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Transcript:  Jama St John and Kristin Harad 

Kristin talks about a “campaign strategy” where you’ll learn how to set up your own easy-to-

follow game plan to drive results. 

 

Jama:  Hello, and welcome to your Strategic Business Building call.  I’m your host 

Jama St John of Strategic Virtual Solutions.  I started my business in 1996 and have 

grown it to a successful, multi-virtual assistant and Infusionsoft consulting and 

training business.  I know the challenges that online business owners face on a 

daily basis and started Strategic Business Building so you can get quick strategies 

from experts who have been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re 

talking about a plan of attack that you can take action on immediately.  

Today we have Kristin Harad with us.  I’ve worked with Kristin for a couple of years, 

and I’m really excited to be talking with her today. So welcome, Kristin! 

Kristin:  Thanks, Jama, I’m happy to be here.  This is an exciting opportunity for me 

because I’m extremely passionate about helping entrepreneurs grow their business 

and take it to the next level.  Again, I’ve also had the opportunity to create two 

businesses from scratch, and I can absolutely appreciate the hard work, energy and 

emotions that go along with that.  So I’m happy to be here to share my expertise 

and knowledge which is specifically in the arena of marketing. And I’ll just give a 

quick overview to say I’m a certified financial planner; I started a financial planning 

firm, took it completely from scratch to a meaningful six figure income in less than 

three years.  And I’ve also transitioned into launching a marketing consulting firm in 

the last two years, which I’ve also taken to six figures. 

So very exciting, passionate work that I do; I’m super excited about it, and today 

we’re actually going to talk about a key marketing strategy that entrepreneurs must 

be using right, which is content marketing.  And another concept I’m going to layer 

into that is campaign marketing – so how can you use your content, that you create, 

whether it’s spoken or written or recorded, video – how you use your content to 

reach the right prospects through your brand and through an association that your 

prospects are already comfortable with.  And we want to talk about this because we  
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are going to zero in on leverage:  how can we use leverage to catch the attention of 

an already engaged audience somewhere else, where you can have the benefit of 

the attachment or outright endorsement from your association with this other 

partner. 

Quickly, let’s talk about content marketing in case it’s new to you.  I suspect for 

everyone listening in that you’re familiar with getting out in the world and sharing 

your own education on topics that are relevant to your business and to your clients 

and your prospects.  It’s also about sharing editorials or your opinion on different 

matters and having a voice. And then content marketing is also about 

entertainment.  So how can you put yourself out there in a way that is going to 

engage people beyond just educating and providing opinion? 

And the reason we care about content marketing is because when you take the 

strategy of sharing and educating your prospects and being very specific on 

connecting with your target audience, you’re communicating with them without 

selling, and you’re essentially saying, “I’m going to give and give and give,” and the 

premise is that you will receive in return and that prospect will take a revenue-

generating action for you, and then over time become a loyal client. 

So by going out and sharing your content, you are then able to build a base of loyal 

clients - of course over a long period of time, but that’s why it’s important to have a 

strategy behind it, so you don’t just burn the candle on both ends, trying to get your 

work out there. And I’m sure you know what I mean, Jama. 

Jama:  A lot of entrepreneurs have blogs, and that ’s a way that they are sharing 

their content.  Is that enough, or should they be doing more than just a monthly 

blog? 

Kristin:  I love blogs and blogs are for all their reasons, which I’m sure we could do 

a whole other call on, they are a way for you to get fresh content out in a regular 

way on your website and push it out to your list and your followers, which is 

fantastic.  But just kind of posting a blog and waiting to see what happens is just not 

enough.  I mean, that is definitely an area where you are controlling it and taking it, 

but our goal, then, is to take that content, and the blog content is a great platform to 

leverage, and push it out even further into the world.  So finding out and saying, 

“Hey, I have this content, these ideas, this voice that I share,” - how is it that you 

can take that and get it out into the world in more places?  Because when it’s on  
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your blog, you’re almost waiting for people to come, and you’re sharing through 

email, but we really want to say, “Okay, I have this persona and now I can get out 

into the world and take it to the masses,” as it were, or to your target audience, 

because I don’t want you to be everything to everyone. 

So first things first then, you want to be absolutely clear on your ideal client, your 

target audience:  who is it that you want to share your content with?  And then this 

is the key; this is the leverage, this is the campaign piece.  This is where we say, 

okay first you’re clear on the ideal client; all of your marketing always starts there.   

And you should already know who that is, because you’re writing a blog, and we’ll 

use the blog as an example, but maybe you have a radio show or you ’re writing a 

blog or you’re recording videos - but you’re talking to a specific kind of client.  And if 

you don’t know what your clients is, it’s hard to know if a venue will fit for you to 

share your content, because you don’t know who you want. 

Jama:  If your audience is or your target client is 50 year old single women, you 

don’t want to be writing content geared towards 20 year old married men. 

Kristin:  Well yes, and that would be absolutely insane, but that ’s not to say it 

hasn’t been done for sure, but even so, if a 20 year old married man comes to you 

and says, “We loved your piece on this, and we’d love to feature a guest blog post 

from you,” you want to say no to that one because it’s just not going to help you 

attract the type of people you want.  Because it’s not matching.  You’re trying to 

find, and that takes me right into the next thing I want to do, and that is you’re trying 

to identify those venues – the organizations, the groups, the clubs, the retail outlets, 

the other blogs, newsletters, local or targeted magazines, websites, companies, 

speakers, authors, all those venues who have a readership, a mailing list, a viewing 

audience, a listening audience, a customer base or a following similar to your ideal 

client or close enough. 

Jama:  How do you identify those places?  How do you find them? 

Kristin:  That is the challenge, and this is where a little bit of the leg work comes in.  

I know we all want the magic bullet – this is how it’s done – but this is where you 

just start saying, “Alright, I’m very clear on the target audience, now I’m going to go 

out and find those people.”  So you just have to start what I say, sussing out 

opportunities, identifying those venues and getting out there.   
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So, how do you do that?  Quite simply, it’s paying attention.  Walking around where 

your target audience is.  And I know there are a lot of virtual businesses and we’re 

building online businesses, so you’re not literally walking the streets, though you 

might be!  But you go into Google and type in, “Meet up groups for professional 

women” or “Chicago area singles” or “nutrition 20 year old women.” And you try to 

find the top Google listings that come up, whether it ’s blogs or associations.  A lot of 

times I’m typing in going, “Okay, health and nutrition association in Charlotte, North 

Carolina,” because you’re trying to connect with a very targeted group of people.  

So it’s almost a fishing expedition, right?  Going into the search engines.   

But then also, ask your clients; ask the people who are already with you, “What are 

the organizations?”  Create a survey, and send it out:  what are the organizations 

they’re a part of?  What associations do they join?  What are the commonalities 

among those people?  What are some of their favorite blogs that they read almost 

every day?  What are the mailing lists they’re on?  So ask the people who are your 

ideal clients. 

Jama:  That’s an excellent idea. 

Kristin:  And you can get out there and then you know!  And it’s really any time – if 

you’re drawn to a website, to a professional, to someone else who is in your space 

in some form or fashion, look at them and say, “How is it that I could partner with 

them, because we have the same list.”  Even (dare I say it) if they’re a competitor, 

because you know that the power of two coming together is stronger than just one.   

So what is it that you together can show and bring? 

Jama:  So, Kristin, once we have identified who our target audience is, we know 

where they’re hanging out, then what do we do?  How do we start sharing with 

them? 

Kristin:  Oh, great question!  So let’s say, for example, you’re running a blog, which 

I know a lot of virtual businesses and businesses in general are doing.  You have a 

blog and you want to expand your reach.  So you are going to identify other blogs 

that reach your target audience.  The first thing you want to do, let’s say your goal is 

to get a regular guest post on their site. That’s your end goal.  So here’s where you 

are going to launch your campaign.  I say ‘campaign,’ because we have multiple 

steps we are going to do to make it happen.  So you ’re going to identify all the blogs 

that you want to reach out to.  And then, on a regular basis (once a week or twice a  
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week), you’re going to get in there and start commenting on their blog.  You are 

going to share your opinion; you are going to respond to what they are saying.  And 

your goal is to contribute and to get to know their blog and to catch the writer ’s 

attention.  Anyone who has a blog knows that you ’re reading every comment that 

comes in. 

Jama:  Oh, yes. 

Kristin:  And none of us are The New York Times; we’re not getting hundreds of 

comments at a time, and if you are, great – good for you!  But I bet you’re reading 

them too.   

And then what you are going to do is you’re going to reach out to the author, and 

you’re going to say, “I’ve been following your blog, and I would be absolutely 

delighted to be able to share___.”  Well, first and foremost you will have been 

reading their blog and you can offer up to them, if you have your own blog, “I would 

love to feature a guest blog post from you on my site.”  So you offer first to them, for 

them to contribute to you.  And if that’s something they don’t want to do, then the 

next step in the campaign is to say, “I have a few ideas that I think would be very 

appealing to your audience.” And you list out three different ideas that they don ’t 

have on their site that you could share. 

Jama:  Sometimes by offering them as a guest on yours, then you get that 

reciprocity of them then offering you to be on theirs. 

Kristin:  Oh, absolutely.  And if you’re a blog writer, you know it’s really hard to 

come up with content week after week, day after day, month after month – whatever 

your frequency is.  So you really welcome it, and it is generally, ‘I’ll give and likely 

I’ll receive.’ But if they don’t provide that, be happy knowing that you’ve provided 

great content to your audience and it may come back around in six months.  So 

you’ve got to go in authentically, wanting to give.  You have to like it, so you can 

share it to your audience.  But if you see it and you think, “I’d like to share,” send 

them three ideas.  Say, “Look, I know your audience faces this problem, and I could 

write a topic on these three different ideas.”  And then follow up again if they haven’t 

said, “Yes, go ahead,”  follow up again and say,” I took the liberty of writing a 

sample post for you, if you’d like to use it, feel free to take advantage by this XX 

date,” because you might move on to use it for your own or give it to someone else.    
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But follow up again!  Check in and say, “Have you had a chance to read?  I’d like to 

share it.”   

Again, a lot of times in marketing execution, it ’s all about the follow up.  So you’re 

not bugging someone; you’re checking in.  And you’re doing it strategically with 

certain points over a period of time.  And the best way to leverage it and do the 

most is to identify five, ten or twenty blogs, and do this all at one time and reach out, 

so you’re reaching multiple outlets with one effort.  So you do that and you say, 

Okay, for this eight week period of time, I’m going to follow my steps, follow up with 

each of these blogs and secure some guest posts on a percentage of these blogs 

out there.”   

Jama:  Okay. 

Kristin:  And it takes work; it takes time.  And a blog is just one example.  You 

could reach out to organizations and do the same thing saying, “I’d like to speak to 

your group; I’d like to offer to interview you for a webinar.”  And you could pull 

together events like that by doing the same thing:  by creating a campaign and 

leveraging multiple touches over a period of time.  So, you ’re reaching out to the 

organization; you’re saying, “I would love to interview you for my event,” and then 

you have again, the reciprocity of either being interviewed for an event they’re 

doing, or at least you can have them reaching out and emailing their list to promote 

the content.  So you’re leveraging content that you have or that you are creating to 

reach more audiences than your own. 

Jama:  Okay.  We’ve got just a couple of minutes left. What would be the biggest 

strategy that our listeners could take away to start leveraging their content? 

Kristin:  Well I think the biggest thing to think about is how is it that you can take it 

out of your mailing list and out of your website and extend beyond.  So do you have 

a series of blog posts, for example, that are all on the same sort of topic, that you 

could break down into little bits of 140 characters or small Facebook posts where 

you could break down into a campaign where you could post on your social media 

channels?  Nuggets, ideas from each of these posts?  Can you get out there and 

have a campaign over a period of two months where you take some of your best 

blog content and break it down?  Get it out there.  Get it into social media.  Get 

people sharing it.  That’s another way to take what you’ve already created and use 

it again and again.  So break it down into tips.  Create a campaign of one hundred  
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tips that you have for your audience and get it out to Twitter or Facebook or 

LinkedIn or wherever your audience connects.  

And then when you’re thinking, like I said with the blogs, keep a list running:  what 

are all the blogs or organizations or associations that attract my audience?  Keep 

the list going, and reach out to them in groups over time. 

And then finally, get that survey together; send it out to your audience and say, 

“Hey, what are you involved in?  What do you participate in? What are some 

organizations?  What are you reading?”  Ask the people who you already have, and 

they will be more than willing to share.  And I think that is one of the things that 

business owners don’t do enough of and something we could do to get out there. 

Jama:  I know we’re out of time, but I have one more question.   

Kristin:  Oh, that’s fine.  You know I could talk all day, Jama, so you’ve got to reign 

me in. 

Jama:  I can just hear people going, “Yes, that’s great, but I don’t have time.”  How 

much time would you recommend they spend a week?  I would say, checking in on 

blogs to comment on blogs.  I mean, are we looking at fifteen minutes a week or an 

hour a day – how much time should they set aside for blog commenting and doing 

their campaign? 

Kristin:  Well, that’s a great question.  So I usually say take one hour a week and 

go in and comment on the blogs.  So have five that you ’re interested in.  If you only 

have five then you can spend thirty minutes.  But take an hour where you’re going in 

and you’re commenting on the blogs; you might be tapping into LinkedIn and 

participating in your communities.  So it’s an hour where you’re getting out and 

reacting to posts and comments and social media – where you’re responding.  

You’re not driving content; you’re responding to others to be a meaningful 

participant.   

Jama:  That’s doable. 

Kristin:  Yes, exactly!  And then on the proactive side with your campaign, it’s going 

to take a little more effort, but what you can do is block off a planning day or two 

days. You can literally sit down and write a full social media campaign that you load 

up into a tool like Hootsuite that runs for you over time.  You can sit down and knock  
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that out in two days:  take content you’ve already had, break it down into a 

campaign, load it up into Hootsuite and it runs for two months while you’re doing 

other work! 

You have to get into it; as with anything there ’s a bit of inertia on startup, but once 

you get going, you’re like, “Wow!  This is the greatest thing I’ve ever done!  Why 

didn’t I do this sooner?”   

Jama:  Yes, absolutely! Thank you so much!  I know you ’ve got a gift for our 

listeners:  The Social Media Blueprint.  Would you like to give us a quick overview of 

what that is? 

Kristin:  Yes, certainly.  This is an exciting how-to guide where we just break down 

exactly how to create one of those campaigns that I just told you about.  So how is it 

that you can take a central theme that you’ve developed through content, break it 

down into social media bites, and then how is it that you can leverage a tool such as 

Hootsuite or TweetDeck that can distribute that content automatically behind the 

scenes on your behalf over a campaign period, whether it’s a month, two months, 

three months or even the whole year! 

So this guide breaks it down, step by step – I mean literally screen shots, how-to, 

fill-in-the-blank exercises 

Jama:  Cool! And they can get that gift at 

www.strategicbusinessbuilding.com/kristinharad.  And thank you so much, Kristin, 

for sharing that information today and for giving our listeners that awesome gift! 

Kristin:  Well thank you, Jama.  I’m happy to participate. 
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Contact Us: 

 

Strategic Business Building Website: 
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Strategic Virtual Solutions Website: 
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Phone: 

404-477-4267 

Email: 
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