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This workbook will guide you through the steps to develop great content for your website. Your content 

is, by far, one of the most critical parts of your website. It can turn your site's visitors from casual readers 

to engaged participants and convert them to customers. The amount of valuable and relevant content 

you include on your website will also improve your search engine optimization (SEO) and page rank in 

search results. In other words, this will help you to appear near the top of the list when someone is 

searching for your business. 

We'll start with an exercise that will put you in the mindset of your potential customers; those people 

who you want to find your website and do business with you. Next, we'll determine the key points you 

want visitors to remember after leaving your website. Based on these key points, we will build a structure 

for your site, including your website's pages. Finally, we'll work on the individual page content to provide 

your visitors with information that drives them to ask more about your business and ultimately convert 

these visitors into customers. 

So, get some scratch paper and let's get started.  
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PART I: HOW DO YOUR CUSTOMERS FIND YOU? 

Think about your business, then ask yourself these questions: What words or short phrases define your 

business? Are they words you use when giving a 1-minute introduction to your business in networking? 

Can someone clearly describe what you offer to someone else? Take a moment to make a list of 6-10 of 

these keywords or phrases.  

 

 

 

 

 

 

 

 

Sources:  https://www.bluecorona.com/blog/mobile-marketing-statistics 

http://www.thinkbigonline.com/web-design/mobile-friendly-website   

https://hostingfacts.com/internet-facts-stats/  

  http://www.act-on.com/infographic/5-seo-strategies/  
 

https://www.bluecorona.com/blog/mobile-marketing-statistics
http://www.thinkbigonline.com/web-design/mobile-friendly-website
https://hostingfacts.com/internet-facts-stats/
http://www.act-on.com/infographic/5-seo-strategies/
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Now that you have a list of keywords and phrases that define your business, let's do an experiment. Ask 

some of your friends and colleagues the following question: 

“If you were seeking my product/service, but you didn’t know my name or the 

name of my business, what words or phrases would you put into a search engine 

to find my business?” 

You can list their answers below: 

 

 

 

 

 

 

 

 

 

This keyword exercise, listing your defining words and learning how others define your business, will help 

you gain valuable insight into the way you promote your business. Are people precisely understanding 

what you offer? If not, perhaps it's time to reevaluate the way you describe what you do.   

SIDE NOTE: It is CRITICAL to understand that, while you know your business well and may feel you 

are clearly explaining what you offer, the message you are sending may not be the message that's 

received. If people are not answering the above questions in a way you think they should, this 

probably means that you need to adjust the way you explain your business. From educational 

classes and seminars to everyday relationships, sometimes, for someone to understand, you must 

tell it in a different way that makes sense to them. 

Using the information from your experiment, you can determine the value of the keywords and phrases 

you plan to use for your website's content. There are many keyword research tools on the internet to 

show you search statistics for keywords. These research sites will also tell you if your keywords have high 

competition for the coveted first spot on a page of search results for those terms. 

You want your keywords and phrases to be as unique to your business as possible. You can consider adding 

location-based words to your key phrases or being more specific with your offerings. For example, 

someone who works from home doing administrative tasks may use a keyword of "administrative 

assistant," but this may bring leads who want her to work in their office. Instead, she may want to use 

"virtual administrative assistant." This key phrase gives more detail as to what she offers. 

In the next section, you will take your list of keywords and phrases to draw a roadmap for your site's 

content and what you want your visitors to remember most when visiting your website.   
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PART II: YOUR WEBSITE CONTENT ESSENTIALS 

Now that you have a list of keywords and phrases that clearly define your business, you want to focus on 

what you want site’s visitors to take away from the content on your site. You can think of this much like 

you would the key points you want people to take away from a presentation you are giving. You may start 

with an outline defining the key points you want to cover and then add filler to bring the presentation to 

its desired length. Creating content is similar to this process. 

Start with a list of what you want 

visitors to remember after they have 

left your website. This list will be your 

essential points list. (The order and 

length do not matter at this time as 

you will clarify them later in this 

process.) Try to use your keywords and 

phrases in this list. It will help you 

when you are creating your page 

content. You can see an example of a 

list of keywords and essential points to 

the left.  
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Let's review your list. You want to scale down your list to about 4-6 essential points. Remember, these are 

the things that you not only want your visitors to remember, but that will ultimately lead to converting 

them to customers. 

First look for any duplicates or similar items. Consider merging these ideas the best you can, or making 

one or more a sub-item of the other.  

Review your list for anything that is not essential to the definition of your business and what you want 

visitors to take away from your website. If you find non-essential items, exclude them. (You may use these 

later in a blog post, or another type of content to promote your business.) List your final 4-6 essential 

points below. 

 

 

 

 

 

 

 

In the next section, you will determine what pages to include on your website based on your essential 

points list above. 
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PART III: DETERMINING YOUR WEBSITE PAGE STRUCTURE 

A website is a connected group of web pages. Each of these pages should include unique original content, 

offering a natural progression of information or a call to action that will encourage visitors to spend more 

time on your site. 

The first page of your website is your Home page. When a visitor finds his or her way to your site, the 

homepage is typically the first page your visitor sees. (Not to be confused with a landing page, which is a 

page someone lands on when they have clicked a link to your site on another site.) Additionally, you will 

find most websites will include About Us and Contact Us pages. These pages assist in giving visitors a way 

to learn about your business and reach out to you. The other pages of your website will be determined by 

your revised list of essential points from the previous exercise. 

Consider that each of your essential points creates a top-level page (pages that will appear in the menu 

of your website), with some of the sub-items becoming subpages. An example of this would be a listing of 

the Board of Directors for a company. If you add headshots and short biographies to the page for each 

member, a subpage of the About Us page may be wise. If you only mention a list of names and perhaps a 

title, the inclusion on the About Us page may make more sense. You can determine if your sub-items 

should be subpages by considering how much you have to say. If you do not have at least 300 words or a 

few visuals to support the topic, then you should attempt to include that context in its parent (top-level) 

page like in the example above.   

Most business websites will also include a Products or Services page to describe what your business offers. 

Many will also have a Testimonials page, providing reviews, a Portfolio page, showcasing your work, and 

an FAQ (Frequently Asked Questions) page. Take a moment to list out the pages you want to add to your 

website. 

 

 

 

 

 

 

 

 

 

Did you add a blog to your page list? If not, you are encouraged to do so. A blog can help you to add fresh 

content regularly to your website, providing relevant information to your visitors, keeping them coming 

back over and over again. It is also a great promotional tool as well. It can be shared easily through social 

media by yourself or others to promote your business and drive traffic to your site.  
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PART IV: DEVELOPING GREAT CONTENT FOR YOUR WEBSITE'S PAGES 

Now that you have your list of pages, you can begin to create the content for each page. This material is 

what you will provide to your web developer to add to your new or updated website. 

You can start by creating a list of the ideas for each of your pages, including your keyword or phrase for 

that page. Each page will have a primary keyword or phrase used for just that page. Duplicating primary 

keywords on multiple pages will negatively affect your SEO.   

Once you have the ideas you want to include on your page, list them out and jot down some additional 

thoughts that come to mind on the subject. This mind mapping will help you to organize your thoughts 

and determine what you will want to include in what you write. From those ideas, you can write clear and 

concise sentences to develop your content. Use your primary keyword(s) in your text a minimum of 3-4 

times. Do not try to overuse the primary keyword(s), as this too will negatively affect your SEO. 

The recommended length for page content is 300 to 800 words per page. If you find yourself with over 

800 words, try to simplify what you have written. If that difficult, you may want to consider adding a 

subpage. Remember you don't want to include EVERYTHING about your business in the content on your 

website. You want just enough to catch someone's interest and show your expertise making it more likely 

that the visitor will want to contact you for more information.   

Good practice for writing site content is to create a first draft that you can put aside and read again later. 

When you come back to it, you will most likely notice some edits you wish to make. It is normal to re-read 

and edit these drafts 2-3 times before you are ready to provide your material to your developer for 

publishing. If you have a friend or colleague (or your developer) who is willing, you may also consider 

having them review your content as well. They may catch a typo that you don't see or question an idea 

which you have not defined as clearly as you may have initially thought. 

Still having difficulty clarifying your content? Consider hiring a content writer for your website. You have 

already compiled a fairly extensive definition of your business with the previous exercises. You can give 

this information to a writer to build full content for your pages. If you do not know any content writers, 

talk to your web developer. They may have a resource they can refer you to. 

Once you provide your (final) drafts to your web developer, you can work with them to rename pages, 

adjust keywords, and design your website for the amount of content you have given them. You will find 

that your project will be completed much faster and be less stressful for both you and your developer.     
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