
How to Write Must-Follow Blogs

Blogging is  an essential  task for  anyone who wants  to  establish  a
reputation  as  a  force  to  be  reckoned  with  in  a  certain  field.  And  in  an
emerging area like collaborative practice, being one of the few who blogs on
the subject will quickly gain you the expert collaborative credentials that
will make it easier for your peacemaking practice to succeed. But posting
regular blogs can be intimidating, especially if you don’t fancy yourself a
writer.  However,  if  you set  aside one hour for  each of three days every
week, you will soon have the content you need to become one of the few
collaborative practice bloggers. 

When blogging, it is important to be authentic, and to speak in your
true voice.  You will  be blogging often,  so if  you are not  genuine,  it  will
eventually become obvious. In that case, your readers will not trust you and
they will lose interest. 

Allow your readers to know who you are, what you stand for, and what
your goals are. Don’t be afraid to say something provocative, even if you
may upset somebody. You can never make everyone happy, so, instead, gain
your readers’ trust by stating your actual, un-sugarcoated opinion. Consider
campaigning politicians who speak from both sides of their mouth. Nobody
trusts them. Don’t be like them. Instead, ensure that your message always
reflects your personal brand.

Coming up with fresh blog topics can be challenging, but not when
you keep your  ear  to the ground.  Everywhere I  go,  I  hear collaborative
professionals raise novel questions, at our trainings, at our local POD get-
togethers, and at our regional practice group meetings. Nearly every team
debrief I attend, something has happened during the full-team meeting that
sparks our debrief  discussion of:  what’s acceptable and, if  not,  why not;
what’s wise and what’s not worth running the risk; or what’s innovative and
whether  it  will  work.  My protégés always  ask me the  best  questions  to
which I never know the “right” answers, but that, too, is an opportunity to
co-author  a  blog  that  we  bounce  back-and-forth  via  e-mail  to  flesh  out
before publishing. And, of course, when I myself conduct a workshop, the
audience and I always come up with marvelous topics on which I will later
blog.

There  are  other  methods  of  identifying  valuable  blog  topics.  Use
Google keywords or phrases to spark ideas. Find out what people want to
know,  and  then  inform  them  about  it.  Find  industry  experts,  ask  them
questions on Twitter, and when they respond, blog about what top experts
say about the matter. Feature the experts in your article.

Always remember that your purpose in blogging is to: 

1. Educate  your  readers  so  that  your  blog  is  the  go-to  source  for
information for those who need you;



2. Provide interesting content for readers to keep them coming back;
and

3. Increase your own search engine optimization so that those who
need you can find you easily.

Create a weekly editorial calendar so that you have a plan for your
blog schedule. For example, on Mondays, you could respond to frequently
asked questions. On Wednesdays, you might blog a case study story about
an interesting matter that you have had and the lessons you learned from it.
On Fridays, you could post a roundup of news, articles, and interesting links
that you’ve found during the week that would be useful or informative to
your readers. While most of these should be focused on collaborative issues
specific to your practice and professional area, about a quarter of the time,
throw in a funny or inspirational one. 

When writing blogs, write copy that can be scanned by the reader.
Use subheads,  bullet  points,  lists,  and bolded copy to help your readers
easily focus on the main points without having to read every word.

Include an image (preferably two) for every post. It makes the copy
easier for the reader to scan and makes it simpler to share on all levels.

Blogs should be 400 to 800 words each so that they are long enough
for search engines to scan and short enough to keep readers’ attention.
That said, mine tend to be longer and more recent studies now suggest that
as many as 2000 words will optimize the likelihood that readers looking for
your content will be able to find you. So check the current school of thought
on that issue when you start writing.

In each blog, include one or two relevant links to other blog posts or
pages on your  site.  Also include external  links  every 100 to  200 words.
(Ensure that those links don’t take your readers away from your blog, but,
instead, simply open in a new window.)

Finally,  don’t  forget  to engage your audience so they keep coming
back to hear more of what you have to say. Encourage them to comment,
and when they do, always respond. Learn about your readers by looking at
their social media accounts. Build relationships with them, and show that
you care what they say. Make them feel special, and they will be more likely
to share your blogs. Always keep in mind who your reader is, and speak to
her as though you are having a conversation with a friend.


