
Writing for the Web: 
Tips for Making Your Content 

Internet/SEO Friendly
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Established in 2009.

We are a women’s lifestyle digital publisher, 
specializing in both free and paid digital content.

35 Crafting, DIY & Cooking Sites
● 16.2 million unique visitors monthly
● 46.2 million page views monthly

47 eNewsletters
● 6.7 million subscribers

Social Media
● 4.8 million fans & followers

Digital Magazines, Cookbooks, Print Magazines & 
More!



Stuart Hochwert
President, Prime Publishing LLC
▪ Publishing and Database Entrepreneur
▪ 4th Startup
▪ Enjoys crunching the numbers

Kaylee Pope
Audience Development Manager
▪ Content Editor and Team Lead
▪ 5+ Years Content/Publishing Experience
▪ Favorite Content Tool: Google Analytics

Dana Byerwalter
Digital Content Editor, FaveCrafts
● Site Content Training Manager
● 5+ Years Content/Publishing Experience
● Favorite Content Tool: Moz Keyword Explorer
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912,500,000
Blog posts created per year

1,142 words
The average word count of a blog post

1 in 20 bloggers
Spend 6+ hours on a blog post

Source: https://www.orbitmedia.com/blog/blogging-statistics/
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How should you be spending all that time?
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Who are you 
writing for?

How to write for internet users, user intent, & 
Google
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Your 3 Audiences

Internet Users
People “read” 
differently on the 
internet. 
Have expectations 
for content. Want 
to be able to read 
quickly.

User Intent / 
Searchers
Stop adding to the 
noise and create 
content people are 
actually looking 
for and want.
Solving a 
problem.

Google
Create content 
that can easily be 
found on search 
engines by 
implementing 
easy SEO tactics.
Grading content 
on relevance and 
quality.
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(1) Writing for 
Internet Users

How to write content people want to click on, scroll 
through, and share.
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Print
✖ Tend to read every 

word
✖ Have often bought 

the book/magazine 
and are committed 
to reading it

✖ Longer attention 
span

✖ Will “read” more

Key Differences Between 
Digital & Print Audiences

Digital
✖ Skim content 

before committing 
to reading

✖ Quick to leave
✖ Have more 

expectations from 
a page

✖ Often reading to 
complete a task
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It is much easier to hit the back 
button or (x) than it is to close a 

book.

Always provide value. 

Make a reader want to stay.

10



✖ Skim the content quickly to determine 
value

✖ React and act quickly

✖ Scroll through content and will keep 
scrolling if the content is interesting

✖ Expect more visual elements, shorter 
paragraphs, and more headings

✖ Click-happy!

How People “Read” The Internet
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Scrolling!
✖ Always place most important 

content and “promise” up top. 
Your reader should be provided 
the information they clicked 
for first then you can provide 
supplemental content like 
extra links and fun facts.

✖ As readers scroll through your 
page, there should always be a 
“what’s next” in the form of a 
new photo, section header, etc.

✖ Avoid the dreaded unigraph or 
block of text.

✖ Content should be visually 
interesting.
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✖ Canva.com - Allows you to 
create collages, 
infographics, and banners 
for free

✖ Unsplash.com - Royalty 
free images from talented 
photographers

✖ Infogram.com - Make your 
own simple infographics

Recommended Tools
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(2) Writing for 
User Intent

Make sure the content you are creating is what 
people are actually searching for.
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User Intent
User intent describes what a user is 
looking for when they conduct a 
search query. This goes beyond the 
superficial idea of “keywords.” 
-crazyegg.com
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Types of User Intent
Navigational
Where is 
something.

Informational
User wants to 
know about 
something.

Transactional
They want to buy 
something!

Lists
Looking for a list 
of options - free 
crochet patterns or 
free coloring 
pages!

How To
They want to learn 
how to do 
something - how 
to crochet an 
afghan, how to 
make a terrarium, 
tie dye 
instructions

Transactional
User is looking to 
buy something! - 
worsted weight 
yarn, Bernina 
sewing machines, 
adult coloring 
books

Crafting User Intent
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✖ Once you decide on your main keyword 
phrase and topic, Google it!

✖ Check the search engine results for what 
is already ranking. 

✖ Make sure your content matches! Google 
tends to rank the most-clicked content, 
so this is the best way to determine what 
people expect when they search your 
term.

Finding User Intent
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Writing the Right Headline
Promise
Your headline 
should follow 
through on a 
promise.

Avoid Clickbait
This can hurt your 
brand! If your 
audience is 
expecting one 
thing and gets 
another, that is a 
bad brand 
impression.

Keyword
Use your main 
keyword phrase at 
the front of your 
headline.

A Headline Formula
Keyword + Colon + Number + Promise

Example: DIY Terrariums: 15 Easy Craft Ideas
Source: https://www.orbitmedia.com/blog/writing-headlines/

18



The Quality 
of the Click Matters

Your end goal should not to be to earn the 
click. It should be to earn the reader’s time. 
Whether or not they stay (and come back) 

matters more than if they click.
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✖ Google.com - Provides a lot of insight in terms of 
what is important to a reader.

✖ Moz.com/explorer - Keyword research tool that 
provides a ton of data of search volume as well as 
difficulty and user intent

✖ AnswerthePublic.com - Lists all questions 
searched for surrounding your keyword phrase.

✖ Your Own Data! - What questions do your 
customers ask about this topic when contacting 
your service team? What do they talk about on 
social media?

Recommended Tools
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(3) Writing for 
Google

Make sure your content can be found on search 
engines.
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First! - Can Google find your content?
✖ Check your Google Analytics to see if you are getting 

traffic from Google.

✖ Most content management systems and blogging 
platforms are designed to do this for you.

Not seeing traffic, you may need to implement the 
following tech changes:

✖ Implement robots.txt file on your site. - This tells 
Google how to “crawl” or scan your site.

✖ Create and upload your sitemap to Google Search 
Console/Webmaster tools. - This tells Google what 
content is on your site.

I recommend hiring a tech professional to do this for you if need 
be! 22



Human - Reads
✖ Reads words on the page in 

order.

✖ Read linked text and 
determines what to click based 
on interest.

✖ Ignores ads.

✖ Looks at photos.

✖ Often ignores the site/brand as 
a whole while searching and is 
only vaguely aware of their 
own bias towards certain 
brands.

How Google “Reads”  a Page
Google - Grades
✖ Checks headings for key 

information <h1>/<h2> tags, 
skims words for repeated key 
phrases and related 
keyphrases.

✖ Follows all links from the 
page, crawls those pages next. 
Knows what you think that 
page is about by link text.

✖ Checks ad to content ratio to 
determine spam score

✖ Reads alt-tag attached to the 
photo to determine what that 
photo is of.

✖ Scores page based on age, 
quality of content, incoming 
quality links, and past user 
behavior.

✖ Scores site based on quality, 
authority, and age. 23



✖ Includes supplemental or related keywords - All pages 
should have 1 main keyword and 2-3 related terms 
mentioned

✖ Higher word count (1k+ words)

✖ Properly labeled photos (through alt-tags) and 
well-organized sections

✖ Good linking profile both inbound and outbound
○ Link to popular and authority content on your page 

to show Google you know where the best info is on 
that particular topic

○ Gain links back to your page to prove that other 
sites are “talking about it”

✖ Pages readers like! Google looks at your time-on-page 
and page interactions (like comments, video views, 
clicks) to determine how much a reader enjoys the 
content

What Google Deems a Quality Page!

24



✖ Google.com - Provides a lot of insight into what 
related terms to use.

✖ https://moz.com/tools/onpage-grader - Grades 
a page based on how well it is optimized for a 
given keyword phrase.

✖ Google Analytics - Track your organic traffic and 
progress.

Recommended Tools
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The Best SEO Strategy = 
Making Great Content

If you want to rank for a certain phrase, you 
should be trying to make the best page on 

the internet on that topic.
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Writing the Best Page 
on the Internet

Create longform content that answers all of your 
users’ questions about a topic.
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✖ The best way to satisfy all three audiences.

✖ Longform content is a piece of content that is generally 
has 1k+ and works to answer all the questions on the 
internet for a specific query or topic.

✖ Higher quality content includes a higher word count, 
photos, video, and other engaging elements.

✖ This should be the best page on the internet for this 
particular topic.

What is Longform Content?
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✖ Strong headline that includes keyword phrase + a call to action.

✖ 1k+ word count

✖ Organized into subsections - optimized for popular questions 
and related topics

✖ Multiple visual and engaging elements - infographics, videos, 
photos, blogger quotes

✖ Proof that you are an authority on the topic through links to 
authority sites (like .edu or .gov) and/or influencer and expert 
insight quotes.

✖ Should be better than the other content that is currently 
ranking

All Longform Content Should Include:
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To Recap

Internet Users
Create your 
content so that it 
is engaging and 
visually appealing. 

User Intent / 
Searchers
Give people what 
they were 
searching for in 
the first place.

Google
Make your page 
easy to read for 
Google crawlers.
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Thanks!
Any questions?

Prime Publishing LLC
3400 Dundee Road

Suite 220
Northbrook, IL 60062

(847) 205-9375

Slide Resources: http://bit.ly/2B97XK0
https://www.favecrafts.com/Craft-Business/Creativation-Resources  
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