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Why 5 steps to a high-powered blog?

A blog is one of the most flexible communications tools available 
to a business, and it’s a core platform for content marketing, 
thought leadership, and brand building. It’s handy for:

 1. Increasing website traffic 

2. Broadening market reach

3. Building your mailing list

4. Fueling social media campaigns

5. Giving your company a human voice

6. Educating customers and supporting sales staff

But absent a blog fairy to produce these results via magic 
wand (we so wish she existed), you’ll need a strategy and a 
plan to make it happen. Hence our five steps—follow them, 
and you’ll be on your way to meeting your goals.

Good luck!

The Thinkshifters

http://thinkshiftcom.com/
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Why?

A strategy defines  
how the blog will  
support business  
goals.

It maintains  
momentum  
by creating  
a roadmap.

It ensures you 
know how to 
measure success.

Tips

Involve bloggers 
in planning to 
ensure realistic 
goals.

Set targets  
for short-term 
success as well as 
long-term results.

Build in 
evaluation stops 
to be sure your 
plan is working.

Before you do anything else—set up a new blog or try to fix a flagging one—
create a one-page business plan. The plan should answer these questions, 
clearly and precisely:

 1. What business and marketing goals will your blog support?

 2. Who’s your audience? What are their interests? How can you 
be helpful to them?

 3. What’s your blog about? Do you want to showcase high-
level thinking? How you help customers? 

 4. Given your answers to questions 2 and 3, what subjects 
should you write about? What topic mix are you aiming for?

 5. What’s the level of content (nitty-gritty, big picture, etc.)?

 6. What’s your blog’s voice? 

 7. Who’s in charge? Who will contribute? 

 8. How will you attract readers?

 9. How will you measure success?

Why bother when it’s so much more fun to jump into designing your blog 
and brainstorming content ideas? Because a blog without a plan is a blog 
without a future. Most companies find that without a roadmap for a long-
haul development, their blog peters out after the initial burst of effort. 

Plus, thoughtful strategy development will help generate enthusiasm (even 
among skeptics) and create a platform for ongoing progress.

Step 1: Build a strategic foundation 
 Creating a business plan that defines goals and tactics  

sets you up for success.

http://thinkshiftcom.com/


© 2014 All rights reserved. www.thinkshiftcom.com 

5 Steps to a High-Powered Blogstrategy>Shift           

Why?

It wards off 
random topics— 
a blog should be 
about something.

It’s crazy to  
leave execution 
of your strategy 
to chance.

It allows people 
to schedule 
contributions.

Tips

Jump on news— 
it gets you into 
conversations. 

Writers’ guidelines 
make sure everyone 
knows what to do 
and when to do it.

The bigger the 
team, the more 
structure you 
need.

“I can’t think of anything to write about.” “But everyone loves the office 
dog posts.” “I’ll do five posts next week—I swear.” “I thought blog posts 
didn’t have to be coherent.” 

Many a blog runs aground on the shore of excuses. Keep the weaseling to 
a minimum and ensure that your blog follows your strategy by establishing 
structured editorial process, with an editorial calendar as its backbone.

A lack of topic ideas will shut your blog down cold, so schedule regular 
brainstorming sessions. Aim for various types of posts to keep the blog 
interesting to readers and enable a variety of people to contribute. Your 
blog could include case studies, commentaries on other published material 
and news, original analysis, observations from the field, answers to customer 
questions, how-to information, company news, and reports on results 
you’ve achieved for customers. 

The editorial calendar will list planned topics, writers, production and 
posting dates, type of content, and audience (if you have more than one). 
You can also use it to record promotional actions for each post. (Want to 
see a sample? Send an email to calendar@thinkshiftcom.com.) 

Also consider: Do you want the blog to have a particular voice and tone? 
Speak to a particular knowledge level? Contributors should know the 
content parameters, and it’s also helpful to document the standard route 
from topic conception to publishing, including approval, editing, and 
posting steps, as well as expected timing and roles. 

Step 2: Bring order to content chaos  
 A structured editorial process makes a blog easier to 

maintain and ensures well-targeted posts.

http://thinkshiftcom.com/
mailto:calendar@thinkshiftcom.com
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Why?

Reshaping existing 
content gives you  
a bigger return 
on your initial 
investment.

Blogging can turn 
into slogging when 
writers struggle.

You can’t feed  
a blog with an  
empty idea bin.

Tips

Invite guest posts. 
Content from 
partners provides 
fresh perspective.

Mine internal 
conversations.  
If staff are talking, 
the topic may  
make a good post.

Cover events.  
People can write up 
what they learned 
at trade shows and 
other events. 

Paying heed to steps 1 and 2—a solid strategy and a well-structured editorial 
process—will launch your blog with the best chance of success. But it 
won’t protect you from the ravages of time pressures, idea droughts, and 
reluctant writers. Ongoing success requires maximizing your intellectual 
capital in every way possible. 

Reduce, reuse, recycle. This mantra applies as much to content as it does 
to sensible resource use. Aim to use the content your business creates 
multiple times, including on your blog. A few ideas: excerpt articles that 
executives write, expand on talking points in your messaging, post case 
studies, define important concepts in your field, recast presentations, and 
break down reports into a series of posts.

Give writers a leg up. If you rely on people whose job description does 
not include writing, keep in mind that even the most enthusiastic writers 
need training and editorial support. And it’s better to work with a few 
people who want to blog rather than a bigger team of people who feel 
dragged into it. To take advantage of subject matter experts who don’t 
have the time or inclination to blog, your marketing team can interview 
them and ghostwrite posts or publish the interviews as Q&As.

Jump on ideas. A fresh idea is like just-picked produce—the longer you 
wait to use it, the less appealing it gets. Encourage bloggers to act on their 
ideas as soon as possible so they don’t lose inspiration.

Don’t overthink. Not every post has to be a polished pearl of wisdom or 
a major news item. That’s a beautiful ideal, but “reasonably smart, useful 
and engaging” is a more realistic (and tough enough) standard to meet.

Step 3: Maximize your assets   
 Retooling existing material, supporting bloggers, and 

running with timely ideas will keep you on track.

http://thinkshiftcom.com/
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Why?

Competition 
for attention is 
fierce—if you don’t 
compete, you can’t 
stand out.

Even if people are 
clamoring for your 
opinions, they will 
not seek you out.

Your blog should 
leverage other 
marketing efforts.

Tips

Consider 
promotional 
possibilities when 
developing topics.

Promote posts 
multiple times—
someone missed 
them the first time.

Optimize posts 
and tags for search.

Making your blog accessible on your website is the least you can do.  
If site visitors see it, they might even read it. But most businesses are 
hoping for a bigger return than that—and achieving it requires actively 
promoting blog posts.  

Use social media. Feeding Twitter, LinkedIn, Facebook, and other social 
media channels with catchy summaries of new posts can significantly 
expand their reach (and attract new followers to boot). 

Cross-promote. A great way to reach targeted readers is to repost your 
material on the blogs of partners and affiliated organizations. You’ll be most 
welcome on other sites if you offer content relevant to their audiences, 
are open to revisions, and are willing to return the favor.

Send a newsletter. Create a monthly or quarterly email highlighting the 
period’s best posts with links to the articles. This captures the attention 
of people who don’t follow you, and it helps build your mailing list. 

Integrate with PR. Blog posts can be conversation starters or calling cards 
that give journalists a taste of what the author might say in an interview 
or provide background on a story idea. Your PR team may be able to place 
meatier posts as opinion pieces. And a series of posts on a hot topic can 
position your executives as go-to experts.

Step 4: Bake promotion into the process  
 Getting the word out is essential to extending brand reach 

and building readership.

http://thinkshiftcom.com/
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Why?

It reveals problems 
that might not be 
obvious.

It provides a 
baseline for 
experimentation 
as well as progress.

It justifies 
resources and 
shows the return.

Tips

Determine metrics 
and set baselines 
before you start.

Evaluate quarterly 
to get meaningful 
data before you go 
too far off track.

Track promotions 
and focus on 
channels that 
deliver top results.

A blog needs time to develop—but at some point you have to be able to 
show that it’s earning its keep. If it’s not, you need to be able to analyze 
the problem and plot a turnaround. 

To do that, you need data. The metrics you place the most weight on will 
vary depending on what you’re trying to achieve. Generally, we recommend 
evaluating blog performance in these categories.

Marketing goals. These are the easiest to measure. If you want to increase 
traffic to your website, build your email list, or promote reports and other 
content, the signs of success are there to be counted: blog views, web 
traffic, list signups, conversions, and others. Also look for spikes when you 
cover a particular topic—those are clues to content strengths.

Branding goals. Do posts get referenced, lead to conference appearances, 
or get republished? Do influential people share or comment on posts? 
Does the content support positions you want to stake out? (Popular posts 
that take you in an unwanted direction can’t be counted as a success. If all 
you want is traffic, two words: kitten videos.)

Execution goals. Are your most knowledgeable people posting? Does the 
quality reflect well on your brand? Is the content right for your strategy 
and marketing goals? These factors are worth measuring as zealously as 
business metrics: if your blog isn’t delivering, chances are the problem lies 
somewhere in this area. 

Step 5: Measure, adjust, repeat  
 Evaluating performance against business and marketing goals 

ensures your blog isn’t just a hobby.

Thinkshift Communications is a San Francisco–based agency that builds brand presence 
and value for sustainable businesses, cleantech companies, and social enterprises.  
We’ll tell your story in a way that motivates action and gets you the attention you deserve.   
Follow us @thinkshift.

See more strategy>Shift guides on the Resources page of our website. And sign up to be 
the first to know about our next report. 
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