
CONTENT MARKETING
3. Written Content



Where are we?

1. The Big Picture

2. Content Planning

3. Written Content

4. Visual Content. Video & Hybrid Formats

5. Landing Pages. Content Distribution

6. Content Analysis. Live Demo



#3 Written Content

1. Writing style

2. Content elements

3. Micro vs macro content

4. Content pyramid

5. Content clusters

6. Blog posts, ebooks, whitepapers, 
case studies

It looks like you’re trying to ask a 
question.

Please, use sli.do – CM3



BUILD YOUR STYLE



HOW MAILCHIMP DO IT?

http://styleguide.mailchimp.com/

http://styleguide.mailchimp.com/


HOW ENHANCV DOES IT?



ELEMENTS

• Target audience

• Voice and tone

• Brand positioning

• Grammar and terminology

• Content types

• SEO

• Content process



EXAMPLES

• Microsoft

• Google (material design)

• Shopify

• GOV.UK

• Buffer

• University of Leeds

https://docs.microsoft.com/en-us/style-guide/welcome/
https://material.io/design/communication/writing.html
https://polaris.shopify.com/content/product-content
https://www.gov.uk/guidance/content-design
https://open.buffer.com/style-guide/
https://comms.leeds.ac.uk/wp-content/uploads/sites/7/2017/01/tone_of_voice_guidelines_2016.pdf


KEY CONTENT ELEMENTS

• User need and user benefits

• Compelling story

• Attention-grabbing headline

• Clean formatting

• Shareable quotes

• Embedded & multimedia content

• Call-to-Action



USER BENEFITS



WHAT DOES THAT EVEN MEAN?



FEATURES vs BENEFITS



TELLING A STORY



https://blog.bufferapp.com/power-of-story

https://blog.bufferapp.com/power-of-story


7 ELEMENTS - STORYBRAND

http://storybrand.com/downloads/intro-to-sb/Introduction-to-StoryBrand.pdf

http://storybrand.com/downloads/intro-to-sb/Introduction-to-StoryBrand.pdf


7 ELEMENTS - STORYBRAND



YOUR BRAND IS NOT THIS



YOUR BRAND IS THIS



STORYBRAND ELEMENTS

• Focus on the character’s needs

• External and internal problem

• Specific plan for action

• Call to action

https://www.socialmediaexaminer.com/selling-with-story-how-to-make-your-customer-the-hero-donald-miller/

https://www.socialmediaexaminer.com/selling-with-story-how-to-make-your-customer-the-hero-donald-miller/


ATTENTION-GRABBING HEADLINE



reader value
curiosity

curiosity

quizzes
quizzes

curiosity

curiosity

curiosity
curiosity

emotion

emotion
emotion

emotion
emotion
emotion

emotion

http://buzzsumo.com/blog/most-shared-headlines-study/

http://buzzsumo.com/blog/most-shared-headlines-study/


curiosity

curiosity
functional needs

functional needs
functional needs
curiosity

curiosity

curiosity
curiosity

http://buzzsumo.com/blog/most-shared-headlines-study/

http://buzzsumo.com/blog/most-shared-headlines-study/


https://moz.com/blog/5-data-insights-into-the-headlines-readers-click

https://moz.com/blog/5-data-insights-into-the-headlines-readers-click


BITE-SIZED CONTENT



SIMPLIFY



THE MYTH OF LONG CONTENT

https://cdn2.hubspot.net/hubfs/53/B2B_vs_B2C_Content_Lessons_-_HubSpot_and_BuzzSumo_Report.pdf

https://cdn2.hubspot.net/hubfs/53/B2B_vs_B2C_Content_Lessons_-_HubSpot_and_BuzzSumo_Report.pdf


IT DEPENDS
Key phrase: travel adviceKey phrase: content marketing



HOW LONG SHOULD WRITTEN CONTENT BE?
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https://medium.com/data-lab/the-optimal-post-is-7-minutes-74b9f41509b


ONLINE CONTENT FORMATTING

• Bullets

• Subheadings

• Bold

• Font size

• White space

• 1 idea per paragraph

• Active verbs

• Intro hook



IMPROVING READABILITY

• Shorter copy – 58%

• Bullets – 47%

• Objective language – 27%

• Combined – 124%

https://www.nngroup.com/articles/how-users-read-on-the-web/

https://www.nngroup.com/articles/how-users-read-on-the-web/


MULTIMEDIA CONTENT



THE POWER OF VISUALS

https://www.orbitmedia.com/blog/blogging-statistics/

https://www.orbitmedia.com/blog/blogging-statistics/


SHAREABLE QUOTES



CALL TO ACTION









BLOGS





MICRO VS 
MACRO CONTENT

• Frequency

• Channels

• Goals



CLUSTER CONTENT



https://www.youtube.com/watch?v=fgSxWDSkWT4

https://www.youtube.com/watch?v=fgSxWDSkWT4


THOUGHT LEADERSHIP



THOUGHT LEADERSHIP



USEFUL INFORMATION



INSPIRING INFORMATION



BEHIND THE SCENES



BEHIND THE SCENES



SHOWCASE YOUR USERS



Practice:
Create a piece of written content.
Where would you publish it and why?
(hint: based on your target audience)


