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Blogging is one of the most cost effective ways for your organization to  
provide buyers with the most relevant content based on interests, earning 
their trust your business and moving them towards purchase.

But the blogging landscape is increasingly noisy and complex. With  
competing companies shouting to be heard, standing out is far more difficult.

At the same time, the continuing introduction of new platforms blurs the 
lines between publishers and platforms, complicating where your business 
should be blogging, what your business should be blogging about and how 
often.

In this guide, we recommend that businesses experiment with using a  
combination of their own self-hosted blogs on a platform like WordPress, 
Drupal, or Adobe CQ, alongside third party publishing platforms like  
LinkedIn and Medium.

of marketers say their company blog is an important 

channel for content marketing, according to eMarketer. 

But this doesn’t even take into account blogging efforts  

on outside, emerging platforms. 

Corporate Blogging in a  
New Publishing Landscape

52%
‘‘
‘‘

><

A blog is quite simply one of the best ways to enlighten  
prospects about why they should do business with you, and it 

should be at the core of your content marketing efforts.

-Ted Rubin, Social Marketing Strategist, Keynote Speaker, 
and Acting CMO of Brand Innovators

http://www.emarketer.com/Article/Content-Takes-Notable-Share-of-Marketer-Budgets/1010260
http://tedrubin.com/blog/
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There’s no one-size-fits-all for every business’s blogging efforts,  
but this recommendation is based on providing the best benefit to 

your audience, positioning your organization as an industry leader, 
empowering you to create quality content at scale, and reach new, 

qualified leads on an ongoing basis.



5

Maximizing visibility and impact means creating compelling content for your 
buyers across various stages of the sales funnel, plus the ability to distribute it  
to a number of platforms where your audiences are most active.

This will help your business achieve a few goals at once. But you have to find  
the right balance of blogging on your owned blog sites and third-party  
blogging platforms.

Here are the key advantages of both owned and third party blog platforms:

This is essential for your blogging strategy since your brand should have full 
control of the design, lay-out and optimization of your content hubs. 

Your blog can live on a fully customizable platform like WordPress, 
Drupal or Adobe CQ, to name a few of many options. Blogging on 
these self-hosted, owned properties should be your top priority  
due these distinct advantages:

• Full editorial control over content published and distributed.

• Ability to optimize the design of the blog and content shared    
   more freely.

• Reap all the benefits of the search engine optimization of your   
   content including links and rankings.

• Drives traffic to your own web properties, resources, landing     
   pages and offerings.

• More likely to convert visitors into leads and customers for 
   your business.

• Establishing your business as an industry authority in 
   the long-term.

The Mixed Media  
Approach to Blogging

Self-Hosted, Owned Blog Properties

‘‘

The majority of your blogging efforts should take place on your own self-hosted blogs.

><

From an overall web presence  

perspective, a blog is the  

information hub from which all 

social media activities radiate, and 

your social platforms should point 

readers back to it for a number of 

reasons... blogging gives you con-

trol, it’s the ultimate “branding”  

beyond social platforms, and  

search engines love ‘em.

- Ted Rubin 
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These third-party platforms are simple 
and intuitive, since they offer less  
control for customization, but they  
can offer the potential to reach a  
vast audience.

Of the many blog publishing platforms 
available, LinkedIn and Medium  
present the best opportunity for a  
majority of businesses to reach a large,  
relevant audience by publishing both 
original and content originally  
published on your own properties.

• Potential to access a larger audience on either platform than your own properties  
typically command, since LinkedIn has 313 million members and 142 million unique  
monthly visitors.

• Provide value for a new audience to learn about your company’s offerings and blog  
content.

• Engage and target your leads and customers on these platforms where they potentially 
spend more time and make more actions.

• Simple user interface makes it easy to create original content, while also syndicate your  
company’s content on both platforms.

• Increased ongoing referral traffic to your website and SEO friendly content distributed 
about your brand.

The Mixed Media  
Approach to Blogging

Third-Party, Emerging Blog Platforms: LinkedIn, Medium 
and Others

><

Both LinkedIn and Medium present their own opportunities 
for brands to engage with their audience with written and 
visual content:

http://press.linkedin.com/about
http://socialmediaslant.com/facebook-linkedin-stats-q3-2013/
http://socialmediaslant.com/facebook-linkedin-stats-q3-2013/
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Now that the advantages of each approach to blogging are clear, it’s important to 
begin developing a strategy on how to best balance this mix of platforms to drive 
ongoing results for your business. Your blogging strategy should focus on  
answering eight main concerns.

A majority of your blogging efforts should be conducted on your own  
self-hosted blog to take advantage of all the benefits for sharing content on 
your own properties, not to mention the fact that your company completely 
controls the process of brainstorming ideas, crafting a story, publishing and 
distributing each blog article without the constraints that come with a third 
party publishing platform.

Publishing on LinkedIn and Medium, support your ongoing goals as an  
additional platform to reach your audience and establish your business as a 
leader. Before blogging anywhere, establish what you’re looking to achieve as 
an organization to better understand the path to reach that success.

Your blogging goals should most likely be to provide value to your audience, 
position your organization as an industry leader, empower your business to 
create quality content at scale and reach new, qualified readers on an  
ongoing basis.

Building a Realistic 
Blogging Blueprint

Set the goals of your blogging efforts.

><

1 2 3 4 5 6 7 8
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 Tie in how your goals will benefit the audiences you’re trying to reach 
across your own blog, Medium and LinkedIn.

Cater these goals to best reflect your audience on each platform. This 
increases the likelihood of your content’s success. Gather data about your 
customer base on these channels by referring to your analytics, running 
surveys and holding focus groups.

Building a Realistic 
Blogging Blueprint

Understand your audience.

><

2 3 4 5 6 7 8

This is your company’s opportunity to really understand the  
demographics of each of your audience segments to eventually inform 

the focus of your content in the future, whether that’s on your own blogs, 
LinkedIn or Medium.



9

62% of marketers blogged in 2014, but only 9% of US marketing companies 
employ a full-time blogger, according to Wishpond. This is why it’s  
important to determine how many staffers you’ll need to manage your 
blogs on an ongoing basis, as well as the necessary tools, budget and time 
commitment.

This will help your team better understand what they’ll be able to expect 
achieve with your efforts from the beginning, while establishing future 
benchmarks for growth.

When it comes to blogging on LinkedIn and Medium, a lot  
of the work of creating the content for these platforms is  
in the hands of your staff taking the time to post it to their 
personal LinkedIn account like Linda Descano’s, Head of 
Content at Citi, or from their personal Medium account  
that will appear as part of a company collection like  
Crew’s Dispatch.

This could require creating clear guidelines for your staff on 
how they should present your organization on any of these 
platforms to ensure they are positively impacting your  
bottom line with blogging.

Remaining aware of the unique details of maintaining an 
active presence on these platforms will your brand better 
prepare for the future and adjust your strategy as necessary.

Building a Realistic 
Blogging Blueprint

Develop the necessary resources 
to allocate to blogging.

><

3 4 5 6 7 8

Linda Descano
Managing Director & Head of Content at Citi

fluencer 46,635 followers

http://blog.wishpond.com/post/72563076127/social-media-stats-you-need-to-know-for-2014
https://www.linkedin.com/today/author/34334392-Linda-Descano
https://medium.com/who-what-why
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When it comes to what your organization is blogging about, it comes  
down to relating to the unique interests and preferences of your audience 
segments and adapting your content to these segments as they move 
across the sales funnel.

Use your own blog properties to address the needs of your most  
established audiences, much like what General Electric has done across 
it’s multiple owned blogs like GE Newsroom, GE Reports, Edison’s Desk, 
the General Electric Tumblr and others.

As your business incorporates blogging 
on LinkedIn, consider which  topics tend 
to resonate on the network. These topics 
may range more widely than what you 
produce for your company blog.

While Medium is a bit broader in its  
coverage, it’s all about creating content that’s of interest to other  
bloggers on the platform to help distribute your content more widely. Keep 
in mind how your content matches with a few distinct collections on the 
platform. As a platform focused on allowing writers to tell quality stories, 
your content should tell compelling stories if you want to see success.

Building a Realistic 
Blogging Blueprint

Fine-tune the focus of your content 
to match your audience’s interest.

><

4 5 6 7 8

http://www.genewsroom.com/
http://www.gereports.com/
http://www.geglobalresearch.com/blog
http://generalelectric.tumblr.com/
https://medium.com/collections
https://medium.com/collections
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Your best blog content is likely research intensive, 
more likely to drive traffic, increase inbound links 
to your website, generate conversation on social 
media and move leads across the sales funnel. 
Which is why your business should reap the full 
benefits of your efforts on your own blog 
properties.

Content that can be either syndicated - meaning republished elsewhere in  
addition to the original source - or created to suit a broader audience is the 
best match for third party platforms like LinkedIn and Medium. Syndication 
is a way of giving some of your best content double the exposure to a wider 
audience, while retaining a majority of the traffic on your own blog.

Broaden your reach by broadening the topics you cover on your blog for  
audiences on LinkedIn and Medium.

Building a Realistic 
Blogging Blueprint

Choose which content 
lives on what platforms. 

><

5 6 7 8

As a rule of thumb, your best content should  
be published on your owned blogs.
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Building a Realistic 
Blogging Blueprint

Experiment with  
publishing frequency.

><

6 7 8

Experiment with a variety of publishing schedules to best understand 
what drives the more results as compared to the time and resources  
dedicated to maintaining this frequency of content.

More content should be published from your own blogs throughout  
each week, as opposed to publishing on third-party platforms. Although  
creating and distributing content on LinkedIn and Medium helps your 
organization reach your goals, it’s critical that your brand is working at 
building an audience on your own blog.

Remember that your brand doesn’t own the content shared on LinkedIn 
or Medium. These platforms are merely opportunities to make use of a 

greater distribution network.
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Building a Realistic 
Blogging Blueprint

Map how your content
will be distributed.

><

7 8

Once you’ve established what content you’ll be regularly producing,  
it’s important to map how you’ll distribute to the various platforms.

This is where LinkedIn and Medium come into play occasionally, allowing 
your business to syndicate existing content or to alert different audiences 
of new posts on your own blog.

At the bottom of your articles 
on LinkedIn or Medium, include 
links to related content from 
your own blog or just a link to 
your blog to help drive traffic to 
it from your following on the 
network as seen above by  
Refinery29’s Medium account.

Also try syndicating your content on Medium when it’s got a broader focus 
or syndicate blog content on LinkedIn when your articles have a business,  
marketing, human resources, leadership or other professional angle. 

Use other available channels to increase readership and engagement, like  
building an email list, using Facebook, Twitter and other social channels,  
sponsoring content, setting up partnerships and more. 

https://medium.com/prettiest-pictures/inside-nycs-craziest-sneaker-closets-ed17b10d83e
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Building a Realistic 
Blogging Blueprint

Measure the results of  
your efforts regularly.

><

8
As your brand continues to blog, it’s essential to  
measure the effectiveness of your efforts to adjust  
your approach to drive more results.

To understand if your blog content is effective, focus on 
measuring it’s consumption, how often its been shared, 
the leads and the sales it generates.

You can use tools like Google Analytics to see high level 
view of performance, while content scoring will reveal 
a deeper look at how your blog is moving leads through 
your pipeline. Use the native analytics tools on LinkedIn 
and Medium to ascertain your progress on  
those channels.

Creating Call-to-Action 
Flowcharts

Often, when blogs fail to turn 
traffic into actual leads it’s 
because organizations fail to 
consistently include related 
calls to action (CTAs) on every 
post. It’s not that we’re lazy. But 
simply because we’re not sure 
what relevant, valuable assets 
to drive readers to.

Your blog serves as a content 
hub - a place to convert readers 
into leads - so the this issue 
matters a lot. Include a CTA 
whenever possible, but only if it 
relates to the content presented 
in the actual post. Remember-
ing which assets we can point 
readers to can be a chore.

Your team should create a Call 
to Action Flowchart Template 
to keep relevant, gated content 
top of mind when writing about 
any topic. By listing out your 
content that lives behind lead 
generation forms, you can also 
list out all the conversion points 
that relate back —establishing 
organic conversion points for 
nearly every blog post.

You can get a Call to Action 
Flowchart template here.

http://content.kapost.com/content-scoring-kit
http://content.kapost.com/call-to-action-flowchart
http://content.kapost.com/call-to-action-flowchart
http://content.kapost.com/call-to-action-flowchart
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LinkedIn, Medium and other emerging platforms provide your organization 
with an opportunity to boost the effectiveness of your blogging efforts by  
providing access to a larger audience.

Don’t be afraid to try a few different techniques when it comes to LinkedIn 
and Medium. It’s important to alter your approach by experimenting on 
these channels to see what works. Even consider trying out other emerging 
platforms that are far less established when it comes to using them as a  
blogging platform like Svbtle, Quora, Google+ and others to build a larger  
distribution network for your blog content.

How to Use Emerging Platforms 
to Get More Out of Every Post><

By making use of a few key strategies, these platforms can help 
your business get more out of every post without breaking any 

rules and driving more results at the same time.
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Reach New Audiences

‘‘

Generally speaking, the thing 

to remember is LinkedIn is 

primarily used by people 

looking for industry insights.

-Gregory Ciotti of Help Scout

The main advantage of using LinkedIn and Medium is reaching your existing 
audience on a new platform, while also reaching new readers and potential 
customers.

When creating content for LinkedIn, write posts that relate to the interest  
of your overall audience. LinkedIn is an excellent platform for discussing the 
more “unsexy” topics that relate to your business, since the interests of its  
audience cover the professional spectrum.

To target a new, specific audience, write  
an article or republish an existing article 
that’s related to one of the specific  
LinkedIn categories. These many  
sections like Leadership & Management  
or Green Business, have hundred of  
thousands - sometimes millions - of  
followers, which can help drive relevant  
traffic to the LinkedIn content of  
your staff.

According to Ciotti, “you should still  
always post on your own, self-hosted site 
first. It’s never smart to let someone else  
own your words.”

How to Use Emerging Platforms 
to Get More Out of Every Post><

‘‘

http://www.convinceandconvert.com/social-media-strategy/6-content-marketing-takeaways-from-30-days-of-linkedin-publishing/
https://www.helpscout.net/
https://www.linkedin.com/channels/leadership_and_management?trk=tod-posts-post1-pin
https://www.linkedin.com/channels/green_business
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Building Thought Leadership

How to Use Emerging Platforms 
to Get More Out of Every Post><

The type of content that builds thought leadership on these emerging  
platforms addresses big issues.

Tell a compelling story on Medium, backed with facts, figures and statistics 
to further attract readers. Reference the articles of other thought leaders 
on Medium that also are addressing the same subject to create goodwill 
with them and continue to associate your opinions with those of  
established thought leaders.

Never force your input on a subject. Only chime in on topics that relate 
back to your business offerings. When seeding your article on Medium by 
adding it to relevant collections that accept stories of a particular subject, 
make sure it’s a true match and not a slick trick to get traffic to your article.

A thought leader understands that “trust is a currency in communications 
and you’re not going to do anything crazy to lose it,” adds Kim.

‘‘

‘‘

If you’re a thought leader, when a story breaks, 
you’re already thinking of the unanswered questions 

and the story behind the story.

-Larry Kim,  
founder and CTO of WordStream

http://marketingland.com/5-essential-thought-leadership-skills-84364
http://www.wordstream.com/new-2014
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Use Syndication for Greater Reach with Minimal Effort

How to Use Emerging Platforms 
to Get More Out of Every Post><

Syndication is one the best ways to drive traffic, visibility, inbound links,  
consumer trust and more, especially because it requires very little effort  
as compared to other distribution tactics.

It may feel like cheating, but it’s not. 
From the start, publish content  
from your other owned blogs on to  
LinkedIn and Medium when it 
matches the type of content  
typically shared on those platforms.

Just include a sentence with a link  
at the bottom or the top of the  
syndicated article that clearly  
states that this isn’t the original  
article. Some examples:

‘‘
It’s an incredible advantage 

to have content that drives 

traffic from multiple places— 

especially when you only have 

to write it once. - Kevan Lee, 

Content Crafter at Buffer 

‘‘

A version of this article originally appeared  
on Example’s blog [link to the article].

This article was originally published on the  
Example [link to the article].

This post originally appeared on Example  
[link to the article], and is reprinted with  
permission.

http://blog.bufferapp.com/how-to-become-a-columnist-guest-posting-syndication
https://bufferapp.com/
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Dedicate Spend to Sponsored Content and Paid Distribution 

How to Use Emerging Platforms 
to Get More Out of Every Post><

Sponsored content deserves its own 
eBook, but it’s important to note how it 
can help greatly impact the distribution 
of your blog content from any source 
onto almost any platform as long as 
you have a budget to allocate.

Both LinkedIn and Medium offer paid 
sponsorship opportunities for brands, 
but in different forms. LinkedIn’s 
sponsored updates are accessible to 
all types of businesses at the moment, 
allowing your business to pay to 
promote an update from your  
LinkedIn page to a larger audience  
on the platform. 

Occasionally use sponsored updates on LinkedIn to promote your articles on the platform, but 
more often the content you’ve published on your own blog and owned web properties. When 
paying for the distribution of your content, always focus on promoting what will drive the most 
results for your business.

Opportunities to sponsor content on Medium are still limited to certain partners at the moment, 
but the launch of the reform blog sponsored by BMW is the first example of what’s to come for  
other enterprise brands in the near future. The blog features compelling stories with beautiful  
visuals that are unforgettable and meant to catch your eye, which falls inline with the tagline for  
the product line BMW is advertising in coordination with these blogs efforts.

The BMW logo and links are present at the beginning and end of each article clearly identifying  
the content as sponsored by the brand. These call-to-actions are where traffic is driven from this  
sponsored content on Medium to BMW’s owned web properties. Look out for more paid sponsorship 
opportunities to arise like this in the future on the growing blogging platform.

http://business.linkedin.com/marketing-solutions/content-marketing/sponsored-updates.html
https://medium.com/re-form
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If you’re looking to make a larger impact with your blog 
content amongst the rising competition and confusing 
platform ecosystem, take a mixed media approach to 
establish your business as a leader in its industry.

Understand that emerging platforms like LinkedIn and 
Medium should be use as an additional tool to grow 
your visibility of your brand, but not the sole focus of 
your ongoing blogging strategy.

It’s important to identify and experiment with the  
nuances of a few blogging platforms in order to see the 
most return for your efforts as your team provides value 
to your audience, positions your organization as an  
industry leader, empowers your business to create  
quality content at scale and reaches new, qualified  
readers on an ongoing basis from your blog content.

Brian Honigman is a marketing consultant,  
writer and speaker. He’s spoken at NYU, 
UNICEF, Huffington Post Live and for other 
organizations and conferences. He is a  
contributing writer to the Wall Street Journal, 
Entrepreneur Magazine, the Huffington Post, 
Forbes, the Next Web and others.  
Follow him on Twitter @BrianHonigman

How Kapost Makes  
Corporate Blogging Easy

As your corporate blogging 
efforts grow, it becomes difficult 
to maintain a steady, consistent 
pace for your publishing efforts. 
Content marketing software, like 
Kapost, makes your  
organization’s blogging strategy 
sustainable with features  
not available in content  
management software or 
 project management systems.

These features include:

• Automated workflows that  
  enable you to create a  
  designated set of repeatable,    
  but customizable, tasks and    
  approvals, rather than  
  recreating workflows for  
  each post

• Centralized distribution so  
   you can publish blog posts to  
   your platform of choice,  and   
   promote on social channels  
   and tools like Hootsuite,  
   Twitter, LinkedIn, Facebook

• In-depth analytics that go  
   beyond page views, including     
   content scoring, which enables  
   your team to see which blog   
   posts (and other content types)  
   are generating leads and sales

• and a visual library of content,  
   including all your blog posts so      
   you can easily search, access  
   and share your posts.

Wrapping it up

About the Author

How to Use Emerging Platforms 
to Get More Out of Every Post><

http://www.brianhonigman.com/consulting/
https://twitter.com/BrianHonigman
http://kapost.com/

