
Blogging Blueprint  
 
The blog post blueprint can be used as a general guide to the overall flow of your blog post. 
While we have laid out the elements in a specific order, depending on the type of blog post 
you are writing, some things may be in a different order, while other things may be left out 
entirely. From our experience, the various elements below are usually best included in a 
therapy or coaching blog post.  
 

1. Problem 
2. Solution 
3. Normalization 
4. Value 
5. Establish your credibility 
6. Call to Action 

 

1. Problem 
We recommend having the beginning of your blog post address the main problem that 
your blog post will be addressing. Typically, the problem is the reason why the reader 
will continue reading your post. If they are experiencing that problem, and they can 
relate, we want them to keep reading! We want to hook them. Later in the post, you 
can dive into the particular details of this problem and how you can help them solve the 
problem.  
 
Sometimes, but not always, the problem can be posed in question form.  
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
problem could be: Are you wondering if you have have an eating disorder or disorder 
eating?  
 

2. Solution 
This section is where you get into how you can help the reader with their specific 
problem. 
This isn’t the place to market how you’re a trained therapist and how you can help -- this 
is the place to say this article can help guide you to figuring out said problem. You can 
restate the client’s main challenge and note how this piece of writing can help him or her 
manage / recover / heal / etc.  
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
solution could be: In this post, I hope to clarify for you the difference between an eating 
disorder and disordered eating.  

 
3. Normalization 

 



Next, you want to normalize the issues your reader is dealing with. How common is the 
issue they’re struggling with? Are there any common causes or symptoms you can note 
that will help your client see that he or she is not the only one dealing with this problem? 
If you have statistics about how common the issue is, this is the place to include them. 
You want to let your reader know that he or she is not alone.  
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
normalization could be: If you are confused about this, you aren’t alone. Many people 
question what the real differences are between an eating disorder and disordered eating.  
 

4. Value 
This is the teaching segment of your post, where you are providing the value -- the juicy 
details of the topic itself. Depending on the type of post, this could be teaching, instructions, 
information, a review, a list, an interview, a case study, etc. This is where you will explain 
everything your reader came to learn about.  
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
value could be 5 main differences between an eating disorder and disordered eating.  
 

5. Establish Your Credibility 
While in many cases you can’t offer actual proof that you are the right person to help 
this particular reader, you do have experience and a track record as a therapist that 
suggests you can offer effective guidance and support. What makes you confident that 
you can work with this particular issue? If you have relevant testimonials or case 
studies, they can be included in this section.  
 
This section is a great example of one that doesn’t always occur in the same location of 
the post, if at all. In some cases, you may already be including your credibility in the 
teaching/value segment, and sometimes it just won’t be needed (like a review of a book 
or a movie). If you are reviewing a book or movie, you could include why you like it -- 
maybe because it reflects the deeper process that happens in the therapy sessions in 
your office, as the credibility.  
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
establish your credibility could be telling stories about 2 different clients – one that had 
an eating disorder and one that didn’t (protecting confidentiality, of course). 
 

6. Call to Action 
Every blog post should end with a low-risk call to action. The call to action can send people 
to your specialty page about the specific issue you are discussing in the post so they can 
learn more, it can send them to your contact page to set up a free 15-minute consultation, 
or it can invite them to download a free report or otherwise get on your mailing list. This 
helps clients move one step closer to calling you without feeling the stress of a “Call now!” 
  

 



Additionally, providing a free 15 or 30-minute phone consultation can help clients feel 
more comfortable making contact. 
 
For example, if you are writing a post about Eating Disorders vs. Disordered Eating, the 
call to action could be: If you are still unsure whether or not you have an eating 
disorder, click here to learn more about how I can help. ← link to eating disorder 
specialty page. 
 

 
 

Keep in Mind 
 

These are very loose guidelines. When writing your blog posts, feel free to use this as a 
guide, but not a hard and fast rule.  
  
For other types of posts, like link posts for example, say you link to 4 great resources for 
helping your teen resolve peer pressure. In the introduction, you can include the problem, 
in the body of post you will include all the different links with blurbs about why they are 
good resources, (like pointing out the slippery slope of criticizing your teenagers friends, for 
example), as well as including a case study or credibility piece with each link, then at the 
end you can include the credibility, say I hope these were helpful for you, then include a call 
to action.  

 


