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Content Worksheet 

Without content, your website is an empty shell, 
devoid of a voice and personality. A shop with no 
friendly sales assistant. A book without any pages. 
A person without a story.

Let’s be honest, people don’t come to your website to look at the 
design. The visual design plays a hugely important role, but its the 
content that will provide the answers to the questions your audience 
are asking.

It takes time and significant effort to create great content, a task 
which is always underestimated in so many website projects. Plus, 
content includes the words, images and sounds your audience are 
looking to engage with, so copying the brochure you did last year, or 
using some of the snaps from your phone are unlikely to get the cut 
through you’re looking for.

This worksheet is part of a series covering our Go the Distance™ 
method. To learn more about this, visit our YouTube channel.
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Your Content Needs

High quality content is time consuming and costly to create. The good news is, not all your content needs to be 
created in this way. People’s understanding of ‘good’ varies wildly and sometimes all that’s needed is the words 
(written or spoken) or pictures (still or moving) to solve a visitors problem.

Make a list of the content you already have and what else will be needed for a new website project. You can also 
identify whether the content can be provided in-house, or whether external support will be needed.

Core Content

Such as home, about and contact pages.

Exists

Required

 In-house

 External

Professional Photography

Ideally from within the last 6 - 12 months.

Exists

Required

 In-house

 External

Periodical Content

Events, news, blog posts and press releases.

Exists

Required

 In-house

 External

Video

May include webinars and live events.

Exists

Required

 In-house

 External

Team Bios

Details of people in your team.

Exists

Required

 In-house

 External

Product Information

Descriptions, pricing and shipping details. 

Exists

Required

 In-house

 External

Technical Data Sheets

May be in PDF format.

Exists

Required

 In-house

 External

Audio

For distribution through podcast apps.

Exists

Required

 In-house

 External
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Content Planning

A technique we use for planning content is to use a mind map. Mind maps allow you to start with a single content theme from which you can note down related or sub-
topics. For example, starting with a product name might lead you to think about how its made, whether it’s good for the environment or what it’s use cases might be.

The titles you enter into each major circle may become heading titles on your web pages, providing you with a structure for your content so you can then to think about the 
additional copy that would be needed to support it.

Core theme
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Answering Customer Questions

The questions people ask are naturally important. Not only because you have the answers, but there are probably plenty of other potential customers out there with the 
same questions searching for similar answers. Remember also that people don’t always need what they want. Do they want a drill, or need a shelf hanging on the wall?

Your team should be listening out for these questions and making sure the answers can be easily found across your website in various content formats. What problem could 
your content solve? What are the pain points your customers have? How can your product or service enhance the lives of your customers or clients?

Customer Problem Statement

I am a [person] who is trying to [achieve a goal] but [barrier in the way] because [I have a problem] which makes me feel [emotional state].

Your Response

Our solution enables you to [achieve your goal] by [addressing the barrier] so that [pain point or risk can be removed] meaning you can [emotional state].

Problem 
Use your customer’s language

Your solution 
Explain your solution and the goal they will achieve

Outcomes 
Elaborate on the benefits to customers
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Repurposing Content

Content takes time to produce, so using it just once isn’t going to provide you with scale or value for money. So how can you repurpose it to expand your reach, making sure 
you cut through the noise surrounding your audience? Use the table below to explore how you might re-purpose content across each of your channels.

Content theme: 

Channel Long form article Image Audio Video Webinar

Social Media (indicate 
channel if possible)

Website

Email

Groups & communities

Offline

PR

Call to action Content goal
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Campaign Planning

Your ongoing content that you share on your website, email and social media channels can be split into 2 types:

• Baseline content
• Performance campaign content

Your baseline content is the underlying, regular organic activity that keeps you in the public eye by demonstrating your company’s personality with active profiles and 
consistent engagement with your audience. Think blog posts, links to products and industry news.

Performance campaigns require more frequent and focused content, reaching beyond your existing audiences to develop new opportunities and leads, providing a more 
tangible return on conversation. This content might be based on your product range, social impact, seasonal trends or relevant topical stories that will engage your followers 
and can be achieved through creative PR and outreach campaigns.

You can choose one approach over the other, or run both 
concurrently, but this will obviously impact how 
you approach your content plan and the 
resources it will demand.
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Where to go from here

You can’t really begin to build a website without having a good understanding of the content that will be used to 
populate it. Starting with a content strategy will allow you to plan what you need to create and why it will benefit 
your audience. With this in place, you’ll likely want to work with a copywriter, photographer and videographer as a 
minimum to ensure your content is clear, trustworthy and compelling enough to drive action.

Using guidance in the book Holistic Website Planning, look to identify your most popular (and least popular) content.  
It’s just as important to spot opportuities for old content to be removed as well as new content that needs to be 
created. Removing old content will ensure accuracy and is an essential part of maintaining a healthy environment.

Go the Distance™ Webinars

Join a free online presentation 
covering our unique Go The 
Distance™ process that will help you 
to plan your digital strategy. 

Each step in our process will allow 
you to explore the 8 key stages that 
are fundamental to success.

Visit our website at https://adigital.
agency for details of upcoming 
events.

Go the Distance™ Workshops

If you’re ready to take more decisive 
action, then one of our Go  the 
Distance™ workshops could be 
the way forward. These structured 
sessions allow us to give you specific 
guidance and advice on each of the 
8 steps in our process.

Book an introduction and 
understanding call at https://adigital.
agency/contact-us. 

The Clientside Podcast

If you’re not quite ready to commit to 
a new digital project, then checkout 
the Clientside Podcast.

Hosted by the founder and 
managing director of A Digital 
Andrew Armitage, join him as he 
talks with guests about a wide range 
of digital topics giving you plenty 
of takeaways to apply to your own 
digital strategy.

Buy the Book!

Exploring the Data from your website forms part of a process called Go the 
Distance™ which is explained in the book Holistic Website Planning written 
by the founder of A Digital, Andrew Armitage. The book is available to buy on 
Amazon in both paperback and Kindle formats.

For more information, visit https://adigital.agency.

https://adigital.agency/contact-us
https://adigital.agency/contact-us
https://adigital.agency/podcast
https://open.spotify.com/show/0a9EtFwLvkYsIzo9tTvJ0i?si=wKK9ux5bSguUssyU8K3CAw
https://podcasts.apple.com/gb/podcast/the-clientside-podcast/id1466844678
https://www.amazon.co.uk/dp/1781335745
https://www.amazon.co.uk/dp/1781335745
https://www.amazon.co.uk/dp/B095DDKKJ9
https://adigital.agency

