
Contact Iris Creative at www.iriscreative.com • 267.468.7949

BETH: Hello, this is Beth Brodovsky, and I’m here today with Jackie Lalley. Jackie 

is a partner at an organization called YodelPop, and Jackie has all kinds of real 

interesting digital communications. I was really lucky to hear Jackie talk about 

what’s new and changing in the world of content marketing, and it was absolutely 

fascinating to me, and so I wanted to bring Jackie on so that she can share with 

you what’s happening with content as it relates to creating it and being bound 

with content on things like Google and other search. Jackie, thank you so much 

for joining me today.

JACKIE: Beth, thanks for inviting me. 

BETH: Jackie, tell a little bit about the kind of work you do and how you got into 

content marketing.

JACKIE: Sure. My organization YodelPop does digital marketing for organizations. 

We’re a mission-driven marketing firm primarily focused on digital marketing, 

and I got into this work back when I graduated from college. I knew two things: 

I wanted to work with content. Nobody was really calling it content. It was 

editorial, and I wanted to work on the editorial side of things, and I also knew that 

I really wanted to work in the nonprofit world. So that’s where I started my career 

and I stayed with a national nonprofit for about ten years, moving from being an 

editorial associate kind of role into ultimately being their director of marketing 

and communications. 

BETH: Wow! You’re like a unicorn guest for me. Almost everybody that I talk to 

was like, “No, I started over here and ended up over here.” So the fact that you 

knew you wanted to do content and work with nonprofits and that’s what you’re 

SESSION 190
A NEW VIEW ON CONTENT: PILLAR PAGES AND TOPIC CLUSTERS    

WITH JACKIE LALLEY

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

actually doing? Yay! It happens sometimes.

JACKIE: Well, you know if you’re gonna stay for more than ten years, you better 

be doing something that you really like. After that, I moved into consulting, 

expanding the kind of work that I did and expanding the organizations that I 

worked with, but really being able to dig into the kinds of things that I love doing. 

So after being an independent consultant for awhile, I started working with some 

projects with Camille Winer, who is my business partner, and we formed YodelPop 

about ten years ago. 

BETH: Wow! Yay! I’m thrilled to see people getting out on their own and making 

it work. This kind of sounds very much like me who started out working at a 

nonprofit and then went out on my own, just like you, freelance for awhile and 

then build up my firm. In the world that you’re working in, from this content side 

of communications with nonprofits, what does “participation’ mean in the work 

that you do related to content?

JACKIE: Sure, absolutely. Well, when you were talking about where kinds of 

contexts for meeting and the presentation that I gave at the American Marketing 

Association Conference, that to me, that experience was kind of the ultimate 

in participation because to me, participation means both in concrete and 

metaphoric terms, both raising your hand and connecting with other people 

and also being willing to get out there and get your message out. I identify very 

strongly with my clients who are becoming content publishers and finding ways 

of communicating their message and connecting with new people probably 

because I was in that role in the nonprofit world and probably because I do it 

for myself and for my firm every day. So I think it’s important to me that the 

organizations that I work with are willing to be on both sides of the participation 

equation, reaching out and also pulling in. Both sides of that relationship are 

really important.

BETH: That’s such a great description. I really love that. We’re talking here and 
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we’re using this term “content” and “content marketing.” I always like to make 

sure starting off that people that are listening might have just walked into the 

bar today and have no idea what we’re talking about. How do you describe what 

content means today and what content marketing is when it relates to what a 

nonprofit does?

JACKIE: Sure, yeah, that’s a good place to start. Content marketing 101 and 

content 101 right now, I guess I would sum that up by saying that through content 

marketing you’re creating a relationship with your audience that leads to trust. So 

starting from that blanket statement, you can branch off into how does it lead to 

trust? Why do you need to be a content marketer for your organization in order 

to eartn trust? I would say these days, most of the people that I’m connected with 

and I find myself forming new relationships with, most of them I think understand 

that. In a digital world, people looking for your content to establish that you’re 

credible, that you are the best source on the issue that you’re working on. You 

have something to offer them. In addition to having the knowledge, that you’ve 

got resources to give and that you’re gonna welcome them into your sphere. So I 

see that as the primary goal of content marketing today for nonprofits.

BETH: I feel like the terms and the ideas are content marketing, social media 

and search marketing; all have a tendency to get swirled around each other and 

swirled together and the line between them can be really confusing I think to a 

lot of people. So how would you talk about those three things and the roles that 

they play in digital marketing today?

JACKIE: The three terms that you used were content marketing, what were the 

other two?

BETH: Social media and search marketing.

JACKIE: Sure, sure. Content marketing, a lot of times when people say content 

marketing, they are mostly talking about taking what you’ve got and making it 
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findable for people who are doing research, researching an issue and looking 

for answers to their questions. A lot of that, I say content marketing often is 

used in the organic search context pretty heavily, but really content marketing 

is about creating the content that you’re going to attract with both social media 

and with search, but you’re also going to promote with paid advertising, digital 

advertising, all of the ways that you have of reaching people. Digitally, it all 

starts with content marketing. Content marketing is where you anticipate what 

people’s questions are, your research and your persona is what those people 

that you really want to connect with what they want to know and giving it to 

them, creating new resources, creating … not to get ahead of your questions, but 

creating topic questions, creating pillar pages, creating blogs, videos, all of those 

forms of information. When you’re creating those things, you’re engaging the 

content marketing. All those other things, the other kind of ways that you have 

to reach people are more tactics. Content marketing encompasses the planning 

of your messages and what content you’re going to have available when you’re 

attracting those people through those mechanisms and tactics.

BETH: I love it! I mean that’s so helpful because I feel like some of the marketing 

terms that we use just all get muddled and mixed up, and sometimes I don’t 

think it matters that much that we define them differently. It’s about what are 

you trying to do, but there are times I think it is helpful to understand this is 

this and that is that, especially if you’re gonna say talk to somebody like you 

or me and say, “This is what I want to do,” a lot of times I feel like when people 

go out to a vendor or an agency and they say, “Here’s what I want,” like if the 

vendor’s language is really different than the client’s language, you can end up 

sometimes buying something that isn’t actually doing what you want or solving 

the problem that you want solved. In some ways, like learning the terminology 

for what a vendor would call something can be really helpful in making sure that 

as you’re trying to do it, you’re getting what you want and so these weird little 

definitions have value. Content marketing, social and search have all been around 

and growing for a lot of years. In this year, let’s just say over the most recent 

times, what is like the biggest change that you’re seeing in content marketing as 
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it evolves?

JACKIE: Sure, yeah. That’s really … the answer to that question is very important 

for nonprofit people to know. The biggest change … there have been some 

big changes. The one that I want to start with is on the search level. So higher 

content gets found on search. So the algorithms that Google uses to give people 

what they want, help them find the content they’re looking for, they’re changing 

constantly. There have been hundreds of algorithm changes over the years, but 

some really critical ones have taken place over the last past several years and 

some of them in just the past couple of years So search is changing such that 

now you just focus on visibility across topics, rather than key words. You need to 

provide answers to questions and you need to be providing long, authoritative 

pages on the topics that are important to the people you want to engage with 

and also linking to those pages having an internal link strategy to build up the 

search capital of those pages and those things are true really because of the 

new SEO. You could have a long discussion about just what those changes really 

are and how they function on kind of a technical level. It’s sort of … I find it more 

useful to just look at the solutions and they made those changes for a number of 

reasons, but again, that’s kind of the way it is.

BETH: Exactly. That’s the thing, part of it I think is we have to all accept that. Like 

if we fight the problem, my father always used to say DFTP, which stood for don’t 

fight the problem. You can waste a lot of energy complaining about what Google 

does or doesn’t do, complaining about what Facebook does or doesn’t do, that 

isn’t gonna get you anywhere. So how do we work with what’s available and get 

the best results that we can out of it. So you mentioned what’s the difference, like 

you mentioned topics and keywords. I think probably a lot of listeners are familiar 

with a keyword. What’s the difference between a topic and a keyword?

JACKIE: Sure. They can overlap and could easily be both, but the way that we 

have been educating people about keywords is that it used to be that you’d focus 

on publishing a blog on every keyword that you can identify, that you compete 
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with content that was out there by developing long tail keywords. So these are 

3-5 word phrases and the purpose of that was you could do better at competing 

on those things because there’s less competition for those longer phrases. So you 

could rank high on the page for those reasons. So in general these days, I feel 

when people talk about keywords, they’re kind of talking about those long tail 

3-5 word keyword phrases. The structure behind content marketing now needs 

to be that you start with a head term, which is a high monthly search, a term 

with high value. You also have your from there, kind of the next level down is 

you have a core topic and then underneath that you have a sub-topic. So you’re 

developing these topic clusters and to me and to a lot of the organizations I work 

with, it’s kind of a relief because you already have a lot of this knowledge. It’s a 

more sensible way to organize your content. If you’ve been focusing on turning 

out content a couple times a week maybe, blogging a couple times a week which 

is best practice. Until recently, you might have a website full of blogs that are 

driven by these keyword phrases. Well, the good news is that’s all content. Those 

are all assets. Those are the ingredients that you can use and you’re still ahead of 

the game. You just need to be grouping that content and forming it into longer 

pages. So I guess the difference between a core topic or a head term, both of 

those things and a keyword is that a head term of a core topic, both of those top 

two levels, both of those are gonna be broader. Sometimes it helps to kind of 

start looking at an example.

BETH: I was just gonna say could you give us an example of a core topic and a 

keyword.

JACKIE: Right, exactly. So you could have, if you were an organization that 

focuses on family or family care giving. So caring for a senior as a family 

member, which is what many of us are facing right now. Your core topic might 

be something like family caregiver or your head term might be something like 

family caregiver. Keywords surrounding that that deal with things like seniors 

and temperature, adaptive clothing for seniors. These are actual examples from 
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a topic cluster that we have to put together for a client. Types of dementia, 

activities for people with dementia. You can start putting together … depending 

on how much content you have right now, that’s gonna kind of determine what 

those individual keyword phrases are. A lot of organizations are going back and 

trying to make sense of a kind of log of blogs that exist. So we have a process 

where we analyze the performance of those individual blogs. We look and see 

what the traffic is like, what the bounce rate is like, time on page, all those tricks 

and we work to put together a strategy to group some of those smaller pieces 

into longer, kind of more meaty or meaningful resources that are gonna satisfy 

the visitor a little bit better and what we see is that the metrics really back up 

that strategy that search is indeed rewarding that strategy.

BETH: I love that because I feel like so many times people make choices about 

their words, their language and their content based on reward member says this 

is what we want to talk about or just a gut feeling as opposed to based on data 

and it’s super easy to make assumptions when you’re inside of an organization 

about what words mean versus what the outside or the external public might 

use for that same concept. They might have a completely different terminology 

or language and by actually looking at what blogs that you’ve done and what’s 

done well, it can defeat the whole I think that we should do this process when it 

actually comes to being effective online.

JACKIE: For sure, yeah. There’s still room there to accept those recommendations 

because those folks are board members, people that are involved in the 

organization, those are a source of research. They often represent personas that 

you really do want to connect with. You’ve got to treat them as such.

BETH: So you balance?

JACKIE: Exactly.

BETH: Exactly. It’s not that someone’s opinion is irrelevant, it’s that sometimes 

opinions get factored in at a much higher rate than anything else because there’s 

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

not data to back it up, because there’s not somebody looking at how what you’ve 

done already is performing and so many organizations are creating a lot of 

content and putting it out there …

JACKIE: It’s there.

BETH: It’s there. So when you’re looking at that, you’ve got all these blogs. You’ve 

got different things that you’ve done on different … based on different keywords 

and you’re trying to transition from that into a topic cluster. How do you look at 

all of that and decide and choose what is the head term or the core topic?

JACKIE: Sure. A lot of it is tools that we use for keyword research. The one that 

I’m really into right now and we use multiple tools, there are lots of them, but the 

one I’m really into right now is called the keywords API, all keywords API.

BETH: Is that accessible to anyone?

JACKIE: Yes, it’s accessible and it’s free. It’s something that you have to download 

and install. So it’s pretty easy. You just have to be willing to download it and then 

you’ll get an email and that email will give you a step to take. What I love about 

it is that it enhances … it’s a tool that integrates with your browser. I use it in 

Google Chrome and when you’re doing a search, it adds to your browser findings 

how much search the particular term you just searched for what it’s getting in 

terms of monthly search volume on average. I feel like it’s much more intuitive to 

the search process because we all use search engaging to do our research. So if 

you’re getting your results right there, it’s just very intuitive. I like it.

BETH: Great. We will make sure to put a link to it on the show notes page. So if 

anyone is looking for it, we’ll make sure to have a resource for you right there. 

JACKIE: Yeah, exactly. So in terms of evaluating what makes … I think you were 

asking about choosing the right terms for a topic cluster for it or head term 
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or a core topic or a keyword. Those are things that when you’re looking at the 

head term level, you want to find something that can be huge. It can get huge 

if you’re working in the rare disease community or it could be the name of the 

disease. If you’re looking at childhood education, if that’s the general area that 

you work in, it could be that. You want to come up with a head term that’s gonna 

be different for each topic question. So looking at the kinds of work that you 

do, not necessarily all kinds of work that you do, but things that are a priority 

for you right now in terms of building connections with your audience. Looking 

underneath that, that your core topic should be somewhere in the thousands 

in terms of search volume. It’s gonna be 3-5 words in length. It could be family 

caregiver guide. It could be taking the opportunity to promote something that 

your audience wants. There are a lot of different directions that you can take that.

BETH: That’s interesting. Is there a stage where it’s a hospital and you want to use 

a topic of cancer. Is there that level where it’s like this is too big and you’re never 

gonnna get any traction on it?

JACKIE: Yes, yes. Exactly. This is probably the time to start talking, like bringing 

a concrete … to start talking about pillar pages because pillar pages are at the 

middle of your topic cluster. Typically the term that you’re organizing your cluster 

around. It’s gonna be the search term for that pillar page.

BETH: Can you define what a pillar page actually is? How does a pillar page relate 

to a topic cluster?

JACKIE: Yeah, for sure. It relates to a topic cluster in the sense that if you visualize 

a wheel with spokes in a hub, it’s the hub. A pillar page is a hub.

BETH: So it’s like the topic cluster is the concept and then the pillar page is how 

it’s executed.

JACKIE: It’s in the middle. We’ve all seen pillar pages and once you started 
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looking for the characteristics and you’re aware of the characteristics, you’ll 

realize I’ve been looking at both. I guess  …

BETH: That’s exactly what happened to me. After I heard your talk, I feel like 

every time now I’m going to go onto the internet, I’m like, “That’s a pillar page, 

that’s a pillar page.” What are some of the distinctive characteristics of a pillar 

page that people might recognize if they see one?

JACKIE: Typically I have a list that I run through. Typically they have 2,000 or 

more words. The volume of content really does make a difference in terms of 

search engines rewarding us.

BETH: Let’s just stop right there too because of course, like the urban legend of 

the world right now is as we say TLTR, too long to read. There’s this belief that 

content has to be short for anybody to want it. Can you talk a little bit about the 

methodology behind a 2,000-word page? How does that work in a world where 

everyone says, “Nobody reads long content”?

JACKIE: You know, yeah. You look around at your friends. Everybody has a role to 

play, right? Maybe that one person is really outgoing and is like a magnet, always 

the source of a social magnet, bringing everybody together, is at the center of the 

activity and then there’s some introverts. There’s a place for pretty much every 

different kind of content and it all works together. I mean, looking at if you do 

your content on it and take a look at content, yeah. You’re gonna find some stuff 

that just is not worth having out there. It doesn’t represent your organization’s 

mission anymore. It’s not getting any visits. It’s got a super high bounce rate. 

Nobody is clicking on this CTA. It doesn’t have a CTA. Lots of reasons, but short 

content still has a place in the world. You’ve got to look at it as the advocates 

journey or whatever you want to call it in the nonprofit world. The journey that 

someone goes through to get on board with your mission, so they start in their 

developing and awareness, they’re doing some research, they express interest 

in a cause that’s related to yours, something is in the media that’s caught their 

attention about a particular environmental disaster or something like that. You 
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may be able to track them with a short piece of content, a 30 second video on 

social media that they’re gonna see, shared from their friends and by building in 

calls to action into those smaller pieces of content, you’re holding on through this 

funnel to the point where they’re gonna connect with you. So different stages of 

that journey requires different amounts of content. Then there’s the phenomenon 

of Google Search is a sort of separate thing. Google Search is rewarding 

organizations for having long, authoritative pages. It’s not the length that makes 

that page that’s gonna reward that page. It’s the kinds of behaviors that users are 

showing around that page.

BETH: Like what? What do you mean by that?

JACKIE: Volume is one thing. Lots of people going to that page. Lots of people 

engaging with that content or they stay on the website. Google has developed 

ways of detecting whether the content is authoritative so you want to maximize 

on those and the volume of the content is one thing. This is a really good time 

to talk about the 10x rule. When you’re trying to decide what your pillar page is 

gonna be, and I always encourage people to focus on one to begin with …

BETH: And I think that’s a really good guide because there’s people that are 

gonna say, “We had this blog with 500 posts in already. Let’s create a pillar page 

for everything,” and your methodology invest in one and make it great and that 

it might take a year of … you might be putting in effort tweaking and refining this 

page like all the time. It’s not as if it’s a project that ends and I think that’s a very 

big shift in just thinking about marketing in general that basically you’re … like it’s 

a sourdough starter. You’re just constantly feeding it.

JACKIE: True. You’re constantly feeding it. That’s true and that involves updating 

the page content, but also creating new content to drive traffic to the pillar page. 

So some of the other things that make the characteristics … oh OK. I don’t want 

to lose the thread on the rule of 10x. The rule of 10x is when you’re researching 

what you’re gonna build a pillar page on, what that topic is gonna be, you need 
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to find a topic that you can do where it’s the case where you can create a pillar 

page that is 10x better than anything else that you’re seeing on that first page, at 

least that first page, probably the second page, too, of Google Search results. If 

it’s not 10x better, do something else.

BETH: Now explain why.

JACKIE: Because you’re not gonna be able to compete with what’s out there.

BETH: I think right there, I think that’s the heart of it. That’s something so 

important for people to know that you might actually have great content. 

You might be an expert on something that if somebody else is out there and 

established the traffic, you’re not fighting on expertise anymore. You’re fighting 

on execution.

JACKIE: It can be both and I’m cautious when I say … I use the rule of 10x because 

I think a lot of people need help, both organizations and business people need 

help deciding what’s better. When you look at a page, does it have things like 

video events, does it have use for graphics, does it have the opportunity to 

download the page contents as a PDF, does it have useful content, does it have 

share buttons or anchor titles and valuable text, not just pillar. Those kinds of 

things, is the user interface good? Is it responsive? These days everybody pretty 

much doing responsive content, but is it actively responsive on different devices? 

So you would be … you would be surprised. I was surprised when applying this 

rule with our clients.

BETH: What measures do you use? I hate to say this, but a lot of us, we’ll go and 

come up with a great idea and then we go out to Google and go, “Somebody 

has already done it. I can’t do it.” It’s like this binary thing. Oh it’s out there and 

exists and it’s easy to kind of get feeling defeated. So what measures do you use 

when you find a topic cluster that’s good and it’s something that your client has 

expertise on and then you go out and see that other people are doing it to some 
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degree. What are some of your perimeter things that help you to decide whether 

this is worth pursuing?

JACKIE: Well, we don’t usually get that far. I’ll say that. It’s important to do this 

kind of research early, like alongside your persona research. When you’re doing 

your persona research, you’re doing that, you’re going through the process 

of deciding what are their challenges? What can we help them solve and that 

process involves doing some initial keyword research. So you don’t want to get 

too far and the other thing is … I’d say there are three things. One is don’t get 

too far, don’t pin your hopes on something that searches is not going to make 

possible for you. Also, if that does happen, then we start working on some kind 

of sub-topics. Not technical sub-topics in the technical sense like I used before. 

It usually means that we’re doing things that we’re going to write blogs about, 

publish blogs about, but something smaller, something unique. Your particular 

organization exists for a reason. It is different from other organizations and it 

has a different mission. It’s a matter of figuring out what that difference is and 

how you’re gonna position your topic. You may end up not having such a high … 

if you develop a topic that’s a little bit more specific and you go do the keyword 

research on it. That topic might not get 5,000 searches a month, it may get 890 

and then you just decide that those 890 searches, that the people doing those 

searches are more important to you. They are the ones that are important to you 

because they’re the ones that are researching your unique. … the work that you’re 

educating people on. So, yeah, and that’s fine. It’s not all about traffic. You also 

need to be looking at are people engaging with your content and then I would 

say the third thing would be, I lost the thought here a little bit.

BETH: I would just throw in that I think we should all like tattoo on ourselves “It’s 

not all about traffic.”

JACKIE: It’s not all about traffic.

BETH: I think it’s so huge. We’ve had clients that have come in and they get 
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money from a funder and they show me the report that they give to the funder 

and the number one thing on the report is like they’re demonstrating the success 

is “We have x amount of hits on our home page.” So I think it’s time in the world 

of marketing for all of us to start looking beyond vanity metrics, beyond what I 

would call an interim metric and understanding what are the things that move 

your community from engagement into action and if the things that you’re doing 

to get people engaged aren’t pushing them further into your funnel and making 

them do the things you need to thrive, you’re measuring the wrong things.

JACKIE: Yeah, exactly.

BETH: I love the fact that you’re telling people that we can now look and start 

creating things of value online that the value in it is not necessarily volume, but 

as you’re saying, the persona, like getting the right person to come to your page 

for the right reasons.

JACKIE: that’s true. That’s absolutely true. It’s hard to make that shift, but to be 

honest, pure traffic was never a meaningful metric. It’s just a very seductive one.

BETH: It is and for awhile, it was kind of like all we had. It was the obvious one, 

like the low hanging fruit metric and so of course we’re all gonna go for that as 

a sign of success when it was one of the easiest things to track nowadays, but...I 

mean back then, but now I think we’re all seeing first of all, it’s getting more 

and more expensive to get traffic. So spending time, effort, money, whether it’s 

organic or not, I always tell people by traffic, like organic isn’t free because you 

need people like me and Jackie to be creative. You’ve got to be creating the 

content that then brings the organic traffic. Like the money, money is marketing. 

It costs money. It’s gonna be spent somewhere so it’s either gonna be in paid 

advertising to get people to come or it’s gonna be in doing things that interest 

people enough to get people to come. Both valuable, but they’re both an 

investment. So we have to start looking at it like how to make sure we’re making 

the best investment.
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JACKIE: Yeah, it’s true. However making the best investment and also I 

remembered … I found the thread from what you were saying. Just because 

organic … you’re not finding a lot of particular topic is gonna get you a ton or 

organic traffic. Maybe it’s still a page that your organization needs to publish. 

You know, one of the organizations that we work with is in the rare disease field 

and they just don’t have a lot of search because it’s a rare disease, but what is 

really important is reaching those people who are affected by this disease and 

their communities and so some of their pages are really important are in terms 

of promoting on social because their social community, their Facebook groups 

are really heavily populated. So anytime that we promote those pages on social 

media, they get what they need. Their community is getting what they need. 

So that’s another reason not to just look at organic search. The other thing is I 

would be remiss if I didn’t talk about traffic. Traffic isn’t the only metric. It is still 

important and the way we look at it has changed in the sense that we’re looking 

at traffic to topic clusters, so we’re using new technology to be able to look at 

those groups. We’re grouping content under these head terms, under these core 

topics, topic clusters and we’re analyzing traffic to those clusters and page rate 

to visits to the overall cluster and also bounce rate with that overall cluster of 

people seeing it and time on page for that cluster. So it’s a good way to look at if 

you’re an organization that has a few different programs, which of your programs 

are engaging more people and doing a better job of retaining those people and 

also converting them to looking at the metrics in that topic cluster in terms of 

how many people became contacts and then you stay in touch with.

BETH: What technology is it? You said you’re using a new type of technology to 

be able to track it. What’s doing that these days?

JACKIE: Yeah, well the marketing software that we use most is HubSpot. I think 

they’re leading the pack in terms of giving us tools to do this type of cluster 

analysis, type of cluster planning. It’s still evolving. that’s an area of software 

that’s evolving.
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BETH: I know a lot of people that use HubSpot. I’ve never heard anyone but you 

talk about this. 

JACKIE: Exactly.

BETH: I think this is one of the things that I love about doing podcasts is that I 

can hear somebody like you talk about it at a conference. There’s a lot of listeners 

that maybe didn’t have time or couldn’t afford to go to that conference. How can 

we take these new ideas and get them more attraction, get more people asking 

about this and thinking about I’m not getting a lot of traffic. What’s another way 

that I can find value and b ring the right people to hear about us?

JACKIE: That’s true. In one of the … I remember in a past conversation with you 

talking about why people aren’t asking these questions, and I thought about 

that a lot and I think one of the reasons and it’s sad, but I think people have just 

gotten used to not getting results. They just …

BETH: Wow! Really? It’s sad. We’re all just beaten down. You know, it’s a relief to 

me, and I know it’s been a relief to organizations that we work with, the volume 

doesn’t have to go out at that pace and that actually we’re going to do better 

and be more intentional with what the content is and with looking at the content, 

that you have been turning out and making better results and maybe that’s 

because we’re ahead of the curve. Maybe it’s because not so many organizations 

are adopting this strategy.

BETH: Definitely. That reminds me of an episode we did a few episodes back with 

Erin Dunkel. It was session 183 and it was called “Does Your Marketing Equal A 

Big Pile of Tactics?” and it was all about it’s so easy to get sucked into just doing, 

doing, doing without having an overall plan and goal, like know what you’re 

shooting for. So that’s a great bunch of people who are listening and need to 

go back and check out. If somebody thought this was really, really interesting, 

I’d love to start thinking this way at my organization. I’d love to start shifting my 

www.iriscreative.com
http://iriscreative.com/


Contact Iris Creative at www.iriscreative.com • 267.468.7949

content from being keyword-focused towards this. What’s kind of a first step that 

you could suggest to people so they could get started?

JACKIE: Absolutely. I think your first step is to turn in that first set of topic terms 

that you’re gonna focus on. So decide on a topic cluster. Determine ahead head 

and core term and some sub-topics. Do the research around them and really 

crush it on that first one because it’s gonna take a lot of work, but it’s much 

better to focus on something that you know is gonna succeed. I mean it’s not just 

the data tells you, it is going to succeed if you do it right. So just really crush that 

first one and then maybe next year do a second one. Develop a framework for 

doing that. Document your process. Work with an agency that has a process. We 

have a process. We’re able to not reinvent the wheel in terms of this, and we like 

partnering with organization to help them do it. So have that framework that you 

kind of wash, rinse and repeat and be patient because it is a long-term strategy. 

You can look at things like social media or your social accounts for some fun 

quick wins. That’s kind of a nice thing, instant gratification that you get.

BETH: I think that’s helpful for people to hear, that in the scope of what might 

end up being a yearlong project, that there’s ways to find places for some instant 

wins, some things all reportable back to your board and your funders. This was 

terrific! I have to say since I first met you and started hearing about this topic, 

it’s been so fascinating to me. I’m so thrilled to bring your knowledge out to our 

community so that we can all learn better and keep our ears up about what’s 

changing and trending and not just stuck in doing the same old, same old, and 

this is really important. So thank you so much for joining me today. If people had 

questions or wanted to follow up with you and learn a little bit more about it, 

what’s a good way for them to reach out to you?

JACKIE: Sure. They can go to our website at YodelPop.com. There’s a nonprofit 

tab and a number of different ways to get started, to reach out and let us know 

what you’re thinking and we can talk to you about helping you with your content 

strategy. We are working on a new page on content marketing for nonprofits.
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BETH: There you go!

JACKIE: So that should be done by the time this is broadcasted and you’ll be able 

to find it easily on our website.

BETH: Fabulous. I will make sure by the time the podcast airs that we have a link 

to that that will go on the show notes page so you guys can get right to it. Jackie, 

thank you so much for coming on and talking about this and sharing all of your 

knowledge and expertise with me and our whole community. Thanks everyone for 

listening and we hope you join us next time
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