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Six Key Principles to 
Maximise Value in KOL 

Collaborations 
Preeti Kumar 

 
 
 

Influencers or Key Opinion Leaders (KOLs) are known 
to have turned the fortunes (for good and bad) for 
several brands in China. Given the market potential in 
China, growth forecast and the persuasive power of 
KOLs, they also command a very high price. It is not 
uncommon for large brands to allocate 25% of 
their  annual marketing budget to KOL fees. The 
percentage can go up to 40-75% for the mid-sized 
brands. 
 
The best practices for KOL collaborations are being 
built on both supply and demand sides as the (still 
nascent) evolves and widens its scope to commerce 
and co-creation. 
 
“People feel a sense of proximity to the KOLs owing to 
a strong interaction the influencers build with their 
followers,” said Vincent Marion and Sophie Coulon of 
Francelysee (an authority regarding French products 
within F&B in China) when commenting on why KOL 
marketing works in China. “Followers feel a sense of 
community and trust the influencer to share accurate 
information with them” 
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We round up six principles to win at KOL marketing in 
China: 

1. Choose Real Influence over Follower Count 

Influencer marketing gives brands the ability to build 
trust in a way that traditional advertising alone cannot 
offer. However, having a following does not equal 
having genuine influence. It is crucial to understand 
how much trust the influencer can evoke in her 
following and whether she possesses the power to 
propel them into action. 

How to identify real influence? 

a) Look for the engagement rate in their content rather 
than reach: Are people sharing and commenting on 
what they post? This tends to indicate that their fans 
are looking for a relationship with that person, rather 
than just consuming their content. 

b) Look for the audience profile of their followers: It is 
preferable that the audience of the KOL mirrors him as 
closely as possible – and gets one year older on 
average every year. At the heart of the notion of 
influence is the concept of shared experience. The 
underlying mentality of a KOL’s follower is: “I follow 
you and trust your opinions because you are just like 
me, and when you recommend or use a product, I 
believe it will work for me, too.” 
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2. Choose the Right Fit over Cool & Happening 

Force fit will appear like a force fit. It is critical to spend 
time in the courting period — exchanging ideas about 
each others’ vision, engagement quality, and taking 
time to explore a genuine match. Simply going after 
the “top 10 Fashion KOLs” on the list is easy, but 
understanding if they are a natural fit for your brand 
and its audience takes time and hard work. 

 

“The most effective micro-influencers for your brand 
are the ones whose demographics and personal tastes 
most closely align with your target audience. The more 
seamlessly you fit into a KOL’s everyday life, the more 
likely their followers are to trust their recommendation 
of your brand. Google Analytics and Instagram Insights 
are great ways to assess follower demographics, which 
can help you identify the best bloggers.” said Kim 
Westwood, founder of Shopping Links, KOL agency 
based in Australia. Ask yourself: “What is our goal, 
what is our long-term KPI? And what kind of 
engagement does the influencer want to create, what 
is natural and organic to him/her? Sign up only if the 
two align.” 
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However, an unconventional KOL choice can work very 
well when done right. When the Beijing based Y-Closet, a 
high-end clothes rental company (similar to 
RentTheRunway) wanted to highlight its superb dress 
cleaning process, it did not choose a fashion or lifestyle 
KOL. Instead, it chose Jiang Chacha, an advertising and 
marketing KOL, and deployed some excellent storytelling 
to create a memorable and 'viral' campaign. 

 

Best Practices : 

1. Don’t just rely on the KOL agency. Do your own  
research using KOL search engines and KOL 
monitoring platforms such as KOL Store, MyPrad, 
ParkLu, Robin8 and ToutiaoKol. 

2. Understand your follow your target audience and 
their preferences. Hang out in online communities 
and platforms where your TA spends their time. 

 

3. Practice KOL Relationships Rather than KOL Marketing 

A major reason why influencer marketing works is that it 
lends authenticity to the brand. When a well-known, 
much loved, or much-followed figure posts about a brand, 
the KOL transfers her real charisma to the brand—but the 
importance of “real” cannot be emphasized enough. 
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PR departments have forever sought to engage with 
thought leaders (traditionally the media guys) to drive 
favorable opinion and coverage for the brand. The 
growing power of social media has led to the rise of 
social media influencers. Borrowing the leaf from an 
age-old principle of building relations with the 
influencers will open up many unexpected possibilities 
from influencer relationships. 

 

Westwood advises, “there are no shortcuts to building 
and nurturing relationships. We can only recommend 
taking a very human approach. When you’re excited 
about a new product, gift pieces that match an 
influencer’s personal style.” 
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“It was such a unique gift and I have it hanging up in my 
house” - Melilim Fu, a top beauty KOL on receiving a 
personalized gift from Makeup Forever 



Remember birthdays, and acknowledge milestones 
that your influencers share on social media. When 
sharing free product samples, always be empathetic to 
the KOLs - why will the KOL share this with his fans? Is 
there anything unique about the packaging? Is the 
sample personalized? Does sharing the product on his 
social stream make the KOL look like he is a part of an 
exclusive club? When groundwork is done in building 
real intimacy between the brand and the KOL, it shows 
in content. 
 
4. Choose Efficient Scaling over Mega Reach 
These micro-influencers have carved an exclusive niche 
for themselves via their editorial viewpoint, content 
production skills and narrower areas for content 
creation. They enjoy a devoted and, perhaps more real 
following that looks up to the influencer's expertise 
and opinion in a certain area. With a more targeted 
following and higher influencing power, micro KOLs can 
give higher return on ROI in the long run. 
 
Ashley Galina, Founder of Alarice International, a 
creative marketing solutions company in China, offers 
practical tips for working with micro influencers. 
“To find micro influencers, you may need to turn to 
more niche platforms and enter the community or 
industry groups by yourself, so that you can develop a 
clear understanding of who they are,” said Galina. “The 
next step is to nurture this relationship. The most 
important thing is that brands or advertisers should 
treat them with respect and courtesy.” 
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Finally, brands should focus less on the number of 
micro-influencers but more on maximizing the lifetime 
value of each influencer.  Instead of hoping for “quick 
value”, focusing on gaining steady returns over time is 
the key. 
 
5. Co-create, Be open, Be Vulnerable 
At times KOL marketing can be viewed as a way of 
influence distribution, which means brands simply rent 
the channel to ask the influencer to distribute the 
content under their control (such as controlling the 
specifics of captions, photo filters, and the time to 
post). Instead of micro-managing, empowering the 
KOLs to have conversations about your brand in their 
natural style can be a far more rewarding 
collaboration. Remember that followers can easily 
differentiate planned content over organic one at the 
first sight. 
 
One of the benchmark KOL partnerships last year was 
the Tods X Mr. Bags collaboration. Last year, Tods 
launched 200 pieces of iconic handbags. Co-created 
with Mr. Bags & his followers via live streaming, the 
campaign generated massive online buzz. Though the 
sale value of the bags was about 3.4 million, the real 
value was in PR buzz and jump in the desirability 
quotient for the brand. 
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6. Make it a part of a holistic strategy 
Just like any other channel, KOLs are no magic formula. 
They work best in driving sales as a part of the holistic 
marketing strategy. For well-recognized brands, KOL 
collaborations typically lead to a much higher purchase 
percentage as compared to brands with low 
recognition. For such brands, KOL collabs are effective 
in pulling the audience into (TOFU) the top of the 
marketing funnel. Working on search, social and e-
commerce reviews is still important to derive value as 
people will Baidu and RED search the brand after they 
hear of it from the KOL. Lauren Hallanan has written an 
excellent piece on this on the ParkLu blog. 
 
When used as a way of amplifying the brand purpose 
and supporting the brand positioning, the 
collaborations help to build a consistent story that is 
bound to give compounded interests over time. 
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FIVE REVOLUTIONARY 
CHANGES IN MARKETING 
SINCE THE TURN OF THE 

CENTURY 
Al Ries 

 
 

What can we say about marketing that hasn’t been said 
many times before? 
 
Actually, a lot. 
 
Two developments have changed marketing forever. One is 
the arrival of the Internet. And the second is the rise of 
global branding. Both of these developments have 
contributed to the revolutionary changes that have taken 
place in marketing since the turn of the century. 
 
(1) PR is more important than advertising. 
 
 In the past, almost every new brand was launched with a 
big advertising campaign. In today’s media environment, 
that doesn’t work anymore. 
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Advertising is expensive and not very credible, especially 
when used on behalf of a new brand. That’s why many of the 
most successful new brands were launched with PR. 
 
Brands like Google, Facebook, Snapchat, Uber and Twitter. 
 
Consider the recent Presidential election. Hillary Clinton’s 
campaign spent almost twice as much on advertising as 
Donald Trump’s campaign: $1,184 million for Clinton and 
$616 million for Trump. Yet Trump won the majority of the 
electoral votes: 306 for Trump versus 232 for Clinton. 
 
It’s a different story when you measure the PR received by 
the two candidates. By most counts, Trump received almost 
three times as much publicity as Clinton did. 
 
Why is that? Because Trump was “controversial” and Clinton 
was not. Controversy makes news and news builds brands. 
 
That’s one of the big differences between PR and 
advertising. A PR program needs to be controversial, but that 
doesn’t work in advertising. Consumers are turned off by 
advertising that attacks the competition. 
 
But they don’t blame the brand if a story in the media does 
the same thing. 
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(2) The category is more important than the brand. 
 
Marketing is often called “brand building.” The emphasis is 
on creating a better-known, more-authoritative brand. 

 
But what role do brands play in the marketing process? 
Consumers can’t buy brands. Consumers buy products with 
brand names attached. 

 
Consider the analogy between marketing and warfare. A 
country launches a military campaign to conquer a territory. 
A company launches a marketing campaign to conquer a 
category. 
 
The soldiers, the tanks and the aircraft are the tools in a 
military campaign. But they are not the objective. 
 
The product, the packaging, the distribution, the brand are 
the tools in a marketing campaign. But they are not the 
objective. The objective is to conquer a category. 

 
Even worse from a branding point of view, is that a brand has 
little value outside of the category it stands for. 
 
Consider Nokia, a company that dominated the cellphone 
market with its Nokia brand name. So what did Nokia do 
when the market shifted from cellphones to smartphones? 
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They did what most companies do. Nokia tried to use its 
cellphone brand name on its smartphones with disastrous 
results. 

 

That’s not what Apple did. When the computer market 
shifted from the home to the office, they didn’t use the 
Apple name. They called their office computers Macintosh. 

 

When Apple decided to get into the smartphone business, 
they also didn’t use the Apple name. They called their 
smartphone, iPhone. (I should have said Steve Jobs, not 
Apple. Because when Apple got into the smartwatch 
business, they promptly adopted the line-extension strategy 
used by almost everybody else.) 

 

After the success of the iPhone, you might think some of the 
iPhone’s competitors would also use new brand names. But 
they didn’t. 

 

Every major global smartphone competitor used their 
existing brand names: BlackBerry, HTC, Huawei, Lenovo, LG, 
Motorola, Nokia, Samsung, Sony, and Xiaomi. 
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Most marketing people are totally brand oriented. All they 
think about is what other categories they can conquer with 
their brands. That’s particularly true in global companies like 
Sony in Japan. Samsung in Korea. Tata in India. General 
Electric in America. 
 
(3) The name is more important than the strategy. 
 
 It probably didn’t surprise you that RadioShack went 
bankrupt. (For the second time.) 

 
What is surprising is that the executives who ran the 
company thought they could be successful using the 
RadioShack name. When was the last time you bought a 
radio without an automobile attached? 

 
Take Orville Redenbacher, the leading popcorn brand for 
decades. But not today. Consumers are getting concerned 
about the food they eat, especially high-calorie, low-
nutrition food like popcorn. Today, the leading popcorn 
brand is Smartfood. 
 
No brand lasts forever. Times change and companies need to 
be in tune with the times. And one way to do that is to 
launch new brands to deal with changes in the marketplace. 
 
But even when companies do use new brand names, they 
often fail to appreciate the importance of the brand names 
they choose. 
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Quite often, a company will create a new brand name before 
it even develops a marketing strategy for the brand. That’s a 
serious mistake. 

 
Strategy first, brand name second is the best approach. The 
brand name should be picked to help communicate the 
brand’s marketing strategy. Duracell, for example, was picked 
to help communicate the fact that an alkaline battery lasts 
twice as long as a zinc-carbon battery. 

 
And, of course, Duracell almost immediately overtook its 
competitor, the Eveready Alkaline brand, another line-
extension disaster. 

 
Consumers don’t read your marketing plans. They just pick 
and choose between brands they see for sale in the 
marketplace. And the best way to communicate your 
marketing strategy is by choosing a brand name that reflects 
it. 
 
(4) The visual is more important than the verbal. 
 
For 65 years in a row, Heineken was the No.1 imported beer 
in America. Then Corona arrived with a lime on top of the 
bottle. 
 
Today, Corona outsells Heineken in the American market by 
120 percent. That’s the power of a visual. 
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But not just any visual. After all, advertising and other forms 
of marketing are loaded with visual images. What a brand 
needs is a visual that reinforces its verbal positioning 
concept. 
 
The “position,” a verbal concept, is the nail. The tool that 
hammers the positioning nail into consumers’ minds is the 
visual hammer. 
 
While the objective of a marketing program is to put a word 
or a verbal concept into consumers’ minds, the best way to 
do that is not with words at all. It’s with a visual that has 
emotional appeal. 
 
(5) Multiple brands are more important than single brands. 
 
The era of the single-brand company is over. In the future, 
global companies will have multiple brands. Companies like 
Apple, Procter & Gamble, Coca-Cola, Unilever, Nestlé and 
many others. 
 
Consider two examples of famous single-brand companies 
from the past. General Electric and IBM. 
 
In the past decade, from 2006 to 2015, revenues at General 
Electric have declined 28 percent and revenues at IBM have 
declined 19 percent. 
 
The actual declines are even worse. In the past decade, 
inflation has caused the value of the dollar to decline by 16 
percent. 
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Take the Internet. Almost every major company in the world 
has launched a website using its existing brand name. Have 
any of these websites become enormously successful?  Of 
course, not. 
 
To develop a successful website, you need a new brand 
name. Take Walmart which launched Walmart.com in the 
year 2000. Today, more than 16 years later, Walmart.com 
accounts for less than 3 percent of Walmart’s total sales.  
And recently the company admitted its website strategy was 
a mistake by buying Jet.com, an Internet site that was 
launched in 2014, for $3.3 billion. 
 
The five revolutionary changes. 
 
        (1) PR is more important than advertising. 
 
        (2) The category is more important than the brand. 
 
        (3) The name is more important than the strategy. 
 
        (4) The visual is more important than the verbal. 
 
        (5) Multiple brands are more important than single    
              brands. 
 
         Ignore them at your peril. 
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The Dead End of the Agile 
Transformation 

Marcus Raitner 

 Copying Spotify or simply implementing any other blueprint 
of an agile organization is a fundamental mistake. Not 
because the models themselves were poor, but because 
implementing a model of an agile organization that has been 
chosen or developed by a few managers, experts or 
consultants from top to bottom contradicts the essential 
principle of self-organization. Agile organizations are 
always emergent in the sense that they result from the 
cooperation of self-organizing teams towards a common 
vision and are constantly evolving. Therefore, it is crucial for 
a sustainable agile transformation to withstand the pressure 
to deliver short-term successes and to empathetically and 
confidently give people the space and time to learn and grow 
together. As tempting as blueprints and their large-scale 
implementation may look, it is precisely this that leads the 
agile transformation into a dead end. 
 
The essential and most important component in an agile 
organization is the self-organizing team. This is what you find 
in the principles behind the agile manifesto. And this 
autonomy of the teams is also at the core of Spotify. 
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The Spotify model is based on exactly this fundamental 
principle and is therefore successful. Self-organization is the 
key, but also the challenge. For the transformation of a 
hierarchical organization into an agile organization of self-
organized teams anyway, but also and still for Spotify: 

 
What is the best thing about working at 
Spotify? What is the most challenging 
thing about working at Spotify? The 

answer for both questions is the same: 
Autonomy. 

 
Joakim Sundén 

 Self-organization with a single team or with only a few 
teams is not a challenge. It only becomes difficult when the 
number of teams increases. This was also the case for 
Spotify, where the engineering team grew from 10 to 300 
people between 2010 and 2013. And that’s exactly where 
this Spotify model emerged, which is now so often copied. 
But also something else was developed: “Agile à la Spotify“, 
a description of what this agile exactly means at Spotify. 
And it starts with: 

Continuous improvement: At Spotify, part 
of my work is to look for ways to 

continuously improve, both personally, 
and in the wider organisation. 

 
Agile à la Spotify 
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So the responsibility for the Spotify model clearly falls to 
those who have to work with it and in it. Everyone is 
continuously working to improve the organization at Spotify. 
This is the logical and necessary consequence of the 
principle of self-organizing teams. Admittedly, any form of 
organizing the cooperation of numerous teams is a 
restriction of the freedom of the individual team. However, 
this is necessary to make the organization and its product a 
joint success. One person’s freedom ends where another 
person’s freedom begins (Immanuel Kant). The fine but 
decisive difference is that these restrictions of the individual 
team’s freedom result from the cooperation of the teams 
and are decided by the teams themselves, and the teams are 
allowed to and trusted to do exactly that. 

Trust: At Spotify we trust our people and 
teams to make informed decisions about 

the way they work and what they 
work on. 

 
Agile à la Spotify 

The task of leadership in this agile transformation is 
therefore not to choose the best model of an agile 
organization or to design a new and individual model and 
then roll it out from top to bottom. This seriously violates 
the central principle of self-organization and keeps 
people and teams dependent exactly where they should 
act autonomously. 
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The actual task is rather to create a setting in which such an 
organizational model gradually emerges from the 
cooperation of self-organizing teams. This is a process of 
joint learning that cannot be accelerated with blueprints. If 
you try it anyway, you just introduce a new organizational 
model and conduct a transformation, but agile will be 
neither one. 

 Servant leadership: At Spotify managers are 
focused on coaching, mentorship, and solving 
impediments rather than telling people what 

to do. 
 

Agile à la Spotify 
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3 signs you aren't in control 
of your online technical 

content 
Caroline Thomas 

 
 

With the digital explosion of content and information online, 
whether that is on product websites, blog posts, social 
media, technical forums, etc., it is easy to lose control of your 
digital presence. To take back control of your content you 
need a new approach to how you produce, manage, and 
deliver that technical content. To help you understand if you 
urgently need to rethink how you handle technical content 
here are 3 simple questions to get you started. 

 

1. Who owns your product's technical content? 

If your answer is a technical writer, then chances are you 
aren't looking at the big picture. Unless that writer, in 
addition to producing technical content for your website, 
also has ownership of all the technical content being 
produced across the web for your product (including blog 
posts, technical forum posts, articles, etc.) then you need to 
think about the impact this has on your users. The painful 
truth is that users may well be struggling to navigate through 
all the content, stumbling over inconsistencies and wasting 
time on information that is out of date. 
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2. Who takes down old technical content that is no longer 
accurate? 
If your answer is the technical writer again then most likely 
they aren't taking down old blog posts or any other technical 
content that isn't on your website. If you don't yet have a 
problem in this space, you likely soon will because more and 
more posts are going up every day, and in most cases are 
being left up. The race for everyone to contribute content in 
the form of online posts has been booming for some time 
and evidence shows those content providers forget about 
that content after it has been posted. Acid test, have you 
written any blog posts? How many have you gone back to 
and checked are still relevant? 
 
3. Who are the contributors and consumers of your 
technical content? 
Again, if your answer is just writers and customers then you 
are not in control of you web presence. You need analytics to 
understand who is using your information and how they are 
stepping through it. A great blog post that links to a broken 
page in your product documentation, or worse still doesn't 
link to more information or where to buy your product, is 
only going to hamper your success. You need to know who in 
your business contributes online and have clarity on what 
user needs they are fulfilling. If you don't know this, how can 
you ensure your content hangs together and is serving your 
users? 
 
What can you do about it... 
The content needs for every product are different, as are the 
range of producers and consumers of that content. The first 
step is to understand your digital landscape. This can be 
done as a one off project.  
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Make an inventory of your content and digital channels and 
understand who owns all of it at the moment. Ask your 
known customers where they go for information and how 
they prefer to consume it. Google your product and find out 
what shows up and what doesn't. Use all this information to 
assess your current content health, this is your baseline. 

 

Next, you need to have one clear owner of your product's 
digital content experience, who can orchestrate all your 
content creators, and drive customer-focused transformation 
and optimisation of your content. Long term, to achieve 
content bliss, they will probably need to look into a 
rebalance of your workforce/skills and investment in content 
design, SEO, social, web tools, and content analytics. 

 

Let them tell you what is needed for success. I do have one 
warning for you though, this person can't be just anyone, 
and isn't de facto a technical writer. Sure, you need someone 
with a passion for content and communication, but this is a 
transformation, project management, client advocate and 
leadership role. Oh, and what should you call this person? 
Your Content Strategist. 
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Step back, so your business 
can step up 

Paul J. McCarrison 

 
You’re not irreplaceable - get out of your own way 

 

You wouldn’t want to hand the reins of your business over to 
someone else, would you? Nobody else knows the business 
as well as you do, nobody else understands your customers 
like you do, and surely nobody else is as passionate about 
your business as you are, so you’re the person best equipped 
to handle your business, right?   

 

Wrong. 

 

It’s impossible to work on your business if you’re constantly 
working in it, and it’s time you realise that your involvement 
in every facet of your business is only going to do it damage. 

 

You can be the bottleneck. You can be the one standing in 
the way of your own success. 

 

 

 
29 



Help comes at a cost 
 
You’re probably right that nobody understands your business 
quite as well as you do, and that means that if you step back 
and give someone else charge of many of your business’ 
activities you might only see 70% to 80% of the result that 
you would produce. That’s life – nobody is going to be a 
carbon copy of you. 
 
But the benefits of stepping back are going to quickly 
account for any lost efficiency because after you delegate 
some of those tasks that are real-time drainers, you’ll have a 
lot more time to spend on the areas of your business that 
will actually make you money. 
 
That doesn’t mean that you simply offload your day-to-day 
work and forget about it – you need to have safeguards and 
controls in place to make sure that everything doesn’t go off 
the boil when you’ve turned your attention elsewhere. And 
hey, you might even find that someone else brings new skills 
and talents to what you were doing that make them 
infinitely better at it than you. 
 
Prioritise your time 
 
When trying to grow your business, you should be asking 
yourself the same questions that you ask your customers: 
What are your biggest pain points? What’s getting in the way 
of you finding more clients? 
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More often than not, some of the biggest time-sucks in a 
business are the little things that don’t really add a lot of 
value. The problem is, human nature means we try to tackle 
the little things that have little impact on our business first 
instead of tackling the big hairy problems we’re faced with. 
At the end of the day, the little stuff may have all been ticked 
off, but those monster problems that we need to complete 
to help our business prosper are still left staring us in the 
face. 
 
The other sinkhole we put a lot of time into are the jobs that, 
if we’re being honest, we’re just not that good at. I’m in no 
ways a natural salesperson – I never know when to shut up! 
So when I’m in need of some new customers, instead of 
focusing my time on getting better at sales, I hire someone 
who is an expert at it. Suddenly, something that started out 
as a huge time suck (low costs, maybe, but also low returns) 
is now a highly profitable investment for my business – 
leaving me with time to work on the things that I’m best at. 

 
Think about how to get the most out of what you do. Could 
you contract workers for big projects? Should you be 
outsourcing some of your load? Are you using the right 
software? There are hundreds of ways to solve the problem 
of trying to do too much (and failing at it). 
 
Scaling up 
 
Bottlenecks in a business can actually be fine – as long as 
you’re comfortable where you are, not planning on growing 
bigger or gaining more revenue. If you intend to scale your 
business to ten times its current size then bottlenecks will kill 
that dream. 
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As a business owner, you can’t even begin to think about 
scaling up in size if you’re spending all your time in the 
trenches, doing the tasks that could (and should) be 
offloaded to someone else. There’s no time for strategic 
thinking if you’re up to your eyeballs in mud, all day, every 
day. Once you do start finally focussing on increasing in size, 
it’s important to have a finger on the pulse in all facets of 
your business – but that finger doesn’t necessarily have to 
be your own. When the size of a business increases, the 
number of problems it is faced with also multiply, which is 
why you so desperately need to have people you trust on 
board to help you when the leaks start appearing. The last 
thing you want to do is run into more bottlenecks that 
prevent your business from reaching its potential. 
 
Scaling your business is not something that happens when 
you’re busy trying to survive in the mud. It’s time to stop 
thinking that you can do anything, that your business can 
succeed if only you try just a little bit harder. Scalability is out 
of the question; you’ll never achieve anything more than 
slowly treading water if you take on all the work yourself. 
 
Know where you’re best placed to invest your time, and 
don’t be the bottleneck that’s keeping your business down. 
 

About the Author 
Paul J. McCarrison is the CEO and Director of Rocketshp, a full-
service Interactive Creative Agency that focuses on solving 
problems and increasing return on investment through journey 
based digital consulting and strategy. Paul can be reached 
through Rocketshp’s website: https://rocketshp.com/ 
 
 

32 

https://rocketshp.com/
https://rocketshp.com/


Look Alive! If Your Business 
Isn't Doing These Things 

Online, You May as Well Be 
Dead 
Dave Kustin 

You may think no one’s paying attention to your blog or 
social media, but this story proves otherwise 

 

People are visiting your website. Right now, even as you read 
this. And what do they see? A couple blog posts from 
2016. That doesn’t look right. So they try you on 
Facebook…nada. Twitter…zilch. LinkedIn…crickets. You 
haven’t posted anything since you promoted that blog back 
in 2016. 

 

And people wonder: Maybe they went out of business. Or 
maybe they’re just not profitable. And down the rabbit hole 
they go. 
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True story, bro 
 
Did you know that 57% of the sales cycle is complete before 
a prospect connects with your sales team? Yup. People are 
doing their research, getting educated, and comparing 
options online. Only when they’re narrowed down their 
choices do they reach out to have a conversation. 
 
So if people are going to your website looking for content 
that educates them or helps them make a decision and they 
see that you haven’t been active on social or on your blog for 
years, they’re probably not going to reach out to you at all. 
 
One of our newer customers was lucky enough to have some 
genuinely good people going to their website. 
 
In the space of 24 hours, two people had reached out to 
them asking if everything was okay with the business 
because their blog and social media weren’t current. And 
while these people were kind enough to care, how many 
people just assume they know what’s happening and move 
on to a competitor? 
 
Probably more than you care to realize. 
 
Anybody home? 
 
A digital presence is as essential as your physical business 
presence. A consistently updated blog, active social media 
profiles, and a device responsive website aren’t “would be 
nice to haves”. They are things your business simply must 
have in order to look alive online. 
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These are basic, foundational musts. It doesn’t matter 
whether you think people are reading every single blog or 
eagerly awaiting your next social post. These are the basics 
consumers research to see if you’re even a viable option. 
 
Maintaining your web presence and keeping it looking good 
is just as, or even more important than maintaining your 
physical location. 
 
Consider the number of people your physical business might 
interact with in a year. It’s likely dictated by proximity. Few 
people would jump on a plane and pay you a visit from the 
other side of the planet. 
 
And that’s why a digital presence is more than essential. It’s 
estimated that 3.2 billion people around the world have 
internet access. You’d know if they were all visiting. They’re 
not. 
 
But, consider this: If only 1/100th of a single percent of the 
people who could be curious about you actually were 
curious enough about you to seek you out online, your 
business could generate 323,000 prospects. 
 
Except they’d all think you were out of business. 
 
4 steps to join the living and give yourself a pulse online 
 
If you’re not doing these four things, you basically look—at 
least to any online prospect—like you’re dead. 
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1 Device-responsive website 
2 Active blog 
3 Active social media accounts 
4 A monthly newsletter 
 
An active blog may be the most important of these four 
elements, and here’s why. It’s your most powerful tool to 
offer the thing prospects have determined to be more 
valuable than anything else. And, it’s not your product or 
service. At least not yet. 
 
They’re looking for a two-step thing, actually. 
• Validation 
• Education 
 
Your blog is not a self-promotional vehicle that deserves your 
attention only when nothing else in your business needs it 
(which will be never). 
 
Your blog is the thing that helps people identify and confirm 
that, yes, there are others who have this problem. Your blog 
is the thing that arms them with perspective and education 
about the problem—and which makes you a trusted 
authority. 
 
Your blog is what ultimately leads them to ask you for your 
solution. 
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How do you know that? 
James Harris 

Over the years I’ve navigated people across land, small boats 
across water and aircraft through the air.  Truth be told, I’ve 
often done this with mixed success, sometimes getting 
where I was meant to be when I was meant to be there and 
other times taking more of a scenic route.  One thing this 
experience has taught me, and it’s something anyone who 
navigates regularly knows, small mistakes at the start lead to 
big problems later on.  What I am talking about of course is 
Abbe error, or sine error. 

 

This error can be described by ϵ = h sin θ, but put very 
simply, if you are off course by a small margin at the start of 
a journey, once you have gone a reasonable distance you 
could be a long way off course.  For example, a relatively 
small navigational error of 3 degrees will put you 5 meters 
off course at 100 meters, 25 meters off course at 500 meters 
and so on, until eventually you will have no idea what your 

position is or how you got there. 
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I’ve seen a problem that has parallels to this occur in just 
about every organisation I have ever been involved with.  So 
many times I’ve listened to people in organisations say, “I 
don’t understand how we ended up here.”  If you look at the 
chain of events and apply the logic we talked about above, 
I’m convinced you will often find the equivalent of a small 
navigational error at the beginning that has magnified over 
time resulting in an organisation ending up in a position it 
didn’t want or expect to be in. 

 

I’m going to call this organisational equivalent of a small 
navigational error the ‘unchallenged fact’, and that is exactly 
what it is.  If you start listening for it, you will find that every 
day you are bombarded by statements that people put out 
there as facts without the slightest substantiation.  Most of 
the time this is harmless and to be frank, conversation would 
become impossible if people were required to substantiate 
every apparently factual statement they made.  However, 
problems occur when someone makes one of these 
statements and it becomes the basis of decisions and actions 
that have long term consequences.      

 

There is an approach that I have found to be both incredibly 
simple and very effective in catching these errors relating to 
‘unchallenged facts’, before they grow into big problems.  As 
you may have guessed from the title, this approach is based 
on asking the question, “how do you know that?” 
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What you are looking for is evidence that what is being 
presented as a fact, is indeed a verifiable fact.  Sometimes 
this is straight forward, if someone says there will be a public 
holiday in December for Christmas, this speaks for 
itself.  However, what if someone was to say to you that your 
company should venture into a new market because there is 
growing demand in that market for your product?  I’d be 
inclined to want to see robust research that substantiated 
that ‘fact’ before I took a company off on that particular 
course and I suspect most other people would feel the same. 
 
If the decision looks important, before you head off in any 
direction, you have to ask the question and keep digging 
until you get to a point where you are presented with 
enough evidence that you are confident you are making a 
decision based on fact, or alternatively you are sure that you 
were being asked to take a leap of faith.  By the way, there is 
nothing wrong with taking a leap of faith sometimes, as long 
as you know that is what you are actually doing! 
 
Let me sound a final note of caution, though.  I would 
suggest you do this sparingly.  Whilst being a very effective 
way to avoid setting off on journeys to destinations you 
don’t want your organisation to visit, doing this won’t make 
you popular.  Most people, certainly those outside of an 
academic environment, are preconditioned to think of 
opinions and facts as synonymous for all practical day to day 
purposes.  Most people will not appreciate being asked to 
substantiate everything they say, with the implication that 
their opinions are in some way less valuable because they 
can’t be found published in peer-reviewed journals.   

40 



So, give this a go. You may even avoid a costly mistake by 
asking this simple question, but please pick your battles.  If 
someone was to say, “we should get a bowl of fruit delivered 
to the office every week because that will be great for 
morale”, that statement is purporting to be one of fact, but 
without challenging it, I really have no idea if there is a 
correlation between fruit delivery and morale, and even if 
there is whether there is a causal link.  The thing is though, I 
don’t care.  However, if someone were to say to me, “we 
should move to an open plan office because that will make 
everyone more productive,” you can bet the first thing I say 
will be, “how do you know that?”  
 
 
 
 
 
 

 

About the Author 
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5 Lessons I Learned From 
Richard Branson 

Nasir Yammama 
 

 
 

Imagination is Entrepreneurship’s Fuel, but Notebooks are 
the Vehicle 

 

In the July of 2014, I met Richard Branson in a Shoreditch 
restaurant called Beach Blanket Babylon. I was one of the 
winners of the Enterprise Challenge, an apprentice-style 
competition backed by Virgin Atlantic and the British Council. 
We were ‘young entrepreneurs who Richard Branson 
believed were ‘stars in the making — rich in talent and ripe 
with innovation’. We’d have a masterclass with him and the 
whole place was set for it; from the media personnel to 
Virgin Atlantic and British Council executives. As you’d 
imagine, the busy restaurant was shut down for us. 

 

I jumped to ask how Richard was able to build so many 
successful companies and the Virgin brand. I wanted to know 
the cheat sheet, and if there was one, the one underlying 
principle, factor, or action.  
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Surprisingly, Richard attributed most of the achievement to 
his relentless note-taking. He’d note down an idea no matter 
how simple or complex. He’d make a list of goals to achieve, 
and diligently cross them off. He had a notebook wherever 
he went. 
 
“Some of Virgin’s most successful companies have been born 
from random moments — if we hadn’t opened our 
notebooks, they would never have happened.” He said. 
 
In another instance, Richard said “I can’t tell you where I’d 
be if I hadn’t had a pen on hand to write down my ideas (or 
more importantly, other people’s) as soon as they came to 
me.” 
 
However, the most important part of this lesson in note-
taking is perhaps this timeless advice from Richard: “.. don’t 
just take notes for the sake of taking notes, go through your 
ideas and turn them into actionable and measurable goals.” 
 
Failure is an Art; the Great Entrepreneur, a Picasso 
 
On 1st November 2014, I watched Richard on TV at the 
Mojave Desert, observing the wreckage of Virgin Galactic’s 
SpaceShipTwo which crashed, killing one pilot and severely 
injuring the other, casting huge doubts on Virgin’s space 
tourism program. 
 
Questioned about the status of the mission after this fatal 
crash, Richard said “Yesterday we fell short, we’ll now 
comprehensively assess the results of the crash and are 
determined to learn from this and move forward.” 
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Richard constantly harps on the necessity of trying out new 
things and often failing in order to innovate. He has, in the 
course of the last 45 years faced numerous failures but has 
also been brazen in the face of setbacks. 

 

“Making mistakes and experiencing setbacks is part of the 
DNA of every successful entrepreneur, and I am no 
exception.” He said. 

 

Virgin Pulse and Virgin Digital were companies that failed in 
the same market where the iPod and iTunes flourished 
tremendously. There was once Virgin Brides, Virgin 
Megastores, Virgin Clothing, Virgin Cola and even Virgin Cars. 
These and many earlier failures have only strengthened 
Richard and prepared the Virgin Group for grander visions. 
One could almost say that Richard has mastered the art of 
failing to such extents that we don’t see the failures anymore 
because of the success that surrounds him. 

 

Success is a Mixture of Hopeless Optimism and Extreme 
Dedication 

 

Later in the November of 2014, I attended the Branson 
Centre for Entrepreneurship in Braamfontein, Johannesburg 
South Africa to learn entrepreneurship the Virgin way. One 
of the first things that sticks to your head as a visitor in the 
centre is the motto: ‘Screw it, Let’s do it’. 
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Virgin has been a strong proponent of this mentality for over 
four decades; seizing opportunities and building over 400 
businesses. All because Richard Branson is your ultimate YES 
Man. He famously said “If somebody offers you an amazing 
opportunity but you are not sure you can do it, say yes — 
then learn how to do it later!” 

 

Richard is perhaps one of the only entrepreneurs to have 
built hundreds of successful enterprises in their lifetime. 
According to Richard, when you’re focused on a dream, you 
strive to create opportunities or turn any opportunity into 
the right opportunity. “..We should use every opportunity 
that comes our way as a step towards achieving our dreams.” 
He said. 

 

With these takeaways, I rebooted my entrepreneurial dream 
and for the most part of 2015 and 2016, worked towards 
turning ideas into actionable goals, and relentlessly pursuing 
opportunities that propelled me closer to my dream. This 
involved starting a company in Abuja, going to the MIT 
Global Entrepreneurship Bootcamp in Boston and working 
with various partners in Europe and Africa to build solutions 
in Agriculture. 
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People are Greater than Ideas 

 

2017 was a remarkable year for me. I not only made the 
prestigious Forbes 30 Under 30 list but received the Queen 
Elizabeth Young Leaders Award. This is three years since the 
day I sat with Richard. You’d think he’s busy pioneering 
Interstellar tourism or disrupting a new market to remember 
me. Alas, Richard did not fail to tweet his congratulations to 
me. This moved me incredibly and inspired me to work even 
harder. 

 

Going through the virgin timeline that day, I realised that 
Richard’s life is dotted with his passion for people. You’ll find 
a story of Richard walking in on a sleeping employee and 
trolling them with a picture, a post about him officiating 
virgin staff wedding, a piece about some very radical people 
oriented company policy in which staff could get unlimited 
leave, and of course Richard’s relentless commitment to his 
family. I realised how Richard’s leadership inspires 
confidence, love and trust in the people around him which 
unleashes their best. “If the person who works at your 
company is not appreciated, they are not going to do things 
with a smile” He affirms. 

 

This lesson is perhaps my most valuable as an entrepreneur 
dealing with a fast growing company and customer base.  
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Richard adds: “It should go without saying, if you look after 
your people, your customers and bottom line will be 
rewarded too.” 
 
Fun is a Responsibility, Not a Reward 
 
The marketing team of Virgin Atlantic contacted me in the 
February of 2017 about becoming a Brand Ambassador for 
the airline. I accepted and was soon on a campaign centred 
on entrepreneurs which inspires them to get out there and 
achieve their dreams. This was exciting for me because Virgin 
Atlantic is famous for its marketing, which is often described 
as cheeky and fun in the rather painfully formal aviation 
industry. 
 
A recurring idea in every single Virgin Atlantic campaign and 
indeed business is fun. “What’s the point of working hard 
and being successful, if you’re not enjoying what you’re 
doing?” Asks Richard. 
 
Throughout the Virgin group, fun is seen as a responsibility 
and not a reward. A lot of this of-course stems from Richard’s 
adventurous, thrill seeking and mischief making nature. He 
famously crossed the Atlantic and later the Pacific in a hot air 
balloon. He’s an avid kite surfer and would, in his own 
words“always make the most of any opportunity to pull 
someone’s leg or have a laugh over something silly.” 
 
I have learned that in having fun and making play, we 
become truly free. As such, I make sure that I deliberately 
cultivate a culture of fun and adventure in business and in 
life. 
•  
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4 Great LinkedIn Updates 
Every Social Media 

Marketer Should Know 
Anjali PB 

 
 

LinkedIn, the largest professional network on the internet, 
keeps constantly updating its features which can be 
beneficial both to professionals and social media marketers, 
particularly B2B marketers. Though the primary focus of the 
social media marketing industry is Facebook even for B2B 
connections, this culture would be shifting very soon.  

 

Evidently, LinkedIn’s recent updates show the platform’s 
willingness to embrace the latest online marketing trends so 
as to transform itself into a better content-based platform. 
Thanks to the new functionalities of LinkedIn, businesses will 
have more control over the content and better 
personalization capabilities. That said, let’s take a look at 4 
great updates that could help marketers achieve their goals 
in LinkedIn. 
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Multi-photo posts 
Users can now select multiple photos for a single post. With 
more images to choose from for a single post, the content 
can be more personalized now. The right images will drive 
more engagement, with the content being more appealing 
to viewers.  
 
Post videos natively through LinkedIn app 
Back in the days, a LinkedIn user had to switch to the camera 
roll or other sources to post videos on LinkedIn. Now, the 
LinkedIn app allows users to record and post videos from 
within the app itself, presenting an easier method to share 
professional or personal perspectives. Uploading videos to 
LinkedIn is not a hassle anymore.  
 
In addition to recording and posting videos with the app, the 
user can also share previous recordings without having to 
navigate to a different source. This can be effective during 
time-sensitive situations.  
 
Content sharing beyond LinkedIn 
Ever wonder why many companies in the SEO also offer 
social media marketing services? They both go hand in hand. 
The objective of both is maximum exposure. When it’s social 
media, more viewership means more exposure.  
 
For LinkedIn users, each content share only reaches a user’s 
connections or followers. Paid advertising can boost the 
reach.  
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This new feature can expand organic reach however where 
even guests and logged-out users would see posts, videos, 
and articles on the platform. The highlight is that the content 
can reach people who aren’t even LinkedIn members.  
 
Enable/Disable comments 
This new feature gives users more control over comments. 
Irrelevant comments on posts that are actually generating 
engagement can be quite frustrating for marketers. This new 
feature is the result of LinkedIn’s efforts to provide and 
sustain a professional environment that encourages people 
to share their thoughts in a civil manner. 
  
The feature to enable or disable comments on posts can be 
useful for marketers who manage content daily. It can 
essentially prevent viewers from seeing a comment that 
drives them away from the intent of the post’s content.  
 
Conclusion 
LinkedIn’s recently added features ensures a professional 
environment where businesses can manage and post their 
content better, and drive engagement without much hassle. 
Social media marketing in Dubai can be quite challenging as 
it requires deep knowledge about the users’ pulse and 
changing trends. 
 
Not every SEO company can offer reliable social media 
marketing services. But if you can get a great SEO service and 
social media marketing service on a single package, it could 
be the answer to building your brand online effectively. 
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Is Your Website Content 
Killing Your SEO? 

Phillip Reinhardt 

 
 

The days of building website content for search engine bots 
is truly over. Today, your content should be optimized for 
readability by humans, not by some type of keyword-
munching creature that boosts your rankings for truly 
terrible content. If the content on your website was created 
several years ago and is following some of these older 
standards, it could easily be hurting the placement of your 
site in search results. Your results page placement ultimately 
affects your sales and prospecting, so it's an important topic! 
See how many of these cardinal sins of the search engine 
you can find on your website, and get ready to squash them 
quickly! 

 

Don't Link Your Homepage 

You want everyone to come directly to your homepage, so all 
of your internal articles should link there -- and ALL your ads 
should, right?  
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Eek, if you're doing this: stop right this minute! With a few 
tiny exceptions, ads should never link to your homepage! 
Why? Because you should always be driving your visitors to a 
specific call to action, and that is rarely found on your 
homepage. Instead, you should send ads to a specific landing 
page based on the action you want them to take. This helps 
your site SEO because people are less likely to bounce off the 
page. 
 
Poorly-Structured Navigation 
Poor navigation cues your site visitors in the wrong direction. 
Plus, having your navigation too low on the page will tell 
robots that the navigation is not an important part of the 
site. Bots read your site from top to bottom, assigning the 
greatest importance to information at the top of the page. 
The goal is to make the site look as natural to search engines 
as it does to humans -- and as valuable. Skipping the 
navigation altogether on a landing page can have merit, but 
it can also be dangerous as visitors do not have anywhere to 
navigate after submitting a form. This reads to search 
engines as a bounce -- a metric that you don't want to be 
assigned to your site! 
 
Focus on Human Interactions 
While there are some tips and tricks you can utilize to make 
your website more attractive to search engines, the main 
way to improve your ranking on the results page is simple: 
write better content! Human beings are the ones who test 
whether or not your content has merit. Whether it is 
interesting, engaging, insightful or educational. 
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If the individuals reading the content on your site find it 
uninteresting or boring, they are going to bounce directly 
back to Google to look for something better. As this happens 
over time, Google and other search engines learn that the 
keywords you're promoting so heavily are not providing 
users with the value that you desire. 

 

What happens next is particularly ugly. No matter how much 
you advertise or how diligent you are in creating high-quality 
content in the future, your site has been branded as 
an underperformer. Unfortunately, the reality is that no 
matter how good your content is unless people are linking to 
it you're not going to get the benefits that you need. Submit 
your content to medium-sized websites as a guest blog, 
reach out to potential partners and generally be a good 
partner in the community. 
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Marketing Data Pinpoints 
Content That Creates 

Customers 
Kristin Jones 

Ask nearly any marketer what their top priority is, and the 
answer will be converting contacts or leads into customers. 
That has been the consistent result in both the 2016 and the 
2017 versions of HubSpot’s annual State of Inbound Report, 
which checks the pulse of marketers worldwide. 

 

In the State of Inbound 2017 Report, 70 percent of 
respondents named “converting contacts/leads to 
customers” as one of the companies top marketing priorities 
for the next 12 months, far outranking the 55 percent who 
cited growing traffic to their company website. In other 
words, they recognize that it’s not enough to bring visitors to 
the site—you need to understand which lead generating 
offers lead to sales. 

 

If only there were a way to know which of the dozens of 
landing pages, and the offers they control, were most likely 
to generate customers? 
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If you are using a solution such as HubSpot, with its closed 
loop marketing capabilities to follow a lead’s interactions 
with your website from first conversion to conclusion, you 
can know. 
 
Lead-to-Customer Conversion Rate 
A first step to identifying high-performing landing pages and 
offers is to know your overall lead-to-customer conversion 
rate. Of all the website visitors who convert into leads on 
your site, how many eventually become customers? 
 
Using this average as your baseline, calculate each landing 
page’s lead-to-customer conversion rate individually. 
 
Identify those that have higher than average rates, and then: 
 
1. Promote those specific pages more frequently, through 

blog posts, website CTAs, organic social media, and paid 
social media or outbound emails, if those are a part of 
your overall inbound marketing strategy. 
 

2. Use the similarities among your highest-converting 
landing pages and assets to guide your strategy for 
planning additional campaigns. What do they have in 
common? Does a certain topic seem to be more popular 
among the leads who become customers, or a certain 
content format? 
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You also can go deeper into each high-converting asset’s 
metrics and the closed loop marketing data associated with 
it to determine at what stage in the buying cycle that asset 
appears. If downloading that asset is typically the final 
interaction a lead has with your website before making a 
purchasing decision, then that action should be a trigger in 
your lead qualification system. 
 
Similarly, take a closer look at those landing pages and assets 
with lower lead to customer conversion rates. Consider: 
 
1. If they have a high visitor-to-lead conversion rate, but 

fail to convert leads to customers, is the lead nurturing 
workflow failing? 
 

2. If both the visitor-to-lead and lead-to-customer 
conversion rates are low, is there a disconnect between 
the calls-to-action and landing page? 
 

3. Can these be corrected to change results, or should this 
type or topic of content be discarded? 
 

Knowing which offers and landing pages generate not just 
leads, but customers, is an essential step in building and 
maintaining inbound marketing growth, as well as addressing 
another top marketing priority: proving the ROI of marketing 
activities—cited by 39 percent of State of Inbound 2017 
respondents. Understanding data and knowing how to make 
it work for you is just as important to marketing as 
understanding human behavior. 
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