
T
M

SA
 R

IS
E

 ‘2
1

1

WRITING KILLER 
CONTENT IN
1 HOUR OR LESS!

C O N R A D  W I N T E R

c o n r a d w i n t e r . c o m  •  c o n r a d @ c o n r a d w i n t e r . c o m
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HERE’S WHAT WE’LL COVER 
TODAY:
W H Y  C O N T E N T  M AT T E R S  /  C O N T E N T  T R E N D S

K I L L E R  C O N T E N T  &  1  H O U R  O R  L E S S  D E F I N E D

“ T H E  H O W ”  – C R E AT I N G  A  S I M P L E  P R O C E S S

P U B L I S H I N G  &  C U R AT I N G

P I T F A L L S  T O  A V O I D
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WHY 
CONTENT 
MATTERS

CONSIDER THESE 

CONTENT MARKETING 

TRENDS:

60%  
MARKETERS

rank Content Marketing “very” 
or “extremely” important”

to their overall marketing strategy 
(Hubspot survey)

Source:  https://siteefy.com/content-marketing-statistics/

67%  
MORE LEADS/MONTH

B2B Marketers who Blog 
compared to those who don’t

6x
INCREASE IN 

CONVERSION RATE
For companies using content 

marketing 
compared to those who rely on 

traditional marketing

62%
LESS COST

For Content Marketing

Compared to old forms of 
advertising
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‘KILLER CONTENT’ - DEFINED

OBJECTIVE

Content that helps 
give you visibility, 
keep your brand 
fresh and generate 
leads

CRITERIA

Can be written 
in one hour to 
facilitate a 
monthly or bi-
weekly 
cadence

DELIVERABLE

400-500 word 
written article that 
could be published 
as a blog post, top 
sheet, case study 

or e-blast.
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What would you do if you only had one hour?
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1 Hour or Less - PREREQUISITES
MUST HAVE’S

• Niche (know the market segment are you 
playing for)

• Personas (know who you’re targeting)

EXTRA CREDIT

• Search terms (keyword strategy)
• Core brand messaging (your value 

proposition, key messages and brand 
voice or company boilerplate description)
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Core brand messaging - EXAMPLES
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Format 1 – “The Rant Rint”

Executive commentary, 
perspective or rebuttal 
on a piece of third-party 
content 

(Always link to the third-party article)
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Format 2 –“Plug & Play Q&A”

Question & Answer 
(Q&A blog post)



T
M

SA
 R

IS
E

 ‘2
1

10

Format 3 –“Tipping Point”

Reference a current event, 
state the implication(s) and 
offer to help reader 
respond
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Format 4 –“Spotlight, please”

Spotlight – Employee, 
Leader, Facility/Satellite 
location, New service or 
capability
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Format 5 – Survey ‘Two-fer’

Survey & Results
• Part 1:  launching the questions for 

the survey
• Part 2:  publishing an article sharing 

the insights/results of the survey
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Who’s tried any of these? – YOUR OPINION
The Rint

Plug & Play Q&A

Tipping Point

Spotlight, Please

Survey Two-Fer
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The “How”- CREATING A SIMPLE PROCESS

DOES NOT INCLUDE PUBLISHING TIME in CHANNELS, see next slide

1 2 3

Power Prep
10 minutes

Gather Input
20 minutes

Fast Draft
30 minutes

• Generating your questions to 
be answered OR Generating a 
content outline

• Email it to the subject-matter-
expert (if another person is 
involved answering)

• Conducting an interview
• Receiving the inputs/responses 

back

• Composing the written piece
• Proofreading the written piece
• Sending the piece for any 

necessary approvals
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WHERE YOU WILL PUBLISH IT

Where will you 
publish your 
content when it’s 
done?
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Get the word out… PROMOTE IT

60%  
BUSINESSES

Hard to Produce 
Content Consistently

(Content Marketing Institute)

30%  
MARKETERS

Content Creation 
Workflow is Fair/Poor

(Content Marketing Institute)
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Get the word out - PROMOTE IT
Now that your article is done and posted, do what you can to 
promote it:

Tip 1
Teaser Social Posts

Tip 2
Teaser Email

Tip 3
PR Pitch

• Do a teaser post on LinkedIn 
to read your latest post. 
Provide a little description and 
a link

• Tweet about your latest post 
and provide a link

• Send an email teaser to your 
list with the first few 
paragraphs and button to read 
more on your site

• Share your content with your 
media partners.  

• Pitch an interview with one of 
your execs or customers on 
the same topic
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Repurpose to MAXIMIZE YOUR EFFORT
TIP SHEET INFOGRAPHIC SOCIAL POSTS 

(4-5 per article)
POWERPOINT

(Customer review meetings)
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PITFALLTO AVOID

Content Marketing is 
often ‘content-
sponsored’ --- BY 
YOUR COMPETITOR!  

Be very careful not to 
curate or copy 
something one of your 
competitors sponsored 
or originally wrote.
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The Next Chapter:  
BUT WHAT ABOUT...?

There are a lot more formats out there besides 
written content! 
• Podcasts
• Video content recorded on a 

smartphone or GoPro 1-minute 
interview or tour recorded on video and 
then post it on your YouTube channel. 

In one hour, it’s possible to create written content 
that could be converted for other channels and 
mediums and promoted in other channels and 
mediums. 

It all depends on your bandwidth and skills. 



T
M

SA
 R

IS
E

 ‘2
1

21

Let’s Talk & Share Advice:
You’ve now got a blueprint for writing killer content in one hour or less.  But, the biggest challenge I continue to hear is 
this:

I just can’t maintain a consistence cadence of content. 

What’s at the core? Responsibility and 
reality!

Who should be writing your content? 
What’s worked for you?

When it comes to the company blog, 
people within the company have the 
pulse of the brand. But SMEs are busy 
and not always a reliable source for 
steady content. What are a company’s 
options? 

Can contributors be incented or 
should they be ghosted? How have 
you succeeded in getting 
contributions? 

How do you get writing that’s high 
quality, brand true and always fresh? 

Do freelancers provide a viable option 
or are they not going to get your 
brand and require a lot of hand-
holding? 
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Wrap-up – IS IT POSSIBLE?
Raise 
Your 
Hand 
If……..

PRE-REQ’s
(Niche, Personas, Search 
Terms, Core Brand 
Messaging)

FORMAT
(Rint, Q&A, Tipping 
point, Spotlight, Survey)

FREELANCE
WRITER!

PROCESS
(Simple and short)
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THANK  YOU
conradw in te r. com

l i n ked in . com/ in / conrad -w in te r-62b8082

CONRAD WINTER

+1 (917) 664-1768

conrad@conradwinter.com
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WRITING KILLER 
CONTENT IN 
1 HOUR OR LESS!
T O O  G O O D  T O  B E  T R U E ?

E V E N  P O S S I B L E  A T  A L L ? ?

That’s what Conrad Winter said when TMSA’s Education Committee 

asked him to present on this topic! But dream for a moment longer...if 

you really only had one hour, what content could you create? How could 

you do it? And could it be considered killer? Get answers to these 

questions and make your dreams come true in this session, where you’ll 

learn fast, savvy and smart tricks of the trade to deliver killer content in 

one hour or less. As a self-described long-format content writer who 

never thinks he’s writing fast enough, Conrad Winter will lead you 

through some thought-provoking methods, tips and techniques useful for 

any content, communications or marketing role.


