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	Welcome to my series of hints and tips designed to help 
kick-start your thinking and planning for all kinds of

	marketing activity. 


	In this edition we look at blogging – why and how to create a strategy, plus

	tips on	how to write one. Please do ask about the other topics in the series.


Blogging – where to start

Being a Watertight Marketing Practitioner, I’m always encouraging the mapping of marketing activity 
to the six steps of marking (the end-to-end customer journey). It’s essential to be clear from the 
outset where this activity sits in that journey, and how it can influence the buying decision (the ‘why’ 
you’re doing it):


1. AWARENESS – Be there

2. INTEREST – Be relevant 

3. EVALUATION – Be proven

4. TRIAL – Be helpful

5. ADOPTION – Be friendly

6. LOYALTY – Be consistent


Blogging is great for the ‘Interest’ part of the journey (and being relevant to your audience). Make 
sure your blogging strategy fits with the journey and has a purpose (see my website for more on the six 
steps of marketing and  the customer touchpoints that need supportive marketing along the way. The six 
steps are taken from Philip Kotler’s model for rational decision making).


It’s also worth remembering that you will have only earned a finite amount of your buyer’s time by 
the time they reach your blog. Probably about 5-10 minutes, so make sue your blog takes no no 
longer than that to read. As well as not taking for granted the amount of time a buyer might give you, 
the blog also does number of other things:

• Answers questions and addresses barriers to purchase.

• Fulfils an SEO need (with a pinch of salt - don’t keyword stuff).

• Opens up a platform for sharing other relevant and expert knowledge (guest bloggers).


Tips on writing and formatting

• Always be clear about the persona you are writing for (customer avatar). If you don’t have these 

written down, then undertake that exercise with your team. 

• Always refer to your company’s tone of voice guidelines, value proposition, vision, mission, values 

and key messages for more of a steer on how you ‘sound’ in the written word. 

• Try and stick to an article length of 500-750 words and include a call to action (CTA) and some 

tweetable suggestions. Anything longer and it might be considered to a white paper. 


Ultimately, be you when you write but bear in mind the web is awash with content and yours needs 
to be as unique as possible to engage your audience. Think ‘why would they read it?’ and ‘what 
insight would they get?’. Also, readers love practical tips and advice that they can take away and ‘use 
today’. If you can include some in your article, even better.
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Boring but important

Listed below are some basics about structuring, formatting and laying out your blog. Perhaps a little 
out of date these days, and not exhaustive, but following them will also help with SEO.


Other things to think about:

• Blogging tools: Are you making the best use of the technology available to you?

• Metadata & Search Engines: Have you got a strategy (remembering it’s copy dependent)?

• Sharing: Have you got guidelines on how to do this, and does your team know about them?


Note: If you are sending your article out to guest on someone else’s website or publication, let your 
marketing department know so that when they come to post/copy on your website, they are aware 
that it is already somewhere else and credit the right people. You must also always cite any guest 
bloggers and make sure you have written permission to use their content if you are doing so.


You might also like

I’ve also written a great article with a free download on how to write a marketing brief. Grab your copy 
at www.watertightmarketing.com by searching for ‘How to write a marketing brief in 10 simple steps’. 
Alternatively, if you are looking to outsource your blogging, please get in touch if you would like to test 
drive my services.

Writing and structure tips:
Headings: All articles needs a main heading and at least 2 sub headings. These are usually 
defined as ‘H1’ and ‘H2s’ in your CMS (content management system) and are searchable by 
search engines, and scannable by users (real people scan first and may decide to read an 
article on the strength of the headings/sub headings). The title s probably the hardest part 
of the article, so take your time in getting it right. 

√

Key words: Try and use your key focus word at least twice and once near the top of the 
article, once near the end. Avoid using it more than 4 or 5 times. Some content experts 
ignore key word these days, but it doesn’t hurt to keep them in mind.

√

Lists: Wherever you can use bullet points or numbered lists to break up the text and help 
with scanning. List with odd numbers stand out over the boring ’10 things…’.

√

Links: Link to external sites where you can. Search engines love it and it shows we are not 
‘all about us’. Make sure any external URLs open in a ‘new window or tab'.

√

Call To Actions: Always include a CTA - what is it you are trying to encourage them to do 
next? Ideally you should point them at a product page or further read on a problem you 
have solved. Pointing them at a case study would be a good idea.

√

Imagery: If you need imagery, ensure the image you pick complies to your brand image 
guidelines and avoid cliched library shots where ever possible. Having said that, with a little 
time and effort, it is actually possible to find engaging and slightly unique library shots 
whether free or paid for (licensed). Also, think about using, charts, tables, infographics and 
always consider copyright.

√

https://nw194.isrefer.com/go/brief/chez/
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Cheryl Crichton is a Watertight Marketing Master Practitioner based 
in Bristol. She has a background in blue chip corporate design and 
brand communications, but now focuses on marketing consultancy 
and delivery for SMEs. 


Her clients and colleagues say that she is a clear thinker with the 
ability to look at the bigger picture without losing touch with day  
to day tasks.


“I’m always looking forward to my next challenge and getting into 
customer’s heads. My background is graphic design, but I’ve been 
managing projects for both creative agencies and in-house marketing 
departments since the early 1990s. 


I have a keen eye for detail and expert liaison up to board level.  
I build relationships and see my job as looking after clients and  
giving them good marketing advice for business growth. I thrive  
on being surrounded by creativity and 'marketing challenges',  
and believe I contribute to the success and enjoyment of every  
project I work on.” 


Cheryl is a chartered marketer with the Institute of Marketing (MCIM) and has all-round B2B and 
B2C experience with small business brand transformations (corporate/brand identity); digital & 
online and offline marketing (including internal/external communications); channel 
communications & incentives, events & new product launches; sales promotion, retail POS & 
packaging; advertising; direct marketing & events. She considers herself a good team player and 
mentor with excellent face-to-face communication and people skills.


Some brands Cheryl has worked with:

Aspen Healthcare, AXA, Bruichladdich Distillery, Bryant Homes, Casio, Cathay Pacific, Castrol, 
Connect Assist, Datasharp IC, First Response Resuscitation & First Aid Training, Gradwell 
Internet, Inside Asia Tours, Lloyds Bank, Mates (Ansell Healthcare), Nationwide Building Society, 
NHS, Nissan, Oracle, Orange, RedSpot Self Storage, Sky Business, TSB, The Lighting Hospital, 
Trollbeads, The Walt Disney Company, Wickes, Yeo Valley, 1610 Leisure. 

ABOUT CHERYL

“Having Cheryl onboard who lives and breathes marketing  

means things will get done.” - George Spence, MD, RedSpot Self Storage
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Cheryl Crichton


Email: cheryl@cherylcrichton.co.uk

Telephone: 07813 966 270

Website: www.solidsources.co.uk

Twitter: @cherylcrichton

“Cheryl helped us to identify the missing links in our marketing chain and her plan  
gave us a strong, visual representation of what was needed. She also brought plenty  
of enthusiasm and helped us get traction on those little tasks that we never quite get 
round to.” – Giles Colborne, CEO, cxpartners

© Watertight Marketing Ltd. The key Watertight Marketing concepts, frameworks, illustrations, 
and structures used by Cheryl Crichton remain the intellectual property of Watertight Marketing 
and are used with permission and under license.

Watertight Marketing is a powerful and practical methodology 
for putting a marketing operation into a growing business 
that supports long-term sales results. Developed over twelve 
years, and tested in over 3000 companies, this unique 
approach was created by Bryony Thomas and captured in her 
award-winning book of the same name.


Using a proven step-by-step structure, the book is supported 
by a comprehensive online toolkit and a growing peer 
community. For hands-on mentoring and guidance, you can 
also chose to work with one of the elite network of Watertight 
Marketing Master Practitioners. These experienced and 
proven consultants are the only people licensed and trained 
by the creator to employ this powerful intellectual property 
with their clients. Cheryl is one of them.


www.watertightmarketing.com

ABOUT WATERTIGHT MARKETING

A unique and powerful methodology putting you  

in calm, confident, control of your business growth


