5 Steps
To Growth
AFTER
10k

welcome
You've Decided to Keep Going?
In the quizz you just completed you indicated you've already hit 10k
pageviews/month. But things just aren't going anywhere. To be blunt, this
means you need to decide if blogging is for you or not. If you want to grow,
there are things you can do to jumpstart your growth again. Are you ready?
Let's get started!
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from me.
First - a note from me - Cathy. Since 2007 I've been working with bloggers
and I've learned a few things along the way. Not the least of which is how
tough the blogging career is. Everyone underestimates how much work it
will be.
At 10k/month, you've come to understand the work involved, you've had
your own blog for awhile. You've likely dabbled in social media and email
marketing and perhaps even a product or two.
For some reason, at the moment, growth is stagnant. The good news is you
are reading the solution in your hands. The bad news is that it will take a lot
of work.
And a really important aside here - I tried to work on social media about five
years ago. I spent far too much money on courses. I worked 12 - 16 hour
days (and literally ignored my kids) and I eventually got so sick I was
bedridden for a week.
Learn from my mistakes, friends! Us entrepreneur types can be stubborn
and hard-working which works in our favor - if we set up good boundaries like a budget and timeline. :)
Now, when I'm trying a new strategy, I set myself a budget and usually a 3
month trial period. I'm okay with going in the 'red' for three months. But I'm
not a money tree so if I can't turn it around in three months, it's time to
pivot! I encourage you to set a similar budget & timeline before you begin.
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commitment
I will work _____ hours per week
on these strategies.
I will give myself
______________________ (time)
to complete a test run before
evaluating whether or not to
continue.
I recommend 3 months - less isn't
enough time, more isn't usually
necessary to tell if it will work for
you and your audience and your
message.
I will not spend more than
$ _________ to test this.

w p b a r i s t a . c o m

CURRENT STATISTICS
On the following worksheet is a calendar on which to record your three
most important stats.
To start, open Google Analytics, and look for the Acquisition > All Traffic >
Channels tab.
Then, change the dates to reflect one month (top right hand corner). Then
record the numbers that I've circled in this example:

For each month, you will record:
1) Sessions
2) Bounce rate (%)
3) Top 3 Channels & their percentages ie: Social(50%), Google (30%),
Direct(20%).
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STATS
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AUDIENCE
We need a few more details to compose your growth plan. Next: audience.
Are you speaking to the right audience? In this section you need to actually look at
who you have currently in your email list, following on social media, and leaving
comments. If you have no engagement, pay attention to those people that you have a
connection with. Select 3 of them, that might represent the whole and answer the
following questions on the following page:
How old is s/he? What is her family status? Socio-economic status? Job status?
Career?
What does she do in her free time? Does she prefer activity or rest? Does she use
social media? Which platforms? How often?
What are her biggest challenges in her life right now as they relate to your topic?
List at least 5.
How does your topic meet her current challenges?
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audience notes
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CONTENT EVALUATION

CORNERSTONES
List your cornerstone content the main topics around which all
your content revolves.

1
SOCIAL MEDIA

2

On all your SM platforms, which
posts are the most popular?
Which get the most engagement?
List the topics/posts below.

EMAIL MARKETING
Of your emails, posts or
newsletters - which get any
feedback? Do they unsubscribe
after grabbing the freebie?

3
4

PASSIONS
What topic could you talk about
for hours without any
preparation or research? What
do you LOVE? And do you talk,
write or craft about it?

SEARCH ENGINE MARKETING
In your analytics again, which
posts and pages are the most
popular. Are they similar or
different from your cornerstone
content?

5
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RATE YOUR CONTENT
Take the information from your audience, and your content. And brainstorm
the overlap below.

Audience
Needs

Current
Content

where the magic
happens

Make it work for you.
If you look honestly, how accurately does your current content align with your
audience's needs? If you think they align 100%, and you still have no growth time to work on marketing. And write strategic funnels to move your existing
readers from observers to participants to evangelists.
w p b a r i s t a . c o m

EARN ENGAGEMENT
There are lots of experts that help me learn and grow and I never interact with them. I
don't want to - don't need to - and they're not asking me to.
You have to be different. How do you encourage engagement? Try these six reasons that
human beings engage with technology (from Influence: The Psychology of Persuasion by
Cialdini).

01
02
03
04
05
05

RECIPROCITY

"I’ll do it because you already gave me something."
I Tfree
LE 1
Offer somethingTfor

SOCIAL PRO
TO
I TF L E 2

“I’ll do it because everyone seems to be doing it too.”
Show social engagement

COMMITMENT AND CONSISTENCY
“That’s so me, I’ll do it!”
reinforce users' self-image, start with a small ask, like a share before
offering a product

AUTHORITY

“I’ll do it because an expert said so.”
Teach them with video demonstrations - something easy at first.

LIKING

“I’ll do it because I like you.”
Be delightful and likeable. Photos with smiles get better
engagement than those without in most industries.

SCARCITY

“I’ll do it because it’s my last chance.”
Show deadlines and use countdown timers.
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wrapping up
You should have a lot of information in your hands at this point. Most of the
time we have to revisit our audience, our content, our engagement or all of
them.
If your audience is enthralled with your content; and your engagement is
happenin' and there's still no growth, then there are two things at play:
1 - the audience doesn't like it enough to refer it
2 - you have no marketing in place
I'll get back to you in a moment. For everyone else who just discovered a
few holes in their audience/content/engagement strategy - pick one thing
to work on. Ask yourself these questions as you revise:
Are you presenting your content in an authentic way?
YOU are unique, even if your recipe for mac and cheese isn't. But if you don't
put 'you' out there, it is just a recipe of mac and cheese in a sea of mac and
cheese.
Are you sure you're speaking to your audience? Or are you speaking to
everyone?
We all want to get our message out to as many as possible, but realistically if I
land on your page and see 'mac and cheese' I will click away. If I'm a new mom
with no time and little patience and I see your special brand of humor and an
easy mac and cheese I don't have to feel guilty about, you've given me good
vibes. And belonging and someone who knows I exist. And I will be back.
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wrapping up
Now, to those who have these three parts all lined up: content, audience
and engagement.
If you are aligned and not growing, then a) you're not actually as aligned as
you think you are or b) you have no marketing in place.
Marketing
Marketing is my jam. It is the efforts and strategies and tools that we use
to connect with potential readers. Marketing includes strategies like SEO,
nurturing sequences (funnels), social media, strategic call to actions in blog
posts, media pitches, collaborations, guest posting, podcasting and a lot
more.
Before attempting any marketing, I believe every blogger needs to have a
clear and strategic funnel in place. That looks something like this:
Do your research on
'inbound marketing' and
make sure that you
have a steady stream of
new readers. From
there, if your audience
& content is on point,
you'll be growing again.

inbound MARKETING
email OPT-IN
ENGAGE

SHARE
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wrapping up
COMMUNICATE YOUR MESSAGE.
BE AUTHENTICALLY YOU.
PRACTICE YOUR CRAFT.
BE STRATEGIC WITH YOUR TIME.
GET HELP WHEN YOU NEED IT!
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TO DO
ACTION STEPS / PRIORITY TASKS
1.
2.
3.
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MY WEEK
MON

DATE:
PRIORITIES

TUE

WED
TO DO

THU

FRI

SAT

SUN
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