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Today’s Objectives

•Understand what your audience wants

•Understand what true authority looks like 

•Understand how to convey your insights to the audiences that matter
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In the age of information overload, connecting with an audience 
requires knowing exactly what they want – and how to give it to them



About Me

• A former reporter and editor
• The Wall Street Journal
• Forbes
• Crain’s Chicago Business 
• The Chicago Sun-Times
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A career telling stories for 
business leaders

Brandon Copple 
Director of Content & Editorial Strategy 

https://greentarget.com/meet-the-team/brandon-copple/


What the C-Suite Wants:
Greentarget’s 2019 State of 
Content Marketing Survey



Conferences, Trade 
Shows, Webinars

1 Visual (57%)

2 Educational (45%)

3 Interactive (44%)

1 Educational (56%)

2 Relevant (54%)

3 Timely (45%)

1 Easy to Read (58%)

2 Brief (54%)

3 Relevant (45%)

1 Educational (90%)

2 Relevant (76%)

3 Easy to Read (54%)

1 Relevant (44%)

2 Entertaining (40%)

3 Educational (33%)
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Interactive Charts

Content Preferences – Overall Ranking (Weighted)
Please indicate your preference level for the following types of content (Weighted average ranking)

5

Articles Email Newsletters Podcasts

IN-HOUSE
COUNSEL

1 Relevant (54%)

2 Educational (51%)

3 In-Depth (48%)
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1 Visual (64%)

2 Relevant (41%)

3 Brief (40%)

1 Relevant (50%)

2 Easy to Read (44%)

3 Educational (39%)

1 Visual (68%)

2 Brief (59%)

3 Interactive (47%)

Video Website Content Infographics
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Research Reports
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9%

10%

14%

44%

22%

76%

41%

43%

40%

20%

43%

15%

Peer-driven rankings and directories

Connections/endorsements on LinkedIn

LinkedIn profile

Bios on the firm or organization's website

Articles and speeches by thought leaders

Recommendations from trusted sources

Importance of Sources Used to Research Outside Firms
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IN-HOUSE
COUNSEL

Very Important            Somewhat Important

91%

50%

65%

64%

54%

53%

Please indicate the importance of the following in helping you to research outside firms/organizations for 
potential hire



73%

60% 59%
53%

Most Attractive Content Attributes
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Utility SourceHeadline/
Subject Line

Current

IN-HOUSE
COUNSEL

What attracts you to the content that you consume most frequently? 
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Remember 
This

• Business and legal leaders read articles

• Articles influence hiring decisions

• They want those articles to be useful



The Four 
Elements of 
Authority
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Writing With 
Authority



Writing With Authority: Three Steps

• Identify your idea 
•Organize your thoughts  
•Write it
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If you can recognize a viable idea, identify the important elements 
and write a clear, compelling story, you’ll have thought leadership that 
has real business value – and that builds authority.



Step 1: Identify Your Idea

Your checklist:
 Relevance: Why does this matter? 
 Novelty: Has anybody else said this? 
 Urgency: Why should I read this now? 
 Utility: How is this useful?
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Exercise: A client calls with a question about something she just read in 
the news. She wants to know what it means for her business – and 
what she should do about it. 

She has 3 minutes.



Step 2: Get Organized

•Write a headline
•Write a nut graf
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Headlines 

Four elements: What’s not apparent?
Do: 

Be descriptive: What does your article say? 
Be explicit:

“Here’s Why….” 
“How to…” 

Make every word count

Don’t:
Be cute
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Headlines That Work
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Headline Technique  

•Write at least 3 (the more the better)
•“You” for empathy
•Read aloud
•Strong verbs!
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Nut Grafs

One paragraph (1-4 sentences) that tells the reader:
• Why am I here?
• What am I going to learn?
• Why should I keep reading?

Be explicit: Hit them over the head with it.
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Nut Grafs
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Step 3: Write It

•Write like you talk
•Minimize jargon, legalese – even for lawyers! 
•Be explicit – never make the reader work to find relevance, utility, 
urgency or novelty 

•Be efficient – assume you have 3 minutes to make your point
•Active voice: subject, verb, object
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Remember
This 

• Authority influences hiring decisions
• Four elements 

• Relevance
• Urgency 
• Novelty
• Utility

• Headline + nut graf
• 3-minute rule



Thank you!
Greentarget.com   |   2020
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