
Blog Writing and 
Content Marketing

Is there a difference?



∗ You MUST have engaging content on YOUR website/blog!  WHY?  You need a place to send 
(and KEEP!) people from social, etc.

∗ Types of content: different types of blog posts; lead magnets; key pages; sales/lead pages;

∗ Create the key pages: home, blog, about, contact. landing, products/services, etc.

∗ Content upgrades

∗ Social media posts: what to post, why, and how to automate. Have a “goal” with every post, 
even if it’s only “engagement.”

∗ Quora, Medium, LinkedIn Pulse, etc.  Other forums and social blogging sites.

∗ Guest posting; Backlinks (write about your core topic, link to the relative opt in offer)

∗ Consistency of message! Be recognizable! 

Points for Discussion



Technical Elements of 
Writing a Blog Post

Using WordPress, the visual editor, and Yoast



WordPress Visual Editor

Important data and tools:

 URL/Permalink/slug
 Keywords
 Title (H1)
 H2, H3, etc.
 Anchor text
 Categories and Tags



• Focus Keyword
• SEO Title

Yoast  Plug-in for “on-page” SEO
• Meta Description
• Photo alt tags with the target 

keyword



Google’s Crawlers can’t “read” images*…
but they can read the metatags.

*This is changing.

https://www.google.com/imghp?hl=en


 Internal (ex. Wiki)

 External/Outbound

 Anchor Text

Linking



Structure of Your Posts
Just as we discussed overall website design, your 

posts should also have a visual design that 
appeals to the reader’s eye.



Formatting 



Formatting 2.0

https://thrivethemes.com/faster-content-templates/


• Short Sentences, Short 
Paragraphs

• Shareability: implies shorter, 
or at least “quotable.” 

• F (or  Z) – Pattern
• Images mixed with text 
• Bold and Italic
• Bullet Points 
• Numbered Lists
• Two Colors, Maximum
• Total Word Count: Short 

(400-500) or Long (1,000+) ?

Make it “Scanable” 



Borrowed from traditional 
journalism in order to:

• Grab readers’ attention 
• Grab Google’s attention 
• Get the most important 

information, especially 
keywords, near the 
beginning. 

• Only about 10% will read 
the entire post.

Inverted Pyramid



Typography

 Use simple, web standard fonts; not fancy

 Black or dark gray only, with the exception of hyperlinks

 Consistent across your site

 Make it bigger

 Adequate line spacing

 Bold (yes), Italic (rarely), Underline (never)  Why? See above…

http://simpledigitalbranding.com/visual-elements-writing/


TOO MUCH Styling



Keywords

Old School Thinking

∗ Stuff the page with KW

The Current Approach

∗ Variations of a long-tail 
keyword. 

∗ A more natural style that 
doesn’t appear “forced” to 
human readers.



Long-Tail Keyword Variations

Example: best Tuscan red wines

• Best Red wine From Tuscany
• great wines of Italy
• affordable Italian wines
• wine pairing with Tuscan food
• best white wines from Tuscany
• best red wines from Piedmont
• visiting wineries in Italy
• traveling to Tuscany for the harvest



Writing

(Yes, as in, “What” to write about! But also, 
“Why” are we writing in the first place?)





OK, so how will you know what they want?

Take advantage of a few simple search tools to discover what topics people are 
already searching for online. 

 Google’s Keyword Planner Tool (Let’s Try it!)
 Amazon: especially good if you plan to sell physical products on your site
 Twitter trends
 Paid apps like LongTail Pro or Market Samurai
 Survey Monkey 

The information that you gather from these searches will become the “long-tail 
keywords” mentioned earlier.

Subject Matter 
(Anything in your general niche is fair game, but try to give readers what they want.)

https://adwords.google.com/KeywordPlanner


∗ Favors an informal style of writing. 

∗ Write as if you’re chatting with a friend. 

∗ Worry about refining it later. And you WILL have to refine it if you 
expect people to actually read what you’ve written. It needs to be 
sharp and engaging; not an endless ramble! Shorter!

∗ If we had to roughly define a style of writing that is considered 
“ideal” blogging, it would be something like, 60% journalism (to give 
it credibility), 35% creative writing or “diary writing,” (to give it 
personality), and 5% ad copy (to help the search engines find you). 

∗ The “ad copy” portion should be mostly reserved for the title of 
your posts, and maybe a couple of subheadings. 

The “Blogging Style” of Writing



Write  More Gooder

Grammarly Hemingway App

grammarly.com hemingwayapp.com

http://www.kqzyfj.com/click-7948109-11275874-1423611562000
http://www.hemingwayapp.com/


“I would have written you a shorter letter, but 
I did not have the time.”

Omit Needless Words
1. Be concise.
2. Get to the point early.
3. Don’t babble. 
4. When editing, remove as much as possible.
5. Less is more!



“A Handful of Ways to Optimize Your Site”

What’s wrong: This particular title suffers from an acute lack of specifics. 

If you took a “handful of minutes” to check a few Google searches, you’d find that 
numbered lists are incredibly popular. 10 ways to comb your hair, 14 secrets to a better 
smile, 11 dogs that ruled the world; the number is important. It doesn’t matter how 
many you list, you just need to specify the number. A better title in this case might be:

*12 Ways to Optimize Your Blog for Facebook. 

The lesson to be learned: Be specific!

http://blogpros.com/blog/2014/05/10-common-examples-bad-blog-post-titles

Be Specific with your Title

http://blogpros.com/blog/2014/05/10-common-examples-bad-blog-post-titles


∗ Features are facts about products or services; they add 
credibility and substance to your sales pitch. 

∗ Yeah, but “So what?”

∗ Benefits give customers a reason to buy because they explain 
how your product or service improves their lives. 

∗ Benefits explain “what’s in it for them.” It answers the 
question, “So what?”

Features vs. Benefits



So what?

The So what? trick works in any industry:

• Our doors have strong hinges. So what? They won’t bend when the door is 
slammed shut a thousand times.

• We monitor your servers. So what? Your servers won’t go down, so you and 
your staff can continue working.

• I write high-converting web copy. So what? You can convert more web 
visitors into leads and business.

Read through your website and ask for each statement So what? Keep 
asking So what? to find real benefits.

Real benefits connect to your customer’s desires, such as saving time; reducing 
costs; making more money; becoming happier, healthier, more relaxed, or 
more productive.



How to Write a Terrible, Horrible, No Good, Very Bad Blog Post
from Hubspot Blog: 

1. Write a boring, non-
descript headline.

2. Talk only about your 
products and services 

3. Write for someone other 
than your target 
audience.

4. Have nothing remarkable 
or helpful to say.

5. Format it as one big block 
of text.

6. Include zero in-text links.
7. Forget to attribute your 

sources.
8. Fail to include a call-to-

action.
9. Make a ton of spelling and 

grammatical errors.
10. Disable social media sharing 

links and comments.
11. *Exclamation points do NOT 

replace genuine emotion!!!!



Key Pages
The ones every site should have



“Blog” Homepage or
Custom Homepage?

99% of the time, a custom homepage is the 
correct choice.  Why?  



Elements of a Good “About” Page

The most important sections you should include on your About Page will 
answer these questions:

∗ Who's your ideal customer?
∗ What are your values, goals and mission?
∗ What do your existing customers say about you?
∗ What's your story? How did it all start?
∗ Your company in numbers. Why should you be trusted?
∗ Have your been featured on popular sites?
∗ How's the team behind your company? What's it like working for you?
∗ What should the visitor on your page do next?

If you want to see real-life examples and learn from the pros, click on the 
questions! (Source Credit: Thrive Themes)

http://melyssagriffin.com/
http://gopro.com/about-us
https://www.espressoenglish.net/about/
http://moz.com/about
https://about.twitter.com/hu/company
http://healthambition.com/
http://activecampaign.com/about/
https://www.shopify.com/about


Landing Page or “Squeeze Page?”

∗ Technically similar, but a landing page can be any page, 
whereas a squeeze page generally gives the reader only 
ONE option. Actually, two options: take action or leave.

∗ Landing pages (sales pages) are often like short blog posts 
(400-500 words) with a strong call to action. 

∗ In any case, the key is to have ONE strong call to action 
(although you can repeat the same one several times). 
Don’t give readers the option to “check out my other 
posts,” or “follow me on Twitter.” It defeats the purpose.



(One option, and one option only!)



Content Marketing:
it is NOT “just” blogging

I hope now you understand the difference.



Blog posts are one piece of your content marketing system. 
Without all of the other essential components, your investment 
in writing blog posts will go to waste.

Phase 1 starts before you even write one word. First, you have to do the 
“avatar” research required to get the topics just right. Then you need to 
plan this piece of content within your larger editorial calendar.

Phase 2 is the production phase. Now is when the writing (and re-writing) 
happens. It might also involves a copy editor, a graphic designer to create 
a custom title graphic and some supporting diagrams, and someone to 
upload your post to WordPress and ensure it's optimized for SEO.

Phase 3 is distribution and promotion. Writing and sending your email 
newsletter. Queuing up multiple unique social media posts. Running paid 
traffic to help this new post gain traction or doing outreach to influencers 
who may have been mentioned in the article. 



Let’s Review the Overall Roadmap
Where do the blog posts fit in?



“Typical” Online Sales Funnel

Facebook 
Post or Ad BLOG POST Sign Up 

Form Email List Relationship 
Building 

Product or 
Service 
Offer



“A Loop of Engagement”

Facebook Page

Website (Blog 
Post or Landing 

Page)

Email 
Autoresponder

Retargeting

Opt-in Offer

FB Posts and/or Ads



Homework

 Read the following article related to writing good blog articles, and 
post a comment about it. Or better, post a link to something that 
YOU have written so the class can critique it. 

 http://simpledigitalbranding.com/writing-like-ernest/

 Join our Facebook Group. This intended to get you started on 
creating local connections…. But also to force you to create social 
profiles if you haven’t already.

 https://www.facebook.com/groups/794979457296935/

http://simpledigitalbranding.com/writing-like-ernest/
https://www.facebook.com/groups/794979457296935/
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