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If you want to build an engaged audience, you’re going to need content. 

Not just any content – you’re going to need truly awesome content, and lots of it. 

Don’t worry if you’re not a writer, or you’re not sure how to create all that awesomeness, 

because we’ve got you covered. 

The following 23 pages are adapted from an upcoming book by Danny Iny and Sean Platt, titled 

“How to Build a Blog: Create Awesome Content, Build Community, and Go Viral!” (look it up on 

Amazon in the new year). 

And creating truly awesome content is what it’s all about… 

Start by Finding Your ONE Person 

If you want to inspire your readers and turn them into raving fans, you must know who you’re 

writing for. 

You probably already know about the need to niche and focus, and that in order to do that, you 

must define your target audience. 

Trouble is, when most people define their target audience, they get it all wrong! It usually ends 

up looking something like "women, 27-39, single, educated, income of over $40,000 and love 

eating chocolate," or "men, 18-28, who sell information products, consulting and/or 

professional services via a website, have a blog with a small audience and want to increase their 

organic traffic.” 

If you’re a chocolatier or an SEO specialist, and you’ve narrowed your focus down from 

"everybody" to this subset of the market, you might be pretty pleased with yourself. 



Special Bonus for Engagement from Scratch! Readers: 

CREATING TRULY AWESOME CONTENT 

www.EngagementFromScratch.com 
© 2011 Danny Iny. All rights reserved. 

But That’s Not Narrowed At All… 

The truth is, every woman likes chocolate, and every man who sells information products wants 

more traffic. 

So really, how specific are these descriptions? Not nearly specific enough! 

These descriptions are far too broad. The more people you try speaking to, the more diluted 

your message must be in order to speak to them all. 

The more diluted your message, the more ineffective it will be. 

The problem is when you initially ask yourself to define a target audience. An audience sounds 

like a group of people. A big group. That’s where things start to go wrong. 

Don’t go down that road. Forget “target audience,” think “reader profile” instead. A reader 

profile implies one person; the one person you exist to serve with your blog. 

You don’t want to be many things to many people. Instead, you should be epic, amazing and 

inspirational to just one person: the right person. If you inspire that one person, and there are 

enough people like that one person, you will dominate your niche. 

Speaking to one person means you will never again define your audience as “women, 27-39, 

single, educated, income of over $40,000 and who like eating chocolate” – after all, no 

individual person can be 27-38… unless it’s one of those women whose age fluctuates 

depending on how many eligible bachelors are in the room! 

No, from now on, it's “Jane. 30 years old. Bachelor's degree in the Arts. Works in an account 

management job she hates, and is in the process of scoping out a new career. Thinking about 

getting a Masters degree. Single, having recently dumped a loser boyfriend. Has lots of friends 

with whom she watches 'Sex in the City' and eats expensive ice cream. She drives a Honda, 

works out three times a week, and goes to the spa about once a month.” 

Doesn't Jane sound like a real person? Isn't it easier to think of something she’ll want to read, 

or maybe even devour? 
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No, You Aren’t Turning Other People Away… 

The immediate concern from most people when told to focus on a single person is, “Won’t I 

miss out on a larger audience? Can I afford to ignore my entire market?” 

The answer is that no, of course not – if people visit your blog, they should feel welcome. You 

should write things they will want to read. 

But if you don’t focus on a single reader, nobody will feel that you are writing to them, because 

your writing will be scattered and uninteresting. 

Start with one person, and by virtue of writing for that one focused audience, you will find that 

your writing improves across the board. 

Defining Your ONE Person 

Consider your one person: the one that you were thinking of when you started your blog. 

If you don’t already have one, find one: who do you want to write for?  Who will you enjoy 

interacting with? Who can you help most?  

Answer the following questions about that one person: 

� Are they male or female? 

� How old are they? Ranges don’t count – what age, exactly? 

� Single, married, or...? 

� Are they educated? To what level? What did they study? 

� Are they working? Where? Doing what? Is it a job or a career? Do they like it? 

� What words do they use to describe themselves? 

� What are their immediate goals? Their five-year plans? 

� What are their dreams and aspirations? 

� What obstacles stand in the way of those dreams and aspirations? 

� What ultimate outcome do they want from your blog? 
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� What behaviors are typical of this person? 

� What do they like to read? What do they like to watch? What do they listen to? Who do 

they listen to? 

� What keeps them up at night? 

� What are their strongest desires? 

� What is their biggest worry or fear in general? 

� What do they value the most? 

� What is their name? 

Okay, now that you know who you’re writing for, let’s talk about the actual writing! 

There are three main functions of effective writing in the context of blogging and copywriting: 

attract a reader, retain that reader, and most importantly, engage that reader.  

Let’s explore all three. 

Writing to Attract: Make it Sexy 

The first thing you must do is grab attention, and you do that by making your writing sexy. We 

don’t mean sexy as in “appealing to sex” (though that certainly works, as in the case of Stacey 

Herbert’s 5 Things You Should Do To Lose Your Blogging Virginity Like a Slut1 or Demian 

Farnworth’s Dirty Little Secret to Seducing Your Readers2). 

We mean sexy as in excitingly appealing; something that grabs, then holds, reader attention. 

You do this by appealing to a core human drive3, which means one of the following: 

� Drive to Acquire: This is about wanting more money, more stuff, and more power. Some 

examples of content which targets this drive include 18 Months, 2 Blogs, Six Figures4 

and The Skinny on Ways to Fatten Your Wallet Doing Business Online5. 

                                                           
1
 http://diyblogger.net/5-things-you-should-do-to-lose-your-blogging-virginity-like-a-slut 

2
 http://www.copyblogger.com/seduce-your-readers/ 

3
 Read more about this here: http://book.personalmba.com/core-human-drives/ 
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� Drive to Bond: This is about the need to feel loved and connected. The Core of Self-

Love6 and How To Refresh Your Passion For Your Online Business7 both appeal to the 

drive to bond, as do the examples about actual sex mentioned above. 

� Drive to Learn: This is about curiosity, and wanting to know how things work, as well as 

what happens next. Things You Can Learn about Marketing while Sunbathing8 and The 

Difference Between Engaged and Engaging9 are both excellent examples of targeting 

this drive.  

� Drive to Defend: This is about the human need to feel safe, secure, and protected from 

risk and misfortune. Posts that target this drive include Business Failure or Strategic 

Relocation: It’s Your Call10 and What 48 Stitches Taught Me About Change11. 

� Drive to Feel: This is about wanting exciting and fulfilling experiences. Posts targeting 

this drive include Live Each Day Like It Is Your Last12 and How To Live A Lottery 

Lifestyle13. Sex can be found here as well. 

You’ll notice the sexiest part of the post is the headline – because that is the “promise” that 

draws people in. You’ll also notice that it’s possible to target several drives with the same 

headline! 

Of course, the selection of which drive to target is never random – it’s a function of figuring out 

who your audience is, then identifying their most burning desires and drives. 

                                                                                                                                                                                           
4
 http://www.corbettbarr.com/18-months-2-blogs-six-figures 

5
 http://www.jonalford.com/ways-to-make-money-online 

6
 http://unlockthedoor.net/core-self-love/ 

7
 http://marleeward.com/how-to-refresh-your-passion-for-your-online-business/ 

8
 http://newinternetorder.com/learn-marketing-while-sunbathing/ 

9
 http://dannybrown.me/2011/05/12/the-difference-between-engaged-and-engaging/ 

10
 http://www.thesaleslion.com/failure-business-strategic-relocation/ 

11
 http://www.vicmagary.com/blog/motivational/what-48-stitches-taught-me-about-change/ 

12
 http://www.pocketchanged.com/2011/04/01/live-each-day-like-it-is-your-last/ 

13
 http://everydaybright.com/2011/05/how-to-live-a-lottery-lifestyle/ 
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Writing to Retain: Make it Useful and Entertaining 

Getting attention is great, but it’s just the beginning. Once you’ve attracted readers to your 

content, you must retain them. There are two ways to do this: be useful, or be entertaining. 

Ideally, be both. 

You make content useful with language, because language is basically the “packaging” you use 

to deliver ideas to the reader. Putting your ideas in a simple bulleted list is one way of 

packaging, imparting the information as a story is another entirely. The first way allows the 

reader to skim and skip over your content, the second can get them to read, think about, and 

engage with your information on a deeper level. 

You must have useful information in there, too. If you have nothing useful to offer – whether 

it’s an insight, a strategy, a process, or a tool – then no matter how much you “dress it up,” it 

still won’t have enough value. Assuming you do have valuable information to share, it’s often 

the packaging that can make it truly special for the reader. 

Rather than speaking in generalities, here is an exact formula you can use to package your 

information in guest posts: 

1. Start with a hook. You MUST start by grabbing reader attention. This is best done with a 

short sentence to pique curiosity. That sentence is then expanded into an opening that 

will drive people to continue reading. You can do this by telling a story (the reader keeps 

reading to see how it ends), by painting a picture of an outcome (they keep reading to 

learn how you got there), or by being confrontational (they keep reading because they 

disagree). Keep your paragraphs short, and make sure to hook their attention before the 

MORE tag. 

2. Pivot to the problem. First thing after the MORE tag is to pivot from your hook, which 

might only be related to your post’s core concept as an illustrative example, to the 

problem that beats at the heart of the matter. Explain the problem – what are the 

symptoms and their outcomes? 

3. Explain the cause. Explain the underlying logic behind the problem – what is causing it, 

and why do people do things that way? What are the mistaken assumptions leading that 

to happen? Don’t skip this step – give your readers credit for being curious and 

intelligent, and they will reward you with their attention. 
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4. Share the solution. Having uncovered the mistaken assumptions, and core processes at 

the root of the problem, you can share the solution. By now, people should be super-

eager to read it! 

5. Call to action. Don’t end the post without pivoting back to the reader, and their own 

situation. Ask a question about their experience as it relates to your post. Try to make it 

a question that is easy to answer – Danny’s first post on Copyblogger14 got tons of 

comments (208 at last count), mostly because he asked people about their favorite 

business books, and everyone has one to share! 

Both Sean and Danny follow this formula most of the time when they write, and it works like a 

charm. Their guest posts are consistently commented and shared, and they’ve had repeat 

appearances on many of the larger blogs they’ve posted for. 

Here are five examples of guest posts Danny has written that follow this formula to a T. To get a 

sense of how well this works, print the posts and note the sections: 

1. Desperate Housewives on Writing, Storytelling, and Selling15 (Big Girl Branding) 

2. Steak or Peanut Butter – How to Land Authority Blogs16 (E-Junkie) 

3. Write From The Heart: Does Authenticity Really Work?17 (Write Speak Sell) 

4. The Viral Content Formula That Could Double Your Readership18 (Think Traffic) 

5. How to Chain an Elephant: Breaking the Shackles We’ve Placed on Ourselves19 (Steve 

Scott’s site) 

If you carefully read these posts, you may notice a tactic that is applied and re-applied to keep 

readers moving through the post: open loops, also known as the Zeigarnik Effect. 

                                                           
14

 http://www.copyblogger.com/books-for-bloggers/ 
15

 http://www.biggirlbranding.com/desperate-housewives-on-writing-storytelling-and-selling/ 
16

 http://www.e-junkie.info/2011/04/steak-or-peanut-butter-how-to-land.html 
17

 http://writespeaksell.com/write-from-the-heart-does-authenticity-really-work 
18

 http://thinktraffic.net/viral-content-formula 
19

 http://www.stevescottsite.com/how-to-chain-an-elephant 
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The Magic of Open Loops – From Zeigarnik to Hemingway 

There’s a phenomenon psychologists call the Zeigarnik Effect, named after Bluma Zeigarnik, the 

Russian Gestalt theorist. In a nutshell, it is the feeling of mental tension and unbalance caused 

by uncompleted tasks. 

It’s part of our mental wiring to want to know “how it ends” – part of our natural curiosity that 

drives us to ask questions like “why?” and “what next?” 

The best storytelling takes advantage of this effect to draw you in. Take, for example, the 

shortest story ever written, by Ernest Hemingway: 

“For sale: baby shoes. Never worn.” 

The story is only six words long, yet it is immediately gripping. Why were they never worn? 

What happened? We imagine possible scenarios, and want to know which one is the true 

cause. 

Open Loops in Your Writing: Stories and Narrative 

The operative question, now, is how to make use of the Zeigarnik in our writing and storytelling 

(and selling, but that’s a bit later). 

It’s all great in theory, but flies in the face of another piece of good writing advice, which is to 

be clear and to the point. The real risk with open loops is that you might end up with sloppy, 

rambling text! 

The solution is to set your loops in the appropriate places. There are specific spots within a 

body of text that are natural “stopping points,” and those are the places where you need to 

have a loop open to ensure your audience returns for more. 

Here are the most important spots to open a loop in writing and storytelling. We’ll use the 

Desperate Housewives post as an example, but the process is similar for most types of writing. 

1. The headline. According to Sean D’Souza of Psychotactics, there are three key 

ingredients to a successful headline20. The headline must evoke curiosity. Take the 

headline of this post: “Desperate Housewives on Writing, Storytelling, and Selling.” If it 

                                                           
20

 http://www.psychotactics.com/why-headlines-fail 
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didn’t make you wonder “Hmmm… what does Desperate Housewives have to say about 

writing, storytelling, and selling?” you wouldn’t click through to read the post. 

2. Before the MORE tag on your blog posts. When you visit a blog’s homepage, you don’t 

see the whole post – just the first section, usually. The job of that first section is to get 

you interested enough to read the rest of the post. For example, imagine an opening 

section concluding with “Wouldn’t it be nice if you could generate this sort of loyalty on 

your blog, or with your audience?” In other words, you don’t yet know how to do it, but 

if you keep reading you’ll find out. Open loop. 

3. At the end of each section, before the next heading. This is particularly true with longer 

blog posts, articles, and books (in which case this would be a new section or chapter). It 

is an obvious place to stop, because we try to conclude our ideas and trains of thought 

before moving on to something else. But then, where’s the cliffhanger? The suspense? If 

you want people to keep reading, it’s important to tie what you just said into what 

you’re about to say. 

4. Sub-headers, starting a new section. This ties back to the last item. When we finish a 

section, if we’re “on the fence” about continuing, we often read the next heading to see 

if it grabs us. You have to make that it does, by piquing interest, and promising benefits. 

5. At the end of the post. This is an often-forgotten part, but remember that after reading 

a post, you want people to take action. It could be to pick up the phone and call you, or 

subscribe to your newsletter, or – as is the case with this post – to leave a comment. 

“This is my guest debut on Big Girl Branding, and I’m nervous about making a good 

impression. Will you encourage me by leaving a comment, or will you just leave me 

sitting at my computer in the dark, nervously tapping “refresh” on the blog and my 

inbox? ;)” 

You’ve seen the Zeigarnik Effect and open loops used in everything from blog posts to best 

selling fiction to episodes of LOST, 24 and The Sopranos. It’s what keeps readers reading and 

watchers watching. Sean learned to do use open loops while writing blog copy, autoresponder 

series and sales letters, but has since used it in all his published fiction to keep readers reading, 

and buying the next book in a series.  
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Writing to Engage: Make it Resonate 

If you’ve attracted and retained an audience, you’re definitely on the right track. But let’s face it 

– the real sign of a successful blog isn’t traffic – it’s comments and subscribers. And both 

require that your audience not just like what you’re doing, but that they engage with it as well. 

So how do you get people to engage? 

This is where science becomes art, and sometimes the best art is created by breaking the rules. 

At one point, Danny was berated about a grammatical error21 by a commenter who argued that 

“grammatical accuracy is a prime need when we claim to be authentic writers.” 

Danny disagreed – the line in question, while technically grammatically incorrect, mirrored 

normal conversational speech patterns, and Danny knew that there was zero confusion in the 

mind of his readers. 

And that is our advice to you: to engage your readers, write as though you were speaking. 

When you sit to write, imagine your target reader sitting across the table from you, in rapt 

attention. Then write exactly what you would say to them. Edit out the “ums” and “aahs”, and 

make yourself a little more eloquent than you might be otherwise, but other than that your 

writing should read like a conversation. 

Since we’re big fans of examples, let’s start with some of our favorite authors: pick up books by 

Malcolm Gladwell, A.J. Jacobs, and Patrick Lencioni – these are authors whose writing carries 

you through, even if it’s an entire book about reading the encyclopedia! 

Read and enjoy their books, but pay attention to their style. 

Another great place to look for inspiration and lessons is the dialogue of your favorite TV 

shows. We particularly like the West Wing and Gilmore Girls for this – the dialogue is witty and 

clever, and does a tremendous job of simplifying and communicating complex ideas. Watch the 

shows, pick your favorite characters, and try to imagine how they would explain whatever it is 

that you want to write about. 

                                                           
21

 http://www.copyblogger.com/create-content-ideas/#comment-1017001 
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Sean has millions of page views, thousands of re-tweets, and several published books to his 

name and hasn’t taken a single writing class in his life. He believes the faster you write, the 

closer you can come to your most authentic voice.  

Write like you speak, and your audience will read like they listen.  

Two Ingredients of Awesome: Content and Metaphor 

Ideally, you’ll always have a great or original idea to write about, but sometimes that just isn’t 

going to happen. In that case, all you really need is a creativity jump-start; a useful constraint 

that can send you in the right direction. 

Take two unrelated things, then force them together into a really interesting post. This is easier 

than it sounds. Start by picking something your readers are interested in, then pick something 

entirely unrelated that your audience will be familiar with. Merge them together into a post 

with a headline that goes something like 5 Things Depeche Mode Can Teach You About 

Effective Online Marketing22, The Grateful Dead 4-Step Guide to the Magical Influence of 

Content Marketing23, or The Charlie Sheen Guide to Winning! at Online Marketing24. 

Do you see the pattern? 

There are two ingredients to these highly effective headlines: content and metaphor. 

First Ingredient: Content that Matters 

When someone complains that they “don’t care what you had for breakfast,” they’re really 

complaining that your content is irrelevant. You may have heard this criticism leveled against 

Twitter, but it applies to the blogosphere, too. 

This is the first step to making your content awesome: write about something that your 

audience is interested in reading about. 

Your options for this aren’t all that broad: 

1. Write a post explaining what causes your audience’s problem, and how to solve it. 

                                                           
22

 http://www.copyblogger.com/depeche-mode/ 
23

 http://www.copyblogger.com/grateful-dead-content-marketing/ 
24

 http://www.copyblogger.com/charlie-sheen-winning/ 
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2. Write a post explaining why your audience hasn’t solved their problem, and what they 

can change. 

3. Write a post identifying a problem your audience didn’t know they had. 

4. Write a post about someone else who has their problem, and how they solved it. 

There are other variations, but they are just that: variations. The key is to figure out what 

content will matter most to your audience. 

But that’s not enough… 

 “Six Things You Already Knew About Being Productive” 

Before we tell you how to make your content truly interesting, let’s look at an all-too-common 

example of a terrible post, and figure out what it’s missing. 

Here’s the example, which I’m sure you’ve seen many times before: a post with a headline like 

“Six Tricks For Being More Productive,” followed by an introductory paragraph about 

productivity, six suggestions like avoiding multi-tasking, sleeping more, and creating to-do lists, 

then a concluding paragraph saying that now you should put it into practice. 

We’ve seen this countless times, and they’re always terrible. But why? 

They content may not be great, but it isn’t the content that’s truly the problem. It’s all in the 

delivery. Imagine, for example, the same post was titled: “Six Productivity Lessons I Learned 

from Darth Vader,” and the list of six tips was: 

1. Force-choke one person at a time. Darth Vader knew that if he tried to force-choke 

multiple people at once, he would fail. If he didn’t multi-task, why should you? 

2. Spend time in your rest pod. Remember the scene where Darth Vader comes out of his 

black sleeping pod? He knew to rest, so should you. 

3. Focus on your Alderan. When destroying Alderan was at the top of Vader’s to-do list, 

nothing could distract him. Be as focused as Vader. 

4. Discipline Captain Needa. When your suppliers screw-up, you must take them to task to 

make sure that it doesn’t happen again. 
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5. Find an Emperor to keep you accountable. Darth Vader was accountable to the 

Emperor, and that kept him focused. Find someone who will hold you accountable in the 

same way. 

6. Use the Force. Just as Vader’s strength flowed from the Force, so should you learn to 

trust your instincts and work with your strengths. 

Granted, this isn’t our best work ever, but do you see how much more interesting it is than the 

boring list of six tips preceding it? The content is exactly the same… so what’s changed? 

Second Ingredient: Metaphor 

The difference is metaphor; whereas the first example was just a list of tips, the second 

example painted a familiar picture, clearly illustrating those tips with action. 

That illustration is the real key – it is a force multiplier when it comes to the value of your 

content, and there’s a simple template you can use to put it into practice: “What [METAPHOR] 

Can Teach You About [YOUR SUBJECT].” You can switch it around if you want (as in the Darth 

Vader example), but this simple line will serve as your blueprint for making posts a lot more 

interesting than they otherwise would have been. 

So what sort of illustrations can you use?  

To get your brain going, here are some of the things you can plug into the first part of that 

equation: 

� Use a movie. Use either the name of a movie, or a character from that movie. Think about 

the last movie you’ve seen, and think about what you can learn from that movie about your 

topic of interest – there’s always something, if you get creative enough. It doesn’t have to 

be a recent movie, either – it can be an old favorite, like the Princess Bride, which Brian 

Clark references in his Inigo Montoya Guide to 27 Commonly Misused Words25. 

� Use television. Same idea, but this time pick a television show your audience is likely to 

watch. That’s what Sean did in his super-successful Mad Men post: What Don Draper Knows 

                                                           
25

 http://www.copyblogger.com/commonly-misused-words/ 
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That You Don’t About Persuasion and Success26. For extra credit, you can make a list of the 

top five TV shows you can think of, and do keyword research to see which is hottest. 

� Use a book. Just make sure it isn’t a book about your subject matter (“What How To Win 

Friends and Influence People Can Teach You About Winning Friends and Influencing People” 

is lame). If it’s off-topic, you’re good to go. It doesn’t even have to be the book, it can be the 

author (“What Tolkien Can Teach You…”), a poet, or even a line from a famous poem. 

� Use a comic. There’s a reason why they’ve been remaking movies about Superman, 

Spiderman, the X-Men, and countless other, more obscure comic book characters. Unless 

the flick is a spectacular failure, you can count on a certain volume of box office sales. 

Which is why if you lean on the super-powers of one of these characters, your post should 

perform equally well! 

� Use a celebrity. This is a blanket category for any icon your audience would immediately 

recognize. It could be your favorite pop star, movie star (like Madonna’s 6 Secrets to 

Personal Branding Mastery27), or blogging star (whether it’s a big name like Brian Clark, or 

an equally awesome but slightly lesser known blogger like our friend Jk Allen)… as long as 

your audience would recognize the name, it should be solid. 

� Find out what’s trending. While we’re on the topic of celebrity, take some time to see what 

else is currently trending. Visit google.com/trends, click on the “More Hot Searches” link, 

then pick something from the list. 

This is by no means an exhaustive list, but by using it you should be able to come up with 

dozens of interesting post ideas. All that’s left is for you to start writing! 

Creating Truly Awesome Content When You’re Fresh out of Ideas 

Sometimes you run out of ideas. 

It isn’t a matter of talent. You’ve written plenty of awesome stuff in the past. But now, you’ve 

dipped your bucket in the well for a fresh idea, and it’s coming up dry. 

                                                           
26

 http://www.copyblogger.com/don-draper-copywriting/ 
27

 http://www.copyblogger.com/madonna-personal-branding/ 
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This happens to the best of us – even geniuses who consistently produce epic content have off 

days. 

Yet they continue to write. 

They may grumble about how hard it is to get going and create something solid, but they still 

manage to get it done. Again, and again, and again. 

They aren’t super-human, and they don’t have magical content-producing powers. They do it by 

falling back on a toolbox of strategies for creating awesome content.  

We’re going to share that toolbox with you. 

You can fall back on these strategies when you’re fresh out of ideas and don’t feel like writing, 

and with a bit of discipline you’ll be able to create a really solid post. 

But that won’t make it easy. The reality is that when you’re feeling uninspired, it isn’t the best 

time for you to do your writing. That’s why the best strategy is to write when you are inspired. 

Use that time to write a handful of posts, then stash them in an “emergency posts” folder, 

where you can always turn when the thought of writing is only slightly more appealing than the 

prospect of swallowing nails. 

You can use any of the ideas in this chapter as a starting point for filling that folder.  

Let’s get started… 

Legally Steal Content and Ideas 

If you’re flat out exhausted and your ideas are dry, get them from somebody else; content, 

ideas, or both. This isn’t stealing – think of it more as “borrowing with the author’s blessing.” 

Done right, this creates awesome content the authors will thank you for using! 

� Curate content. Find your 10 favorite websites, then find your favorite post on each. Publish 

a post listing these top 10 posts, with a full explanation of why you like each. You don’t have 

to think about being creative, and everyone you feature will appreciate it. This is what 

Danny does with Firepole Marketing’s Best of the Web feature, Sean does it with his Friday 

Roundups, and there are countless other examples, from Live Your Love’s Sweet Sunny 

Saturday to nittyGriddy’s SuperPost Sunday, and many, many others. 
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� Ask friends for ideas. If you’re tapped for ideas, reach out to your friends and colleagues, 

and ask them what they’d like you to write about. You can do this with offline friends, or 

like-minded online entrepreneurs. If you’re not already part of a mastermind group, reach 

out to a few fellow bloggers who are about as big as you are, and suggest starting one. 

� Ask your audience. You can kick the last strategy up a notch by reaching out to your 

audience. It could be as simple as a “what would you like me to write about?” post 

(admittedly a bit lame), or you can make it more interesting by asking for specific input on a 

particular problem, as Marcus Sheridan did to create his tag-line28, or by asking a question 

so you can compile answers into another piece of content, like nittyGriddy’s free blog 

posting schedules e-book29. 

� Do an interview. There are a ton of reasons why interviews make terrific blog content, but 

for now we’ll focus on the simple fact that it’s much easier to write a handful of interview 

questions than it is to write an entire post! Plus, it can be a great way to connect with 

interesting people (Danny got to interview Randy Komisar30, his hero in the business world. 

And all he had to do was ask). We’ll go into more detail about how to do this later. For now, 

suffice to say that it can be an excellent, and easy-to-implement strategy for you. 

� Solicit guest posts. This is an excellent source for content, and much easier than most 

people realize. Simply find a handful of blogs that are your size or smaller, whose content 

you really like, then invite them to write a guest post for you (more on how to do this later). 

They’ll be flattered, and happy to gain exposure from your audience. They’ll work hard to 

bring their A game. Not only will you get a great post, but they’ll happily tell their contacts 

about it, and bring you a few new readers in return! 

Content Without Creating Content 

There are many ways to “create content without creating content.” In other words, ways to 

write something great without having to be creative or original. This doesn’t mean your content 

will be sub-par – just that you’re going to rely on creativity and originality that has already 

spent time percolating to the top of your brain. 
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 http://www.thesaleslion.com/dear-sales-lion-community/ 
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 http://nittygriddy.com/2011/04/20/bring-it-i-brought-it-with-a-guide-for-blog-post-schedules/ 
30

 http://www.firepolemarketing.com/blog/2011/04/13/interview-randy-komisar-monk-and-the-riddle-getting-to-

plan-b/ 
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� Create a best-case study. Think about your favorite blog, company, or product, then write a 

post about why you like them so much. Explain what you think they’re doing right, and what 

others can learn from their example. 

� Create a worst-case study. Same thing, but with your focus on a blog, company or product 

you hate. This can be even more interesting, especially if it’s a popular offering. Explain your 

frustrations, why it is successful anyway, and what you would do differently. 

� Write a review. Think about a product you like, and are happy to endorse, then write a 

review. No need to get too creative, simply explain what you like, and why, along with what 

you don’t like, and why. You can kick it up a notch by contacting the company and asking 

them to donate a product you can raffle off to your blog commenters. 

� Explain your success. Think about a time when something went really right for you, and 

write a post explaining how you got it to happen. Don’t just brag about successes – explain 

the steps you took to get there, then draw out the lessons you learned from the experience, 

and that others can learn as well. This is what Danny did when he shared the story of how 

he landed Guy Kawasaki on Problogger31 and what Sean did when he explained the process 

behind his first million dollar launch32. 

� Explain your failure. If there’s anything people love reading about more than a great 

success, it’s an epic business failure. A post about your most challenging experiences is 

likely to be powerful by virtue of how intense the original experience was for you. You don’t 

have to make up anything original or creative, simply tell it like it was, and explain what you 

learned from the process – like Danny did when he wrote about the disintegration of his 

literacy education start-up on The Sales Lion33. 

� Link to old favorites. Go through your archives, and make a short list of your old favorite 

posts that newer readers probably haven’t read. You can even do a quick deconstruction, 

and explain what you were thinking when you originally wrote them, along with what 

worked and what didn’t. 
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 http://www.problogger.net/archives/2011/03/29/how-a-tiny-blog-landed-guy-kawasaki-and-copyblogger/ 
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 http://www.copyblogger.com/million-dollar-launch/ 
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 http://www.thesaleslion.com/failure-business-strategic-relocation/ 
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For more blog content ideas, you can check out Sean’s book, “100 Blog Post Ideas (Never Run 

Out Of Ideas Again!) for an easy read that will help you, well, never run out of ideas again! 

Getting Inspired 

The last thing that you can do when you’re fresh out of ideas is to recharge and get inspired. 

This may sound hard when you’re looking at a desk carpeted in crumpled notes and lousy ideas, 

but it can be done, and there are at least four ways to do it. 

� Go for a walk. This is the generic advice you’ve probably heard a hundred times before. If 

you’re running on empty, take a break, go for a walk, and get some fresh air. It’s not quite 

that simple, but it’s close. We all have routines that are best at triggering high performance 

mental states, it’s just a matter of finding the right triggers for you. 

� Go to the theater. The theater is a fantastic source for ideas – much better than going to a 

movie, because there’s so much more atmosphere, and so much more happening, which 

means there’s that much more for you to deconstruct and draw analogies from. Find a show 

in your area, get out of the house, then return refreshed and ready to start writing. 

� Explore new cultures. We’re not suggesting you book a vacation every time you’re dry of 

ideas. You don’t have to fly half-way around the world. You can always start with an 

authentic restaurant. Go somewhere you aren’t used to going, and truly pay attention to 

the differences and similarities in your surroundings. It’s a great way to get your creative 

juices flowing. 

� Tell your story. If you’re ready to kick yourself into overdrive, you can write a post about an 

experience that is powerful and deeply personal. For this, you must dig deep, and find a 

formative story in your life. Share a real crisis you overcame, and how you became a better 

and happier person for it. This isn’t easy to do, but you don’t really need original content 

since it’s all stuff that has already happened to you. Tthe results are stories that stick with 

people for a long time, like Danny Brown’s failed suicide attempt34, Jon Morrow’s childhood 

fight for survival35, and Sean losing his house36. 

                                                           
34

 http://dannybrown.me/2011/04/21/you-dont-have-to-die-to-live/ 
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 http://www.copyblogger.com/fight-for-your-ideas/ 
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Great Content with Expert Interviews 

We mentioned interviews as a content strategy earlier in this chapter. That’s what this last 

section is about, but before we jump into the HOW, let’s make sure we’re grounded with the 

WHY. 

There are at least five good reasons to include interviews as part of your blogging strategy: 

1. Content for your blog. You must create great content on a regular basis, and a quality 

interview is a lot easier than coming up with a whole new post! 

2. Interviews make for great content. You’re interviewing your guest because they have 

something interesting to say. This guarantees the content will be interesting to your 

audience, at the very least. 

3. Search engines will like it. If it’s an audio interview, and you have it transcribed, that 

makes for great content with a lot of text, something the search engines love! 

4. Raise your own profile. By associating with the bigger names in your industry, you 

automatically raise your profile in the eyes of your readers. 

5. Connect with the big players. How else can you get a major player in your industry on 

the phone for 30 minutes or more? This is valuable because they can answer questions, 

and because they will remember you – especially if you come to the interview with 

intelligent questions. 

These are good reasons, but they aren’t the only ones. We’re sure with a bit of time, you could 

come up with five or ten more to add to the list! 

Down to nuts and bolts; how do you do it?  

Who to Interview? 

The first step is to decide who you want to interview. Aim HIGH and try to hit the biggest 

players in your market. 

It’s perfectly normal to feel timid. If you’re running a blog that hasn’t grown to ginormous 

proportions yet, you might be thinking, “Who am I to call up the really big players? Why would 

they take my call?” 
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You might be surprised. The first interview that Danny ran on Firepole Marketing was with Guy 

Kawasaki – and yes, it was a bit of being in the right place at the right time, but Danny went on 

to interview many other big names, including Randy Komisar, one of his heroes. 

When he landed the interview, he was ecstatic, and told everybody he knew. They all asked me 

how he did it. 

His answer: “I emailed him and asked.” 

The worst thing that can happen is that they politely decline, or don’t respond. But you’d be 

surprised how friendly and accessible most people are these days.  

Making the Approach 

Once you have your list of interviewees, it’s time to send them an email. Here’s what that email 

might look like: 

Dear [NAME], 

I'm a big fan of your work – [GIVE AN EXAMPLE OF THEIR WORK, AND WHY YOU LIKE IT]. 

I'm wondering if you'd have the time and interest for me to interview you about [YOUR 

NICHE] for [YOUR SITE/BLOG]. 

I've recently interviewed [BIG NAMES] - so you'll be in good company. 

[OR, IF YOU DON’T HAVE BIG NAMES YET:] 

The kind of people that we’re going to feature include [BIG NAMES] – so you’ll be in good 

company. 

What do you think? Is that something you'd have time for? 

Thanks in advance, 

It really is that simple. You won’t always hear back right away (or at all), but sometimes you 

will, and probably more often than you expect! 

When they respond, coordinate a time that is convenient for them, then send the call-in details 

(more on how to set that up in a moment). You should also send a short blurb (only a couple of 
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paragraphs, maximum) about who your audience is, and what you feel the best fit will be. In 

other words, give them a sense of what you’re looking for. 

Preparing for the Interview 

There are two sides to the preparations you must make for your interview – technology, and 

content. 

On the technology side, you need a way to conduct and record the interview. There are tons of 

ways to do this – many people advocate using Skype. We personally don’t like that, partly 

because we worry about random technology failures, but mostly because Sean and Danny both 

like to walk around and talk with their hands. We use FreeConference.com, though there are a 

ton of similar services so you should find the one that’s best for you. 

When we setup the call, we get a toll-free number. This is optional, but it looks more 

professional, and it’s worth the extra $5-10, to make the best impression possible. Make sure 

the call is being recorded (there’s a checkbox – look carefully to make sure you don’t miss it). 

Book the call to start about 15 minutes before the start time, and end about 30 minutes after. 

This is IMPORTANT: make sure you set a margin, in case the call runs long. 

On the content side, you must prepare yourself for a phenomenal interview. Here’s how: 

1. Over-prepare! Read the person’s stuff, and think about the questions you can ask that 

will give them a chance to really highlight what they know. Your goal should be to give 

them such a tremendous opportunity to show off that they will be eager to link to your 

interview as soon as it’s live! 

2. Script the interview. Do it in bullets, so your questions are in order. Start with an intro, 

list your questions, and have a concluding, closing question that will give your listeners 

an action point to follow. 

3. Situate the interviewee. Especially if they’re a bigger name, they probably do lots of 

interviews. They should read up on you before the interview, but they probably won’t – 

so make sure to mention who your audience is in one of the first questions (“Our 

audience at Firepole Marketing are entrepreneurs and small business owners, usually in 

the 1-10 employee range. How can they…”). 

You’ve prepared for the interview, and are ready to go. It’s time for the moment of truth! 
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Doing the Interview 

Dial-in to the conference number a few minutes before the interview is scheduled to start. 

Make sure you have a printout of your script, and a pen and paper handy to take notes. Give 

yourself a window to get comfortable. 

When the interview subject dials in, don’t dive into the interview immediately. It’s important to 

help them get comfortable, and to help yourself get comfortable as well. Thank them for their 

time, and ask them about something recent – are they having a good day? What’s the weather 

like where they are? Try to follow their Twitter updates that day so you know a bit about what’s 

going on in their lives. 

Once you’re both comfortable, start the actual interview. Introduce your guest, mentioning 

who they are and what they do (“for the benefit of our listeners, Guy Kawasaki is the founder of 

Alltop.com, and the author of several books, including The Art of the Start, Reality Check, and 

most recently, Enchantment: The Art of Changing Hearts, Minds, and Actions.”), then jump 

straight to an icebreaker question to get the ball rolling. 

Throughout the interview, refer to your script, but be flexible. Adapt the order of questions to 

the natural flow of conversation, veering off when appropriate. Ask relevant questions as they 

spring to mind, or remove questions you planned to ask, but that don’t feel organic to the 

exchange. You can make notes on your script, checking off questions as they’re, crossing out 

those you don’t want to use, and making notes about questions you want to ask, but haven’t 

scripted (so you don’t forget). 

After the Interview 

After the interview’s conclusion, send your interviewee a quick email thanking them for their 

time, and let them know when the interview will be posted. 

Next, you need to get the audio cleaned, eliminating any long moments of silence, stumbling 

verbiage such as “ummms,” “ahs,” and any boring sections. The purpose isn’t to twist anyone’s 

words, it’s to make you both sound smarter and more articulate than you actually are. ;) 

Once the audio is scrubbed, get it transcribed. There are services that can do this inexpensively 

(do a Google search for “transcription service”), or you can post an ad on Craigslist. Danny and 

Sean have both had heaps of transcription work done for as little as $1 per minute of audio. 
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Finally, assemble everything into a post; write a good hook, add a picture of the person or their 

logo, insert the audio, and include the transcript at the end. That’s it – the post is ready to go 

live. When it’s published, make sure to tell everyone you know about it, and email the subject 

again to thank them for doing such a great job for you. 

If you apply everything in this chapter, you should be all set with some stellar, pillar content for 

your blog. 

Now it’s time to start building your community… 


