
How To Build The Perfect Photography Blog: 
Presentation Notes 

Why Most Photographers Struggle With Blogging 

There are lots of reasons why photographers struggle with managing a blog, but most of 
them can are either technical challenges or creative ones. That said, I don’t believe any of 
these should be allowed to stand in your way when it comes to producing an effective blog 
for your business. 

Technical challenges 

Technical challenges are usually easier to overcome through study or by practicing new 
skills. A bit of time spent studying the mechanics, or learning how to perform a specific 
task, can help put these kinds of problems behind you. In a sense, this is the logical or 
scientific side of blogging. 

● WordPress 

○ Many of the photographers I talk to tell me they have a hard time getting 
their head around the WordPress system itself. As a content management 
system (CMS), WordPress is designed to build almost any kind of website 
imaginable, so it’s no surprise that it’s a complex system. The key is to simply 
learn it one step at a time, and to not allow yourself to become overwhelmed 
by it. 

● Plugins and themes 

○ The look and feel of your blog is determined by the theme you use. With so 
many to choose from, it can be difficult to find what you think is the right one 
but you can narrow the list down significantly by avoiding any of the free 
themes and focusing on quality paid themes such as those by StudioPress or 
Photocrati, both of which can be used to build great websites and blogs for 
photographers. 

○ Plugins add extra functionality to the basic WordPress system. At first, it’s 
tempting to add a lot of plugins but you can end up bogging your blog down 
and negatively impacting your page load times. Instead, stick to the most 
essential, such as the WordPress SEO plugin by Yoast, but you’ll need to 
choose the rest based on your own goals and needs. 

● Creating posts and pages 

○ The post or page editor is the most important part of WordPress because you 
can’t actually publish anything without using it, but more than a few 
photographers find it intimidating. 

○ For one thing, it’s not strictly a case of WYSIWYG (what you see is what you 
get). The editor doesn’t take into account the style of your theme, and editing 
can get a little challenging when you have images aligned to the left or right, 
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or you want to insert things that are styled differently to what you see in the 
editor. 

○ The first piece of advice here is to just play with it to get used to it. No tool is 
ever useful if you allow yourself to be intimidated by it. Make a point of using 
both the visual editor and the text editor versions so you get used to every 
aspect of how it all works. 

○ The second thing you can do is to use a word processor, or something like 
Google Docs to write your content outside of WordPress. When you’re 
finished writing, you can copy and paste the text into the WordPress editor 
and then finish it all off by adding your images where you want them. 

● Formatting issues (image alignment, styles etc.) 

○ I already alluded to this in the previous point, and image alignment (to the 
left or right) can cause formatting issues or make the WordPress editor look 
like a bit of a mess. 

○ To correct this, you can go into the text editor for your post or page and add 
a simple line of HTML code to reset the cursor position at the point where you 
want the text to start a new paragraph beneath the image (I’ll put the actual 
code in the download version of these notes for you): 

○ <div style=”clear: both;”></div> 

● SEO 

○ Optimizing blog posts and pages for Google is another area where 
photographers suffer major headaches, and can even prompt some of them 
to give up blogging altogether. 

○ The fact is, SEO for your blog is a lot easier than you might have been led to 
believe, and we’ll be talking more about this later on. 

Creative challenges 

The challenges in this group can be a little more difficult to overcome, as many of them 
require a change in mindset in order to move forward. For that reason, it helps to have the 
assistance of a coach or mentor, or at least someone who can keep you encouraged, 
motivated, and accountable. We can think of these as mastering the art of blogging. 

● Don’t feel like they can write 

○ Most photographers don’t see themselves as writers in the formal sense of 
the word, which is totally understandable, but quite unnecessary. You’re 
writing a blog, not an award-winning novel, so it’s okay to relax and write in a 
more conversational way, as if you’re talking to your reader face to face. 

● Burned out from past failures 

○ I have no idea how many failed or dead blogs there are, littering the Internet, 
but I heard that it’s quite a large number. Clearly, a lot of people start a blog 
with good intentions, but then hit a wall of some kind and give up. Starting 
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over again when you’ve already tried and quit once can be a hard thing to 
drum up enthusiasm for, but there are no prizes for quitting in this game. 

● Not enough time 

○ We all have the same amount of time in a day, yet some people seem to get 
a lot more done than others. The reason has a lot to do with organization and 
planning, not to mention the simple act of making the time by sacrificing 
other tasks not directly related to achieving their goals. 

○ That said, I don’t believe blogging should take up any more of your time than 
absolutely necessary, which is why I’m going to show you a simple way to 
write a post in 90 minutes or less, and promote it in 30 minutes or less each 
week. 

● Stuck for topic ideas 

○ Another common complaint is “I don’t know what to write about”. This is 
nothing more than an excuse, and it can easily be overcome with a little 
forethought and some advance planning. I’ve got some ideas for you in one of 
the downloads accompanying the workshop. 

● Inconsistency (in quality and quantity) 

○ Not being consistent in how often you post, or in the quality of your posts, 
can lead to a blog that hits the mark one week but falls flat the next. 

○ An inconsistent frequency is easy to correct - set a schedule and stick to it. 

○ Inconsistent quality is something you can fix over time by becoming better at 
writing, but also by using a proven formula that practically guarantees a 
consistent feel to all of your posts. This is another thing we’ll be talking about 
later in this workshop. 

Understanding What Your Readers Need 
● Readers need to feel engaged and emotionally involved 

○ It’s no use creating blog posts and web pages unless the people you intend 
them for don’t actually get involved and engaged with them. 

○ Your job with your blog is to inspire and motivate readers into seeing you as 
someone they know, like, and trust enough to hire for their next photography 
project, or to buy fine art from you. 

○ For the reader, the experience of reading your blog should make them feel 
something positive, otherwise they’re going to come away feeling as if they 
just wasted some of their valuable time. 

● Your content must satisfy some need or desire 

○ To achieve this goal, your posts must fulfill some need or desire the reader 
had when they arrived. 
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○ For example, it might answer a question they had, give them some useful tips 
or ideas they can use, or it made them connect with their own emotions and 
subjective feelings around the topic of your post. 

● They respond more to posts with personality 

○ In this day and age, there’s no room for boring corporate-speak anymore. We 
all like to do business with companies who behave more like real people. 

○ For example, how frustrating is it when you call the customer service number 
for a business only to have to endure an endless cycle of robotic automated 
choices and menus, when all you want is to speak to real person? 

○ The fact is, people interact much better with other people with an actual 
personality, so we have to make our blogs behave the same way - your blog 
is essentially the web equivalent of the personality of your business. 

● You have to respect their time 

○ Of course, everyone is busy, including you and I. Our days are stuffed full of 
things we must get through before our feet even touch the floor in a morning. 

○ For that reason, we have to treat our readers’ time with respect by writing 
posts & pages that are long enough to get the story across without rambling. 
I know I need to improve this myself, and I’m always working on it. 

● They don’t want to be left hanging 

○ But what about when your reader finishes reading? What then? 

○ You’ve told a story, hopefully one they’re engaged with, and you’ve made a 
better connection with them. 

○ At this point, they’ve gotten to know you a little better, liking you more in the 
process, and their trust level has also likely gone up. 

○ Now is not the time to leave them hanging, so give them something to do in 
the form of a call to action of some kind. We’ll talk more that in a bit. 

Understanding What It Takes To Keep Google Happy 
● Clear topics centered around specific target keywords 

○ At its core, Google is little more than a librarian who wants to index the 
content on the web in ways that make it easy for people to quickly find what 
they’re looking for. 

● Keywords used in the right places 

○ To do that, we have to use certain keywords, sprinkled throughout the 
content in places such as the post title, headings and subheadings, the body 
text, alt text on images, the filenames of images, captions, links, and in some 
of the meta data. 

● Sufficient amount of written content 
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○ On top of that, though, you have to supply enough text in order for Google to 
see it as useful. A dozen photos and 2 sentences won’t do it, I’m afraid. 

○ The good news, as you’ll see in a bit, is you don’t need to go to all this trouble 
on all of your content - only on the pages you actually want to rank in the 
search engines. 

● Incoming links (internal and external) 

○ Links to your posts and pages give Google an indicator of how popular, 
relevant, or useful your content is. The more incoming links from external 
websites, the better, but you don’t need to game the system with artificial 
link-building schemes. 

○ Internal links are highly useful because they allow Google to build up a map, 
if you like, of what your website and blog looks like and how users can 
navigate their way through it. 

● Reader usage metrics indicate content quality 

○ Google also likes to see positive user metrics. These include things such as 
bounce rate, time spent on the page, number of social shares, possibly the 
number of comments (although those are becoming much less useful), and 
how many of the links on a page a user might click to go to another piece of 
content. 

● A positive user experience (speed, ease of use etc.) 

○ Finally, the user experience itself is also a factor. Google can get a good idea 
of how your website and blog looks, how fast it loads, the text size, and the 
usability of links and buttons, so it’s worth paying attention to these. 

○ Mobile responsive design is very important here too, and can have a big 
impact on Google rankings for mobile searches. 

Walking The Line Between Readability And SEO 
● Google doesn't care about how "entertaining" or engaging your content is for them 

○ Google is only interested in understanding the meaning and intent of your 
posts and pages, in order to know how relevant it might be for people 
searching for the phrases you mention in them. 

○ Google isn’t too concerned with being entertained or engaged directly, 
however they DO care that your readers are engaged with it, which is why 
social signals are becoming more important. 

● Readers don't care about keywords or how often you mention them 

○ On the other hand, readers couldn’t care less about keywords, they want to 
engage with posts and pages that answer questions, entertain them, capture 
their imagination, and inspire them to take action. 

● Content written with SEO first tends to be boring to read 
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○ The problem with SEO-purposed content is that it’s boring to read. Not only 
that, it’s obvious that it was written specifically for search engines and not for 
people. This is NOT the only route you want to take with your blog! 

● Thin content, or content that's too conversational, doesn't do well in search 

○ If you want your post or page to show up in Google, then you’ll need to write 
a bit more than you might do for people alone. Simply put, there’s already an 
overwhelming amount of content on the web, and Google has a LOT to choose 
from, so you have to work a little harder to make your content unique, highly 
relevant, and valuable. 

● It becomes a balancing act 

○ The task is then to position your content in the right way so that it appeals to 
humans, but can also help Google understand what it’s about, if you want the 
post or page to show up in the search results. There’s a simple way to do 
that, which I’ll share in a moment. 

● Identify 3-4 words that describe your voice (Take the 3-words (ish) challenge from 
Content Marketing Institute) 

○ Everyone has their own unique personality and combination of traits, and you 
have a voice that’s just you. 

○ A great asset to have is to find 3-4 words that describe YOU and YOUR voice, 
which you can then use as a filter for writing your posts. 

○ I’ll post a link in the workshop notes to a great article over at the content 
marketing institute about how to do this. 

○ For example, I went through the process and came up with “Simple, 
Motivational, Purposeful, and Disruptive”. 

○ Using these words to guide my own writing, my goal is to write simple articles 
that motivate photographers into running a business with purpose, but I try 
to do so in ways that disrupt some of the accepted norms people might 
follow, but which don’t work. This sets me apart from other coaches (I don’t 
mean it makes me seem better, just different). 

● Don't overdo the photos (around 3-5 is good) 

○ Despite what many photographers assume, adding more photos to a post isn’t 
always the best idea. 

○ Too many photos can actually confuse the reader and turn them into 
fast-paced skimmers. At the very least, they’ll be paying much less attention 
to the story you’re trying to tell. 

○ Instead, use 3-5 of your very best photographs, with one as the main focus. 

● Post length should be 350 - 750 words 

○ There is no absolute “right” length for a blog post or other piece of content. 
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○ You should write enough to get the story or points across but not so much 
that it loses clarity or becomes boring to read. No one likes fluff. 

○ Somewhere between 350 and 750 words should be plenty for most posts and 
short articles. 

● Write for your readers FIRST and then tweak it for Google 

○ If you do need to do any SEO for your posts or pages, then the time to do 
that is after you’ve written the content. This helps to ensure that it doesn’t 
come across as too stiff or make it hard to read for your readers. 

Knowing Where To Do SEO And Where NOT To 
● SEO is unnecessary on every page or post 

○ Contrary to popular belief - it’s not necessary (or even helpful) to do SEO on 
everything on your website and blog! 

○ Even the folks at Yoast who wrote the WordPress SEO plugin acknowledge 
that they don’t do SEO on all their posts, and neither should you. 

○ This is great news because it will save you a lot of time and wasted effort. 

● Regular blog posts typically don't usually need SEO 

○ Since most blog posts don’t talk about topics that people would be searching 
for, and you only have a limited supply of valuable keyword phrases to target, 
you don’t need to do SEO on the vast majority of your posts. 

○ if you find yourself writing a post on a topic that could use some SEO, then 
consider writing it as a page instead. 

● Service pages can help with local SEO 

○ Local SEO refers to your pages showing up in the search results for people 
looking for local service providers. For example, “your city” followed by 
“wedding photographer” might be a good keyword. 

○ If you include your address and other local-specific information on your 
service pages, you can help to maximize the SEO for your local search. 

● Resource articles can benefit from SEO 

○ Articles that talk about a topic that people might be searching for should have 
some SEO done to them for the keyword phrase appropriate to the page. 

● Mini-hubs within the site can center around specific topics 

○ You can group together pages on a similar topic. For example, pages 
dedicated to photography locations or wedding venues in your community. A 
main index page can link to the appropriate sub-pages in each mini-hub, but 
you would only have a link to the index page on the navigation menu. 

○ You can, of course, link to any of your sub-pages from other posts and pages, 
where it’s appropriate to do so. 

 
 

"Workshop Notes" primefocuslab.com Page: 7 

 

https://primefocuslab.com/


Building An Organized Blog Structure 
● The typical blog structure 

○ Most blogs are centered around the list of posts, with a few static pages for 
the about page, contact us page etc. 

○ Many photographers either don’t categorize their posts or use too many 
categories and tags to help with SEO (or the users for that matter). 

○ This can lead to a somewhat disorganized blog with no clear order to it. 

● How to use categories and tags to your advantage 

○ See the diagram in the presentation slides 

● What to include or exclude from your sitemap 

○ The first page of your category and tag archives for each tag or category can 
be included in the search engines sitemap. 

○ Exclude (or even disable) the author and date archives for your blog. 

○ The majority of posts should be included, but you might want to exclude 
some of your pages, such as the contact page, policy page, email signup 
thank you pages, or other pages that you wouldn’t necessarily want someone 
to land on from a search engine. 

A Simple Post Template 
There’s a whole PDF document on this for you to download in the members area, so I’ll just 
go over the main points here and you can find the rest in the PDF download. 

● Post title (the one displayed to the reader) 

○ The purpose of the post title is purely to capture attention and make them 
want to read the rest of the post. 

● Subheading 

○ A subheading (or tagline if you like) is a good way to expand on the curiosity 
created by the main title and can help motivate the reader into actually 
reading more of the post. 

● Featured image (either the post thumbnail or inserted into the post) 

○ The featured image is there to capture the reader’s attention and interest, 
along with the title headline. 

○ You can make this image as wide as the content will allow, and I recommend 
you add a caption to provide additional context. 

● Social sharing image (for Facebook) 

○ Facebook requires an image for the post banner to be in a certain aspect 
ratio. This is usually 1200 x 628px, or 600 x 314px if you want to use a 
half-size one (that’s what I do with my posts and they look fine). 
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○ There are a lot more details on this in the downloadable PDF. 

● Sharing buttons 

○ You do want your readers to share your post on social media, so remember to 
include the appropriate buttons at the top and/or bottom of your content. 

○ Try not to give readers too many sharing options. 3 or 4 at the most, 
depending on which networks your ideal clients use the most. 

● Post content 

○ Opening section (get them into the story) 

■ To start with, you’re going to set the scene, introduce the characters 
(i.e. your subject), or use a relevant story of some kind to illustrate 
the main point of your article in a way that’s entertaining and 
interesting. 

○ Separate points, with images plus testimonials where possible 

■ The following sections, which are more like blocks of text since you’ll 
do better writing short paragraphs, will each make a separate point. 

■ Remember to include appropriate images and testimonials (or at least 
good captions). 

○ Closing section (reinforce the main point or emotional hook) 

■ The last section of the post will close off your post. You should aim to 
do this in such a way that you elicit the emotional response you were 
seeking to create with the post. 

● After content call to action 

○ You will almost always want your reader to do something after they’ve 
finished reading your post. 

○ Make the call to action clear, obvious, unambiguous, and strong. 

○ Don’t use weak or passive language here - you must be assertive (which I 
promise you won’t come across as salesy if you do it right). 

How To Write A Post In 90 Minutes Or Less 
● Be clear about what you want to write about (use Evernote to keep a list of topics) 

○ There’s no point in sitting down to write a post or article if you have no idea 
at all of what you’re going to write about! 

○ Allowing yourself to fall into this trap only causes more frustration and anxiety 
and is totally unproductive. 

○ Instead, devote some time to idea-generation only (i.e. no actual content 
writing). Try to jot down at least 10 ideas for topics and then file them away 
for future use or set them up as draft posts in WordPress. 

● Create a bullet list of points the night before (5 minutes) 
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○ Being prepared is a large part of success in the writing battle. 

○ If you’re easily intimidated by the process of writing, it can help to spend 5 
minutes the night before to compile a simple bullet list of points you want to 
cover or elements of the post’s story. 

○ This clears your head and stops you worrying about what you’re going to say, 
but it also gives you a great framework to follow when it’s time to write. 

● Write the title and subheading (5 minutes) 

○ Be clear about the title, but try to include some emotion or at least generate 
curiosity. Avoid “hype” and click bait titles at all costs and don’t make it too 
cryptic. 

○ The subheading (if you plan on including one) should expand on the theme of 
the main title and lead into the main content. 

● Write the content (50 minutes) 

○ You must be intentional about this! 

○ Don’t allow the blank page to intimidate you - start writing and get something 
onto the page. Writing always feels a lot easier when there are already words 
there, and you can always delete them later. 

○ Set aside ample time (you might need more than 50 minutes to start with, 
but you’ll quickly improve your writing speed). 

○ Eliminate distractions - turn off email and social media, and even your phone 
if you can. 

○ Aim for 350 - 750 words of content. 

○ Remember to break up your text with subheadings, bullet points, 
blockquotes, and other devices designed to create natural variety and break 
points in your content. 

● Insert the images (10 minutes) 

○ Once you have your written content ready to go, it’s time to add the images 
to your post. 

○ Start with the featured image at the top, and work your way to the end. 

○ Don’t forget to add captions and “alt” text to your images. It can help at least 
a little with SEO if you include any appropriate keywords in the filename of 
your image (assuming you’re doing any real SEO on this piece of content, of 
course). 

○ Next, preview your post to see how it looks and make any necessary 
formatting changes, especially around any images that are aligned to the left 
or right (preferred because this doesn’t break the reading line). 

● Proof-read and edit the content (20 minutes) 
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○ While writing in a conversational style is a good thing for your readers, you 
still want to make sure that it’s free of spelling errors, and that it all makes 
sense when someone else reads it. 

○ That said, over-editing can cause the writing to become too stiff, so I 
recommend keeping editing to a minimum (ideally, a single run-through). 

● Publish the post 

○ This one is simple: hit publish to make your post or page go live! 

How To Promote Your Post In 30 Minutes Or Less 
● Understand the value and purpose of each network 

○ It’s important not to allow social media to waste your valuable time, so you 
have to know the value and purpose of each network as it relates to your 
specific business and your ideal clients. 

○ For example, LinkedIn is great for business-to-business photographers, 
whereas Facebook is ideal for retail photography, such as weddings and 
portraits. Twitter is useful for sharing content in order to help others find it, 
as well as for Google, who seem to use it as a content discovery tool. 

● Create a social media sharing schedule 

○ First, decide on which networks you’re going to share your post or content on. 
Most people will probably use the big 4: Facebook, Twitter, LinkedIn and 
Pinterest, while some might also include Google+. 

○ The number of times you share your post on each network is determined by 
the average lifespan of an update. For example, you’ll need to repeat yourself 
the most on Twitter, given that an average tweet is only visible for about 15 - 
18 minutes before it’s swallowed up by the rest of the stream. 

○ I’ve included a sample schedule in the downloads section of the member 
dashboard for this workshop, so you can use that as a good starting point. 

● Use a scheduling app such as Buffer 

○ You can do this manually on Facebook and Twitter (not sure about the other 
networks at this time), but it takes a lot of time and it’s easy to lose track of 
what you’re doing. 

○ Better to use an app like Buffer, HootSuite, or CoSchedule to take care of it 
for you. 

● When you publish the post, schedule out your social media postings (30 minutes) 

○ This is nothing more complicated than using your favorite social media 
scheduling tool to create a bunch of future-dated postings to your chosen 
networks according to the schedule you created. 
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