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What is content marketing?

all the information I 

use and create on my 

website, social, and 

online

original material 

about your services 

via several channels 

to move clients 

through the funnel

strategically 

telling your 

story

usable, engaging 

content to help 

build our brand

creating and disseminating 

unique information grounded in 

business objectives that is 

relevant, useful and engaging

content that connects 

our digital properties 

with people that need 

our service
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Content marketing is a strategic marketing approach 

focused on creating and sharing valuable, relevant, 

and consistent digital content that doesn’t explicitly 

promote a brand, but is intended to stimulate the 

interest of a clearly defined audience in its products 

or services.
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Content marketing vs. foundational content: The patient journey

Generally 
Healthy

Trigger Event
Considers 

Care Options
Makes an 

Appointment
Receives 

Care

Ongoing 
Health 

Management

services differentiators

doctors

patient & visitor 
information

locations

foundational content focus

wellness

content marketing focus

navigating healthcare
personal stories

preventive care

health education
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Content marketing vs. news releases

Content Marketing News

Audience-focused Organization-focused

Primarily educates, entertains, or inspires Primarily promotes

Pulls audiences in Pushes information out

Intended to nurture long-term relationships Intended to attract immediate attention

Written for the interests, needs and 
preferences of a specific audience(s)

Many formats (short-form text, Q&A, 
infographic, listicle, podcast, etc.)

Success may be measured by website traffic 
and engagement (e.g., social shares, form 

completions, newsletter sign-ups, etc.)

Written for a general audience

Limited formats (news story, press release)

Success may be measured by press mentions, 
media placement, page views, etc.
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Breast cancer 5K: Content marketing or news?

News

Organization-focused

Primarily promotes

Pushes information out

Intended to attract immediate attention

Written for a general audience

Limited formats (news story, press release)



geonetric.com

Breast cancer 5K: Content marketing or news?

Content Marketing

Audience-focused

Primarily educates, entertains, or inspires

Pulls audiences in

Intended to nurture long-term relationships

Written for the interests, needs and 
preferences of a specific audience(s)

Many formats (short-form text, Q&A, 
infographic, listicle, podcast, etc.)



Keyword research
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Generating story ideas

Audience Insights 
(e.g. Personas and 

Journey Maps)

Keyword 
Research

Engagement and 
Impact Data

Your 
Brand 
and  

Goals
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Keyword research is the process of identifying which 
terms or phrases your target audience use to search for 

your services or content in search engines.
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Answer questions users care about.
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• “Do pistachios help you sleep?”

• “Is it true that pistachios help you sleep?

• “What is in pistachios that make you sleepy?”

• “Is it okay to eat pistachios before bed?”

• “How many pistachios should I eat before bed?”

• “Why do pistachios help you sleep?” 

• “What happens if you eat too many pistachios?”
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Keyword tools:

• SEMRush

• KW Finder

• Moz Keyword Explorer

• AHRefs

• AnswerthePublic

1. Identify a topic

2. Conduct keyword research

3. Categorize keywords by intent

4. Understand the SERP landscape
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Categorize keywords by intent

“sleep clinic near 
me”

“find a sleep 
center”

“are pistachios a 
natural sleep aid”

“why do you get 
bad breath when 

you sleep”

“how to increase 
rem sleep”

“how to get more 
deep sleep”

“schedule a sleep 
study”

“consultation with 
sleep specialist”
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Understand the SERP landscape

• How do people want to receive that 
information? 

– A video? 

– Blog post? 

– Recipe? 

• Which SERP features are 
dominating the first page?
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Keyword research is only half the battle.



Writing for content marketing



Choosing a length and format
•
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Content formats

• Opinion or personal story

• Q&A

• Listicle

• How-to

• Round-up/curated post

• Explainer (“what is” or “why”)

• Video

• Podcast

• Photo slideshow

• Infographic

Text-based Multimedia-based
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Examples: Content about food and sleep

Podcast

Listicle

Video

Personal 
story
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If your goal is organic traffic, 
consider aiming for:

• How-to: 1,800 words

• Listicle: 2,000 words

• Explainer: 1,500 
words

• Long-form article: 
900 to 2,200 words

• Short-form article: 
300 to 900 words

How long should each article be?

• Focus on quality first

• Consider the purpose, subject, format 
and audience

• Whatever the length, content is 
successful only if:

– It’s high-quality

– It offers value by covering the topic with 
depth and detail

– It’s easy to scan (your readers won’t read 
every word)
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How long should each article be?

Fewer words = a higher 
percentage of content read 
by your users

Instead, they scan headings, 
subtitles and bullet points 
to find the part that’s most 
interesting to them.

Source: Nielsen Norman Group, “How Little Do Users Read?,” May 2008



Writing scan-friendly, accessible content
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How people read online

• Type of task 

• Level of motivation

• Level of focus

• Personal characteristics

• Assumptions from previous 
experiences with the internet

• Page layout

• Content type

• Clear, noticeable headings and 
subheadings

• Formatting techniques, like 
bulleted lists and bold text

• Complexity of the text

User-dependant Factors you control
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How people read online

• Appears on pages with long 
columns of text that looks uniform

• Users skip sections of text based 
on how the text flows in a column; 
text flow varies based on screen 
size

• Users are likely to miss 
information they care about 
because they don’t realize it’s there

F pattern
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How people read online

• Appears on pages that “chunk” 
content and use clear, descriptive 
subheadings above each “chunk”

• Users scan headings and may read 
related body text if interesting or 
relevant to their goal

• Users save time by quickly 
identifying the content they’re 
most interested in

Layer cake pattern



geonetric.com

When average 
sentence length is 14 
words, readers 
understand more 
than 90% of what 
they are reading. 

At 43 words, 
comprehension drops 
to less than 10%.

Make text easy to scan

• Use straightforward subheads to 
outline the main points and provide 
visual structure

• Write short sentences

• Keep paragraphs short (typically three 
sentences or less)

• Use bullets and numbered lists
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Prioritize accessibility

• Keep text content within a clear 
and understandable hierarchy, 
using headings and subheadings 
to organize content. 

• Use plain language; aim for a 9th

grade reading level or below

• Use descriptive text for links. 
(Never use “click here.”)

• Provide text alternatives for non-
text content, for example:

– Captions for videos 

– Transcripts for audio files

– Alt text for static images

• Use CSS and other styling to build 
accessible infographics and/or 
write a transcript of your 
infographic

Text content Multimedia content
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Example: Keeping infographics accessible

cdc.gov/vaccines/parents/infographics/journey-of-
child-vaccine.html



Cross-linking
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Connect users to related foundational content

Link to 
service 

line 
content

Link to 
doctor 
profile

blogs.altru.org/reasons-for-sore-throat
healthtalk.unchealthcare.org/4-tips-to-help-
your-child-overcome-a-fear-of-shots
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Writing good link text

• Use plain language

• Be succinct

• Front-load important words whenever possible

• Make it meaningful

• Use descriptive keywords and phrases
Learn more about heart and vascular 
care.

Explore our comprehensive heart 
and vascular services.

DO THIS:

NOT THIS:



Writing headlines and metadata
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Which would you click?

Headline writing an art and a science

How to write content marketing headlines

7 tips for writing engaging headlines for content marketing
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Write lots of 
headlines, then 
choose the best 
one

7 tips for writing engaging headlines

• Be accurate

• Speak directly to the reader (“you”)

• Put the most important words first

• Be specific

• Give readers a reason to click (e.g. 
promise tips, ways, facts, strategies, etc.)

• When relevant:

– Use numbers 

– Ask a question
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Be strategic in your wording
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Examples: Headlines that entice users to click 

nmhs.net/connect/ avera.org/balancecapecodhealth.org/cape-cod-health-news/
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HTML page title (title tag)

• One of the most important 
on-page SEO elements

• Shows up on browser tabs 
and search engine results 
pages (SERPs)

• Will likely be pulled in as link 
text when sharing on other 
websites and social media

• Give each page a unique 
title. Consider this formula:

Article Title | Blog Name | Organization Name
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Meta description (page description)

• Short paragraph that 
describes page content

• Used on search engine results 
pages (SERPs)

• To optimize for Google, stay 
between 30 and 170 characters

• Write compelling, descriptive, 
relevant copy that makes sense 
out of context

• Incorporate important keywords



Sharing and promoting



Site integration
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Feature on homepage: Cape Cod Healthcare

capecodhealth.org
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Dynamic display on services pages: Sturdy Memorial Hospital

sturdymemorial.org/medic
al-services/orthopedics



geonetric.com

Physician profiles: Cincinnati Children’s

cincinnatichildrens.org/bio/d/nick-deblasio
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Case Study Results

Adventist HealthCare 

34,000
Clicks delivered 
from organic 
search results to 
content 
marketing hub

34%
Increase in 
traffic to the 
location section 

Results

Adventist HealthCare had a popular health and wellness blog 
hosted on a WordPress site, but was missing opportunities to 
drive traffic to their main website, cross-promote effectively, 
and benefit from the keyword optimization. 

To deliver, we:

• Built an integrated content marketing hub in their main 
VitalSite website that is more stable and easier to manage

• Created a custom landing page design with large images, 
a card-like design, and the ability to filter results by topics

• Created overarching content strategy for site structure 
and taxonomy to support sophisticated cross-slinking and 
cross-promotion of services, providers, events and 
locations

1.2
Improved 
position in 
organic search 
results 



Content promotion
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Promote your content across other channels, such 
as paid media, social, and email to better 
understand what users are interested in.
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The same blog post can be shared 
multiple times on different platforms —
simply tailor the message to each 
audience and switch up the lead-in text 
each time you share. 

This serves the dual purpose of helping you 
create engaging social media content and 
gaining a broader audience for your content.
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Switch up your messaging

Varying the caption or description helps create 
a little diversity between your social media 
platforms. Asking a question can help increase 
engagement, too.

Example:

Blog Post Title: 7 ways to become more optimistic

Possible Post Copy Variations:

– Did you know individuals with a greater degree of 
optimism are more likely to live longer?

– A few small changes can help you become a glass-
half-full kind of person. 
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Promote content 
marketing assets to 
relevant segments of 
your email list.
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Remember: 

There’s not one perfect formula.


