
5 Tips to Write an Effective Corporate Blog Post 

 In the modern world of business and customer engagement, it’s nearly impossible for an 

organization to avoid writing blog posts. These days, almost every big-name company has 

some kind ofa blog. Coca-Cola has one. Google has one. Even Walmart has one. These 

companies have found ways to write an entire blog revolving around soda products or search 

engines or retail stores, so it’s possible to have a corporate blog for any company. And since the 

big shots are writing these blogs, more and more companies are following suit and creating 

corporate blogs, just on a smaller scale. So most likely any writers—or even “non-writers”—at a 

company will likely be tasked required to write a blog post at some point.  

 If you’ve been assigned to write a corporate blog post, you might not know how to 

approach writing the blogmay have questions concerning writing it. Is it writing a corporate blog 

post different than writing for a personal blog? How do I come up with a topic that’s not a sales 

pitch but still has something to do with my product? These are the types of questions many first-

time blog writers might ask. Luckily, here are five strategies to get started on a blog post that will 

help you write a post that’s meaningful to your audience and that promotes your business. :  

1. Understand the Marketing Funnel 

 Before you start your blog post, you need to understand the theory behind what makes a 

corporate blog post effective and why so many companies have them: the theory of the 

marketing funnel. The basic structure of the marketing funnel is broken into three stages: 

awareness, consideration, and conversion.  

 During the awareness stage, your potential customers have some kind ofa problem, and 

they’re looking for an answer. They don’t have any specific company or product they’re looking 

for, merely a solution to their problems. This stage is where the corporate blog post fits in. An 

effective blog post will answer a question, provide a solution to a problem, or show readers how 

to approach a challenge. That is all a blog post should do.  
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 Your blog post should be designed to move potential customers through the funnel from 

the awareness stage to the consideration stage. The consideration stage is where the potential 

customers are now narrowing in on specific services or companies they want to work with. This 

stage is where they want to know how much something costs or who to call to schedule a demo. 

A good blog post will lead readers from the general answer to their question to a page 

describing prices or services. Those consideration pages will then take customers to the 

conversion stage.  

 So your corporate blog post should have two goals: to answer a question and to lead 

potential customers to a consideration page. Sometimes new writers will get caught up in trying 

to balance selling and telling about the product to the point the post does neither. But by 

understanding where your post will fit in a customer’s journey, you can craft it more effectively. 

2. Choose the Right Topic 

 Choosing the right topic might sound simple, but it’s definitely something that’s easier 

said than done. The right topic is a balancing act;: you don’t want it to be too blunt in promoting 

your product, but you also want it to be related and build reader trust in your services. So here 

are a couple of strategies to approach choosing your perfect topic:  

● Brainstorm a list of questions your potential customers might have about your 

organization. Do they want to know what kind of services you have? How much 

everything costs? Why they should choose you over a competitor? Write down as many 

of these questions as you can think of.  

● Don’t write a blog post about any of those questions. Those questions aren’t your topics 

for your blog posts; they’re the topics for your consideration pages. But it’s important to 

think of these questions because these questions are your goal. At the end of your blog 

post, readers should have one of these questions. , And and your post should have a 

link or some other way to show them where to get that new question answered. You now 

have established the goal of your blog post. 
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● Find the questions your potential customers are actually asking. Maybe you think you 

know what customers are looking for, but it’s always good to check that what you’re 

trying to answer is something people are looking for. To find these questions, you might 

consider investing in keyword research tools like SpyFu or Ahrefs. These tools will allow 

you to see how often a question or term is searched and how competitive it is. If you use 

one of these tools, you can choose your topic right from the generated lists.  

○●  If you’re not able to invest in a tool, start searching your competitors’ blogs or websites. 

What types of questions are they answering? Is that something you could also answer 

but in a unique or better way? Chances are that if your highly successful competitor is 

writing on a topic, it’s probably a good topic. You can take that topic and adjust it and 

improve upon it to create the better answer to a question.  

● Connect the problem to the goal. Now that you have a potential question or problem and 

a goal, connect the two. What is the linking thread between the question and the goal? 

Once you figure that out, you have a topic. That thread is going to be a topic that 

addresses a real reader problem and takes those readers to the next stage.  

3. Do the Best Research 

 Once you have the topic, don’t jump into writing immediately. Before you write, you’re 

going to want to do some research and make a plan for the blog post. The best place to start is 

by doing an internet search for your keyword or topic. Look at all the articles that show up and 

see what is covered. Do they all cover a specific subtopic? Then make sure you include that 

topic in your post. Do none of them address a particular angle to the question? Write a section 

on that to draw readers to your post instead. Make a list of all the things each article has in 

common and what they’re lacking to give yourself an informed outline for your blog post. While 

you’re looking at these pages, see how long each blog post is. Try to get your post to be about 

the same length as the average for your the topic.  

4. Craft the Piece Carefully 
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 Once you have a goal, the right topic, and the best research, you can actually write the 

blog post itself. While it may be tempting to write like you’re on your own blog, you need to keep 

a couple of tips about corporate blogs in mind:  

● Write for the company’s audience. Those potential customers you were thinking of to 

pick your topic are who the blog post is for. Write it for them, not an imaginary general 

audience. Choose the best tone and voice for that audience. Craft your evidence or 

anecdotes to relate with your audience. Make your post resonate with the people you 

are trying to reach.  

● Match the company’s style. Does your company website use second person? If it does, 

go ahead and use it on the blog. If your company doesn’t use it, try to avoid it. Basically, 

mMake sure your post will fit with the rest of the company’s online material in style, 

voice, tone, and usage. Find out if your company has a style guide and use it. By 

matching your post to the company style, you will help your readers smoothly transition 

through the marketing funnel because nothing will feel out of place or unusual when they 

begin looking at other parts of the company website. 

● Keep the piece clearly organized. Use headers and transition sentences throughout to 

keep your blog post easy to follow. Don’t use a few transition words and call that good. 

Make sure you’re transitioning from topic to topic by using the previous information to 

lead into the new information. Often bBlog posts can become unwieldy quickly, so it’s 

important to keep everything as clearly organized as possible.   

5. Polish Your Post  

 The last thing you want is for readers to leave your post because it’s a mess. When 

you’re drafting, focus on writing. But once you’ve written your drafts, it’s time to revise and 

polish to make your blog post the best it can be. Here are a couple of tips to polish your post to 

its best possible version:  



● Read your writing out loud. It can be awkward or embarrassing to read your writing out 

loud, but doing so will help you catch all the little typos. Reading out loud can also help 

you hear where the wording might be awkward or confusing, so you can adjust those to 

help your readers understand what you truly mean.  

● Find a second pair of eyes. All writers struggle to find all the gaps and inconsistencies in 

their own writing. So reach out to a volunteer reader of some kind. Find a coworker, a 

member of your target audience, or a writing expert and have them read through your 

post. Pay close attention to any spots where they get lost or have trouble understanding 

your meaning. While you may want to justify to your second pair of eyes why you wrote 

something a certain way, it’s better to remember that your readers will also probably get 

lost in that same spot. You know the justification, but your readers don’t. So try and to 

adjust any part your test readers find confusing.  

● Check your grammar. Build trust between your company and its potential customers by 

checking the grammar of your post. Generally, readers will view your company as more 

official and trustworthy when you use refined and educated grammar and language. Try 

using an online tool, checking your style guide or the Chicago Manual of Style, or finding 

a grammar expert to look your post over.  

The Bottom Line 

 Writing a corporate blog post looks challenging, but if you approach it the right way, you 

can effectively create a piece that achieves your goals. Start by understanding your goals, 

choosing the right topic, and doing your research to make sure you’re approaching your post the 

best way possible. Then craft your piece carefully and finish by polishing with a test readerit. 

Following these strategies will help you create effective corporate blog posts. And once you 

write a few posts, it’ll only get easier. You’ll get it down. 
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