you would think, 
“OK, so basement, it’s just waterproofing a basement.” No, there are thousands of 
questions that have to do with waterproofing a basement, why water gets into 
basements, the tools to deal with it, the proper materials. 
 
He has just crushed it in terms of growth, traffic, leads and sales. I got another guy 
who is – this is such a unique story. Here’s a young kid, 23 years old. He started 
working for this company that had never done content marketing. He went in there and 
said, “You know what? We’ve got questions in our industry. We’re going to answer 
these questions and we’re going to be the best teachers in the world at what we do.”  
 
This was after he read my stuff and he really was a firm believer and he did it and his 
company exploded in what they do. Here’s the catch is they sell mulch. They sell 
stinking mulch which is almost laughable because most people would never think there 
is a huge business around mulch, that there’s a huge amount of questions around 
mulch; but there is. 
 
I’ve also worked extensively with people in the government contracting DOD realm. Still 
tons of questions being asked online every day and those that are willing to address all 
those questions, they don’t ignore them. They don’t put their head in the sand like the 
ostrich marketer does. Those are the ones that are most successful. I literally haven’t 
seen an exception to the rule yet. It doesn’t exist. 
 
Rebecca Livermore: That’s awesome. So now with questions, have you ever found 
that people hit a point where they run out of questions? If they’re blogging like you’ve 
been – obviously for your swimming pool business, been at this for a very long time. 
Did you hit a point where you couldn’t think of any other questions to address? 
 
Marcus Sheridan: Well, it’s easy to sit back and say, “Gosh, I just can’t think of what 
else to talk about.” But that’s clearly the wrong strategy. I’m telling you, if somebody 
talks with real people every day that are clients, prospects, customers, they will never, 
ever run out of content, blog ideas as long as they listen well because if you listen well, 
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there’s an unlimited stream of questions coming your way. Some of them yes are 
repetitive but some of them, you have never heard of. 
 
Google came out – and maybe you know this Rebecca – but Google came out one time 
and said – there’s something like 30 or 40 percent of all their queries have never been 
typed in before. 
 
Rebecca Livermore: Wow. 
 
Marcus Sheridan: It’s so crazy. This is Google, right? So my point is that I have not 
found an industry yet where they saturated – where the person, the individual, the 
company was the Wikipedia of that particular industry. Like I have answered hundreds 
of questions about in-ground fiberglass pools and honestly I can answer hundreds more 
if I wanted to. That’s applicable again to every single industry that I’ve come in contact 
with. It doesn’t saturate. 
 
Rebecca Livermore: Wow, that’s good to know. So business owners really don’t need 
to worry about running out of things to write about. 
 
Marcus Sheridan: No. What they need to worry about is if they’ve stopped listening 
well to their clients because the moment you say to yourself, “I just don’t know what to 
write about,” that should be a red alert that you’ve become a crappy listener all of a 
sudden. 
 
Rebecca Livermore: OK. So let’s say that somebody who’s listening to this, they own 
a business and up to this point, they’ve only done traditional forms of marketing. If they 
say, “All right. This sounds good. I’m going to give this content marketing a try,” what 
would be the first thing that they should do? 
 
Marcus Sheridan: Well you’re going to notice a common theme to my answers, 
Rebecca, because they’re all so simple. There’s nothing complex about them and that’s 
why I think this is for everyone. I’ve done this with every client that I’ve had. What we 
usually do is we take all the employees of the company that answer questions, be it 
email, be it phone, be it face-to-face with our customers.  
 
We put them in a room if we’re able to do that and we say, “OK. In complete sentence 
format, what are the questions that you get every day?” And we just brainstorm and we 
just write as fast as we can and usually when we do this, we could come up with some 
amazing numbers. 
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One time with one company one day, we came up with about 600 unique questions 
which is pretty phenomenal, and we could have kept going. We just stopped and so the 
thing about it is if you, let’s say, brainstorm 50 questions that you get all the time and 
you take those 50 questions and you turn them into 50 titles of 50 blog posts and you 
can post two blogs a week, that means you’ve got blog posts for the next six months. 
And it wasn’t that hard. It wasn’t that hard at all and if you do that brainstorming 
activity every six months, I am telling you, you will never run out of content and things 
to say. 
 
Rebecca Livermore: Wow, that’s great. As I was listening to you speak, I was 
thinking about how easy this would be for a business owner who has been running their 
business for at least some period of time. How would this work for somebody who 
maybe is just starting their business but wants to go ahead and start using content 
marketing right from the beginning and yet they don’t have the history of people asking 
questions because maybe they’re just now getting their first customers? 
 
Marcus Sheridan: Well, I think one of the great keys to great content marketers are 
they understand how to think first and foremost like a consumer. I’m always surprised 
about this Rebecca, because companies will come to me or people will come to me and 
say, “What are they typing in?” I’m like, “Are you so drowned in your own language 
that you’ve forgotten how to be real?” because I know that if somebody says to me I 
do – I specialize in hydro massage therapy. What would I write about? 
 
I was just thinking to myself, “Well, if I was at all interested in that or at all had a need 
for that, what would I be typing in search?” I can come up with a slew of phrases. I 
mean usually you just name an industry and I can probably come up with 20 to 50 
questions that I would have about it, not knowing anything, being ignorant of it. 
 
That’s the way you’ve got to think as a great teacher. You’ve got to think like the 
ignorant student. That’s not cut down. That’s just the way that it is. The ignorant 
student is the consumer that just got a question in his or her head and now wants to 
know an answer and you’ve got to be willing to speak it in their language, say it in their 
language. If you’re able to do that, you’re going to be really, really successful and I just 
see that again and again. 
 
Now there’s other places you can do this. Like for example, one tool that I love to use is 
called Long Tail Pro and you can Google that or you can just go to my site. It’s called 
The Sales Lion and there’s an area that we’re talking about Long Tail Pro and basically 
what Long Tail Pro is, is you put in a couple of categories and what it does, it spits out 
a bunch of longer tails or phrases that are applicable to that particular subject or 
subjects that people have been typing in. 
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So for example, let’s say you typed in the phrase “fiberglass pools and concrete pools” 
and it might spit out at you “cost of concrete pool” or it might say “concrete versus 
fiberglass pool”. So those are really great longer tails, phrases that are less competitive 
in search engines to rank for but very, very valuable and necessary to answer. 
 
I really think it’s our moral obligation as business owners and those that are passionate 
about what we do within our fields to be that great source of information. I think it’s 
our obligation also to learn to think like the consumer and not suffer so much from that 
curse of knowledge that people tend to get if they’ve been in their industry too long. 
 
Rebecca Livermore: Yeah, exactly. That’s what I was thinking is that people need to 
first of all listen to their customers and if they’re just starting off, they need to think 
what would my customer be thinking or want to know and get beyond what they 
already know that maybe seems so obvious to them, but is not obvious to the average 
person. 
 
Marcus Sheridan: Well, it’s shocking what people will find attractive because if we’re 
getting ready to spend a lot of money on something especially, and we will like – let me 
give you an example. I once did a video for my swimming pool company of how to 
clean a cartridge filter.  
 
Now a cartridge filter, I don’t know if you’ve ever seen one Rebecca, but it’s just a 
pleated filter that you spray with a garden hose and it’s like you would almost – if 
you’ve seen it done, you would think you got to be brain dead to want to know how to 
do this because like anybody could do it. It shouldn’t even be a question. That’s what 
somebody might think and I knew that people didn’t know how to clean a cartridge 
filter. I shouldn’t expect him to do it. So I did a video on how to clean a cartridge filter. 
I think that video has like 50,000 views and it’s like literally me holding up a garden 
hose, spraying off of a pleated cartridge filter and it’s like 30 seconds long. 
 
But people are like, “Wow, this is great. It really helped me.” We cannot see the world 
from our eyes. It’s a huge mistake if we want to be successful online. 
 
Rebecca Livermore: Well, exactly. Like when you were talking about that, let’s say I 
had never cleaned a cartridge. I might think, “Oh, I don’t want to mess something up,” 
and so even though it seems like a no-brainer to you because you’ve done it a million 
times, the person who has never done it might be afraid that they’re going to do it 
wrong. 
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So they need that video, as basic as it is, to just kind of reassure them. You know 
what? All you do is you pick up a hose and you squirt it.  
 
Marcus Sheridan: Exactly. That’s exactly how it is and we’ve got to have that 
cartridge filter approach to everything we do within our business. Sometimes like some 
people will say to me, “Well what do I do a video about?” And I will say, “Do you have 
a facility?” I walk around their facility and everything I see literally, Rebecca, is a video 
to me or if I say to them, “Do you have people out in the field?” they’re like, “Sure.” 
 
All right. I will go out in the field. Everything I see somebody in the field do, like from a 
service standpoint, construction standpoint, anything, it doesn’t matter what it is. To 
the average Joe, to the ignorant consumer, it is novel. It’s interesting. Oftentimes it’s 
exciting. 
 
Rebecca Livermore: Right, very true. As you were speaking too, I was just thinking 
about an incident that I recently had and I was looking to buy my daughter a phone. So 
we went to the T-Mobile store and there’s a gazillion phones out there. So I’m asking 
the salespeople, “OK, what’s the difference between this one and this one?” or “If it 
was a toss-up between these two, which would you choose and why?” Those kinds of 
questions that may have seem so very basic to them but when I was looking at all 
these different phones, I wanted somebody who knew about them to explain 
everything to me. 
 
Marcus Sheridan: That’s a great point and it amazes me how even the behemoths 
are oftentimes even worse at this. The Goliaths of the world, they stink in answering 
simple questions that people want to know every day. Honestly, Rebecca, I am so 
perplexed at how hard it is sometimes to get answers on websites and there are a 
million reasons for it but it just is not smart business and smart marketing. 
 
Rebecca Livermore: Exactly. All right. Well I think we’ve done a good job of covering 
the why and some of the how. But I want to get into some of the things that people get 
a little bit hung up on when they actually start blogging. Something I hear from people 
an awful lot is, “How often should I blog and how long should my blog posts be?” And I 
find that there’s a lot of conflicting information out there. So I just wanted to get your 
take on that. 
 
Marcus Sheridan: Well, there is conflicting information and there should be in some 
ways because every industry is different. In fact, individual businesses within industries 
are different. Let me give you an example. Let’s say you have two different law firms, 
right? And one law firm has a lawyer. The other law firm has 50 lawyers. 
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Now if that law firm of 50 lawyers doesn’t produce more content than the law firm of 
one lawyer, there’s something seriously wrong with this picture. Success for the 
singular lawyer might be defined with two articles a week. Success for the law firm of 
50 lawyers, if they were my client, would be defined by a minimum of five articles a 
week. It would be inexcusable not to have at least five articles a week with that many 
content producers onsite.  
 
So everything is different. Now we have general rules of thumb and this is what I 
found. I’ve worked with small biz. I’ve worked with medium biz. I mean a lot of the 
business I’ve worked with are from 100,000 to 100 million. Like small to medium biz 
range there. In these cases, I have found that minimum goals should be at least two 
articles a week if you’re just getting going as a business blogger, as somebody that is 
trying to generate traffic, leads and sales and build a brand for your company. 
 
If you can do more, that is great. But the blogging should be intentional. You should be 
paying attention to your keyword strategy. If anybody tells you, you shouldn’t pay 
attention to SEO, they’re a total hack job and they’ve lost their mind because SEO is 
huge. It has made me in sales for all my companies millions of dollars in sales that I 
would not have had, had I not paid attention to certain general best SEO practices, 
which do run in line with good content. But good content without smart SEO might not 
get picked up by the search engines and that’s why we do have to address both ends of 
the spectrum there, the people and also the search engines. 
 
Rebecca Livermore: The question that comes to my mind is for that person who is 
listening who has no clue what you’re talking about when you say SEO, what do you 
mean by that and what do people need to do both in the blog post itself as well as the 
titles to have good SEO? 
 
Marcus Sheridan: Well this is my general rule of thumb and I don’t talk about SEO 
very much although I talk about it all the time. In other words, I don’t mention SEO 
much because I don’t want people thinking SEO. I want people thinking, “I have to 
communicate and teach well. How do I do this?” Well, the two parties that you have to 
communicate to and teach to are search engines and to people. 
 
So search engine like Google. How does Google know what you’re talking about? Well, 
they don’t know what you’re talking about if you write an article that says, “The one 
secret you don’t know and you’ve never thought about.” That’s a dumb title for a blog 
post because the search engine has no idea what you’re talking about. 
 
Rather if you title that article something like – and I will just go back to the normal 
here. How much does a fiberglass pool cost? Well that’s a question that people are 
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typing in search engines right now. Google, Yahoo!, whatever, where they’re typing in 
“cost of fiberglass pool,” or “price of fiberglass pool.” 
 
Well that is a subject you need to address. How to address it? You address it first with 
the title of your post and I like to tell people just make it the question that the person 
would ask. How much does a fiberglass pool cost? The next thing you do of course is 
the content. How do you do the content well? I mean really I just say answer the 
question as you would if you were talking to a friend at the coffee shop. Try to be real. 
 
Should you worry about keyword stuffing and certain percentages of keyword numbers? 
My answer to that is no. I think if you’re doing it in the conversational tone, it will 
happen naturally and Google will look at that and they will see the value of the content 
especially as Google and the other search engines get better in what they do, which is 
grading content. They will say this should rank when somebody types in this particular 
phrase. 
 
So that’s how it works and the more of those longer questions and those longer phrases 
that you go after, that you target, that you answer, that you address on a blog post – 
which by the way is just another page of your website and the blog should be part of 
your website. They’re not separate entities. They’re really one and the same. The more 
that you do that, the more you’re going to start to generate those traffic, leads and 
sales that are so critical. 
 
Rebecca Livermore: You obviously have learned a lot over the last few years of 
blogging. But when you started off, you really didn’t know a whole lot about it and just 
started doing it. What were some of the biggest mistakes that you made as a beginning 
blogger? 
 
Marcus Sheridan: Well, I think one of them came in my titles, Rebecca. I really 
wasn’t sure what keywords I was going after and the keywords that you’re going after 
with an article can be few or they can be many. So let me give you an example. Go 
back to the same month. If you write an article that says, “How much does a fiberglass 
pool cost?” the keyword goals for that article would be, “How much does a fiberglass 
pool cost,” “fiberglass pool cost,” “cost of a fiberglass pool,” and maybe “fiberglass 
pool,” but likely not. 
 
So those are the keyword goals of the article. So now, once you’ve written the article, 
over time, you should test and see where that article ranks because if it’s ranking for 
that, that means that you could possibly get visitors. 
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Well, the mistake that I was making and that many people make is I was doing stupid 
blog titles. I was doing things like, “Don’t Get Caught Out in the Cold,” when I should 
have been saying, “What Is the Most Effective Type of Heater For Your Swimming 
Pool?” That’s what I should have been saying instead of some cheesy, catchy – because 
Google and the search engines don’t understand catchy, cheesy, witty, sarcasm, none 
of it. They just want you to tell them what the heck you’re talking about. They have the 
inability to understand sarcasm, right? 
 
Rebecca Livermore: Exactly. 
 
Marcus Sheridan: If you’re a Star Trek fan, kind of like Data back in the day, but 
most people won’t get that joke. So that’s the one mistake I was making. I probably 
made a lot more mistakes, Rebecca, but this brings me to another point and one that 
I’ve been talking a lot about lately, is it’s impossible for you to be just freaking 
awesome with blogging and digital marketing from go. 
 
You’re not going to know everything and I don’t care if you read a thousand stupid 
eBooks or regular books on it. I don’t care if you read every article in The Sales Lion 
500 times. You’re still going to have a learning curve that is particular to you, just as I 
do today. And I’m still learning every day. We all are. You are, Rebecca. 
 
So the goal here is not perfection and the goal is not to put out perfect content. And by 
the way, great content is any content that answers somebody’s question. That’s what 
awesome content is. It’s not something that’s a spread around the world and it’s like 
the Declaration of Independence of your industry. That’s not great content. Great 
content is anything that answers a question when somebody can say, “Ah, now I get it. 
I understand it. I’m so grateful that this person took the time to tell me this.” That’s 
great content.  
 
So don’t get caught up in perfection. It’s a huge mistake that I see businesses making 
all over the place. But the ones that are not afraid to launch and just go with it, those 
are the ones that are successful. The ones that think they’re NASA and that this is just 
like launching a space shuttle, that everything has got to be perfect, those are the ones 
that never get it off the ground. They’ve always got a reason to put it on halt. They’ve 
got obstacles. They got bottlenecks and that stinks, Rebecca, and it kills a lot of great 
writers and a lot of great ideas and a lot of great answers that people are looking for 
right now. 
 
Rebecca Livermore: Well I think you make a really great point there and that is that 
people are never going to figure it out or get good at it if they don’t get out there and 
just do it. That’s really the only way to learn how to do it well. 
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Marcus Sheridan: I look at the old articles I wrote. They suck. I look at the first 
videos that I produced, they suck. But they’re my proudest moments, Rebecca, because 
I was putting myself in an awkward position. I was pushing through pain which is 
learning something new and I was able to overcome it and I was able to get better at 
it. 
 
That’s the process we have all got to go through individually and a book doesn’t solve 
that problem. You just got to do it. We’ve just got to do it. 
 
Rebecca Livermore: Well, you’ve already given us a lot of great advice. But do you 
have any other tips that maybe we haven’t covered already that you would like to 
share? 
 
Marcus Sheridan: Oh, there’s so many, Rebecca. I mean I would say one that people 
should remember is when they’re getting started and they really start researching the 
stuff, it’s like, “OK, so I need to be on Twitter. I need to be on Facebook. I need to be 
on LinkedIn. I need to be on Pinterest. I need to have a blog. I better do some videos.” 
 
That doesn’t work because nobody can do that, especially do it well initially. We see 
some people that appear to have done it well and we don’t realize it took them a long 
time to get to that point where they were doing multiple social media platforms well. So 
this is what I would suggest. Don’t try to be a jack of all social media trades or you will 
just end up being a master of none. 
 
You’re much better off trying to be a master of one especially initially. So if you think 
content and textual format is your best way to go initially, be aggressive with your blog. 
If you think Facebook is the best way to go initially, be aggressive with Facebook and 
build on that. Branch out from that. But for the love of Pete, be good at at least one 
and then move out from there and experiment as you go. 
 
Rebecca Livermore: OK. That’s really great advice and I have seen so many people 
who have tried to do a bunch of things all at the same time and nothing very effective 
because they don’t do any of it well or consistently and so … 
 
Marcus Sheridan: It’s Pareto’s law. Pareto’s law always wins. He always wins and we 
cannot fool ourselves into thinking that we can actually do it all right from the get-go. I 
always appreciate it when a small or a large brand comes right out and says, “You 
know what? We don’t have a Google+ presence because frankly, we’re just not good at 
it yet and that’s not our focus right now.” Dang, that’s awesome. I appreciate the fact 
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that they’re so willing to be real with themselves instead of just trying to do it for the 
sake of saying, “Oh yeah, we got an account.” 
 
Rebecca Livermore: Right. If that’s true for big companies, it’s that much more true 
for small businesses and particularly solopreneurs who maybe only have one or two 
people who can even work on it at all. 
 
Marcus Sheridan: I mean it’s no question. You’ve got a finite amount of time. Me, for 
the first year or two of this, I literally would get home from sales appointments at 
around 11 o’clock at night. By 11:30, I was typing my blog article up. By 12:30, I was 
crawling for the bed. 
 
By 1 o’clock, I was in the bed. That was a year or two of my life but gosh, knows it was 
worth it. It was worth it and it changed my life and I’m grateful for it now. 
 
Rebecca Livermore: Well Marcus, this has been great and I know that people 
listening are probably going to want to know how to connect with you. So if you could 
just share a little bit about how people can find out more about who you are and what 
you do, that would be great. 
 
Marcus Sheridan: Thank you, Rebecca. Well you can find me at TheSalesLion.com. 
You can find me on Twitter at The Sales Lion and you can email me at 
Marcus1@TheSalesLion.com. I tend to float around those places. If you haven’t got my 
eBook, it rocks and it rolls. It’s about 250 pages of good old awesomeness about 
inbound and content marketing. It’s free and it’s found on the Sales Lion website as 
well. So make sure you check that out. 
 
Rebecca Livermore: That’s great. Thanks so much, Marcus. 
 
Marcus Sheridan: Thank you, Rebecca!  
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