
Blogging	101	



Helena	Escalante	
Founder,	Speaker,	Bibliophile	
and	Writer	at	EntreGurus.com	
helena@entregurus.com	



A	blog	that	shares	one	
idea,	every	day,	from	the	
books	of	the	best	
ENTREpreneurship	
GURUS,	that	you	can	
read	in	under	5	minutes.	

Please	join!	
entregurus.com/join	



Finding	Your	Voice:		
Unique,	AEracFve,	Personal	



Exercise	

•  Review	a	piece	of	wriFng.	Describe	it	w/3	
adjecFves.	

•  List	5	favorite	books/authors.	Describe	them	w/3	
words.	

•  Your	ideal	reader.	Describe	him/her	w/3	words.	
•  Contact	5	people.	Ask	them	to	describe	you	in	3	
words.	

•  Come	up	with	YOUR	3	FINAL	WORDS	to	describe	
your	voice.		



Types	of	Blogs:		
Which	one	is	yours?	



What’s	Your	Type	of	Blog?	

PERSONAL	
•  About	you:	life,	perspecFve,	

experiences.	
•  Longer	to	develop	a	faithful	

following		
•  Flexible:	grow	and	adjust	with	

you.	
•  Longer	lifespans.	
•  If	sharing	ideas,	and	changing	

POVs,	keep	it	personal.	Tell	
your	readers	this	is	your	
intent.	

TOPICAL	
•  About	a	parFcular	subject,	a	

topic	that	resonates,	a	
burning	issue.	

•  Easier	to	grow,	harder	to	
get	personal	(not	heart-to-
heart).	

•  Topical	blogs	can	scale,	but	
keep	audience	at	a	distance	
(unintended).		

•  Not	as	flexible	(can	branch	
out	once	established).	



What’s	Your	Focus?	
Subject,	Theme,	ObjecFve	



Your	Focus:	What	To	Say	&	How	

•  Rule	of	thumb:	Narrow	focus,	broader	
audience.	

•  3	elements	to	consider:	
– Subject	
– Theme	
– ObjecVve	



Your	Focus:	What	To	Say	&	How	

SUBJECT	
•  Broadest	area	of	your	wriFng	
•  Described	in	1	or	2	words	(e.g.	,	cooking,	fitness,	
fashion,	family	life,	etc.)	

•  Ask	yourself:	
– What	am	I	passionate	about?	
–  In	what	topic	do	I	have	experFse	or	a	desire	to	learn?	
– What	could	I	write	about	for	2.5	years	(30	months)	
without	running	out	of	ideas	or	energy?	



Your	Focus:	What	To	Say	&	How	
THEME	
•  Narrower	version	of	your	subject.		
•  Subset	of	your	main	topic	-	a	parFcular	area	of	
concentraFon.		

•  Ask	yourself:	
–  How	can	I	break	this	subject	down	into	its	various	
components?	

– What	do	I	want	to	concentrate	on?	
–  Is	there	a	specific	manner	in	which	I	want	to	aEack	this	
issue?	

– What	will	my	wriFng	“style”	be?	(e.g.	Humorous,	sarcasFc,	
pracFcal,	anecdotal,	etc.)	



Your	Focus:	What	To	Say	&	How	

OBJECTIVE	
•  The	main	takeaway.		
•  If	everything	else	fails,	this	is	what	you	want	
your	blog	to	do.		

•  Ask	yourself:	
– What	do	I	want	to	accomplish	with	my	wriFng?	
– What	impression	do	I	want	to	leave?	
– What's	my	goal?	How	do	I	measure	it?	



Crowded	Niche?	
•  Peace	
•  Wisdom		
•  Status		
•  Family		
•  Fame		
•  Wealth		
•  Power		
•  AuthenFcity		
•  Joy		
•  Success		
•  AthleFc/fitness		
•  Humor		
•  Stylish		
•  Frugal		

•  Integrity		
•  Love		
•  Friendship		
•  JusFce		
•  Influence		
•  Happiness		
•  Truth		
•  Kindness		
•  Spirituality		
•  Loyalty		
•  Luxury		
•  Craesmanship	
•  Charity		
•  Building	

•  Environment		
•  Trust		
•  Knowledge	
•  Reliability	
•  Teamwork	
•  CompeFFveness	
•  Commitment	
•  CreaFvity		
•  Honesty		
•  Fairness		
•  Independence		
•  Design		
•  EducaFon		
•  ScienFfic	



Blogging	PersonaliVes	
What’s	Yours?	



Blogging	PersonaliVes	

•  What	do	you	want	to	be	known	for?	
•  Choose:	you	can’t	be	known	for	everything.	
•  Be	intenFonal.		
•  Your	blogging	personality	requires	work	and	
focus.		

•  5	blogging	personaliVes	that	a[ract	a	lot	of	
readers	



Blogging	PersonaliVes	
•  ArVst:	Writes	and	creates	beauty	or	art	(broadly	
defined).	

•  Prophet:	Tells	us	the	hard	truth	about	the	world	
or	themselves.	

•  Journalist:	Has	natural	curiosity.	Researches,	asks	
quesFons,	assimilates	answers,	shares	it	with	
others.	

•  Professor:	Teaches	by	taking	something	complex	
and	breaking	it	up	into	small,	acFonable	steps.	

•  Star:	Readers	see	these	bloggers	as	someone	
who	they	want	to	be	around	or	be	like.	



Cornerstone	Content:	
The	Basics	



Cornerstone	Content	

•  The	basics	that	everyone	who	comes	to	your	blog	
will	want	to	read.		

•  Evergreen.	
•  Write	it	first.	
•  Ask	yourself:		
– What	do	people	always	ask	you	about?	
– What	story	do	you	tell	over	and	over?	(Stop	me	if	
you’ve	heard	this	one...)	

– What	terms	or	phrases	do	you	consistently	use	again	
and	again?	Have	you	



Your	About	Page:	
What	About	You?	



Your	About	Page	

•  Most	important	and	most	viewed	besides	
homepage	

•  Why	is	this?	
– Nobody	reads	something	from	a	writer	they	don’t	
trust.	

– People	want	to	connect	–	especially	on	social	
media.	

– SomeFmes	hard	to	tell	what	blog	is	about,	even	
aeer	reading	a	few	arFcles.	

	



Your	About	Page	
•  Three	keys:	
–  A	welcome.		
–  A	promise.		
–  An	invitaVon.		

•  Your	picture	a	picture	(no	maEer	how	camera-shy	you	
are)	

•  A	liEle	bit	about	your	story	or	your	organizaFon’s.	
•  A	way	for	readers	to	subscribe.	
•  Links	to	social	media	profiles.	
•  List	of	some	of	your	most	popular	or	favorite	blog	
arFcles.	



CreaVng	Content	



CreaVng	Content	
EssenVal	elements:	
–  Title/Headline:	grabs	readers’	aEenFon	
–  Lede	(lead):	creates	a	liEle	mystery	
–  Body	content:	delivers	on	the	promise	of	the	headline,	
answers	the	mystery	of	the	lede.	

–  Closing:	designed	to	accomplish	the	objecFve	of	your	blog	
and	get	your	reader	to	take	acFon.	

–  “Tension”	throughout:	create	quesFons	and	answer	them	
as	the	reader	moves	through	the	post.	

“The	secret	to	telling	great	stories	is	to	create	tension.”		
-	Ira	Glass	



Headlines	



Headlines	
•  First,	and	maybe	only,	part	of	an	arFcle	a	reader	
will	read.	

•  Your	chance	to	win	or	lose	a	reader's	aEenFon.	
•  Extremely	important.	
•  AEracFve,	interesFng,	and	descripFve.		

"On	the	average,	five	7mes	as	many	people	read	
the	headline	as	read	the	body	copy.	When	you	have	
wri@en	your	headline,	you	have	spent	eighty	cents	
out	of	your	dollar."	—David	Ogilvy	
	



Headlines	
•  FORMULA:	Trigger	+	Adjec,ve	+	Keyword	+	Promise	
•  Trigger:	Numbers	or	trigger	words	like	"how,"	"why,"	
or	"what"	will	pique	curiosity	and	set	expectaFons.	

•  AdjecVve:	A	great	adjecFve	will	add	flavor,	interest	
and	descripFon.	

•  Keyword:	Tells	your	reader	what	the	arFcle	is	really	
about.	

•  Promise:	This	is	the	objecFve,	what’s	in	for	your	reader	
and/or	what	you	want	the	reader	to	be	able	to	do.		

Example:	
“4	Easy	Elements	to	Write	a	Headline	for	Your	Blog	Posts”	



Search	Engine	OpVmizaVon	



10	Tips	for	SEO	

1.  Write	a	good	Ftle,	like	"How	to	Bake	the	Perfect	
Chocolate	Chip	Cookie."	

2.  Include	links	to	great	content,	both	within	your	
site	and	to	other	great	sites.	

3.  MenFon	keywords	related	to	your	arFcle:	
cookies,	chocolate	chip,	etc.	

4.  Don’t	write	too	liEle,	search	engines	like	arFcles	
of	a	minimum	of	300	words.	

5.  Post	content	regularly,	at	least	once	a	week.		



10	Tips	for	SEO	
6.  Don’t	neglect	metadata:	descripFon,	tags,	

keywords.	Search	engines	will	use	it	to	find	your	
posts.	

7.  Use	keywords	in	the	tags	and	descripFon	for	
your	images.	

8.  Create	3	to	5	categories	related	to	your	blog	
content.	

9.  Add	header	tags	(H1,	H2,	H3).	
10. Get	social!	Share	on	social	media	and	encourage	

your	readers	to	share	too.	Google	likes	content	
that	gets	shared.	



An	Email	List:	
It’s	CriFcal	



Build	an	Email	List	
•  Email	is	sFll	one	of	the	best	ways	to	reach	people	online.	
•  You	own	your	email	list	(unlike	a	fan	base	on	TwiEer	or	

Facebook),	and	you	can	take	it	with	you	wherever	you	go	
(even	if	you	start	a	new	blog).	

•  Email	is	personal,	direct	and	private.		
•  A	great	way	to	reach	out	to	your	subscribers	and	connect	

with	them.	Blogs	and	social	media	don’t	do	that.		
•  Lots	of	ways	to	build	a	good	email	list.	Give	away	

something	in	exchange	for	their	email	address.		
•  Add	value	and	people	will	talk	about	it.	Others	will	want	it.	
•  What	data	do	you	gather?	GDPR	–	European	Union	



3	Types	of	Email	

•  Update:	Recent	blog	posts,	an	exclusive	piece	of	
content	for	your	subscribers...	catch	your	readers	
up	with	what's	going	on	with	you.	Add	value!	

•  Posts:	Same	content	posted	on	a	blog	is	emailed	
directly	to	a	subscriber.	Stay	in	touch,	no	need	to	
create	new	content.	

•  Newsle[er:	It's	usually	weekly	or	monthly,	and	
oeen	has	graphics	and	tons	of	content.	But	it	
doesn't	have	to	be	complicated	or	long:	Tim	
Ferriss	5-Bullet	Friday.	



Email	Drip	Campaigns	
6	essenVal	parts:	
1.  Welcome	new	readers	and	share	their	incenFve	

bonus.	Welcome	them,	make	a	promise,	and	
invite	them	to	connect.	

2.  Share	featured	content	(your	best	or	most	
popular	posts).	

3.  Ask	a	QuesFon:	Go	first,	then	ask	your	readers	
what	they	are	struggling	with?	

4.  Share	an	inspiring	story.	If	you	have	a	small	
thing	for	sale,	invite	them	to	buy	it.	Add	value!	



Email	Drip	Campaigns	

6	essenVal	parts:	
5.  Invite	them	to	share	something	you've	given	

them	with	a	friend.	
6.  Set	ExpectaFons.	Encourage	them	and	share	

what	they	should	expect	in	the	future,	and	
even	let	them	opt	out	if	they	don't	connect	
with	your	long-term	vision.	



THANK	YOU!!	
Let’s	connect:	
helena@entregurus.com	

linkedin.com/in/helenaescalante	
	


