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Disclaimer 

This publication is designed to provide general information regarding the subject matter 

covered. However, rules, regulations, laws, practices and the interpretation of same often 

change or vary from state to state and company to company, particularly with regard to 

social media, communication, and social media companies. Because each situation is 

different, the reader is advised to consult with his or her own advisor regarding that 

individual’s specific situation. Neither the author nor the publisher assume any 

responsibility for any errors or omissions, nor do they represent or warrant that the 

information, ideas, plans, actions, suggestions, and methods of operation contained herein 

is in all cases true, accurate, appropriate, or legal. It is the reader’s responsibility to 

consult with his or her own advisor before putting any of the enclosed information, ideas, 

or practices into play. The author and the publisher specifically disclaim any liability 

resulting from the use or application of the information contained in this book, and the 

information is not intended to serve as legal advice related to individual situations. 

This book is a work of the author’s experience and opinion. Names, characters, places and 

incidents are either the product of the author’s imagination or are used fictitiously. Any 

resemblance to actual persons, living or dead, or to actual events or locales is entirely 

coincidental. 

This ebook is licensed for your personal enjoyment only. This ebook may not be re-sold or 

given away to other people. If you would like to share this book with another person, 

please purchase an additional copy for each person you share it with. If you’re reading this 

book and did not purchase it, or it was not purchased for your use only, then you should 

return it and purchase your own copy. Thank you for respecting the hard work of the 

author. 

Copyright © 2012 Nigel Merrick. All rights reserved, including the right to reproduce this 

book, or portions thereof, in any form. No part of this text may be reproduced, 

transmitted, downloaded, decompiled, reverse engineered, or stored in or introduced into 

any information storage and retrieval system, in any form or by any means, whether 

electronic or mechanical without the express written permission of the author. The 

scanning, uploading, and distribution of this book via the Internet or via any other means 



without the permission of the publisher is illegal and punishable by law. Please purchase 

only authorized electronic editions, and do not participate in or encourage electronic 

piracy of copyrighted materials. The publisher does not have any control over and does not 

assume any responsibility for author or third-party websites or their content. 



About The Author 

Nigel Merrick is a professional photographer, author, blogger, business coach, and artist. 

He is the creator of the Photography Business and Marketing blog at www.zenologue.com, 

where he publishes regular articles and interviews designed to help photographers find 

peace of mind in their business, by helping them to clarify their focus on business and 

marketing. 

Nigel is also the administrator of the LinkedIn Photography Business & Marketing Group, a 

growing network of professional photographers from all over the world. 

You can reach Nigel by email at: nigel@zenologue.com 



Step 1: Identify Topic 

 

Finding a suitable topic for that next blog post used to be a real challenge for many 

photographers, but no more! 

Create yourself an ideas file and use it to store anything and everything you can find that 

might serve as a resource for future blog posts. This can take almost any form, whether it 

be on your computer, or in a "hard" file of hand-written notes, clippings, and printouts. 

It really doesn't matter how you organize your ideas file, as long as it makes sense to you! 

Try to keep your blog posts focused on one small idea at a time - that way, you will get the 

best SEO results, your readers will spend more time reading, and you won't run the risk of 

running out of suitable topics! 



Step 2: Brainstorm And Research Keywords 

 

Now that you have a topic, it's time to decide what your focus keywords are going to be. 

Try to think like your target market - what will they use to search on Google to locate the 

blog post you're preparing to write? 

It's important to focus on just 1 or 2 keywords per post - any more than that and it can be 

hard to fit them into the title and the description. 

Use the full power of the Google keyword research tool by making sure you are logged into 

your Google account, and don't forget to check the box that says "only show results closely 

related to my search terms" and use "exact" match to produce the most accurate results 

and a more focused list of suggested keywords. 



Step 3: User Title And Keywords In Permalink 

 

Choosing a good title for your post is essential to attract the attention of the reader, and 

enticing them to read more. 

However, we're faced with the challenge of making the title attractive to both humans and 

search engines alike. Fortunately, this is where the "WordPress SEO" plugin really comes in 

handy because you can specify two separate titles - one for your human readers, and the 

other for SEO. 

At this point, we're focusing on the human-readable title, so make it enticing, but don't 

forget to also include some keywords in there too. 

For help writing good headlines, start with this great series of article at CopyBlogger: 

Copywriting 101. 

When it comes to the permalink, or "slug", make sure your keywords are at the beginning. 



Step 4: Focus Keyword, SEO title and SEO description 

 

Now it's time to think about the SEO title and the description for the page, both of which 

will show up in the Google search results. 

Your attention here should be on your keyword phrase, which should be at the beginning. 

Avoid using too many "stop" words in the title, as they just take up room, but it still needs 

to make sense. 

The description is like a tagline, and should be written to give the searcher a better idea of 

the page content, plus be compelling enough to make them click through to the page. You 

also need to include your keywords in here. 



Step 5: Category and Tags 

 

WordPress allows you to put posts into categories, which essentially divide your blog 

content into broad subject areas, and to also attach tags to posts, sort of like keywords. 

It's a good idea to only use one category per blog post, and to use only the necessary tags. 

Obviously, your keywords should be added as post tags. 

A description for your categories is useful, since this is the title text used on the hyperlink 

whenever a link to a category appears on the website. This gives your users and Google a 

better sense of what the category is about. 



Step 6: Write The Post (part 1) 

 

Here's where the rubber meets the road - it's time to finally sit down and write your post. 

You've got your topic idea, have your focus keyword, and a good headline and description, 

and now all you need to do is to put your ideas down on paper, as it were. 

How you do this is entirely up to you - everyone has their own style of writing, and you 

should try to stick to your "voice", rather than copy someone else's style. 

For me, I find it's best to imagine yourself speaking the text in your mind, as though you 

were talking to your audience, writing it down as you go. You could even take this a step 

further and actually speak it aloud, either recording it, or making use of a text-to-speech 

converter. 

When I write for the Zenologue blog, I generally write the whole post in one sitting, from 

start to finish in a linear fashion. I do make minor edits as I go, but then read it through 

one time to make further small changes, as needed, or to add any additional points as they 

occur to me. 



I found that spending too much time editing the post can rob it of its personality and make 

it seem too formal - there really is such a thing as over-editing! 

For SEO purposes, you should aim to write a minimum of 300 words. I know that might 

sound like a lot, especially if you're not used to writing, but it's actually not very much at 

all. 

Considering that you'll be writing a blog post about once per week, this should be easily 

manageable. 

Try to include your keywords in the sub-headings, as well as in the body text, as the 

headings are treated with a little more weight by Google. 

Outbound links are a good thing to have as they demonstrate to Google a willingness to 

share, even if you link out to another of your own websites, your Facebook page, Twitter 

account, Google+ profile etc. Links going to other domains from your body text will usually 

be treated as "followed" links by Google, which means that they will receive SEO credit 

from you as a result, so use them sparingly. 

This is one reason why I don't recommend photographers to link to indiscriminate websites, 

such as professional organizations, listing directories etc. Those links, if they are not set to 

"nofollow", will leak SEO credit away from the website, reducing your search engine rank. 

It's not necessary to have outbound links on every single post, just occasionally, so don't 

feel like you have to include one in every post you write. 

Within the content of the post itself, it's recommended that you have 1 link (internal or 

external) for every 120 words or so. Therefore, if you have a 360 word post, you should 

have around 3 links in there, pointing to other content. Ideally, the first link should appear 

in the first paragraph, and I would always make that one an internal link, rather than an 

outbound link. 

To establish the importance of your focus keyword, be sure to mention it in the first 

paragraph of the post, and it helps to use a bold font to further highlight its importance. 

However, there's no need to go crazy with placing your keywords in the content - the days 

of mentioning keywords as many times as possible are long over, and it's advisable to keep 



the density of keywords to 5% or less. So if you have 500 word article, your keyword should 

be mentioned less than 25 times throughout the copy, and probably less than that, since 5% 

is really the upper limit. I would aim for a keyword density of around 2.5-3% for optimal 

keyword performance. 

At the end of the day, all this talk of keyword frequency and placement can trick people 

into thinking they need to somehow craft their writing specifically for the search engines, 

often at the expense of human readability. 

But the opposite is more true. 

Write for people first - specifically, your audience, while at the same time keeping search 

engines in mind as a secondary concern. After you've completed the article, you can refine 

and tweak it a little here and there to improve the SEO but not at the expense of being 

interesting to a human reader. 

There's also a test you can perform on the reading level of the text, called the Flesch 

reading test, which is built right into the "WordPress SEO" plugin. This will give a score, and 

tell you how easy or difficult the reading level of the text is. Ideally, you should aim for a 

easier level, especially since you want the piece to more conversational than academic in 

feel. 



Step 6: Write The Post (part 2) 

 

The next thing to consider is the post structure - what the text actually looks like on the 

screen, and this is a LOT more important that many people realize. 

Writing for a blog is very different to writing a professional paper, a book, or a company 

report. Blogging is much more like a conversation, so can be a freed up from many of the 

usual conventions associated with more formal writing. 

Understanding how people read online content can go a long way toward helping us know 

the best way to present our blog posts. 

For example, we all tend to skim online content, looking for the most important elements, 

or trying to extract the nuggets of information most interesting to us. Next time you visit a 

news site online, examine your own reading behavior and you'll see what I mean. 

Therefore, we need to structure our own blog posts to take advantage of the natural 

tendency for people to skim the content, and try to capture their attention. 



We can do this by using headings and sub-heading that help to break up the text into more 

easily-digested chunks. 

Keep paragraphs short. 

Short paragraphs of just 1, 2 or 3 sentences makes the text much easier to read, and helps 

to prevent the reader's eye from trying to read too fast. 

Justified text, while in common usage in printed books and other formal forms of writing, 

doesn't work on a blog, and should be avoided. In fact, research has shown that justified 

text can be a lot harder to read, especially for people who are dyslexic. The additional 

space between the words, used to create the justified effect, creates "rivers of white 

space" that can run down the page. These tracts of white space become highly visible to 

dyslexic people, making the text harder to read. 

The other problem with justified text, especially in longer paragraphs, is that it makes it 

harder for the reader to keep track of where they are in the text. 

Spelling and grammar do matter too, especially spelling. There's nothing worse than 

publishing a post and then realizing after some time that you've spelled your keywords 

wrong, resulting in a post that didn't rank well! 

I've already mentioned that you should emphasize your keywords and other important text 

in the post, and you can do that with bold, italics, and underlines. Of those three, bold is 

the preferred method. Italics is a little harder to read, while underlines might confuse 

readers into thinking that the text is a hyperlink they can click on, so I would use those 

sparingly. 

Blockquotes are very useful for highlighting an important point in the text, or for quoting 

someone else. Depending on how your theme is set up, blockquotes are displayed in such a 

way that they really stand out from the rest of the text in the post, and they help to break 

up the content into more varied forms. 

Bullet lists are another great way to create variety in the text. They can be used to 

communicate a series of points very quickly, or just to list out items that need no further 

explanation. 



Avoid using too many colors for text. In the early days of the web, it was common to see 

websites where the owner used all the colors of the rainbow for the text on the page, but 

that practice has now been largely abandoned because it's simply annoying and difficult to 

read! 

My advice is to stick one main color, and then use your "passive" color for occasional 

highlighting or sub-headings. Using too many colors does nothing more than irritate the 

reader, and can make your blog look like a badly-written sales page. 

Talking of color, you should have what are called "active" and "passive" colors. Your active 

color is the one used for things the user should click on or they should do to take some 

form of action. 

For example, hyperlinks should be displayed using your action color, as could calls to action 

such as "call the studio today". As your audience gets used to reading your site, they will 

get to recognize your action color, and will be more likely to do what you want them to do. 

As I already mentioned, your passive color is used as an accent color, to help highlight text 

or break up the content in some way. It can be used to attract attention, but not for 

something that requires action on the part of the reader. 



Step 7: Optimize Images 

 

As photographers, images and photographs are obviously an important part of what we do 

and how we communicate with our clients and target audience. 

However, I see a lot of photography blog posts that are just a stream of images, with little 

or no text to support them - this is rooted in the typical idea that "my photography will 

speak for itself", and is a big blogging mistake. 

As you should realize by now, from reading the Zenologue blog and taking this photography 

blog course, text is critically important for your photography blog, not just for SEO, but 

also for actually communicating with your readers. 

So, while images and photographs are an important and necessary part of every post you 

make on the blog, they should be used strategically. One of the things you should bear in 

mind with this is that your photographs have the power to boost credibility, especially 

when they're accompanied by testimonials. For some great information on how images can 

help with credibility see this post on the Social Triggers website. 



Rather than fill your blog post up with lots of photographs, it's wise to use only 2 or 3 of 

your very best photographs. Otherwise, the reader will most likely look at the first one or 

two, skim over the ones in the middle, and then skip to the end. Those images in the 

middle of the post are just wasted, and the sheer number serves only to confuse the 

reader, rather than focusing them more closely on examples of your very best work. 

For the same reason, I would also advise care when using slideshows to display your work. 

If you do use them, then think about the story they tell, and I would stick to at most 5 or 7 

images. 

When it comes to optimizing your images there are some things you can do to get an SEO 

advantage out of them: 

� Use your keywords in the filename. E.g. "new-york-botanic-gardens-bridal-

portrait.jpg" 

� The ALT and TITLE attributes are important, so include your keywords there too. 

� Captions are great for both credibility and SEO so make sure that every photograph 

you show in a post has a caption associated with it. 

As already mentioned, testimonials are excellent to use as captions, and form a very 

natural way to perform local SEO on your posts, since the city and location will be included 

as part of the client's testimonial. 



Step 8: Links To Other Useful Content 

 

Internal linking simply means creating hyperlinks to other content on your website or blog 

from within your blog posts. 

As already stated, 1 link for ever 120 words of content is a good rate to aim for, but why is 

this important? 

First, it helps with SEO, since the linking pattern on the site helps Google determine the 

relative importance of your content. For example, if you have an article on how brides can 

prepare for the bridal portrait session, you will probably link to that quite often in any blog 

posts that talk about bridal portrait photography. If Google sees that you link to that 

article quite often, they will assume that it must have some importance and relevance. 

Second, it keeps readers engaged with your site, by giving them pathways to follow through 

your content, which in turn helps to keep your bounce rate down. 



When creating any link, not just internal ones, make sure to use appropriate anchor text 

for the link. Anchor text refers to the actual text the user clicks on to follow the link, and 

that anchor text is used by Google to determine what the target page might be about. 

It's therefore advisable to avoid such anchor text as "click here" etc. The best thing to do is 

to use the actual title of the page you're linking to as the anchor text. 

Links placed at the beginning and end of the post can be important, both for SEO and as 

calls to action, so think about the strategic use of links. 

And, of course, don't forget to use your "action" color consistently for all links and calls to 

action. 



Step 9: Schedule And Publish 

 

Finally, it's time to get that shiny new blog post out into the world - time to publish! 

While not critical, it can work to your advantage to identify the best day of the week and 

time of day to publish the post. This involves observing your audience and knowing their 

typical online behavior. 

Don't forget to leverage the social reach of anyone you feature on the blog by letting them 

know in advance when the post is going to be live, so they can remember to share it with 

their contacts. 

In the case of sharing content on Facebook, we may need to "prime the pump", as it were, 

to make sure our post is noticed by as many of our fans as possible. In the normal run of 

things, only a certain proportion of our fans are actively engaged with our content at any 

given time, so many of them may not even see our post when it's shared. We can overcome 

this to a certain extent by seeding our fan page with pre-post content, such as short status 



updates, "coming soon" announcements, asking questions, and generally creating 

engagement. 

Then, when our post does go live and we share it on Facebook, it's likely that more people 

will see it. 

Also, don't forget to make use of the ability of WordPress to schedule your posts in 

advance. This is very useful if, say you want your post to be published at 6am on a 

Tuesday, but you write the post itself on a Sunday afternoon. 



Step 10: Share With Audience 

 

This one shouldn't need too much explanation. 

Once we have the blog post out there in the wild, we need to encourage as much sharing as 

possible. Making it as easy as possible for people to share a post is one way to do that, as 

well as ensuring that you're active on the social networks appropriate to you and your 

particular business niche. 

Obviously, if you notice someone sharing your content, or commenting on it in social 

media, it's a good idea to acknowledge that and thank them for it. 



Step 11: Reader Engagement 

 

Of course, we need to do as much as we can to encourage people to become engaged with 

our blog posts, and this can often be a challenge, even for seasoned bloggers. 

Suggestions for how to get your readers involved are in the slide above, and there are a lot 

more, I'm sure. 

One key is to be as least as involved with it yourself as you expect your readers to be. The 

more that people see you as active in the communities you share, the more likely they are 

to respond to your calls to action and leave comments on your blog. 



Action Plan - Quick Checklist 

You should print out this quick checklist and keep it near your computer for easy reference 

and as a reminder of the steps needed each time you create a new post for your blog. 

� Identify topic 

� Brainstorm and research keywords 

� User title - keywords in permalink 

� Focus keyword, SEO Title and SEO Description 

� Select category and tags 

� Write the post 

� Optimize images 

� Links to other useful content 

� Schedule or publish 

� Share with audience 

� Reader engagement 

Optional tasks: 

� Links to other useful content 

� Schedule or publish 

� Share with audience 



Thank You For Reading 

I hope that you've found this book to be useful as both a reference and as a source of 

inspiration for your own photography blog ideas. 

If you have any thoughts, comments or suggestions on what you've read here, or any 

suggestions for improvement in the action plan, then please do feel free to send me an 

email at nigel@zenologue.com 

Thanks for your investment in this training, and I wish you continued peace in your 

business! 

 

Nigel Merrick 

Photographer / Coach 

www.zenologue.com 


