Chapter 11. Content Marketing: Publishing Articles, White Papers, and E-Books
This chapter will discuss several conventional publishing methods, which have been adapted and expanded for online distribution and SMM. Articles, books, and white papers all existed long before the Internet. However, as technology has advanced, the reach and application of these media has broadened substantially. In the context of content marketing, these types of publications can be the basis for a strong program. Articles, books, and white papers can represent the “long-form” version of the company’s brand story. From a long article, the company can repurpose the content across various “short forms” of social media.
Learning Objectives
After completing this chapter, students will be able to:
· Describe the sales funnel and its role in content marketing
· Detail the major article directories and the benefits of article marketing
· Explain how to create a well-written article to be disseminated online
· Describe the role of e-books in content marketing
· Explain how to use the content sharing capabilities of LinkedIn for personal branding
· Identify some of the key issues in marketing with articles, white papers, and e-books
· Detail best practices in marketing with articles, white papers, and e-books
Introduction
Blog posts, Twitter campaigns, and LinkedIn updates all represent the various social channels across which this derivative content may be disseminated. These types of shorter form of content often start with a solid article or white paper. A best practice is to then distribute content in different forms depending on the objectives. Content distributed at the appropriate time can encourage purchase or facilitate other SMM objectives, such as customer retention.
One example of this approach to content distribution comes from Kristin Jones from Jones PR, a public relations firm that takes a content marketing approach. Ms. Jones practices what she preaches by using longer form content like white papers along with blog posts and video marketing. Jones’s version of the marketing sales funnel as shown in Figure 11.1 focuses on both long-form and short-form content discussed in this book and includes a sound track from attraction, conversion, nurturing to engagement. Different types of content are encouraged depending on the stage of the funnel and the desired objectives. The concept is to provide appropriate content when the customer is looking for information versus when the objective is product comparison or post-purchase support. Whereas short articles and blogs might be interesting to complete strangers to a firm’s offerings, those customers who are qualified as solid leads would be more likely to respond to the in-depth information of a white paper or even an e-book. This chapter will discuss how to create and disseminate these more in-depth forms of content.
Figure11.1.The Sales Funnel and Appropriate Types of Content for the Stages
Source: http://www.b2bmarketinginsider.com/content-marketing/the-15-best-content-marketing-videos-of-2015; https://www.youtube.com/watch?t=6&v=GG9qO8ycXzs
Publishing and Distributing Articles
One type of in-depth content, long-form articles, can be listed in an article directory. An article directory is a website where users submit original articles for approval and syndication (free distribution to other websites with proper attribution). * The articles are organized into categories, such as technology, business, and health, so that they can be more easily found by readers and website owners for dissemination. See Table 11.1 for a list of the largest article directories and their Google Page Rank and Alexa Global Traffic Rank.
Table11.1.Ten Largest Article Directories
	Article Directory
	Alexa Global Traffic Rank (TR)
	Google Page Rank (PR)
	No Follow (NF)

	1. ehow.com
	   843
	7
	NF!

	2. hubpages.com
	1,184
	6
	 

	3. seekingalpha.com
	1,380
	7
	NF!

	4. examiner.com
	1,767
	8
	NF!

	5. ezinearticles.com
	2,609
	6
	 

	6. apsense.com/article/start
	4,839
	4
	 

	7. articlesbase.com
	7,628
	6
	NF!

	8. biggerpockets.com/articles
	8,291
	4
	NF!

	9. goarticles.com
	9,209
	2
	 

	10. buzzle.com
	9,919
	6
	 


Source: http://www.vretoolbar.com/articles/directories.php
An article submission generally runs 400 to 500 words in length with a 2–3% keyword density (the percentage of times a word appears in an article).* A directory article also tends to have a highly descriptive title. Article brevity, appropriate keyword density, and careful titling are done to optimize the chances the piece will be ranked at the top of search engine results. However, directory articles lack the copyediting and editorial oversight of professional publications, such as magazines or newspapers. These directories are typically meant to not only inform but also to promote an author, business, brand, website, or issue.
Although less important because of other forms of content today, the creation of articles that state a business’ point of view, develop a case study, or otherwise highlight the firm’s capabilities can be important sources of information. The first step in article-based marketing is to produce article content that the target audience will be interested in reading. Shirley Slick, a dedicated, experienced math educator, falls into this category of someone who produces in-depth articles. Slick uses EzineArticles to raise awareness about the problems with the way math is being taught in the United States along with suggesting possible solutions to the problem. Since 2010, she has become a Diamond Level Expert Author with 241 articles to her credit and has gained a worldwide following. She has become an expert by creating article content that is detailed and meaningful to her audience.
In many ways the requirements for strong article content are very similar to those for blogs, as discussed in Chapter 5. Most of the advice found there will apply just as much when writing an article as a blog. Indeed, some blog posts can be adapted and transformed into articles with very little modification. What really distinguishes an article from a blog is the length of the piece and the depth of content. A good article can range in length from several hundred to several thousand words, depending on the topic and the target audience. Blog post readership tends to fade after 1,500 to 1,700 words, whereas articles can often be 5,000 to 10,000 words in length. While readers may be forgiving of a typo, offhand reference, or colloquialism in a blog, the expectations for an article are higher. As an article takes time and forethought, readers will typically expect more research, fact checking, and polish than they do from blogs.
The power of article marketing comes from the many easy syndication services that exist to share online articles. A few of the more popular article directories are listed in Table 11.1. Many of the article websites have dramatically decreased in terms of their Alexa global traffic rank in recent years as other forms of content marketing have emerged and evolved. Still, a well-written and topical article appearing on one (or more) of these sites can garner a significant viewership.
Note the “No Follow” (NF) column, which identifies the article directories that prevent search engines from following article links. Marketers are among the heaviest contributors to article directories, and a site that automatically inserts the no-follow attribute in article links defeats the objective of gaining a higher placement in search engine ranking because it blocks search engines from associating articles with that site. Hence, most marketers favor article directories without the no-follow requirement; however, some are willing to submit articles to NF directories to improve awareness and establish their authority on highly-trafficked sites.
There are other rewards to be had from writing online articles. Some article directories offer “Expert” or “Frequent Contributor” status to their best authors and feature these writers’ works more prominently. Much like print, where authors can develop a following for their work, online article directories make further writings available to readers interested in a particular author. However, Google’s search engine appears to provide no real ranking benefit in organic search for distributing articles because many of these articles have become rampant with “spammy” content. For search engine optimization purposes, write the article and post it on a blog or the company website.*
One of the most important steps to creating successful article content is to choose a good title. As most viewers will see the title first and have to decide from that whether to read the rest of the article, creating an appealing title can make or break an article’s distribution success. To draw in readers, the title should be concise and descriptive, as well as give a solid idea about the topic. To generate interest, the title should bring to mind a question that the reader wants to have answered. This need creates an incentive to view the content. If the title is boring or does not bring to mind any interesting questions, it is unlikely that readers will take the time to view the article.
Above all, the article itself should deliver on the promise made by the title. It is important to adequately address the question or issue being discussed. Attempting to trick readers with a title that does not match the article body is a sure way to disappoint, frustrate, or annoy the viewer. Finally, some article directories have specific guidelines that titles must meet for publication; for example, capitalizing the first letter of every word or avoiding certain forms of punctuation.* Follow these rules to avoid unnecessary complications on the path to publication, and produce articles that people will be willing and able to read.
Creating White Papers and E-Books
A more popular form of content marketing is the white paper. The term white paper is derived from white book, an official publication by a national government.* In public policy, white papers are delivered to policy makers to inform them on important issues. Businesses eventually began to adopt the term, referring to informative documents for important clients as white papers. In this context a “good white paper is written for a business audience, defines a problem, and offers a solution, but it does not pitch a particular product or company.”* Marketing messages in a white paper should be as subtle as possible, if they appear at all. According to Michael Knowles, a white paper “is a technical document that describes how a technology or product solves a particular problem. It’s a marketing document and a technical document, yet it doesn’t go too far in either direction”* (see Figure 11.2 for an example). Most white papers are sponsored by particular companies to help market their products. In digital marketing, the email marketing firm Exact Target and the outbound marketing firm Marketo make extensive use of white papers to market their brands along with many other companies like Adobe and BrightEdge, which are included on this list of top-performing white papers of 2014.*
Figure11.2.Example of a White Paper
Reprinted with permission of the Council on Library and Information Resources
What will be an effective white paper is defined mostly by its audience’s expectations. A white paper is expected to have at least six pages of text and to provide useful information about a business or technical issue. A white paper should contain sources, facts, and figures.* Further, white papers are typically intended for the reader to review before making a purchase, in which case they may be referred to as technical support documents. For example, Table 11.2 illustrates the top white papers in the Digital Marketing Depot for 2014. These topics include some original content but are mostly the product of companies seeking to sell their products by demonstrating competence in a particular area. Online distribution, which avoids warehousing and printing costs, has made white papers both easier to access and more popular for businesses and not for profits, so we will continue to see the form grow in popularity.*
Table11.2.Top White Papers in the Digital Marketing Depot in 2014
Source: http://digitalmarketingdepot.com/2014-content-top-10-whitepapers-digital-marketing-depot-12364
Another growing form of content distribution is the e-book (which stands for electronic book and is also sometimes called a digital book, ebook, or eBook) is defined by the Oxford English Dictionary as “an electronic version of a printed book that can be read on a computer or handheld device designed specifically for this purpose.”* While precise, this definition does not add much for a social media practitioner. For the purposes of SMM, David Meerman Scott “define[s] an e-book as a PDF-formatted document that identifies a market problem and supplies an answer to the problem. . . . Well executed e-books have lots of white space, interesting graphics and images, and copy that is typically written in a lighter style than the denser white paper.”* However, both e-books and white papers require strong written communication skills, content, and great presentation to be implemented successfully.
While the growth for e-books in the general marketplace has slowed, the market for self-produced e-books for promotional purposes appears to be growing and may be about 30% of all e-books. The Content Marketing Institute itself produces e-books that other firms can use to guide their content marketing strategy.*
Personal Branding through Content Marketing on LinkedIn for Students
While it is not likely that students will market themselves through the creation of white papers, articles, and e-books, it is likely that students will want to take advantage of the content marketing capabilities of LinkedIn. Previously, we have discussed the importance of creating a profile on LinkedIn and creating a network of contacts. Contacts on LinkedIn will want to know who you are and what you do and will expect you to post not only the content that others have created, but also some of your own. LinkedIn has made it easier to create such content in recent years.
Lesson # 1. Create content for your audience. LinkedIn has made it easier to create and publish short articles by allowing anyone to create a blog and publish the content to followers. While there are special rules to being designated a LinkedIn Influencer, someone who has deep knowledge of a particular subject, anyone can create and publish blog posts. The posts should follow the rules of good blogging and include visuals and make use of subheadings. Once completed, these pieces can be immediately shared with your contacts. As with other blogs, make sure you pay attention to comments and respond accordingly. These posts can help you toward a goal of sharing at least some portion of your content as original content.
Lesson # 2. use photos and videos. It is possible also to add photos, videos, and presentations to your profile to showcase work you have done. LinkedIn now owns SlideShare and it is easy to put a SlideShare presentation on a LinkedIn profile with a click of a button. Students may think they don’t have anything to share in terms of original content but student presentations can be relevant to business professionals. A presentation about a company’s social media strategy, a critique of a website or mobile app design, and a number of other topics might be of interest to your LinkedIn connections. Adding a video or SlideShare will increase the number of profile views, which will tell LinkedIn you are influential to your network. This content will also attract others to you and help you form valuable connections in your field.
Lesson #3. Monitor the work of your network. LinkedIn has also purchased Newsle, a site which allows the user to create electronic newsletters based on network connections. By monitoring content of those in your network more closely, you can understand what is important to them and tailor the content you create accordingly. LinkedIn Pulse provides a daily view of news based on your connections and also suggests other relevant content. Both tools can be used to monitor content from your network, influencers, and other sources to best determine how to position your personal brand. These applications are also a great way to keep current in a chosen field.* , * , *
Lesson #4. Curate Content for Your Network. Now that you are monitoring the work in your field, you can engage in “content curation” for your network. Quite simply, content curation means taking content that already exists and organizing it for your audience. For example, you could write a blog post on content curation practices referring to the work of leaders in the field. You can also ask influencers in the field to contribute to your content or ask your audience for feedback and then report back on what they said. There are many ways to take original content and make it your own to create value for your audience. This approach saves time and avoids the appearance of constant self-promotion.*
Lesson #5. Plan and schedule. It will be easier to create and share content if you have specific goals, like one blog post and one SlideShare presentation or video per month. Not having a plan will make it more difficult to create a loyal following. Try to set goals that are reasonable and can be achieved each month. It is useful to set aside a specific time each week for blogging or creating content. Using a social media management and monitoring tool like Hootsuite allows you to send curated and original content to all your networks on a periodic basis.
These acquisitions by LinkedIn clearly signal that creating content will be valued in how your profile is categorized and served to others during searches. It is important to create content to stay ahead of the pack. Besides, content is a great way to create a personal brand on any social media network.
Marketing with Articles, E-Books, and White Papers
In most cases, the ultimate goal for article, white paper, or e-book marketing will be the same: draw attention and develop a company’s reputation for thought leadership and then use that expertise to generate sales. In order for this strategy to be successful, however, the audience must not perceive the content to be overt marketing material. Keeping a distinction between overt and covert goals is crucial to marketing with this type of content..
One example of an organization that uses long-form and in-depth content in its marketing strategy is the Soroptimist International of the Americas (SIA). In 19 countries and territories, SIA works to improve the lives of women and girls. SIA club members strive to accomplish this goal by participating in a wide variety of programs and local projects that involve education, employment, healthcare, disaster recovery, and the prevention of domestic violence, sexual assault, and sex trafficking.* The term Soroptimist is a combination of the Latin words soror meaning “sister” and optimus meaning “best,” which loosely translates to “best for sisters.” The organization has made a distinctive niche in part through white papers focusing on women’s issues, such as human trafficking and domestic violence. These white papers help to educate the community and raise funds for the group.*
If the end goal is to sell a product, doing so effectively with an article, white paper, or e-book will require more subtle framing than with a standard advertising pitch. Do not include the product name in the description or title.* Instead, describe a problem, some common solutions, and then finally discuss what special benefits the product being marketed has in solving that problem. In every instance, “solutions are only introduced after a significant case has been established, demonstrating a clear need.”* Put valuable, general information first and then specific details about the product’s advantages toward the end (if they need be mentioned at all). The real benefit of publications may be much greater than a few sales leads; indeed, a “single well-written white paper can propel a business to the thought leadership position and lead to enormous business opportunities.”* Keep an open mind, and be prepared for unexpected benefits from authoring content-heavy material.
The style of white papers, articles, and e-books has evolved over time. Tighter budgets due to recent economic conditions have caused a shift to shorter white papers, with more sales-oriented content and less information.* In order to compete in this environment, new white paper publishers would do well to include pictures and easily read information in order to keep up with the flood of brief documents that now exist online. However, it is still a wise move to avoid overt sales pitches in order to help distinguish from less sophisticated white papers that confuse information delivery with direct marketing. Do not miss the larger opportunity to advance a brand’s image and reputation by making the mistake of treating these publications as purely a marketing platform.
Another question now arises. How many white papers or e-books should be published as part of an SMM campaign? According to Gordon Graham, who has built a reputation around his expertise on white papers, there are five factors to consider: experience, market segments, problems solved, competition, and budget.* A company with little experience should write one or two white papers and then evaluate what the firm has learned before writing more. If there are many market segments, more white papers may be required in order to cover all of them. Depending on how many different problems the company can solve and depending on the degree of differences between these problems, more white papers may be needed for each problem area. If there are many competitors in the field publishing white papers, it can also influence the optimal amount of publishing to do. Finally, the budget available will determine how much research and publishing an organization can afford to fund.
An advantage of e-books and white papers is that they have high-perceived value to the recipients, and they typically require the reader to provide an email address or other information to download or access. Sometimes e-books or white papers are only available for purchase and are directly monetized in this fashion. However, for most marketing purposes, the goodwill and customer information that can be gained from giving these publications away for free is much more valuable. Collecting email addresses through the distribution of a white paper gives valuable leads to the sales team and can also generate information on customer demographics, common areas of interest, and more.
White papers are primarily used by business-to-business marketers because the tone and content is designed for business executives with a strong component of technical or professional information. E-books are more commonly used in the consumer market and are expected to be entertaining as well as informative. However, there can be substantial overlap between the two forms. For example, a bicycle shop might publish a white paper on how to find the right-sized bike, a beginner’s guide to cyclist lingo, bicycling etiquette, or tips for new riders. These white paper topics might be valuable to general readers and help generate new customers. To connect with seasoned riders, the white papers could contain more advanced topics. As always the most important part in any marketing effort using this type of content is to find relevant content for the marketing goals and to target audiences and then put that content into a clear and useful format as either a white paper, an article, or an e-book.
Best Practices in Crafting Articles, White Papers, and E-Books
While the process described below is tailored toward white papers, it can also be applied, with minor modification, to writing e-books or lengthier articles. In many ways the steps to writing either will be similar. As e-books have existed for less time than white papers, there is much more flexibility of opinion as to the “correct” way to write an e-book. On the one hand, this flexibility is a disadvantage because e-books convey less prestige and authority than the official-sounding white paper. On the other hand, the flexibility of e-book formatting makes it a useful platform for creative authors to showcase their thoughts. In any case, applying a level of organization and detail that would be found in an industry white paper or detailed articles toward writing an e-book is sure to generate better results than a haphazard approach to authoring.
Most of all, writing content-heavy but appealing marketing content, such as white papers, takes strong writing skills and practice. Having a solid process to guide the writing effort will make these potentially daunting publications more manageable. Business owner and white paper author Al Kemp lays out his nine-step process for writing white papers.* In order, these steps are Assess Needs; Plan; Acquire Information; Organize Content; Design the Look and Feel; Write; Illustrate; Review, Revise, and Approve; and finally Publish. A brief description of the process, along with insights from other white paper authorities, appears below. Again, this process applies to the other types of content discussed in this article as well.
Step #1.Assess Needs
In order to make decisions about the structure and content, it is necessary to have a clear vision of the goals one is attempting to achieve. These may be overt goals that are clear to the reader (such as educating the public about a product or providing information about a problem) or covert goals that might not be directly mentioned (such as increasing sales or creating doubts about the capabilities of competing products).
After considering the goals, define the audience that the content is being written for. It is generally agreed that to write successful articles, white papers, and e-books, it is necessary to understand the audience.* What are the personal characteristics, jobs, and work responsibilities of the audience members? How large a company is each associated with and in what sector of the economy? Ideally, identify different segments of the audience based on job descriptions because such knowledge will provide more specific insight about audience members’ behavior. Further, having a clear idea of the ideal audience will help later when deciding which material to include and what to leave out. It is possible that several pieces of content on similar subjects must be produced, each tailored to a different set of readers.
Step #2.Plan
After or during the first step, start planning how the content will be constructed. Consult with the sales department to see how the content will be integrated into the sales process, and determine how the material will be distributed. This process will help to further define the audience and to inform the structure and tone of the final. Next, decide responsibilities and estimate costs. A polished white paper, article, or e-book will require research, writing, illustration, editing, and review. Calculate out-of-pocket expenses as well as labor costs in order to provide a rough figure for the time and resources needed. Then prepare a schedule and project plan to lay out when the white paper will be completed.
Step #3.Acquire Information
In order to write a good article, white paper, or e-book, expertise is necessary. The relevant knowledge can be gained from reading and research or through interviews with authorities in the field. Interviews are especially valuable for unearthing information that may not yet be broadly available. After gathering the facts, analyze how they can support the goals set for the content. Obviously information about functionality of the product will be important, but that should be supplemented with other, less product-specific facts as well.
Step #4.Organize
It is likely that step number three may have uncovered an unmanageable amount of information, or at least more than will be needed for the content being written. To determine what is most important, one option is to create a simple outline with groups and subgroups to represent different themes or strands of information. Too many subgroups can make later organization complicated, so do not create too many specific groups. After this process is complete, hopefully the outline that has been created will become a roadmap for the final case study. Choose the starting point for the case study (perhaps a story or anecdote that will draw in the reader), and then put the major topics in order to follow.
Step #5.Design the Look and Feel
Different audiences may have varying expectations for document presentation and formatting. Think about what the model reader would prefer. If a graphic illustration professional is available, he or she should be able to create the “look” after being given some general guidelines. If no professional is available, consider using one of the preconstructed page templates that come with many word processing programs.
Almost always, the page layout should center on ease of browsing. Keep in mind, most readers will not go word by word through an article, white paper, or e-book. Instead, online viewers tend to scan over text quickly and may read more slowly online.* This reading practice makes informative headings, visual aids, and short paragraphs serious advantages. Big blocks of text are less pleasant to read and may turn off a reader altogether. While white articles, white papers, and e-books should convey a lot of information, they should also be easy on the eyes and appealing to online consumers. Most articles, white papers, and e-books will not be printed, so be sure that the final product will look good on a computer screen.
Remember to create a catchy title page. In the planning stage, some sort of rough title should have been considered. Choose a layout that is aesthetically pleasing and draws the reader further into the paper. Also, consider including an abstract on the first page to give a general idea of the topic and conclusions. Further, in this stage, select the font, line length, spacing, page size, and color scheme that will be applied to the document. Avoid cramped layouts; keep some white space to make the text more readable.
Step #6.Write
Fill in the content that was outlined earlier using details gathered through research. Audiences for these types of content expect to be educated, but they want technical elements to be combined with narrative and other interesting content. If the product is technology based, some space to explain how the item works is necessary, but do not become bogged down in technical details. To inspire action, this type of content needs to move beyond purely technical topics.28 Ultimately, most readers want to see what the benefits of a product are, not just its functionality. Make sure the article, white paper, or e-book fulfills both objectives. Whenever possible, quantify costs and benefits in specific ways, and estimate amounts of money that can be gained or lost by certain problems or solutions. Tangible information that assists in decision making will draw the most significant viewers toward the communication.
Prevent miscommunication with readers by explaining all acronyms and by using consistent wording when defining each concept. Articles, white papers, and e-books may be accessed by people with a broad range of familiarity with the topic at hand. Readers expect to learn and be challenged but are not generally excited to read a condensed user’s manual. Use examples whenever possible to illustrate ideas as well as any other means to avoid losing the audience in obscure technical discussions.
When writing, keep the style direct and uncomplicated. For the first draft, focus on explaining the material well, and worry about eloquence during the revisions. At all stages, avoid excessive jargon or puffed-up marketing rhetoric. When studying news releases for word usage that David Meerman Scott refers to as “gobbledygook,” he finds that that the phrases “next generation,” “flexible,” “world class,” “scalable,” and “easy to use” are employed thousands of times.* Other overused marketing phrases include “industry standard,” “groundbreaking,” and “user friendly.” When employed in this type of content, these words call to mind a marketing press release, not an educational document. Such usage sacrifices the main advantage of white papers, articles, and e-books, which is that they can “penetrate most organizations’ anti-marketing defenses because they are sought after and brought into the organization by decision-makers.”* Be sure to eliminate unhelpful buzzwords to convey the correct impression about the content to the audience.
Forming an article, white paper, or e-book around a list can occasionally be a helpful design and catch the reader’s attention.* While more detailed than a list of tips, a list-based piece of content can provide valuable information in an easily digested fashion for the hurried reader. The danger is that a list may seem too shallow or overly simplified and thus alienate the audience. The term white paper implies a level of information and analysis that must be upheld or risk disappointing readers. However, keeping a white paper light and readable by using bullet points or lists is an intelligent tactic. The same tactic can apply to articles and e-books.
Step #7.Illustrate
Good articles, white papers, and e-books contain a visual as well as textual element to keep readers engaged. Especially with more complicated material, visual aids are essential in order to focus the audience’s attention and to explain complicated concepts. Creating visual elements should occur at the same time as the writing process so that both elements complement each other.
Keep in mind that some viewers will skim through the content before deciding to read it in full. To draw in these readers, ensure that the illustrations convey the primary content and selling points of the material. Using charts to display data, well-chosen pictures to illustrate examples, and documenting the sources will help convince an unsure reader that the paper contains valuable material that is worth the reading time.
Step #8.Review, Revise, and Approve
In a first round of reviewing, the article, white paper, or e-book should be evaluated by experts in the field or ideally by some of the people interviewed during step three. These reviewers can catch factual errors or correct imprecise explanations. The final draft should also be reviewed by the senior management of the company who is sponsoring the content. As a result of these reviews, there may be changes to both organization and content. Improvements for the final draft might include writing style revision, improved flow of the text with images, a grammar check as well as a check of the spelling of names, and so on. Before sending the white paper to publication, also check with the legal and accounting departments to avoid later conflicts.
Step #9.Publish
Most likely, the article, white paper, or e-book will be published electronically, so this step can be rather simple. Before publishing, always check the final output to ensure that it correctly transferred from final draft to final product version. If a print version is to be produced, check for errors in the proofs before printing, and avoid the potential high cost of reprinting to correct errors.
This nine-step formula for crafting an article, white paper, or e-book may seem overly exhaustive. However, it reflects an industry standard and the very high expectations of this type of content. Making a half-hearted attempt at writing the material may be worse than doing nothing at all: while an excellent article, white paper, or e-book signals expertise, a poor one demonstrates just the opposite. White papers have existed for many years, and the process for creating them is well established. Applying this process to online articles and e-books can help ensure their success. Failing to meet the standards across these types of content shows a lack of understanding of the role of this content and is an easy way to lose credibility with social media professionals.
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