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Why is content important?

Content does two things:

• Builds Awareness

• Builds Engagement



i. Search – indexable keywords, helpful & informative (websites, blog
posts, articles, videos)

ii. Social Media – conversations and REAL responses

iii. Gated or “Exclusive” Content – whitepapers, ebooks, infographics

iv. Earned Media – media coverage (backlinks & third-party validation)

But how?



What’s the Goal?

Ultimate, what are you trying to accomplish?

• More Customers?

• Grow Membership?

• Increase Revenue?



WARNING:
Content alone WILL NOT 
help you achieve these goals; 
however, when combined with 
other efforts it will help.



So, it’s important to set specific 

goals for your content strategy:

1. Increase website traffic

2. Grow social media audiences

3. Increase subscriber list / downloads

(examples)



Let’s talk about how people — you know, 

your customers, clients or members —

find you.



Audience Identification: 

• Who are you trying to reach? 
• Who are your current customers/members/partners? 
• What do they “look” like?

But first, who are they?



Persona Development:

• Now that we know who your 
audience is, let’s give them 
a face. Seriously. 



• Search Engines
• Impact of AI (Siri and Alexa)
• Optimization — Indexable Keywords

— What are indexable keywords?
— Why are they important?

• Social Media

And where are they looking?



Keyword 

Equity vs. 

Keyword 

Dominance

https://moz.com/beginners-guide-to-seo/basics-of-search-engine-friendly-design-and-development



A recent Pew Research Center survey 
of U.S. adults finds the social media 
landscape in 2018 is defined by a mix 
of long-standing trends and newly 
emerging narratives. Facebook and 
YouTube dominate this landscape, as 
notable majorities of U.S. adults use 
each of these sites. 

Facebook remains the primary platform 
for most Americans. Almost two-thirds 
(68%) of U.S. adults report they are 
Facebook users and three-quarters of 
those users access the social network 
on a daily basis. With the exception of 
those older than 65 years of age, the 
majority of Americans across a wide 
range of demographics now use 
Facebook as a means to communicate, 
share, and connect. 



Use of different online platforms by demographic groups



• Blog posts
• Articles
• Infographics
• Videos
• Photos/Imagery/Inspiration

• Podcasts
• Webinars
• Ebooks and Whitepapers
• Reviews
• Newsletters/Emails

And, what are they looking for?



Gated Content: 

Good or Bad?



Reminder:
The PERSONA should drive 
the MESSAGE and METHOD!



So how can we get the right content in 

front of the right people at the right time?



Getting Started:
The Basics (Now that we know why we’re creating 
content, who we want to see it, and how we plan to 
get it in front of them, let’s get the ball rolling!)



• Who are your thought leaders?

• Who are your contributors?

• How does everyone like to work? 
Make it easy for them to do it!
— Write blog posts and articles?
— Interview-style?
— Webinars/Podcasting?
— Public Speaking?
— Through Design? 

(i.e., illustrations, animation, photography)

Form your Content Team



• Review your FAQs (what are 
people always asking for?)

• Join the conversation! 
Find out what’s trending with
your audiences.

• Look at your website analytics:
What’s your most viewed 
content to-date?

Develop topics and think through 

targeted keywords



IMPORTANCE OF INDEXABLE KEYWORDS – It’s recommended 
that brands add 3,000 new indexable keywords per month. With 
an average blog post of 600 words, that’s 5 posts per month. It’s 
not impossible, but it will take time!

Getting Serious: Making the Time



Getting Serious: Content Brief



TO INCREASE ODDS FOR SUCCESS, provide HELPFUL content 
that is EASY to find and EASY to consume, then offer audience 
members a way to learn more and stay engaged with your brand.

Getting Serious: Making the Time



• Review Analytics – what’s
working, what’s not?

• Most engaging social platform? 
Best day/time to post?

• Most engaging content type(s)
• What’s missing?

Monitor & Measure Success



Getting Good:

Monitor & 

Measure Success 

(then repeat)



Tools That Help
• Grammarly
• Voicera
• Rev.com
• Yoast
• Moz.com



Questions?



Thank You!


