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The Big Question
It’s that awful question that most small business owners and solopreneurs hate to answer: 

“How successful is your website?” 

I think the reason we hate this one is because the only people who talk about their web 
traffic in public are getting 35,000 visitors per day. So the rest of us feel inadequate and 
embarrassed.

I’m going to take the bold (crazy??) move and declare my website stats shortly. (Doing 
some deep breathing exercises now to prepare myself.)

But first, let me take the stress out of this question for you...
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Some Surprising Stats

James Tuckerman of Australian Anthill 
Online conducted a survey about the 
web traffic businesses are actually 
getting (as opposed to what we think 
they’re getting...).

Here are three surprising facts I gleaned 
from that research:

1. Most people think their competitors 
are getting 10,000 to 100,000 visitors 
per month to their websites.

2. In fact, only 27% of businesses in his 
survey are getting more than 10,000 
visitors per month. (And remember, 
‘more than 10,000’ includes the 
businesses getting 11,000 or 12,000 
as well as the 99,000 businesses... so 
it’s a big range crammed into 27%.)

3. This one is my favourite. Nearly half 
of businesses surveyed are getting 
less than 500 visitors per month. 
(That’s where I was for the first two 
years with my website. I’m not weird! 
What a relief.)

What a huge difference between our 
assumptions and the reality.

These stats came from  
anthillonline.com – it’s a great place to 
find masses of useful free information to 
help build and market a business.

Whether you are currently in the 
under-500 club, or the 100,000 club, 
would you like your website traffic to 
grow?
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The Scary Bit

Okay, this is where I show you 
my stats. I’m not doing it to skite 
because, let’s face it, you might be 
doing better than this anyway. 

But what I’d like you to see is the 
trajectory. To see the growth that 
is possible, no matter your current 
starting point.

For two years before this graph starts, 
my site was averaging 200-300 page 
views per month. Flatlining, basically.

Then, in the space of 18 months, 
my traffic increased by 2000% to 
7-8000 views per month and rising. 
Not huge, but respectable according 
to Anthill Online. And if it keeps rising, I’m on the way to building a very useful 
online presence for my business.

Page Views – www.smallbluedog.com

  2012         2013              2014
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At the beginning, my only traffic came via Twitter, when I 
tweeted links to my articles. That was the only way anyone 
knew I existed! 

Today, only about 7% of my total traffic comes from Twitter, 
nearly half is from search engines, and most of the rest comes 
via sites linking to me. (The Twitter referrals have increased; it’s 
just that everything else has increased even more.)

What did I do differently?

I began to create Content that people wanted.

My Content has been mostly articles, with the occasional 
video or audio interview. My target audience for the website 
is authors, so written material suits them. They also tend to like 
long articles – up to 1500 words. I wrote articles that were:

• the highest quality I could manage (not perfect, of course)

• ‘evergreen’ – they didn’t go out of date

• genuinely useful, containing some of my best material, not just 
the dregs.

‘Content’ is 
information and/
or entertainment. 
It can include 
lots of things:

• articles

• videos

• audio

• tutorials

• tipsheets

• online courses

• something else 
no one has 
thought of that 
you’re about to 
invent!
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I run my website in a ‘blog’ format. Click on 
www.smallbluedog.com to see what I mean: 

• On the left is a collection snippets linking to 
articles. 

• On the right, lists and widgets draw a 
visitor’s attention to other pages in the 
website, or my social media profiles. (n.b. 
on a smartphone, the sidebar drops to the 
bottom of the list of articles.)

• The ‘Content’ is the focus. In fact, it’s 
hard to find anywhere you can buy 
anything from me! That will change as I 
introduce some online courses, but the 
Free Content will continue to be central.

I initially had a more traditional setup 
with a home page, and a blog called 
‘News’ available as a menu selection. 

The move to ‘blog style’ was a 
deliberate decision after a period of 
trial and error. 

Presenting my website as a blog has 
worked well for me. You’ll need to figure 
out what’s best for your business... and it 
might take some trial and error!
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Another option

Content-based business 
websites don’t have to look 
like blogs. Click to check 
out this one:  
www.podlegal.com.au. 

The layout is easily 
recognisable as a business 
website, providing clear 
advertising for products and 
services. But they’ve taken 
a strong Content Marketing 
approach.

And it works. PodLegal 
are my lawyers now, and a large part 
of the reason I decided to hire them 
above others I was referred to was this 
website. It showed me:

• that they had specialised knowledge in 
the areas I needed, and were capable 

of explaining it in language I could 
understand

• that they were approachable – I mean, 
how scary are the law and lawyers???

Do you see how this Content thing 
works? Does it give you any ideas?

They might call it ‘News & 
Articles’, but it’s still a blog.

The ‘Learning Centre’ contains 
articles, podcasts (audio), tips, 
ebooks and more... all CONTENT.
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Not just for professional services

The two sites I’ve just shown you are professional services. There’s still plenty of 
possibilities for other industry sectors to use Content to build website traffic. Let’s 
kick around some ideas...

• Tradies: Tipsheets or videos about ongoing maintenance we can do ourselves, to 
avoid expensive breakdowns? 

• Boutiques: Tips for what to pack when travelling, and how to fold to minimise 
creasing?

• Restaurants: How to handle the etiquette of who pays for a business lunch?

• Property: Three easy tasks you can do this weekend to make your house sell for $10k 
more?

This is just to get you started thinking laterally. You’ll come up with better ideas than 
these, because you know your business and your customers. 

Don’t get sidetracked by the idea that ‘bloggers’ sit at home in their tracky dacks. 
Blogging, or Content Creation, is a powerhouse for businesses like us.
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THe FeAR FACTOR
How most business owners feel about blogging...

We’re often scared of the tech side of it, and who’s got the time 
to cram anything else into the workday?! My suggestions:

• start small – say, one article a month. See how it goes.

• use Wordpress. If you can drive Microsoft Word, you’ll 
probably manage Wordpress.

• get help. Ask a web developer to get you set up, and show 
you how to use the software. (And yes, I can help you with THE 
CONTENT >> check this link.)

Hubspot says businesses that 
blog get:

• 55% more website visitors

• 97% more inbound links

• 434% more indexed 
pages.

Search engines love them. It’s 
as though the new Content 
sets off sirens and flashing 
lights over at Google HQ!

A ‘blog’ is simply a website 
(or section of a website) that:

• contains useful or interesting 
Content 

• has new Content added on 
an ongoing basis.
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Five Strange Facts about 
Content Marketing

We’re used to a set of rules about good business 
marketing, but Content Marketing is a whole different 
animal. These are 5 of its contrary characteristics...

1. We don’t have to sell, in order to sell.

2. We don’t have to pay Google, to be featured by 
Google.

3. We don’t have to be on social media, to be on 
social media.

4. Slow is better.

5. Hard work will only do so much.
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1. We don’t have to sell,  
in order to sell. 

In fact, we’ll sell more 
if we don’t sell.

Sounds like a tongue twister, and it’s a mind 
twister as well. 

It goes against everything that we have held dear 
as business owners. We’ve had it drummed into 
us: We have to close the deal! 

Not with Content Marketing we don’t. We ‘open 
the door’ instead, and often it will mean giving 
and giving to people who may never buy a thing 
from us. Sound weird?

Those non-paying guests are actually helping 
build our business. (Stay with me, I’ll tell you 
how that works in a minute.)
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These are some of the principles I’ve followed with my own website:

• I give people the best of my information in my free articles, not the scraps and 
leftovers. Think of it like a free sample muesli bar a promoter handed you at the 
train station. If it was past Use By, or made using substandard ingredients, would it 
make you want to buy those muesli bars? It has to be a top-quality sample, or they’re 
damaging their reputation rather than building sales. It feels risky to give away my 
intellectual property, but the fact is that the people who are just looking for free 
ideas were never going to hire me anyway. The ones that do hire me are reassured 
by my Content that I will in fact be able to help them in an effective manner.

• each article is a solid information piece, not an infomercial. The nearest thing I have 
to a ‘salesy’ section in each article is my invitation to subscribe to my email list. 
Once I have my online courses up and running, I will feature links to those in my 
articles. But they’ll still be secondary to the information.

• I link to useful articles from news websites etc, but also to articles written by some 
of my direct competitors. Does that sound confronting? It’s not for everyone! And 
it’s probably not for every industry. But in my space, it definitely works. And many of 
them reciprocate, linking to my articles when they write something! That constitutes 
a ‘backlink’, something search engines value highly.
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2. We don’t have to pay Google to be featured by 
Google. We just need to create Content people want.

One day, I noticed that an article about self-publishing blogs that I wrote in 
2013 was getting a lot of traffic, and I wondered why. To me, there was nothing 
particularly special about it. 

I did some ferreting around and discovered something startling: that article was on 
the first page of Google search for an important keyword. If you search for ‘self 
publishing blog’ you might see it (the rankings move constantly), and I’ve included 
a screen capture on the following page. 

I’ve written about 60 articles now, and at least four of them are on the first or 
second page of Google search for important keywords in my industry. These are 
entirely ‘organic’ results. 

I mention this to show you what’s possible if we use Content Marketing principles 
on our sites, even for small businesses.

It doesn’t mean we shouldn’t advertise too. That’s useful in some instances. But 
winning an organic search is going to do more for our business long term.
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One of the most successful bloggers in 
the self-publishing space worldwide.

This is me – at number 3 of 59,700,000 
results. And I didn’t need to advertise to 
get there.

A ‘keyword’ is whatever people 
type into a search engine when 
they’re looking for something. It 
can be one word, several words, 
even a whole sentence.
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3. We don’t have to be on social media to 
be on social media. We just need to create 

Content that people want to share. 

This one is a favourite of mine, and I 
learned it by accident, too. 

I wrote an article for my blog about 
why book editors are so expensive. 
I wrote it from two opposing 
perspectives: 1. myself as an author, 
trying to save enough bottle caps and 
pieces of string to pay for editing and 
2. myself as an editor, explaining just 
how time-consuming editing a book 
can be.

I wasn’t sure whether to publish it or 
not. But I did – and it took off! That 
one article got several thousand reads 
in three or four days, which for me is 
huge.

Now we get to the interesting part, the 
part that’s relevant to your website. 
This is a screen capture of the sharing 
buttons at the foot of that article. 

I’m very active on Twitter, so 280 Twitter 
shares is good but not unimaginable. 
It’s the Facebook shares I want you to 
notice. 632! I was doing almost nothing 
on Facebook, and only getting 5 or 10 
FB shares normally. I don’t even know 
what those people were saying about 
me. (Let’s hope it was nice!)
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I’d always felt bad that I wasn’t active on Facebook. I could really only maintain 
one strong social media presence, and Twitter is very popular with writers, my main 
online target, so that’s where I focused my finite supply of energy.

These results showed me that I don’t have to be active on all the social platforms to 
be seen on them. I simply need to create Content that is considered share-worthy 
by people who are on those social platforms.

This takes the pressure off. Other lovely people do the work for us, and our 
website’s influence spreads like ripples in a pond.
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Some tips:

• I’m not saying ‘don’t do social media’. Twitter was the source of my earliest traffic.

• Being easy to share means having sharing buttons easily visible on your Content. If 
you’re using Wordpress, most themes have them built-in or you can use a plugin. For 
other content management systems, ask your web developer to add social sharing 
buttons. Ask them to show you an example of what they’ll look like and where 
they’ll appear, before they do the work.

• Being easy to share also means making it real Content. No one’s going to share an 
infomercial, long term.

• Our social media presence should always point back to our website. It’s the hub of 
our online presence, the only piece of enduring internet real estate that we actually 
own. FB, Twitter or Pinterest could delete our account tomorrow, and many have 
complained of how FB’s new algorithms have severely damaged their business. 
Instead of posting an article on FB, consider posting it on your website instead, and 
on FB post an excerpt with a link. My task with social media is to use it to help me 
win searches, rather than winning social media shares as such.
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4. Slow is better. In fact, search engines apparently 
penalise websites that grow too fast! 

This might seem unfair, but plenty of people have observed it happening to their 
sites. It means for example that my book editing article that had 

a big response was unlikely to rank highly in searches for a 
while. It had to prove itself by consistently getting good 

traffic over time. 

I make no claim to being an SEO expert, but I think 
this probably occurs because a huge traffic spike 
can mean a website has done something shonky 
to make it happen.  

The good side of this is that we don’t have to 
create all this wonderful Content by next week. 

We can start slowly, and build it up over time. That is 
definitely the way I’ve done it. I’ve had to fit my Content 

Creation around my business and my life.

Remember the tortoise. Slow and steady wins the race. 
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5. Hard work will only 
get us so far. We have 
to wait for the tide. 

I took a long time to get serious about my 
Content. I thought that was why it took so 
long for my site traffic to grow. But then I 
discovered it was true for many others as well. 
It seemed to take 12 to 18 months for anything 
much to happen. Why?

What would happen if you got into this 
rowboat where it is now and started rowing? 
How far would you go?

Once the tide comes in, how much difference 
will it make to your momentum?

The ‘tide’ for our websites is that organic traffic 
that grows slowly, gently, while we gradually 
add more and more great Content to our sites.
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My early traffic was all from Twitter. A 
Twitter trickle. Barely made the rowboat 
hull damp. (For others it might be 
another social network, or something 
mechanical, such as visits from current 
customers.) 

But that Twitter trickle gradually drew 
my site to the attention of the search 
engines. Then the search engines started 
to send people my way, and I felt my 
little rowboat begin to shift on the sand 
as water lapped at the hull.

I’m still in the shallows, but we’re 
definitely afloat now! If I create more 
Content faster (=rowing harder) I’ll move 
to deeper water faster, and start some 
serious fishing (too many metaphors??). 

The important thing to note is that 
there was no way I could force that 
tide.

I know an entrepreneur who worked 
like crazy on a new Content Marketing 
website. I thought, “If anyone can do it 
in a few months, it’s him.” 

I watched with interest as he churned 
out new articles every week, created 
courses and tipsheets, and built a solid 
website. But only a few people came. 
Even though he was doing everything 
right – his rowboat was fully kitted out 
and he was rowing like mad – it still 
took about 18 months for the traffic 
to start to build to a useful level. Now 
that this has happened, he’ll reap the 
rewards, because all the work is in 
place.  

Remember, he was rowing like an 
Olympian from Day 1, but even he had 
to wait for the tide!
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Some tips:

• Remember those non-paying guests 
we spoke about earlier? The people 
who will come to your excellent 
Content looking purely for freebies? 
Treat them like kings and queens, for 
they are part of your tide! They will 
help lift your website so it becomes 
visible to the people who will pay. 
(And they are nice people, and 
interested in what you do, so that’s a 
good reason all by itself to treat them 
well.)

• Once the tide starts to come in, it 
builds upon itself. It’s almost as though 
the website gains a life of its own. 
When you turn off your office light at 
night, that heavy breathing you can 
hear is your website, still slaving while 
you sleep or watch TV...

• Content Marketing is a long-term 
commitment. Use it to create 
something enduring, rather than for 
quick solutions to a current problem.

If you’ve been working hard and 
nothing seems to be happening, take 
heart and remember the rowboat. What 
you’re experiencing is normal. The tide 
will come.

And eventually you might end up 
with much more than a rowboat!
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Confession time. You saw my stats 
before and how page views for my 
website have been growing. What you 
don’t know is that I spent a lot of time 
and a lot of effort building a website 
that would draw people 
who are not my 
paying 

customers! My professional services 
are time-consuming, complicated 
and expensive. But the people that I 
brought to my website in droves are 

novelists starving in an attic 
somewhere. 

My Big Mistake
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Some observations:

• I should have thought carefully about my target readership when I was designing my 
Content Creation plan. My failure to do so has impacted on the amount of sales I’ve 
been able to generate from the growth in traffic. To be frank, I was muddling around 
and feeling my way when I began blogging, and I probably couldn’t have done much 
better anyway. But if I create another website, I’ll be very intentional about the target 
audience next time.

• Along the way, I discovered that I love interacting with starving novelists. This 
has opened up a different area of my life (and my business) and helped me grow 
professionally. It’s not all about money – we need passion too, or we won’t keep 
going! 

• I’m creating online courses and books that will be in a starving novelist’s price range. 
This will create useful things for them, and a passive income stream for me. 

• My starving novelists are part of the tide that has lifted my website. This has made it 
visible to not-starving people who are also writing books! 

• Only about 3% of last year’s income came directly as a result of my Content, but my 
goal is to boost that to 20-30%, from both the not-starving writers and the passive 
income. 
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Every business and every business 
website is unique. But these are some 
basics I have learned during the early 
years of my first Content Marketing 
expedition, that I will use to plan the 
next one.

(For more on these tips, download the 
website worksheet here.)

1. Know your ideal customer.

2. Create Content they want.

3. Be yourself.

4. Make it easy for people to share.

5. Build a relationship with them.

Five Steps to begin the Content Marketing journey
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1. Know your ideal customer

We need a clear picture of the person we are seeking to reach with our website. 

You might already have a detailed description of your ideal customer, something 
you’ve worked out while formulating a business marketing plan. 

If you don’t, this is a technique that I find handy for 
figuring it out (or refining the one you’ve got): 

1. Choose several actual people (or 
businesses, if you are B2B) who are 
favourite customers of your business. It’s 
always much easier to think of a real 
person than a hypothetical one!

2. Close your eyes and imagine them, 
one at a time. Create a description 
of each, not just age and gender 
and how they spend money, but 
other aspects you like about them, 
such as personality, the way they 
treat you or value your product/
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service, and so on. It can also sometimes be handy to list what you don’t like about 
them. Be as detailed and as wide-ranging as you can – you can always discard some 
of the information later.

3. Look for anything they have in common. Be open to some strange answers. For 
example, maybe they all like ice cream. And you might think, “Well that’s not very 
relevant, I don’t sell ice cream.” But perhaps you could use ice cream as a fun motif 
for talking about things that you do know about and do sell. That’s just a crazy 
example, but don’t dismiss any characteristic until you’ve had a good think about it. 
You never know what can turn into something that you can use to create lively and 
attractive Content for your website.

4. What are their problems that you can solve? What are the questions they have 
asked you? What have you chatted about that connects in some way to what you do 
or sell? These are the ideas that can form a topic list for your Content. And the way 
you write that Content can be shaped by the way you would explain it to these real 
people.
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2. Create Content your 
ideal customers want. 

• This is what they want, not what 
they need. I can often see what my 
potential clients need, but they can’t 
see it. I have to find a way to supply 
what they need in the context of what 
they want. 

• We’ll do better if we can tap into the 
felt need, something that people often 
refer to as a ‘pain point’. To discover 
the pain points, think about those 
ideal customers you were considering 
in Point 1. What are the struggles 
that you can help them with? What 
questions have they asked you? 

• What are the life issues they are 
facing? For example if you work in 
financial services do they want to be 

wealthy, or is it that they want to feel 
secure in an unpredictable world? If 
you work in fashion, do they want 
to keep up with the latest trends, or 
do they simply want to feel better 
about themselves as they go through 
a difficult time in their lives? If you 
work in health services, do they want 
to be healthy and strong, or do they 
want to be able to enjoy life and play 
with their children? 

• It’s about finding the topics that will 
resonate with your ideal client in a 
way that goes beyond simply offering 
them a product. You’ve probably 
heard the mantra before: don’t sell 
products sell solutions. I’d go even 
further than that. Don’t sell anything, 
show them that you understand and 
care about their hopes and dreams, 
and they’ll come looking for things to 
buy.

www.smallbluedog.com 28© Belinda Pollard 2014–15

http://www.smallbluedog.com


The format you choose for your Content will be guided by your ideal customer. 

• Do they like reading? Write articles. 

• Are they always listening to something on their phone or iPod? Create audio. 

• Do they hate reading? Consider video. It doesn’t have to be hard. (I use my iPhone 
for video and have plans to do more. An online course called iVideo Hero has been 
a big help.)

These aren’t hard-and-fast rules, but they can help you figure out where to start.

As time went on, I found that I got a better feel for what my website visitors wanted.
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3. Be yourself. 

This involves working out what’s unique about you and your 
business. Our websites need to express our personality as 
individuals and the personality of our business. 

• It’s not just about the products and services we provide, 
it’s about the values that we have as a business. An 
example: Some blogs can be snarky and critical of others. 
Kindness is something that I value very highly as a person 
and as a business owner, so I have chosen to be kind in 
the way that I speak about others on my blog.  

• I also struggled at first to know in what type 
of ‘voice’ I should be writing my Content. If 
you find some of my early articles, you’ll see 
that they are more stilted and ‘professional’ 
sounding than the recent ones. Over time 
I’ve settled into a more relaxed way of 
writing. It took me a while to find my voice, 
so don’t be alarmed if it takes you a while. 
(The tortoise is our friend here, too.)
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• It’s a good idea to feature a photo of yourself prominently. Many of us find that a 
bit excruciating to do. Do what I did: get a decent professional photo taken, so that 
at least you feel comfortable (less uncomfortable??) with how you look. And then 
just put it up there. I found that after a while, it didn’t bother me any more. You get 
used to it. It’s just a way to show a friendly and personal face to people who visit 
my website – a smiling greeting just like I’d give to someone I met in person. (If 
you are in the Brisbane area and looking for a photographer who won’t intimidate 
you, I used Peter Jendra and got a CD of photos along with permission to use them 
anywhere.) 
 
TIP: Use the same photo on your website and all your social media profiles. It makes 
it easier for people to recognise you. Unlike your friends and family, if they see you 
from a different angle or wearing different clothes, they might not recognise you. 
And when you update your photo in one place, update it everywhere.

I have actually ignored my own advice on this by using a 
slightly more formal pic for LinkedIn, but I’ve kept the angle 

of my face the same on both, so hopefully it’s easier for 
people to tell it’s the same person.
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4. Make your Content easy for people to share.

This one is about both the mechanics of your 
site, and the quality of your Content.

• Ask your web developer to install sharing 
buttons on your website. These are not the 
same as the ones that link to your social 
profiles. For example, when someone clicks 
the Twitter button at the bottom of one of my 
articles, a sharing window opens that connects 
them to their own social profile, and offers a 
connection to my profile as well.

• If you’re managing your own site using 
Wordpress, this article lists free plugins you can 
use to get social sharing buttons activated.

• People won’t share sales pitches. But they 
will share quality, useful, entertaining Content 
that’s helped them to solve a problem, and that they think will help their friends 
and networks to solve problems as well. TIP: Think about enhancing your visitors’ 
reputations with their connections, rather than about making yourself look good.

If they click this...

They get this...
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5. Build a relationship with the people 
who come to your website. 

It might seem odd to talk about having a ‘relationship’ via 
a business website (internet dating, anyone??) but always 
remember, each one of those clicks is actually a person!

• I allow comments on my site. It is a decision each website owner 
needs to make for themselves. But I’ve found that it has increased 
engagement among my website visitors. I try to respond to every 
comment, treating people as though they were guests in my 
house. 

• I also receive emails from people as a result of my Content. 
Sometimes they have quite strange requests. Initially that freaked 
me out a little. But I’ve found that if I reply to these people and 
honour them, it continues to help build up the community that 
surrounds my website. If whatever they’ve asked requires a long 
reply, I save it to use as the base for a future article.
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• All the online 
marketing gurus 
say an email list is 
essential. I currently 
have three different 
places on my site 
where people can 
sign up to my email 
list: a glossy signup 
form in the sidebar; a 
specific page offering 
my free ebook; and 
a small form at the end of every article. I use AWeber to manage my email lists. It 
helps me design subscription forms, automates the signup process, and auto-sends 
my new articles.

Remember the rowboat. Although you may be building relationships with some 
who never become paying customers, they are part of the tide that helps raise your 
website to where search engines can see it.
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We started with a big question: how 
successful is your website? Let’s finish 
with another big question:

Should we be optimising our websites 
for search engines?

The other day I heard one of Australia’s 
top internet marketers say that the days 
of search engine optimisation are over. 

Instead, what if we optimise 
our websites for humans?

I think ‘Human Reader Optimisation’ 
(HRO – do you like my new term??) has 
a better future than SEO because:

1. The internet is awash with people 
complaining about how they tried 
to optimise their website but they’re 
dropping in the search rankings.

2. Search engine algorithms are getting 
smarter. For example, we used to 
provide alternative spellings for 
keywords that we were trying to get 
noticed for. Nowadays Google is 
automatically allowing for all those 
misspelled words. It seems almost 
psychic in determining what we were 
actually looking for from the garbled 
nonsense that we sometimes type into 
the search window!

From one big question to another
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The best part of HRO? Confidence!

Optimising my website for humans instead of search engines comes more naturally 
to me. I don’t have to try to understand something mysterious. I just extend the 
behaviours that are normal in my everyday business – the 
knowledge I already have about my clients, myself and my 
business.

Nowadays, the closest I get to SEO is taking note of articles 
that are doing well, and checking if I need to add anything to 
them (e.g. wording or links) to help people to use them and 
searchers to find them a little more easily. 

I believe that if I keep on creating valuable Content that 
people really want, Google will find ways to deliver it to 
the people who are looking for it. I believe it because 
it’s been happening that way for me. Your mileage 
may vary, and you can of course decide for 
yourself!
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What’s next?

I’ve created a four-page Website Worksheet that helps 
you workshop the five steps that get you started on the 
Content Marketing journey. You can download it for 
free by clicking here.

I can help you edit your content. Click here and scroll 
down for the details.

Please feel free to email this ebook to your friends.

However, if you wish to share this ebook with a wider 
audience, for example via a bulk emailing service, 
please check with me first as it’s usually best not to do 
it as an attachment or it gets marked as spam. Contact 
me via: admin@smallbluedog.com

Best wishes for your internet business adventures, and I 
love to hear from you about how it’s going!
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