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Marketing is simply 
the art and science 
of words. It’s not 
a vessel used to 
market yourself. 
It doesn’t matter 
if you are using 

video marketing, 
email marketing or 

collateral marketing. What 
does matter is how it’s written.

Here are three steps to 
making sure you’re choosing 
the right words. The first is 
to focus yourself around the 
client. Marketing is all about 
relationship-building with your 
target audience, and what 
does every relationship need? 
Reciprocity. Empathy. Trust.

The second is to not overwhelm 
your readers. Remember the old 
adage “less is more”? We live in 
a world of instant gratification. 
Providing too much informaton 
off the bat can distract from your 
core brand message.

Finally, don’t forget a call to 
action. You haven’t successfully 
converted a lead until your 
customer completes your call 
to action. Make it crystal clear 
what people must do in order to 
advance to the next step of their 
journey with you.

Implement these steps in when 
writing website and product 
messaging, and you’ll see 
the positive differences in the 
way customers respond pretty 
quickly. 

Good Luck!

Mary Murphy
Senior Executive of Sales
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When you are selling a product, promoting an event, or driving 
subscriptions, you want marketing copy that sells. Fortunately, there 
are some basic principles that can help you craft copy that moves your 
audience to action. These principles work because no matter who the 
buyer is—young or old, fast-food junkie, or organic fanatic—we all have 
the same set of needs (or underlying motivators) that drive our purchases. 

Write marketing copy that sells!
WORDS HAVE POWERWORDS HAVE POWER
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While some products and 
services meet more than one 

need, you’ll generally get better 
results by picking the one most 
relevant to your product. 

Say you sell home security 
systems. You could pick any number 
of motivators. The most obvious 
is security: “If your house catches 
fire while you are not home, would 
you be able to save it?” But you 
could use others, too. For example, 
love: “Your kids already think you’re 
the world’s greatest dad. How 
much more will they love you when 
you protect them with the world’s 
greatest home security system?” Or 
esteem: “Does your neighbor have 
better security than you do?”

Once you pick the right 
motivator, you can follow these 
simple principles to drive your 
message home. 

Keep it simple 
Grab the buyer’s attention. What is 
the one thing that matters most to 
them right now? 

Provide details 
Give them concrete details about the 
benefits of your offer. “Acme  
Home Security saved 563 homes 
from destruction by fire last year.” Or 
“Switching to Acme Home Security 
can save you $333 per year.” 

Be credible 
Back up your claims. Use 
testimonials from experts and 
customers. Add badges and 

certification logos. Offer a money-
back guarantee. 

Get emotional 
Make people care about what you 
are selling. Use stories to tell how 
your product benefited real people 
just like them. 

Call them to action 
Once you’ve got their attention, 
include a powerful call to action. 
“Don’t wait! Call us today before it’s 
too late!” Or “Act now before the 
price goes up!” Don’t assume your 
prospects will take this step on their 
own. 

Use these items as a checklist next 
time you create your marketing copy. 
Then see what a difference using this 
approach can make for you. 

SIX PRIMARY MOTIVATORS  
THAT MARKETERS TAP INTO 

•  Physical 
(food, shelter, clothing)

•   Security 
(protection, safety, privacy)

•  Love  
(social acceptance, belonging)

•   Esteem 
(approval, independence, status)

•  Self-actualization  
(“be all you can be”)

•  Altruism  
(desire to “do good”) 
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Avoiding the Content 
Marketing Disconnect

Content marketing, especially in the B2B marketplace, is one of the fastest growing marketing strategies 
today, and for good reason. Before buyers ever contact your company, they have done the bulk of their 
research on your product and product category. How do they do that? Content! 

Uberflip, a content delivery platform, recently 
conducted a survey of B2B buyers and marketers to find 
out. It compared buyers’ needs and expectations regard-
ing content to the content that marketers are actually 
delivering. The results? Marketers are sending content, 
but not always the content B2B buyers are looking for. 

For example, when it comes to personalization, B2B buy-
ers are looking for content to be personalized as follows: 

The problem I’m looking to solve (26%)
My company  (22%)
My industry (14%)

What personalization are marketers sending most often?

The customer’s name (51%)
The customer’s company (42%)
The customer’s industry (40%)

So before you send that personalized postcard, email, or 
kit, make sure you understand and address the recipient’s 
pain points. 

The same disconnect occurs with content marketing as-
sets. What assets do B2B buyers want and what are 

marketers sending?  B2B buyers prioritize user reviews 
(64%), product tours (43%), and video (33%). Yet mar-
keters are most likely to be sending sales sheets (47%), 
white papers (42%), and e-books (30%). 

There are challenges with closers, as well. When it comes 
to making the purchase decision, marketers are focusing 
on personalized calls to action. But what do buyers say is 
most important? Content relevant to their needs!

Understanding this disconnect between marketer and 
buyer should have a strong influence on the design of 
your print and digital pieces. Include user reviews as part 
of your layout. Use QR Codes and augmented reality to 
incorporate product tours and other videos right into the 
printed or digital page. Incorporate user stories at the 
right time. 

Your audience’s content needs will differ by industry ver-
tical and company position, so do your research. Under-
stand not just the type of information your prospects are 
looking for but the format in which they want that infor-
mation to be delivered and when.

Regardless of the channel you use, relevant content is critical. 

But for content to be effective, it has to connect with the audience in a way—and at 
the time—the audience expects.  Marketers may understand this 

intuitively, but how well do they put it into practice? 



5 reasons you need to use Content Marketing
If you choose to use 
content marketing 
that means you have 
given yourself to the 
process of thoughtfully 
researching the best 
forms of content 
to market your 
business. Here is an 
example list, (but not 
limited) mediums you 
may choose for your 
content marketing: 
Blogging, Vlogging 
(Blogs in video form), 
Podcasting, Informative 
graphics, Email, Ebooks, and 
webinars. FYI… your website has 
content and can be its own form of 
content marketing.  

These mediums are just tools. If you 
need to cut a board, you don’t just 
grab a hammer. You strategically 
find the best tools for content 
marketing, but don’t feel trapped to 
use them all.  

Here are 5 reasons you need to use 
content marketing.  

1. Making You Credible  

Content marketing can make you 
credible. If other businesses, who 
compete with you do not have 
content promoting what they do 
or even content showing they 
can solve problems, but you do, 
chances are sales prospects will 
see you as more credible. Maybe 
you have chosen a monthly blog 
to build a market audience.  If you 
keep their attention, you have made 
yourself credible.  

2. Content Marketing - Your 
Resume In Content Form  

Content marketing can be used to 
talk about your success stories with 
other businesses. It is not bragging. 
Most people do not want to be 
guinea pigs for anyone. Content 

leads. Many are 
comfortable online 
being consumers. 
Everyone loves the 
ease of going to 
the Supermarket to 
get fresh fruits and 
vegetables to consume. 
Few want to be the 
farmer who sows, 
waters, and reaps to get 
their goods to market 
for the consumers. 
Content marketing is 
work but done properly 
it can produce leads 

and clients for you giving you a 
harvest. Like working a field, it does 
take time.  

5. Educating Through Content 
Marketing 

Content marketing can help 
educate a purchaser in the sales 
process. Do you have a strategy 
to help educate your market 
audience? If you do, it can make 
you more credible. That credibility 
will add efficiency to the sales 
process. Education through content 
marketing will bring understanding 
to any prospect. If people do 
not understand something, that 
means they are confused. In 
general, most people will run 
from confusion. Again, you are 
producing understanding through 
content marketing will garner your 
credibility, making you an authority 
in your field.  

Find someone you know who 
can help you work out your ideas 
and strategies for your content 
marketing. If you do not have 
someone, contact me at Immerge. 
We’re happy to help you develop 
some ideas.  

John Frost 
Immerge Business Development 
Representative

marketing will allow you to explore 
in detail what you did to make a 
client successful and break down 
the journey of how you served them 
to succeed.  

3. Content Marketing Is a 
Different Medium 

There is nothing wrong with 
cold calling, but there is nothing 
wrong with creating content that 
allows prospects in a market to 
get to know who you are either. 
Content marketing provides you 
the opportunity to tell people who 
you are. It is a different way of 
connecting. Instead of calling or 
visiting prospects individually, you 
create a digital space with content 
giving your market audience 
the freedom to come see you. 
Remember, we all have devices. 
Most people are on their devices 
all the time. If you are consistent 
with your content marketing, 
you can build a mass of leads 
and relationships because your 
prospects will find you on their 
devices.    

4. Consistent Content Marketing 
Is Work That Produces 

If you do content marketing 
consistently (and do it well) content 
marketing can produce qualified 
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King and Sanders were awarded 
employees of the first quarter
Tanika King and Charles Sanders, 
Mailing Operators, were recently 
chosen Employees of the Quarter at 
McClung Companies. Established 
in 1992, the award is based on 
recommendations from fellow 
workers and recognizes McClung 
employees who display extraordinary 
dedication to their jobs.

“They were first introduced to me as 
the ‘Dynamic Duo,’ and they have 
more than proven the name is true!” 
noted Mailing/Digital Coordinator 
Josh Tooley. “Both Charles and 
Tanika are always willing to help out on any project, lending 

their amazing speed! We are more 
then happy to have them on our 
mailing team.”

King has worked nine years at 
McClung and lives in Richmond. 
Sanders has worked 17 years at 
McClung and lives in Louisa.

For 75 years the award-winning 
McClung Companies continues to 
serve the graphic communication 
needs of our partners with the latest 
technology and with highly skilled 
and motivated employee owners.

Visit our NEW Website!

www.mcclungco.com

Tanika King

Charles Sanders

What rock legend was lost 
on August 16, 1977?
Email answers to mcmarket@mcclungco.com  
by August 31. Be sure to include your name and 
phone number. One name will be chosen from 
all entries and will receive a cool gift card!

Congratulations to Becky Harris at TrustPoint 
Insurance for winning last issue’s McQuiz 
contest. She got a $25 gift card. Day and night 
are equal in time on a vernal equinox.

• Improved design and 
navigation tools

• Easier access to 
services 

• Addition of social 
media links

McClung promotes Holsinger
McClung Companies has announced 
the promotion of Linden Holsinger 
as Shipping/Fulfillment Coordinator 
effective May 1, 2021

“Serving as McClung’s Senior 
Delivery Driver, Linden Holsinger 
brings a level of maturity, 
organization and quality service 
to the newly developed Shipping/
Fulfillment Coordinator position,” 
noted Sheila Southall, Vice President 
of Operations. “He is dedicated 
in providing exceptional customer 
service.”

Holsinger has worked two years at McClung and lives in 
Staunton.

Linden Holsinger

Dear friend,


