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Why Content is Crit ical  
to Your Success 
 
Content is the new buzzword among marketers. When done correctly, it can rescue lackluster 

consumer interest by transforming high bounce rates into repeat site visits and giving brands, 

both big and small, the power they need to succeed in today’s marketplace. 

 

A decade ago, most brands would not have considered themselves 

publishers. Today, however, they’ve been forced to reimagine 

themselves as publishers in an effort to better connect with 

customers, especially through online content. The content also needs 

to be easy-to-find, relevant and trustworthy in the form of words, 

images and videos expressly designed to help consumers make 

purchase decisions. In other words, the content needs to address the 

consumer’s ZMOT (Zero Moment of Truth) — 

the critical moment when an individual becomes aware of and 

consciously forms an opinion or makes a buying decision about a 

product or service. 

 

Recent studies, like the 2011 PricewaterhouseCoopers (PwC) report 

“Understanding How U.S. Online Shoppers are Reshaping the Retail 

Experience” indicate that online research has become an essential 

part of the buying process for most consumers. Moreover, a 2010 

Pew Internet and American Life Project report revealed that 83% of consumers research online 

before going to a brick-and-mortar store to buy electronics, computers, books, movies and 

more.  

 

With just a few swipes of a touchscreen, consumers can compare prices, read reviews, watch a 

demonstration, send product photos and locate a store. And it doesn’t end with the purchase. 

The PwC report finds that 24% of consumers post reviews after they’ve bought products. It’s not 

just young people either — 78% of Baby Boomers are online, with 49% over the age of 65 

relying on the Internet for information and research. Today, everyone is online, and they are 

researching all sorts of products, from running shoes to big-ticket items. Soccer moms waiting in 

the car line look for enticing restaurant reviews to solve their dinner crises, commuters on the 

train read up on running shoes for their next 5k, and sales reps waiting for clients research 

which new smartphone they want next. 

83% of 
consumers
research
online 
before

going to 
a brick-

and-mortar 
store...
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It is critical for you to be part of these conversations with accurate content that motivates 

profitable action. Brands intent on reaping their share of the estimated $200 billion that e-

commerce is expected to generate in 2012 have to stay focused on content that drives user 

action. The new paradigm requires that brands deploy strategies that address audiences’ need 

for relevant content across platforms throughout the purchasing process. It can seem like a 

daunting task to create, manage, market and distribute such large volumes of content, but it can 

be accomplished with the right content strategy. 

 

It’s Time to Think Like a Publisher 

The first step in designing a content machine is to 

determine why you need to create robust content and what 

you hope to achieve by doing so. This is not a simple task, 

so it’s crucial that all the stakeholders understand the end 

goal, how you plan to get there and what it’s going to take 

to achieve it. Do you: 

 

• Want a higher conversion rate for  

            each webpage?  

• Want to cement brand loyalty among                           

            your consumers?  

• Want to increase overall sales?  

• Want to better understand why consumers               

            like or don’t like your product?  

• Want to educate potential consumers                   

            about your product? 
 

All of these are specific goals that can be achieved when you transform an ordinary, 

underperforming website into a super site that works for you, and quality content is a primary 

solution for achieving these goals. There’s no need to reinvent the wheel; just take a look 

around the Web, and you’ll see brands pulling more than their weight in ways that can be 

adapted for your particular business. 

The new paradigm
requires that you
deploy strategies

that address 

for relevant 
content across

platforms 
throughout the 

purchase process.
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Start with a Strategy 
Once you’re convinced your brand needs to start acting like a publisher then you’re ready to 

formulate a strategy. At EnVeritas 

Group we define content strategy as 

the following — 

the creation, publication and 

curation of useful, relevant and 

engaging online content for your 

company and customers. You 

first need to understand not only 

WHAT content needs to be created 

but also WHY?  We’ve developed the 

following ten-step process that you can 

use to start developing your strategy: 

 

PHASE 1 
AUDIT  your current content — what is working, what isn’t and why? 

IDENTIFY  your content communication goals and objectives 

RESEARCH  your target market and audiences 

FOCUS  on their interests and what they want from your content 

ALIGN  your content with your brand values 

 

PHASE 2 
CRAFT  high-quality, original content that meets your customers’ needs 

PUBLISH  your content across multiple platforms and touch points 

INVITE  your customers to engage through forums, feedbacks, surveys, etc. 

MEASURE  customer feedback and retention for better ROI 

EVOLVE  your content based on solid metrics and customer feedback 
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Think Like Your Customer 
According to the 2010 Pew Research report, of the 74% of adults who use the Internet, 

approximately 80% look for information on 15 specific health topics, 34% read someone’s 

commentary or experience about health/medical issues, and 16% consult online rankings of 

doctors, hospitals or other medical facilities. So if your company is part of the medical field, 

you’ll want a content strategy that emphasizes relevant health topics, reflects personal 

experiences and offers trustworthy data about medical 

professionals and facilities. When researching your 

customers you need to think like your customers — do 

you know what they are actually searching for beyond a 

product name? A little keyword research can tell you 

who is looking for your online content. But how do you 

ensure it gets to them?  

 

The answer is search engine optimization. In 2011, 

Google alone fielded about 4,717,000,000 searches per 

day, or roughly 1.7 trillion searches for the year, 

according to ComScore as reported by Statistic Brain. If 

you check the databases of how people search, you’ll 

find a bewildering list of phrases for everything under 

the sun. These search phrases, or keywords, are 

ranked based on popularity or rate of usage.  

 

Once you’re armed with keyword knowledge, your next step is to strategize like a consumer, not 

like a robot or a marketing department. A consumer who’s looking for vitamins might search for 

“vitamins,” but she’s just as likely to search for “best multivitamins,” or “best multivitamins for 

women.” A savvy content strategist conceives multiple ways of covering all of these search 

terms as well as others. 

 

It’s not just a question of demographics and semantics, but also a question of hardware. Where 

and how are your potential customers getting online? Are they surfing the Net via an iPhone? If 

so you need to think seriously about the use of Flash on your website. Are they using a desktop, 

laptop or netbook?  Pinpointing the ways consumers search for and consume content about 

your products will help your team determine the type of content they need to produce. 
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Articles, graphics and forums work better on larger screens, where consumers may be more 

comfortable spending larger amounts of time on your site. Do most of your consumers prefer a 

smartphone? Then remember that tweets are easy to read and follow. Other small bits of 

information that address immediate concerns include short reviews of dining options and 

directions to the nearest retailer with your must-have item. As a content strategist, you can 

incorporate all of these pieces and weave cohesive plans that take advantage of what each 

channel does best. 

Create Your Blueprint 
Building a successful website is like building and maintaining 

a house. Before the foundation is dug, you need a blueprint 

for what you’re going to build. Websites need a blueprint that 

takes the vision of a vital e-commerce site and details the 

strategies needed to support the site’s goals. Make sure your 

plan includes four key action items: 

 

• Follow best practices  

• Perform a site audit 

• Develop and follow brand style guide 

• Establish, adapt, and adhere to a  

consistent content rollout calendar 
 

Best Practices  

Successful websites follow the industry’s current best 

practices, and that usually means keeping an eye on what the major search engines consider 

important. Let’s face it, Google is the 600-lb gorilla in the room precisely because it is the go-to 

search engine for 66.2% of users according to comScore qSearch, and that translates into 

900,000,000 unique monthly visitors according to eBizMBA. Google spells out their best 

practice recommendations in an online guide, Google’s Search Engine Optimization Starter 

Guide, which is intended to help webmasters improve their site’s interaction with both users and 

search engines. They don’t tell all their secrets, but they do provide strategic advice that levels 

the playing field and can help every website improve. 
 

Websites need 
a blueprint that 
takes the vision 

of a vital
e-commerce site 
and details the 

strategies needed
to support
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Site Audits  

As we mentioned before, smart companies always document the lifespan of their website 

content in order to: 

 

• Keep track of what content is there and when and why it was created 

• Periodically review the content’s efficacy 

• Determine when content has served its purpose  

• Identify and scope out what content needs to be added 

 
Such detailed documentation provides a clear historical record to use as a measure for future 

data and a way to ensure that any new content is part of the cohesive strategy. Curation of the 

content is an ongoing task to build upon, allowing you to reference and improve your content as 

you adapt to consumer demands, product upgrades and evolving business strategies. And while 

site audits take time, it’s not unusual to discover that some of your most important content is 

buried two to three pages deep, woefully out of date or sometimes missing altogether.  

 

Style Guides  

If your organization is questioning the importance of a content style guide, ask yourself this: “Is it 

important to communicate our brand values clearly?” That’s why a comprehensive style guide is 

important to your success. Aligning company goals and brand values with consumer interests 

doesn’t just happen. Providing content that engages website visitors with a consistent message, 

tone, voice, style, images and navigation requires a style guide, as each person who writes for 

your website needs to work from the same set of blueprints.  

 

Consider the needs of a hotel company with properties in countries around the world and with 

multiple, distinct brands, each focused on a specific travel niche. How can you assemble a team 

with a dozen or more role-players, some of whom may work in different time zones or countries, 

and make them understand the needs of each brand and deliver the same, on-target message 

for every hotel’s website, no matter which brand it is or where it is located?  
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The answer is a style guide that distinguishes between each brand so that: 

 

• Messaging remains consistent 

• Vocabulary choices support and reinforce the brand’s core message  

• Major tenets or standards of each brand are correctly distinguished and 
represented 

Rollout Calendars  

Effective and successful websites have multiple pages, plus they use a variety of other channels 

to reach potential consumers. So how do they keep track of everything, keep the main ideas 

fresh and timely, and retire outdated or old content? They use a rollout calendar to keep them 

on track. Every new idea is tested against this device to ensure that the content remains 

consistent and on message. The calendar provides a system to keep content from being used 

past its shelf life.  

 

Don’t Forget to Listen 
One of the most popular website myths has always been: “If we build it, they will come.” On the 

Internet, with more than 644 million active sites, according to Netcraft’s March 2012 survey, 

finding relevant and trustworthy 

content is often a challenge. You 

need to know how to take advantage 

of the ability to listen to feedback 

from your target audience to refine 

your content strategy.  

 

User feedback is important to 

potential customers. Product reviews 

from “real” people help the rest of us 

determine the difference between 

marketing hype and reality. Take a look at TripAdvisor.com and you’ll see personal reviews 

addressing issues that usually aren’t part of a hotel’s multi-million dollar ad campaign.  
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Yelp.com offers restaurant reviews that highlight exceptional or poor service, the best entrée or 

parking issues. Wouldn’t you rather have the traffic generated by searches about your product 

headed to your website instead of a third-party site? Establish your own review page to make it 

easy for consumers to get the whole story. 

 

You also need to have the ability to analyze statistical information about your website, such as 

tracking page views and time spent on each page. Do you know which pages bring the most 

visitors to your site? Having this insight can inform your content strategy efforts so that you 

focus on those pages and give consumers the information they want where they’re looking for it, 

thereby improving conversion rates.  

 

Real Results to Improve  
Your Bottom Line 
	  

If you’re willing to invest the time and resources in your digital strategy, then you may be asking 

what results you can expect, and it’s a fair question. When you provide specific strategies and 

customized content that meets the needs of your customers, you can expect real results: 

 

• Win your ZERO MOMENT OF TRUTH 

• Position your brand above your competitors 

• Increase customer retention 

• Increase your digital ROI 

• Save significant time and money 
 

We help our clients focus on the buying process, instead of the selling process, and become an 

integral part of it by creating relevant content that solves their prospects’ problems, answers 

questions and engages them with the brand through all phases of the buying cycle. As a result, 

our clients have experienced significant improvements in natural search engine rankings, 

unique visitors, conversion rates, bookings and online sales. If you would like to learn more 

about content strategy and what it can do for your brand and business, we invite you to read the 

blog on our website or contact us for a complimentary content consultation. 
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Contact Us 

EnVeritas Group 

Call: 864.241.0779 

Email: hello@enveritasgroup.com 

Visit: www.enveritasgroup.com. 

 

About EnVeritas Group 

EnVeritas Group is a global content marketing firm dedicated to helping companies win their 

Zero Moment of Truth by developing engaging communications through proprietary processes 

designed to create, manage, market and distribute content. Headquartered in Greenville, South 

Carolina the company has Custom Content Creation (C3) Centers in the United States, England 

and Mexico. EnVeritas group employs 70 full-time writers, editors and staff members in the 

United States and has a network of over 2,000 writers worldwide. For more information and 

additional blogs, please visit the company’s website at www.enveritasgroup.com. 


