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According to MBAOnline.com,  over 2 million blog posts will 
be published today, that’s enough content to fill Time Magazine 
for the next 470 years.  The already brutal competition for 
consumer attention is getting harder literally by the second.  
Blogs used to be novel.  Customers would read them simply 
because they presented information in a new way.  

However as companies embed comments, social sharing, 
and review capability into every online platform, customers are 
getting harder to please.  Simply posting content isn’t get 
enough.  Your customers are looking for meaningful transaction, 
interesting and informative  content in exchange for their time.  
They reward conscientious companies with permission to 
continue the conversation via email, forums, or a phone call.  
Everyone else is banished to the “bookmarked” black hole where 
lazy blogs are forgotten and eventually deleted.

Your challenge is to clearly identify customer needs and 
creatively address them with original blog content.  You must 
beat your competitors inside and outside your niche.  Your 
customer’s attention “reserve” isn’t earmarked for “industry” 
reading only.  Any blog can steal attention from your blog.  Your 
new competitor’s are FastCompany, Huffington Post, Gawker, 
and TMZ.
  

While it’s impractical to try to be more entertaining or 
provocative than Huffington Post, it’s entirely possible to be the 
best “read” in your industry.  Setting the bar high for your blog’s 
content puts you in position to grab and hold your customer’s 
attention and turn that attention into sales.

Everyone is a 
Blogger

“Over 2 million blog posts will be 
published today...”
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Content 
is the New 
Online Gold

While blog writing is less rigorous  than book or magazine 
writing, it still requires snappy, active, and creative writing skills.  
Although many social media consultants offer their writing skills, 
few recognize that blogging is different than updating a Facebook 
timeline.  

Getting true blog writing expertise requires an investment in 
internal training or short-term help from blogging specialists.  This 
investment isn’t cheap but it is necessary for long-term 
competitiveness. 

 Since effective blog writers tend to be excellent content 
creators, any internal investment in training writers can be 
leveraged on other content marketing initiatives. Blog writers can 
be used to write copy for email campaigns, author special reports, 
and supervise the content creation by outside contractors.  

A well-organized content creation team can enhance marketing 
effectiveness by surrounding customers with content that keeps 
the company’s brand top-of-mind.

Look for the Storytellers

The best bloggers have a knack for telling great stories.  
They also enjoy simplifying concepts and making 
subjects easy to understand. Keep an eye-out for these 
people inside and outside the marketing department.
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Every Reader 
is Precious

The Internet’s initial promise was it’s seemingly “free” access 
to hot prospects and ready-to-buy consumers.  Indeed, search 
engines still offer virtually free advertising to their visitors if you 
can reach coveted first-page listings.  However, for any keyword 
only 10 positions are available and competition is fierce.  

The alternative is paid search advertising where a business 
can pay for a top positions. According to a research from 
Hochman Consultants, average cost per click rates have 
increased from .38 cents in 2005 to $1.04 in 2011.  During the 
same time, the effectiveness of ads measured by Click through 
rate has dropped from 1.5% in 2005 to .4% in 2011.  The bottom 
line is that paid search ads are getting more expensive and less 
effective.

As customers bypass traditional advertising and online 
advertising costs increase, it becomes critical to turn blog readers 
into customers.  It might feel good to have thousands of visitors 
but the real goal is to convert these readers to buyers and 
enthusiastic fans.  Simply publishing a blog doesn’t insure a high 
reader-to-customer conversion rate.  Like all marketing programs, 
each step of the process needs close evaluation, testing, and 
optimization to get results.  

The good news is that unlike most marketing platforms, blogs 
have built in advantages that are difficult and expensive to 
replicate on other platforms.

“Blogs have built-in advantages that 
are difficult and expensive to 
replicate on other platforms”
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The Opportunity
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Building Trust 
and Creating 
Customers

People trust blogs.  Paul Gillin, author of the New Influencers, 
states that 78% of consumers trust each other more than they 
trust advertising.1  Another study found that 81% of consumers 
believed that blogs can give customers a greater voice in a 
business customer service.  Taken together, consumers see blogs 
as a businesses attempt to engage in a two-way dialogue.  They 
reward these businesses with their trust and their dollars.

This is why blogging in particular is becoming a go-to tool for 
online marketers.  The community created around blog content is 
authentic and grows organically through word-of-mouth, and 
mentions on other blogs.  Businesses can use this opportunity to 
“pre-sell” their products through case-studies, buyer’s checklists, 
how-to guides, and other content related to their product.  

Market leaders like Proctor & Gamble have used their blogs to 
create awareness of their products by being a sponsor of their 
customer’s lifestyle.  P&G’s popular BeingGirl.com attracts girls to 
a safe and fun site where they can discuss boys, and fashion 
along with discreet information about the Tampax brand.  
Forrester Research found that the BeingGirl.com blog is 4x more 
effective than similar programs using traditional media.2

B2B companies are experiencing similar success.  Hubspot, a 
marketing automation software provider, uses its blog to educate 
customers on online marketing tactics and marketing best 
practices.  They’ve successfully converted their readers into 
prospects for their software.

“78% of consumers trust 
recommendations from one another 

more than they trust advertising.”
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“Customers are reading, commenting, and 
sharing. The challenge is getting them to 

identify themselves”
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Finding Buyers 
in a Crowd of 

Readers

Blog readers generally fall into three groups:  Passive Lurkers, 
Active Lurkers, and Participators.  

✦ Passive Lurkers read posts but don’t interact in any way. 
 

✦ Active lurkers sign-up for blog updates and may share your 
post with their social network. 

✦ Participators actively contribute to the blog via comments, 
mentions on their blog and websites, consistent retweeting, 
subscribing to multiple email lists.

It’s simple to identify these groups by watching the call-to-
actions on your blog including your comment section, social share 
buttons, email subscriber lists.  

Knowing this information helps you make smart decisions 
about content creation, call-to-actions and product positioning.  
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Gathering
Reader

Intelligence

How much do you know about your readers?  Do they enjoy 
how-to articles or high-level thought leadership content?  Are they 
prolific sharers or consistent commenters?  

Blogs make it easy to answer these questions because they 
revolve around your blog posts.  Every user actions starts as a 
reaction to a post.  Savvy marketers integrate key call-to-action 
items inside their blog content and watch how the information 
influences the reader to move on or take another action.

This information is valuable reader intelligence that can 
contribute to an effective content marketing strategy.  We’ve 
helped clients turn their reader intelligence into videos, 
whitepapers, special reports, and email campaigns that accelerate 
the purchase cycle.  Excellent, well-researched content also gets 
shared allowing you expand your reach without increasing your 
marketing budget.

This intelligence also comes in handy 
when demonstrating blog ROI to upper 
management.
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The Blog Sales Cycle
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1
Uncover

Customer 
Needs

What does your customer want to know?  What information will 
help them make a smart decision? 

Starting with your customer’s needs will keep your blog 
content on track. This focus will create a blog that is helpful and 
credible.  Readers will know that you care about solving their 
problems and will give you permission to continue the relationship.

Your customer research should start with  your customer 
service and sales teams.  Ask them open-ended questions about 
how current customers use and evaluate your product.  User their 
answers to probe deeply and understand the core problem 
customers are trying to solve.

After internal discussions, shift your research to online 
resources.  

Consider using sites like Quora, LinkedIn groups, Twitter 
hashtag discussions, Amazon and industry-specific forums to 
uncover other questions.  Simple searches on Google will link you 
to blogs and websites that will contain other clues to customer 
problems and concerns.

Compile your research into a list and look for common themes.  
These high-level themes are the topic categories.  Look for 
categories with problems that are particularly aggravating to your 
audience.  Review your products/services and highlight features 
that solve these problems.  

Now, let’s turn the customer problem and your product feature 
into a special type of post called - Pre-Sell Posts. 
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2
Publish 

“Pre-sell Posts”

Armed with your customer needs research, write Pre-Sell 
Posts that concisely address customer problems.  

For example, a swimming pool installer uncovered that 
prospects wanted to know the difference between fiberglass and 
vinyl liner pools.  He used this information to write a series of 
posts comparing features, pricing, and installation requirements.  
Posts like these made his blog into a valuable lead generator.

Pre-Sell posts are designed to establish your credibility.  The 
first business that helps  customers understand their problem are 
usually the ones that get the sell.  Pre-sell posts establish 
credibility be offering targeted information presented that moves 
the customer along the purchase process.  

Resist the temptation to pack your post with every detail 
possible.  Posts with more than one core idea are difficult for 
readers to quickly scan and understand.  Instead present one idea 
that is directly linked to your customer’s core customer question.  
Additional information can be spread out over several posts.

After reading your Pre-Sell Post your readers will be hungry for 
more information.  They will want to understand how your product, 
service, or approach can solve their specific problems.  

This is the perfect time to suggest they sign-up for your email 
list.  But you need to take one step first...
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3
Offer Expert 

Auditions

Give your readers proof that you can help them solve their 
problems.  The best way to do this is to give them a small 
demonstration of your service or product in action.  I call these 
demonstrations - Expert Auditions.

The objective is to take a customer problem and create a short 
report, video, or audio offering easy steps to help the reader solve 
the problem.  Only offer a short demonstration, don’t give away 
your “secret sauce”.  The idea is for the reader to get a short-term 
win.

The SaaS (Software as Service) industry is particularly adept 
at using Expert Auditions.  For example, Unbounce, a landing 
page designer, has created dozens of short tutorials that 
demonstrate how to get more sales and sign-ups from simple 
landing pages.  

Unbounce focuses on packing these reports with actionable 
information that will immediately help the reader get the results 
they are looking for.  As the reader gets more comfortable with 
landing page optimization, they reward Unbounce by becoming a 
new user.

 Your Expert Audition will need to give a way a “bit” of your 
secret sauce.  Think of it as a “try before you buy” opportunity.  
This is required to move the reader to the next phase of the 
Buying Cycle and give your their email address.  

We’ll tackle that in the next step.
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4
Get Invited to 

the Inbox

Email is the glue between blog reader and business 
customers.  Here’s why.

Readers are usually not in the mood to buy.  They are reading 
your blog to research options.  They aren’t buying because they 
don’t know what to buy or who to buy it from.  Essentially you are 
auditioning for the part of “problem-solver”.  If you succeed, 
customers will look for ways to get more information from you.  
This is where your email opt-in enters the scene.

Email opt-in forms are often last-minute, sloppy additions to 
blogs.  This is a big mistake.  A well-designed email opt-in form 
will convert readers into subscribers by the bushel.  These 
subscribers have raised their hands and asked for more 
information about your product.  

However, just putting a name, email, and submit button isn’t 
enough.  Your readers will hesitate to give access to their already 
jammed inbox.  To gain entry, you’ll need to convince the 
subscriber that you have something valuable to offer in exchange 
for their email address. 

 That’s where your Expert Audition comes in.  
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5
Create Trust 
and Profits

This last step is critical.  The earlier steps will create a growing list 
enthusiastic readers who have seen a tangible demonstration of your 
expertise and experience.  Now, the goal is to turn them into active 
customers.  The most effective way to do this is to create trust by 
offering more helpful information.  The challenge is to lead with 
information not a sales message. 
 

Right now your customer is still waiting for you to destroy the 
relationship by acting like every other business.  They are convinced 
that you’ll use your new inbox access to spam them with ads and 
untargeted offers.  We won’t do that.  Instead we’ll continue to give 
them excellent information that they can put to immediate use.

In my Expert Guide “How to Sell with Your Business Blog”, I 
explain how to create a 5:1 Sequence.  The 5:1 Sequence sends the 
reader 5 information messages before sending one, tightly-targeted 
sales offer.  The 5 informational messages builds trust and set’s up an 
opportunity for reciprocity.  Reciprocity is the ingrained sense of 
quid-pro-quo, if I give you something, you feel compelled to return the 
favor and offer something in return.  The 5:1 sequence puts 
reciprocity on your side by subtly obligating your reader to pay you 
back for the free information.  
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Create Trust 
and Profits

At the end of the sequence, make the reader a win-win offer.  Your 
offer has to be targeted, easy to redeem and packed with value.  You 
want your subscriber to think that they are taking advantage of you by  
redeeming the offer!  Present your offer in simple, conversational, 
“non-hype” email message.  Talk about your offer’s benefits and give 
a simple link or phone number to take the next step.  That’s all.

You can continue the 5:1 sequence with a new set of informational 
emails with another (or the same) offer.  The secret is to give great 
value with the information emails to set-up the reciprocity response to 
your offer.

Now it’s time to close the jumpstart the cycle by inviting your 
customers to help you strengthen and turbocharge the cycle.
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6
Accelerate 
Success

The Blog Sales Cycle works best when you add a constant stream 
of Pre-Sell posts and Expert Auditions that solve customer problems.  
Your Pre-Sell posts will get ranked by the search engines and 
gradually bring a growing number of free search visitors.  In turn the 
Pre-Sell posts lead people to your opt-in forms promoting your Expert 
Auditions.  From there, the 5:1 sequence turns subscribers into 
customers.

You can supercharge the process by adding points to poll 
customers about their problems, observations, and feedback.  This 
feedback can be used to create new pre-sell posts and Expert 
Auditions.  Consider setting up surveys on your blog and website to 
capture this feedback.  Qualaroo and Survey Monkey offer easy point-
and-click survey tools that work with well with blogs.  Also consider 
inserting a “What do you think” email into your 5:1 sequence to 
directly solicit feedback from subscribers.  

Once you’ve set-up your Blog Sales Cycle start looking for 
opportunities to add more value along the process.  Boost the quality 
of your pre-sell posts, add video or podcasts as Expert Auditions, and 
begin testing different email offers to see what works the best at 
converting subscribers into buyers. The Blog Sales Cycle is flexible 
and can be easily customized to your organization’s needs.
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Next Steps
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Your blog is much more than a 
passive “thought leadership” tool.

www.PushingSocial.com

Your Blog Can 
Do More

Blogs are effective tools for customer feedback, product design, 
customer retention as well as lead and sales generation.  Remember 
that every reader is an opportunity for you to start a dialogue with a 
potential customer. Also, realize that every reader could be have 
access to an large network or friends, family, and colleagues who may 
be interested in your product.  

Successful business blogging depends on implementing a system 
that turns your blog into a filter that identifies and invites buyers into a 
deeper relationship.   

The key is to add upfront, high value offers to the process to 
identify readers who are further along in the sales cycle.  Once you’ve 
identified them, quickly move them over to an email relationship 
where they are more likely to take an action.

Your blog will work hard for you if you invest the time in setting it 
up correctly and publishing great content.  Over time, you’ll see it 
begin to outperform other marketing channels as a low cost, high 
conversion sales generator.
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Don’t let the pundits scare 
you away from email

www.PushingSocial.com

Email is Far 
From Dead

Yes, spammers have made life difficult for marketers, but people 
still value useful email messages from businesses they trust.  Your job  
is to make sure that you deliver enough value to insure your emails 
stay in the inbox.

Don’t let the pundits scare you away from email.  Keep optimizing 
your email activities to improve performance.  

Poorly performing blogs often demote email list building to a 
“below the fold” non-event.  Don’t make the same mistake.  Move 
your opt-in forms to a prominent position in your sidebar and 
consistently ask readers to sign-up for your email offers.

  Keep an eye on your reader to subscriber conversion rate 
(Subscribers per month / Unique Visitors per month) and adjust 
tactics to increase performance.  Low subscriber conversion numbers 
could indicate an unattractive offer, a long opt-in form, or poor 
placement.  A subscriber rate of 1-2% is a good performance 
baseline.

Unsubscriber rates, the percentage of subscribers who ask to be 
removed from your list is also a good performance indicator.  High 
unsubscriber rates could mean that you are sending too many emails 
or sending emails too frequently.  Address high unsubscriber rates 
immediately since every lost subscriber is a lost customer.

Share on: Twitter | Facebook | LinkedIn

http://www.PushingSocial.com
http://www.PushingSocial.com
http://clicktotweet.com/KR9bm
http://clicktotweet.com/KR9bm
http://www.facebook.com
http://www.facebook.com
http://www.linkedin.com
http://www.linkedin.com


www.PushingSocial.com

Create Your 
Content 
Strategy 

Your blog will need a steady supply of quality information that is 
memorable and helpful.  The fancy folks call this “great content.”

Now that you have a blueprint for converting readers into buyers, 
turn your attention consistently creating and publishing great content.

The best place to start is taking the reader research you did in 
“Uncover Customer Needs” phase of the Blog Sales Cycle and flesh 
out blog topics that support a specific theme. 

From there, organize a process or contract a resource to research, 
organize, and craft your content.  You’ll want to develop content that 
assists your readers at various phases of their purchase process.
  

For example, what type of content would be helpful to some one 
just recently started the purchase process?  How about people who 
are assembling a short list of purchase options?  Make sure that your 
blog post schedule, your editorial calendar, has a healthy mix of posts 
that hit each of the major phases. 
 

One important consideration to consider is the length of your 
product’s sales cycle.  A blog for an “impulse” purchase will have 
radically different content than a blog educating homeowners on how 
to make a great real estate purchase.  

Understand that your content strategy is a evolving document.  It 
will change based on ongoing customer research and changes in 
your marketing priorities.  

http://www.PushingSocial.com
http://www.PushingSocial.com


www.PushingSocial.com

Get More From
Your Blog

You can achieve more from your blog.  

You can use content marketing to build your business, attract 
customers, and lead your industry. 

You have the tools, the talent and the ingredients to do something 
special.

We would love the privilege to help and partner with you to achieve 
more.

Click here to schedule a 30-minute conversation about what you want 
to accomplish and how we can help.

Or give Stan Smith a call here: (888) 385-6778.
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