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DIGITAL BRANDING:
FROM REPUTATION → REVENUE

Use Frameworks + AI + Systems to Turn Your Expertise Into Inbound Leads

Presenter: Rishabh Pugalia, CMO/Co-Founder, Content Beta

Event: Digital Future 4.0 @ ACAE, Kolkata, 26 April 2025
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DISCOVERABLE
THROUGH YOUR CONTENT

2024:
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Be seen and found.

Visibility (You Exist).

Publishing.
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Be seen and found.

Visibility (You Exist).

Publishing.

Be trusted and chosen.

Authority - people prefer you.

Positioning. Credibility. Trust Signals.
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WHAT HAS CHANGED?
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“Good work speaks for itself.”

BUT…

“Word of Mouth.”
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7Source: Salesmanagement.org

2025:
Non-linear 
customer 
journeys
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WHAT ELSE HAS CHANGED?
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Better + More AI Tools.

Anyone can create a base-level content.
=

Is that Good or Bad?
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SIMPLY “ POSTING ” 
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DIGITAL BRANDING:
FROM REPUTATION → REVENUE

Use Frameworks + AI + Systems to Turn Your Expertise Into Inbound Leads
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IDEAL CUSTOMER PROFILE or ICP
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ICP:

1. Who you’re speaking to?

2. Where do they hang out online?

3. What problems keep them up at night?

4. What outcomes they are happy to pay for?

5. How do they prefer to read (consume content)?
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A CS professional helping startups stay compliant →

ICP: VC-backed tech founders with <50 employees

Problems: Rapid scale, messy compliance, risk of penalties

Content: "3 Compliance Gaps Startups Miss Before a Funding Round"

A CA specializing in international structuring →

ICP: Indian entrepreneurs expanding into UAE/Singapore

Problems: Tax confusion, entity setup delays, wrong advice

Content: “Dubai vs Singapore: 4 Legal Mistakes to Avoid When You Expand”

ICP Example:
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A CS professional helping startups stay compliant →

ICP: VC-backed tech founders with <50 employees

Problems: Rapid scale, messy compliance, risk of penalties

Content: "3 Compliance Gaps Startups Miss Before a Funding Round"

A CA specializing in international structuring →

ICP: Indian entrepreneurs expanding into UAE/Singapore

Problems: Tax confusion, entity setup delays, wrong advice

Content: “Dubai vs Singapore: 4 Legal Mistakes to Avoid When You Expand”

ICP Example:
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Initiator → Spots need and triggers buying process.

Influencer → Shapes opinions, advises on choices.

Gatekeeper → Controls access to key decision-makers.

Decider → Approves or rejects final purchase.

Buyer → Manages transaction, contracts, vendor terms.

User → Uses product; impacts satisfaction, retention.

How to Get on Your ICP’s Radar?

20

Followers may not be ≠ Initiator

Followers may not be ≠ Influencer

Followers may not be ≠ Gatekeeper

Followers may not be ≠ Decider

Followers may not be ≠ Buyer

Followers may not be ≠ User

Simply adding Followers ≠ Leads
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MESSAGE POSITIONING
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2004-09

FINANCE

1

2010-21

L&D

INDIA 

CORPORATE

2

2022-25

MARKETING

US 

SAAS & TECH

3
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2004-09

FINANCE

1

2010-21

L&D

INDIA 

CORPORATE

2

2022-25

MARKETING

US 

SAAS & TECH

3
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Keywords: Excel, Charts, Power BI, FM

1

Hindi

384K subscribers

English

60K subscribers

2

3

English

33K subscribers

4
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2004-09

FINANCE

1

2010-21

L&D

INDIA 

CORPORATE

2

2022-25

MARKETING

US

SAAS & TECH

3
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2022-25

MARKETING

US

SAAS & TECH

3

Frameworks, Systems & Scaling-up

Writing & B2B Marketing

No-cringe Content Marketing

AI Tools

Thought-provoking questions

CONTENT POSITIONING:
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YOUR PROCESS BARRIERS 
Part 1 of 2 – Medium
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Writing vs. Videos:
Start with what you find easier.

For you, writing may have better effort-to-reward ratio.
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YOUR MINDSET BARRIERS
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Attract direct US$-paying clients 
(no intermediaries)

Create repeatable + scalable + 
predictable processes
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Attract direct US$-paying clients 
(no intermediaries)

Create repeatable + scalable + 
predictable processes for self
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Book: The Atomic Habits
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>

MORE SUSTAINABLE. NEEDS LESSER WILLPOWER
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Illustration Source: The Almanack of Naval Ravikant
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Illustration Source: The Almanack of Naval Ravikant

ERP.

Transaction.

Compliance.
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https://www.navalmanack.com/almanack-of-naval-ravikant
https://www.navalmanack.com/almanack-of-naval-ravikant
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Illustration Source: The Almanack of Naval Ravikant
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Illustration Source: The Almanack of Naval Ravikant

= Journey 
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https://www.navalmanack.com/almanack-of-naval-ravikant
https://www.navalmanack.com/almanack-of-naval-ravikant
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Illustration Source: The Almanack of Naval Ravikant

41

42

Organic Traffic 

from the US 

region -

Getting discovered through Google & LLMs:
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https://www.navalmanack.com/almanack-of-naval-ravikant
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Newsletter’s average open rate = 50% …
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… I give 20% of writing time to the subject line.
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YOUR PROCESS BARRIERS 
Part 2 of 2 – Tips

46

To write better, learn the 
game / system.

Follow people who are 
doing it already. 

Find patterns in their 
work. 

Test those patterns.
47

46

47



26-04-2025

24

48

Tip 1:
Vary sentence length 
and rhythm
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LESSON:
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Tip 2:
Write the way you talk. Use Voice of 
Customer (VoC).

Before: “Let us now examine the implications.”

After: “Here’s what this means.”
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Tip 3:
Use concrete words over abstract ones. Be 
specific.

Before: “We help brands scale faster.”

After: “We helped a SaaS company improve their 
content consumption by 40% in 2 months.”
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Tip 4:
Avoid AI filler words.

In today’s {fast paced} world…

arena

bombard

boosts

break the bank

breeze

buzz

capture

captivate

catapult

compelling

comes to the 

rescue

convey

cornerstone

crafting

critical

crucial

cutting edge

deep dive

delve

determining

digital world

dive

diverge

diving

drowning

embark

employ

engage

enhance

entrusting

fast-paced

fantastic

formidable

fostering

game changer

grabs people’s 

attention

harness

hiccups

hits home

hone

imaginative

in a world

in conclusion

in the era of

in today’s era

in today’s 

modern age

in today’s 

digital age

in today’s 

digital 

landscape

in today’s 

world

in the world of

incorporating

kick

magic

marvelous

navigate

necessitating

nailing down

nail

nugget

nutshell

paramount

powerful tool

raves

realm

real deal

resonate

saves the day

sea of

secret sauce

sifting

sneak peek

stellar

stay tuned

supercharge

surge

tailored

tap

tackle

trailblazer

turbocharge

unlock

uncover

unveil

welcome to the 

world of

whip
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Tip 5:
Actionable and NOT obvious.

Before: “Post consistently to build your brand.”

After: “Post one client FAQ with a 3-sentence answer and 
a takeaway line.”
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Tip 6:
Show and Tell vs. Just 
Tell

Add context-relevant 
images, gifs or videos to 
avoid format fatigue.
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Tip 7:
Every video or written post needs a 
strong hook. Skip the cringey clickbait.
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Tip 8:
Online readers “skim” / “scan”. 

Keep readability score to Grade 9-10 
(Hemmingway App).
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WRAPPING UP:

62

Posting ≠ Digital Branding. Think ICP.

Rewire mindset barriers.

Break process barriers. 

DIGITAL BRANDING:
FROM REPUTATION → REVENUE

63

Happy to connect on LinkedIn | – Rishabh Pugalia 

Download this presentation deck (Google Drive Link).
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https://www.linkedin.com/in/rishabh-pugalia-6503537/
https://www.linkedin.com/in/rishabh-pugalia-6503537/
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