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How to Create a Successful 

Content Strategy for the 

Web 
By Brad Smith 

 

Crafting a successful 

content strategy for the 

web is the first step to 

getting more customers and 
clients through digital 

marketing. 
 

Without it, your ads won’t 

perform, your SEO won’t attract 

new people, and your social 

campaigns won’t inspire anyone to 

engage with you. 

 

Here’s why, and how you can 

improve yours today. 

 

Why is Content Necessary? 

The most effective and profitable 

way to get new customers is 

organic search (SEO).  

 

A study of over 77,000 orders by 

market research giant Forrester 

Research found search engines to 

be the best online marketing 

channel for new customers. And 

according to luminaries from IBM, 

93% of ALL online experiences 

start with search engines. 

 

Paid search (like Google AdWords) 

is extremely effective. Trouble is, it’s 

also extremely expensive. And only 

getting more so. That’s why the ROI 

of SEO is much better in the long 

run. 

 

Now SEO has evolved tremendously 

from just a few years ago. And it takes 

a comprehensive, strategic approach 

using a variety of tactics like content, 

social and email working together if 

you want to see significant results.  

Think about it this way… 

 

Your potential prospect starts 

with Google. And most likely, they 

have no idea who you are. Unless 

you’ve been around for 100+ 

years, or spend millions on ad 

campaigns, it’s safer to assume 

that nobody knows or cares who 

you are. 

 

So instead of searching for 

“branded terms” like your 

company name, they start by 

searching for “non-branded” 

terms like the benefit you 

provide or the problem you 

solve. 

 

But if your website is only made up 

of strictly commercial content (like 

your company name, company 

products, and company services), 

then you will NEVER show up for 

these initial, informational search 

queries.  

 

By incorporating more “non-

branded” content, you’re able to 

start attracting prospects earlier in 

the buying cycle (i.e. the first step 

above). And countless studies 

show that reaching prospects 

earlier in the buying cycle, before 

they’ve had a chance to start price 

shopping, is easier and more 

profitable. 

 

That’s why content is important.  

Here’s how you can improve yours. 

 

The 5-Step Content Strategy 
for the Web 

Recently I wrote an in-depth blog 

post on the Moz blog about creating 

a content marketing strategy. You 

can refer to that for the detailed 

version, but I’ll provide the 

executive summary here: 

 

Step #1: What are Your 

Customer’s Problems and 

Obstacles? 

The best content solves your 

customer’s problems and obstacles. 

So you need to have a good 

understanding of what your 

customers are going through and 

dealing with before ever publishing 

anything. That starts with talking to 

them. Like human beings. 

 

Step #2: What are Your 

Product Results and Benefits? 

Once you understand where your 

customers are trying to go, and 

what’s preventing them from getting 

there, you can position your 

products and services as the 

solution. But to do that, you need to 

transform your Features into 

Benefits, and Benefits into 

Outcomes & End Results. 

 

Step #3: Determine Your 

Messaging, Categories and 

Structure 

People buy for different reasons. 

Many of which are emotional (i.e. 

http://codelessinteractive.com/seo-roi/
http://codelessinteractive.com/seo-roi/
http://codelessinteractive.com/local-seo-tips/
http://moz.com/ugc/case-study-5-steps-to-create-a-killer-content-marketing-strategy
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relationships), not logical (i.e. lower 

priced). And if you have different 

customer segments, then there are 

potentially 5-10 different messaging 

avenues to explore. Put together a 

unified plan that brings these 

together, and makes it easy to start 

rolling out different types of content 

that all fit together seamlessly. 

 

Step #4: Manage the Creation 

Process 

The biggest reason people and 

companies fail at content marketing 

isn’t laziness… it’s a lack of systems. 

You MUST have processes and 

systems in place to guide the 

creation process, otherwise it will 

never happen. So use simple online 

tools like Trello, Basecamp, or 

Asana to get everybody on the same 

page with clear direction, guidance, 

and deadlines.  

 

Step #5: Create a Uniform 

Content Template 

The most effective forms of 

marketing are also the simplest. Life 

is difficult enough, so don’t reinvent 

the wheel. Come up with a specific 

way you want the content to look, 

feel, sound, and act. Then keep 

doing it. Over and over and over. 

The biggest content marketing 

results come in month 24, not 

month 2. 

 

Non-branded Content 

Example: Best Business Apps 

Blog Post 

If “non-branded” content is the 

lifeblood of new, interested 

prospects, then your topics need to 

go extremely wide to appeal to the 

broadest possible audience (within 

your targeted customer segment of 

course).  

 

To illustrate this example (and the 

next), we’re going to use one of our 

clients, Innovative Care Products, 

LLC, which designs, manufactures 

and sells iPad cases & bags from 

New York City.  

 

We recently added a new blog post 

about the “best business apps for 

the iPad”. This topic was chosen 

because we want to reach business 

professionals who are on-the-go, 

and use an iPad for essential 

business communication and maybe 

even sales presentations.  

 

And we know that this “type” of 

person would be looking for this 

kind of information (based actual 

conversations and our keyword 

research for this and related 

phrases). Then based on our 

objectives and this topic, the form of 

a long, detailed list post became 

obvious. 

 

The biggest takeaway here is that 

there’s no guesswork involved. If you 

do the research ahead of time, and 

stick to a proven process, then 

you’ll know BEFORE you even start 

that it will be a success. 

 

Branded Content Example: 

New About Page 

While “non-branded” content is 

important, “branded” content is 

essential.  

 

That’s how you get people in the 

“middle” and “bottom” of your 

marketing funnel to finally convert. 

This is when you’re being actively 

evaluated and compared with 

others. So you need to convince and 

persuade them that you’re the best 

investment they can make.  

 

The trick with branded content is… 

not to make it suck.  

 

Seriously, 99% is awful.  

 

Let’s take a look at how to revamp a 

“branded” content page by looking 

at Innovative Care Product’s About 

page. The writing on this page was 

good, but there just wasn’t enough 

of it.  

 

One of the SEO fundamentals says 

that you want to have at least 300-

500 unique words on each page. So 

if you only have a few lines or a 

short paragraph, then it could be 

considered “thin content” and 

basically be ignored by search 

engines. 

 

The best way to add content to a 

page AND make it interesting at the 

same time is through storytelling. 

In this case, we decided to bring up 

the company’s design philosophy, 

product creation inspiration, and of 

course, a few positive customer 

reviews. You can read the results 

here. 

Yes, people (eventually) want to 

know more about your company. 

But people don’t buy what you do, 

they buy why you do it.  

 

Conclusion + Special Giveaway 

Content marketing only works if 

your content connects with 

whoever you’re trying to reach. So 

you need to intimately understand 

WHO you’re trying to reach, and 

HOW you’re going to reach them, 

before getting started. 

 

Here’s today’s takeaway: 

1. Login to Google Analytics, go to 

“Behaviour”, and look at your 

“Top Content”. If the top ten 

pages are all “branded”, then 

you’re ONLY reaching people 

who already know about your 

brand. Come up with a plan 

(using this 5-step process and 

blog post example) to start 

adding at least 2-4 pieces of high 

quality, “non-branded” content 

to your website each month.  

2. Now compare your “branded” 

pages, like your About page, 

with today’s example. Are you 

telling customers what you do, 

or why you do it? How can you 

incorporate more storytelling 

into “branded” pages to make 

them more interesting and 

successful?  
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 

  

This article appeared in Better Business 

Focus, published by Bizezia Limited ("the 

publisher"). It is protected by copyright law 

and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). 
 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss howsoever 

occurring as a consequence of any action 

which you take, or action which you 

choose not to take, as a result of this 

article or any view expressed herein.  
 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a substitute 

for obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any hyperlinks 

in the article were correct at the time this 

article was published but may have changed 

since then. Likewise, later technology may 

supersede any which are specified in the 

article. 
  

The information is relevant primarily within 

the United Kingdom but may have 

application in other locations. 
 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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