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            Introduction

          

        

      

    

    
      Welcome to “How To Build Your Business With Blogging.” My name is Barb Drozdowich and I blog at Sugarbeat’s Books (sugarbeatsbooks.com) as well as at Bakerview Consulting (bakerviewconsulting.com). I am the author of 27 books focused on the technical needs of authors, bloggers and small business owners. I started book blogging in 2010 as a creative outlet and a mental escape from a house full of kids. Book blogging allowed me to talk to other adults about one of my favorite subjects—romance novels—without actually leaving the house.

      Shortly after that, I started blogging about my other favorite subject—technology! I spent my free time building the audience for 2 blogs. As my family got older, I found that my background in technical training gave me a variety of insights into blogging—a keener understanding that my peers didn’t possess. My comfort with technical subjects quickly made me the go-to person for solving problems on my friends’ blogs. Several courses later, and hundreds of hours of hands-on experience with building, posting to, and explaining how to use blogs, I found myself with a new full-time job. When I'm not writing, I create WordPress blogs and teach blogging and other technical subjects to authors and other bloggers. I have 20+ years of experience in teaching technical subjects in a college as well as a corporate environment. Now I spend my days as a consultant, explaining technical issues in a non-technical fashion.

      

      This book was born out of many conversations with clients who struggle with the topic of blogging as a method of communicating with their audience. Frankly, many of my clients are non-technical creatives so I’ve gotten really good at explaining technical subjects to non-technical people.

      This book is aimed at the beginner to intermediate level blogger. If you have some experience, there may be some information in this book that you already know. You may find yourself skipping some sections, but I believe this book contains valuable information for all skill levels.

      I certainly understand the challenges of launching your blogging career. I was there once and had to figure things out. That’s one of the reasons behind the creation of this book. My hope is that each chapter brings you closer to your blogging goals. The Technical Help section and Glossary at the end of the book will help make sense of common problems that many struggle with.

      

      I’m here to tell you blogging can be fun. Let’s get started!
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            What is Blogging

          

        

      

    

    
      At its heart, blogging is just another form of communication. In my mind there isn’t a lot of difference between blogging and having a chat with some friends over a cup of coffee or a mug of beer. You’ll notice that I’m using the words “chat” or “conversation.” When we are talking about blogging, I want you to keep the word “dialogue” in mind.

      A blog is neither a billboard nor a boring monologue. Blogging should be seen as a dialogue.

      Although I use the words “conversation” and “dialogue,” your first response may be that no one talks on your blog or that no one leaves comments for you to respond to.

      

      Times have changed.

      

      The face of a conversation has changed in the electronic world. The person with whom we’re chatting does not literally respond with words. They may respond with actions such as sharing a blog post with their friends on Facebook. This is the electronic version of encouraging friends to listen to an interesting person.

      Although comments are lovely, having someone share your blog posts with their friends is a much more important action as it involves many more people.  Taking myself, for example, I have 16,000 or so followers on Twitter. If I share information about a blog post on Twitter it’s likely that more than just myself will be part of the conversation.  I suspect at least a handful of my 16,000 followers will join in.

      Perhaps some of those people who have joined in from Twitter will then share information with their friends on Facebook, or LinkedIn, or perhaps Instagram. Intrigued, many of these additional people will find their way back to your blog to actually read what you’re sharing.

      A blog is a place where a person or company can share with their community. This is the place they can start or continue conversations and have dialogues. This is the place that the dialogue will grow a community of friends and supporters—people with like interests who will help spread the word about your blog posts, about your content.

      Ahh, the content. What do you actually write about? We’ll get to that in a future chapter. We’ll also talk about building a community and networking—how to spread the word about your blog.  In the next chapter we’ll talk about why you need to blog.
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      There are two separate questions when it comes to blogging, often from two different audiences.

      The first question is—Why do I need to blog? That question typically comes from someone who is a little bit more reluctant. It often comes from someone who is already running a business. Typically, this person has a lot of things that are occupying their time and they are trying to determine whether or not to take some of this valuable time and spend it blogging.

      The second question is—Do I want to blog? This question often comes from a hobbyist. Someone who has interest in a subject and is trying to determine whether they have the time, the money, and the patience to set up a blog and communicate about what they are interested in. This second group can often be divided into two further parts.

      The first one is the die-hard hobbyist. This person who has interest in the subject and they just want to share with the world. I fit into this category 10+ years ago. As a voracious reader throughout my life and a recent stay-at-home mom, I needed some mental stimulation. What better way to create that simulation than to combine my love of reading with the technical tasks of running a blog?

      The second is the person who is looking to augment their income or support an already existing business. The idea of bringing extra income into the house or a business by pursuing a subject that they already have an interest in. The examples of this group are varied. People who love to travel share information about traveling while making money to fund their travel from their blog. Many women and men blog from home while raising a family. The women tend to be referred to as mommy bloggers and the men, daddy bloggers. Their subject matter may be lifestyle subjects, it may be parenting, it may be cooking, or it can be a combination of all these things. Although starting a blog purely as a hobby, it can turn into a source of income. I also fit into this category. What started purely as a hobby blog was gradually converted into a source of income for my family. The creation of my original book blog spurred the creation of several other blogs on different topics, all of which contribute to my family’s total income.

      

      Back to the title of this chapter: Why do I need to blog?

      

      As I stated in the previous chapter, ultimately, blogging is an electronic form of communication. It is thoughts shared with the world.

      Again, back to the title of this chapter: Why do I need to blog? The word blog is often misunderstood. One important thing we’ll do in this book is talk in plain English and define all the new or unfamiliar words we use. Blogging seems to have its own language and I don’t want that to be off-putting to someone wanting to make the leap! I will define words as we go along, but you can also find a complete glossary at the end of this book.

      

      Let’s start with the words Blog and Website. Although in today’s world the words website and blog are used interchangeably, they weren’t always. Originally, the word website referred to static content—content that doesn’t change very frequently. The word blog referred to a journal type of website—or information that is added to somewhat regularly. Many people see a website and a blog as separate entities. I don’t. One website can have static content as well as content that is being added to on a regular basis. One location serving all purposes.

      Your website is your public face to the world. In today’s society if we want to learn more about a person or a business, we “Google” them. Frankly we expect all public figures and businesses to have a website of some sort where we can find out more information.

      Think of Google as a toddler. For those parents reading this, you realize that toddlers don’t stay interested in anything for long. Even shiny new toys are quickly abandoned for the box they came in.

      Google is similar. Google is attracted to new content. A blog which is posted to on a regular basis provides a steady stream of “shiny new toys” for the Google search engine. This regular addition of content helps a site rise up in the ranks in a Google search.

      One last comment for this chapter or for this section—tone and language. As I mentioned previously, I feel that your blog should be a conversation, a dialogue with your readers. A blog post that is a dialogue with your readers is typically casual in its language and tone, like a conversation with friends. It’s meant to share information as you would over a cup of coffee or a glass of beer with your friends. If your blog post is more formal it will start sounding more like a dissertation or a monologue. It may end up conveying information to an audience, but it typically won’t turn your audience into a community. In short, your audience will react differently.

      Think about how you react when reading, let’s say a government website. You are seeking information and you get information. Compare this to how you feel when reading a chatty, personalized blog post. You have a different internal reaction. You may also be seeking information and get the information, but there is a different reaction to this information. As we’ll learn in a future chapter, Google places importance on the level of language.  This casual level of language is achieved easily when you keep in mind the idea of a conversation or a dialogue.

      We’ll come back to the topic of Google Ranking and SEO in a future chapter, but first we’ll move on to the topic of branding.
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      Two words that come up frequently when talking about blogging are Branding and Keywords. They seem to be almost universally misunderstood so we’re going to attack both these words. We’ll attack branding in this chapter and start talking about keywords in the next chapter.

      Branding is the look and feel and tone of your platform.  Branding encompasses everything from the colors you use on your blog and social media to what you write about and what you say on various parts of your platform. Branding means that every aspect of your platform follows the same look and feel. You’ll notice I used the word “platform.” By platform, I mean everything associated with your on-line and off-line presence. The logo, the colors, the overall look and feel, the words, the tone—these things all come together to comprise your platform.

      The easiest way to see and to understand branding is to go to the website of a large corporate brand. Something like Nike or Coca-Cola or my favorite coffee places: Tim Hortons and Starbucks.

      You’ll notice that they use the same colors and logos across the website. If you move from the website to the social media accounts, the colors and the logos are carried forward to all of the various social media presences.

      The content, the words, are anticipated or perhaps predictable. Perhaps some of the above examples are obvious, but most people understand if you go to the Nike website you learn about shoes. If you go to the Coca-Cola website you’ll learn about soda pop. If you visit the websites of Tim Hortons or Starbucks you’ll learn about coffee.

      As you are making your plans for putting a blog together and planning the content, you need to think about the cohesiveness of your whole platform. As you work your way through a plan I encourage you to learn lessons from big-name websites to understand what is done ideally and bring that information back to your plan.

      We’re going to leave the topic of Branding and move on to Keywords in the next chapter.
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      One of the biggest struggles potential bloggers have is: “what do I blog about?” This subject goes to the topic of tone and content mentioned in the previous chapter.

      Most people who are considering blogging have a general topic or topic area in mind. A blog is more than just a general topic or topic area; it is or it becomes a body of work—a collection of blog posts. So how to move from a general topic to what to post about day after day, month after month is a concern I get a lot of questions on. How to NOT run out of things to say, topics to write about.

      I can easily teach the mechanics of blogging. There are rules or guidelines to follow. When it comes to the content, that tends to be more of a personal decision rather than a rule.

      Blogging is hard work and often bloggers make it even harder by not having a clear vision of what they want to say on their blog. As a result they spend hours agonizing over every post. In my experience, unless a blogger has a plan around what they’re going to talk about, they tend to give up in under three months.

      Remember the main purpose behind blogging is not only to communicate with your audience but also to create and maintain a community of supporters of your work, of your business.

      

      Let’s attack the subject of “what do I write?”

      

      In this chapter we will develop a list of words—we will call them Keywords—which you will use to guide the creation of content on your blog.

      So what is a keyword? When I Google “what is a keyword?” Google tells me that a keyword is a “word or concept of great significance” or “a word to indicate the content of the document.”

      In this book we’re going to look at keywords in two different ways.

      

      
        
        1) keywords as they relate to how you determine what to write on your blog

        2) keywords as they relate to how your blog ranks on a Google search

      

      

      

      In this chapter we’re going to focus on the first point—keywords as they relate to the subject matter on your blog. We will focus on the second point in a future chapter when we talk about SEO. For now, we’re going to create a list of keywords that you will use to guide the creation of content on your blog.

      Many people feel the content on a blog should be limited to one topic. I disagree. Even when the subject matter is narrow, a list of similar topics can be created. Let me explain.

      I want you to grab a piece of paper or download and print this graphic. (https://bakerviewconsulting.com/keywords-2/) The first thing that I want you to list on your piece of paper is words that refer to your primary subject matter. Let’s take the example of a travel blog.  Your overall subject matter may be travel, but likely you have a specific interest that is narrower. For example, are you interested in plane, boat, or train travel? Are you interested in travel close to where you live? Are you interested in travel to a specific continent? Are you interested in learning the language of where you will be traveling to?

      Do these questions spark your imagination? I hope some. Jot down some ideas that are appropriate for your primary subject matter.

      The next thing I want you to jot down is topics that don’t necessarily apply to your primary subject, but are of interest to you. Again, to spur your imagination, but still using the basic topic of travel blogging as an example, are you interested in photography? Do you enjoy going for hikes? Do you enjoy seeking out hikes when you travel? Do you have an animal in your household? Do you like to take that animal with you when you travel?

      You should now have a list of words. Let’s call this list of words the Primary list. In our next step we’re going to expand on the primary list with a secondary list. For each word on your primary list I want you to come up with 3 to 5 words that have to do with that primary list. By the time you do this for all the primary words you should have a fairly comprehensive list of possible topics or subject matter for

      

      
      

      
      
      
      
      
      
      

      
      
      
        	- Technical details of manipulating a WordPress blog

        	-	Tricks of the trade to make WordPress easier

        	-	Designing WordPress blogs and how to take advantage of certain functionalities

      

      

      
      
        	-	How to optimize various aspects of blogs

        	-	Current blogging news

      

      

      
      
        	-	Helping authors understand who book bloggers are and where to find them

        	-	Helping authors understand what book bloggers can do for the promotion of their books

      

      

      
      
        	-	Canadian jokes

        	-	Canadian scenery

        	-	Things that are uniquely Canadian like Tim Hortons or “Timmy’s”
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