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COPYRIGHT AND TRADEMARKS 
 
All rights reserved. No part of this book may be reproduced or transferred 
in any form or by any means without the written permission of the 
publisher and author.  
 
This publication is Copyright 2014 by Upper Hand Digital. All publications, 
products, services and software mentioned in this book are protected by 
trademarks. 
 
DISCLAIMER AND LEGAL NOTICE 
 
While we have tried to verify the information in this publication, neither the 
author, publisher nor the affiliates assume any responsibility for errors, 
omission or of the subject matter herein. 
 
This product is not legal, accounting, medical or health advice and should 
not be interpreted in that manner. You need to do your own due-diligence 
to determine if the content of this product is right for you. 
 
We have no control over the nature, content and availability of the web 
sites, products or sources listed in this book. The inclusion of any web site 
links does not necessarily imply a recommendation or endorsement of the 
views expressed within them.  
 
This publication is designed to provide information in regard to the subject 
matter covered. The advice and strategies contained herein may not be 
suitable for every individual. The author and publisher shall not be liable 
for any loss incurred as a consequence of the use and or the application, 
directly or indirectly, of any information presented in this work.  
 
Neither the author nor the publisher assume any responsibility for any 
errors or omissions, nor do they represent or warrant that the information, 
ideas, plans, actions, suggestions, and methods of operation contained 
herein is in all cases true, accurate, appropriate, or legal. It is the reader’s 
responsibility to consult with his or her own advisor before putting any of 
the enclosed information, ideas, or practices written in this book into 
practice. 
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FOREWORD 
 
I’ve written this book specifically to share a marketing strategy that has 
worked far better than even I had imagined for clients. This long-term 
strategy continues to drive traffic and convert leads into sales. It’s a 
technique that Google and the search engines actually like, and 
customers too!  
 
It’s called content marketing and is applicable to any business - large or 
small. Content Marketing works! For instance, I helped client X - a large 
national kitchen deep cleaning company - increase leads from very well 
known companies from nothing to an average of around 30 a month. The 
Managing Director said it was “like turning on a tap” regarding the number 
of consistent leads his company now receives. For client Y - I gained more 
exposure for their business in Google and the other search engines by 
also producing fresh, targeted, quality content. 
 
In this book, l’ll show you the benefits of content marketing that I believe 
will help your business grow and could help you save money on 
advertising, marketing and other PR activities. 
  
I’ll show you how to research your market, produce stunning content and 
keep people coming to your website. I’ll also show you how you can widen 
the pool of prospective customers to your site. And don’t worry if you are 
not a natural wordsmith, I’ll share with you how to get around that too. 
 
SEARCH ENGINE RANKINGS 
 
Remember the more quality content you post, the more potential there is 
that your site will have more dominance in the search engines. That of 
course potentially means more customers finding your site which could 
then lead to more sales – regularly. 
 
I very much hope that you can use my experience and expertise to help 
your business grow. I am always happy to advise and help where I can. 
We do also create and manage content and digital marketing for clients. 
We would be happy to see what we can do for your business too. You can 
get in touch with me via: 
 
email: tim.mitchell@upperhanddigital.co.uk  I   website: 
upperhanddigital.co.uk  
 
On my website you’ll see an area where you can sign up to my newsletter. 
The newsletter includes regular free useful digital marketing tips which you 
can use.  
 
To your success! 
Tim Mitchell 

mailto:tim.mitchell@upperhanddigital.co.uk
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INTRODUCTION 
 
Organic or natural listings of websites are the part of the search engine 
results which are not advertising. It was only a few years ago when some 
Search Engine Optimisation (SEO) agencies could almost guarantee to 
have their clients’ websites keywords rank highly in Google’s organic 
search results.  
 
There were techniques that these agencies and indeed website owners 
used that worked at the time such as: 
 

● Including keywords in the domain name 
● Repeating keywords lots of times 
● Hiding keywords in white writing or off the page 
● Linking sites automatically to the target websites 

 
Results from these strategies could generally be seen very quickly in the 
organic listings and these methods were easy to do. Google, however, 
became wise to these ‘black hat’ techniques and started penalising sites in 
their listings that tried to use these methods by launching a number of 
algorithm changes to combat them. Google also lowered sites in their 
listings that offered little value; sites which had little content and were 
rarely updated. 
 
Try these ‘black hat’ methods now and you’re likely to see your site drop 
like a stone and disappear way down into the darkest depths of Google’s 
listings. Have a site with little content and expect not to appear very high 
up for your chosen keywords if they are at all competitive. 
 
Some owners may have been moved their sites to new servers and tried 
adding new links. They may have built entirely new sites with new 
domains but have still been left scratching their heads wondering what to 
do next because they can’t get their site to rank as well as they would like. 
 
SEO these days takes time and money. There are no short cuts and don’t 
believe anyone who says there are. While some ‘black hat techniques’ 
might work even today for a short time, there will always be the danger 
that they will harm your site and potentially impact your business. After all, 
Google has teams of highly skilled engineers working all the time on 
combating ‘black hat’ techniques. 
 
Sadly, these past bad techniques have contributed to many businesses 
closing because they couldn’t recover their keywords in the organic 
listings. I’ve seen businesses spending huge amounts of time trying to 
recover their keywords and sometimes to no avail. 
  



 

4 

Unleash the Power of Content Marketing 

WHAT GOOGLE WANTS 
 
Google wants to give their users the best service. They are aiming to 
return the most accurate answers to searchers and quickly. If the search 
engines returns any ‘old result’ it could actually harm their own credibility. 
 
This book does not look at the technical issues needed for a site or site 
structure although these are both really important. You do indeed need to 
make sure that your site works well for users and that the code that runs 
your site works efficiently. Your website designer and developer will be 
able to advise on these. What this book is about is creating great content 
and the many extra benefits that should come with it.  
 
INTRODUCING CONTENT MARKETING  
 
Content marketing isn’t actually a new concept. Businesses have always 
used content as a marketing and PR opportunity such as publishing 
articles in trade magazines or information leaflets. It still works. 
 
My view is that because of past SEO techniques working, some website 
owners neglected creating a good experience on their sites. They were 
able to drive traffic to their websites but didn’t think about the overall 
experience. It was, after all, all too easy to throw some links to a site and 
then see target keywords to the site rising in the organic listings. This has 
all changed. Content as they say is king and that means that websites 
need to have content that is: 
 

● Fresh 
● Relevant 
● Original 

 
Some websites are beginning to catch up with focusing on content which 
is encouraging. Are your competitors doing this more and if so are they 
doing it in the best consistent way? 
 
Content marketing really can have huge benefits and is worth the time and 
effort. If this all sounds like a lot of work or you are not naturally good with 
words do not despair! 
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WHERE TO START? 
 
Even the best content writers have days when they stare blankly at a 
screen or paper wondering what to write but I’m going to show how you 
can start the ball rolling for producing content. 
 
Firstly, you know your most profitable areas of your business? Right? It 
would be worth really finding out this information if you don’t know it. Can 
you build up a picture of a customer type who spends the most? Do you 
know where your most profitable locations are that you serve? What 
questions do you clients want to know? 
 

Tip 
 
You could try running a customer survey to see what you customers likes 
are. This will give  valuable information with which to build your business. 
An online survey can also be useful such as 
https://www.surveymonkey.com/ 

 
It would also worth seeing what your competitors are offering.  
 
  

https://www.surveymonkey.com/
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FINDING THE WORDS YOU WANT TO BE FOUND BY - 
KEYWORDS 
 
Now is the time to discover - or re-discover - which search words you want 
your website to found by when someone searches in Google or the other 
search engines. 
 
Google have made it harder to target specific keywords. If you were to try 
using the ‘black hat’ techniques previously discussed then you are likely to 
see your site disappearing from the first few pages of Google’s organic 
listings. Websites linking to those sites using your keywords as well won’t 
work either.  
 
Google - through their Hummingbird algorithm - now returns results based 
on people searching in a more conversational and natural way. It actually 
makes perfect sense with more people using smart phones and searching 
by speaking - think Apple’s Siri for instance. 
 
Hummingbird also paves the way for Google -  which has made no secret 
of this - becoming more involved in artificial intelligence. Google is getting 
better at understanding the meaning behind content. They don’t need to 
see the same keywords repeated over and over again to know what a web 
page is about. 
 
Keywords, however, are still important and will remain so. Part of my 
success with clients has been targeting longer-tail keywords. For a start 
there is often less competition for these key phrases and secondly there is 
less chance of a website being penalised because it looks more natural in 
Google’s eyes.  
 
There are packages that can help you find these longer-tail keywords. I 
personally prefer Google Keyword Planner - part of Google Adwords. If 
you haven’t an Adwords account you will need to sign up for one but it is 
free and you do not need to carry out any advertising. 
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How To Choose Your Keywords 
 

● What words do you want to be found?  
● Search For Google Keyword Planner which brings up Google 

Adwords and sign up/login in 
● Go To Tools  
● Scroll Down on the drop down menu to Keyword Planner option  
● Select: Get search volume for a list of keywords or group them 

into ad group 
● Type in the box your desired keywords  

 
You will see that Google will display how often the terms are searched per 
month. 
 

● Underneath Select Keyword Ideas  
● Choose keywords with low or medium competition and highest 

search volumes 

 
 
Example 
  
Jane runs a cake making business in Surbiton. She ideally wants to be 
found by someone typing in the key phrase “cakes”. This term is far too 
broad and people could be looking for where to buy cakes, cake recipes, 
history of cakes etc. 
 
Jane needs to narrow down her ideal keyword criteria. She types in the 
word “cakes” into Google Keyword Planner. She comes across the longer-
tail phrase of “lemon cakes” - again this is really broad but the term has a 
high search volume and low competition (not many people are bidding on 
those terms for Google advertising). Lemon cakes are one of Jane’s 
biggest sellers so it would be worth producing content using “lemon cakes” 
in the title somewhere. 
 
Remember that Google wants sites to be a resource not just a sales pitch. 
 
  



 

8 

Unleash the Power of Content Marketing 

FINDING THE ANGLE 
 
From school, you will recall that a story should use: 
 

● What 
● Where 
● When 
● Where 
● Why 
● How 

 
It’s called the Five Ws and H and they form the basis of all information-
gathering. It’s what journalism students are taught on their courses.  
 

 
 
Using as many as the five Ws and H as possible, Jane decides to write 
down notes on how to make lemon cakes. Jane wants to be known as the 
expert on lemon cakes, the place customers come to for lemon cakes. 
 
She writes between 300 - 500 and uses the keywords “lemon cake” 
naturally throughout her piece. She also uses different variations of the 
term “make a lemon cake” such as making lemon cakes. Jane breaks the 
piece up by using images and headings. At the end she says if people 
want more advice to contact her. 
 
For the headline she uses her keywords “lemon cakes” and the location 
she covers. Jane comes up with the following: 
 
Wanting To Learn How To Make Lemon Cakes? Sound Advice From The 
Expert Surrey Cake Shop 
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Wanting To Learn How To Make Lemon Cakes? Sound Advice From 
The Expert Surrey Cake Shop 
 
Ever since I can remember I have enjoyed eating lemon cake but it was 
only when I opened Jane’s Cake Shop that I truly learnt how to make 
lemon cakes properly. 
 
Over the years many customers have asked me about the recipe I use for 
creating lemon cupcakes. Now for the first time I am revealing my popular 
recipe. 
 
‘Making Lemon Cakes’ Recipe 
-------------------------------------- 
---------------- 
--------------- 
------------- 
------------ 
--------- 

 
 Image caption: how to make lemon cake  
 
I am holding a special demonstration on how to make the perfect lemon 
cake on Saturday 5th July at 10am at Jane’s Cake Shop, Surrey. If you 
would like more information then contact me jane@janecakeshop.co.uk 
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CODING - THE SEO PART! 
 
Jane uses WordPress to publish her content. Using a Content 
Management System means that if you are website owner you can publish 
content yourself rather than paying fees to a web developer to publish it 
for you. You do not have to be a technical whizz either!  
 
In WordPress, Jane uses SEO Yoast to add coding: 
 
Focus Keyword: lemon cakes Surrey 
 
SEO Title: Learn How To Make Lemon Cakes? Advice From Jane’s 
Surrey Cake Shop Search engines limited titles to 70 characters. 
 
Meta Description (what the search engines display under the title in their 
organic listings): 
Discover how to learn how to make perfect lemon cakes Expert FREE 
advice from Jane’s Surrey Cake Shop. 
Search engines limit descriptions to 156 characters. 
 
So the idea is that someone searching for lemon cakes in Surrey will find 
Jane’s website and adding the SEO should help the search engines. 
 
BUILDING CUSTOMER RELATIONS 
 
Jane includes an option on her website where visitors can sign up for a 
free recipe newsletter and receive special offers in future via email from 
Jane. Jane has started building a relationship with someone searching for 
lemon cakes who may later turn into a customer looking to buy other cake 
products. 
 
Remember that Google now ranks individual pages rather than just the 
home page. Google’s Hummingbird algorithm means that Google will 
understand that Jane’s page is about lemon cakes. It means that this page 
could come up in the organic listings for various different searches around 
the terms “making lemon cakes”.  
 
The fact that she mentions Surrey - her target location - in the title and 
content should mean that someone searching for lemon cakes Surrey 
would see her website listed such as: 
 
Best places to buy for lemon cakes in Surrey 
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PR 
 
Jane also decides to record a video demonstration to be posted on 
YouTube and her website. She lets people know where the event will take 
place on Twitter, Facebook and to her customers via email if they want to 
see the demonstration live. 
 
She then researches the favourite cakes celebrities enjoy by writing to 
their agents. She finds out who likes lemon cakes the most. She invites a 
celebrity - Miss A Star - to help her on the day of the demonstration. 
 
Jane runs a poll on her website to find out what her customers prefer - 
lemon cup cakes or lemon drizzle cake. She asks which type they would 
like to be made on the day. Jane uses the opportunity to say why she’s 
running this free demonstration - to celebrate 50 years of her cake making 
business.  
 
All of a sudden from one event, Jane has lots of content that she could 
use about lemon cakes and the potential of free PR.   
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CONTENT MARKETING PLAN 
 
Jane has also written a content marketing plan. On your own website it 
would be worth publishing at least two pieces of content a month; this 
should help with being found by Google. The more content published 
regularly, the more chance of Google and other search engines finding 
your content. 
 
Jane’s marketing plan runs through the entire year and it means she can 
produce content in quieter times 
 
Month Content Idea Action 

January 
Want to find out how to make a lemon cake?  
Book tickets to my lemon cake making demonstration 
- surprise celebrity content page  

February 

Miss A Star our celebrity will be joining us to get tips 
on how to make a lemon cake  

Which do you prefer - lemon cupcakes or cupcakes? 
[Poll on website]  

March 
Giveaway - anyone who comes to the event will 
receive two free delicious lemon cakes Lemon recipe!  

Hurry book your Free tickets!  

April 
Demonstration Event   
Content Page After Event   

 
As a result of this plan and content idea, Jane has: 
 

● Created fresh unique and relevant content which Google likes - 
Google rewards sites  which does this 

● Gained free publicity 
 
Google now ranks her site for different search criteria around lemon cakes 
Surrey 
 

Tips for Web Content Formatting 
 
● Short Sentences - no more than 20 words 
● Short Paragraphs - max of 2 or 3 sentences 
● Quotes - to break up content 
● Images 
● H2 tags 
● Don’t forget to include how you can help the customer and contact 

details 
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SOCIAL MEDIA  
 
So far Jane has only published content on her own site. Jane has been 
clever. She has also mentioned the event before and after on her: 
 

● Twitter 
● Facebook 
● InstaGram 
● Google Plus 
● Pinterest 

 
She targets people and groups who have shown an interest in cakes 
generally such as cake decorating groups, hobby cake making groups, 
industry and local media. Jane creates content for these social media sites 
which give value and are not sales messages.   
 
When she has built up online relations she mentions about the celebrity 
lemon cake making demonstration in her social media accounts. The plan 
is to get people to sign up to her email prospective list where she can 
continue building rapport and then mention future special offers. 
 

Customer Email List 
 
You have already built up trust and thus it is easier to convert prospective 
customers. You can encourage customers to sign up to your email 
newsletter on your site with an incentive such as a discount on their first 
purchase. It’s a powerful marketing tool that works. 

 
Jane also has a plan of when to post as well and keeps a part of the day 
free to do this. She also posts the demonstration afterwards on YouTube. 
If she wanted she could have the video transcribed and used as an ebook 
or as an audio book. 
 
She now has targeted traffic coming to her site. Google likes her site - 
which helps her rankings generally - and customers do as well, as they 
are offered something of value. They are more likely now to keep coming 
to her site and also to keep spreading the word - more free PR. 
 
The content she has created can now also be re-packaged for her existing 
customers. The content could also be picked up by the industry and local 
media. All free publicity from an initial idea from a piece of content around 
350 words. 
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ADVERTISING  
 
Another knock-on-effect is that Jane is seeing more value for money 
through people coming to her site through her listings on directories and 
Pay-Per-Click advertising. People now arriving from these paid methods 
are also staying on her site for longer and more are converting into 
customers 
 
TYPES OF CONTENT 
 
What Jane could do also is look at other types of content. So she may well 
gain good reviews from her cakes and demonstration.  
 

Encourage customers to write reviews. Reviews should be added on 
different review sites such as reviewcentre.co.uk, trustpilot.co.uk as well 
as your own site. It’s all about building trust, and now many people look for 
reviews before they buy. 

 
She could create another page on her website with testimonials. Images 
of the reviewer work well and even better a video. Reviews also tend to 
help keep people on sites for longer which Google likes. 
 

Content Type Ideas 
 

● How To Articles 
● Testimonials 
● Case Studies 
● Sales Copy 
● Industry News 
● Your Company News 
● Download pages 
● Question And Answer Pages 

 
 

Tips For Producing Content If You’re Not A Writer 
 

● Record what you want to say into a tape recorder or smartphone 
● Ask someone else to write up your notes and audio recordings 
● Commission an expert to write content for you 
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QUALITY 
 
Once published there is a chance that the search engines could rank your 
content pages quickly. It depends on factors such as 
 

● Any technical issues 
● Frequency of fresh quality content 
● Competition 

 
It’s vital that you publish quality, targeted content. The advantage with the 
web is that you can make amendments but nevertheless you can’t be sure 
who will see your content first. Poor quality content could let your business 
down and potentially harm your reputation. 
 
But how do you make sure what you are publishing is quality? I try not to 
publish any content straightaway. Instead I save the content as a draft. 
From years of experience, I have found that I might want to make changes 
the next day. I may have made silly mistakes - we all do it from time to 
time and it’s natural. To get round this I have designed a checklist: 
 

Check List  
 

● Spelling 
● Grammar 
● Headline ok? 
● Keywords included - not too many 
● Facts correct 
● Images optimised and labelled 
● Target Market 
● SEO meta codes inserted 
● Duplicate? 
● Shareable? (will visitors share content on social media?) 

 
Images that are too large will slow a website’s loading speed down. There 
are free packages where images can be correctly optimised which will 
come up in the organic listings if you search: image optimisation 
 
The key is to get the right balance between file size and image quality. If I 
do have to publish content quickly, I ask someone else to proof-read for 
me. 
 
Content must be original and relevant. You can check for duplicate 
content using sites such as www.copyscape.com  
 
Google will penalise your site in their search engines if it has duplicate 
content. 
  

http://www.copyscape.com/
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MEASURING & MONITORING SUCCESS 
 
Content Marketing is definitely not a quick fix. The more quality content 
you have the more exposure you will gain. Remember Google ranks 
individual website pages not just home pages. 
 
Rankings 
 
The natural thing for many website owners is to type in their keywords to 
see where their websites come up in the organic rankings. This should 
now only be taken as a snapshot. 
 
The reason is that Google takes into account a browser’s: 
 

● Search History 
● Device 
● Location 

 
Remember that Google now returns more conversational search results. 
In other words for Jane, she shouldn’t expect her website to rank at the 
top of Google’s organic listings for ‘cakes Surrey’. Google now also inserts 
local search listings of companies. 
 
The best measure of success is to install Google Analytics. For Jane, she 
uses an analytics package on WordPress. 
 
Your content success measures could include: 
 

● Number of visitors increasing - returning and new 
● Bounce rate - the length of time visitors stay on a page before 

clicking away - the lower the bounce rate the better 
● Length of time people stay on the site 
● The number of people signing up to the newsletter 
● Increases in social media and other platforms- ‘likes’ from 

Facebook, ‘followers’ from Tweets - views on YouTube  
● Number of people purchasing 

 
The more content offering value regularly the better! 
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TAKEAWAY TIPS 
 
Understand Your Market 
 
Understand your target, most profitable market. Where are your 
customers coming from? 
Research longer-tail keywords using Google Keyword Planner - what 
words and phrases do you think your customers are searching for? 
 
Have A Plan 
 
Have a content marketing plan and stick with it. 
 
Original And Relevant Content 
 
Produce content that offers something of value to your customers and the 
search engines. Write for your customer and not for the search engines! If 
you are not a natural wordsmith, use someone who can help and knows 
your industry. 
 
Publish Regularly 
 
This is a LONG-TERM STRATEGY - the more content you have out 
there the better!  
 
 

Let Us Take The Hassle Away! 
We’re happy to help create and manage bespoke content and digital 
marketing strategies to help your business grow. You can get in touch: 
info@upperhanddigital.co.uk  
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