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Unlock Discoverability 
from Long-Form Content
with Asset Remix

And Crush It in SEO/AI Search!

Rev Up Your Brand!



Clicks and pageviews are awesome.​
And they’re not going away 

any time soon.



But a site visit isn’t the 
only thing that connects 
people with your brand.

In the future, it likely won’t even be the *main* way.



Good news … 
The core of discoverability 

hasn’t changed: 



Make content that 
provides the answers people want. 

Share it where they’re 
looking for it.

**Yes, schema markup is a BIG DEAL too! 
Let’s have that conversation soon. ☺**



Here’s a story 
of how thinking 
“beyond the click” 
enhance your 
brand discoverability.

1. MedBlog story about 
intermittent fasting:

1. What is it?

2. Does it work?

3. What are the risks?

4. How much protein do you 
need?

5. Tips to get started

2. Doctor’s Notes video to embed

3. Video also published on 
YouTube

• MedBlog article
• Doctor’s Notes video
• Social media posts

https://utswmed.org/medblog/does-intermittent-fasting-work/


Timely topic. 
Multimedia options.

Answers specific questions.

And it WORKS!



Google Sandwich!

Video Wins Page 1 
Organic Listing

Blog Earns AI Snippet Mention

Geo-Local to Dallas, 1/20/26



Top Mention x2 
in Gemini

Geo-Local to Dallas, 1/20/26



Top Video in Google

1.2K Reels Views on Facebook

Geo-Local to Dallas, 1/20/26

https://www.facebook.com/reel/1221629166467767/?s=fb_shorts_profile&stack_idx=0


1.2K Video Views 
on YouTube

Geo-Local to Dallas, 1/20/26

https://youtu.be/eUHv16TlZHc?si=PTv6EC3YlZ8qeKQE


Storytelling strategy is crucial.



Intentional content 
+ 
Smart distribution
= Discoverability

Source: Social Media Blast - Pack of 4 - YouTube 

https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Db_atIR-QDm4&psig=AOvVaw0iH2ohnaAKfe4vVY8k_TBJ&ust=1758808390984000&source=images&cd=vfe&opi=89978449&ved=0CBkQjhxqFwoTCOCDof_F8Y8DFQAAAAAdAAAAABBI
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Db_atIR-QDm4&psig=AOvVaw0iH2ohnaAKfe4vVY8k_TBJ&ust=1758808390984000&source=images&cd=vfe&opi=89978449&ved=0CBkQjhxqFwoTCOCDof_F8Y8DFQAAAAAdAAAAABBI
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Db_atIR-QDm4&psig=AOvVaw0iH2ohnaAKfe4vVY8k_TBJ&ust=1758808390984000&source=images&cd=vfe&opi=89978449&ved=0CBkQjhxqFwoTCOCDof_F8Y8DFQAAAAAdAAAAABBI
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Db_atIR-QDm4&psig=AOvVaw0iH2ohnaAKfe4vVY8k_TBJ&ust=1758808390984000&source=images&cd=vfe&opi=89978449&ved=0CBkQjhxqFwoTCOCDof_F8Y8DFQAAAAAdAAAAABBI
https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3Db_atIR-QDm4&psig=AOvVaw0iH2ohnaAKfe4vVY8k_TBJ&ust=1758808390984000&source=images&cd=vfe&opi=89978449&ved=0CBkQjhxqFwoTCOCDof_F8Y8DFQAAAAAdAAAAABBI


Search is multichannel 
& multimedia.

So, your content strategy must be, too.



What does this mean for you?



Shift to earning the share of Answers, not just Clicks.

• Showing up in citations

• Being cited 

• Brand mentions on social

• Views/listens on YouTube

You can achieve this by using the
Asset Remix strategy.

Show up with answers 
WHEREVER people look, 
not just your on website.

Without doubling your 
workload.



Asset Remix maximizes 
your content & stories

through proactive, 
audience-first strategy.





Short and long content
serves distinct, important purposes 

for your business goals
and audience needs. 



Long-form content is 
the foundation.

What you do next 
generates the impact.

Source: Jakob Owens, Unsplash 

https://unsplash.com/photos/black-and-gray-camera-tripod-kbd1oAf-9Ms
https://unsplash.com/photos/black-and-gray-camera-tripod-kbd1oAf-9Ms


Google & AI Favor 
Longer, Intent-
Based Content

• Blog stories surface in AI search 
more than any source after 
Wikipedia

• Media mentions often beat 
brand sites in AI search results

https://www.linkedin.com/posts/neilkpatel_what-sources-is-chatgpt-citing-the-most-frequently-activity-7347400543582982144-CO5o?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAI8HMQBRSzVS4DUgzpItxyHkqEDN92w7QA
https://www.linkedin.com/posts/neilkpatel_what-sources-is-chatgpt-citing-the-most-frequently-activity-7347400543582982144-CO5o?utm_source=share&utm_medium=member_desktop&rcm=ACoAAAI8HMQBRSzVS4DUgzpItxyHkqEDN92w7QA


Long-form content 
speaks to user intent

https://www.youtube.com/watch?v=MC
ReC9t6u1c Erin long (1:41)

https://youtu.be/ewQIhPYawk4?si=4uv2
0FhHpSL7COs2 Erin long (0:31)

https://www.youtube.com/shorts/dPwY
bU1KuUU Erin Short 0:15

Long-form can be blog articles, 
videos longer than 3 minutes, feature stories…

anything that requires more than a quick engagement.

https://www.youtube.com/watch?v=MCReC9t6u1c
https://www.youtube.com/watch?v=MCReC9t6u1c
https://youtu.be/ewQIhPYawk4?si=4uv20FhHpSL7COs2
https://youtu.be/ewQIhPYawk4?si=4uv20FhHpSL7COs2
https://www.youtube.com/shorts/dPwYbU1KuUU
https://www.youtube.com/shorts/dPwYbU1KuUU


A blog story can answer
multiple variations 
of users’ questions, 

no matter how they ask.



Hub & Spoke Concept:
One main idea, 
multiple niche topics

• Each question was covered 
in the article

• Each could then become 
its own:

• Short video

• Infographic

• Audio soundbite



Hub & Spoke Concept:
Lends itself to content 
“chunking”

Setting up headers as 
questions “chunks” content in 
a way that is:

• User-friendly: The brain 
loves to scan

• Easy to read (for humans 
and AI chatbots)

• Positioned for headless 
CMS-style repeatable 
content elements



Asset Remix makes 
serving those answers 
manageable.

It’s your Total Brand Narrative: 
How all the content your 
brand creates:

• Connects together

• Answers users’ questions

• Engages across platforms



But Mariah, this sounds 
like a lot of work!

• With a good plan and good 
partners, it is actually a lot LESS 
work than doing all this from 
scratch

• And not doing it means you are 
left in the dust.

Image from Did I Say That Out Loud? 

Podcast *like and subscribe* ☺

https://www.youtube.com/playlist?list=PLCl64PckVDdnP99i98YPUfIO9TxP32Kkk
https://www.youtube.com/playlist?list=PLCl64PckVDdnP99i98YPUfIO9TxP32Kkk


Asset Remix helps you 
speak to all journey points 

without having to 
start from scratch for 

each audience and platform.



Long-form content: 
Start big and go small!

Trimming a long video or article is easier than 
building short pieces from scratch 

(& without doing rework).

https://www.youtube.com/watch?v=MC
ReC9t6u1c Erin long (1:41)

https://youtu.be/ewQIhPYawk4?si=4uv2
0FhHpSL7COs2 Erin long (0:31)

https://www.youtube.com/shorts/dPwY
bU1KuUU Erin Short 0:15

https://www.youtube.com/watch?v=MCReC9t6u1c
https://www.youtube.com/watch?v=MCReC9t6u1c
https://youtu.be/ewQIhPYawk4?si=4uv20FhHpSL7COs2
https://youtu.be/ewQIhPYawk4?si=4uv20FhHpSL7COs2
https://www.youtube.com/shorts/dPwYbU1KuUU
https://www.youtube.com/shorts/dPwYbU1KuUU


Long-Form: Lets the Story Unfold

• Pulls the heartstrings

• Erin tells her story:

• Dropped out of high school

• Parents gave her tough 
love

• Found success at SCC 
because the faculty don’t 
give up on students

• 1:41 run time There is power in long form content at the top 

of the funnel: Brand awareness and brand lift.

https://www.youtube.com/watch?v=MCReC9t6u1c


Mid-Length: Personable, Yet Conversion-Adjacent

• Reveals some emotion

• Notes Erin’s faculty 
experience

• Emphasizes her personal 
message: I learned a lot 
about myself at SCC

• 0:31 run time

More Mid-Funnel: Researching, What’s In It For Me?

https://youtu.be/ewQIhPYawk4?si=4uv20FhHpSL7COs2


Short: Pointed & Conversion-Centric

• Omits the emotional backstory

• Leads with the faculty experience

• Emphasizes WIIFM

• Here Is the Way: SCC

• Subscribe to SCC’s YouTube

• 0:12 run time
Lower Mid-Funnel, 

Almost the pointy end: 

This is what’s in it for you.

https://www.youtube.com/shorts/dPwYbU1KuUU


Tips to Streamline Your Asset Remix 
Strategy



Plan Assets Based on Your Audience & Goals

• Where do they look 
for answers?

• Where do they 
spend time?

• What’s the goal of 
your content? 

• Long-form

• Short-form

Image Source: Farhan Dot Com, Medium 

https://medium.com/@farhandotcom/role-of-social-media-in-our-life-cc37dd9d2230


If You Have an Awesome Long 
Video or Blog Story, Repurpose It!

• Create a LinkedIn carousel

• Record a Short Video

• Share quote cards on social

• Send a synopsis + link in an email

• Host a lunchtime webinar



Measure KPIs Beyond Clicks

Volume of Stories
Are we telling enough 

stories at the right speed 
and length?

Reach & 
Impressions

Are our storytelling and 
outreach tactics effective?

Conversions
Appointments, 

subscriptions, media 
responses

Relevant Site 
Traffic

Who visited? What did 
they do on our platform?

Brand Sentiment
Do more people know 
about us? And love us 

more?



Discoverability goes to the content 
that answers the questions.

Questions also indicate intent.



Gemini or ChatGPT: 
Social Media Starters

• Ask for social text based on 
your article

• Edit to make the text less 
Robo-Dorky and more human



CapCut: Long to Short & Script to Video

• Create short video segments from 
a long video automatically

• Add auto-captions

• Other video tools like CapCut or 
XYZ

https://www.capcut.com/


Canva: Screen recording, video edits, branded templates 
for social, print, and digital.

https://www.canva.com/


Timely Topic-Spotting 
Tools

• Tools such as Moz, 
ChatGPT, and Google 
Trends

• Looker Studio Organic 
Search Query Dashboards 
by Stamats

Create content that answers 
questions people are asking.



Ready to Start Remixing? 
Check out this FREE guide!



Asset Remix Starter Guide: 
Long- to Short-Form 
Content Strategies

Hidden Gems: How to Unearth & 
Repurpose Your Content Assets 

by Kelly Hidlebaugh, Stamats Senior Content Writer

https://www.stamats.com/insights/hidden-gems-repurpose-content-assets/
https://www.stamats.com/insights/hidden-gems-repurpose-content-assets/
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