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hi!

from KIA

My revelation and change
in approach got me
excited about what I was
doing and how I was
doing it. I found I had
more content to share
than ever before.

I consider myself a bit of a do-it-yourself
expert, for more reasons than one.
For many years, I worked as a content
manager for a major arts and craft
manufacturing company, a dream job
for a creative person like me. There, I
created content for the company‘s weekly
newsletter, websites, social media and
special programs. I got to work with
super creative people, I had access to
all kinds of paints and creative products,
and my entire job was focused on
communicating all the things that people
could do with the awesome products
that the company made. It was a fun
job and I enjoyed finding new things to
share with our audience of crafters and
DIY enthusiasts. Over the years I became
very skilled at creating and managing an
editorial calendar and planning content
for our social media, website and email
marketing campaigns.
During the time I worked there, I also
started my own business, primarily
doing web design and branding work
for others. ‘Do-It-Yourself’ took on a
new meaning. I was now responsible for
producing work, meeting clients and all
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the other things that go into running a
business with a staff of one (me). When it
came to creating content for my website
and blog, I found it so much harder than
the work I did in the craft industry or the
work I did for other clients. It wasn’t fun
at all. It felt like a chore, another thing to
do on my list, another thing to be guilty
about when I fell behind. So content
happened, sporadically, in a few fits of
inspiration, often after everything else
was done.
Then I got even busier. My sister and I
decided to create a new blog, a really
enjoyable project—but more work. So, in
addition to my primary bill-paying work,
the responsibility of being a mommy
to three wonderful boys, I now had an
additional website to help manage.

and how I was doing it. I found it was easy
to create content for my websites. I was
able to help friends and clients with their
websites and online strategy as well. I
decided to write a blog post about writing
content to share some of the things that
I had learned, and then I decided to write
this book! If there is one thing that I have
learned from my beginnings, it is this:
with a little help, anyone can do it!
You too, have so much to share, and
the content for your website can be fun
and painless to create.
Here’s to your brilliant business!

KIA HOWEY DOLBY

Although I had less time than before, I
knew content creation could help my
business tremendously. Now with two
websites, I needed to get organized.
Out of desperation, an epiphany: I
already knew how to manage all these
things. I knew I had a voice and I had
something to share and it was time to get
my content out there. I had long since
realized that anything I commit to better
be fun. So I took a big step...well really a
lot of baby steps, and I just did it.
And boy, do I have a lot to share! You see,
my revelation and change in approach
got me excited about what I was doing
KIA DOLBY ©COPYRIGHT 2020

mixed just for you...

This book was written as a flexible guide for a variety of people, but
specifically for these folks:
The Business Owner
You are the head honcho at your small business. You’ve got the title and the
responsibility of being the COE, the Chief Officer of Everything. Finances,
legal issues and marketing are part of your day-to-day business needs.
Communications, specifically managing your business’s online presence, is also
huge piece of the business puzzle that you have to keep together.
The Online Manager
Stated or implied, you are the lucky person within your business, school, nonprofit or organization tasked with managing the social media, website, email and
overall online vision. You probably have quite a few other responsibilities, too.
You need a way to balance your online efforts gracefully.
Bloggers
Your business is your blog. You have the job of being a professional content
creator. You desire is to build your blog’s content and online presence so that you
can accomplish your goals, be they gaining paid advertising, sponsorships,
or more.
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MY GOALS FOR YOU
I wrote this book with you in mind. I know how hard it can be to manage all the
various pieces of small businesses. In addition to the actual product or service
you provide, there are day-to-day tasks, legal issues, financial considerations and
marketing responsibilities that have to be implemented or managed.
Since this book focuses on marketing, let’s take a closer look at that specific
responsibility. In addition to the big picture direction and strategy that has to be
decided—your marketing plan—there are many large tasks, and sub-tasks that
have to be executed. Within that broad area is online marketing, the stuff you do
that is specific to your online presence, like blogging, email marketing and
social media.
In today’s world, online marketing is a large and critical piece for most business
success. Online marketing can include many things but perhaps a critical piece—
and the piece that requires more time and attention—is content marketing.
Content marketing is providing relevant content in relevant places to help you find
and nurture new clients, establish you or your business as an authority in your
area of expertise, and keep folks interested and engaged with what you are doing.
If you have done any content marketing before, you probably know that being
able to generate new and engaging content for your online marketing efforts is a
massive task within itself. Depending on your other business efforts, like meeting
with new clients or submitting invoices and getting paid, online marketing is also a
task that is easy to put on the back burner. For example, when faced with writing a
blog post or submitting an invoice, typically the invoice takes precedence. Luckily,
there are ways to manage your online content marketing in a way that is fun
and effective.
As I wrote this book, I thought a lot about music. Just like a recording artist knows
that it takes a blend of instruments and vocals delivered at the right tempo to get
the perfect sound, a content marketer knows that it takes the right mix of content
pieces delivered at the right time to attract the right audience.
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This book, along with its accompanying resources, was written to help you plan
and order your online content creation efforts. This book is a mix of my favorite
resources, tips and best advice. I want you to feel empowered to generate new
content easily for your online channels. I want you to use your content as a way
of meeting, engaging and capturing new customers or viewers. I’d like you to be
comfortable generating content for different channels, including your blog or
website, Facebook, Instagram and other social media outlets. Most of all, I want
you to have fun doing it!
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Chapter 1:
Content Marketing 101
Isis is the very definition of energy. She is a life coach who helps women with
career transitions. She is a mile-a-minute powerhouse, a mom, a community
leader, and she runs her own business. She’s up to most of life’s challenges, but
can’t quite figure out what to do for her business‘s online presence. She tries to
write a blog post each week, but she has weeks and months when that doesn’t
happen. Blogging is important to her, but it is one more thing to do on her very
full list, and is often at the bottom.
Faith is a beautiful, vibrant yoga teacher. Friends and colleagues told her that her
website needed a blog and she should use SEO (Search Engine Optimization) to
grow her website traffic. But she doesn‘t really know what SEO means, and often
when she has time to write a blog post, she has no idea what she should write
about. She‘s tried to use Facebook to gain new customers but has not seen
real results.
Isis and Faith have many things in common and share some of the same
challenges. They’re pursuing their online content as a must-do without any real
rhyme or reason, a common mistake. Having a strategy behind your actions is
the game-changer. You have to know what your business or website is about and
what it stands for. Let’s start at the beginning, develop a plan, figure out how to
measure results and then devise a method of generating ideas and implementing
content that works with all the areas and priorities in your business.
A CONTENT MARKETING OVERVIEW
Content marketing is a marketing technique that promotes creating and
distributing valuable, relevant and consistent information to attract and engage a
clearly defined audience, with the objective of driving profitable customer action.
Creating content is a useful tool for growing and sustaining your business for
several reasons. It:
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•
•
•
•
•

•
•
•

Gives you a voice and lets people get to know you better.
Encourages repeat visits to your website or channel, thus building your website
traffic and influence.
Keeps you on the radar of your customers or potential customers.
Helps you explain your product and service better, therefore generating
more interest.
Aids in Search Engine Optimization (SEO). SEO helps you gain better placement
in search engines like Google. In other words, when people search for your
business online, SEO can help the website appear higher and/or in relevant
places in the search listings.
Builds your credibility and establishes you as an expert in your area.
Lets you provide valuable and relevant news and information to your
customers and potential customers.
Helps to reinforce your brand.

WHAT IS A CONTENT PLAN ANYWAY?
A content plan is a strategy and process for helping you achieve your online goals.
A content plan will help you create and deliver the most important and relevant
information about your brand to a target audience. The plan ensures you have
the correct kind of content for each channel that you post to. It identifies places
in which cross-platform posting (posting the same content in different places)
makes sense. It establishes a cadence for posting. A content plan may even help
you figure out what content you can manage yourself and content with which you
might need assistance. Your content plan doesn’t have to be rigid; in fact, it can
be quite fluid. The important thing is that it enables you create a road map and it
helps you manage and grow your business with your end goals in mind.
A content plan will help you address the following areas:
Purpose
Your purpose is the why behind your actions. Having a clearly defined reason
for your content marketing efforts, and business. In general, it will drive all your
online efforts.
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Goals
Are your goals to gain more followers, or likes? To increase your traffic? To
increase sales or gain new clients? Or maybe a combination of several of these
things? You’ll have to decide upfront what these goals are, so that you can
measure and track them.
Tone
Your tone is the voice and words you use. It can be formal or casual, sarcastic
or fun. Are you addressing Wall Street investors or stay-at-home moms? Your
audience should dictate the tone and style of your content. Your tone should be
always be appealing to your audience, easy to read, and relatable.
Channels
Your channels are the different places to which you post content. These may
include email newsletters, blogs and various social media channels. Today, there
is an endless number of channels you could post to, but part of your content plan
should be to focus on specific channels based on your audience and goals. Ask
yourself, which of these channels are most frequented by the people I want
to reach?
Frequency
Frequency simply means how often you post content to your website or channels.
Your goal may be to post once a day or once a week. For certain channels, you
could even post multiple times a day.
Schedule
Your schedule will help you determine what gets posted and when.
Format
As you know from browsing online, content can take many formats. Today, most
successful content plans consist of several types of content.
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Types of Content
There are many different formats that online content can take.
Here is a list of the most popular.
Quotes
Photos
Blog posts
Top ten lists
Illustrations
Videos
Slideshows
White papers
Curated content
Reposts from other sites
Inspiration
How-to posts
Infographics
E-book
Podcasts
Webinar
E-planner or tools
Testimonials/ real-life examples
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Including several content formats will increase your appeal to different people.
It will also help you have the “right“ kind of content for various social media and
online channels. Your plan should help you determine what information goes into
what format.
Measurement
Finally, your content plan should include some ways to measure your efforts and
goals so you know what works and what doesn’t. You‘ll use those measurements
to help you refine your future endeavors.
The upcoming chapters will delve into each area in a little more detail.

•
•

Chapter take-a-ways and to-dos

What blogs or websites do you visit often? How frequently do they post
content? What is the tone of the writing?
If you have an existing website or blog, how do you currently plan your
content? What‘s worked and what hasn‘t?
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Chapter 2
Your End Game Upfront
There are several reasons people start blogs, websites and social media accounts.
Sometimes websites and blogs are started as a hobby, for fun or to just to have
a voice. Other times they are started as a way to help gain online exposure and
grow a business. It‘s not uncommon for a person to create a blog and begin
posting, only to realize weeks or months in that they don’t know the why or what
behind their efforts. Many times this leads to feelings of frustration and confusion.
In these scenarios, there is often no tangible end goal in mind.
Before you begin any online efforts, you should first spend dedicated time
focusing on your business, marketing goals and brand. Having a clear focus for
your business or website will help a lot when you get down to the nitty-gritty of
content planning. Here’s how to get started:
•

Review your business or website mission statement. What is it your business
or website about? What do you do, why do you do it, and who do you help?

•

Define your customers. Who are your target and current customers or
viewers? What are their likes and dislikes? What product or service do they get
from you and why? Why do visitors initially and continually visit?

•

Who is your competition? What product or service does your competition
provide? Who are the major players in the same space as yours? What other
websites provide similar content? How can your content provide more value
than that of your competition?

•

What is the experience you want to create for your customers or audience?
How do you want them to feel? For example, if you have a blog promoting
coupon clipping, you may want your audience to leave your blog feeling
empowered to save money. On the other hand, if you review luxury products,
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you may want your audience to carry a feeling that they can get a little piece of
luxury through your writing and content.
•

What are your goals for your business? You may have just an idea about your
income expectation or you may have more developed financial and growth
goals outlined for your business. These may live in a business plan or in your
head. Your goals should help dictate your content direction.

•

What are the key messages you need to communicate to your audience? Most
of the time as a business owner or a blog writer, you may have two to three
things that make your business or website unique. These should be part of
your main messaging—more on this in the next chapter.

These points may be a review for you or completely new questions to think about;
they may be both inspiring and a bit overwhelming. But their purpose is to help
you gain insight on who you are creating content for and what you want to gain
from the content you produce. In short, they should help you determine who you
are targeting, what they want to see and what the desired outcome will be.
MESSAGING THAT SUPPORTS YOUR OBJECTIVES: DEVELOPING PRIMARY AND
SECONDARY MESSAGING
After you‘ve spent some time thinking about your mission statement and goals,
you can begin to work on messaging. Your website should offer one overall theme
or message that may be further communicated in several secondary messages.
One technique that many people find effective is to write your main message
in a problem/solution format. In other words, your main message should be a
statement of the concrete problem that your business or website solves.
Let’s talk about this in terms of a real-world example through our very own
fictitious food website.

KIA DOLBY ©COPYRIGHT 2020

[ 15 ]

Say hello to fictitousfoodsite.com and it‘s owner, Debbie Cooker. There are
a lot of food sites out there: general recipe sites, beginner cooking sites and
high-end gourmet sites. Our website has a specific focus:

Fictitious Food Site is an online resource for
creating fun, delicious healthy meals for
busy people.
The main message addresses common problems many of us face. Remember,
when I say problems, these don’t have to be life-threatening problems, but are
simply those challenges, small or large that one might face each day. In terms of
the food website, related challenges might include the problem of creating meals
that are not only delicious, but healthy or creating meals that are quick
to prepare.
For others, these challenges may be critical business issues, like helping your
audience/customers plan their finances. The problem could also be something
a little lighter, like organizing a closet (Looking for a way to add beauty and
organization to your life?) or the challenge of growing your own plants (Want to
save money and eat better? Grow the garden of your dreams.). It could be that
your business is geared towards speedy floral delivery (Mom will never know you
forgot her birthday because we can have flowers at her doorstep in an hour.) or
how to sell one-of-a-kind jewelry (Want to stand out from the crowd and express
your personality?).
Developing Secondary Messages
Let’s go back to the example of our food website. We know the main message is:
Fictitious Food Site is an online resource for creating fun, delicious healthy, meals
for busy people.
But that can be broken down even further:
• This is the place for food-related resources for busy people on the go.
• You can have fun making food and I can show you how.
• Healthy eating doesn’t have to be boring or hard.
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all about my website
Name:

My purpose for creating this website:

My primary goals:

Mission statement:

Primary message:

Secondary messages:
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Now that you have message written out, you need to look at the people who are
viewing your blog.
The audience you want to engage online may be very broad or super targeted.
Either way, you will want to take a close look at the types of visitors you desire to
engage. After identifying your audience, create profiles of your intended viewers,
then create specific content that is appealing to them. These profiles or personas,
as we will call them, can help you further understand their likes, dislikes and what
they are looking for.
Building cohesive viewer personas can help you target specific audiences and
is an important step that should not be skipped. These personas are fictitious
generalizations that represent common traits of your ideal viewer. Viewer
personas are best when built using market research, like surveys and data
collection. If you’ve done a formal business plan, chances are you’ve already
created these in some form. You may even have data that you’ve garnered
through your current marketing efforts. But even if you don‘t, you can build these
personas based off of educated assumptions or review how similar sites define
their audiences.
Personas typically consist of demographically defining information and are built to
paint a picture of your audience. In creating these profiles, you will want to include
age, gender, communication preferences and other background information
like occupation, buying habits and family size, for example. It can also include
challenges and issues at this type of viewer has. You may even include geographic
location. You may have only one persona or many, but in many cases, three is the
magic number.
Engaging content by persona can help you tailor your content and product
offerings and services to target those customers. This can also help you
determine where you want to advertise or what kind of ads would be suitable for
your website.
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Build Your

viewer personas
Ready to get started with your personas? Use this worksheet to describe your target viewers.
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FOR OUR FICTITIOUS FOOD WEBSITE, LET’S START WITH THESE PERSONAS:
Phillip
45, works full time
Phillip wants to get in shape. He was diagnosed with borderline high blood
pressure and is looking for easy meal plans that he can follow. He doesn’t love
cooking so he is looking for tailored menu ideas and shopping lists.
Erica
30, stay-at-home mom
Erica is a stay-at-home mom. She likes experimenting with recipes. She is a super
social media sharer. She uses Instagram and Pinterest to share her favorite
resources. She is responsible for the family budget and likes to find cost-saving
tools and tips.
Jamie
38, working mom with kids
Jamie has a lot on her plate, but she also feels like she can have it all. She has
a senior-level corporate job. She’s very health concious and works out with a
personal trainer. She volunteers and is on the board of several organizations. She
frequently looks for meal ideas online and watches videos on her phone. She also
invests in resources she feels will improve her life or the life of her family.
Once you have identified your typical viewers, you can evaluate and plan online
content based on the needs and wants of your ideal viewers.

•
•
•

Chapter take-a-ways and to-dos

Review your business mission statement.
Develop a draft of your primary and secondary messages.
Build your customer personas.
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Chapter 3
Your Website as a Hub
and Beyond
Just like the sun is the center of our universe, your website should be the center of
your online marketing. Social media, guest posts on other sites, email newsletters,
blogs and other marketing efforts should simply and easily push viewers back to
your website. Why? Your website houses your identity: your content, your
contact information and your best chance for capturing viewer contact
information and potential sales. Pushing people to your website is a known and
proven strategy for content marketers.
There are a lot of ways you can set your website up for success and make your
website appealing to your target audience. When creating a website, make sure
your website follows these essential guidelines:
•

The purpose of the website is immediately clear and evident. What you do and
what your website is about is quickly communicated via words and graphics.

•

Website copy (or wording) and tone are fluid and appealing to readers and are
an appropriate length (not too long).

•

New and/or featured content is prominent—an organized website should
highlight your best content.

•

Graphics and photos are appealing to your audience.

•

When a visitor lands on your website, there should be a clearly defined path
or paths for them to take. It should be clear and easy for them to register for a
newsletter, contact you, make a purchase or other important tasks.
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•

Sharing is easy. The website contains easy share buttons on posts and pages
to help the audience easily share content to social media or via email.

•

Calls-to-Action are clear and powerfully written.

COMPELLING CALLS-TO-ACTION
The same way you look for signs when you are driving customers, people look
for guide posts to help them navigate through a website. If you want people to
complete an action, you need to add prominent Calls-to-Action (CTAs) on your
website. People don’t inherently know what they are looking for. They look to
messages on your website to help guide them along the way. A CTA is just that—a
big and clear sign for your website visitors instructing them to do something,
usually in the form of an appealing graphic and/or a well written prompt. Some
examples are, “Don’t wait! Get started now!” or “Buy now and save.“

Is your website readY
for success?
Here’s a quick way to evaluate your current website. Ask yourself the
following questions:
•

Is the purpose of the website clear?

•

Is it easy for people to find and subscribe to my email?

•

Is it easy for visitors to find and connect to my social channels?

•

Is it easy for visitors to contact me?

•

Is it easy for visitors to buy a product, or sign-up for a consultation,
or service?
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Now is a great time to make sure you have Calls-to-Action (CTAs) on your website.
CTAs may be included on:
• Newsletter/email communication sign-up forms
• “Buy now” buttons on items for purchase
• Contact forms, etc. for inquiries
BEYOND YOUR HUB: WHERE YOU POST CONTENT
While one business can‘t be everywhere, it is often good to embrace a multichannel strategy. You’ll find certain types of content are more appropriate for
certain channels or paths used to reach viewers. You’ll want to take some time
to determine the top channels to which you want to dedicate your time. You may
find it is important to provide daily or multi-daily updates on some channels, while
others you’d want to post to with less frequency. This is not an extensive list, but
here are some of the most popular channels:
Twitter: Social network and blogging platform that allows users to send short,
280 or fewer character messages, as well as links and photos. Most noted for realtime event and activity sharing.
Instagram: Online and mobile photo-sharing, video-sharing, and social
networking service that allows its users to take pictures and videos, and share
them on a variety of social networking services. Also includes photo filters to
enhance photos.
Facebook: Leading social network where users can create profiles and share
news, current events and information with friends. Popular for both individual
social networking and business use.
Pinterest: Visual discovery tool that lets users collect and organize project
images, photos and other visual content of interest. Popular for lifestyle content
like home décor, food and fashion-related content as well as inspirational and
aspirational content.
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Your website
should always
be the center
of your
communication
plans.

YouTube: Video platform used for business and product marketing, how-to
and education.
LinkedIn: No. 1 social network for business and professional networking.
Slideshare: Online resources for sharing presentations.
Specific industries may have specific channels tailored to their audience. You
should research to determine the channels that will be most beneficial to you and
your target market and post accordingly.
EMAIL MARKETING
Despite the fact that people receive multiple emails daily, there is value in
communicating directly to someone via their inbox. When customers sign up to
receive your email, they are indicating they have more than a casual interest in
your message or product. You can share valuable content, offers and incentives
to viewers via email. It‘s important to note that even if an individual does not open
each and every email you send, the mere receipt of your email can keep you at
the top of their list when they are looking for services and products in your area.
When you are planning email campaigns, keep the following in mind:
• Offer value
• Make your emails timely and relevant
• Ensure that your frequency is not annoying
Don‘t underestimate the value of capturing an email. Viewers are constantly
inundated with requests for their email, so make your request stand out. Key
points you should communicate to viewers to entice them to sign up for your
email include:
• Make it easy and clear for customers to subscribe to your list.
• Let subscribers know what to expect. Give them an idea of what you will send
via email.
• Communicate trust. Let them know that you will not share their email address
without permission.
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•
•

Let subscribers know the frequency of the emails they will receive and that
they can cancel at any time.
Offer an irresistible offer at sign up like a free PDF, whitepaper or a discount
code for their first purchase.

Most major companies use email for:
• Drip campaigns: After sign-up, a customer gets an email from you on a set
frequency. For instance, after sign-up, they receive one daily tip for five days.
• Promotions: special offers, coupons or discounts
• Industry news and updates
• How-to tips
GUEST POSTS/CONTRIBUTING TO OTHER SITES
Another powerful way to spread your message is by becoming a contributor
to other sites. Sites are continuously looking for additional content and diverse
voices. Finding sites that you can contribute to is a great way to spread your
message. Always make sure that you are pushing people back to your website by
including your contact information a short bio and links to your website whenever
you contribute to other sites.

•
•
•

Chapter take-a-ways and to-dos

Determine your top social media platforms based on your viewer personas.
Ask yourself: Of the emails that you currently receive, which do you open and
enjoy? Why?
Make a list of potential sites to which you can contribute.
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Chapter 4
Making Metrics Cool
We‘ve discussed how important it is to make sure you have established goals
for online marketing, and it is essential to be able to measure your goals. To
track success, you need to have an easy mechanism in place to measure the key
performance indicators on your website. But first you need to determine:
• What are your desired results and objectives that you expect from your
online presence?
• What will be your measurement for success?
There are a lot of fancy terms that are used to describe these measurements,
but one of the most common is KPI, Key Performance Indicators. KPIs are
what you look at month-to-month, week-to-week, or maybe day-to-day to
measure performance.
Some KPIs include:
• Online: page views, unique visitors, length of time on website
• Email Marketing: subscription rates, open rates
• Social Media: number of followers, post engagements (how viewers interact
with you such as leaving comments on posts)
• And the all-important conversion
In the online world, getting people to do something is called a conversion. A
conversion means that a visitor completes an action. Examples include when
a viewer:
• Signs up for a newsletter
• Fills out a form for a consultation
• Makes a purchase
The Calls-to-Action (CTAs) that we talked about in the previous chapter should
help drive your conversions. CTAs encourage customers to take action, which
drives the online conversion action. Conversion is the measurement of that action.
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There are also offline conversions, like when a potential client:
• Comes into your retail store
• Places an order by phone or fax
While offline conversions are harder to measure, they are still trackable, when
there is a system in place. Even with offline conversions, you can make a
correlation between online efforts and offline results through the use of in-store
promotional codes, coupons, etc.
HOW TO GET STARTED WITH TRACKING PERFORMANCE
First, decide which efforts you want to measure. Next, make sure you have
tracking (analytics) in place on your website. Finally, you’ll want to consider your
current standing. What are your current page views, unique visitors, followers,
and online sales? How many monthly inquiries do you get via email? How many
newsletter subscribers do you have? Keep these in an online document for future
comparisons and references.
You’ll also want to decide at which intervals you want to review your performance
metrics. Personally, I like dashboards that you can view and evaluate whenever
you’d like. There are some metrics that you might want to look at daily or weekly.
However, most website owners find that a monthly review of website statistics is
the most helpful timeframe for evaluating overall success and challenges for your
website. After each monthly review, it‘s a good idea to tweak your actions for the
next month based on your stats.

An online analytics
tool allows you to
easily track page
views, unique
viewers and other
key stats.
A snapshot of Google Analytics dashboard
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MONTHLY METRIC REPORT
UNIQUE VISITORS: MONTHLY, YEAR TO DATE
Total visits: monthly, year to date
Facebook fans: monthly, year to date
Twitter followers: monthly, year to date
Other social channels: monthly, year to date
Sales: monthly, year to date

MONTHLY METRICS REPORT
SITE/
CHANNEL

JANUARY

FEBRUARY

YTD

Website
monthly page views
unique visitors
Facebook
likes
Twitter
followers

Chapter take-a-ways and to-dos
•
•

Make sure you have analytics in place. Determine what you need to
track and your tracking frequency.
Do a baseline evaluation of your current traffic, subscribers and metrics.
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Chapter 5
Brainstorm Your Way
to Brilliance
Now the fun begins! This chapter will teach you how to become an idea generator
for your website. Whether you are a solopreneur or have a team to help, this
process will help you create stellar content. In no time, you’ll be a lean, mean, idea
generating machine! And if you ever feel stuck, this chapter will be a great place to
return to as a content refresher.
How do you get started generating content? Begin with a brainstorm list. The
brainstorm list is an active, living, messy document you keep to capture all your
ideas: the fun ones, the well-thought-out ones and even the pie-in-the-sky ones.
Your brainstorm list is the creative starting point for your content plan. Approach
the creation of this list not just as a task that you do one time, but as an ongoing,
action that becomes a part of your weekly or even daily routine. The No. 1 rule
that will make your brainstorm list a success is keeping it in a place that is always
handy and accessible.
Some of the things that may help in this process are:
• Sticky notes or notepads
• Apps for taking and storing notes
• Google document, Word document, spreadsheet or an online note-taking tools
Keeping a list that is convenient to update will make it an invaluable tool.
Remember, your brainstorm list is a brain dump. It doesn’t have to be neat, only
legible. You may or may not move forward with everything on this list. It’s just a
collection of ideas you think might interest your viewers. If it helps you, write a
sentence or two about your main ideas or inspiration as a prompt.
If you have a team or partner, lucky you! Consider having each start a separate
list. Then you can schedule a time to compare lists.
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STARTING POINT
You may already have some ideas as to the kind of content you want to create. Let
these be the beginning of your brainstorm list. Although you may already have a
list of ideas in your head. Some people find it fun to set aside time to get started
or review. You may want to flip through magazines, check out your favorite
websites, use Pinterest or trade publications to help you get started. Remember,
now is not the time to flesh out each idea, just to capture them. I suggest 30
minutes to get started. (Time it so that you stay on task). You will soon find it is
easy to jot down ideas as they come to you.
There are also a lot of go-to prompts that will help you start generating content
ideas. You’ll find once you get started, you may have numerous ideas.
Depending on the nature of your business, much of your content may be based
on seasonal events or by categories. If that is the case, you’ll take a slightly
different approach. List out those seasons and reasons for creating content and
ideas that fit within each category.
REFINING YOUR IDEAS
After you have a solid start to your brainstorm list, dedicate some time to develop
your content ideas. Look at the list in detail. Which ideas will interest your
customers/viewers? Which ideas are you most excited about? What resource can
you build with the tools you already have? Most importantly, which ideas do you
have that are in alignment with your business goals and brand? Sometimes it is
easiest to move forward with the ideas that fit the best and are the easiest for you
to produce. I find it helpful to prioritize content into three categories:
Schedule, Groom/Save for Later and Trash
Schedule
This category is for ideas that are ready to move forward. I use the following
indicators to help me determine if an idea is ready to go:
• Is this something that I am excited about?
• Is this a subject that is easy for me to write or blog about?
• Is this a subject that I can pull together with the resources I currently have?
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•
•

Does this idea fit in well with my current focus?
Will this topic appeal to my target customers?

Groom /Save for Later
In this category, I decide:
• This a good idea, but not part of my immediate area of focus.
• I don’t have the resources or time to develop this idea right now.
• These ideas have potential, but require significant resources or research.
Trash
This is not content that would appeal to my viewers.
WHERE TO POST/GETTING MILEAGE OUT OF YOUR CONTENT
After you make your list, you’ll want to figure out the best format or formats
for your content. As we talked about earlier, a robust content plan consists of a

CONTENT PLANNER
IDEA

DESCRIPTION

FORMAT
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CHANNEL(S)

variety of different content types that will be used on various platforms. Since
our goal is to make creating content fun and easy, it’s best to make sure you
look at ways you can reuse and recycle content creatively. This will help you
easily take one idea and use it for multiple sites or channels. For example:
• Interview someone for your website and post the video on YouTube. Then,
create a blog post about it.
• Post a transcript of an interview you recorded.
• Create a fun graphic based on a quote from a blog post or other writing and
pin it to Pinterest.
• Take a white paper and turn it into a PowerPoint to post on Slideshare.
Always think with multipurposing and reusing content in different ways
in mind. A recipe could make a great blog post, but could also be a great
Facebook post. A photo of the final food or even the step-by-step photos could
make great content for Instagram or Pinterest. Record yourself making the
recipe for a great video!
Every topic or piece of content you create is not always suited for every
channel. You may have to rewrite or tweak your message and tone based on
the specific audience each channel has.
			
			
•
•
•

Chapter take-a-ways and to-dos

Start a brainstorm list.
Refine your ideas.
Match content to type and the best channel(s).
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Content Prompts
If you are looking for ways to get started, or feeling stuck when you write, try starting
with one of these writing prompts:
•

My biggest success and what I gained from it

•

My biggest failure and what I learned from it

•

My top three tools for___ (organizing my business, losing weight)

•

Seasonal Themes (think about seasonal triggers that may be associated with your
business (tax season, spring cleaning, Christmas giving)

•

Address a common pain point or issue that affects your website viewers and
possible fixes

•

Top trends (these can be business trends, technology, style trends)

•

Interviews

•

How I made my first (thousand dollars, podcast, etc)

•

My top ten favorite ________

•

A case story or profile

•

An example of a problem you helped solved

•

Current news in my field

•

My conference/event wrap-ups

•

A book review

•

Tips, tools or life hacks (ways to do something better or easier)

•

A behind-the-scenes look at my business
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Chapter 6
Creating an Editorial Calendar
and Diving In
After you have a good list of viable content ideas, you can begin to plan, schedule
and produce those content ideas. Everyone is different and will approach content
planning differently, so use this chapter for guidance.
Before creating a plan, I like to take a big picture view of my goals and objectives
for the year and the quarter before looking at any given month or week. I like to
look at my content plan on a yearly, quarterly, monthly and weekly view.
YEARLY
For the year or as a mid-term goal view, evaluate big-picture goals, types of clients
you want to attract and most important messages.
QUARTERLY
Quarterly, decide your key areas of focus. Look at all ideas for content and
highlight those that are aligned with your goals. Determine what content ideas
you have that may take longer to create, like videos or ebooks and begin planning
those in advanceof deadlines.
MONTHLY
You‘ll probably plan at your most detailed level each month. Remember your goal
should be to plan and work at least a month in advance. For instance, in June
you should be working on July content; in July you should be working on August
content. Depending on the industry and type of content, you may have to plan
even further out.
Each month, you‘ll want to go through a process similar to the following.
• Determine your main messages for the month
• Review brainstorm list for content ideas
• Determine format or formats for content
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•
•
•
•

Determine ways to reuse content across channels
Outline posts
Sit down and write or create
Use tools to schedule posts, emails and social media messaging

Choose one day a month to focus on writing content or content creation. If you
need to write posts, use this day to get started outlining as many posts as you can.
You may be able to get four or more posts in draft form. Or if you are creating
other kinds of content, you may be able to shoot several videos in a day or create
all your graphics in one day.
EVALUATE
At the close of the month, review metrics. Review the actions you took for
the month and determine what content you posted was the most and least
successful. Evaluate and tweak your activites for the next month accordingly. For
example, if you received more website referrals from Instagram, your future plans
may include more Instagram posts. Perhaps, you contributed to two sites but had
more leads to your website from one of the sites; you may decide that you want
to only contribute to that website going forward. Keep in mind that sometimes
you need multiple months to track overall performance.
MY TYPICAL WORKFLOW
Because editorial calendars are cyclical, I have most of my activities planned for
the month in advance. I then devote time each week to write, edit and schedule
posts a week or two in advance. I also plan evergreen content, timeless content
that can be used at any time. Depending on the type of business you have, the
size of your team, and the frequency with which you post, your calendar may be
planned further or not as far in advance.
You may find it helpful to set an area of focus or theme for each month. For my
primary business, I plan a monthly newsletter as well as Instagram and Facebook
posts set to go out several times a week.
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IMPLEMENTING YOUR CONTENT IN A FEW HOURS A WEEK
Is it possible to have a content plan that keeps you focused, easy to manage, and
fun to create? The answer is yes. Like everything else worth pursuing, it does take
time and effort to keep up with fresh and engaging content, but it can be done.
And with some planning, you’ll find that it is quite manageable. Here are a few key
points to remember:
Plan in advance
Having a planning routine will keep you grounded on those days or weeks when
you are busy, unmotivated or not feeling like you have direction. Pre-planning
will also help keep you ahead of holidays and vacations when producing and
scheduling content is often overwhelming.
Be open to spontaneity
Sometimes there are moments when you may decide to veer from your planned
content. Maybe you’re hit with a moment of inspiration, or perhaps a current
news or event impacts your business or viewers that creates a bloggable
moment. Other times, you’ll find current events have unplanned impacts on
your business.
Here are a few examples.
• You attend a conference or workshop and are inspired by something you learn
and you want to share it with your audience.
• A major news event or tragedy happens and you find sending a newsletter or
promotion inappropriate and you choose to postpone.
• An industry player releases a new product or release that is relevant and
timely to your audience. For instance, when Twitter redesigned its new layout,
I decided to post the new layout would be informative to my audience, so I
delayed another blog post so that I could blog about the new Twitter update.
There are times when it is beneficial to veer from your current plan. Make sure
that your new idea is in alignment with your overall goals. Then simply decide
what planned content can wait.
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Use RSS and news alerts for content ideas
An RSS feed is a simple way to subscribe to your favorite sites so you are alerted
when those sites publish new content. You can also use tools like Google News
alerts to keep you informed as to when new information on a certain subject
is posted.
Plan for emergencies
When planning content, keep in mind your upcoming work levels, travel and
holidays. Keep several backup posts finalized to help you content flowing when
you have emergencies, are ill or find yourself too busy to create new content:
• Create any content you may need in advance of busy periods.
• Lighten your load. Sometimes being less ambitious and more realistic is a
valuable approach during busy weeks or months.
• Get a guest to post.
• Plan breaks. Determine periods where you intentionally lighten your load to
have time to think, plan, take a break to refuel your creativity.
Have a plan to handle a derailment. We all get hindered by other priorities, illness
and unexpected work. Having a plan in advance will help. Remember, it’s okay to
let your audience know when life gives you the unexpected.
Autoschedule content
There are varying opinions about whether or not content producers should use
tools to automate things like social media posts. Some believe you should do all
your posting yourself in real-time. Others find great success with scheduling
posts and content. I believe that automating certain content can be time and
sanity-saving.
Scheduling content gives you more flexibility, but you still have to be present and
observant. Here are several good reasons to autoschedule content:
• Ensures your key messages are posted at regular intervals.
• Ensures frequency and regularity of posts.
• Uses spellcheck and grammar tools to prevent errors.
• Allows you to drip your key messages so that they go out at optimal times and
with regularity.
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For social media content, use tools like HootSuite and Tweetdeck to schedule
content in advance. These programs have a dashboard where you can add
content and determine the day and time you want the content to be posted.

•
•

Chapter take-a-ways and to-dos

Draft editorial calendar.
Select tools to help you schedule social media posts.
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Mix your own

content calendar

A content calendar is a key tool for managing all the pieces that we’ve discussed so far.
It is a monthly view of all the things you have going on and a way to plan for the future.
Let’s look back at our food blogger and what a typical month might look like for her.

May 2021 Content Calendar
Main themes and messages: Month long sale on cookbooks, Healthy eating, Mother’s Day,
Get ready for Father’s Day
CHANNEL

SCHEDULE
DATE

TOPIC

KEY POINTS

Blog

5/2

Cookbook teaser: My
favorite recipes
from the book

Promote upcoming book,
highlight favorite recipes

Blog

5/6

Eat your veggies! 5 Ways
to Prepare Asparagus

Blog

5/9

Guest blog

Blog

5/13

Mother‘s Day brunch

Blog

5/16

Cute pinnable quotes for
mom

Blog

5/20

Cookbook sale

Blog

5/27

Food Truck event recap

Blog

5/30

Email

DEADLINE/
STATUS
Complete

Easy, fun twists on veggies;
10-minute prep recipes

Complete

Post for food website

Complete

Family favorites with healthy
ingredients

In progress

Instagram and Pinterest
friendly content

Complete

Promote book

Use text from
marketing flyer

Recap event favorites

Use event photos

Get ready for Father‘s Day

Grill ready, summer essentials
stock up, teasers for June

Revise last year‘s
post

6/1

Get Healthy for Spring

Highlight veggie recipes from
earlier posts

Repurpose from book
content that was cut

Pinterest/Instagram

Daily

Repost photos from blog
posts; Food Truck photos;
Mother’s Day Pins

Highlight content from
existing posts

Use event photos

Twitter/Facebook

Daily

Mother‘s Day Favorites

Highlight Mother‘s Day related
posts

Pull from post
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Chapter 7
Writing and Producing Content
Planning and producing content requires the ability to wear a lot of hats.
This chapter is all about managing the process of writing and creating your
content. Each type of content is different and has its own set of considerations
and challenges.
WRITING BLOG POSTS
Blog posts are great for long-form content, opinion pieces, and how-to
information. Here are a few tips for creating blog posts with ease:
• Write multiple posts at a time. I can’t emphasize enough how much easier it is
to set up a time to write multiple posts as opposed to writing one post from
end to end.
• Write your first draft quickly. Capture key ideas. Don’t worry about clarity or
punctuation. Write for substance first and style later.
• If you are like me, you’ll find it difficult to edit your own work. Find an editor or
blog partner to edit your writing.
• Follow the basic premise of a 5-paragraph theme—intro, body (main points),
and conclusion.
• Blog posts should be easy to read. If you find a post becoming too complicated,
consider breaking it into multiple posts, a series or perhaps even a whitepaper.
• Set up style guidelines for blog posts. Determine standard image sizes and
layouts. Use custom photos whenever possible and spend time selecting highquality stock photography for style and relevance to your content.
CREATING EMAIL NEWSLETTERS
As we discussed earlier, email is a very important way to communicate with your
audience. Here are a few things to consider when crafting emails.
• Keep emails short and sweet.
• Use images that help convey your message when possible.
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•

Link newsletters to blog posts. Sometimes a newsletter is simply an
introduction to a blog post, and a good opportunity to get mileage out of your
content. Introduce your subject with a few lines of copy and then link to the
content on your blog.

PRODUCING VIDEOS AND AUDIO CONTENT
Video and audio content, including podcasts, recordings and webinars, often take
more effort to produce, primarily because there are more things to consider. In
addition to a script or talking points, you may need additional equipment and
have post-production needs. For videos, you should consider location, lighting and
props. With a little planning, you can create awesome video and audio content.
• Choose a primary focus for your video, audio recording, webinar or podcast.
Determine the desired length and practice before recording. The most
successful videos on YouTube are only a few minutes long, so practice
beforehand for timing and pace.
• Inventory your equipment needs. You may need to invest in, rent or borrow
equipment like a microphone, camera or lighting or even hire someone to
help. Remember to test your equipment in advance.
• Scout a location for videos. Look for well-lit, quiet places to shoot with minimal
background distractions.
• For videos, assemble props. You may need to stage a room with art, furniture
or accessories for ambiance. Do a dry-run on location before shooting.
• Carefully record your video using the tips mentioned here.
• Determine the editing method in advance. Budget time for editing, or hire
a professional.
CURATING CONTENT
Curated content is pulling content that already exists into a new format. For
instance, reseaching, finding examples and then creating a post of the ‚Ten Best
Fashion Looks for Fall‘ would be an example of curated content. Curated content
can often be pulled together quickly and is a great way to offer variety in your
content offerings. Here are some ideas for producing curated content:
• Focus on themes like color, season, industry, best tools, etc.
• Find ideas and resources for curated content by using tools like Google Reader
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•
•

and RSS to find content by category or subject matter.
Credit the original authors and link back to the original content. Ask permission
when appropriate.
Have a perspective. Add your own opinion, commentary, or review.

PRODUCING E-BOOKS, WHITEPAPERS AND LONG FORM CONTENT
You may decide to take on a larger project like a long-form document, an e-book
or white paper. These often require a slightly different approach to create content.
• Outline material first.
• Break goals into smaller tasks.
• Write daily. The best way to get to completion is to commit some time each day
for writing, even if it is just 15 minutes a day.
• Have a writing time. You may reach a point during the project where you need
to dig in and have a marathon writing session. Take a day off or a weekend
when you can devote your time to completing your writing.
• Once again, get help. Hire an editor to help with your writing and to help you
get over any other obstacles you may have. Hire a designer to help with layout
and graphics.
CREATING VISUAL CONTENT
Visual content, like photos, charts, graphic quotes or tips, has great appeal and
is probably the most shared type of content. If part of your content strategy is to
use visual content for Instagram, Pinterest, Facebook or other channels, here are
some great ways to get started.
• Show before and after photos.
• Create a style guide. Use consistent layout, fonts and colors.
• Watermark images or add your web address.
• Create a stylized template for quotes or other text-based content.

•

Chapter take-a-ways and to-dos

Remember, you may have to extend your planning time for content that takes
longer to produce. This is one reason why quarterly content planning time
is essential.
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Chapter 8
From Good to Great:
Optimizing for Success
Now that you have created a great foundation for planning and creating content,
let’s talk about some of the things that you can do to optimize your content for
success. It‘s amazing how a few simple tweaks can take your content from good
to great.
Write Striking Headlines
Headlines are the bait that help you catch the attention of potential viewers.
Without a powerful headline, your content might never be read. Writing a
headline that captures a reader‘s attention isn‘t always easy. Headlines need to
not only be short, they need to allude to the content of your article and contain
the right keywords that describe your content. So choose your words carefully.
Several proven tactics for effective headlines:
• Write your headline in the form of a question.
•

Tell your audience what problem you‘ll help them solve.

•

Employ alliteration, wit and rhyme

BAD: JUNE NEWSLETTER
OKAY: 5 INEXPENSIVE RECIPE IDEAS
BEST: HOW I CUT MY GROCERY BILL BY 50% AND YOU CAN TOO.
The first headline tells nothing about the content, while the last headline helps to
solve a real-life problem by providing a tangible outcome.
Add a little controversy
Sometimes addressing a hot topic or adding some controversy is a great way to
garner extra eyeballs. Keep it honest and write with integrity.
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SEO
We have touched on Search Engine Optimization throughout the book. SEO is a
vast and often complex way of optimizing content to make it appealing to search
engines. Meaning that your website ranks higher in search engines like Google.
Here are some hints and tips for getting started with SEO:
•

Don’t get discouraged. Some sites have a full-time SEO staff to assist in
optimizing content. There is also a lot of competition for some terms. It’s not
likely that a small website will jump to the top ranking in Google. However, a
small website can definitely see some SEO impact with a little work.

•

Write on topics that are relevant to the people who use search to find your
		website, products or services.

•

Use phrases and keywords that vierwers might search on in your posts,
especially in headings.

•

Keep updated with changes in SEO rules and best practices.

•

Optimize your headlines with key words and phrases.

•

Encourage other sites to link to your content.

•

If you have the option to, use headline HTML
tags on your website. HTML is the language
many websites are written in, and accordingly,
these tags in the code hold more emphasis to
search engines.

•

Track SEO ranking monthly to gauge progress. For instance, if you currently
rank 27th in a keyword, track that placement from month to month for
changes and improvements.

•

If you have the option, add descriptive keywords to images in your posts.
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Ask a question
People love to be involved. Surveys and questions can be a great way to get
feedback about what you are doing. Engage your audience by asking for feedback,
comments and suggestions. Be sure to acknowledge commenters and address
both positive and negative feedback.
Use fewer words
Make sure you hit your main points quickly and concisely. Many viewers are now
using tablets or mobile devices to view content. It‘s important to break potentially
long posts or videos into a series or downloadable content.
Write with keywords/search engines in mind
If you are writing to attract certain audiences, think about the way they are looking
for information. Include key words and phrases in your headline and opening. Use
SEO (Search Engine Optimization) tools to optimize your content.
Make it personal
People want to be able to relate to you or your team. When writing, especially
when contributing to other sites, make sure you include your name, photo and a
brief bio. If you have a team of writers or contributors to your website, make sure
each person has a profile. Another proven strategy is to use personal stories and
anecdotes as appropriate in your writing and content. Include stories on both
your failures and successes. These small things can make your content
more relatable.
Let graphics tell your story
People respond to visuals and effective use of space. Always include teaser
images in blog posts. Use graphic types mentioned earlier like infographics. Break
up large bodies of copy with icons, bullets, pull quotes, and photos.
In conclusion, there are many small things you can do to make your content stand
out. Take the extra time to review, solicit feedback and tweak your content to
optimize it. Never be afraid to add your voice or opinion.
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•
•

Chapter take-a-ways and to-dos

Review the content that you are working on. How could it be improved?
Give some thought to SEO and how you will use it to generate traffic to your
website or social media channels.
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Summary
When you get a clear direction and plan for your content, amazing things can
happen. Most people who take a disciplined, planned approach to producing
content they find out that they:
• Post more consistently
• Increase traffic
• Always have ideas for new content
• Are able to measure and convert leads
• Have more room for creativity
• Can focus on other important things
• Write with more purpose

HOW ABOUT OUR REAL LIFE CONTENT HEROINES?
Isis found that she can create a blog post in advance. When she has time, she
can write and schedule content for multiple months. She also has created a
system for reusing her live audience presentations for her online content. Most
importantly, she now uses Instagram to post inspirational quotes and images and
has garnered a huge following.
Faith used blogging and posting to create more brand recognition for herself
and her yoga classes. She blogged about her local community and yoga, as
well as health and nutrition. This year she is going to be teaching at a national
convention. She was invited by someone she met on social media.
And me, I am working on multiple blog projects and still juggling all the joys of life,
now without stress and worry.
You have the tools to start creating brilliant content of your own. I’d love to hear
about your successes and challenges.
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tools
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Content Calendar
Month
Main themes and messages for the month:

CHANNEL

SCHEDULE
DATE

TOPIC

KEY POINTS
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DEADLINE/
STATUS

Remix One Idea
One simple
topic can yie
several grealtd
content ideas!

start with
on e g reat

IDEa
blog post/
email

Record a short video, a podcast or
audio recording on the subject.

VISUal
content
Choose an excerpt from the post or
summary and post to Facebook,
LinkedIn or Twitter. Include an
image for visual interest.

blog post
presentation

Write a post or email based on
the idea. Posts can be a how-to,
commentary, current event,
interview or other format.

video/
auDIO
Choose a memorable quote,
or graphic based on the topic to
create an image for channels like
Instagram or Pinterest.

blog post
Break the topic out into slides
and post to SlideShare; or create
a webinar.

Glossary
Autoschedule: A way to post content using a tool so that it is published at a specific
time and date.
Call to Action (CTA): An instruction to provoke a response or immediate action.
Channel: A term used to describe different paths to reach customers or viewers.
Content Marketing: Process of creating valuable content to attract, acquire and
engage a clearly defined audience.
Content Plan: A document used to manage content development.
Conversion: An action performed by a visitor to your website, like signing up for a
newsletter, registering for a seminar, or buying a product.
Demographic: Information about a typical member of a group or audience such as
age, income, geographic location, marital status, income or sex.
Drip campaign: A prewitten set of content delivered at a predetermined interval.
Editorial Calendar: A tool used by publishers to plan and manage content for a
website, social media, a magazine, blog, or other publication.
Engagement: To hold the attention of an audience. Engagement is hard to measure,
but some indicators of engagement are website participation, subscriptions, return
visits or length of time on a website or social channel.
Hub: Center that connects all online and social media activities.
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Inbound Marketing: Marketing refers to activities that bring visitors in, rather than
marketers going out to get prospects’ attention.
Key Performance Indicator (KPI): a measurable value that is used to determine
how well a company is achieving a business objective.
Metric: A measurement for website success.
Persona: Fictional characters created to represent the different user types that
might use a website, brand, or product in a similar way.
RSS: RSS (Rich Site Summary) is a format for delivering regularly changing web
content.
Webinar: A class, or an information session, conducted online.
Whitepaper: Authoritative report giving information or proposals on an issue.
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Resources
I’ve compiled a list of my favorite tools and industry resources that can assist you with
creating and managing content. Enjoy!
EMAIL MARKETING
MailChimp
mailchimp.com
Vertical Response
verticalresponse.com
Constant Contact
constantcontact.com
Aweber
aweber.com
Klayvio
klaviyo.com/
ConvertKit
convertkit.com
AUTOMATED SALES AND MARKETING TOOLS
Infusion Soft
infusionsoft.com
Hub Spot
hubspot.com
Salesforce
salesforce.com
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WRITING PROMPTS/ IDEA GENERATORS
Words to Use
words-to-use.com
SOCIAL MEDIA MANAGEMENT
Hoot Suite
hootsuite.com
Planoly
planoly.com
Sprout Social
sproutsocial.com
METRICS AND TRACKING
Google Analytics
google.com/analytics

CALENDAR CREATION
WordPress Editorial Plugin
wordpress.org/plugins/editorial-calendar/

ONLINE ORGANIZATION TOOLS/BOOKMARKING
Asana
asana.com/
Evernote
evernote.com
Trello
trello.com

KIA DOLBY ©COPYRIGHT 2020

[ 56 ]

Photo Editing
Pic Monkey
picmonkey.com
Adobe Photoshop and Adobe Elements
adobe.com
Canva
canva.com
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THANKS!
Special thanks and sincerest gratitude
to my cheerleaders, editors and friends.
Michelle Smith Mohammed,
Sawanda Spinks, Jonetta Moyo, Crystal Johnson,
Erin Howey, Veleisa Patton and Jarvone Dolby.
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REMIX
Your Guide to Creating
and Mixing Online
Content to
Build Your Brand
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60 pages of practical ideas and proven tools to help
you create and produce content for your website, blog
and social media presence.
Does coming up with content for your blog or website seems like an unmanageable
task? Would you like to start a blog but not sure what to write? Do you struggle
with coming up with social media content? This book is packed with ideas and
resources to help you:
• Create a manageable plan for creating content
• Generate endless ideas for blog posts, social media and email campaigns
• Reuse, and re-purpose content the smart way
• Make planning and producing content fun and painless
• Crank out content even when you are super busy
• Includes tips for producing video, blogs, whitepapers and more

Kia Dolby is a multi-passionate creative type. She currently owns a design and
communications studio in Atlanta, Georgia. Kia has worked professionally as a
brand strategist, web designer, product designer and marketing manager. Her
passion for entrepreneurship was sparked as a young child. She loves helping
friends and clients build and grow their businesses. In addition to her design
studio, she created the thehappysoloprenur.com as a resource for entrepreneurs.
When she isn’t working she loves cooking, traveling and spending time with her
husband, three sons and dog, Zeke.

